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Abstract 

This thesis on financial technology (FinTech) solutions consists of two 

successive phases, each including two articles. The first phase targets the 

loyalty of young bank customers (YBCs) to mobile bank applications (MBAs). 

One of the articles of this phase investigates the relationships between 

cognitive, affective, and conative antecedents, on one hand, and loyalty on the 

other. The other article identifies the relationships between usability, 

responsiveness, reliability, and customer satisfaction, on one hand, and 

loyalty on the other. Two electronic questionnaires were sent to 500 YBCs in 

Sweden, 146 responded, and covariance-based structural equation modelling 

was employed to analyse the data. The resulting model of YBCs’ loyalty to 

MBAs concludes that three attributes, i.e., memorability, confidentiality, and 

understandability, along with ease of use, ease of information search, and ease 

of navigation, determine the satisfaction of the younger generation and their 

loyalty to MBAs. The second phase focuses on the antecedents of building 

trust in financial robo-advisors (FRAs) based on the perceptions of young 

retail investors (YRIs). One of the two articles of this phase investigates 

building trust in technology through utilizing risk perspectives and the 

behavioural finance paradigm. The other article targets initial trust from the 

perspectives of the management discipline and the unified theory of 

acceptance and use of technology. It tests whether the cultural variables 

suggested by previous studies moderate the relationship between these 

antecedents and initial trust. Two electronic questionnaires were sent to YRIs 

in Sweden and Malaysia, and partial least squares structural equation 

modelling was employed to analyse the data. The resulting model of YRIs’ 

initial trust in FRAs emphasizes the essential role of personal attributes (trust 

propensity and decision style), information, and technological features  in 

addressing initial trust, which in turn determines the behavioural intention to 

use FRAs. Most findings are similar in the two countries, with some 

indications of cultural differences in what influences young investors’ initial 

trust in robo-advisors. For example, price is perceived as more important in 

Sweden, while social networks seem to be more important in Malaysia. 

Despite some limitations, the thesis has novel implications for theory and 

practice. Synthesizing the results suggests that ease of use and cognitive 

features are highly important to FinTech solutions.  

 

Keywords: FinTech, loyalty, young bank customers, Mobile bank 

applications, initial trust, young retail investors, financial robo-advisors





xv 

Sammanfattning på svenska  

Denna avhandling om finansiella tekniska (FinTech) lösningar består av två 

sammankopplade delar, vilka innehåller två artiklar vardera. Den första delen 

fokuserar på unga bankkunders lojalitet till mobila bankapplikationer och en av 

de två artiklarna undersöker relationerna mellan å ena sidan kognitiva, affektiva 

och konativa drivkrafter och å andra sidan lojalitet. Den andra artikeln identifierar 

sambanden mellan å ena sidan användbarhet, tillmötesgående, tillförlitlighet och 

kundnöjdhet och å andra sidan lojalitet. Två enkäter skickades ut online till 500 

unga bankkunder i Sverige och 146 användbara svar analyserades med hjälp av 

en strukturell ekvationsmodell. Den empiriskt baserade modellen visar att tre 

attribut (minnesbarhet, konfidentialitet och förståelighet), tillsammans med 

användarvänlighet, enkel informationssökning och navigering avgör hur nöjd 

den yngre generationen är med de mobila banktjänsterna och hur lojala dessa 

bankkunder är. Den andra delen av avhandling är inriktad på vilka drivkrafter 

som bygger förtroende för finansiella robo-rådgivare hos unga investerare. I den 

ena av dessa båda artiklar användes riskperspektiv och finansieringsbeteende för 

att utveckla en informationsmodell. I den andra artikeln användes “The unified 

theory of acceptance and use of technology” för att statistiskt testa huruvida ett 

antal kulturella variabler modererar potentiella samband mellan teknologi 

avseende finansiella robo-rådgivare och initialt förtroende för denna teknologi. 

Enkäter skickades ut online till unga investerare i Sverige respektive Malaysia. 

Den empiriskt baserade modellen visar att personliga attribut 

(förtroendebenägenhet och beslutsstil), information (mängden offentlig 

information och information på sociala medier) och tekniska funktioner 

(prestanda, underlättande förhållanden, positiva känslor och pris) behövs för att 

bygga initialt förtroende. Det initiala förtroendet leder i sin tur till en 

beteendemässig avsikt att använda finansiella robo-rådgivare. De flesta resultat 

är likartade i de två undersöka länderna, men det finns vissa indikationer på 

kulturella skillnader när det gäller vad som påverkar unga investerares initiala 

förtroende för dessa rådgivare. Exempelvis uppfattas priset viktigare i Sverige, 

medan betydelsen av sociala nätverk tycks vara viktigare i Malaysia. Trots vissa 

begränsningar har avhandlingens resultat implikationer för teori och praktik. 

Sammantaget tyder resultaten från avhandlingens två delar på att 

användarvänlighet och kognitiva funktioner är viktiga för att FinTech-lösningar 

ska bli framgångsrika. 

 

Nyckelord: FinTech, lojalitet, unga bankkunder, mobila bankapplikationer, 

initialt förtroende, unga investerare, finansiella robo-rådgivare 
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1. Introduction 

1.1. A glance at the thesis   

Microsoft’s technology guru Bill Gates’ 1990s statement that “banking is 

essential, banks are not” largely describes the current state of the financial 

industry (Alt et al., 2018; Jung et al., 2018a). Expectations indicate that 

financial technology (FinTech) is going to significantly change the industry by 

offering timely, ubiquitous, and reasonably priced automated financial 

services, i.e., FinTech solutions (Berg et al., 2020; Das, 2019; Farag & Johan, 

2021; Jagtiani & Lemieux, 2018; Nguyen et al., 2023).  

Many FinTech startups and big technology (BigTech) companies have 

entered the financial industry, utilizing advanced technologies such as mobile 

applications (Brandl & Hornuf, 2020; Gomber et al., 2018; Lu et al., 2022). This 

has established a competitive environment in which FinTech startups,( 1 ) 

BigTech companies,( 2 ) and incumbent financial institutions utilize their 

advantages to attract customers. The agility of FinTech startups, BigTech 

companies’ control of app stores, and the solid financial background of 

incumbent financial institutions are examples of these advantages (Hornuf et 

al., 2021; Lee & Shin, 2018; Smith & Geradin, 2021; Thakor, 2020).(3)  

Notably, some FinTech solutions such as mobile bank applications (MBAs) 

and financial robo-advisors (FRAs) have received particular attention from 

FinTech startups, BigTech companies, and incumbent financial institutions 

(Chemmanur et al., 2020). MBAs represent a FinTech solution that offers bank 

customers the opportunity to conduct financial transactions, anywhere and 

anytime, via a mobile app downloaded to a smartphone with an Internet 

connection (Malaquias & Hwang, 2019). FRAs are FinTech solutions that offer 

automated advisory services via a mobile app downloaded to a smartphone 

(or desktop agent) that has an Internet connection (Belanche et al., 2019; Jung 

 
(1) According to Forbes (2021), “startups are young companies founded to develop a unique product or service, 

bring it to market and make it irresistible and irreplaceable for customers”. 
(2) BigTech “is a term that unites Big and Technology to give name to the biggest Tech enterprises in the world” 

(Rodríguez, 2019). BigTech is often used when referring to Google, Apple, Facebook, and Amazon, and 

therefore sometimes is replaced with “GAFA”. Microsoft, Alipay, and WeChat are sometimes also included 

among the BigTech companies (Smith & Geradin, 2021). 
(3) In addition to these parties, governments are developing innovative FinTech solutions such as central bank 

digital currencies. The People’s Bank of China, i.e., the central bank of the People’s Republic of China (KPMG, 

2020), is working on the digital Yuan project, the European Central Bank has announced the digital Euro project 

(European Central Bank, 2021), and the Riksbank, i.e., Sweden’s central bank, is working on the E-krona  project 

(Sveriges Riksbank, 2017). The Federal Reserve (2022) issued a paper discussing the advantages and 

disadvantages of a US central bank digital currency. Moreover, the Republic of the Marshall Islands has enacted 

legislation authorizing the launching of a national cryptocurrency (The US Library of Congress, 2019). 
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et al., 2018a). It is worth noting that this thesis considers MBAs a well-used 

FinTech solution that has become popular among bank customers, while it 

considers FRAs an emerging technology that has so far received the attention 

of a limited number of retail investors. 

As indicated, MBAs have become a popular universal tool used to check 

account balances, transfer money, and pay bills (Liébana-Cabanillas et al., 

2017; Sampaio et al., 2017). Figure 1 shows that between 2014 and 2021 the 

number of mobile and Internet banking transactions sharply increased in 

several countries, namely, Argentina, Finland, Malaysia, Mozambique, and 

Sweden (International Monetary Fund, 2022).(4) As a results of individuals 

turning to use MBAs, FinTech startups, BigTech companies,(5) and incumbent 

financial institutions have endeavoured to develop their MBAs. This 

environment has emphasized the importance of not only attracting customers, 

but also making them loyal. 

 

 
 

Figure 1: Number of mobile and Internet banking transactions 2014–2021 for commercial banks. 

Loyalty refers to the commitment to repurchase or repatronize a preferred 

product or service (Oliver, 1999), and loyal customers contribute to increasing 

 
(4) Sweden figure lacks data on 2021. 
( 5 ) BigTech companies do not yet offer banking services; instead, they have developed mobile payment 

applications that must be linked to a bank account to enable users to make payments. Nevertheless, these 

applications (e.g., Apple Pay), similar to MBAs, offer bank customers the ability to conduct various financial 

transactions. 
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company value (Lee et al., 2001) and market share (Reichheld, 1993). They also 

tend to complain less than do non-loyal customers (Zeithaml et al., 1996). 

Given the significance of loyalty to businesses that operate in an environment 

characterized by intense competition as well as information and 

communication technology-related developments (Malaquias & Hwang, 2019; 

Shankar & Jebarajakirthy, 2019), further investigations of loyalty antecedents 

(Kandampully et al., 2015; Thakur, 2014) such as usability (Lee et al., 2015), 

quality attributes, and customer satisfaction (Kumar et al., 2022) are important. 

In addition, consequences of loyalty such as search motivation, resistance to 

counter-persuasion, and word of mouth are a top priority (Tam & Oliveira, 

2017). 

In parallel, FRAs have promising growth prospects (Beketov et al., 2018). 

To attract retail investors, FinTech startups and incumbent financial 

institutions have launched FRAs.(6) Unlike MBAs, the availability of these 

FinTech solutions is limited in most countries. For example, in 2017 there were 

only nine countries where more than 10 FRAs were available to investors 

(Statista, 2017). The most FRAs, i.e., 200, were available in the USA (see Figure 

2). Although these numbers have increased since 2017, the use of FRAs is still 

limited compared with MBAs (Nourallah & Öhman, 2021). Building trust in 

emerging FinTech solutions such as FRAs is therefore essential to attracting 

individuals to use this technology in managing their portfolios (Cheng et al., 

2019; Gu & Wei, 2020; Rossi & Utkus, 2021). 

 

 

Figure 2: Countries where more than 10 FRAs were available to investors in 2017 (Statista, 2017). 

Initial trust represents the first phase of the dynamic process in which trust 

arises and progresses (Gu et al., 2015). Recent discussions have shown that 

FRAs have promising prospects, but have also raised questions about whether 

 
(6) Yet, none of the BigTech companies has disclosed FRA services.  
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FRAs can be trusted when used to build a personal portfolio (European 

Commission, 2018). It is also unclear how trust is formed in an environment 

that lacks human intervention (Kinder, 2015; Salo & Haapio, 2017). In the 

context of FRAs, studies have recommended initial trust antecedents – for 

example, technological features (Shanmuganathan, 2020), information (Jung 

et al., 2018b), perceived risk (Bhatia et al., 2020), and the consequences of 

perceived risk such as behavioural intention to use FRAs (Cheng et al., 2019; 

Fulk et al., 2018) – as areas for further investigation. 

