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Abstract  

The fast paced evolution of technology has changed the way people interact with 
service providers in a significant way; the introduction of new service delivery channels 
has mainly been based on technological advances rather than on customer needs. 
During the last 20 years the banks have extended their service offerings from just 
having the branch offices to the multichannel service delivery systems of today, 
including; phones, computers and smartphone apps. Previous research has concluded 
that there were many barriers for mobile banking to become a widespread service 
delivery channel for banks, such as technical limitations, trust issues and social 
obstacles. In order to understand the role of the smartphone in this multichannel 
ecology, a qualitative interview study was undertaken focusing on the customers’ 
perception of the bank. The results show that the choice of channel is dependent on 
personal characteristics, perceived risk, context and how the task itself is perceived. 
The results show that the current role of the smartphone is complementary to the 
other channels, providing the customer with basic banking services wherever they are; 
it supports the customer in the activity of managing ones private economy and 
providing the informant with the feeling of control. The results also include insights 
into the life of three customers and their interaction with their bank over the course of 
one month in the form of customer journey maps.  
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1 Introduction 
The technological development that has occurred during the last thirty years such as 
email, computers, internet access, social media, laptops, mobile phones and 
smartphones just to name a few, has changed how people communicate. The 
technological evolution has not only changed how we communicate between people 
but also how we as humans communicate with governmental agencies, corporations 
and other service providers. Many of the technological advances have been driven by 
the invention of technology itself, and the products and their use has been 
constructed after the technical invention was made. The new technological 
innovations have also been adopted by corporations and changed the way they carry 
out their business. The evolution of communication technology has affected 
companies that provide services such as banks in a drastic way since it makes it 
possible for them to interact with their customers more ways than was possible 
before.  

Since most people have a limited amount of disposable income there is a need to 
manage ones economy, the English term economics originates from the ancient 
Greek language meaning “control over the household resources” (Harper, 2001). 
Most people today have some kind of relationship with a bank, although the level of 
involvement differs greatly between individuals. Most people however view banks as 
a necessary but un-interesting part of their life. The demands on a bank are high; 
they need to be both a reliable as well as almost invisible partner to their customers. 
The relationship with a bank can enable a person to do things that without the bank 
for many people would be impossible, such as buying a house or investing money in 
the saving funds.  

The following two sections will introduce the evolution of technology and how 
technological strides have changed the prerequisites for how banks offer their 
services to customers.  

1.1 Technology trends in Sweden 
The shift from computers being large expensive machines to affordable, wearable, 
connected and distributed over many devices has occurred over the past 20 years 
(Segerståhl, 2009; Segerståhl & Oinas-Kukkonen, 2007).  Statistics Sweden has issued 
a report saying that the adoption rate of computers at home within the entire 
population of Swedish people is 94%, which means that almost all inhabitants has 
access to some form of computer in their home (SCB, 2012). The access to internet 
at home has increased rapidly during the last decade in Sweden, from 84% of the 
Swedish population (age 16-74) in 2004 to 94% in 2011 (SCB, 2012). Statistics 
Sweden also states that accessing a internet bank is one of the most frequent 
reported activities listed by both women and men in Sweden closely followed by 
consuming news and searching for products and services (SCB, 2012). There has also 
been an increase in the use of mobile internet connections as more and more Swedes 
uses wireless high-speed mobile 3g or 4g modems and phones to access the internet, 
both in and outside of their home (SCB, 2012).  
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The technological innovation in mobile phones during the last few years is in itself 
staggering. The widespread adoption of smartphones in Sweden is according to a 
leading source 52% in late 2011 of the Swedish mobile phone market (Ahonen, 
2011). This number puts Sweden in third place in the world regarding smartphone 
usage in relation to inhabitants. Sweden has also seen a dramatic increase of tablet 
devices running smartphone software but with the addition of a bigger screen. There 
are many different platforms with different operating systems available today, 
although the biggest players today in Sweden are Apple IOS and Google Android 
systems with 41% of the Swedish smartphone market each (DI, 2012).  

The phenomena of downloading and using applications (Apps) on smartphones is 
relatively new, but did not become very widespread before the introduction of the 
Apple Appstore and the Android market in 2008-2009 (Wikipedia, 2012a, 2012b). 
The increase of availability of apps created to solve problems and offer functionality 
to the users have increased and distribution channels are plentiful. Apples´ Appstore 
reported that the download rate of apps between January 22, 2011 to March 7, 2012 
increased from a total of 10 to 25 billion downloads (Wikipedia, 2012b). 

The rapid technological development of computers, Internet connections and mobile 
devices has also affected how banks operate and provide their services to their 
customers. Banks have also been affected by the changing technology prerequisites, 
and have adopted many of the technical solutions as a way of providing their services 
to their customers. The introduction of new service delivery channels has in many 
cases been based on previous ways of offering the same functionality but in a 
different medium, rather than focusing on the specific properties of the new service 
delivery channel.    

1.2 Service delivery channels 
A service delivery channel is the means by which a service provider and the customer 
can interact with each other.  Some examples of service delivery channels are; over 
the phone, physical interaction in a store, ordinary mail, email, Internet and 
smartphone apps. Three trends that can be found within the banking sector 
regarding service delivery channels can be described as fusion, migration and 
specialization.  

• Migration – The tasks that the customers perceive as routine are likely to be 
performed in self-service channels, or at least remotely. In effect, the 
increasing share of banks services are being moved or are also offered as self-
service or remote services. 

• Specialization – The customers find that certain tasks are easier for them to 
accomplish in some channels than other channels, and select their way to 
contact the bank thereafter.  

• Fusion – new business opportunities emerge in the borderline between the 
traditional channels and types of meetings. The “borders” between the 
traditionally separated service channels are being blurred (Waligorski, 2012).  
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The migration trend is the evolution from a single service channel (local branch 
offices) for banking services towards the current state were services are offered 
through multiple delivery channels, such as telephone, internet, mobile app etc. this 
line of argument can also be found throughout Kings book on the future of banking 
(King, 2010).  

The specialization trend is concerned with the services offered by the local branch 
offices. Before the introduction of the other service channels, all interaction was 
performed at the branch office. During the development described above the role of 
the branch offices has changed. The branches have according to Waligorski (2012) 
moved towards providing more qualified personal guidance in complex services such 
as investment advice, loans and insurances and are reducing the traditional functions 
such as paying bills and handling cash.  

1.3 Banks – from single to multichannel 
The banks have along with the rest of society undergone some big changes during 
the last two decades. Many of these changes are highly dependent on technological 
advances. The development of new service channels has been an ongoing 
development towards increasing availability and efficiency of the banks service 
offerings towards their customers, and is often referred to as multichannel service 
delivery (Patrício, Fisk, & Cunha, 2003). 

In the pre-digital age, the local branch office was the only way to interact with your 
bank, since it was the only way to access the banks services (Waligorski, 2012). As 
telephones became more available it became possible to call your local branch office 
and handle some of the services by not having to visit the office. This however 
increased the pressure on the staff working at the offices that now had to handle 
both customers who came into the office as well as the ones who called. The effect 
was that all calls could not be answered and the service level varied a lot across the 
branch network. To remedy this and reduce cost of handling telephone calls, branch-
based telephone services were eventually consolidated into a call center, thereby 
creating a channel for telephone banking which was organizationally independent 
from branches. 

The introduction of automatic teller machines (ATMs) in the 1980s was done to ease 
the customer demand for the task of withdrawing money. The ATMs were the first 
widespread examples of self-service banking, available to the customers 24/7. The 
flexibility regarding opening hours and availability of the customers to interact with 
the bank helped to unburden the local branch offices. The ATMs only offered 
limited amount of transaction services, the introduction of Internet banking in mid-
1990s elevated the concept of self-service banking to the very mainstream of bank’s 
customer relations. 

More recently, the proliferation of mobile internet devices such as smartphones and 
tablets brought a new level of complexity to internet banking, prompting bank 
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organizations to discuss “mobile channels” as different from “internet banking”. 
This discussion is ongoing. 

The described proliferation of different distribution channels that offer services to 
the customers brings with it added cost and complexity for the organization. 
Therefore it becomes interesting to find what services should be provided and 
perform best in which delivery channels (Waligorski, 2012). In recent years some 
banks have extended into social media such as Twitter and Facebook in order to 
reach more customers and build a stronger relationship with them. The social media 
channels is a way for the bank to build a community, do customer research, provide 
customer support, market and promote new services and products. 

According to the banks’ own statistics the introduction of mobile banking mediated 
by rudimentary mobile web pages in the mobile web browser was only used by a 
small group of customers. The introduction of a dedicated app for the iPhone in May 
2010 increased the number of logins per month by 500% to 6000 logins per month. 
Soon after an app for the Android platform was introduced as well. In October 2011 
the number of logins per month had increased to over a million, and has during the 
spring of 2012 exceeded two million logins. This increase has according to the banks 
own statistics not cannibalized on the number of logins to the desktop version of the 
Internet bank, but added to cumulative amount of customer interaction. 

So to conclude computers, phones and Internet access have all changed from being 
stationary, big expensive, slow, objects or services to being small, cheap and mobile. 
The adoption rate of the above mentioned technology has also gone from the early 
adopter stage towards being mainstream commodities. All the while banks have 
changed from being a single channel service provider to providing their services in 
multiple channels and also using social media such as Facebook and Twitter to 
communicate with their customers.  

1.4 Purpose of the study 
This exploratory case study aims to study the role of a smartphone as a part of the 
customers banking experience. As well as describe how it fits into the service delivery 
channels at a major Swedish bank, henceforth referred to as the bank. The study 
aims to provide insight into the customers’ choice of service delivery channels and 
will enable the bank to understand their customers further.  The study utilized a 
qualitative approach with semi-structured interviews with the banks customers. And 
was conducted in order to see how a smartphone could be used in the described 
service experience ecology of the bank. In order not to limit the study to the current 
app and its functionality, but to understand the informants needs and motivations in 
their relationship with the bank. To achieve this aim the data collection was extended 
to cover the all of the customers’ interaction with their bank, regardless of service 
delivery channel.   
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1.4.1 Research questions 
1. What factors influence the bank customers’ choice of which service delivery 
channel to use?  
2. Based on the identified factors what should/ could a smartphone do in the 
context of personal banking in Sweden? 

1.4.2 Delimitations 
This case study was performed in Swedish population and all informants were 
customers of the bank, most of the informants were recruited from a bank database 
of customers (described in more detail in section 4.1).  

This case study was performed in Sweden, which has a highly developed mobile 
sector and a high concentration of smartphones throughout the population. The 
results may therefore not be applicable to other countries or regions. 

