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Abstract

Background: Challenger banks, distinguished by their innovative approach, have emerged as
key players in the fintech landscape. As consumers increasingly prioritize convenience, safety,
and digital accessibility in banking, challenger banks have the potential to revolutionize
consumer behavior. However, while research has explored the impact of fintech on the banking
sector, there remains a gap in understanding consumer motivations for choosing challenger
banks and in which type of scenarios consumers are opting for challenger banks rather than

traditional banks as well as the role of technology acceptance in driving consumer preferences.

Purpose: The purpose of this thesis is to observe how consumers utilize challenger banks’

services and the adoption process of fintech technologies.

Method: This thesis employs a qualitative approach with a deductive methodology. It will
conduct multiple exploratory case studies to gain insights. The study utilizes purposive and
convenience sampling, a non-random method, to select participants. Data is collected through
semi-structured interviews featuring open-ended questions. Thematic analysis is employed as

the method for data analysis to identify patterns across various cases.

Conclusion: The factors influencing consumers' decisions to utilize challenger banks are based
upon the following factors: social influence, affordability, convenience, and apprehension as
key factors. The research found that consumers often adopt challenger banks as supplementary
services, not full replacements for traditional banks. The research also suggests that the

UTAUT?2 framework could be expanded to consider cultural preferences.
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1. Introduction

This chapter will introduce the paper starting with the background and context of the research
topic. It will discuss the relevant concepts of challenger banks, fintech, and motivations of
consumers to utilize challenger banks’ services along how consumers accept new technology
innovations. This will be followed by the definition of the research problem, which is based on
the knowledge gap existing in the current literature. Subsequently, the research purpose and

the research question are introduced.

1.1. Background
The banking sector is one of the many service industries that have been affected by
digitalization. Digitalization of the banking sector has led to the so-called fintech revolution -
the emerging financial industry that leverages innovative technologies, such as challenger
banks (Cortina & Schmukler, 2018). No longer do customers make appointments in bank
branches, as they and the banks prefer different online options for time-consuming and cost-
saving methods. Online banking, which is the process of overseeing bank accounts and utilizing
banking services online (Cambridge Dictionary, 2024), also offers flexible service options, that
are not tied to place or time. Despite the positive sides of the digitalization of the banking
sector, as a negative aspect, consumers have become more critical than ever before about these

online services as safety issues raise concerns (Bashir et al., 2023).

The fintech revolution, which will be explained in further detail, has made challenger banks
differentiate from traditional banks by prioritizing innovation and superior consumer service
instead. By leveraging automation, artificial intelligence, and sophisticated data analytics,
challenger banks have delivered a high level of consumer experience. Recognizing the growing
reliance of consumers on digital channels such as apps, challenger banks tailored their services
around these platforms (Breidbach et al., 2019). Through innovative apps, challenger banks
can avoid the expenses of physical branches, offering consumers a comprehensive banking
experience entirely through their mobile devices. While traditional banks have integrated new
technologies to assist their consumers, there's been a hesitancy to fully embrace modern digital
offerings. This reluctance could stem from the legacy IT systems utilized by certain banks, or

they want to offer physical branches that consumers can visit (Ashta & Biot-Paquerot, 2018).



In contrast, challenger banks demonstrate an ability to adapt and innovate, facilitated by their
streamlined operational models. Unlike traditional banks with extensive business structures,
challenger banks can swiftly respond to evolving consumer demands, often implementing
changes promptly. This adaptability has enabled challenger banks to introduce groundbreaking
features such as personalized recommendations based on consumer spending data, seamless
payments to nearby contacts, and opening these services without having to visit a physical
branch (Breidbach et al., 2019). Challenger banks have an advantage in reduced operation costs
and greater lending flexibility. These advantages have fueled consistent annual revenue growth
for challenger banks, contrasting with the declining trend observed in traditional banking

operations (Anand & Mantrala, 2019).

The phenomenon around fintech, which also includes challenger banks, has been developing
steadily over the years. Figure 1 from Google Trends explains this interest graphically over the
past 5 years, where the peak interest was during 2022. After that, the interest in fintech
decreased but has still been over the 50-mark line almost the entire time. The interest is on a
scale from 0 to 100, where 100 represents most of the interest. It is important to acknowledge
that Google modified Google Trends services in early 2022 to get more accurate data, this is

also seen in the graph with “Huomioitavaa” text.

Figure 1: “Fintech” interest on Google Trends search engine.

Source 1: Google Trends. https://trends.google.com/trends/explore?date=today%205-y&g=fintech&hl=fi

In this context, challenger banks have the potential to revolutionize consumers’ motivation to
adopt and utilize their services. This suggests that these innovative challenger banks can
significantly alter the way consumers perceive and interact with fintech products and services.
Challenger banks have the potential to reshape consumers' attitudes and behaviors toward
traditional banking activities and ultimately lead to a paradigm shift in the banking industry

(Brandl & Hornuf, 2020). The current research into technology acceptance stems from


https://trends.google.com/trends/explore?date=today%205-y&q=fintech&hl=fi

foundational investigations into how individuals and organizations diffuse technology (Rybina,
2021). The research also discovers a great deal of how fintech has affected the banking industry
however it lacks the connection on why consumers rather utilize challenger banks’ services
instead of traditional banking services and how technology acceptance affects consumer

choices.

1.2. Problem Discussion
The growing influence of challenger banks’ services presents both challenges and opportunities
for the whole banking service industry. Comprehending the consumer motivations to utilize
and adopt challenger banks’ services holds significant implications for the academia in the
consumer motivations field. This thesis is of paramount importance due to the incomplete
clarifications and understanding of the factors driving consumer adoption of challenger banks’

services and the potential impact of this adoption.

The current research tells us about concepts of challenger banks, consumer experience with
digital banking, and technology adoption models. The emergence of challenger banks has been
researched as the innovation of these banks is drastically changing the financial services
landscape. The change is mostly driven by a segment of tech-savvy millennial customers who
are looking for new services (Anand & Mantrala, 2019). Anand & Mantrala’s research also
suggests that digitally savvy young consumers are drawn to the unbundled financial services
provided by the challenger banks. These services, easily accessible through smartphones, offer
swift processing times and cost-effectiveness, making them highly attractive compared to
traditional banking offerings for many consumers. Consumer experience in digital banking has
also been researched and it tells us that convenience and security play a critical part in this
consumer experience (Susanto et al., 2023). The degree of convenience significantly
influences the accessibility of these services, particularly for individuals juggling busy
schedules. Those who prioritize saving time, energy, and effort highly value banking services
that offer greater convenience. Lastly, consumers’ technological adoption of digital services
has been researched with the help of different technology acceptance models. This research
explains that when consumers have a positive attitude toward digital banking, it translates into

a greater intention to use digital banking services (Carranza et al., 2021).

Even though the current research explains the fintech revolution and the emergence of

challenger banks, consumers’ motivations to adopt and utilize challenger banks’ services have



not been researched yet. What we do not know yet is if consumers exhibit unique behaviors,
preferences, and attitudes toward challenger banks’ services. Exploring these nuances can
provide insights into the specific challenges and opportunities within the fintech and banking

services landscape.

Understanding factors driving the motivations and consumers’ adoption of challenger banks’
services bears significance for multiple stakeholders within the financial landscape. Financial
institutions, both traditional and fintech actors, can leverage insights into consumers’
motivations to refine service offerings, optimize user experiences, and maintain
competitiveness within the market. Researchers also believe that regulatory bodies and
policymakers may utilize such insights to uphold consumer protections, foster financial
inclusivity, and address evolving trends in the fintech sector. Moreover, researchers and
analysts may find merit in studying these motivational factors dynamics to contribute to the
broader discourse on consumers’ perceptions, fintech adoption, and utilization of challenger
banks’ services. Ultimately, a nuanced understanding of the motivations and adoption
consumers have utilizing challenger banks’ services, serves to inform strategic decision-
making, foster innovation, and drive positive outcomes for consumers and industry

stakeholders as well as broader research in academia.

Researchers are approaching this research problem by conducting qualitative research by
interviewing consumers who are utilizing challenger banks’ services. It is important as the
underlying reasons to utilize challenger banks’ services can differentiate from each other and
understanding these differences fills in the gap in the current research. All interviews are based
on nationals residing in the Nordic countries to gain detailed information on how challenger
banks’ services are utilized and adopted within one geographical location. Researchers also
combine primary and secondary data to receive insightful information which then can be used

in the implications at the end of this research.

This thesis focuses on consumers’ motivations to adopt new innovative technologies, especially
challenger banks’ services. The Unified Theory of Acceptance and Use of Technology
(UTAUT) and especially model 2 of this theory is used as theoretical ground to support possible
findings. The adoption of challenger banks’ services is still being determined but research
points out that this can change the course of the financial industry (Sultana et al., 2013) hence
it is crucial to understand the underlying factors driving this adoption and use of challenger

banks’ services.
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1.3. Research Purpose
The purpose of this research is to contribute to the existing gap in the literature between
consumer motivations to adopt and utilize new technology and challenger banks’ services. The
aim is to investigate which factors are driving consumers to utilize challenger banks’ services
rather than using traditional banks. Based on the current literature and the research gap, this
thesis seeks to shed light on the underlying reasons driving the consumers’ adoption process
towards challenger banks’ services. Through comprehensive investigation and analysis, the
research endeavors to provide insights into the preferences, attitudes, and decision-making
processes of consumers when it comes to selecting their banking service providers. Ultimately,
the goal is to contribute valuable knowledge and understanding to the field, helping to inform
both industry stakeholders and academic discourse about the dynamics shaping the evolving

landscape of banking preferences.
To fulfill this goal, this research paper has three dimensions:

1. Identity consumers’ adoption manners and motivations to utilize challenger banks’
services and which factors are driving these motivations. By examining these aspects,
the thesis seeks to provide insights into consumer behavior within the context of

challenger banks.

2. Investigate consumers’ perceptions of challenger banks and how it impacts their
decision to use or not to use challenger banks’ services. The thesis focuses on aspects
such as value, efficiency, expectancy, and social influence, and how these aspects

impact consumers’ perceptions and adoption of challenger banks’ services.