 According to the Department of Economic and Social Affairs of the United 

Nations (2019), people aged 20–29 years represent approximately 15% of the 

global population. This generation represents future human resources and is 

thus an important source of societal development (Sachitra et al., 2019). 

“Given the opportunity, young people can be highly effective as builders of 

peace, as participants in civil society, as bearers of new ideas, and as 

mediators between cultural tradition and cultural change” (The United 

Nations Population Fund, 2008, p. vii). Some institutions have acknowledged 

the role of the young generation and therefore established initiatives to 

support them. One example is the World Bank Group Youth Summit, which 

endeavours to provide young people with the knowledge required to find and 

manage impactful projects (The World Bank, 2021). Concerning FinTech, 

members of the young generation prefer online shopping (Heaney, 2007) and 

use FinTech solutions such as MBAs and FRAs in managing their financial 

transactions (Cortiñas et al., 2010; Yang, 2009; Zeng & Gerritsen, 2014). Figure 

3 shows the percentages of young adults (aged 15–24 years) around the world 

who made or received digital payments in the past year, as of 2018. 

 

Figure 3: Percentages of young adults (15–24 years old) who made or received digital payments 

in the past year, based on statistics from the Global Findex database (Demirgüç-Kunt et al., 2018). 
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Compared with older age groups, young adults are less likely to be loyal 

customers (Foscht et al., 2009). For example, in Asia, 33% of millennials – i.e., 

individuals born between 1981 and 1997 (Mountain et al., 2020) – would 

consider moving to a new bank in the next three months and approximately 

71% of them see their interactions with banks as “transaction based” rather 

than “relationship based” (Rung & Afra, 2019). These numbers are similar to 

statistics from the USA ranking the young generation as the least loyal of all 

customer groups (Accenture, 2015). In addition, it seems that this generation 

lacks trust in financial institutions, especially the incumbent ones (Cutler, 

2015; Hooghe, 2004; Nicoletti, 2017). According to the World Economic Forum 

Global Shapers Survey, approximately half of the young generation does not 

trust banks (García-Andrés et al., 2021). In a similar vein, Shim et al. (2013), 

who explored young adults’ trust in banks and financial institutions, 

concluded that only 20% of their respondents had a great deal of trust in these 

institutions.  

The role of the young generation is probably more critical in countries 

where a large percentage of workers will soon retire (Nourallah & Öhman, 

2021). When it comes to Sweden, there is competition among various parties 

in offering MBAs. Also, since 2017, the total assets under FRA management 

have increased remarkably and, between 2023 and 2026, these assets are 

expected to increase from USD 4.78 billion to 5.96 billion. Other markets are 

also witnessing the same trend. In Malaysia, the statistics indicate a likely 

increase from USD 1.97 billion to 2.73 billion (Statista, 2022) over the same 

period. These numbers confirm the claim that fast and substantial growth in 

various FinTech solutions is ongoing in Europe and Asia. They are also in line 

with the argument of Chemmanur et al. (2020, p. 28) that “it is likely that the 

next big breakthrough in FinTech will come from FinTech firms operating in 

countries in Asia or Europe rather than from FinTech firms in the United 

States”. 

 

1.2. The general problem, research questions, and aims 

Considering the loyalty and initial trust issues concerning MBAs and FRAs, 

the general problem of this thesis concerns what factors lead to the loyalty of 

young bank customers (YBCs) to MBAs, and how the initial trust of young 

retail investors (YRIs) in FRAs is influenced by various attributes. The general 

problem has four roots.  

First, since the financial crisis of 2007–2008, problems and orientations 

related to individuals’ financial behaviour have received more attention from 
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researchers and professionals (Lusardi et al., 2021). Recently, the COVID-19 

pandemic produced some remarkable orientations that affected individuals’ 

financial behaviour. Individuals avoided cash in conducting daily financial 

transactions in favour of digital payments (European Banking Authority, 2021; 

International Monetary Fund, 2020; Sveriges Riksbank, 2021). They were 

subject to the negative financial consequences of the pandemic and therefore 

strove to properly plan their financial matters (Yakoboski et al., 2021). 

Moreover, the pandemic affected the young generation’s financial behaviour 

in a way that led them to exhibit unusual behaviour. Cervellati et al. (2022) 

reported that, during the pandemic, the young generation was less inclined 

to adopt healthy behaviours. 

These orientations offered development opportunities for FinTech 

solutions. For example, Chemmanur et al. (2020) reported that 102 and 201 

FinTech startups in 21 and 29 countries, respectively, had offered their 

services in the areas of consumer and commercial banking and retail investing, 

respectively.(7) In a similar vein, Haddad and Hornuf (2019) reported that 

payment and wealth management represented the second and third most 

common FinTech solutions.( 8 ) Recent statistics indicate that by 2030, 1.31 

billion individuals will use their mobiles to conduct payments (Merchant 

Savvy, 2020) and that by 2025, USD 16 trillion will be managed by FRAs 

(Deloitte, 2016). These numbers could be even higher due to the popularity of 

mobile devices. In 2021, more than five billion individuals owned such 

devices (Spajić, 2021).   

Second, MBAs have been adopted by many bank customers (Gomber et al., 

2017; Leon, 2018). For example, 61% of European respondents in an 

international survey reported using MBAs to conduct financial transactions 

(ING International Survey, 2018).(9) In some countries, such as Sweden, eight 

out of 10 participants in a recent survey on digital payment disclosed using 

mobile applications (Andersson et al., 2021), while the percentage of 

inhabitants using cash was merely 9% in 2020 (Sveriges Riksbank, 2021). 

FinTech startups, BigTech companies, and incumbent financial institutions 

compete with one another to develop advanced versions of MBAs (Gomber 

et al., 2018), and academic knowledge of such applications has improved due 

to the significant number of studies of various aspects of this technology 

 
(7) These numbers are based on the FinTech segment of the Venture Scanner dataset, which covers 16 

subcategories and 3229 companies. 
(8) This is according to a panel dataset comprising 1177 observations from 107 countries over the 2005–2015 

period. 
(9) The report covers Australia, Austria, Belgium, the Czech Republic, France, Germany, Italy, Luxembourg, the 

Netherlands, Poland, Romania, Spain, Turkey, and the United Kingdom. 
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(Dahlberg et al., 2008; Harrison et al., 2013; Shaikh & Karjaluoto, 2015; Tam & 

Oliveira, 2017; Tyrväinen & Karjaluoto, 2019). Similarly, practical knowledge 

of MBAs has improved due to the large number of surveys focused on bank 

customers and their feedback (CII-Deloitte, 2016; Intelligence, 2020). 

Nevertheless, since loyalty represents a key to success (Berraies et al., 2017), 

one of the major issues in this competitive environment is how to ensure the 

loyalty of bank customers.  

The appetite of BigTech companies to enter the financial industry and offer 

various FinTech solutions alerted other parties to take action to survive in this 

highly competitive environment (Milana & Ashta, 2021). “Established 

organizations fear losing customers to merged banks or banks 

developing/acquiring their financial services. They consider big tech firms 

(including GAFA [Google, Apple, Facebook, and Amazon]) to be competitors” 

(Ashta & Herrmann, 2021, p. 213). BigTech projects such as Diem(10) have 

raised questions about how to ensure customer loyalty, and about loyalty’s 

antecedents. This is a vital matter for various parties in the financial industry, 

including the central banks. Auer et al. (2022) stated that more than 40 central 

banks have released papers on central bank digital currencies. In this regard, 

Sweden is an interesting case, not only because Sveriges Riksbank, i.e., 

Sweden’s central bank, is the first to announce such a project, but also because 

of the high popularity of MBAs and the rare use of cash in Sweden (Jocevski 

et al., 2020). Moreover, in reviewing the context of consumer adoption and 

use of electronic banking, Hoehle et al. (2012) concluded that, over the three 

prior decades covered by their study, a limited number of studies had focused 

on these issues in Sweden.(11) Considering that 10% of their sample was from 

another Nordic country, i.e., Finland, more Swedish studies are suggested. 

Taken together, the antecedents of loyalty, the relationship of these 

antecedents with loyalty, and the consequences of loyalty represent crucial 

issues for various parties in the financial industry. This thesis attempts to 

address the knowledge gap in this area by examining the case of YBC loyalty 

to MBAs. Recent studies have highlighted some specific areas of investigation, 

such as loyalty antecedents and consequences (Picoto & Pinto, 2021), affective 

antecedents (Souiden et al., 2021), and word of mouth (Tyrväinen & 

Karjaluoto, 2019). Studies have also asked for further investigations of the role 

 
(10) Diem is a digital currency project conducted by Diem Association, supported by the social media platform 

Meta, i.e., Facebook. Due to privacy concerns raised by various entities, the project stopped at the beginning of 

2022. 
(11) It is worth noting that Kumar et al. (2022) conducted a bibliometric analysis of bank marketing research, and 

reported the significant contribution of Kent Eriksson (Director of Sustainable Finance Lab, KTH, Sweden) 

during the 2011–2020 period. Nevertheless, only a few of Eriksson’s articles have addressed loyalty issues. 
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of satisfaction in addressing loyalty (e.g., Baabdullah et al., 2019). This 

indicates that loyalty cannot be explained solely by customers being satisfied. 

Third, trust represents a key to the success of any FinTech solution 

(Mention, 2021). In their review of recent developments in the FinTech context, 

Chemmanur et al. (2020, pp. 18–19) argued that “trust in a challenger or new 

entrant into a space such as investments or banking takes time to build and is 

heavily conditional on first impressions”. In the initial phase of using any 

emerging technologies, lack of trust is likely the main reason for not accepting 

these technologies – i.e., no trust, no use (e.g., Mazey, 2018; Zhang et al., 2020). 

Initial trust has been identified as a critical factor for the success of emerging 

technologies, a factor that might lead to significant losses in properties or 

assets (Zhang et al., 2019). In the case of FRAs, initial trust requires 

considerable attention since this technology shifts the trust formation from the 

advisor–retail investor relationship to algorithmic authority (Wexler & 

Oberlander, 2021).  

Interestingly, recent studies investigating the behaviour of retail investors 

who use or have recently started to use FRAs suggested an increase in 

financial risk-taking among these investors (Kalda et al., 2021), and a similar 

conclusion was reached regarding YRIs (Oehler et al., 2021). Barber et al. (2020, 

p. 2) shed light on this phenomenon by examining the Robintrack dataset,(12) 

concluding that  

The simplicity of Robinhood’s app [i.e., a global FRA] is likely 

to guide investor attention for three reasons. First, the app 

prominently displays lists of stocks in an environment 

relatively free of complex information. For example, besides 

basic market information, Robinhood only provides five 

charting indicators, while TD Ameritrade provides 489 …. 

Second, the Robinhood app makes it very easy to place trades 

and the reduction of frictions increases trading …. Third, the 

simplification of information on the Robinhood app is likely to 

provide cognitive ease to investors, leading them to rely more 

on their intuition and less on critical thinking, or more on 

System 1 thinking and less on System 2. 

Barber et al.'s (2020) argument raises questions regarding the extent to 

which information, technological features, and decision style affect initial 

trust in FRAs. Overall, little attention has been paid to FRAs despite their 

 

(12) Data on the popularity and price of each stock included in a global FRA, i.e., Robinhood (Robintrack, 

2022). 
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offers of affordable and automated financial advice (Goldstein et al., 2019; 

Gomber et al., 2018). The limited number of studies of FRAs have highlighted 

initial trust (e.g., Jung et al., 2018a), trust antecedents (e.g., Cheng et al., 2019), 

the moderating role of culture in using this technology (Belanche et al., 2019), 

and risk perceptions (Litterscheidt & Streich, 2020).  