The study is aimed at the customers of the bank and their perception of interacting 
with the bank, and the study is therefore built on their subjective interpretations of 
the customers’ perceptions rather than an “objective description”. 

Due to the sensitive nature of personal economics no questions were asked about if 
the participants had loans, savings etcetera. This was a limiting factor in the analysis 
of what service delivery systems they prefer compared to what channels they used.  

1.5 Outline of the study 
Chapter 2 Introduces the theoretical frameworks and concepts; distributed user 
experience, distributed systems and literature on banking. 

Chapter 3 Describes the methodological theories from the study; sensitizing, 
qualitative content analysis, critical incident technique and the ethical aspects of the 
study. 

Chapter 4 Describes how the data for the study was collected, information about the 
informants, the procedure for the interviews and how the collected data was 
analyzed.  

Chapter 5 Presents the results of the qualitative content analysis, containing the 
analysis of critical incident technique, the ethnographical data, customer journey 
maps and a framework for describing factors that influence the choice of service 
delivery channel.  

Chapter 6 Contains the results of the generative phase of the study: some thoughts 
for redesigning the mobile app and a customer journey map that visualizes how the 
interaction with the bank could be changed. 

Chapter 7 Contains the discussion of the results and methodology of the study as 
well as a concluding discussion and future research.  
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2 Theory 
This chapter will introduce the theoretical frameworks, concepts and terminology 
used in the study. 

2.1 Cross media services  
Services that are made available through different devices can be referred to as cross 
media services. These have become more and more frequent during the last decade, 
with more technology being connected to networks (Wäljas, Segerståhl, Väänänen-
Vainio-Mattila, & Oinas-Kukkonen, 2010).  

Wäljas et al. (2010) argue that in order for cross media system to be regarded as 
single system the different parts must be consistent in both their behavioral and look 
and feel and provide the user with a coherent user experience regardless of device. 
And argue that the available functionality of a device can be described as redundant, 
complementary or exclusive (see table 1 below).  

Table 1. Device functionality definitions (Wäljas et al., 2010) 

Device functionality  
Redundant functionality Devices provide access to the same 

data and functions 
Complementary functionality Devices share a zone of data and 

functions, but one or more of the 
devices provide access to data or 
functions that are not available on the 
other device(s). 

Exclusive functionality Devices, each device provides access 
to distinct data and functions 

 

Wäljas et al., 2010 argue that the organization, relation and functionality of devices 
and their roles in a service system can be organized around a task-based or situation-
based logic. In a task-based logic each device in the system are used to perform 
certain type of tasks. While the case of situation-based services, the different devices 
are used to perform the same tasks but in different situations.  

Gummerus and Pihlström (2011) studied situations were the perceived value of using 
a mobile device to access a service, and how the contextual factors changes the 
perceived value of a service mediated through a mobile phone. They also argue that 
the contextual value consisting of the parameters time, location, lack of alternatives 
and uncertain conditions changes the perceived value for the user. As an example 
they note that mobile services are perceived to be more valuable to the user when 
they are in a hurry, occupied, lost or without cash. According to their framework the 
three categories “embarrassment avoidance”, “ease of use”, and “speed” are valued 
that are closely connected to the perceived value-in-use concerning the use of mobile 
phones.  
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2.2 Service delivery channels of banks 
The banking industry has along with rest of society undergone some big changes 
during the last 30 years, these changes are highly dependent on technological 
developments (Patrício, Fisk, & Cunha, 2003). The development of new service 
channels has been an ongoing development towards increasing availability and 
efficiency of the banks service offerings, and is often referred to as multichannel 
service delivery (Luo, Li, Zhang, & Shim, 2010).  

Patrício et al. (2003) used a qualitative approach to investigate how bank customers 
perceived different bank channels in a multichannel service offering. They found that 
the customers used the different channels for different tasks depending on both the 
nature of the task and the context they were in. They also found a trend that if the 
customer perceived the task to be routine, low risk or well known to the user they 
preferred a self-service channel. But if the task were more complex or unknown to 
the customer, e.g. concerning a mortgage or a loan, most customers preferred 
personal interaction at the local branch office. Lai, Chau and Cui (2010) claimed that 
bank customers are pragmatic in their choice of technology regarding their bank 
business and argued that; 

“if an individual finds internet banking to be compatible to his or her banking tasks or 
beliefs, this individual will perceive internet banking to be easier to use and will have a 
higher intention to use the technology. Bank managers should understand that their 
customers are pragmatic in their technology selection and use. Conceivably, the relative 
advantage of internet banking alone is not sufficient to promote the acceptance of this 
technology” (Lai, Chau, & Cui, 2010, p. 73).  

2.2.1 Local branch offices 
Patrício et al. (2003) noted that the local branch office provides personal interaction 
and help to customers, professional competence and the ability to make decisions on 
the spot if needed . This personal interaction helps to put a face on the bank and 
establish capital of trust between the two parties. They also note that personal 
meetings enable both parties to use the built up “trust capital” that can be used by 
both parties as a common ground to ease the interaction between the two parties. 
Local branch offices have negative aspects as well, such as: opening hours, physical 
location and lack of convenience (Patrício et al., 2003).  

King (2012) argues that the physical locations serve many purposes, and argues that 
even if most customers do not visit the branch that often, they are assured by 
knowing that it exists if they feel they need help with something. King (2102) argues 
that the role of the branch office is diminishing in importance for the customers, the 
same sentiment is also expressed in research focusing on newer technology in the 
bank domain (Laukkanen, 2005, 2006; Lin, 2011). The branch offices has since the 
introduction of newer technologic solution received less attention from researchers 
(Laukkanen, 2006). 
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The role of the local branch office is an important one, especially when it comes to 
building a relationship between the customer and the bank, even though most 
customers nowadays seldom visit them (King, 2010; Laukkanen, 2007; Luo et al., 
2010).  

2.2.2 Banking services by phone 
The bank also provides their services to the customer over the phone. The role of 
this service delivery channel was described in one study, as the customers last option 
Patrício et al. (2003). It was rarely used by most bank customers, and was mostly 
used when no other channel was available as a last line of defense. The authors noted 
that although most customers rarely used the channel, the customers said that they 
felt reassured that the alternative was available to them if the other communication 
channels were unavailable to them Patrício et al. (2003). 

2.2.3 Internet bank 
Since its introduction the role of the internet bank in the multichannel service 
offering has changed from being a niche product that some authors (Patrício et al., 
2003) claimed primarily were used by “young, highly educated males” to a 
mainstream channel used by almost all customer groups.  

Laukkanen (2006) argues that there are at least two kinds of customers that use the 
Internet bank in two distinct ways: those who want to pay their bills as easily and 
conveniently as possible and those who use the internet as it enables better control 
of their accounts. 

The studied bank introduced their Internet bank solution to their customers in 1996, 
and has since then undergone the same transition into a mainstream channel as 
described in the literature above. Internet banking was during 2011 one of the top 
three activities when using internet, according to a SCB report about the 
technological habits of Swedish people (SCB, 2012).  

The Internet bank was also made available through the introduction of web browsers 
in mobile phones, although the use of this new channel did not become widespread 
before the introduction of smartphone apps.  

2.2.4 Mobile banking; Bank apps  
There has been research done on the subject of mobile banking and why the 
adoption of the new technology became widespread. The main barriers reported 
within the research community being mostly technological; speed of data 
transmission, security issues, screen size, interaction paradigms (Kiljander, 2004; 
Laukkanen, 2005, 2007; Laukkanen, Sinkkonen, Laukkanen, & Kivijärvi, 2008; Lin, 
2011; Varnali & Toker, 2010).  

Laukkanen (2008) noted different reasons for not using mobile banking services, 
such as perceived risk, lack of perceived value, habits and social identity. Different 
groups are less resistant to adopting mobile banking, such as: people with a high level 
of education, high income and “lower age”. The same conclusion was also drawn by 
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Lou (2010) who also noted that trust is key for the acceptance of mobile banking and 
how the risk is perceived. Lin (2011) argued that perceived relative advantage, ease of 
use, compatibility, competence and integrity significantly influence attitude, which in 
turn lead to behavioral intention to adopt (or continue-to-use) mobile banking.  

A review of mobile marketing research identified that the consumer adoption of 
mobile solutions is dependent both on how useful and pleasurable the service is 
perceived to be (Varnali & Toker, 2010). Laukkanen (2006) noted in a review of 
literature on customer perceived value in the electronic banking services that factors 
that influence perceived value are: lower fees, better service quality, 24-hour service 
availability, time savings, location-free access to the, ease of use, speed of the service 
delivery, convenience, compatibility with lifestyle and security.  

There are today multiple alternatives to the official apps of the banks in the 
respective smartphones platform app repositories, these are developed by 3rd party 
actors. The available apps can be divided into three categories;  

• Directly competing apps  
• Scanning apps 
• Budget management apps  

The apps range from being automatic data mining apps that uses information from 
the users own accounts via webpages or requires the user to manually enter 
information into them. The examples below are from the Apple Appstore, but 
equivalent apps are also available for other smartphone operating systems. An 
example of a direct competing app1 with the official bank´s apps offers functionality 
similar to the banks own apps as well as access to many financial services such as 
multiple banks, credit card companies. The app stores the users personal login 
information and uses it to access the sites and retrieve information about account 
balances and presents it within the app. The app can also be configured to notify the 
user on activity on certain accounts. Since the app uses the web page of the company 
providing the financial service, the functionality is limited to the same as the banks 
own solution and thusly offers the same possibilities. On Android devices widgets 
are also available to present the information to the user without any interaction from 
the user.  Scanning apps2 uses the camera in the mobile phone as a scanner for bills, 
the scanned information is sent to a desktop computer and can from there be used in 
the desktop version of the Internet bank on the computer. The budget management 
apps3 are available in several implementations that range from automatic to manual 
input of expenses and budget information. The purpose is primarily to provide the 
user with an overview of what they spend their money on. A comparative view of 
different service delivery channels is presented in Table 2 below.  
                                                

1 e.g. ”Mitt saldo” http://itunes.apple.com/se/app/mitt-saldo/id397681188?mt=8 
2 e.g. ”iGiro” http://itunes.apple.com/se/app/igiro/id376705207?mt=8 
3 e.g. ”My Wallet+” http://itunes.apple.com/se/app/my-
wallet+/id358228999?l=en&mt=8 
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Table 2. Overview of characteristics for service delivery channels from literature and information from the bank. (N/A = not applicable) 