3. Lastly, identify potential issues and concerns about challenger banks’ services adoption
and utilization faced by their consumers. It is essential to identify potential issues and
concerns as it promotes consumer welfare, drives service improvement, and builds

trust.

1.4. Research Question

To fulfill the research purpose discussed above in chapter 1.3, we can draw our research
questions:

11



How do various factors drive consumers' motivations when adopting and utilizing challenger
banks’services?
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2. Literature review

The following section aims to provide an overview of existing literature regarding the topics
in this thesis. It presents the literature selection process and reviews the past research
conducted within fintech innovation, challenger banks, and how consumers accept new
technology, followed by identifying the knowledge gaps within these topics. This establishes
the groundwork for the thesis, paving the way for a thorough examination of how consumers

accept the new technologies introduced by challenger banks.

2.1. Introduction to the literature review
The emergence of digital banking has not only revolutionized how financial transactions are
conducted but has also fundamentally altered the way consumers interact with their finances.
With the convenience of mobile banking apps, online transactions, and virtual services,
consumers are now empowered with unprecedented access and control over their financial
activities. This shift towards digital platforms has prompted consumers to reassess their
preferences and behaviors, as they seek out the most convenient, secure, and user-friendly
options available. Simultaneously, banking institutions are compelled to adapt their strategies
to meet the evolving needs and expectations of tech-savvy consumers. As such, understanding
the motivations driving consumer adoption of digital banking services becomes crucial. This
literature review aims to explore consumer accept new technologies presented in the digital
banking realm, shedding light on the factors that influence consumer behavioral intention to

utilize challenger banks’ services.

Technology acceptance has been researched widely in different publications since the early
1980s and the search term ‘technology acceptance’ gives over 250,000 results on the search
engine Primo. These publications highlight the technological acceptance of virtual reality,
mobile phones, ride-sharing services, the adoption of digital technology in education, and much
more. On the other hand, the literature on challenger banks is not as broad as technological

acceptance hence it is a much newer phenomenon. Primo has 2420 search results for the search
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term ‘challenger bank’ and most research is done within how switching cost, risk management,

digitalization, and traditional banking are related to challenger banks.

After conducting an initial review of challenger banks, it became apparent that there is a
growing interest in financial technologies and services and the digitalization of the traditional
banking sector. While several literature reviews, publications and research papers have focused
on aspects such as the risk management of challenger banks, switching costs associated with
challenger banks and the digitalization of the banking industry, there is a notable gap in
understanding how consumers perceive and accept the services provided by challenger banks.
As a result, adjustments were made to the search criteria to identify articles specifically
addressing the technology acceptance of challenger banks by consumers. Once again, a
knowledge gap has been identified, as highlighted in detail in the ‘Problem Discussion’ section.
Previous literature indicates a need for further research to comprehensively understand how
consumers adopt new technologies, particularly within the framework of the UTAUT2 model

(Jadil et al., 2021).

2.2. Method of the literature review

This section aims to enhance the transparency and reliability of the research process by
detailing the method used to search for relevant literature on the subject. The methodological
framework utilized in this literature review involved a systematic and rigorous approach to
gathering and analyzing existing scholarly research on fintech innovation, digital banking, and
consumers’ acceptance of new technologies. The process began with identifying relevant
theoretical frameworks and concepts that underpin the study of consumer acceptance in the
context of digital banking and fintech. This involved a comprehensive review of existing
literature in related fields such as digital banking, challenger banks, and acceptance of new
technologies. As per the UTAUT2 model, the factors moderating the technology acceptance
were also searched to gain a deeper understanding of the theoretical framework in this thesis.
Therefore, researchers used a topical approach to review the relevant literature. Adopting a
topical approach in the literature review enables drawing insights from various disciplines to
elaborate the factors such as price value, habit, and effort expectancy, influencing consumers'
acceptance of new technologies offered by challenger banks. Moreover, this topical approach

aids in identifying potential gaps in the current literature (Tranfield et al., 2003), thereby
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helping in the specification of research objectives and consequently enriching the body of

knowledge within the field of challenger banks.

Researchers identified relevant concepts; a structured search strategy was used with a
combination of relevant keywords and search terms. These keywords included terms such as
‘fintech innovation’, ‘fintech in traditional banking’, 'challenger banks," ‘technology
acceptance’, and ‘UTAUT in challenger banks’ among others. The search was conducted across
multiple electronic databases, including Primo, Google Scholar, and Scopus. The use of
multiple databases ensured comprehensive coverage of scholarly literature from various
disciplines and sources. Following the input of our key terms into Scopus, Primo, and Google
Scholar, researchers refined search by restricting the subject area to "Business, Management,
and Accounting" and "Social Sciences." Additionally, researchers focused solely on sources

written in English to streamline our selection of journal articles.

Database searches came up with hundreds of sources relevant to our key terms. That was still
too many articles to go through systematically, so researchers decided to further filter the
sources that were focused only on the exact topic they wanted. The inclusion criteria for
selecting studies were based on relevance to the research topic, publication date, and
methodology. Peer-reviewed articles, academic journals, and scholarly books were considered
for inclusion. Relevant articles and studies were systematically screened based on their titles,
abstracts, and full texts, with irrelevant or duplicate studies excluded from further
consideration. This filtering resulted in the database search coming up with relevant sources
which researchers then saved to our joint Teams channel. Researchers divided these articles
between us and performed a systematic review of all of them. During our review of the articles,
researchers encountered references to several additional papers, some of which researchers
incorporated into our literature review. To ensure the inclusion of only high-quality sources,
researchers consulted the Academic Journal Guide 2021 Ranking List, selecting articles listed
in the guide for further consideration. In addition, some articles were not listed in this guide,
since these articles gave valuable insight to our literature review. Our literature review

selections are illustrated in part 2.3 to 2.7 below together with explanations of these articles.
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2.3. Fintech innovation
Financial technology, Fintech, refers to startups leveraging cutting-edge technologies to deliver
innovative financial solutions. The term ‘fintech’ joins two concepts, financial services and
digital technology, and the emergence of fintech is revolutionizing how financial services are
provided to businesses, challenging traditional banking methods. This revolution is mainly due
to advantages in technology, which has allowed financial innovations to grow in services,
products, and processes (Gai et al., 2018). The Financial Stability Board explains fintech as:
“Technologically enabled financial innovation that could result in new business models,
applications, processes or products with an associated material effect on financial markets and
institutions and the provision of financial services” (FSI, 2017). It has also been described as
“technology that eliminates or reduces the costs of financial intermediation” by Das (2019).
Lastly, (Gai et al. 2018), described fintech as how the financial service industry has adopted
new technology to improve their services. In addition, fintech companies can scale up at a very
rapid speed, which can lead to potential disruption of the financial ecosystem (Gupta & Tham,
2018). All in all, the main idea of fintech lies in using technology to create and deliver low-
cost financial services for both businesses and individuals. The distinguishing feature is that
fintech service providers can provide a much wider selection of services, which traditional
banks can not offer (Breidbach et al., 2019). These services include, for example, the
emergence of cryptocurrencies, peer-to-peer lending, and crowdfunding by using advanced
technology. Add to this, fintech innovation has led to creating value in machine learning

technology, cloud computing, and cryptographic methods (Das, 2019).

Fintech innovation service providers aim to target those consumers who do not receive all
services they wish to have from their own daily banking bank. Add to this, traditional banks’
services can be costly as well as time-consuming, which creates a competitive advantage for
fintech companies (Brandl & Hornuf, 2020). With the best outcome, fintech firms are providing
practical solutions that can lead to the improvement of the financial sector. All in all, the fintech
wave is propelled by a spectrum of services that prioritize consumer-centric approaches over
the sale of innovative financial products. These services prioritize offering consumers rapid
access to a wide range of diverse, affordable, and seamlessly integrated financial services.
Gomber et al. (2018), also explain that fintech companies provide services that proactively

meet consumer needs for financial services in direct and valuable ways.
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2.4. Fintech in traditional banking

Traditional banking has been around for centuries, and it is characterized by having physical
branches with i.e. safe deposit boxes, own-branded ATMs, and multiple employees. Traditional
banks include several types of banks, such as retail banks, commercial banks, corporate banks

as well as investment banks (Sandhu & Arora, 2024).

The fintech innovation wave has made traditional banks modify their service to meet
consumers’ needs, and this change can be explained by two different theories, consumer theory
and disruptive innovation theory (Phan et al., 2020). Consumer theory underscores the notion
that a new service can act as a substitute if it effectively fulfills the same consumer needs as
the incumbent service it seeks to replace. Additionally, this theory highlights the importance of
understanding consumer preferences, behaviors, and decision-making processes in shaping the
adoption and acceptance of new services in the marketplace. At the same time, the disruptive
innovation theory explains that new market entrants leveraging innovative technologies to
provide accessible and cost-effective goods and services can initiate competition within
established markets (Christensen, 2013). This theory suggests that the emergence of new or
previously unexplored value networks has the potential to directly influence existing markets
and consumers, posing a threat to incumbent and well-established institutions. Moreover,
disruptive innovation theory underscores the dynamic nature of markets. This emphasizes the
need for traditional banks to adapt and innovate in response to evolving consumer demands
and technological advancements in order to maintain their competitive advantage. Based on
these two different theories, fintech innovation could spark an evolution in traditional banks
too as these innovations focus on consumers’ needs and cut costs (Chishti & Barberis, 2016).
At the same time, Elsaid (2021), states that “the growth of fintech firms is a threat to the
banking industry, which may replace traditional banks in the future”, hence why it is important

to understand the possible impact of fintech innovation on traditional banks.