Fourth, although “there is a growing international recognition that the best 

way to turn young people into active and engaged citizens is to encourage 

their participation in decision-making at all stages and in all areas” (Unicef, 

2000, p. 18), their unemployment rate has increased slightly from 13.38% to 

15.28% over the 2008–2019 period (International Labour Organization, 2021), 

and the young generation has recently suffered from job insecurity due to the 

COVID-19 pandemic (Mondragon & Tavares, 2021). Moreover, in a recent 

survey of more than 22,000 young participants from 45 countries, two thirds 

of the participants agreed that they frequently experienced stress about their 

financial situation, and 20% of them thought that their financial situation 

would worsen in the next year. Overall, the survey reported that “millennials 

and GenZ [individuals born 1994–2012 (Figà-Talamanca et al., 2022)] are more 

downbeat than at any time during the 10 years they’ve been surveyed” 

(Deloitte, 2021). To solve this dilemma, programmes such as UN Agenda 2030 

and EU Youth Strategy 2019–2027 have asked for more effort to empower the 

young generation and enhance their role in societies (Pietilä et al., 2021). It is 

worth highlighting that, despite this pessimistic perspective, the expected 

profits that this generation will bring to banks in the future have led to a new 

slogan: today’s young, tomorrow’s revenue (Rung & Afra, 2019).  

YBCs represent a promising market for MBAs since they prefer FinTech 

solutions to traditional bank services (Gomber et al., 2018). They deal with 

online interfaces faster than their older peers do (Bilgihan, 2016; Ji, 2017), but 

they show less loyalty to their banks (Accenture, 2015). Although loyalty to 

MBAs seems vital in many countries, it requires more attention in countries 

such as Sweden where cash is rarely used and MBAs have become a major 

method of conducting financial transactions (Jocevski et al., 2020). 

Similarly, YRIs represent a promising market for FRAs. They have good 

technical skills compared with older investors and will less likely face 

technical problems in using this technology. However, YRIs lack financial 

knowledge and have limited investment experience. They also show a low 

level of trust in their financial service providers (Gomber et al., 2018; Nicoletti, 

2017). 

Taken together, these four roots indicate that the financial industry is 

witnessing competition between FinTech startups, BigTech companies, and 
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incumbent financial institutions to develop advanced FinTech solutions. 

MBAs and FRAs represent two of these solutions, and to be successful in this 

context, concepts such as loyalty and trust are considered important. 

Targeting the young generation, i.e., YBCs and YRIs, seems to be a key 

strategy of the institutions involved. Accordingly, two main research 

questions (RQ) of this thesis can be formulated:  

• RQ 1: How do YBCs perceive the relationship between the 

antecedents of loyalty, loyalty, and the consequences of loyalty 

regarding MBAs? 

• RQ 2: How do YRIs perceive the relationship between the antecedents 

of initial trust, initial trust, and the behavioural intention to use FRAs? 

To answer the two main RQs, four articles are included in this thesis. Two of 

them are related to RQ 1 and the other two to RQ 2. RQ 1 is divided into RQ 

1a and RQ 1b, and RQ 2 into RQ 2a and RQ 2b, as follows 

➢ RQ 1a: How do YBCs perceive the relationships between the 

cognitive, affective, and conative antecedents of loyalty, and loyalty 

in the MBA context? 

➢ RQ 1b: How do YBCs perceive the relationships between loyalty and 

the consequences of loyalty in the MBA context? 

➢ RQ 2a: How do YRIs perceive the relationships between perceived 

risk, information, and decision style, respectively, and initial trust in 

the FRA context, and how does initial trust relate to the behavioural 

intention to use FRAs? 

➢ RQ 2b: How do YRIs perceive the relationships between trust 

propensity and technological features, and initial trust in the FRA 

context, how does the moderating role of the cultural variables 

influence the relationship between trust propensity and initial trust 

in FRAs, and how does initial trust relate to the behavioural intention 

to use FRAs? 

The general aim of the thesis is to investigate the perceptions of YBCs and 

YRIs of MBAs and FRAs, regarding loyalty and initial trust issues, 

respectively. This aim is translated into four sub-aims related to the four 

articles. 

➢ The first article aims to investigate YBC perceptions of the 

relationships between the cognitive, affective, and conative 

antecedents of loyalty, on one hand, and attitudinal and behavioural 

loyalty to MBAs, on the other. Also, this article investigates the 
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relationships between loyalty and its consequences (i.e., word of 

mouth, E-word of mouth, consumer information search, and 

resistance to counter persuasion). 

➢ The second article aims to investigate how YBCs perceive the 

relationships between several loyalty antecedents (i.e., usability, 

responsiveness, reliability, and customer satisfaction) and loyalty in 

the MBA context. 

➢ The third article aims to investigate YRI perceptions of the 

relationships between perceived risk, information (i.e., public 

information and social media information seeking), and decision style 

(i.e., rational vs intuitive), on one hand, and YRI’s initial trust in FRAs, 

on the other. The article also highlights on the relationship between 

initial trust and behavioural intention to use FRAs. 

➢ The fourth article aims to investigate how YRIs perceive the 

relationships between the trust propensity and technological features, 

on one hand, and initial trust in FRAs, on the other. The article also 

focuses on the moderating role of cultural variables in the 

relationship between trust propensity and initial trust in FRAs, and 

in the relationship between initial trust and behavioural intention to 

use FRAs.  

 

1.3. The structure of this thesis  

The rest of the thesis is structured as follows: Section 2 introduces the frame 

of reference, including the theoretical and conceptual frameworks. Section 3 

discusses methodological considerations, and section 4 presents the overview 

of the four articles. Section 5 contains concluding remarks, including the main 

findings, implications, and suggestions for further research.  

A glance at the thesis is presented in Figure 4, summarizing the two 

FinTech areas under study. The figure also illustrates that the loyalty concept 

and YBCs are highlighted in articles 1 and 2, and that the initial trust concept 

and YRIs are targeted in articles 3 and 4. The data analysis technique used (i.e., 

structural equation modelling) also appears. 
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2. Frame of reference 

2.1. Financial technology 

2.1.1. A brief on financial technology  

In a speech in the early 1990s, Citicorp’s chair John Reed was probably the 

first to use the term “FinTech”, i.e., a neologism made of the two terms 

“financial” and “technology” (Gomber et al., 2017; Puschmann, 2017). 

Currently, FinTech solutions are developing rapidly and changing the 

financial industry (Lee & Shin, 2018). Yet, no commonly accepted definition 

of FinTech exists, possibly because FinTech issues have been studied in 

various disciplines, including finance (e.g., Chen et al., 2019), information 

systems (e.g., Gomber et al., 2018), marketing (e.g., Gimpel et al., 2018), and 

network and computer applications (e.g., Gai et al., 2018). However, some 

recent studies (e.g., Mention, 2021) have adopted the US Financial Stability 

Board (2021) definition, which refers to FinTech as “technologically-enabled 

financial innovation that could result in new business models, applications, 

processes or products with an associated material effect on financial markets 

and institutions and the provision of financial services”. 

Previous studies argued that advanced technology enables faster payment 

services, smoother operations, more tailosred services, and so forth (Ben 

Youssef et al., 2021). Compared with incumbent financial institutions, FinTech 

startups benefited from being less regulated (Stulz, 2019). Therefore, these 

startups were able to utilize their agility to adopt innovative ideas and 

develop various FinTech solutions (Klus et al., 2019; Hornuf et al., 2021). 

Brandl and Hornuf (2020) reported another factor that accelerated the growth 

of FinTech startups. Studying the background of these founders in Germany, 

the authors reported that 55% of them had a degree in business administration 

or a related field and 28% in engineering or computer science. Their results 

also indicated that 14% of them had a doctoral degree and 28% had previously 

worked in banks or insurance companies. Overall, the agility of the FinTech 

startups and their founders’ backgrounds helped FinTech startups in 

developing advanced solutions and challenging incumbent financial 

institutions.  

Due to the BigTech companies’ interest in the financial industry and their 

FinTech solutions, FinTech startups and incumbent financial institutions have 

recently started to collaborate. These two groups are attempting to share their 

unique skills with each other. Zhang et al. (2021, p. 223) analysed a global 



 

14 

survey conducted in 2019,(13) concluding that “FinTechs [i.e., FinTech startups] 

use the technologies for new products and services while incumbents are 

using them for incremental innovations to existing products and services”. In 

addition, the authors reported that eight of 10 FinTech startups and nine of 10 

incumbents surveyed estimated a moderate to a very high competitive threat 

from BigTech companies. It is worth noting that many FinTech startups 

merely specialize in selling data privacy and cybersecurity solutions to 

incumbent financial institutions, which could be another reason for the 

collaboration between these two groups. Haddad and Hornuf (2021, p. 2) 

found “a positive relationship between FinTech start-up formations and 

incumbent institutions’ performance for the period 2005–2018”. In an attempt 

to identify how banks interact with FinTech startups, Hornuf et al. (2021) 

conducted an empirical study based on data on alliances formed by the 

hundred largest banks in Canada, France, Germany, and the United Kingdom 

between 2007 and 2017. They reported that banks specializing in a certain type 

of business tended to invest more in small FinTech startups, as this enabled 

them to control these startups, and also noticed that universal banks were 

more likely to be interested in collaborating with FinTech startups than were 

specialized banks. 

Another interesting conclusion about these two groups is that each of them 

targets a different segment of the market. According to Anagnostopoulos 

(2018), the incumbent financial institutions focus on the high-end market, i.e., 

the most profitable segment, giving the FinTech startups opportunities to 

offer solutions to the low-end market, i.e., the less profitable segment. Figure 

5 shows the incumbent financial institutions and FinTech solution trajectories 

(solid line) and individuals’ willingness to pay (dotted line).   

 

 

 

 

 

 

 

 

 
(13) The survey was based on research collaboration between the Cambridge Centre for Alternative Finance and 

the World Economic Forum, and the respondents were senior managers at various FinTech startups (54%) and 

incumbent financial institutions (46%). Two thirds of the total responses were from China, the USA, the UK, 

Switzerland, Hong Kong SAR, India, and Canada (Zhang et al., 2021). 
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Figure 5: The incumbent financial institutions and FinTech solution trajectories 

(Anagnostopoulos, 2018, p. 8). 

 

BigTech companies are developing FinTech solutions that are able to grow 

even with small profit margins. These giant companies use big data analytical 

tools to develop advanced and tailored FinTech solutions to leverage their 

market power and support their core services (Borgogno & Colangelo, 2020; 

Smith & Geradin, 2021). One example is the Amazon lending FinTech solution, 

which aims to attract businesses to its e-commerce platform. Similarly, 

Facebook (Meta) utilizes big data analytical tools to analyse users’ preferences 

and thereafter notify them of their favourite services or products. In the future, 

Facebook users might be able to obtain these services or products at a lower 

price if they use the Facebook cryptocurrency. This would likely induce both 

businesses and individuals to accept the Facebook cryptocurrency. The 

businesses would appreciate the opportunity to notify potential buyers of 

their favourite services or products and, in their turn, the individuals would 

appreciate buying these services or products at a lower price. Consequently, 

Facebook would enhance its market power, sell more advertisements, obtain 

more data about users’ financial behavioural, and induce more businesses and 

individuals to accept its cryptocurrency. However, BigTech companies’ 

solutions raise some concerns, so authorities are attempting to enact new laws 

to control any possible harm, one example being the Payment Services 

Directive 2 issued by the European Union to increase security and enhance 
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customer choice (Gaynor, 2021). Moreover, central banks in several countries 

have issued working papers discussing the possibility of issuing central bank 

digital currencies to allow the general public the opportunity to conduct 

digital payments in a secure way (The Federal Reserve, 2022). 