  Local branch 
office 

Telephone bank   Internet bank    ATM 

    Self service  Personal service Desktop computer Mobile bank  

Self-service functionality • ATM 
• Cash deposit 

machine 

• Account balance 
• Transfers 
• Information 

about savings 
and capital 
funds 

• N/A • Money transfers 
• Bills 
• Loans 
• Capital funds 
• Information  

• Money transfers 
• Bills 
• Search for 

ATMs 
•  

• Withdraw cash 
• Refill prepaid 

phone 
• Transfer to own 

accounts 

Time dependent • Open hours, 
may differ but 
minimum 10-15 
weekdays 
• Private 

appointments  

• 24/7 
• Superior when 

urgent and other 
channels 
unavailable 
(Patrício et al., 
2003) 

• Some special 
services are 
limed  

• 24/7 • 24/7 • 24/7 

Location dependent Yes Available where 
phones are  

Available where 
phones are 

Yes, but might be 
mobile to some 
extent 

Mobile  Yes 

Stationary Yes Available where 
phones are 

Available where 
phones are 

Yes, but can be 
mobile to some 
extent 

Mobile Yes  

Full functionality (compared to the 
available channel features) 

Yes No, only limited  Yes Yes Limited N/A 

Always on and available N/A 24/7 24/7 for simpler 
tasks. 
Limited for special 
competence 

Can be, but in 
most cases no 

24/7 N/A 

 Screen size N/A N/A N/A 10”-27” 2”-10” 
>5”(Laukkanen, 
2006) 

6” 
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In summary the research has concluded that there were many barriers for mobile 
banking to become a widespread service delivery channel for banks, such as technical 
limitations, trust issues and social obstacles. Since the introduction of banking apps the 
attitude towards using the mobile bank has changed significantly, towards being a 
mainstream channel. Both official and non-official banking apps are both plentiful and 
used by the customers.  

The information and functionality in the mobile channel is also available in other 
service delivery channels, such as by phone, desktop Internet bank. But the 
combination of mobile characteristics of the phone, access to account statement 
information and ability to (if needed) transfer funds between accounts is unique to the 
mobile channel and constitutes the biggest advantage against other service delivery 
channels.  

2.3 Distributed user experience 
The term user experience (UX) is widely used in the design world today and there are 
many different definitions of the term itself (AllaboutUX, 2012). Central elements in 
many of the definitions are the concepts of; the users experience, the contribution of 
context and the service or product itself. Some authors argues that when a system is 
distributed over several devices or channels the UX definition needs to be adapted to 
entail the experience of the service provider as a single system (Segerståhl & Oinas-
Kukkonen, 2007). They define distributed user experience as “…distributed user experience 
(DUX) as covering the user’s overall experience of interaction with a system consisting of two or more 
devices or interfaces for carrying out the user’s intended tasks.” (Segerståhl & Oinas-Kukkonen, 
2007, p. 81). The use of such a definition puts focus on the activity that the customer 
wants to perform, and the systems components are seen as facilitating tools that that 
are used for the creation of value for the customer and the DUX is the emergent 
feeling arising from the interaction with the entire service (see Figure 1 below). 

 

Figure 1: Framework for analyzing distributed user experience (Segerståhl & Oinas-Kukkonen, 2007) 

Segerståhl & Oinas-Kukkonen (2007) argue that the user experience of a distributed 
system containing many channels is highly dependent on the perceived flow of the 
activity that the customer is performing. They conclude by arguing that to achieve a 
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coherent user experience, the whole system must be designed to provide support for 
the users to carry out their activity in many contexts and over many devices.  

2.4 Customer journey maps 
The customer journey map is a visualization technique used in service design to show a 
service from the customers’ point of view. It puts focus on what the customer sees and 
experiences as the provided points of interaction with the service (Segelström, 2010) 

 

Figure 2: Example of a customer journey map (Segelström, 2010) 

The customer journey map is used to show how a customer interacts with a service, it 
focuses on the points of interaction: anything from a personal meeting to interacting 
with a web page (Stickdorn & Schneider, 2010). These points of interaction are within 
service design referred to as “touchpoints” between the service provider and the 
customer. Segelström (2010) described the customer journey as a visualization 
technique that follows a customer through a service, and focuses on the customer’s 
experience of what they see and do -  not on how the service concept works from a 
operational perspective. The technique is widely used within service design community 
to communicate how a service concept can work, and how stakeholders or customers 
could experience it. Segelström (2010) also noted that recurring elements in customer 
journey maps are: temporal or time-aspect, interactions between the customer and the 
service and emotional triggers and responses. Even though the visualization technique 
is both well known and used the author notes: “It can take many forms and the evolution of 
the technique seems to be based on inspiration and adaptation of other’s customer journeys rather than 
guided efforts.” (Segelström, 2010, p. 26).  
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3 Method  
A qualitative approach was used for collecting the data for this study. The study 
employed semi-structured interviews following an interview guide4, combined with the 
use of sensitizing material (see 3.1) and a question form from the critical incident 
technique (see 3.2).  

The material was collected from two different settings with different approaches for 
finding informants; using different approaches regarding sensitizing and the interviews 
differed in the context of their execution. The differences between these approaches 
were linked to contextual constraints in the contextual interview situation.  

The first setting was at the local branch office where customers were approached and 
interviewed in person, a total of five interviews were carried out over two days. Due to 
contextual constraints and effect of being in the branch office the method for 
sensitizing was shorter compared to what was done in the phone interviews. 

In the second setting the interviews were performed by phone, a total of fourteen 
interviews were performed over the phone. In the phone interview setting the 
sensitizing material was sent out to the participant several days before the interview 
took place. For more detailed description of the data collection see chapters 4.2.2 and 
4.2.3. 

The data from both of the settings is in this study regarded as parts of the same data 
set, since all informants were customers at the bank and had agreed to participate in 
the study. The collected data was analyzed in accordance with qualitative content 
analysis (see 3.3).  

3.1 Sensitizing  
Since the relationship with your bank is perhaps not the most central part of the 
customers’ life, the methodology of the study employed some sensitizing tasks before 
the interviews. With the intent of getting the informants thinking about their 
relationship with their bank before the interview started. Sensitizing can be described 
as the mental process where the informant is triggered by tasks or questions to reflects 
upon his or her reality and situation, with the goal of getting them to view their current 
situation in a more objective way (Sleeswijk Visser, Stappers, & Lugt, 2005).  Sleeswijk 
Wisser (2005) describes how sensitizing material can be used to help researchers 
understand and gather insights into the lives of their informants. She describes how the 
aim of the sensitizing material is to assist the informants to look upon and describe 
their daily life from a new perspective and reflect on these experiences. Sleeswijk 
Wisser (2005) describes a case study were the aim was to understand the experience of 
shaving, and in order not to only get stories about razors the study were centered not 
around shaving but body care. By raising the level of abstraction the informants were 
not limited to just a particular activity but more of a holistic view of the activity as a 
part of their lives, this is referred to by Sleeswijk Wisser (2005) as context mapping, 
                                                

4 See appendix 9.1 
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and she claims that by ”studying the context of product use helps designers to gain empathy with 
users, to avoid fixation on preset assumptions about the user or the product, and to create innovative 
concepts on how a product can be experienced.”  

3.2 Critical incident technique 
The critical incident technique (CIT) is a method that is used to collect stories from the 
informants regarding their experience of an event/ incident, including information 
about context, actors and their responses and experience of the situation (Bitner, 
Booms, & Tetreault, 1990; Butterfield, 2005; Edvardsson & Roos, 2001; Gummerus & 
Pihlström, 2011).  The methodological approach relies on large data samples 
containing between 100 (Gummerus & Pihlström, 2011; Zhang, Beatty, & 
Mothersbaugh, 2010) upwards to 1000 incidents (Flanagan, 1954) related to the area of 
study. The flexibility of the technique, allows it to be utilized as an effective exploratory 
tool of unknown phenomena’s within different situations. The approach has since then 
been utilized within many different contexts and disciplines including; nursing, 
marketing, education, medicine, human factors, social work etc. (Butterfield, 2005; 
Edvardsson & Roos, 2001; Flanagan, 1954; Lu et al., 2003; Sklet, 2006; Walter, 
Edvardsson, & Öström, 2010; Xiao, Schenkel, Faraj, Mackenzie, & Moss, 2007; Zhang 
et al., 2010). The CIT methodology is a standardized version of a qualitative method, 
current studies utilizing the method relies on a question were the informant is asked to 
describe a situation that they thought was especially positive or negative. For an 
incident “to be critical, an incident must occur in a situation where the purpose or intent of the act 
seems fairly clear to the observer and where its consequences are sufficiently definite to leave little doubt 
concerning its effects” (Flanagan, 1954, p. 327). 

3.3 Qualitative content analysis  
The data that was collected for this study was both in the form of raw interview 
material and in the form of stories collected with the critical incident method.  

Content analysis is a methodology used to interpret and transform collected qualitative 
research data, the process can be described as abstraction and interpretation of the 
material to a higher level (Graneheim & Lundman, 2004). This process entails finding 
patterns from the data or from theory, the data is divided into categories and then 
transformed into themes. Content analysis can be used in a qualitative manner as 
described in Graneheim and Lundman (2004) or in a quantitative approach as it is 
utilized in critical incident technique literature (Butterfield, 2005; Edvardsson & Roos, 
2001; Flanagan, 1954; Lu et al., 2003; Sklet, 2006; Walter et al., 2010; Xiao et al., 2007; 
Zhang et al., 2010).  

Graneheim and Lundman (2004) argued that in the first step of utilization the method 
is used to identify and specify “the unit of analysis” which can be described as the 
collected data connected to a research question. The authors distinguished between the 
manifest content: what the data explicitly says, and latent content: which refers to the 
underlying meaning of the data. From the unit of analysis the meaning units are 
identified which the authors defined “…as words, sentences or paragraphs containing aspects 
related to each other through their content and context” (Graneheim & Lundman, 2004, p. 106). 
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The meaning units can be grouped into categories and categories into themes. A 
category is described as a thread throughout the content. The methodology used in this 
study was a data driven approach to the collected data, in which the researcher reads 
through the material several times and finds themes and patterns connected to the 
purpose of the study.  

The authors argued that due to the difference between qualitative and quantitative 
research data and methods, the qualitative research tradition should discuss the validity 
and reliability of the study in different terms. Graneheim and Lundman (2004) argued 
that the trustworthiness of a study should be made on the three concepts of credibility, 
dependability and transferability should be uses to describe the quality of the results 
from the study. Credibility refers to the level, which the collected data corresponds to 
the focus of the study and is influenced by the level of openness that is presented 
throughout the study. Dependability refers to the level of consistency displayed in the 
collection of data during the study. Transferability refers to what extent the results of 
the study can be transferred to other groups or settings, this measure can only be 
suggested by the authors but is judged by the reader.  