2.5. Challenger Banks

The rise of challenger banks marks a captivating new trend in the banking sector, more
specifically in the fintech sector. These institutions deviate from traditional banking norms
raising consumer expectations and enhancing operational efficiency while also improving
consumer experience (Mogaji, 2023). Challenger banks distinguish themselves by prioritizing
streamlined, customer-centric banking experiences. Utilizing fintech innovations, these

establishments extend a wide range of financial services beyond traditional banking,
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encompassing digital banking platforms, mobile payment apps, peer-to-peer lending platforms,
robo-advisors, and more (Chan et al., 2022). By embracing technological advancements such
as artificial intelligence, machine learning, blockchain, and data analytics, these banking
institutions enhance operational efficiency, automate processes, and deliver personalized

services tailored to individual customer needs (Fan, 2021; Mogaji & Nguyen, 2022).

Another distinguishing factor compared to traditional banks is that challenger banks operate
exclusively online without any physical branches. This allows challenger banks to quickly
adapt to evolving market trends and consumer needs (Mogaji, 2023). On the other hand, this is
also beneficial for consumers as they are constantly seeking user-centric features to

accommodate their needs and wants.

Despite multiple previously mentioned benefits that these challenger banks offer, they still face
negative aspects too. Consumers have been used to having in-person support when needed and
the absence of in-person support can cause difficulties for some consumers. Lacking physical
branches for consumer service could severely restrict challenger banks' ability to cater to
specific customer segments, limiting their outreach and affecting revenue streams (Mogaji,
2023). Moreover, newly established challenger banks might encounter challenges related to
limited brand awareness compared to traditional banks. Hence, building trust through proficient
marketing and customer acquisition strategies becomes crucial. Other disadvantages of digital
banking services include the need for internet access, consumer rights issues due to limited
regulations in the digital banking sector, and the exclusion of consumers who are not familiar
with technology (Moosa, 2022). Importantly, challenger banks must build trust from scratch as
they do not pose the same legacy compared to traditional banks which have been around for
decades (Jail et al., 2021). To overcome this dilemma, challenger banks should focus on

transparency together with excellent security options that will gain consumers’ confidence.

2.6. Consumer Experience in Digital Banking
Digital transformation has shaped the world rapidly and it also has influenced the digital
banking sector where banks and fintech need to be innovative to attract consumers. It has
allowed new innovative technology solutions to enter the market and this digital transformation
“fundamentally alters the way we live, work, and relate to one another” (Rakocev¢ et al., 2022).
These fintech companies and digital banking options are targeted at tech-savvy young
consumers by offering superior consumer experiences (Sharma et al., 2024). Also, authors

Lemon and Verhoef (2016) argue that the concept of consumer experience is inherently
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multichannel, encompassing interactions across various channels and serving as a
distinguishing element from competitors. Consumers expect flexibility, security, and trust in
these digital banking services (Karahanli & Tuoma, 2021). Yet, at the same time, the digital
banking consumer experience has led to increased consumer satisfaction, loyalty, and increased

value of the bank (Mitrovic & Raicevic, 2020).

On the other hand, the emergence of these digital banking services can cause negative
emotions. The negativity arises during its anticipation period due to uncertainty and lack of
control. Abikari (2024) explains that these negative experiences are based on previous
consumer experience as well as a lack of knowledge. Consumers also associate these negative
emotions with threats of cyber-security, such as improper use of personal data, data leakage,
and third-party risks. The study by Sandhu & Arora (2020) states that factors such as lack of
security hinder 67.1% of consumers in the usage of digital banking services. The same study
also found that the possibility of fraud hinders 65.8% of consumers in the usage of digital
banking services. Other factors such as lack of understanding, awareness, privacy, need to use,

and confidentiality are other reasons that hinder consumers from utilizing digital banking

services (Sandhu & Arora, 2020).

2.7. Motivational factors towards the use of digital banking
The adoption of digital banking services is driven by key motivators such as convenience and
cost-effectiveness. The significance of these motivators shapes consumer preferences and
behaviors towards digital banking. Research suggests that convenience is one of the main

motivators toward adoption along with self-efficacy and several other motivators (Lichtenstein

& Williamson, 2006).

Having banking online was a significant motivation as it contributed toward “the overall use
of the internet convenience.” (Lichtenstein & Williamson, 2006). “Convenience was mostly
described in terms of lifestyle, workplace use, housebound use, not having to travel, personal
safety, not having to wait” (Lichtenstein & Williamson, 2006). It is further argued as convenient
as they found that users had 24/7 access to internet banking at home. In contrast, self-efficacy
in Internet banking applications was shown to be a motivational factor as users of Internet
banking applications were expressing confidence in Internet usage. (Lichtenstein &

Williamson, 2006).
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Furthermore, another research suggests that perceived usefulness can be seen as an external
motivation and has a positively linked effect on the consumer acceptance of online banking. In
the same study, the amount of information a consumer has about online banking had a positive

effect on consumer acceptance of online banking (Pikkarainen et al., 2004).
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3. Theoretical framework

This chapter lays out the theoretical ground of the topic of the Unified Theory of Acceptance
and the use of Technology theory and its relevance for this research. This helps us to identify

consumers’ acceptance and reasons to utilize and adopt challenger banks’services.

3.1. UTAUT and UTAUT?2

Various academic papers and research articles have considered UTAUT as one of the most
prominent frameworks for technology acceptance (Jadil et al., 2021). The Unified Theory of
Acceptance and Use of Technology (UTAUT) developed by Venkatesh, Morris, Davis, and
Davis in 2003 explores consumers’ technology acceptance and intentions to use technology
systems. The acceptance and adoption of new technology are influenced by four aspects:
performance expectancy, effort expectancy, social influence, and facilitating conditions. The
first three factors directly influence usage intention and behavior, while the fourth factor
directly influences user behavior. The impact of predictors of technology acceptance is
influenced by age, gender, experience, and the voluntariness of use (Venkatesh et al.,2003).
The UTAUT model represents the result of endeavors to construct a unified framework that
incorporates variables from diverse perspectives and disciplines, thereby broadening the

applicability of existing theories on technological acceptance to various contexts.

The figure 2 below exhibits the UTAUT2 model, which was developed by Venkatesh in 2012.
It is based on the previous UTAUT model by adding three new constructs: hedonic motivation,
price value, and habit, which will be explained in detail subsequently. Compared to the UTAUT
model, the UTAUT2 model focuses on individual perspectives in technology adoption and
offers greater explanatory power by simplifying adjustment variables to age, gender, and

experience.
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Figure 2: UTAUT2 model
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Source 2: UTAUT2 Model (Venkatesh et al,. 2012)

Research has shown that the UTAUT2 framework can be successfully applied in various
cultural settings, such as in Asia, Europe, and North America, with some modifications to
account for cultural differences in attitudes and behaviors towards technology adoption

(Venkatesh et al., 2003).

Moreover, recent studies have extended the UTAUT2 framework to new domains beyond
traditional information technology, such as healthcare technology, e-commerce platforms, and
social media applications (Alalwan et al., 2017; Hoque & Sorwar, 2017). These extensions
have enriched our understanding of technology acceptance by exploring how the UTAUT2

constructs manifest in different technological contexts.

Performance expectancy, effort expectancy, and social influence along with facilitating
conditions are four significant factors in determining user acceptance. On the contrary, age,
gender, and experience are so-called ‘key moderators’, which affect the previously mentioned
four factors. Explaining each factor in detail, performance expectancy tells which degree
consumers believe that utilizing technology will help him or her attain gains (Nordhoff et al.,

2020). This is also the strongest predictor of intention to use technology and includes
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consumers’ perceived usefulness and motivations. Venkatesh et al., (2003) notice that gender
and age affect performance expectancy as they noticed men tend to be highly task-oriented
hence performance expectancy is important for them. Age plays a moderating role too as the
younger generation values performance expectancy. Moving on to the effort expectancy of the
UTAUT?2 model, which is defined as easiness to use technology. This includes the following
three factors; perceived ease of use, complexity, and ease of use, and the significance of each
factor is based on whether the use of technology is voluntary or involuntary. Also, gender and
age play a role in this as per research conducted by Bem and Allen (1974), effort expectancy is
more important for women than for men. The same research also explains that increased age is

associated with difficulty in utilizing technology.

The third factor, social influence, refers to an individual's perception of how important others
expect them to adopt a new system. This concept implies that individuals' behavior is shaped
by their belief in how others will perceive them after using the technology. Like previously
explained performance and effort expectancies, social influence is also affected by gender and
age but also by experience. To elaborate on this, particularly older women in an involuntary
setting in the early stages of technology utilizing have a higher experience of social influence.
This is due to the fact that women tend to be more sensitive towards others’ opinions as found
in Miller’s (1976) research. The fourth factor, facilitating conditions, explains an individual's
belief in the presence of organizational and technical infrastructure that supports the use of a
system. This definition encompasses elements from three constructs: perceived behavioral
control, facilitating conditions, and compatibility. Each of these constructs includes aspects of
the technological environment aimed at overcoming barriers to technology use. The study
concluded by (Venkatesh et al., 2003) that while facilitating conditions may not significantly
impact the intention to use technology, their effect on usage will be influenced by age and
experience, as seen in Figure 2. Specifically, the impact will be more relevant among older

workers, especially those with greater experience in technology utilization.

The last three factors of the UTAUT2 model are hedonic motivation, price value, and habit.
Hedonic motivation is explained as the happiness or enjoyment derived from engaging with a
technological system. Extensively demonstrated, its important role extends to the facilitation
of technology acceptance and direct utilization of technology. Moreover, within consumer
contexts, hedonic motivation has a significance over motivations to utilize technology. Gender,

age, and experience moderate hedonic motivation, where the effect is stronger among young
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men at the early start of technology utilization (Venkatesh et al. 2012). The fifth factor, price
value, states that the cost and pricing factor can have a significant effect on how consumers
utilize technology. Venkatesh et al. (2012) explain that price value is the consumers’ tradeoff
between the perceived benefits and the monetary value of utilizing this technology. A positive
price value is observed when the perceived benefits of utilizing a technology outweigh its
monetary costs, consequently leading to a favorable influence on the intention of using it
(Tamilmani et al., 2021). The impact of price value is moderated by gender and age, where
particularly older women have a stronger effect. The last factor is habit, which conceptualizes
how individuals then perform behaviors automatically. According to this, individuals create
habits when repeating behavior automatically, whereas prior use of technology is a strong
indicator of future use of technology. Venkatesh et al. (2012) identified that the effect of habit
is moderated by age, gender, and experience as seen in Figure 2. They discovered that this

effect is stronger for older men with rich experience in the use of technology.
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4. Methodology

This section explains the methodology employed to conduct the research study, along with its
Justification. The alignment between the research purpose and the selected methodology is
elucidated, emphasizing the justification for adopting a qualitative-based approach. The
rationale behind employing a deductive approach is defined, followed by an exploration of the
chosen research design. The decision to utilize a case study methodology is expounded upon,

highlighting its suitability for the research context.