 

2.1.2. Financial technology: roots and categorizations  

It is widely accepted that the beginning of FinTech solutions is traceable to the 

earliest attempts to apply IT in the financial industry (Gomber et al., 2017). 

Nevertheless, FinTech solutions’ roots might be found even earlier. Alt et al. 

(2018) have presented four phases of FinTech solution development, as shown 

in Figure 6. The first phase was the use of paper and coins in conducting 

financial transactions. The second phase witnessed the use of analog 

technologies to extract information from their original environment and to 

send it long distance, for example, via electrical telegraph. Since the 1960s, the 

third phase witnessed the use of IT applications such as automated teller 

machines (ATMs).( 14 ) FinTech solutions became popular after 2008 in the 

fourth phase. 

 

 

 

 

 

 

 

Figure 6: The four phases of FinTech development (Alt et al., 2018, p. 236). 

 

The lack of trust in incumbent financial services institutions after the 2007–

2008 financial crisis led to a significant increase in the establishment of 

FinTech startups (Chemmanur et al., 2020; Goldstein et al., 2019). Haddad and 

Hornuf (2019) investigated the technological determinants affecting FinTech 

startup establishments during the 2005–2015 period in 107 countries,(15) and 

reported that the number of Fintech startups established in 2011 was more 

 
(14 ) According to Puschmann (2017, p. 70), “the first introduction of the automated teller machine (ATM) 

[happened] in 1959 in Arlington/Ohio (the first ATM in Europe was launched in 1967 by Barclays Bank in 

London)”. 
(15) Of these 107 countries, the two countries chosen for the empirical investigation of this thesis, i.e., Sweden 

and Malaysia, were rated by Haddad and Hornuf (2019) as 15th and 37th in terms of the number of FinTech 

startups, respectively.  
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than double that in 2008.(16) By utilizing the FinTech segment of the Venture 

Scanner dataset, which covers 16 subcategories and 3229 companies, 

Chemmanur et al. (2020) found that the first time the amount of investment 

in FinTech startups exceeded USD 1 billion was in 2010, and they reported a 

substantial increase in the establishment of FinTech startups since 2014.(17) 

Moreover, based on data from the US Patent and Trademark Office, 

Chemmanur et al. (2020) reported a significant increase in the number of 

patents issued by FinTech startups since 2010. In a similar vein, Puschmann 

(2017) found a significant increase in the number of publications in the 

FinTech area between 2010 and 2015. Recent numbers indicate that global 

investments in various FinTech solutions increased from USD 111.8 billion in 

2018 to USD 135.7 billion in 2019 (Pollari & Ruddenklau, 2018; Ruddenklau, 

2018). 

There is no consensus about the categorization of FinTech solutions, and 

various opinions exist regarding how to categorize them.( 18 ) Haddad and 

Hornuf (2019) categorized FinTech solutions into financing (e.g., 

crowdfunding), payment (e.g., MBAs), asset management (e.g., FRAs), 

insurance (e.g., peer-to-peer insurance), loyalty programmes (e.g., customer 

rewards), risk management (e.g., financial reliability assessment), exchange 

(e.g., financial or stock exchange services), regulatory technology (e.g., 

regulatory monitoring), and other business activities (e.g., near-field 

communication systems). In their turn, Chemmanur et al. (2020) identified 

FinTech categories representing payment and money transfer (e.g., payment 

apps), digital banking (e.g., MBAs), digital wealth management (e.g., FRAs), 

capital market innovation (e.g., high-frequency trading), FinTech lending (e.g., 

peer-to-peer), crowdfunding (i.e., funding a project by raising small amounts 

of funds from a huge number of individuals), InsureTech (i.e., innovative 

technology-based insurance services), and PropTech (i.e., innovation in the 

property and real estate industry). In the editorial of the FinTech special issue 

 
(16) According to Haddad and Hornuf (2019), the top 10 European countries in terms of the establishment of 

FinTech startups are the UK, Germany, France, the Netherlands, Spain, Sweden, Ireland, Italy, Denmark, and 

Belgium. Globally, their results indicate that the USA, the UK, India, Canada, and China are the top five 

countries where FinTech startups are established. It is worth highlighting that previous studies have indicated 

that China is ranked number one when it comes to FinTech (e.g., Goldstein et al., 2019; Lee & Shin, 2018). In 

turn, Shenglin et al. (2018) found that seven cities represent the top global FinTech hubs: Beijing (China), San 

Francisco (USA), New York (USA), London (UK), Shanghai (China), Hangzhou (China), and Shenzhen (China). 
(17) The 16 subcategories are: banking infrastructure, business lending, consumer and commercial banking, 

consumer lending, consumer payments, crowdfunding, equity financing, financial research and data, financial 

transaction security, institutional investing, international money transfer, payments backend and infrastructure, 

personal finance, point of sale payments, retail investing, and small and medium business tools. 
(18) This thesis uses the term “solution” when referring to FinTech types. Previous studies have used different 

terms, such as business models (Haddad & Hornuf, 2019) or business applications (Hua et al., 2019).  
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of The Review of Financial Studies, Goldstein et al. (2019) indicated that FinTech 

solutions could be divided into two types: the first is “starting”, which 

includes mobile payments, money transfers, peer-to-peer loans, and 

crowdfunding, and the second is “spreading”, which includes blockchain, 

cryptocurrencies, and FRAs. This means that FinTech solutions could be 

categorized as either well-used FinTech solutions such as MBAs or fing 

FinTech solutions such as FRAs. This categorization is used in this thesis. 

 

2.1.3. Mobile bank applications  

MBAs are a FinTech solution that allows bank customers to access their bank 

accounts easily and quickly, and to conduct financial transactions anywhere 

and anytime. MBAs have become a basic tool for bank customers, especially 

for checking balances, paying bills, and transferring money (Tan & Lau, 2016; 

Zhou, 2012). Notably, current MBAs have better interfaces than did older 

versions and allow banking transactions more easily and securely. The MBA 

workflow requires customers to open the applications, scan their fingerprints 

(or use other authentication methods), and then conduct various financial 

transactions in their bank accounts. MBAs allow bank customers to use near-

field communication, i.e., short-range communication that provides easy and 

secure communication between various devices (Coskun et al., 2013). Near-

field communication enables payments when a customer pays wirelessly via 

a mobile phone. A practical example is when customers use their phones to 

pay wirelessly at a point of sale. 

Young people make extensive use of MBAs. Several years ago, 

approximately 56% of the world population aged 15–24 years had an account 

in a bank or other type of financial institution or had access to a mobile money 

solution (Demirgüç-Kunt et al., 2018). In Sweden, for example, Davidsson and 

Findahl (2016) reported that 97% of those aged 16–25 years said that they 

frequently used the Internet via their mobiles and that two out of three bank 

users aged 16–25 years frequently used MBAs.  

 

2.1.4. Financial robo-advisors  

FRAs offer timely, ubiquitous, and reasonably priced automated advisory 

services (Belanche et al. 2019; Cheng et al., 2019), allowing less wealthy 

investors who do not have access to traditional fiduciaries to obtain financial 

advice (Litterscheidt & Streich, 2020). Recent studies have shown that FRAs 

reduce behavioural biases (D’Acunto, 2019) and decrease the risk of receiving 
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biased financial advice (Belanche et al., 2019; Brenner & Meyll, 2020). 

Moreover, this technology helps individuals learn about financial decision-

making by allowing them to compare various investment alternatives and 

obtain related information (Bartlett & McCarley, 2019). The FRA workflow 

consists of three general processes (Jung et al., 2019). As shown in Figure 7, 

the first is configuration, in which an account is created and a risk profile is 

designed. The second is matching, in which an appropriate investment 

strategy is designed and implemented in line with the output of the previous 

process. The final process, maintenance, focuses on monitoring and 

rebalancing the portfolio.  

 

 

 Figure 7: The three general processes of FRA workflows (Jung et al., 2019). 

 

Those who use FRAs have low portfolio values (Fulk et al., 2018), display 

high-risk attitudes (Brenner & Meyll, 2020), and tend to be active investors 

(Brenner & Meyll, 2020; D’Acunto, 2019). When it comes to younger investors, 

the US Financial Industry Regulatory Authority (2016) indicated that these 

investors are less likely to use human advisors, but more likely to use machine 

advisors. Similarly, in the UK, a survey indicates that three out of four retail 

investors aged 18–24 years display a tendency to use FRAs, versus only one 

out of three 65 or more years old (Copper-Ind, 2019). 

 

2.2. Individual bank customers and retail investors  

Companies and individuals represent two categories of bank customers, and 

banks attempt to assign their customers to these categories to be internally 

homogeneous, but externally heterogeneous (Machauer & Morgner, 2001). It 

is worth noting that individuals, on whom this thesis focuses, depend on 

banks to conduct most of their financial affairs and have certain unique 

characteristics, such as being fairly passive and tending to assess financial 

institutions themselves rather than the service itself (Diacon & Ennew, 1996; 

• Determining investors’ aims

• Estimating investors’ risk tolerance
Configuration

• Defining the investment strategy

• Implementing the defined strategy
Matching

• Monitoring and rebalancing

• Performance and communication
Maintenance
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Hauff, 2014). Also, banks’ information and instructions – such as tips sent via 

email – can positively affect customers in terms of achieving their saving plans 

(Karlan et al., 2016).  

Banks often prefer utilizing specific determinants to categorize their 

customers. Stanley et al. (1985, p. 56) stated that the “age of a customer is an 

important determinant of the usage of particular bank products”. Another 

approach, i.e., post hoc, mentioned in the literature aims to categorize 

heterogeneous bank customers into segments according to their 

homogeneous answers to specific questions (Harrison, 1994; Machauer & 

Morgner, 2001).(19) 

Similarly, two types of investors exist, i.e., institutional and retail investors. 

The latter category, which is a focus of this thesis, is defined as “individual 

investors who commit capital for their account rather than on behalf of 

another company” (Nasdaq, 2021). A salient characteristic of retail investors 

is that they need financial advice, but usually have difficulties obtaining it 

(Bhattacharya et al., 2012). Their decisions are subject to their mental ability 

(Kahneman & Tversky, 1979), bounded rationality (Simon, 1991), and 

cognitive biases (Daniel et al., 2002), and they tend to invest in companies 

where they work and/or live (Barber & Odean, 2013). They are also subject to 

various external factors such as their peers’ opinions (Hirshleifer, 2015). 

Finally, Schmittmann et al. (2015) found a significant relationship between 

weather and retail investors’ trading behaviour, as retail investors will likely 

trade more on bad weather days.  

 

2.3. The young generation 

2.3.1. The young generation and financial technology 

The FinTech literature identifies various age cohorts when investigating the 

young generation, for example, those aged 18–26 years (Calisir & Gumussoy, 

2008) or 16–29 years (Chau & Ngai, 2010). Some studies included older 

individuals, such as those in the 15–40-year cohort (Chong et al., 2021). Several 

publications have followed the United Nations definition of young people 

and focused on individuals aged 15–24 years (Dupar et al., 2021). This thesis 

considers the young generation to be those aged 18–29 years. This interval is 

considered “adult” in many countries and is used in recent studies to refer to 

the young generation (e.g., Chalmers & Reuter, 2020). This definition is similar 

 

(19) See Harrison (1994) for more on customer segmentation within personal financial services. 
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to that in the Finnish Youth Act 2017 (Ministry of Education and Culture, 

2017), which considers the young generation as those under 29 years of age. 