3.4 Ethical aspects  
Details about personal financial information and account information were regarded to 
be too sensitive to include in the study and was therefore from the start of the study 
left outside of the scope of the study.  

All participants were informed both in written text and verbally that their participation 
in the study was voluntary and that they could abort the interview at any time. All 
informants were also informed that all collected material would be anonymous and that 
nothing they said would be traceable to them in any material that would be distributed, 
this information restated before the start of each interview. 
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4 Procedure for collecting interview data 
In order to collect data on what the informants thought was important in their 
relationship with their bank, what service delivery channels they use, and why they use 
them, a qualitative approach was utilized. The study was built on interviews with 
customers from the bank, the interviews were held in Swedish and most were 
recorded5. Notes were taken by the researcher during the interviews and written into a 
more comprehensive and descriptive form directly as fluent text after the interview had 
taken place. The longest interview lasted 46 minutes and the shortest 14 minutes, the 
average interview was 23 minutes. The recordings were used primarily for the accounts 
of the CIT descriptions and quotes used in this report, which were transcribed in 
verbatim and then translated by the researcher. In the writing of the report the 
recorded material was used to write the used quotes in the informants own words. The 
dependability data was collected over the course of 36 days in total, the material was 
read through in its entirety after all data had been collected. 

The same researcher using the same interview guide performed all interviews in the 
study. The collected material was, as mentioned, above collected in two different 
locations in two different settings, for more comprehensive description of the 
methodology se section 4.2. 

4.1 Informants 
All informants in the study were recruited from the banks existing customer base, at a 
local branch office or by email. The local branch office used to do interviews was 
located in Linköping, Sweden. The participants in the phone interviews were 
geographically distributed throughout Sweden.  

The average age of the informants were 50 years (median 55), the youngest being 24 
and the oldest 76. Out of the 19 participants in total 9 were women, 4 of the 
informants were retired, one was a university student and the rest worked. 16 of the 
informants had mobile phones and used them every day, out of these 11 had 
smartphones and used them for more than calls and SMS. Some examples of what 
smartphones were used for include; using apps, email, chatting, surfing the web, 
reading news, social media, games and so forth.  

14 out of the 19 informants in the study stated during the interviews that they view the 
Banks as their primary bank; although some stated that they had business with other 
banks in addition. In total 60 people were asked if they would like to participate in the 
study (47 by email and 13 at the local branch office) and 19 people chose to participate. 
Out of the non-participants 17 people declined to be a part of the study while the rest 
of the participants did not respond to the invitation sent by email.  

                                                

5 Some informants did not wish to be recorded, and some interviews were lost due to 
technical issues. Those who chose not to be recorded, more focus was put into writing 
notes during the interview. 
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The results of the probing questions in the beginning of the phone interviews showed 
that 9 out of 14 informants claimed that they had taken part of the material. The 
provided material was in attached as image files in order not to require any additional 
software to view them. 

4.2 What was done and how 
A qualitative approach with interviews were utilized to gather information about the 
users utilizing a semi-structured interview guide6 containing questions regarding the 
customers’ perception of their relation with the bank. The interview guide was used as 
a checklist for questions that should be covered through the interview rather than a 
manuscript. All interviews were conducted in Swedish. Included in the interview guide 
were questions designed to collect critical incidents from interactions with the bank. All 
interviews were written down, most interviews were recorded, and the notes converted 
into text after the interview was finished. The recordings were only used to enable the 
verbatim transcription of critical incidents in the informants’ own words.  

4.2.1 Sensitizing 
All participants in the study were given some sort of sensitizing material before the 
interview was carried out. The amount and type of sensitizing however varied between 
the interview settings due to contextual factors. How the material was introduced in 
the two cases is described in the respective sections 4.2.2 and 4.2.3 respectively.   

The task in the sensitizing material was designed to stimulate the informants to reflect 
on their relationship with, and their communication habits in relation to their bank. 
The questions in the sensitizing material were written in an open ended manner to 
elicit reflection (Sleeswijk Visser et al., 2005). 

The sensitizing material7 that was given to the informants was designed to trigger 
reflection about the areas that the interviews was going to cover, and contained the 
following elements; 4 broad questions (see below), examples of service delivery 
channels, critical incident technique questions, and information about the 
confidentiality policy of the study. 

The four questions included in the sensitizing material for the phone interviews were;  

1. How would you describe your relationship with your bank?  
2. Which contact channels du you prefer with your bank and why?  
3. How do your view the role of the bank in your life?  
4. What makes you contact your bank?  

In addition to the questions above the question form from the critical incident 
technique was added in order to get the informants thinking of examples of interaction 
before the interview had started. The question was formulated as “think about two or 
three situations where you as a customer have been in contact with the bank, that you 
                                                

6 See 9.1– Interview guide (in Swedish) 
7 See Appendix 9.2 9.3 –Both in Swedish 
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feel has affected your perception of the bank, it could be either a positive or negative 
experience” and can also be found in the appendix.   

On one edge of the pages of the material were example pictures of contact channels 
were displayed (Figure 3). The intention of displaying these pictures in the same color 
as the rest of the graphics in the material was to help the informants in thinking about 
interactions with their bank in more than the most frequently used service delivery 
channel. And also to facilitate and diversify the interviews with the informants, without 
having to ask the informants remember interactions in different channels before the 
interview had started.  

 

Figure 3. Examples of service delivery channels used in the sensitizing material. The text beneath each 
picture from left to right; branch office, phone bank, Internet bank and mobile bank. 

4.2.2 Procedure for interviews in branch office 
The interviews at the local branch office were conducted over the course of two days 
and the targeted audience was customers who came in for a personal consultation with 
their personal banker. The customers were approached before their meeting and asked 
if they would like to participate in a short interview after they had been to the meeting 
that they had come there for. Those who chose to participate were given the shorter 
variant of the sensitizing material8 as well as a short verbal description of the project. 
The interview took place after their meeting with their personal banker, in order not to 
disrupt their main goal with their visit to the bank office. The interview was performed 
in a semi-secluded area with sofas, a table and a coffee machine. Before each interview 
the informant was again briefed about how the collected material was to be used and 
that all data would be anonymous. The interview was then carried out following the 
interview guide, the guide was used as a base for the interview with the addition of 
some follow up questions regarding some of their answers. When leaving the interview 
the informants were given a note with contact information to the researcher if any 
questions or thoughts came up after the interview was done.  

4.2.3 Procedure for interviews by phone  
Before any of the informants were contacted information was distributed to the service 
organizations in the bank such as the phone bank, customer support and so forth. This 
was done to decrease the risk of customers believing that this was a part of a phishing 
attempt. 

                                                

8 See Appendix 9.2 – Information interview branch office – In Swedish 
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The participants for the phone interviews were recruited from the bank’s customer 
database, containing customers that had stated in a earlier survey that they were willing 
to participate in future studies.  From this database 40 people were selected by random 
and contacted by email and asked if they would like to participate in a interview study, 
and receive a scratching lottery ticket9. Out of the 47 people who were contacted by 
email 14 people chose to participate, 9 people actively chose not to participate and the 
rest did not respond to the email.  

Those who chose to participate were sent an email containing the sensitizing material10 
together with the confirmation of time and date for the interview. The informant was 
contacted by phone on the time that they had chosen, the informant was asked 
whether they had taken part of the information about the study from the email. The 
interview was then carried out following the interview guide. The guide was used as a 
base for the interview with the addition of some follow up questions regarding some of 
their answers. 

4.3 Qualitative content analysis  
In this study all collected interview material constituted the unit of analysis. The 
material was read through many times by the researcher in order to understand the 
material in both detail and as a whole. After this step a data driven approach to 
analyzing the collected data was employed. Themes and categories were identified in 
the collected data concerning the research questions, the analysis used both latent and 
manifest data to create descriptions of different themes and categories The themes and 
insights from the collected material was written down on post-its and put on 
whiteboards, this enabled the researcher to view much of the material at the same time. 
Throughout the analysis the use of external objects such as whiteboards, paper 
sketches, post-its and so forth was used in the sense making process of the data 
analysis. The main themes related to the first research question are presented in chapter 
5.   

                                                

9 “Trisslott”, value 2,5€.  
10 See Appendix 9.3 -Information phone interview – In Swedish  
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5 Result of qualitative content analysis 
The collected data presented in this chapter is presented as a whole although collected 
from informants from different contexts as described in the chapters above.  

5.1 Critical incidents and their role in the perception of the bank 
The collected data connected to the critical incident technique (CIT) was used as 
described above: as a part of the unit of analysis in the content analysis. This section 
will present the requirements from the CIT analysis and the results.  

The criteria for classifying a part of a narrative as story/incident was in this study that 
the informant was able to recall;  

i. Why they had initiated the interaction with the bank,  
ii. How they communicated with the bank during the incident  
iii. Where the interaction took place  
iv. How they experienced the situation  
v. What in the situation that made them remember the interaction as positive or 

negative.  

For the incident to be classified as “critical” the story must have played an important 
part in changing the informants’ perception of their relationship with their bank. A 
total of 36 descriptive stories were collected using the CIT question type. The results of 
the method can be seen in Figure 4 below. 

 

Figure 4. Critical incident results 

The positive stories were all about how the customer had perceived that the reaction 
from the bank corresponded with or exceeded their expectations. Three out of the 

36 stories in total 

22 stories classified 
as “critical”/

relationship altering 

16 Negative 
relationship altering 

stories  

6 Positive 
relationship altering 

stories 

3 Positive 
relationship altering 
stories with service 

recovery 
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positive experiences were created from a successful recovery of an incident that started 
out negative. The recovery cases were incidents were the informants were affected 
negatively by an event, but where the bank made an effort to help and compensate the 
customer. The informants’ personal bankers made the recovery, in these stories the 
informants described their personal banker had gone beyond their normal 
responsibilities to help them.  

It should be noted that 10 of the 16 negative stories came from 3 out of the 10 
informants who provided stories that were categorized as both negative and critical. 
The negative stories included themes that described:  

1. That the informants felt that their questions were deflected  
2. That the informant felt that they did not receive the help that they required  
3. That the bank employee had not fulfilled their part of an agreement.  

Regarding the first theme the main issue was that the informant’s felt that the answer 
they got from the bank did not answer their question but a similar one. The second 
theme included stories about investment advice, swapping of currencies at branch 
offices or how the attitude of the bank employee they interacted whit was 
unsatisfactory. In the third theme, customers felt that the bank employee had not 
fulfilled their part of an agreement e.g. sold capital funds by a certain day, or tied 
interest rates as agreed.   