4.1. Research Approach
A qualitative and deductive research approach is adopted for this thesis. In general, research
methods often fall into two categories: qualitative or quantitative. The quantitative approach
leans towards realism, operating under the belief that reality exists independently and can be
quantified through numerical data (Collis & Hussey, 2021). Conversely, qualitative research is
more nominal, encompassing non-quantitative material typically presented in textual form
(Collis & Hussey, 2021). Qualitative research is a good fit for exploratory models as fruitful
information leads to more knowledge (Denzin & Lincoln, 2011). Given the need to explore the
qualitative factors underlying consumer motivations and adoption of challenger banks’ services
and using UTAUT?2 as the theoretical base, the qualitative research method, as it provides a lot

of information, was considered the most appropriate for this thesis.

Moreover, a decision between inductive, deductive, or abductive approaches was also made for
this thesis. Saunder et al. (2019) differentiate between deductive and inductive approaches. In
a deductive approach, existing theories are tested, moving from broad generalizations to
specific observations. In contrast, the inductive approach focuses on theory development,
moving from specific observations to broad generalizations. Unlike deductive, which moves
from theory to data, and induction, which moves from data to theory, the abductive approach
combines both deduction and induction, moving in both directions (Suddaby, 2006). This thesis
uses the deductive approach as researchers use the UTAUT2 theory as a base to explore
consumers’ adoption and motivations to use challenger banks’ services. To illustrate more,

deductive reasoning starts with an explanation of the chosen theory and moves forward to
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uncover the most plausible explanation for the data. This process results in an "inference to the
best explanation," where a conjecture is formed to account for the observed phenomenon

coherently and straightforwardly (Woiceshyn & Daellenbach, 2018).

In our thesis, deductive reasoning is particularly valuable when testing the UTAUT2 theory to
understand how consumers adopt and utilize challenger banks and the services they offer. By
starting with the UTAUT2 framework, researchers test how the theory explains real-world
observations of consumer motivations and adoption of challenger banks’ services. Hence
deductive reasoning allows us to discover about the underlying factors driving this behavior.
Researchers can then analyze these factors concerning the UTAUT2 framework, identifying
which elements of the theory are most relevant and providing the best explanation for consumer
adoption and acceptance of challenger bank technologies. Through this process, researchers
can gain valuable insights into the complex interplay between consumer preferences,
technology usability as well as technology adoption. This also entails other aspects, such as
social influence, perceived value, and perceived usefulness factors influencing the adoption of

innovative challenger banks’ services by consumers.

4.2. Research Design
To comprehensively address the research question, researchers will conduct multiple
exploratory case studies to examine how consumers adopt and utilize challenger banks'
services. Utilizing a case study research design allows for in-depth exploration of the
phenomenon within its real-world context, leading to detailed empirical descriptions and theory
development (Yin, 2014). Given our focus on understanding consumer behaviors towards
challenger banks, the case study design is ideal as it facilitates individual interviews and
analysis to identify patterns and variations among consumers. The reason the multiple case
study strategy fits best for our thesis is as it allows us to understand the similarities and
differences between the cases (Baxter & Jack, 2008). Moreover, analyzing multiple cases
allows us to examine the data both within each situation and across different situations (Yin,
2014). Yin (2014) also states that data from multiple case studies can be seen as more reliable
and convincing, which makes this thesis regarded as trustworthy. Hence, the multiple case
study design was chosen for our thesis as it ensures that all data is assessed as reliable.
Furthermore, the UTAUT2 framework applied to consumers’ adoption and motivations to

utilize challenger banks’ services gives empirical evidence that allows a broader exploration of

26



our research question. Moreover, this thesis is based on exploratory case studies. Saunders et
al. (2019) suggest that an exploratory research design is particularly well-suited for addressing
questions that start with "How" and "What," which aligns with the research question in this
thesis. In addition, an exploratory method fits well where existing theory is used to understand
and explain what is happening, hence why this approach is the best fit for our thesis. To
elaborate more, an exploratory study was employed to delve into how consumers perceive
challenger banks and what drives their usage, giving a deeper reasoning and why something is
happening. Also, exploratory research, as defined by Akhtar (2016), serves as the initial stage
of research, aiming to explore a phenomenon to gain new insights. It is typically applied when
existing studies are scarce from which information can be gleaned. This involved conducting
in-depth interviews with consumers who have had experience with challenger banks. Taking
all this into consideration and given the aim of clarifying and understanding consumer
motivations and utilization of challenger banks’ services, a qualitative exploratory research
approach was deemed appropriate to maintain coherence in this thesis. Add to this, considering
the time constraints associated with this academic thesis and the necessity to collect data within
a limited timeframe, it is beneficial to opt for a qualitative multiple case study design for this

study, as recommended by Saunders et al. (2019).

The sampling method chosen for this thesis is purposive sampling as it is a methodological
approach used in qualitative research to select participants based on specific criteria relevant
to the research objectives. Unlike random sampling, which aims to ensure every member of the
population has an equal chance of being selected (Collis & Hussey, 2014), purposive sampling
involves purposefully selecting participants who possess certain characteristics, experiences,
or perspectives that are deemed valuable for the study (Etikan et al., 2016). To add to this, in
purposive sampling, researchers use their judgment to identify individuals or groups of
individuals who can provide rich, relevant, and diverse insights into the research topic. This
thesis’ sample is taken from a population of consumers who have utilized digital banking
services. They need to meet the following criteria: 1) the participant must have had some sort
of user experience current or previous or even regular use with challenger banks’ services, and
2) the participant must be residing in the Nordic countries. Therefore, purposive sampling is
suitable to remove the risk of choosing participants who are not familiar with the concept of
challenger banks, since the purpose of this thesis is to discover how consumers adopt and utilize
challenger banks’ services. Convenience sampling was also used in this thesis, as participants

meet certain practical criteria, such as “easy accessibility, geographical proximity, availability
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at a given time, or the willingness to participate are included for the purpose of the study”
(Etikan et al., 2016). As our participants were geographically close to us, researchers decided
to utilize convenience sampling. “Convenience sampling is sometimes referred to as
‘accidental samples’ because elements may be selected in the sample simply as they just happen
to be situated, spatially or administratively, near to where the researcher is conducting the data
collection” (Etikan et al., 2016). This thesis uses both purposive sampling for our first criterion

and the second criterion is based on convenience sampling.

The thesis utilizes interviews as the primary method for collecting data to meet the research
question and topic objectives. An interview serves as a data collection method in which chosen
participants are questioned to uncover their actions, thoughts, or emotions (Collis & Hussey,
2014). This thesis utilizes semi-structured interviews, the researchers ask initial questions to
prompt discussion on key topics while also formulating additional questions during the session
(Collis & Hussey, 2014) to gain a deeper understanding of consumers’ perception and
motivation to utilize challenger banks’ services. Semi-structured interviews are beneficial when
delving into personal constructs and aiming to grasp the participant's perspective. Open-ended
questions are preferred as they allow participants to freely articulate their views, enabling the
interviewer to gather comprehensive insights into a phenomenon (Collis & Hussey, 2014).
Semi-structured interviews are flexible since they allow interviewers to ask other questions

from the interviewees or leave questions out, which makes the interview flow.

To ensure inclusivity among participants, interviews were conducted both in-person as well as
via the video-conferencing tool Teams and Zoom, thereby accommodating a broad spectrum
of consumers across the Nordic countries. Language barriers were mitigated by conducting
interviews in English, ensuring that all participants could effectively engage in the research
process. Additionally, to maintain the integrity of the data and facilitate subsequent analysis,
all interviews were recorded for reference and verification purposes. The duration of individual
interviews ranged from 15 to 30 minutes, allowing sufficient time for participants to articulate
their perspectives and experiences comprehensively. Before conducting the interviews, an
interview guide (see Appendix 1) was developed to provide a structured framework and ensure
consistency across all interviews. This interview guide served as a roadmap, steering the
discussions toward the two focal areas discussed in the thesis: challenger banks’ services and
consumers' adoption of challenger banks, framed within the theoretical lens of the Unified

Theory of Acceptance and Use of Technology (UTAUT?2) with the respective case.
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Interview invites were asked in person and following these invitations, a collaborative effort
was made to coordinate mutually convenient interview times for the weeks spanning 17 and
18, respectively, ensuring flexibility and accommodation of participants' schedules. Table 1

below illustrates the summary of the interviews.

Table 1: Summary of Interviews

Case ID Date of interview & | Interview Data confirmation
Location duration
Case A 24/04/2024, Zoom 19 min 27/04/2024
Case B 28/04/2024, In-person 28 min 28/04/2024
Case C 29/04/2024, In-person 18min 29/04/2024
Case D 29/04/2024, Zoom 15 min 29/04/2024
Case E 29/04/2024, In-person 17 min 29/04/2024
Case F 29/04/2024, In-person 16 min 29/04/2024
Case G 29/04/2024, In-person 26 min 29/04/2024
Case H 29/04/2024, In-person 29 min 29/04/2024

After all interviews were conducted, a comprehensive data confirmation process was
undertaken to ensure the accuracy and reliability of the collected information. This involved
cross-referencing interview transcripts with recorded data, verifying participant responses, and
conducting any necessary follow-up inquiries to address any discrepancies or missing details.
Additionally, data confirmation also involved checking for consistency and coherence across
responses to identify any potential patterns or themes that may emerge from the collected data.
This rigorous validation process was essential to ensure the integrity and validity of the

research findings.
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4.3. Data Analysis

This thesis utilizes a thematic analysis, which is characterized by its deductive approach, where
themes are identified based on pre-existing theoretical frameworks or concepts (Braun &
Clarke, 2017). In thematic analysis, the researcher begins with a set of predetermined themes
derived from existing literature or theoretical perspectives. Themes were chosen based on the
UTAUT2 framework’s factors. These themes serve as a framework for organizing and
interpreting the data collected from interviews or other sources. Hence this approach was
chosen as a data analysis method to interpret the data in a good manner and to explore complex
phenomena in-depth, capturing the depth of participants' experiences and perspectives of
adopting and utilizing challenger banks’ services. Thematic analysis provides a suitable
approach for comprehending individuals' beliefs, thoughts, and awareness regarding a specific
topic, offering a structured and systematic methodology to achieve this (Braun & Clarke, 2017).