The young generation aged 18–29 years has unique attributes. On one 

hand, they have advanced skills in dealing with technology and have been 

labelled technology-savvy individuals (Lee & Shin, 2018), digital natives 

(Kesharwani, 2020), or the Google generation (Shaikh & Karjaluoto, 2019). 

They prefer FinTech solutions such as MBAs and FRAs rather than traditional 

financial services (Gomber et al., 2018). On the other hand, they have limited 

financial experience (Klapper & Lusardi, 2020) and a moderate level of 

financial literacy (Stolper & Walter, 2017), as most of their experience comes 

from basic financial transactions such as paying bills or applying for student 

loans. They also “tend to rely heavily on debt, engage frequently in expensive 

short- and long-term money management, and display shockingly low levels 

of financial literacy” (Bolognesi et al., 2020, p. 1). Nevertheless, they are 

optimistic when it comes to their financial future (Cutler, 2015; Yakoboski et 

al., 2018) and show overconfidence in financial behaviour (Warmath et al., 

2019).  

In their study of millennials’ use of mobile payment and financial 

behaviour, Scheresberg et al. (2020) argued that using this technology did not 

help the young generation to adopt sound financial management in their 

personal lives. Similarly, Yakoboski et al. (2018) stated that, although a large 

proportion of millennials uses mobiles to conduct financial transactions, they 

will likely use these devices to send/receive payments or check accounts, 

arguing that FinTech solutions have not led the young generation to better 

financial management. In turn, Marchant and Harrison (2020) concluded that 

the young generation can manage their daily financial matters, but they will 

most likely confront issues in managing life financial matters and dealing with 

financial setbacks. Hasler et al. (2021, p. 12) reported that “the young (ages 

21–34) are more likely to feel financially anxious or stressed than respondents 

between the ages of 34 and 49 and 50 to 62”. 

 

2.3.2. Young bank customers and mobile bank applications   

YBCs have limited income and, compared with older bank customers, their 

banking transactions are often modest in size (Abras & Mattos, 2021). They 

use MBAs for various daily banking transactions, but mostly for money 

transfers, checking account balances, and bill payments (Owusu Kwateng et 

al., 2019). Previous studies have suggested that ease of use and performance 

factors are major antecedents of YBCs’ decisions to use MBAs (Akturan & 

Tezcan, 2012; Tan & Lau, 2016; Thusi & Maduku, 2020). Moreover, pleasure 
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experiences have been found to influence their satisfaction and loyalty 

(Berraies et al., 2017; Kumar & Lim, 2008). Notably, YBCs do not share their 

banking experiences with their peers, and they tend to change banks more 

often than do older bank customers (Nicoletti, 2017; Wijland et al., 2016)..  

 

2.3.3. Young retail investors and financial robo-advisors 

YRIs’ portfolios are often small compared with those of older retail investors 

(Fulk et al., 2018), and they prefer to receive help from financial advisors when 

making investment decisions (Chalmers & Reuter, 2020). Recently, Oehler et 

al. (2021) concluded that YRIs with low risk averseness are more likely to rely 

on FRAs, and emphasized the need to further explore YRIs’ individual 

characteristics (e.g., risk and trust characteristics). In a similar vein, Chong et 

al. (2021) investigated YRIs and reported that attitude, perceived behavioural 

control in terms of resources and capabilities of FRAs, and perceived benefits 

determine the intention to use FRAs. Their results also indicate that trust is an 

important factor for YRIs, and Rossi and Utkus (2021) concluded that trust is 

a major factor in the decision to use FRAs. In this regard, antecedents of trust 

in FRAs arguably represent critical matters for this technology (Alemanni et 

al., 2020; D’Acunto & Rossi, 2020), and such matters are not the least 

important in the initial phase when potential users lack information about 

using the technology (Hohenberger et al., 2019). 

 

2.4. Theoretical and conceptual frameworks 

2.4.1. Entrance 

According to the Oxford English Dictionary, the origin of the word “theory” 

goes back to the Greek word theōria, which means contemplation, i.e., looking 

thoughtfully at something. Abend (2008) identified several meanings of the 

word “theory” and concluded that it is a general proposition seeking to 

explain a certain social phenomenon by utilizing an overall perspective that 

helps to see and explain the world.( 20 ) From an administrative science 

perspective, theory refers to “the connections among phenomena, a story 

 
(20) Abend (2008, pp. 177–181) indicated that the seven meanings of “theory” are: 1. “general propositions, which 

establish a relationship between two or more variables”; 2. “an explanation of a particular social phenomenon”; 

3. “to say something about empirical phenomena in the social world”; 4. “the study of and the students of the 

writings of authors such as Marx, Weber”'; 5. “an overall perspective from which one sees and interprets the 

world”; 6. “Greek noun theōria, i.e., contemplation”; and 7. “discussions about the ways in which ‘reality’ is 

‘socially constructed’”.  
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about why acts, events, structure, and thoughts occur. The theory emphasizes 

the nature of causal relationships, identifying what comes first as well as the 

timing of such events” (Sutton & Staw, 1995, p. 378). 

Doctoral studies are intended to investigate contemporary issues and 

answer crucial RQs. They often start with a search through the literature until 

a certain problem is verified to be worth investigating (Lederman & 

Lederman, 2015). It is worth highlighting that dealing with contemporary and 

complex issues sometimes requires more than one theory. Therefore, 

developing a theoretical framework that summarizes theories and synthesizes 

major thoughts in the research field is an important element of these studies 

(Kivunja, 2018). Another element of doctoral studies is the conceptual 

framework, which presents a synthesis of related concepts derived from 

various sources (Imenda, 2014; Rocco & Plakhotnik, 2009). 

This thesis summarizes the theories included in the theoretical framework. 

The first theory that concerns individuals’ acceptance of a certain technology 

is the unified theory of acceptance and use of technology (UTAUT), which 

was used in the fourth article of this thesis. The second and third theories, 

which were utilized in the third article, are behavioural finance, which 

concerns how individuals behave when they make financial decisions (Bikas 

et al., 2013; Thaler, 1993), and the theory of perceived risk, which investigates 

individuals’ interior estimates of uncertainty and the negative consequences 

of a certain situation (Cunningham, 1967; Mitchell, 1999). Moreover, the third 

and fourth articles use the theory of trust formation to investigate how trust 

can be built in a certain trustee (McKnight et al., 1998).  

The conceptual framework covers two sets of concepts. The first set, which 

was used in the first and second articles, focuses on usability and service 

quality, which are seen as drivers of customer satisfaction and loyalty. The 

second set of concepts, which was used in the fourth article, is related to 

Hofstede’s model of national culture. 

 

2.4.2. Theoretical framework  

2.4.2.1. Unified theory of acceptance and use of technology 

Venkatesh et al. (2003) reviewed eight prominent theories of individuals’ 

intention to use technology and formulated UTAUT, which consists of four 

main dimensions: performance expectancy, effort expectancy, social influence, 
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and facilitating conditions.( 21 ) Their results indicated that UTAUT 

outperformed the previous eight theories in explaining individuals’ intention 

to use a certain technology. Subsequently, Venkatesh et al. (2012) argued that 

UTAUT was oriented according to the utilitarian motivation and overall effort 

associated with individuals’ intention to use a certain technology. However, 

as UTAUT ignored a number of important dimensions, a further version, i.e., 

UTAUT2, was developed, and three additional dimensions were added: 

hedonic motivation, price, and habit. 

Previous studies – in several disciplines such as finance (Moorthy et al., 

2020), information systems (Tandon et al., 2018), and marketing (Karjaluoto et 

al., 2020) – utilized UTAUT to investigate individuals’ acceptance of new 

technologies. UTAUT assumes that the antecedents, i.e., performance 

expectancy, effort expectancy, social influence, facilitating conditions, 

hedonic motivation, price value, and habit, have direct and significant 

relationships with behavioural intention, which in turn addresses user 

behaviour (habit was ignored because it does not fit the context of this thesis). 

In other words, behavioural intention acts as a mediator between the 

antecedents and user behaviour. Considering the case of emerging 

technologies, Gu et al. (2015) argued that initial trust also performs the role of 

mediator between the antecedents and user behaviour.(22) The current thesis 

is in line with this argument, and the empirical part of the thesis investigates 

the suggested role of initial trust as a mediator. Table 1 provides definitions 

of the dimensions (antecedents) of UTAUT. 

 

 

 

 

 

 

 

 

 

 

 

 
(21) The eight theories are: theory of reasoned action, technology acceptance model, motivational model, theory 

of planned behaviour, combined technology acceptance model and theory of planned behaviour, model of PC 

utilization, innovation diffusion theory, and social cognitive theory. 
(22) For more details regarding the mediating role of initial trust, please see the fourth article. 
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Table 1: Definitions of antecedents of UTAUT 

Dimension (antecedents) Definition 

Performance expectancy 
“The degree to which an individual believes that using a system 

will help him or her to attain gains in job performance” 

(Venkatesh et al., 2003, p. 447). 

Effort expectancy “The degree of ease associated with the use of the system” 

(Venkatesh et al., 2003, p. 450) 

Social influence “The degree to which an individual perceives that important 

others believe he or she should use the new system” (Venkatesh 

et al., 2003, p. 451). 

Facilitating conditions “The degree to which an individual believes that an 

organizational and technical infrastructure exists to support the 

use of the system” (Venkatesh et al., 2003, p. 447). 

Hedonic motivation “The fun or pleasure derived from using technology, and it has 

been shown to play an important role in determining technology 

acceptance and use” (Venkatesh et al., 2012, p. 161). 

Price value “Cognitive trade-off between the perceived benefits of the 

applications and the monetary cost for using them” (Venkatesh et 

al., 2012, p. 161). 

Habit “The extent to which people tend to perform behaviours 

automatically because of learning” (Venkatesh et al., 2012, p. 161). 

 

2.4.2.2. Behavioural finance  

The roots of behavioural finance go back to earlier contributions applying 

psychology in economic studies. One of these contributions is the theory of 

moral sentiments (1759) of the Scottish economist Adam Smith, who studied 

several issues related to individual psychology, and used characteristics such 

as pride to explain individual behaviour (Forbes, 2008; Shiller, 2011). The 

initial stream of contemporary research in behavioural finance started in the 

early 1980s when a group of researchers related to the Russell Sage 

Foundation attempted to organize research on behavioural finance (DeBondt 

et al., 2010). Currently, behavioural finance represents a developed body of 

knowledge that focuses on how individuals behave when they make financial 

decisions, considering either the entire market, i.e., macro behavioural 

finance, or personal investment matters, i.e., micro behavioural finance (Bikas 

et al., 2013; Thaler, 1993). In a nutshell, behavioural finance aims to explain 

financial issues at the market and individual levels, mostly by relying on 

behavioural disciplines and by conducting empirical studies (Thaler, 1993).  

Nigam et al. (2018) reviewed the literature on behavioural finance and 

highlighted three broad categories that influence investor decision-making: (i) 

information, (ii) cognitive biases and heuristics, and (iii) demographic 
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variables. To investigate these categories, the third article looked at previous 

studies and utilized the following dimensions: information, i.e., public and 

social media, and decision style (see Table 2). Demographic variables such as 

income and gender were also considered.  

 

Table 2: Definitions of the dimensions of the three behavioural finance categories 

 Dimension Definition 

Public information 
Information is spread by businesses to inform potential 

customers about services (Kaabachi et al., 2019). 

Social media 

information seeking 

“The extent to which news shared in social media can provide 

users with relevant and timely information” (Lee & Ma, 2012, p. 

336). 