5.2 Attitudes toward service delivery channels  
This section describes the service delivery channels that are available and experienced 
today by the informants of the study. The channels below should be thought of as 
different ways that complement each other in supporting the customers through the 
use of different media. The reason for the separation is due to the readability of the 
report.  

5.2.1 Local branch offices 
Most of the informants said that they visited the local branch office at least once every 
year, to do tasks that they prefer to do in person, or something to do with physical 
money. The most frequently mentioned reason for visiting a branch office was to meet 
their private banker and discuss their finances. The business that the informants 
handled at the branch office was described as “big and important private stuff”, which 
include; interest rates for loans and savings, capital funds, savings, financial overviews 
and planning, advice on buying or selling real-estate. These tasks were described as 
complex and that they required special economic skills that the informant themselves 
did not possess, or wished to possess. Many of the informants mentioned the opening 
hours of the branch as a barrier that made it harder to be able visit their local branch 
office. Other negative statements made about the branch offices included; being forced 
to go to a specific location, lack of specialist competence or if the relationship with 
their personal banker was not working.  

Many informants mentioned explicitly that their view and perceived relationship with 
the bank was based almost solely on their relationship with their personal banker. 
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There were also some informants who claimed that their perception of the studied 
Bank had gotten worse since their personal banker had been substituted. The personal 
banker was described by several informants as someone who they had over the years 
developed a relationship and was someone they trusted. Some recurring traits in the 
informants’ description of their personal banker was someone who cared about them 
and did things they as customers perceived to be outside of their bankers area of 
responsibility to help them in solving a problem.  

Some visits described by the informants to the branch was connected to physical 
prerequisites such as; depositing or withdrawing cash, having problems with the 
security token device, or connected to foreign currency. The descriptions of still being 
able to handle physical money was described as a highly valuable function by the 
informants who used it, they mentioned it as a distinguishing function since other 
banks have stopped handling cash at their branch offices. A 61-year-old man described 
it like this: “I especially like the automatic deposit machines in the branch office, since I do not have 
to wait in line in order to deposit money. And that the money gets into my account instantaneous.”  

5.2.2 Banking services by phone   
There are many different “sub-channels” that uses the phone as the communication 
medium. There are five different kinds of services mentioned by the informants; 
general personal bank by phone, specialist bank by phone, technical support, automatic 
self-service, and quick account statement. All of these are mediated by the use of 
telephone but differs greatly in terms of interaction. The different sub channels range 
from self-service to specialist advice, and also differ regarding opening hours and what 
functions they fill.  

The general personal bank by phone offers most functionality over the phone and was 
used occasionally some time by many of the informants. The service channel can use 
different methods for authentication of the callers, by using the security token device 
or by asking verification questions regarding specifics regarding the customers business 
with the bank. The most frequently mentioned positive aspects regarding the channel 
was the 24/7 opening hours and the identification method by asking questions. A 41-
year-old woman described “last fall when my son had broken his debit card in two, I phoned the 
personal phone bank late one night and asked what I needed to do to order a new for him. They helped 
me to order a new over the phone right away, they were very helpful and nice.” The extract shows 
how the informant was trying to figure out how to solve a practical problem that had 
recently came up, and how the personal service provided by the service provider 
helped her beyond her expectations.  

The specialist personal bank by phone was mentioned by two informants, a story from 
one of them a female informant age 55 “since my living arrangements are different from the 
norm, I have found that the personnel on my local branch office cannot help me with the questions I 
have. Therefore I use the specialist from the mortgage group over the phone, it a shame that they are not 
open in the evenings”. The extract shows how the channel provides a level of expertise to a 
customer with more complex needs.  
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Bank by phone (automatic) is a self-service option that was used by one of the 
informants. The service works with a personal pin code, and the functionality is similar 
to that of the mobile app but without the graphical interface. The informant said that 
“I like that I am be able to be standing out on a busy street” and get information about her 
accounts if she feels like it. The mobility and round the clock availability was 
mentioned as aspects of the service channel that she particularly likes. 

The “quick account balance” functionality is a service that enables the customer to 
check the balance on one preselected account by calling a number from a preselected 
phone connection without the use of any code. This service channel was utilized by 
several of the informants and they perceived the service as a simple but very valuable 
service that enables them to easily check their account balance while they are out. Many 
commented that they use it in order to avoid embarrassing situations before 
committing to go through with a purchase. A female informant age 24 said “I sometimes 
use it [the service] before I decide to buy something if I am not sure how much money I have left. 
Sometimes if I really want or need to buy it I will use the app to transfer money to my debit card.”   

5.2.3 Internet bank  
Most informants (all except one) said that their primary and most frequently used 
contact channel with the bank currently is the Internet bank, which they access through 
a desktop computer. Most informants said that they liked that the Internet bank 
enabled them to get an overview over their different accounts, savings and other bank 
business. 

The login procedure requires the use of a security token device; the informants said 
that they perceive the combination of the security device and the computer as a safe 
system that they feel they trust. The informants using the Internet bank log in between 
one and five times each month (2.8 times/month/person on average). A commonly 
recurring pattern of the time of logins is when the informants get their income for each 
month:  most people will login, pay bills, transfer money to their own accounts. Some 
informants said that they prefer to have a limited amount of money on the account 
connected to their credit cards to reduce the possible harm if they lose their card.  

The primary use of the Internet bank stated in the interviews was the ability to manage 
ones everyday economic tasks such as checking account statements, making payments, 
transferring money between accounts etc. One male participant age 60 described, “I use 
the internet bank to handle my everyday economy. I like the fact that when I do something it happens 
straight away. I also like that I can do my business in my own home, at times that I can choose 
myself.” This statement was consistent with what many (10) other participants’ answered 
to the question of what they thought about the Internet bank. There was however 
another opinion shared by three informants of why they used the Internet bank can be 
summarized by the explanation of a 43-year-old male informant “the Internet bank is the 
most simple way to pay my bills, since all other alternatives are just destruction of capital in my 
opinion, if you go into a bank office they charge you money for paying each bill”.  Several 
informants said that they thought it was “a hassle” to type the required information for 
each bill, which is; the amount, the receivers bank account number as well as the OCR 
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number (used to identify the paying customer and the bill). Another recurring trend in 
the collected data was to print an overview of the transfers and payments done in the 
Internet bank. A male informant age 57 described it, as “I like that I am able to print a copy 
of my account statements, payed bills and transfers Its my receipt that I can use as evidence to if 
something where to go wrong”. This can be seen as an example of an informant wanting 
confirmation and a tangible evidence of the tasks he had performed in the interaction 
on the webpage had taken place.  

5.2.1 Mobile banking; Bank apps  
As stated above a total of 11 of the informants had smartphones, out of those six have 
used the official bank app at least once. An additional three informants described that 
they are planning to start using the app. Those who used the app reported that they use 
the app between a few times each year, upwards to 20 times each month. The screen 
size of the smartphones used by the informants range from 3,5” upwards to 4,2” inch 
displays, and are made up of 5 Android and 6 iOS devices. All of the informants used 
apps to access the bank, most used the official app and three of the informants also 
used 3rd party apps.  

The singular most mentioned advantage by the informants regarding their experience 
with the mobile bank was the mobility aspect of the technology itself. The informants 
relation to their smartphone can be summarized as a piece of technology that’s always 
with them, always connected and always on.  

The bank’s official app today offers two different types of login methods, one more 
advanced that requires the utilization of the banks security token device and one light 
alternative that requires a code chosen by the customer. Table 3 below shows the 
difference in functionality. The app also offers additional functionality such as, finding 
ATMs near you, currency converter, stock market information etc., but these features 
were not mentioned by any of the informants.   

Table 3. Currently available functionality depending on login method 

Feature  Personal code 
login 

Security token 
login 

View account balances and account 
statements 

Yes Yes 

Transfer money between own 
accounts 

Yes Yes 

Transfer money to other accounts No Yes 
Register new bills No Yes 
Send bills  No Yes 
Administrate own personal code No Yes 

 

Many of the informants describe the mobile channel to be easily accessible compared 
to the ordinary Internet bank available through a desktop computer, the main reason 
for this being the use of a personal code instead of carrying the banks security token 
device. This type of login that does not require any extra physical devices lowers the 
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threshold for using the app compared to the regular Internet bank available through a 
desktop computer. 

One male informant age 36 said “I use the [official bank] app for tasks that I need to do now 
and take less than 1 minute to complete, if the task is more advanced than that I want a bigger 
screen”. The sentiment of this statement was expressed by several of the other 
informants as well. The informants described that they use the mobile channel in a 
complementary way when the context and task at hand fits. A female 41-year-old 
informant described an example of this as “while I was at work, my son called me and said 
that he did not have enough money to buy a buss pass, since his account is technically “one of mine. I 
was able to use the app with my personal code to transfer money to his account, when he needed it”. 
Another option expressed about the role of mobile bank from a male 27 year old 
informant was “Since my phone is always with me, if I´m able to manage my everyday economy from 
it. It would help me to be less dependent on having a computer at home”. This statement indicates 
both the informants aim to be less dependent on being at home, to perform some of 
his bank tasks as well as an intention of reducing his reliance on stationary desktop 
computer for managing his everyday economic transactions.  A 31-year-old female 
informant said that she had used the app in the past “but since we started using a credit/debit 
card connected to another supplier the account balance on our wage account is not interesting any more. 
It is the balance connected to the card we use that is interesting, and that cannot be viewed from the 
[official] app. So I stopped using it since I don’t have any use for it”. The statement reflects the 
attitude that the use of a app is closely connected to the usefulness for the customer. A 
female informant age 27 with a smartphone said “I do not use the mobile app, since I cannot 
see or know what is going on with my money”. The statement is interesting since the 
informant said that she used her smartphone for “everything” but her bank business.  

Another advantage with having access to your account balance described by the 
informants is the ability to, as a female informant put it: “make sure that you have enough 
money for a purchase, in order to avoid an embarrassing situation at the cash register”. The theme 
of having control over the account statement in order to avoid embarrassing situations 
was a steadily recurring phenomenon in the interview material mentioned by 12 
informants.  

One female informant age 41 uses both the official bank app and competing app. She 
describes “I use the different apps for different things, when I want to transfer money I use the banks 
official app. The rest of the time I use Bankdroid, it is connected to my ICA credit card, which we use 
to buy food so I can keep an eye on the food expenses during the month. I like that it can collect 
account information from different sources so that I can get an overview of my economic status.”  

In summary the data from the interviews reflected the claims made about the different 
service delivery channels in the literature.  