Figure 3 below illustrates how thematic analysis proceeds.

Figure 3: thematic analysis
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Generate Review Produce the
initial codes potential report
themes

Source 3: Thematic analysis, https://www.maxqda.com/blogpost/thematic-analysis-with-maxqda-step-by-step-
guide

To apply thematic analysis to interview data, audio recordings were transcribed using Otter.ai
to convert conversations into text (McLellan et al., 2003). The transcripts were then manually
reviewed for accuracy. This transcription process enabled a detailed examination of the data,
facilitating the initial identification of themes and patterns (Bailey, 2008). Subsequently, the
data underwent cleaning to eliminate irrelevant information and correct any errors, ensuring

data quality and reliability for the subsequent analysis (Bryman, 2016).

During the analysis process, familiarity with the data was attained by reading transcripts, after
which text segments were marked with codes reflecting their meaning. These codes helped

generate subthemes and overarching themes that conceptually connected the data. A subsequent
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review and refinement of themes ensured the accurate representation of collected information.
The outcome of this thematic analysis assisted in formulating research findings and their

implications in the field of fintech and challenger banks.

4.4, Ethical Consideration

Researchers acknowledge the ethical importance when doing this thesis. All participants in this
study were thoroughly briefed in advance about what their involvement would entail, and they
were allowed to provide informed consent regarding their willingness to participate. Conditions
as following were consented to; Agreement to be recorded and the right to withdraw responses
at any time during the interview and research. The right to limit the way personal data is used
and ask for a subject access request. Participants of this thesis were guaranteed anonymity
throughout and after the study. Researchers also ensured that participants felt safe and informed
throughout the process and that researchers were as transparent as possible. Respectful
interaction is paramount throughout the research process. Participants should be addressed with
dignity to minimize anxiety (Bell & Bryman, 2007). Furthermore, ethical research necessitates
acknowledging the power imbalance between researchers and participants (Bell & Bryman,
2007). Guidelines for GDPR, The General Data Protection Regulation, and the Data Protection
Act 2018 were correctly followed. This entails retaining the right to withdraw participants'
participation at any time before the investigation's submission date and could decline to answer
any questions. All collected data were treated confidentially, stored securely, and managed
exclusively by the research team. Recordings and transcribed records were not shared with
anyone outside of the team. Furthermore, after data processing, data recordings were deleted
upon completion of the investigation. GDPR consent form and participation information sheet

were given to participants and they are attached to appendix 4.

4.5. Trustworthiness
To ensure the trustworthiness and quality of qualitative data, researchers must address four key
categories: credibility, transferability, dependability, and confirmability (Guba, 1981).
Addressing these categories promotes transparency in researchers' thinking, thereby enhancing
the overall quality and trustworthiness of this thesis (Sinkovics et al., 2008). Ensuring
credibility included being transparent throughout the analysis, which makes the findings

credible. This multiple case study design enhances the credibility of this thesis by
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demonstrating transferability, where participants are active across diverse contexts. This also
entails dependability, where the ability of other researchers to replicate the study and obtain
similar results is taken into consideration. To receive interviewees, own unbiased opinions and
ideas, open-ended questions were asked. This also gives some advice for another researcher
who can conduct similar interviews. Lastly, the research team is from different cultural
backgrounds, which helps to analyze the data from different perspectives as all the findings

depend on the researchers’ perspective.
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5. Results and Empirical Findings

This section outlines the key findings of the thematic analysis of the interview data. It offers a
structured and comprehensive overview of the results. Each thematic section encompasses
pertinent data interpretations elucidated through its subthemes and supported by relevant

quotes.

Researchers conducted eight interviews with consumers from various cultural backgrounds.
From the primary data, the interviews, researchers found multiple common words which were
translated into 14 first-order codes which were then formed into second-order themes. From
these second-order themes, researchers were able to find the four main themes as follows:
‘social’, ‘affordability’, ‘convenience’, and lastly ‘apprehension’. The findings from our
interviews are presented in the following sub-chapters. Each participant is referred to by a case
code to ensure the privacy of the participants and respect GDPR reasons. Table 2 below shows
the summary of the interview participants to better understand their backgrounds and answers

to the interview questions.

Table 2: Summary of participants

Case | Age Gender | Nationality | Occupation Challenger bank they are using,

ID (if applicable)

A 26 Male Finnish Consultant Revolut

B 21 Female Hungarian Student Revolut

C 24 Male Bolivian Student Revolut

D 19 Female Hungarian Student Revolut

E 21 Male Hungarian Student Revolut

F 21 Male Hungarian Student Revolut

G 20 Female Bulgarian Student Revolut

H 23 Male Jordanian Student Revolut

The findings show that each case is utilizing the British challenger bank, Revolut. Revolut

provides various digital banking services, such as GBP and EUR bank accounts, debit and
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credit cards, currency exchange, stock trading, cryptocurrency exchange, and peer-to-peer

payments. Revolut’s mobile app allows users to spend and withdraw cash in 120 currencies

and make transfers in 36 currencies directly from the app (Polasik et al., 2022). Cases justified

utilizing Revolut as it had been recommended by their peers and because it is one of the biggest

and well-known challenger banks on the market. Some of them had years of experience in

utilizing Revolut and weekly frequencies of using its services. On the other hand, some of the

participants only utilize Revolut less frequently every few months. All participants are in the

Nordic countries and are international students, except Case A, who is a consultant. The

participants are aged between 19 to 26 years old, three of them are female and four are male.

They come from various backgrounds, one Finnish, four Hungarians, one Bolivian, one

Bulgarian, and one Jordanian.

Figure 4: coding tree
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The data analysis created the basis for the data structure of the coding tree, see figure 4, above.
The data structure acts as a visual aid and, for trustworthiness, illustrates the process of going

from raw data to analysis and conclusions (Gioia et al., 2013).

5.1. Social

In the first section of the findings, the findings show from the quote the impact of word-of-
mouth recommendations and social networks on the adoption of challenger banks. It highlights
that personal referrals from friends serve as a primary catalyst for initial engagement, leading
to widespread popularity over time. Moreover, the acknowledgment of the increasing influence

of social media further emphasizes consumer decision-making processes.

Figure 5: theme 'social’
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The empirical findings of Case B highlight that personal referrals from friends and family
members serve as a primary catalyst for their initial engagement with Revolut. The findings
show the impact of social networks, including social media platforms, on consumer decision-
making processes. Users acknowledge the influence of their social circles in shaping their
perceptions and choices regarding financial services like Revolut. The widespread popularity
of Revolut among peers contributes to its adoption as individuals seek to align with the

preferences and behaviors of their social networks. Case C explained that he has been
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recommended to utilize Revolut by his friends and he even has recommended his mom to use

1it:

“Yeah, I've been told by people that Revolut was a better option for them. And since [
like to try different options and that's how it led me to try it out and I was happy to. 1
recommend Revolut to my mom because it was easy to use and to set up, especially

because she was traveling quite a bit”.

There is a recognition of social value associated with using Revolut, particularly within specific
cultural contexts. Users mention that the app's adoption is not only driven by personal
preferences but also by broader cultural norms and practices. For example, individuals from
certain regions, such as Hungary and Eastern Europe, highlight the cultural inclination towards
using Revolut due to dissatisfaction with traditional banking services and high fees. Case B

highlights this as:

“Yeah, I feel like it's a cultural thing that many people have a root in Hungary also
because our banks, I don't think they are that good. They have high fees and many times

it's just not worth it to use them”.

Case G illustrated how she has noticed the growing presence of Revolut on various social media
platforms. She believes this can be a reason why consumers are utilizing challenger banks’

services. She said that:

“Many of my friends were using it at that time it started became like more popular. So
that's how I got introduced and that's how I started using it. But now also there's they
have quite strong social media influence because I keep on seeing so many TikTok and

Instagram ads about Revolut, which can make it more popular”.

Case A, E, F, and H mentioned how a challenger bank, Revolut, offers credit and referral bonus
when you recommend Revolut to your friend and help them to sign up and both parties will
receive money. By doing this, the referral bonus serves as a monetary motivation to adopt and

utilize challenger banks’ services. Case A stated that:

“Revolut this already pushing quite high on the referral bonuses, so if I refer Revolut
for a friend, I get €50 or so”.
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Case F mentioned when researchers asked if he has recommended challenger banks to his

friends and if yes, why so:

“Yeah, yeah, yeah ... it was for convenience and for referral bonus yeah ... I know that

when I did it first you could get like in crowns like 300 crowns, which is pretty big.”

Case E explained that he is utilizing Revolut due to social reasons. He explained that since

everyone in his circle utilizes it, it is easy for him to do so too. Case E stated that:

“OK, so for example, when we go for a holiday with friends, we mostly send each other
money basically right away. So, let's say someone buys the groceries and everyone sends
them the money they need and it's pretty easy. You just click. You can even ask for money
from the other. You can send a request and then they can just accept the request ... But we

don't like to always calculate throughout the whole day, so it's just easier like that”.