Decision style The personal pattern works to perceive, process, and respond in 

decision-making situations (Cosenza et al., 2019; Hamilton et al., 

2017). 

 

2.4.2.3. Theory of perceived risk 

Risk is an essential factor in investors’ financial decisions, and it guides their 

decisions toward a certain type of investment. For example, investors who do 

not want to take a risk might invest in fixed-income securities such as bonds. 

Tracing risk research reveals that since the 1920s, risk has been a major arena 

for investigation in economic studies (Dowling & Staelin, 1994). Previous 

studies identified two perspectives from which to investigate risk issues. The 

first is an objective perspective that defines risk as variation in the distribution 

of potential outcomes, and the second is a subjective perspective that sees risk 

as uncertainty related to acquiring a service or product (Cunningham, 1967; 

Mitchell, 1999). The main difference between perceived risk and the objective 

view of risk is the focus on the individuals themselves rather than on the 

object (e.g., income). This thesis focuses on the research stream concerning the 

theory of perceived risk, which considers “subjectively-determined 

expectation of loss; the greater the probability of this loss, the greater the risk 

thought to exist for an individual” (Mitchell, 1999, p. 168). Table 3 presents 

definitions of the four dimensions of perceived risk used in the empirical part 

of this thesis. 
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Table 3: Definitions of perceived risk dimensions 

Dimension Definition 

Financial risk The risk individuals suffer from large losses or may not be able 

to obtain the expected return (Vlaev et al., 2009). 

Performance risk The risk that emerges when individuals perceive that the system 

might not operate the way they expect (Lee, 2009). 

Security and privacy 

risk 

The risk that mitigate individuals’ safety or their sensitive 

information (Al-Khalaf & Choe, 2020). 

Social risk The risk of loss of status in one’s social group due to the use of a 

certain technology (Lee, 2009). 

 

2.4.2.4. Trust formation 

Trust is defined in various ways in the literature. Rousseau et al. (1998) stated 

that in economics trust is mostly seen as either calculative, i.e., based on cost 

and benefit, or institutional, i.e., based on a sense of confidence derived from 

norms or contracts, while in sociology trust is seen as a socially embedded 

property founded in individual relationships. From a psychological 

perspective, trust is “a psychological state comprising the intention to accept 

vulnerability based upon positive expectations of the intentions or behaviour 

of another” (Rousseau et al., 1998, p. 395). The latter perspective is the one 

adopted in this thesis. Despite the aforementioned divergence in definitions 

of trust, earlier contributions have agreed on the dynamic characteristic of the 

concept, i.e., trust develops gradually through several phases (Jones & George, 

1998). Rousseau et al. (1998, p. 396) stated that these phases are “(i) building 

(where trust is formed or reformed), (ii) stability (where trust already exists), 

and (iii) dissolution (where trust declines)”.  

Trust is also an established concept in the business administration 

literature (Chaudhuri & Holbrook, 2001; De Ruyter et al., 2001), and this 

includes the development of trust through various phases. In the building 

phase, the first interaction between a trustor, i.e., a trusting party, and a 

trustee, i.e., a party to be trusted, forms the initial trust. McKnight et al. (1998) 

stated that trust in the building phase, evolves in an ambiguous situation in 

which neither good experience nor sufficient prior knowledge is available to 

each party about the counterparty. In this regard, the personal pattern 

concerning the extent to which individuals might trust other parties receives 

special attention (Colquitt et al., 2007). Mayer et al. (1995, p. 715) emphasized 

that “propensity will influence how much trust one has for a trustee prior to 

data on that particular party being available”, and Farris et al. (1973, p. 145) 

defined trust propensity as “personality trait of people interacting with the 
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peripheral environment of an organization”. In line with previous research, 

this thesis investigates the relationship between trust propensity and initial 

trust.  

 

2.4.3. Conceptual framework  

2.4.3.1. Usability, service quality, customer satisfaction, and loyalty  

Usability refers to the degree to which a product can be used by specified 

customers to achieve specified goals with effectiveness, efficiency, and 

customer satisfaction in a specified context of use (International Organization 

for Standardization, 1998). It also refers to the quality attribute that captures 

how easy customer interfaces are to use (Nielsen, 2012). Previous studies have 

identified five usability dimensions: effectiveness, efficiency, customer 

satisfaction, ease of use, and usefulness (Hoehle & Venkatesh, 2015; Hussain 

et al., 2014). That the first three dimensions, i.e., effectiveness, efficiency, and 

customer satisfaction, concern what usability leads to rather than what the 

concept of usability means. For example, a usable system will likely ensure 

effectiveness and efficiency, in turn leading to customer satisfaction. The last 

two dimensions, i.e., ease of use and usefulness, are discussed by Casaló et al. 

(2007, 2008a, 2008b) and Flavian et al. (2006). They concluded that usability 

and ease of use are similar, but that usability and usefulness differ explicitly. 

This indicates that of the five dimensions, ease of use is likely the most helpful 

one for building an elaborated understanding of usability. The researchers 

also recommended six perspectives from which to measure the usability of 

online banking: (i) ease of understanding the structure of a system, (ii) 

contents that can be observed by the customer, (iii) simplicity when using the 

website (or MBA), (iv) speed to find what the customer is looking for, (v) 

perceived ease of site navigation, and (vi) customer control of site (or MBA) 

use. This thesis focuses on ease of use and applies the six measures above.    

The pioneering contribution of Parasuraman et al. (1985) regarding service 

quality paved the way for several later contributions (e.g., Cronin & Taylor, 

1992, 1994; Parasuraman et al., 1988, 1991, 1994). These contributions led to 

two service quality scales. The first is based on the gap between expectations 

and perceptions, i.e., SERVQUAL (Parasuraman et al., 1988), while the second 

utilizes only perceived service quality, i.e., SERVPERF (Cronin & Taylor, 

1994). Notably, SERVQUAL has received some criticisms, for example, that 

individuals tend to use standards rather than expectations (Buttle, 1996). 

Moreover, measuring expectations and perceptions requires sending the scale 

two times (i.e., before and after using the services), which entails operational 
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difficulties. Thus, some researchers have prioritized SERVPERF, and the 

current thesis is in line with this approach (e.g., Brown et al., 1993). The two 

scales each consist of five concepts: assurance, empathy, tangibles, 

responsiveness, and reliability. Assurance refers to bank employees’ 

knowledge and courtesy, empathy to the care that employees give to 

customers, and tangibles to the physical environment a bank uses to offer 

services (Parasuraman et al., 1988). These three concepts are inapplicable to 

the MBA context and are ignored in the empirical part of this thesis. Hence, 

only responsiveness and reliability are used due to their usefulness in 

analysing MBA (Jun & Palacios, 2016; Marimon et al., 2012). The former means 

the ability to respond to customer requirements in a timely and flexible way 

(Iberahim et al., 2016), and the latter means the extent to which customers 

believe that new technology can help them perform their tasks consistently 

and accurately (Lee et al., 2003). 

Customer satisfaction is measured in an evaluation process in the after-

purchase phase (Fornell, 1992). It concerns either a specific purchase of 

services or goods, i.e., the specific transaction perspective, or an overall 

consumption experience of services or goods, i.e., the cumulative transaction 

perspective (Anderson et al., 1994). The major difference between these two 

perspectives is that the second pays attention to a customer’s overall 

experience over a period of time. Previous studies have drawn attention to 

customer satisfaction’s role in repurchase intentions (Zhao et al., 2012), 

customer loyalty (Cronin & Taylor, 1992; Rust & Zahorik, 1993), and future 

revenue (Phillips et al., 1983; Shapiro, 1983). Due to this role, Anderson et al. 

(1994) emphasized allocating resources for activities that ensure satisfied 

customers. As in the case of service quality, two approaches can be used to 

measure the satisfaction of customers. The first represents “a function of an 

initial standard and some perceived discrepancy from the initial reference 

point” i.e., “outcomes poorer than expected (a negative disconfirmation) are 

rated below this reference point, whereas those better than expected (a 

positive disconfirmation) are evaluated above the base” (Oliver, 1980, pp. 

460–461), while the second concerns customer perceptions only (Fornell, 1992; 

Tse & Wilton, 1988). This thesis is aligned with the stream of FinTech research 

applying the cumulative transaction perspective and customer perceptions to 

evaluate customer satisfaction (e.g., Yoon, 2010). This enables the 

investigation of YBCs’ satisfaction with their MBAs and requires sending the 

questionnaire only once.  

Loyalty is defined as “a deeply held commitment to rebuy or repatronize 

a preferred product/service consistently in the future, thereby causing 



 

30 

repetitive same brand or same brand-set purchasing, despite situational 

influences and marketing efforts having the potential to cause switching 

behaviour” (Oliver, 1999, p. 34). Cultivating loyalty is a fundamental strategy 

for businesses, and banks are no exception (Liébana-Cabanillas et al., 2017). 

Loyalty fosters the ability to utilize resources properly, since the buying 

behaviour of loyal customers tends to be regular and predictable (Hennig-

Thurau et al., 2001). Moreover, loyal customers will likely pay more because 

either they have lower price elasticities than do non-loyal ones (Reichheld & 

Sasser, 1990) or they perceive unique value (Chaudhuri & Holbrook, 2001). 

Due to loyalty’s role in sustaining relationships with customers (Pullman & 

Gross, 2004) and increasing profits (Baldinger & Rubinson, 1999), several 

attempts have been made to develop advanced loyalty programmes (Masrek 

et al., 2012).  

Previous studies have highlighted two views of loyalty. The first argues 

that loyalty is seen in repurchase behaviour (e.g., Ehrenberg et al., 1990) and 

the second considers loyalty a combination of attitude and behaviour (Dick & 

Basu, 1994). It is worth highlighting that loyalty in the mobile banking context 

has mostly been investigated in terms of repurchase behaviour or intention to 

repurchase (e.g., Aydin & Özer, 2005; Deng et al., 2010; Lin, 2012), while a 

limited number of works have investigated the broader view of loyalty, i.e., 

as a combination of attitude and behaviour (Bandyopadhyay & Martell, 2007; 

Uncles et al., 2003). In this regard, Dick and Basu’s (1994) customer loyalty 

framework offers the possibility of investigating more than just repurchase 

behaviour.(23) The work of Dick and Basu (1994) is a salient framework that 

comprises three main components: antecedents of attitudinal loyalty (i.e., 

cognitive, affective, and conative antecedents), attitudinal/behavioural 

loyalty (meaning that loyalty represents a combination of attitude and 

behaviour), and the consequences of loyalty in terms of search motivation, 

resistance to counter-persuasion, and word of mouth. Regarding word of 

mouth, today it can even be shared electronically, i.e., E-word of mouth.  

It can be noted that researchers do not agree on the loyalty concept. 

Watson et al. (2015) suggested that this lack of consensus depends on a 

systematic discrepancy between the concept and its operationalization. In 

their meta-study of three decades of loyalty research, the authors found wide 

variations in how the concept of loyalty is operationalized and measured. 

Similar reasoning has been articulated by Srinivasan et al. (2002) and Harris 

 

(23) Dick and Basu’s (1994) views of antecedents and consequences are discussed and defined in the first 

article. 
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and Goode (2004). Aware of these differences of opinion, this thesis applies 

Dick and Basu’s (1994) and Oliver’s (1999) conceptualization of loyalty.  

To sum up, previous studies have considered the relationship among the 

four aforementioned variables, i.e., usability, service quality, customer 

satisfaction, and loyalty (Casaló et al., 2008a; Kim et al., 2004), and suggested 

customer satisfaction as a mediating function between usability and service 

quality, on one hand, and loyalty, on the other (Foscht et al., 2009; Lin & Wang, 

2006; Santouridis & Trivellas, 2010; Zeng & Gerritsen, 2014). This thesis 

follows this approach. 