5.3 The choice of channel(s) 
All of the informants used more than one service delivery channel in their interaction 
with their bank. Based on the informants’ answers and descriptions the choice of 
channel is seldom something that they perceive as an explicit choice in each situation. 
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The choice is however influenced by several factors including; personal preferences, 
context, and availability of the technology, knowledge and the task they are planning 
on completing.   

The presented results in this section are based on the analysis of both latent and 
manifest content in the collected material regarding factors that influence the 
informants’ choice of service delivery channel. 

5.3.1 How the task is perceived  
One determining factor for the choice of service delivery channel is the task itself or at 
least how the customer perceives the difficulty of the task. Everyday economy tasks 
that are done every month (e.g. payment of bills, transfers between accounts, viewing 
account statements) are described as easy to perform and are almost exclusively done 
in self-service channels such as the Internet bank, mobile bank, bank by phone or via 
automatic payment service. Non-everyday economic tasks are perceived as more 
difficult (e.g. loans, savings, management of capital funds), these are tasks that require 
more skills, knowledge and effort to be completed. These kinds of tasks are almost in 
all cases performed at the local branch office or by phone with the advice or dialog 
with a bank employee. 

However, the perceived level of difficulty of a task depends heavily on the person 
using it and what they perceive as everyday economic tasks. As an example someone 
who is interested in trading stocks or capital funds, tasks like selling or buying stocks or 
capital funds is not perceived as something out of the ordinary, and is therefor not 
perceived as difficult. The perceived task difficulty also depends on past experiences 
with the service delivery channel, as an example a 67-year-old man said “I am not that 
confident that the mobile bank is something for me, but I guess it is a matter of habit. When I was 
young you used checks or cash in the stores, then came the credit cards and took over. I guess I could 
learn to use a mobile solution as I have done with the computer, but I do not se the point”.  The 
above-presented transcript shows an example of a customer who is reluctant to accept 
change if they do not perceive the advantages connected to the change as relevant to 
them. 

5.3.2 Self-service vs. personal service 
Another influencing factor affecting the choice of service channels is connected to if 
the channel provides self-service or personal service for the task at hand. Self-service 
tasks are in many of the cases perceived as the preferred solution if the task is 
perceived as manageable by the person or by the help of someone in ones surrounding. 
Choosing a self-service alternative is according to the collected data closely coupled to 
doing things more on your own terms, such as choosing to manage everyday 
economics regardless of what time it is or where you are. 

The feeling of confidence in a task is important for the choice of channel as well as 
available functionality. If the informant feels insecure about a task or how something 
works they seek personal assistance such as a female informant age 52 said: 
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“I was checking my account balance by the bank by phone [self-service] while I was out 
shopping in the city. And noticed that there was several thousands less than what I thought 
there would be on my account. I directly called the personal bank service and used my code to 
identify myself and let them read my account statement to me. Together we found that the 
missing money was spent at my dentist, which I had totally forgotten that I had visited.”  

This example highlights how a task may change from being a routine self-service task 
(checking account balance) to investigating a to her confusing account statement 
further. Another important aspect of personal service is the role of the personal 
banker, as a male informant, age 60, said; “Once every year I have a meeting with my personal 
banker, when we meet we have a discussion of my loans and savings. We have known each outer for a 
number of years and trust each other. I feel that we can negotiate the terms and interest rates and agree 
on a level together.” This description is quite consistent over many of the positive 
descriptions of the relationships with the personal banker. If the example in section 
5.2.2 were an informant calls the general personal phone bank to ask about ordering a 
new debit card for her son is also an example of a customer who is insecure about how 
to perform a task and seeks personal assistance.  A male informant, age 53, describes 
another example of seeking personal assistance to a problem: “I have severe problems with 
using my bankID to login to the Internet bank and have to reinstall it every time I want to use it. So I 
took my laptop to the branch office to get help with the problem.”  

5.3.3 Information, knowledge and habits 
An important aspect of choosing which service channel to use is related to knowledge 
about what alternatives are available for the task at hand. In order to be able to make a 
choice of how to complete a task, information about what the channel can offer needs 
to be available to the customer. A 57-year-old male informant said “Since my mobile 
[smartphone] is always with me, it would be nice to be able to manage my everyday economic task with 
it, and be less reliant on my laptop at home.” The service that he is looking for is currently 
available, but since he does not know about it he is unable to use it. Throughout the 
interviews there were many examples like the one above, were the informant is looking 
for a solution to a problem, which is currently available to them without their 
knowledge. The matter of habit is also an influencing factor in the choice of service 
channels. If the customer is content with the service channels they are currently using, 
they are less likely to seek out alternative ways of completing their tasks.  

5.3.4 The influence of context  
From the collected material three different contexts have been identified where 
banking tasks are performed; at the bank office, at home and being outside of one’s 
home. The context can be seen as a factor that imposes limitations on the available 
choices of service delivery channels for the customer. Being out of one’s home for 
example, on vacation the customer must still pay the bills and might use the mobile 
app instead of the Internet bank on their computer.  

5.4 Customer journey maps of the current life of three characters 
The below presented visualization is based on the collected data, and follows three 
characters in their interaction with the bank over the course of one month. The 
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presented characters are made from a combination of different characteristics from the 
informants to show how the banks customers act in their respective relationships with 
the bank’s currently available service delivery systems. In these visualizations all people 
get their primary income on the 25th day of the month.  

The characters presented in the customer journey maps are combinations of personal 
traits from the informants of the study. The three characters each represent a group of 
people with different points in life, with different relationships to the bank and 
different level of interest in using technology. And their interactions with the different 
service delivery channels are chosen to reflect the behaviors of the informants in the 
study. 

The characters are Lars, Eva and Lena and are introduced below together with a 
customers journey maps that presents a month in their life and their interaction with 
the bank.  

5.4.1 Lars  
Lars is a 35-year-old IT-consultant who lives with his husband and two adopted 
teenage dotters in a small house, they have loans for both the house and their car. Lars 
likes technology and carries his smartphone everywhere he goes; he uses both the 
official bank app and 3rd party app, but has some security concerns regarding the latter. 
He has two banks that he uses to get leverage in negotiations to get the best possible 
terms. The family is saving for both their retirement but also for their children. The 
family uses credit cards from ICA11 in order to get bonuses as well as keeping the 
grocery expenses separate. He usually saves the bills on the refrigerator until the 25th 
when he pays them all.  

5.4.2 Eva 
Eva is a 24 year old student how lives in a small apartment in a big Swedish city. She 
does not have any loans with the bank, but has her own savings account where she has 
her buffer from working during the summers. She also has capital funds that her 
parents have given her as an extra buffer. She does not feel a strong connection to the 
bank, and uses the same service channels as her mothers, which are the Internet and 
phone bank. She uses transfers between accounts a lot in order to stretch her limited 
budget to cover her expenses. Her goal is to save some of the student grant for a trip 
during the summer. All of Eva’s regular bills are electronic and she only receives 
temporary bills by mail. 

5.4.3 Lena 
Lena is a 62-year-old recently separated active woman; she lives in a co-operative 
apartment building since she and her husband sold their house after the divorce. She 
describes her relationship with the bank as very personal, and really likes her 
relationship with her personal banker Anna. She is not that interested in technology 
but has and uses both a mobile phone and a computer, she feels that it is important not 

                                                

11 A Swedish chain of grocery stores  
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to lose touch with the new technology. Most of Lenas bills are paid by the automatic 
payment service so she does not have to type so much info (OCR etc). Uses the 
internet bank for paying magazine subscriptions etc.  She saves money each month for 
her three grandchildren, and for a retirement trip she is planning with her friend Rolf.  
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5.5 A framework for describing channel choice 
For the informants completing the task at hand is perceived as primary activity, and the 
choice of channel is the means towards the end of achieving the top or sub activity. 

The distributed user experience of interacting with the bank is constituted by the 
collected interactions with the bank in all channels over time. The model proposed by 
Segerståhl and Oinas-Kukkonen (2007) was used as a the main inspiration source to 
describe how different factors influence the choice of service channel for the 
informants (Figure 5). The choice of channel depends on many individual factors 
connected to the costumers overall activity, context and interaction interfaces. The 
picture below presented model shows the customers choice between different 
interaction devices as part of the service ecology of the bank. 

 

Figure 5. Framework for choice of channel showing the influencing factors 

The top-level activity in Figure 1 can be described as the feeling of being in control of 
ones economy. The feeling of control is constituted by many sub activities that support 
the top-level-activity of control. The original model was designed with only one activity 
level in order to describe a simple activity (training with the aid of technology). The 
original model uses the term “task set” as a way of making groups of task, these were 
renamed in the above presented model as a secondary level of activity. The sub 
activities are all connected to the top-level activity, and can contain many long and or 
short-term activities, such as saving towards a specific goal or the ongoing process of 
maintaining the everyday economy, or making payments on mortgages. The sub 
activities can consist of multiple tasks them in turn subtasks. The tasks are then 
performed in a context, which in most cases excludes some technology or 
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communication medium. As an example, the task of paying bills will according to the 
collected data most likely be performed in the context of one´s home by using the 
desktop computer to access the Internet bank. But performing the same task in the 
context of being out excludes the desktop computer and makes the use of the app 
more likely.  

The framework highlights the fact that the customer’s choice of service delivery 
channel does depend on several factors such as the sub-activity or task, what context 
the customer is in, how comfortable they are, and what channels are available. The 
right side of the model shows other influencing factors that may affect the choice of 
channel and also the distributed user experience. These factors are personal and 
include; preferences, goals, expectations, understanding of available alternatives, habits, 
comfort with technology, emotional state and willingness to try/learn new things. 

This chapter has shown the current state of the different service delivery channels. The 
following chapter will present some changes to existing functions along with some new 
functions for the mobile service delivery channel. The changes have been partly 
adopted from identified functions in other service delivery channels.  
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6 Redesigning the bank app 
This chapter will propose some changes to the mobile channel identified from the 
collected material, as well as show how these could change the customer journey maps 
and how the characters interacts with the bank. The data presented in this section is 
based on the collected data from all service delivery channels, 3rd party apps. 

6.1 The mobile bank 
The current role of the mobile app today is a supporting role in the management of the 
customers’ everyday economy, much like the Internet bank but with differences such 
as that the customer is not limited to any specific context. The proposed changes and 
additions of functionality presented in the following section aims to add to that 
supportive role rather than change it. The main use of app today competes with the 
frequently mentioned automated account balance service over the phone, the main 
advantage being that a very limited amount of information is available to the user 
without any codes.  