5.2. Affordability

In the second section of the empirical findings, researchers describe how the theme of
affordability and its different dimensions impact consumers’ adoption and utilization of
challenger banks’ services. In addition, each first-order code and second-order theme are

explained in further detail below (see figure 6).
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Figure 6: theme 'affordability’

First order codes Second order themes Main theme

C1: Willing to pay
one-time fee or
utilize free version

S1: Cost-savings

C2: Savings in and lower fees

currency, stocks, T2:

and money Affordability
transactions

S2: Price value of
premium features

C3: Transparent
pricing structure

Second-order theme 1 explores factors of cost-savings and lower fees, and how these impact
consumers’ adoption and utilization of challenger banks’ services. This includes first order
codes ‘transparent pricing structure’ and ‘savings in currency, stocks, and money transactions.
For example, all eight cases mentioned the importance of challenger banks having lower fees
as a factor why they utilize challenger banks’ services. Some cases compared the fees to
traditional banking fees. Case C stated that:

“The fees are much, much lower or many things are free that would not be free using a

traditional bank, so I feel like it's better.”

Case H also found lower currency conversion fees beneficial when dealing with daily life
situations whilst living abroad. To further illustrate Case H found significant appeal of
challenger banks' currency conversion services, emphasizing their superiority over traditional

banks in providing favorable exchange rates. Case H stated that:

“The most appealing one is the good currency conversion. It is not like it is
incomparable to the amount you get screwed over by (traditional) banks. It is very, very
useful, especially if you come from a country where the currency is weaker, for example
of Sweden to the UK, the currency is a lot weaker... being able to have a better

exchange conversion rate made it so much easier for me”.
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Case D, a Hungarian citizen, residing in Sweden also explained that lower currency conversion

fees are a reason to utilize challenger bank Revolut. She said:

“I even pay my rent through Revolut, since it is the easiest way the change currency,

and rates are the lowest, I can ever get, compared to traditional banks.”

The findings from the quote suggest that the low cost in fees and the availability of numerous
complimentary services offered by challenger banks as compared to traditional banking
institutions contribute to a perception of superior value and overall preference among
consumers. Transparent pricing structures for lower fees were mentioned during the interviews.
For example, Case A explained that the low cost of switching currencies when traveling and
the ability to trade cryptocurrencies along with commodities and stocks with lower prices
makes utilizing challenger banks’ services affordable and translates into cost savings. He

valued that Revolut tells the consumers the exact amount they are paying for these services.

Second-order theme 2 explores the factor of price value of other premium features. Challenger
banks offer extra features, such as an increased number of cost-free cash withdrawals, lower
fees when purchasing stocks, or lounge access at airports. These features are charged either on
monthly or yearly subscriptions. Case H also argues that these features are very important when
deciding which challenger bank to use. Case A stated that he would be willing to pay a monthly
or yearly fee to utilize challenger banks as long as the cost of doing so is equal to or less than
the value of these premium features. Case D explained that premium features and pricing
structure are important deciding factors when selecting which challenger bank to use. Case D

said:

“I think they are really, really important, right? Because you do not want to get ripped
off from your own money and these things really do vary a lot. It is something [

’

considered when starting to use challenger bank, Revolut, for the first time.’

Case C, a Bolivian male living in Sweden agreed that he would be willing to pay a yearly fee
to access premium perks of challenger banks. He is currently using a free version of Revolut.

Case C stated:

“It would be ideal that it's not a monthly fee, especially since it's different than paying
once a year or twice a year. A price of 10 to 20€ should be a fine amount for a fee. [
understand that there should be a payment for like providing some more safety, more

perks, hence it makes that sense to pay a bit for it”.
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Cases B, E, and G shared similar thoughts on paying for premium features of challenger banks’
services. They are all satisfied with the current version they are utilizing but would consider
paying for premium features. Case F said that he would rather pay a one-time fee than a
monthly subscription to access premium features as it would feel like a waste of monetary
resources for those months when he is not utilizing Revolut. All in all, our empirical findings
show that participants generally expressed satisfaction with the basic features of challenger
banks' services, with a willingness to consider paying for premium features in the future,
although preferences varied regarding payment structures, with some favoring one-time fees

over monthly subscriptions.

5.3. Convenience
In the third section of the empirical findings, researchers describe how the theme of
convenience and its different dimensions impact consumers’ adoption and utilization of
challenger banks’ services. These dimensions include the following second-order themes:

‘focus on usability and user-friendliness’ together with ‘flexibility when utilizing challenger

banks’.

Figure 7: theme 'convenience’

First order codes Second order themes Main theme

C1: Easiness to
access from mobile

devices 24/7
S1: Focus on
C2: No branch usability and user
visits required friendliness
T3:
- Convenience
C3: Quick and S2: Flexibility
seamless when utilizing
transactions challenger banks

C4: No geographic
limitations
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Second-order theme number 1 explores challenger banks’ focus on usability and user-
friendliness. Challenger banks' focus on usability and user-friendliness, coupled with their
mobile-centric approach, has reshaped the way individuals interact with fintech banking
services. By offering intuitive digital platforms accessible 24/7 from mobile devices and

eliminating the need for branch visits, challenger banks prioritize customer convenience.

Case D, a Hungarian residing in Sweden, gave an example of how visiting a traditional bank’s
branch hindered using it and rather utilizing a challenger bank whilst living abroad. Case D

stated:

“I mean for a reason I didn't even choose to go to a traditional bank here in Sweden
because I found there are a lot of challenges even with opening an account or just like
opening multiple accounts. There are specific requirements you need to meet which you

know will be a challenge for you”.

Case G, a Bulgarian female living in Sweden emphasized convivence in her interview answers.
She specified that utilizing a challenger bank is time-saving when it considers opening a new

account. She explained that:

“For me, it's a pretty great experience because it's not time-consuming as I would say
like a normal traditional bank where you have to go and get your card and like wait for
a bank account to be like open and going there every some years to like get a new one.

So very much time saving”.

Case G then also explained how user-friendly it is to have customer support available 24/7

from your mobile device. This was mentioned in cases C and F too.

Second-order theme number 2 illustrates flexibility when consumers utilize challenger banks’
services. This flexibility is driven by their focus on quick and seamless transactions, the
absence of geographic limitations, and user-friendly mobile app features. This sub-theme
elaborates on the various aspects of flexibility that make utilizing challenger banks convenient
for consumers. Case E, a male Hungarian living in Sweden explained how challenger bank,
Revolut, is convenient for transferring funds to your friends and family in a good timely

manner. He stated that:
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“[ started using it [Revolut mostly because they had really good exchange rates and it
was really easy to move money basically from one account to another. We could send
money and it basically would be transferred right away. It is easy to send small amounts

to other accounts seamlessly.”

Case B, a Bulgarian female living in Sweden, was impressed by the flexibility of the Revolut
mobile app, she mentioned the following features as appealing: Case C also valued the easiness
of utilizing Revolut. Case C wondered as well how Revolut’s popularity can be explained by

its effortless functions. She stated that:

“The tracking your money feature is super nice ... And I think it's very easy and practical
is investing within Revolut or just like putting your money in like this virtual pockets. For
example, you can label them as a holiday or I don't know if you want to buy something, you
can label it that and you can just put your money in that pocket and you're not going to

spend it”.

Case C also valued the easiness of utilizing Revolut. Case C wondered as well how Revolut’s

popularity can be explained by its effortless functions. She stated that:

“I feel like it's very effortless, so it's super easy and it was made that way on purpose so
that it becomes popular and everyone can use it. Even younger people who have maybe

less experience with banking”.

Both cases A and H explain how they are utilizing Revolut for its user-friendly app, which
allows them to send money to their friends in a good timely manner, giving more freedom and
options whilst traveling abroad and helping them track their finances. In conclusion

on all of these features translate into convenient service for consumers.

5.4. Apprehension
In the fourth and final section of the empirical findings, researchers describe how the theme of
apprehension and its different dimensions impact consumers’ adoption and utilization of
challenger banks’ services. These dimensions include the following second-order themes: ‘user

perceptions and attitudes’ together with ‘service limitations and challenges’.
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Figure 8: theme 'apprehension’

First order codes Second order themes Main theme
C1: Initial
skepticisms

S1: User

perceptions and
.CZ: Acceptance attitudes
issues

T4:

C3: User Apprehension
Experience S2: Service

limitations and

challenges
C4: Security and
stability concerns

The empirical findings in this section showed that though challenger banks were adopted by
consumers, some were initially skeptical about the security of challenger banks compared to
traditional banks. There is a general apprehension towards new and different banking models,
which are perceived as less secure than traditional banks. The lack of physical branches and a
perceived lower level of safety contribute to an underlying hesitation in adopting challenger

banks. This is exemplified in Case C where it is stated that:

“It's something that you don't see. It's something different and something that doesn't
provide that much safety as a current building, so that was something at the beginning

that made me hesitant.”

Furthermore, in Case C it is presented that challenger banks where consumers face challenges
as certain markets and employers do not recognize or trust accounts from challenger banks like
Revolut. In addition, there are occasional technical difficulties, such as problems with payment
systems in restaurants or issues with recognizing the bank account. In Case C the user also

tends to employ Revolut for particular scenarios, such as transferring money, making
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international payments, and handling low-risk online purchases from less trustworthy sites,

rather than as their primary bank for all financial activities.

The second-order theme 1 explores the factor of User perceptions and Attitudes. This focuses
on the perception of the usefulness of challenger banks for consumers in comparison with
traditional banks. Consumers in this section expressed functions they wish challenger banks
would offer as a point of improvement. In Case C, the consumer discusses how implementing
a bot would be a valuable enhancement for providing more customer service and support while

emulating what the normal banks offer.

“A bot. I think that would be great to have just something you can contact and reach or
a bit more customer service orientation so that you have a bit more supporting a lot of

’

things so that it emulates a bit more what the normal bank can offer.’

In Case H he mentioned the fact that he could not use Revolut if he was not connected to a Wi-
fi network or had roaming. This hinders the utilization of challenger banks and relates to the

first-order code of stability concerns. He said:

“When I was in the UK, sometimes 1'd go some places and my roaming data would
not work and because of that I was not able to access like for example to check some

things on my Revolut account online”.