 

2.4.3.2 Concepts of Hofstede model of national culture 

In a work on national cultures and individuals’ thinking in 72 countries, 

Hofstede et al. (2001, p. xix) argued that “people carry ‘mental programs’ that 

are developed in the family in the early childhood and reinforced in schools 

and organizations, and that these mental programs contain a component of 

national culture”. In this regard, they stated that mental programs, i.e., 

software of the mind, are seen as unobservable states(24) that lead to observable 

phenomena such as words or needs, and are divided into three levels: 

universal, collective, and individual. The universal level is the biological 

operating system shared by almost all individuals, such as associative 

behaviour, while the individual level is unique and represents the personality. 

The collective level of a mental program “is shared with some but not all other 

people; it is common to people belonging to a certain group or category, but 

different from people belonging to other groups or categories” (Hofstede et 

al., 2001, p. 2).  

According to Hofstede et al. (2010, p. 6), culture is “the unwritten role of 

the social game. It is the collective programming of the mind that 

distinguishes the members of one group or category of people from others”.(25) 

One possible way to compare cultures is to use the Hofstede model of national 

culture, which comprises six concepts. It is worth noting that utilizing this 

model to investigate the role of cultural concepts in moderating between 

variables has led to distinct insights. For example, Singh and Matsuo (2004) 

utilized the Hofstede model to conduct a content analysis of a sample derived 

 
(24) The term “unobservable” here means that the human naked eye cannot observe mental programs. However, 

Hofstede et al. (2001) emphasized that a mental program is determined by brain cells, so it could be an 

observable state in neuroscience. 
(25) Hofstede et al. (2001, 2010) distinguished between two meanings of culture: the first refers to civilization, 

i.e., a narrow definition of culture, while the second, which they used in their work, articulates culture as social 

phenomenon. 
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from the top 500 US and international companies on the Forbes list, 

concluding that websites likely reflect national cultural values. Moreover, the 

Hofstede model was used to upgrade some dominant FinTech theories, such 

as UTAUT, to investigate whether cultural concepts may act as moderators 

among variables suggested by these theories. Previous research has 

prioritized specific cultural concepts and considered them suitable for 

FinTech solutions. Tam and Oliveira (2019, p. 356) stated that individualism 

and uncertainty avoidance are suitable cultural concepts with which to “deal 

with the issues of system design and user behaviour for specific applications 

of mobile devices”. According to Hofstede-Insights (2021), individualism can 

be defined as “a preference for a loosely-knit social framework in which 

individuals are expected to take care of only themselves and their immediate 

families” and uncertainty avoidance “expresses the degree to which the 

members of a society feel uncomfortable with uncertainty and ambiguity”. 

Hence, the empirical part of this thesis utilizes these two cultural concepts, i.e., 

individualism and uncertainty avoidance. 

 

2.5. Conceptual models  

To answer the main RQs, two conceptual models were developed based on 

the literature review. The first model concerns YBCs’ perceptions of loyalty in 

the MBA context and the second concerns YRIs’ perceptions of initial trust in 

the FRA context. 

The first model is presented in Figure 8. The concepts of usability and 

service quality (i.e., responsiveness and reliability) are considered to 

determine customer satisfaction, which in turn leads to loyalty. The left and 

upper parts of Figure 8 present the loyalty antecedents. To the left are the ones 

suggested by previous studies, i.e., usability, responsiveness, customer 

satisfaction, and reliability. In the upper part are the cognitive, affective, and 

conative antecedents from Dick and Basu’s (1994) framework. Figure 8 also 

features attitudinal and behavioural loyalty as a focus. The model extends the 

investigation to cover loyalty and its suggested consequences. The dotted, 

vertically oriented box indicates the subject of the first article, which applies 

Dick and Basu’s (1994) framework. The solid, horizontally oriented box 

indicates the subject of the second article, which examines the relationships 

between a number of suggested loyalty antecedents and loyalty. 
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The second model is presented in Figure 9. Concepts from trust propensity 

and UTAUT (i.e., performance expectancy, effort expectancy, social influence, 

facilitating conditions, hedonic motivation, and price value), behavioural 

finance (i.e., public information, social media information seeking, and 

decision style), and perceived risk (i.e., financial risk, performance risk, 

security and privacy risk, and social risk) are considered to determine initial 

trust, which in turn leads to behavioural intention to use. The model takes 

account of the role of concepts from Hofstede’s model (2001, 2010) of national 

culture (i.e., individualism and uncertainty avoidance) in moderating 

between trust propensity and initial trust. The left part of Figure 9 presents 

the initial trust antecedents, i.e., trust propensity, UTAUT, behavioural 

finance, and perceived risk. The model extends the investigation to cover 

initial trust and its suggested consequence, i.e., behavioural intention to use. 

The solid upper box indicates the subject of the third article, which examines 

the relationships between a number of suggested initial trust antecedents. The 

dotted lower box indicates the subject of the fourth article, which applies trust 

propensity and UTAUT. 

It is worth highlighting that the two conceptual models include a good 

number of variables and the relations among them, so there was a need to test 

several hypotheses. 
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3. Methodological considerations 

3.1. Overview  

Investigating the opinions of young individuals on various FinTech solutions 

is a challenge given the investigated respondents (e.g., YBCs) and the context 

(e.g., MBAs). Individuals belonging to the younger generation seem to have 

their own vision of reality (Hooghe, 2004), and the context entails difficulties, 

for example, in operationalizing Dick and Basu’s (1994) original framework. 

This framework was not developed in the MBA context, and it is not self-

evident how to measure initial trust in the FRA context. Thus, this thesis 

entails certain methodological considerations, and this chapter presents an 

overview of these considerations, i.e., the construction of social reality, 

deductive reasoning, methods, reliability and validity, and limitations (see 

Figure 10). 

 

 

Figure 10: The frame of the methodological considerations of this thesis. 

 

The construction of 
social reality 

Deductive reasoning

Method (questionnaire, 
sampling, data 

collection and analysis)
Reliability and validity

Limitations
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3.2. The construction of social reality  

Searle’s (1995, 1999) work on the construction of social reality has 

distinguished between natural science and social science, and classified things 

as either observer independent or observer dependent/observer relative. In 

this regard, Searle (1999) stated that things such as mass and voltage are 

observer independent, so they are subject to natural science, while things such 

as money and government are observer dependent or observer relative and 

are subject to social science. Nevertheless, Searle (1999) stressed that the 

“intrinsic intentionality” that establishes observer-dependent phenomena is 

itself observer independent. For example, the fact that a piece of paper is seen 

as money is an observer-dependent phenomenon that relies on individuals’ 

attitudes, which themselves are not observer-relative phenomena. That is, 

consciousness and intentionality are actually observer independent, although 

they give individuals the ability to find observer-dependent phenomena 

(Searle, 1999). 

Regarding ontology and epistemology, Searle (1995, p. 9) was interested in 

determining how an epistemically objective social reality might be constituted 

by an ontologically subjective set of attitudes, and argued that 

the statement “I now have a pain in my lower back” 

reports an epistemically objective fact in the sense that it 

is made true by the existence of an actual fact that is not 

dependent on any stance, attitudes, or opinions of 

observers. However, the phenomenon itself, the actual 

pain, has a subjective mode of existence.  

On one hand, individuals seem to have the capability to form collective 

intentionality; on the other, a person’s individual intentionality derives from 

his/her collective intentionality. In other words, Searle (1995, 1999) 

emphasized that individuals can express their intentionality in the form they 

want. Consider, for example, a football game in which one person acts as a 

striker: the player acts in his/her individual role, which is to make a goal, but 

is also part of the team role, which is to win the match. Searle (1999) concluded 

that whenever people cooperate, they find collective intentionality; similarly, 

whenever people share their thoughts and feelings, they find collective 

intentionality. 

When it comes to collective intentionality, Searle (1995, 1999) emphasized 

the role of institutional facts, which are a subclass of social facts. The latter are 

any facts established by the cooperation of two or more creatures (e.g., hyenas 

hunting a lion) who form collective intentionality, while the former (i.e., 
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institutional facts) require more than sharing physical locations, as seen in the 

case of hyenas intending to hunt a lion. To constitute institutional facts, agents 

such as individuals tend to talk, share thoughts, write, and so forth. Besides 

collective intentionality, Searle (1995, 1999) argued that the assignment of 

function and constitutive rules represent the other elements of social reality. 

The second element of social reality, i.e., the assignment of function, is seen in 

the case of individuals when they use certain objects as tools, such as using 

stones and pieces of wood for digging. It is worth noting that these functions 

are observer dependent, i.e., a certain object is used as a tool only relative to 

individuals who use such a tool.(26) Constitutive rules are the third element of 

social reality. Such rules do more than “regulate”, as these rules constitute the 

institutional facts. Searle (1999, p. 123) referred to playing chess as an example 

of constitutive rules: the rules of playing chess constitute and form the game, 

that is “constitutive rules also regulate, but they do more than regulate, they 

constitute the very activity that they regulate”.  

Searle (1995, 1999) emphasized that institutional facts could not exist in 

isolation from other institutional facts. For example, to accept certain papers 

as money, there is a need for the banking industry, a property ownership 

system, and so forth: money, the banking industry, and property ownership 

are all institutional facts. Searle (1995, 1999) also highlighted the role of 

language and emphasized that language is essential to constitute institutional 

facts: without language, there is no possibility of constituting institutional 

facts such as money or property.  

Overall, according to Searle (1995, p. 6), individual consciousness “is a 

biological, and therefore physical, though of course also mental phenomenon, 

feature of certain higher-level nervous systems, such as human brains and a 

large number of different types of animal brains”. Consciousness gives 

individuals the capability to form intrinsic intentionality that takes the form 

of “we intend”, “we hope”, and so forth. The assignment of function and 

constitutive rules are the other two elements that are required to constitute 

institutional facts, such as money. Moreover, Searle (1995) emphasized the 

role language can play in creating institutional facts, arguing that language is 

not merely a tool for describing, but is partly constitutive of institutional facts. 

Searle (1995, p. 59) also emphasized that “it seems impossible to have 

institutional structures such as money, marriage, governments, and property 

without some form of language”.  

 
(26) When a person visits a museum, he/she sometimes stands a while in front of some ancient tools that 

initially seem odd and meaningless. After a brief presentation from the guide on how ancient societies used 

these tools, the person starts to understand the aim behind using them.  
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In line with Searle’s (1995, 1999) philosophy, it can be argued that the 

loyalty of YBCs to MBAs and the initial trust of YRIs in FRAs are institutional 

facts. These facts have three elements. First, collective intentionality means 

that because there are multiple YBCs and each of them is loyal to his/her MBA, 

they collectively constitute the institutional fact of “loyalty to MBAs”, and a 

similar case is found for initial trust in an FRA. Second, the assignment of 

function is seen in the use of these objects, i.e., MBAs and FRAs. YBCs and 

YRIs use these objects as tools to manage their daily financial transactions, 

plan their investments, and achieve their financial goals and personal dreams. 

Therefore, these objects become part of their personal life and help form 

values that are unique to this generation. These objects represent important 

tools for “being as you want to be”, and these are tools helping the young 

generation have a certain lifestyle, accumulate wealth, and so forth. Last, a 

constitutive rule is represented by the regulations for using MBAs and FRAs. 

For example, the regulations for using FRAs and the procedures followed to 

use this technology constitute the institutional facts that build initial trust in 

the technology itself.  

 

3.3. Deductive reasoning  

According to Searle (1999, p. 157), “when knowledge becomes systematic, and 

especially when systematic knowledge becomes secure to the point that we 

are confident that it is knowledge as opposed to mere opinion, we are more 

inclined to call it ‘science’ and less inclined to call it ‘philosophy’”. This thesis 

attempts to produce systematic knowledge of the MBA and FRA contexts. 