Most of the functionality needed to manage the everyday economy is currently 
available in the current app. The redesign of the functionality presented below is 
described on a functional level and does not aim to redesign the flows of the 
interaction. Based on the collected data the primary functionality that is currently 
available covers the basic needs of the customer such as, checking account balances, 
transferring money between accounts and paying bills. The changes and some 
additions based on the collected data will be presented in the sections below.  

6.1.1 What could be changed 
The login procedure and what the user is allowed to do depending on the type of 
login12 in the current design needs to be addressed. The current division (as described 
above) does not support the users fully in being mobile since the current solution 
requires them to use a security token device to be able to do anything more than 
checking account balances and transferring money between their own accounts. By 
forcing the user to have their security token device with them (and use it twice to pay a 
bill) the threshold for using the app becomes higher. The use of another solution such 
as the mobile bankID (ID-Teknik, 2012) app could be used to provide secure login 
method without the need to bring a physical device. 

A feature that is currently available and provides a solution to the disliked OCR, 
account numbers and amount on bills is using the camera as a scanner. The current 
solution however forces the user to login with the security token device, and to send 
the bills within the same session. If it instead were possible to use the camera of the 
mobile phone as a scanner to save this information to the Internet bank without 
actually going through the payment process, the threshold for using the feature would 
shrink. The customer would be able to scan bills as they come in during the month and 
thus lessening the burden of paying bills when the primary income arrives by spreading 

                                                

12 Table 3 in section 5.2.1 
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the work out. Or just using it to scan the bills when they are paying them, this feature is 
today available through 3rd party apps. This adaptation of current functionality supports 
the user’s current behavior of paying bills in the Internet bank. The use of the Internet 
bank enables them to keep the widely noted overview, but eliminating the manual work 
in entering account number, amount and OCR number for each bill. The feature could 
also help those with doubts about the security of mobile solution since it only works as 
a scanner.  

6.1.2 What could be added 
The ability to change between self-service and personal service could be incorporated 
into the app and could be implemented in many different ways. But regardless of the 
implementation the need to be able to get assistance with the current task lowers the 
threshold for using the app in target groups that are not that interested or able to use 
technology. One way of providing support is to be able to connect a phone call to the 
support center that would be able to provide support for the task.  

The physical characteristics of the smart phone of always being available and always 
being online, has been utilized to push notifications about account transactions to the 
customer. This functionality must however be both optional and configurable so that 
the users who want to use it can customize it in order not to get too much information 
pushed to them. This functionality could work the same way as American credit card 
companies operate where unusual activity from an account is communicated to the 
user, e.g. when purchases above a set criteria has been made. And notify the user if 
transactions are being made from unusual sources or amounts.  

3rd party banking apps can be said to work on a higher level of abstraction than the 
official bank apps since it is able to gather information from different sources and 
present an overview containing more complete information. This ability enables the 
customer to be less dependent on collecting all their bank business on one service 
provider, since the app enables the overview over ones economy. The simple overview 
of the state of the informants’ economy was one of the most frequently mentioned 
advantages connected to collecting all their bank business at one bank. This ability 
could be incorporated into the app since it makes the customers everyday life easier.  

6.1.3 More than just changing the app 
The adoption and use of a smartphone is increasing rapidly in Sweden today, but 
although 11 out of the informants have smartphones only 3 of them used the app as a 
part of their interactions with the bank. In order to increase the use of the app the 
customers need to become aware of the advantages of using it. The information needs 
to be focused on how the app could fit into their lives and solve problems like making 
paying bills easier without typing any of the bill information by hand. The information 
needs to be distributed to the customers through more channels than it is today, an 
interesting suggestions from one informant was to invite the customers to information 
meetings about pensions, new services and so forth. This would not only spread 
information to the customers but also help the branch personnel to develop their 
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relationship with them. Another way of spreading information would be to use the 
relationship between the customers and their personal banker. 

6.2 Customer journey maps of the future life of three characters 
To show the intended effects of the changes in the app and what differences the 
changes can result in the characters Lars, Eva and Lena return. The internal and 
external events are of the characters are the same, but this time the characters Eva and 
Lena has bought smartphones and installed the new app since hearing about the new 
easier way to manage their personal everyday economy. 

In the new customer journeys some of the choices of the characters service delivery 
systems has changed from the customer journeys presented above, the changes are 
highlighted by the use of yellow and a yellow star see Figure 6 below. 

 

Figure 6. Example of a changed service delivery choice with the "future app" 
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7 Discussion 
Smartphone apps are today viewed as natural part of life of the people who use them, 
but still the market share for smartphones in Sweden is nowhere near that of the 
computer. It took several years from when the Internet bank was introduced until it 
became the well-used mainstream channel that it is today; the introduction of the 
mobile application in the summer of 2010 will most likely take some time as well. 

Even though the average age of the informants in the study was 50 years 60% of the 
informants had smartphones and used them for more tasks than calls and messages. 
This is a little above the national statistics of 52%(Ahonen, 2011). The role of the 
smartphones in today’s society is steadily increasing, and will probably reach the level 
and market share as the computer and Internet has today. The current trend in regard 
of smartphone usage people will use their smartphones for more advanced tasks such 
as doing their taxes, mobile banking, mobile payments, and by each step get more 
comfortable doing so. 

The relationship that exists today between the smartphone and the desktop computer 
is not static, and has been changing since the introduction of the portable laptop 
computer and in the recent years the tablet. The tablet being a device that is positioned 
somewhere in between the desktop computer and the mobile phone regarding physical 
characteristics. The tablet having a bigger screen than the mobile phone might be the 
future for providing the user with an economic overview, having the advantage of 
being more mobile than the laptop. This functionality is currently available through the 
Banks’s own tablet application but was not mentioned by any of the informants in the 
study.  

7.1 Result discussion 
The following section will discuss the results of the study against the literature 
presented in the study cross media systems and distributed user experience (Patrício et 
al., 2003; Segerståhl, 2009; Segerståhl & Oinas-Kukkonen, 2007; Wäljas et al., 2010). It 
will also elaborate on the discussion about the customers’ choice of channel as well as 
describe the theme of control identified in the material.  

7.1.1 Theme of control 
The theme of control is steadily present throughout the material, both as manifest 
content (e.g. moving money between accounts to save it) and latent content (e.g. 
checking account balance or of capital funds) it can be found in all of the collected 
material. The informants described their economy as something they took seriously, 
and something they want to manage. An example of this behavior was described by a 
male informant: “I usually manage my economy through the internet bank. It allows me to get an 
overview of my transactions, bills and savings. I like that I am able to print a copy of my transaction 
after they have been sent, I put the printout in a binder with all my other important papers.”. The 
quote shows the importance of tangible evidence even when using a digital artifact and 
service. When customers initialize interactions with the bank they are trying to change 
something (or prevent change). This change can be seen as an expression from the 
customers of wanting to control their economy. 
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Throughout the material three main “functions” or “needs” are used for maintaining 
control over the everyday economy, which can be described as; ability to react, 
overview/budget and confirmation. Ability to react refers to be able to react to 
information or events that the customers get from their surrounding (e.g. bills, debts) 
or from themselves (e.g. wanting start saving for a trip). Overview/budget refers to 
having access to the relevant information in order to feel that they are able to make 
informed decisions regarding economic issues and also meeting long-term goals. 
Confirmation refers to the need for “evidence” that a task has been successfully 
completed, the example above with the paper in the binder being one, checking that 
account balances have changed after a transfer has been completed is another.   

The above presented results are in line with the claims made by Laukkanen (2006) 
about how the customers used the Internet bank to maintain and facilitate control over 
their accounts.  

Connected to control is the theme of security and risks, banking can be described as a 
high risk and stake venture, this can be seen in media that regularly prints headlines 
about fraud attempts. Luo (2010) argued that trust and consequently the perception of 
risk is key to the adoption of mobile banking and the security of the mobile solutions is 
crucial. This line of argument was not reflected among the informants who used third 
party applications to access their accounts. In response to questions about security the 
informants said that they trusted the bank to handle it. For them the easy access to 
their account statements and functionality was more prioritized than safety concerns. 

7.1.2 Mobility 
Previous studies show that the main advantages of the mobile phone are connected to 
the fact that it is portable and always connected. And that the feeling of uncertainty in 
the context one is in positively effects the perception of the value of the device. As 
noted by previous research, mobile services are perceived to be more valuable to the 
user when they are in a hurry, occupied, lost or without cash. These situations have in 
common that they all are in the context of not being in a context described as “not at 
home“ in the framework for describing the choice of service delivery channel in 
section 0. In these cases the three value adding categories of the mobile phone 
presented by Gummerus and Pihlström (2011) “embarrassment avoidance”, “ease of 
use”, and “speed” are highly valued. To empower the customer to counter these 
unpleasant situations is a way to strengthen the relationship with the user of the 
service.  

7.1.3 Cross media systems  
Using the terminology of Wäljas et al., (2010) of classification of device functionality to 
describe the role of the mobile bank in comparison to other available service delivery 
channels is a complex task The service delivery channels all access the customers 
financial accounts, but different channels provide varying amounts of details. The app 
can therefore be described as providing complementary if compared to the full Internet 
bank. Although the app also provides some functionality that is not available in the 
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Internet bank like the ability to use the camera to capture information from bills, or 
using the augmented reality feature to locate ATMs. 

The definitions use by Wäljas et al., (2010) can be used when prioritizing available 
features between the different service delivery channels. This kind of prioritization 
should be based on both general use statistics for the customer group. But should take 
into also take into consideration if the channel is perceived as a backup alternative, 
such as the personal bank by phone option described above. Wäljas et al., (2010) also 
discuss two different kinds of logic connected to devices in cross media systems, the 
task and situation based services. The mobile bank is in its current version mostly used 
in situations where the desktop version of the Internet bank is not available. The 
addition suggestion with the scanner functionality would add some task specific 
functionality, and providing the mobile device with functionality that is complementary 
to the desktop version of the Internet bank.   

7.1.4 Multichannel bank as a distributed user experience   
The distributed user experience model proposed by Segerståhl and Oinas-Kukkonen 
(2007) was developed by them as a tool to describe how a user perceived a system 
containing three devices (a wearable monitor, a phone and a web system) and was used 
for the task of training. The difference in complexity between the described system and 
the system in this study containing; multiple devices per channel, actors, both self-
service and personal service is substantial. But the thought behind the framework could 
be transferred to work to describe the choice of channel and how the different parts 
and functions of a bank contribute to the customers’ experience of the bank. The 
presented results show that even though most informants interact with the bank 
through several channels, many base much of their perception of the bank on the 
relation that they have with their personal banker. The distributed user experience 
framework offers a holistic view of the entire service ecology and also enables the 
service provider to investigate the flow of activities performed by the customers and 
how they use the available service channels to achieve their goals and sub goals. 
Segerståhl and Oinas-Kukkonen (2007) also argue that the flow of a activity between 
different channels and devices is an important aspect in creating a unified service 
experience for the customer. The framework presented in this study can be used as 
base for tracking a customers activity and follow up changes that have been made in 
the different channels. 