Case E mentioned how utilizing Revolut does not feel always as secure as traditional banks’
services. He justified this as it may raise concerns about unauthorized transactions, especially

if there are insufficient safeguards in place. He said:

“If I can say something that money sending is maybe like too easy. Like you could send
like random account a lot of money and obviously they say that they are not taking
accountability for that, and you have to press ‘OK’. But still, it's like, yeah, you're
pressing a name and then sending money. So, it doesn't feel as secure as like traditional

bank”.

Some cases have had negative user experiences whilst utilizing challenger banks’ services.

Case F explained how transferring funds to a traditional bank account has taken 3-4 days, which
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made him have a negative feeling about this one-time occasion. Case B had also one negative
user experience when a transaction had been charged twice from her Revolut account, but in
the end, she was able to sort it out and it has not stopped her from utilizing Revolut. Cases A,
D, and G answers tell that they have not experienced any difficulties or skepticism whilst

utilizing challenger banks’ services, hence apprehension does not apply to them.
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6. Discussion

This section begins with a discussion of how consumers utilize and adopt challenger banks’
services and provides some implications of each factor driving the utilization. Identified themes

are also presented.

6.1. Peer influence and social factors
Social factors, such as peer recommendations and word-of-mouth, heavily influence
consumers' decisions to adopt challenger banks, with users often referring friends and family
members to benefit from referral bonuses and incentives. Social influence contributes to the
adoption of challenger banks as consumers place trust in the experiences and opinions of their
peers, leading to increased utilization of these challenger banks’ services. In the case of
Revolut, common themes found among participants of this research were first order of codes
such as Peer influence, social media influence, and referral bonus. According to the UTAUT2
framework, social influence refers to an individual's perception of how important others expect
them to adopt a new system. This concept implies that individuals' behavior is shaped by their

belief in how others will perceive them after using the technology.

Figure 9 below illustrates which dimensions lead to social factors and based on these

dimensions consumers decide whether to utilize challenger banks or not.

Figure 9: how 'social’ factor affect on adoption

Social

- Peer

recommedations - Familiarity as a deciding

factor

- Referral bonus
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6.2. Cost-savings and currency conversion
Affordability is a critical factor influencing the adoption and utilization of challenger banks’
services. By offering competitive rates and lower fees compared to traditional banks, challenger

banks make financial services more accessible to a broader range of consumers.

The common theme identified among all participants is the cost-savings and lower fees on
currency conversion, translating into affordability. All of our eight participants found
affordability an important factor when adopting and utilizing challenger banks’ services.
However, the process is not so straightforward as there are multiple dimensions to consider.
The emphasis placed by participants A, B, and F on utilizing Revolut while traveling
underscores the significant role of challenger banks in providing cost-effective solutions for
currency conversion during trips abroad. According to the UTAUT2 framework's price value
factor, it suggests that consumers weigh the perceived benefits of utilizing a technology against
its monetary costs. In the case of Revolut, participants may be inclined to use the service due
to its transparent pricing structure and low fees. This implies that when consumers perceive the
benefits of using Revolut, such as favorable exchange rates and convenient banking features,
as outweighing its monetary costs, they are more likely to utilize the platform. The latter
explanation applies to our findings as our participants found the monetary value of utilizing
Revolut to be lower than the value they gain when utilizing Revolut. Therefore, the positive
price value associated with Revoluts’ cost-effective services influences participants' intentions
to use it for their financial transactions and currency conversion needs. Revolut’s low fee
structure is also favorable for a participant of Case D as she said she is utilizing it to pay her
monthly rent. This implies that the fees Revolut is charging her are lower than the gain that she
attains. Participants for cases A and H also emphasized transferring money to their friends by
utilizing Revolut rather than traditional banks’ services. They explained the reason for this is

due to cost-savings.

Despite Revoluts’ offering of premium features such as airport lounge access or additional free
trades in stock trading, participants expressed satisfaction with the existing features provided
by the standard version of the service. Most of our participants found that they do not need the
premium features since other existing features meet their needs and demands for the service.
This suggests that for many users in the context of our study, the basic features of Revolut meet

their requirements adequately.
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According to the UTAUT2 framework, the impact of price value is moderated by gender and
age, where particularly older women have a stronger effect. Since our participants were
between the ages of 19 and 26, researchers did not find sufficient evidence that it would apply
to our study. The other factor, gender, did not show a significant role in our empirical findings.
Additionally, the lack of significant gender differences in our empirical findings contradicts the
framework's suggestion of gender-based moderation. However, it's important to acknowledge
that our study's limited sample size may have contributed to the absence of these moderating

effects.

Figure 10 below illustrates which dimensions lead to affordability factors and based on these

dimensions consumers decide whether to utilize challenger banks or not.

Figure 10: how 'affordability’ factor affects on adoption

- Low cost whilst
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6.3. Convenience and flexibility
Convenience plays a significant role in driving challenger banks’ services adoption and
utilization as it simplifies the user experience and lowers barriers to entry. When challenger
banks’ services are convenient to use, individuals are more likely to embrace them as it saves
time, effort, and resources. The easy access and user-friendly mobile device applications
enhance convenience which leads to improved user satisfaction and encourages continuous

utilization of challenger banks’ services.

Researchers found that convenience whilst adopting and utilizing challenger banks’ services
was a common theme among our participants’ interview replies. This theme entails simplicity,
easy-to-use apps with 24/7 access from different devices, with a focus on user-friendliness.
Moreover, it includes the possibility to open and activate a Revolut account without having to
book a time and visit a physical banking branch. This option was very appealing for participant

cases C, G, and H. Convenience and flexibility of challenger banks’ services are also connected
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to the UTAUT2 framework. The framework suggests that performance expectancy tells which
degree consumers believe that utilizing technology will help him or her attain gains and value.
A valuable insight into this was Case C who explained that her life is easier when utilizing

Revolut on a weekly basis.

In addition, the framework’s effort expectancy factor explains easiness of using technology as
an important factor in adopting new technologies. This includes the following three factors;
perceived ease of use, complexity, and ease of use, and the significance of each factor is based
on whether the use of technology is voluntary or involuntary. Based on the interviews, each
participant’s utilization is voluntary hence they found utilizing challenger bank Revolut
convenient. Ease of use was valued by Case D as he described how everything is easy to use
with a few clicks on your mobile device. Participants A, along with F and H compared
challenger banks’ services to their traditional banks’ services and explained how utilizing
Revolut is more convenient. This convenience is based on their experiences of the easiness of
transferring money to their friends without the need to know all bank account details and the

transfer will be done in a good timely manner.

Researchers did not find any significant role of gender or age in our empirical findings.
Additionally, the lack of significant gender and age differences in our empirical findings
contradicts the framework's suggestion of gender as well as age-based moderation.
Nevertheless, it is crucial to recognize that the limited sample size in our study may have
contributed to the absence of these moderating effects. Figure 11 below illustrates which
dimensions lead to convenience factor and based on these dimensions consumers decide

whether to utilize challenger banks or not.

Figure 11: how the 'convenience' factor affects adoption
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6.4. Security concerns and usage patterns
Security concerns, user experience, stability of the application, initial skepticism, and
acceptance issues collectively influence consumers' decision-making process regarding the
adoption and utilization of challenger banks. These factors can either increase confidence and
encourage adoption or generate apprehension and hinder consumers’ motivations to utilize the
service, depending on the perceived reliability of the challenger banks’ services. Consumers
may hesitate to fully embrace challenger banks if they perceive them as less secure or reliable,
despite their potential benefits. Moreover, the UTAUT2 framework’s performance expectancy
tells which degree consumers believe that utilizing technology will help him or her to attain
gains (Nordhoff, S., et al., 2020). This is also the strongest predictor of intention to use
technology and it includes consumers’ perceived usefulness and motivations. Venkatesh et al.,
2003 notice that gender and age affect performance expectancy as they noticed men tend to be
highly task-oriented hence performance expectancy is important for them. Age plays a

moderating role too as the younger generation values performance expectancy.

In our study, the varying degrees of apprehension among participants toward utilizing
challenger banks' services reflect the difference between genders. Researchers found that three
of our eight participants did not feel any apprehension towards Revolut as they did not mention
anything in relation to this. On the other hand, others have experienced some concerns about
the utilization of challenger banks’ services. Two cases out of these three people were female,
so our study shows that it aligns with the UTAUT framework dimensions about performance
expectancy. Since men tend to think that performance expectancy is important is important for

them, they might be more likely to feel apprehension towards challenger banks’ services.

The figure 12 below illustrates which dimensions lead to the apprehension factor and based on

these dimensions consumers decide whether to utilize challenger banks or not.

Figure 12: how the 'apprehension’factor affects adoption
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7. Conclusion

This chapter summarizes and presents the findings of this thesis and contributions to both
theory and practice. It also includes study limitations together with future research

opportunities.

7.1. Conclusion
This thesis investigated the complex dynamics between consumers’ adoption and utilization of
challenger banks’ services. In-depth semi-structured interviews with a broad internationally
diversified group of participants laid out a detailed understanding of motivations driving
consumers to adopt and utilize challenger banks’ services. Researchers discovered that four
main themes were the main deciding factors whether a consumer will adopt and utilize
challenger banks. These themes are as follows: social, affordability, convenience, and

apprehension.

Researchers discovered that participants in our study adopt and utilize challenger banks’
services since it has been recommended to them by their peers. Once a consumer has been
recommended a challenger bank by someone they know, it is more likely that they will start
utilizing it. As participants are recommended by peers to use challenger bank services, they too
recommend it to other peers. One of the reasons for the recommendation is that they will
receive a referral bonus. It has created a snowball effect, and the number of users keeps

growing.

In addition to the social aspects of adopting and utilizing challenger banks’ services, researchers
discovered that participants in our study base their decisions on affordability. Challenger banks’
services, such as money transfers in different currencies, and other operating costs are
significantly lower compared to traditional banks. Even though consumers need to pay a fee to
utilize challenger banks’ services, our participants concluded that the utility they gain is higher
than the monetary value of utilizing, hence why they adopt and utilize Revolut. Furthermore,
some explained that they would be willing to pay to get access to the premium services and
features if they see the need for it. The third factor driving consumers adoption and utilization
found by our study is convenience as our participants found utilization of challenger banks’

services easy. They justified this with a user-friendly application, an uncomplicated way of
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opening an account, and that they can utilize it anywhere without being tied to any geographic

location.

In contrast to the first three rather positive findings, the last finding deals with apprehension.
Some consumers might experience initial skepticism towards challenger banks’ services over
security and stability factors. In addition, acceptance issues together with possible negative
user experience impact on apprehension. Furthermore, this thesis also discovers that despite
consumers in our study adopting and utilizing challenger banks’ services, they are still not
switching from traditional banks fully to challenger banks. Many participants explained how
challenger banks serve as an extra service which traditional banks do not offer or traditional
banks’ fees for these services are too costly. They utilize challenger banks’ services as an extra

feature due to the these reason.

This thesis contributes to the theory as researchers found that the UTAUT2 framework could
be extended on how different nationalities adopt and accept new technology. Researchers
discovered that participants, especially from regions such as Hungary and Eastern Europe,
often show a cultural preference for using Revolut, driven by dissatisfaction with traditional
banking services and the perception of high fees. Hence UTAUT2 framework could be
extended into the nationality factor. In addition to contributions to theory, our thesis shows
great findings to the digital and challenger banking sector as well. The findings of how
consumers decide to utilize challenger banks’ services are especially relevant for all players
who are working and interested in challenger banks and similar fields. By understanding these
factors, challenger banks can optimize their operations, offer better services for consumers, and

even cut costs.

7.2 Limitations
This thesis covers consumers’ motivations for using and adopting challenger banks’ services.
Specifically, it focuses on consumers residing in the Nordic countries, both Nordic nationals
and internationals. Hence, the findings will be relevant to the fintech industry, particularly for
challenger banks in comprehending consumers’ motivations and perceptions of these services
and products. Moreover, the thesis employs a qualitative data methodology, which has inherent
limitations in generalizability since it is a common characteristic of qualitative data due to its
focus on the specific phenomenon studied. Limitations also include the interviewees, as all of

them were acquaintances to the research team. This implies that their answers and our
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understanding of them are subjective as well as they might have given answers what researches
wanted to hear. Interviews were between 15-29 minutes, which limits the depth of exploration
into certain topics and may have constrained the richness of data obtained from each
participant. Limitations also include that the participants were young adults aged between 19
and 26, which limits getting a wider understanding of how other generations view challenger

banks’ services.

7.3. Further research

Based on our empirical findings and the limitations of our study, researchers notice potential
gaps in further research. Future studies could aim to examine a more varied group of
consumers, in terms of their demographics, such as age, gender, and nationality. This could
then yield a broader understanding of how these factors affect consumers adopting and utilizing

challenger banks’ services.

Another promising opportunity for research lies in a long-term examination of how different
generations in various countries adopt and utilize challenger banks’ services. Investigating how
cultural norms, socioeconomic background, values, and practices influence consumers'
attitudes and behaviors towards various challenger banks’ platforms could provide valuable
insights. This future research would highlight cross-cultural variations in adoption and
utilization patterns. Moreover, longitudinal research tracking consumers' usage patterns over
time could offer a deeper understanding of the evolving relationship between consumers and
challenger banks, particularly as these platforms continue to innovate and expand their
offerings. Additionally, qualitative research focusing on specific consumer segments, such as
students, young professionals, or retirees, could uncover unique usage patterns and preferences
within different demographic groups. Finally, comparative studies between challenger banks
and traditional banks could shed light on the distinct advantages and disadvantages of each
type of banking service, informing consumers, policymakers, and industry stakeholders alike.
Another comparative study could be between challenger banks, such as Revolut, Monza, and
N26. This study could provide information on comparative advantages as well as consumer

preferences.
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Appendix

Thesis Appendix 1: interview guide
Interview questions:
e How familiar are you with challenger banks and the services they offer?
e Can you share your experiences with challenger banks?
e What factors influenced your decision to use or consider using a challenger bank?

e What specific features or services offered by challenger banks do you find most
appealing?

e Can you describe a specific situation where you used a challenger bank? What was
the purpose and outcome?

e How do you evaluate the quality of services offered by challenger banks?

e Have you encountered any challenges or drawbacks when using challenger banks? If
so, what were they?

e How important are factors such as fees, interest rates, and account perks when
choosing a challenger bank?

e Which challenger bank are you using?
Specific to UTAUT 2:
Performance Expectancy:

¢ How useful do you find challenger banks’ services compared to traditional banks’
services?

e What type of services do you wish that challenger banks would offer?
Effort Expectancy:

e How easy it is to use challenger banks’ services? What is your perception of how
effortless it is to use challenger banks’ services?

e Have you had any challenges when using challenger banks’ services?
Social Influence:
e Have you been influenced by your peers to use challenger banks?

e Have you recommended challenger banks to your friends? If yes, why and which
challenger bank?

Hedonic Motivation:
e Do you enjoy using challenger banks’ services?

e What value do challenger banks’ services give you?
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Price Value:

e Would you be willing to pay a monthly subscription fee or a one-time fee to get a
“better” version of challenger banks’ services?

Habit:
e How often do you use challenger banks’ services?

e In which situations do you use challenger banks?

62



Thesis appendix 2: figures

Figure 1: “Fintech” interest in Google Trends search engine
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Figure 2: UTAUT2 model
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Figure 3: thematic analysis
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Figure 4: coding tree

First order codes Second order themes Themes
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Figure 5: theme 'social’
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Figure 6: theme 'affordability’
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Figure 7: theme 'convenience'
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Figure 8: theme ‘apprehension’
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Figure 10: how the 'affordability’ factor affects adoption
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Thesis appendix 3: tables

Table 1: Summary of Interviews

Case ID Date of interview & | Interview Data confirmation
Location duration
Case A 24/04/2024, Zoom 19 min 27/04/2024
Case B 28/04/2024, In-person 28 min 28/04/2024
Case C 29/04/2024, In-person 18min 29/04/2024
Case D 29/04/2024, Zoom 15 min 29/04/2024
Case E 29/04/2024, In-person 17 min 29/04/2024
Case F 29/04/2024, In-person 16 min 29/04/2024
Case G 29/04/2024, In-person 26 min 29/04/2024
Case H 29/04/2024, In-person 29 min 29/04/2024
Table 1: Summary of participants
Case | Age Gender | Nationality | Occupation Challenger bank they are using,
ID (if applicable)
A 26 Male Finnish Consultant Revolut
B 21 Female Hungarian Student Revolut
C 24 Male Bolivian Student Revolut
D 19 Female Hungarian Student Revolut
E 21 Male Hungarian Student Revolut
F 21 Male Hungarian Student Revolut
G 20 Female Bulgarian Student Revolut
H 23 Male Jordanian Student Revolut
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Thesis appendix 4: GDPR consent form and participant information sheet

i
JONKOPING UNIVERSITY

Jénkdping International
Business School

GDPR Thesis Study Consent Form

Required by European Union General Data Protection Regulation 2016/679

GDPR Consent for ‘Exploring consumer adoption of challenger banks: A qualitative study on how
consumers adapt and utilize challenger banks’ services’ thesis.

Please tick the appropriate boxes Yes
Taking part in the study

| consent to JIBS processing my personal data in accordance with current data protection o
legislation and the data delivered.

| consent voluntarily to be a participant in this study and understand that | can refuse to o)

answer questions and | can withdraw from the study at any time, without having to give a

reason.

My signature below indicates that | choose to take part in the thesis study and consent to JIBS treating my
personal data in accordance with current data protection legislation and the data delivered.

Name of participant Signature Date

Thesis contact details for further information:
Saija Pyysidinen, +358 400 623856, pysa2lue@student.ju.se
Josefin Phan, +46 70 7287763, phjo21mu@student.ju.se

Version: January 2020

No
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i
JONKOPING UNIVERSITY

Jonkdping International
Business School

Participant Information Sheet

You are being invited to take part in a thesis study. Before you decide whether or not to take part, it
is important for you to understand why the research is being done and what it will involve. Please
take time to read the following information carefully.

This is a bachelor level thesis with the aim of understanding how consumers adapt and utilize
challenger banks’ services. The UTAUT2 framework is used as a base to understand this concept and
serves as ground for the interview. The interview will be a semi-constructed interview and it should
take maximum 35mins to complete the interview.

It is entirely up to you to decide whether or not to take part. If you decide to do so, you will be given
this information sheet to keep and will be asked to give your consent.” All the information that we
collect about you during the course of the research will be kept strictly confidential. You will not be
able to be identified in any ensuing reports or publications.

Under GDPR you have the following rights over your personal data:

e The right to be informed. You must be informed if your personal data is being used.

e The right of access. You can ask for a copy of your data by making a ‘subject access
request’.

e The right to rectification. You can ask for your data held to be corrected.

e Theright to erasure. You can ask for your data to be deleted.

e The right to restrict processing. You can limit the way an organisation uses your personal
data if you are concerned about the accuracy of the data or how it is being used.

e The right to data portability. You have the right to get your personal data from an
organisation in a way that is accessible and machine-readable. You also have the right to
ask an organisation to transfer your data to another organisation.

e The right to object. You have the right to object to the use of your personal data in some
circumstances. You have an absolute right to object to an organisation using your data for
direct marketing.

e How your data is processed using automated decision making and profiling. You have the
right not to be subject to a decision that is based solely on automated processing if the
decision affects your legal rights or other equally important matters; to understand the
reasons behind decisions made about you by automated processing and the possible
consequences of the decisions, and to object to profiling in certain situations, including for
direct marketing purposes.

You should also know that you may contact the data protection officer if you are unhappy about
the way your data or your participation in this study are being treated at dpo@ju.se

Version: January 2020
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i
JONKOPING UNIVERSITY

Jonképing International
Business School

Thank you for reading this information sheet and for considering whether to take part in this
research study.

Contact details for further information:

Thesis supervisor: Sarah Fitz-Koch

E-mail: sarah.fitz-koch@ju.se

Thesis student: Josefin Phan

E-mail: phjo21mu@student.ju.se

Thesis student: Saija Pyysidinen

E-mail: pysa2lue@student.ju.se

Version: January 2020
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