7.1.5 The choice of channel  
The informants’ choice of channels is described (see chapter 5) as most participants 
somewhat of an implicit choice that they do not reflect upon, that is influenced by 
many different factors. The results presented in this study corroborate the results 
presented by other researchers in the multichannel domain (Lai et al., 2010; Luo et al., 
2010; Patrício et al., 2003). The collected material show great likeness to the results 
presented by Patrício et al., (2003, p. 480); “When faced with a multi-channel service, customers 
tend to use the different channels in a complementary way… the customers don’t seem to be very 
bothered by the fact that IB[Internet bank] is a less personalized channel. They use it in situations 
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when personalization is not an issue (such as current account transactions), because they know that 
they can go to a BB [bank branch] whenever they need to have person-to-person interaction.” 

Connected to the above-described quote the choice of choosing channel is in it self-
important. As shown in the results section above the choice between many different 
factors, if the task is perceived as simple or every day it is likely that the customer 
would choose a self-service channel such as the internet bank due to convenience. But 
if the task is perceived as more complex or confusing the customer is likely to chose an 
alternative that provides them with personal support. This type of interaction 
differentiates full service banks from smaller banks that do not have bank offices or 
personal bankers. 

7.2 Methodological discussion 
The aim of the study was to investigate the role of a mobile bank as a part in the 
service delivery system of the bank, but not wanting to limit the study to the current 
implementation of the mobile bank. The choice was made to lift the level of 
abstraction of the collected data to cover the customers’ interactions through all 
channels with the bank. The expectation at the onset was that there would be more 
interactions with the mobile bank. This expectation was only partly met since few of 
the participants used the mobile bank at the time of the study. This was not a major 
issue as the relationship between the customer and the bank through all service delivery 
channels was used to identify the needs of the informants.   

7.2.1 Sensitizing before an interview 
In the start of each phone interview the informant was probed if they had taken part of 
the sensitizing material13 that was sent by email together with information about 
confidentiality agreements. The effect of the sensitizing material was most noticeable in 
the beginning of the interview between the informants who claimed that they had 
thought about the questions in the material than those who had not. The main effect 
was that the researcher felt that the informants who had thought about the questions 
beforehand where more prepared during the beginning of the interviews. The use of 
sensitizing questions can therefore be argued to be beneficial for an interview study 
since it gives the informants get a early start in reflecting on the subject.  

The sensitizing material used at the branch office14 differed from the material used in 
the phone interviews, as they were made without the questions four broad questions 
regarding their relationship with their bank. This was done intentionally in order to not 
to distract the informant more than necessary before their scheduled appointment with 
their personal banker. The influence of the setting (being at the bank) for the 
interviews at the bank office was not noticeable when the data was compared to the 
transcripts from the phone interviews.  

                                                

13 See Appendix 9.3 
14 See Appendix 9.2 
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7.2.2 Critical incident method  
The CIT technique has since its conception in 1954 been used in many different 
contexts and thus been subject to much methodological discussion. These studies have 
however only used critical incidents as their only data collection tool, and based their 
findings on large sample sizes. The classical CIT analysis is as mentioned based on 
samples that contained between 100 and 1000 critical stories. The CIT results of this 
study contained a total of 36 stories that fulfilled the requirements whereof 22 were 
categorized as critical or relationship altering.  

The CIT question form was in this study utilized as a means to find and discover 
situations that were experienced as important to the informants. This use of the 
method proved to be problematic when used as a direct question which was in line 
with previous research utilizing the CIT method;  “think about two or three situations where 
you as a customer have been in contact with the bank, that you feel has affected your perception of the 
bank, it could be either a positive or negative experience”. The question was included into the 
sensitizing material that was sent to the informants before the study. The informants 
who claimed that they had not read the sensitizing material (nine) showed no 
differences regarding the amounts of CIT stories, compared to those who claimed that 
they had thought about the questions in the sensitizing material before the interviews 
(ten).  

The CIT question form proved less effective than when the participants were asked to 
describe interactions with the bank. Many of the participants had problems recalling 
specific events when asked, out of those participants who had problems recalling 
specific memories it was common to respond with a general statement about their 
experiences related to the bank instead. Many of the collected stories came not from 
the specific CIT question but from other parts of the conversation. It could be the case 
that the openness of the question in addition of the sub-clause made the question to 
abstract. And that the method could be more effective if the questions were more 
directed e.g. directed towards a specific service delivery channel. 

7.2.3 Discussion of trustworthiness  
The study was performed by a master student from the cognitive science program with 
some experience in using qualitative methods to gather data, using the same interview 
guide in order to minimize the variation between the interviews. The informants for 
the phone interviews were recruited from an existing database of the banks customers 
who at some point during the last years had shown interest to participate in future 
studies. This choice was made due to the belief that this group would be more willing 
to participate in the study. The results showed that out of the two groups the 
willingness to participate by those who were contacted by email was slightly lower 
(30% vs. 38%) than at the local branch office. According to statistics from the Bank 
the customer sample in the used group represents their customers quite well in regards 
to; age, sex, education, income and so forth.  

The transferability of the findings of the study could on the basis of statistics from the 
bank be claimed to be extended at the least, to the rest of the bank’s customers. Both 



 46 

the average age and mean age of the informants was quite high which lessens the 
transferability of the study as a whole to the entirety of the Swedish population. The 
results regarding the needs and wants of the informants could be argued to be 
transferable to other bank customers in Sweden since the sample covered people from 
around the country as well as “white and blue-collar” workers as well as students and 
retired people.   
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7.3 Conclusion  
The purposes of this study were to investigate what factors influenced the customers’ 
choice of service delivery channel and propose changes to the mobile service delivery 
channel. The first aim proved to be best described as the activity of managing ones 
private economy and providing the informant with the feeling of control. The results 
show that this activity is supported in different ways, by the different channels and are 
dependent both on contextual limitations and personal characteristics such as; 
expectations, habits, preferences, willingness to learn and try new things. The 
informants’ choice of service delivery channel is secondary to the goal they are working 
to achieve, meaning that the service delivery channels themselves are means towards an 
end. By giving the customer the choice between self-service and personal service in 
many of the service delivery channels more customers can feel more that their needs 
are met. Including both customers who perceive a task to be easy and routine as well as 
someone who perceive the task to be challenging.  

The role of the mobile device in todays multichannel offering is also steadily increasing, 
as people become more used to using their mobile devices for more than 
entertainment. The mobile channel and the desktop version of the Internet bank is 
today complementary, and will probably continue to be so in the future, since they 
each bring different strengths connected to their physical features. The mobile phone 
has the advantage of being always present and always connected whereas a device with 
a larger screen is better suited for more advanced tasks and providing the user with an 
overview.  

The study contributes to the knowledge about how Swedish bank customers perceives 
their interaction with their bank through the use of multiple service delivery channels, 
in order to maintaining the feeling of control of their personal economy.  

The proposed changes in the functionality for the app presented in this study are aimed 
at increasing the perceived value of using the smartphone as a part of providing control 
over the everyday economy for the customer. The use of smartphone applications with 
a low threshold for interaction will enable the bank to become a more integrated and 
also more transparent partner in the lives of their customers.   

7.4 Future research 
A trend found in the material that was not described or analyzed in depth was the role 
of personal human assistance between the bank and its customers and how the 
interaction with human bank representatives contributes to the perception of the bank 
as a whole. It would also be interesting to look at the role of personal relationships 
between bank employees and the customers and how the trust by the use of theories of 
associative processes, and see how the in creating a single perception of the bank. As 
noted in the discussion the tradeoff between security and convenience in relation to 
the app is an interesting topic for further exploration. It would therefore be interesting 
to investigate how customers perceive the tradeoff between security and convenience 
in relation to the mobile app as well as other channels and its features and also 
dedicated security token devices.  As noted by Norman (2010) the memory of an event 
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is different than the actual experience, and is dependent on the first and last impression 
(also referred to as peak-end) this process of would be interesting to try to incorporate 
in the interaction with the bank in all channels. A recurring theme throughout the 
material that was outside of the scope of this study was what “the bank” as a whole did 
when something did not go as it should (referred to in the literature as service 
recovery) and how “the bank” as a whole through its service delivery channels acted 
towards the customer that were affected. The material included many stories of both 
positive and negative experiences connected to this topic, how the customer 
experienced the recovery was found to be a strong influencer in the perception of the 
bank.  
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9 Appendix 

9.1 Interview guide – In Swedish 
It should be noted that the questions in the interview guide were not used as they 
are formulated below, but used as a checklist for the interview to cover. 

Intervjufrågor 

• Ålder 
• Huvudsaklig sysselsättning 
• Använder du en mobiltelefon, om ja, vilken sort 
• Vad använder du mobilen till 
• Ser du Banken som din huvudsakliga bank 
• Hur kollar du ditt saldo? 
• Hur skulle du beskriva din relation med din bank 
• Vad gör att du tar kontakt med banken? 
• Vilken roll spelar banken i ditt liv? 
• Hur sköter du din vardagsekonomi? 
• Hur stor koll tror du att folk har på saldo på sina olika konton? 
• Hur ofta är du i kontakt med din bank (mail, telefon, brev, hemsida etc.) 
/månad? 
• Vilka kanaler använder du? 

o Varför 
• Hur bestämmer du vilken kanal du ska använda för ditt ärende' 
• Har du använt någon mobil tjänst kanal? 
• Hur ser du på att göra fler av dina bankärenden mobilt? 
• Vad upplever du som mest positivt med din bank  
• Vad upplever du som mest negativt med din bank 
• Har du några frågor eller åsikter som inte tagits upp under intervjun som du 
vill dela med dig av? 

CIT formulering. 

Beskriv om en eller flera situationer där du haft kontakt med banken som du som 
kund anser har upplevt påverkat din syn på banken, det kan vara både positiva eller 
negativa upplevelser.  

• Vad var det som gjorde att du tog kontakt? 
• Hur togs kontakten? 
• Vad gällde det? 
• Vart var du? 
• Hur/på vilket sätt påverkade kontakten dig? 
• Vad var det som gjorde att du upplevde kontakten som positiv eller negativ  
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9.2 Information branch office interview -In Swedish 
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9.3 Information phone interview – In Swedish 
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