Therefore, in addition to the philosophical position presented in the previous 

section, the thesis follows a strict approach in conducting the empirical part 

of the research.   

Reasoning is a mode of thought that produces a conclusion derived from 

perceptions and assertions (Johnson-Laird, 1999). Previous research has 

mostly utilized deductive and/or inductive reasoning (Sarantakos, 1998), and 

the former is the approach applied here. Deductive reasoning “would be more 

heavily influenced by slower analytic processes that encompass more 

deliberative, and typically more accurate, reasoning” (Heit & Rotello, 2010, p. 

805). It starts from a theory, including previous studies, and thereafter 

condenses it until specific hypotheses are developed (Williamson et al., 2002). 

To adopt deductive reasoning, this thesis applied the hypothetical–deductive 

method. According to Preece (1994, p. 60), this method can be used to test and 

to confirm or reject ideas and is “practically synonymous today with the idea 
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of scientific method”. The scientific method is important because it allows one 

to argue that certain conclusions are true and can be generalized (Johansson, 

2016). 

A hypothesis is a “statement that (i) we are not entirely certain about, and 

(ii) which is used as a premise in inferring empirical consequences” 

(Johansson, 2016, p. 48). Falsification and confirmation are two different ways 

to implement the hypothetical–deductive method. The first attempts to prove 

that a hypothesis is wrong and false, and if the hypothesis “survives the test 

of falsification this does not absolutely prove it is true, but it does increase the 

probability that it is so” (Preece, 1994, p. 61). The second, which is used by this 

thesis, endeavours to confirm a hypothesis. It is worth noting that even if the 

empirical results confirm the hypothesis, room for doubt still exists, and 

“what we eventually can say, at most, is that we have good reasons in 

believing that our hypothesis in correct” (Johansson, 2016, p. 47).  

 

3.4. Method 

Figure 11 shows this thesis’s research method, which consists of four phases: 

questionnaire design, sampling, data collection, and data analysis. 

 
Figure 11: The research phases. 

 

3.4.1. Phase I: Questionnaire design  

In total four questionnaires were developed. The first questionnaire was used 

for the first article (Appendix A), the second for the second article (Appendix 

B), and so forth (appendices C and D). To minimize possible errors, the four 

questionnaires had a short introduction about the purpose of the research, the 

content, expected time needed to answer the questions, and the contact details 

and affiliations of the researchers (cf. Sarantakos, 1998). 

The design of each questionnaire considered the wording of the questions, 

as this “is perhaps the most difficult and important task in developing 

questionnaire items. Improperly worded questions can only result in biased 

or otherwise meaningless responses …. [and] an essential prerequisite for 

developing properly worded questions is to have a clear conceptual idea of 

Questionnaire 
design

Sampling Data collection Data analysis
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just what content is to be measured. It is then important to pretest the 

questions to revise and improve them” (Hoyle et al., 2002, p. 129). Hence, to 

avoid improperly worded questions and to minimize meaningless responses, 

previous reliable studies were examined to select items that served the 

purpose of the articles. Three main criteria were considered when selecting 

these items: (i) the scale itself, (ii) the scope of knowledge of the authors, and 

(iii) the journal where the scale was published. The next step was to 

operationalize the items by utilizing various approaches.  

Regarding the first questionnaire, an issue highlighted by Watson et al. 

(2015) represents a challenge, because the lack of previous empirical studies 

applying Dick and Basu’s (1994) framework raised some difficulties regarding 

operationalization. Also, the operationalization of the usability items of the 

second question raised a similar issue. To solve this issue, two focus group 

interviews were conducted in May 2017 and February 2018 to learn about the 

operationalization of the items of Dick and Basu’s (1994) framework and 

usability in the context under study. These interviews helped to develop 

knowledge of “trends and variances, reasons and causes, through the views 

of the respondents [i.e., the young generation]” (cf. Sarantakos, 1988, p. 182). 

Subsequently, the items were translated from English into Swedish and then 

back-translated into English. In addition, a pilot test was conducted, in which 

the questionnaires were sent to two senior researchers and two YBCs; based 

on their comments, some minor changes were made.  

The items of the preliminary versions of the third and fourth 

questionnaires were adopted from previous studies, and several pilot tests 

were used to ensure that the operationalization of the questionnaires’ items 

was clear to the respondents. Similar to the first and second questionnaires, 

the third and fourth ones were also subject to translation and back-translation. 

These two questionnaires were sent to three Swedish YRIs and two experts in 

the field of study to check their clarity and readability; in a further step, they 

were also sent to five YRIs each in Sweden and Malaysia. These pilot tests 

helped us make additional language revisions and add some clarifications. 

The four questionnaires followed a logical order, starting with 

demographic questions, and then moving on to the studied items. All four 

questionnaires were presented in academic seminars and international 

conferences. The comments received from participants in these events and 

from pilot testers were helpful in eliminating long and unclear items, and in 

ensuring the use of correct and clear language. In addition, to ensure that 

common method bias was not an issue, Harman’s single-factor score was 
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calculated in the first two articles (cf. Podsakoff et al., 2003), which were also 

subject to confirmatory factor analysis (CFA).  

 

3.4.2. Phase II: Sampling 

Sampling is used to select some members of certain populations with the aim 

of reaching a conclusion about the whole population (Hoyle et al., 2002). Two 

populations are YBCs and YRIs in Sweden, i.e., YBCs were utilized to conduct 

the MBA studies and YRIs to conduct the FRA studies. Previous studies 

investigating bank customers (e.g., Wahlberg et al., 2016) or retail investors 

(e.g., Schmittmann et al., 2015) utilized purposive sampling by sending the 

questionnaire to these customers or investors via their banks. Purposive 

sampling is seen as “as randomly selecting units without replacement from 

the particular section of the population believed to yield samples that will give 

the best estimate of the population parameter of interest” (Guarte & Barrios, 

2006, p. 278). As in previous studies (e.g., Strandberg et al., 2012), the plan was 

to send the first and second questionnaires to bank customers in Sweden, so 

the RQs and ideas of the first two articles were presented to a responsible 

person at one of the three largest banks in Sweden. However, for bank security 

reasons, the required approval was not obtained.  

Regarding the third questionnaire, several emails and letters were sent to 

investment companies in Sweden and Malaysia, and even though some of 

these companies were interested in the RQs, none of them offered an 

opportunity to send the questionnaire to their clients. An attempt was also 

made to contact an association that focuses on the young generation and 

investments in Sweden. The RQs and ideas for the third and fourth articles 

were also presented to several regional and national members of the board of 

directors of the association. However, no approval to send the questionnaire 

was granted. Other purposive sampling techniques were therefore used to 

send these questionnaires to the proper respondents.  

In the next attempt, this thesis followed the recommendation of Hoyle et 

al. (2002, p. 187), who argued that “a common strategy of purposive sampling 

is to pick cases that are judged to be typical of the population in which we are 

interested, assuming that errors of judgment in the selection will tend to 

counter balance one another” and “with good judgment and an appropriate 

strategy, we can handpick the case to be included and thus develop samples 

that are satisfactory in relation to our needs”. Hence, the choice was to select 

students in one university in the Mid-Sweden region. Three criteria were used 

when considering someone’s eligibility to respond to these questionnaires: 

having a bank account in Sweden, being 18–29 years old, and having 
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experience in using MBAs for at least one year. Similarly, the third 

questionnaire was sent to university students in both Sweden and Malaysia. 

To ensure that young individuals who might be potential YRIs were reached, 

only responses from those aged 18–29 years were analysed.  

It must be noted that the fourth article has the aim of investigating the RQs 

about how the moderating role of the cultural variables influences the 

relationship between trust propensity and initial trust in FRAs. Therefore, 

purposive sampling of a university student population might not be 

appropriate. Investigating cultural variables led to the decision to send the 

fourth questionnaire to YRIs in different geographical locations. A different 

sampling technique, i.e., random sampling, was therefore used in selecting 

respondents to complete the fourth questionnaire, compared with the other 

questionnaires. The fourth sample was a group of YRIs aged 18–29 years who 

had up to one year of experience in using FRAs. Moreover, the respondents 

had to meet at least one of the following criteria: had experience in (i) in 

buying/selling bonds/stocks or other financial instruments, (ii) managing a 

savings account to eventually buy a property, or (iii) planning to invest soon. 
 

3.4.3. Phase III: Data collection 

The data collection process took the confidentiality of the collected data into 

account, so online questionnaire software upholding the General Data 

Protection Regulation (www.eugdpr.org) was used (cf. Grinyer, 2009).  

Questionnaires are considered suitable for studying attitude- and 

behaviour-related matters (Boynton and Greenhalgh, 2004), to allow the 

respondents to answer the questions at their preferred time, and to eliminate 

bias and errors that might arise when other methods are used, such as 

interviews (Sarantakos, 1988). Other aims were to minimize the negative 

effect on the environment by not wasting paper and to collect the data at a 

reasonable cost (cf. Schuldt & Totten, 1994). Nevertheless, using 

questionnaires in collecting data resulted in some issues, which are discussed 

in the section addressing limitations. 

To be consistent with the timeline of the thesis, the four questionnaires 

were sent at various times. The first and second questionnaires were sent to 

500 Swedish university students in October 2018 (a reminder was sent a 

month later) and the response rate was 29.2%. The third questionnaire was 

sent in October 2020 (a reminder was sent a month later) to 202 university 

students in Sweden and 352 university students in Malaysia; the response 

rates were 57% and 86%, respectively. The fourth questionnaire was sent in 

February 2021 and March 2021 to respondents in Sweden and Malaysia; 
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subsequently, valid responses were received from 204 Swedish YRIs and 183 

Malaysian YRIs. In line with Lim et al. (2013), comparisons were made 

between the first and second response waves in each of the studies. The results 

indicate no significant differences in the responses before and after the 

reminders.       

 To ensure that the right respondents received the questionnaires, four 

screening questions had to be answered before a potential respondent could 

complete the questionnaire. The screening questions are presented in 

Appendix E.  

 

3.4.4. Phase IV: Data analysis  

The thesis utilized two approaches to structural equation modelling: 

covariance-based structural equation modelling (CB-SEM) (see Jöreskog, 1973) 

and partial least squares structural equation modelling (PLS-SEM) (see 

Lohmöller, 1989; Wold, 1982, 1985). Although these two approaches start from 

the same set of theoretical and measurement equations, they differ in how 

they deal with parameter estimations (Reinartz et al., 2009). CB-SEM uses the 

covariance matrix to estimate the model parameters, while PLS-SEM uses the 

total variance to estimate the model parameters (Hair et al., 2019).(27) 

The first and second articles used CB-SEM analysis and the third and 

fourth articles used PLS-SEM. CB-SEM “assumes that the variance of a set of 

indicators can be perfectly explained by the existence of one unobserved 

variable … and individual random error” (Sarstedt et al., 2016, p. 4002). This 

approach “focuses on estimating a set of model parameters so that the 

theoretical covariance matrix implied by the system of structural equations is 

as close as possible to the empirical covariance matrix observed within the 

estimation sample” (Reinartz et al., 2009, p. 332). In contrast, PLS-SEM works 

to maximize the explained variance of the endogenous constructs (Ghasemy 

et al., 2020). 

The first and second articles focused on loyalty’s antecedents (e.g., 

usability) and consequences (e.g., word of mouth). As mentioned earlier, due 

to recent changes in the MBA context, several questions have been raised 

necessitating further study of the relationship between the antecedents and 

consequences of loyalty in the MBA context (Sharma & Sharma, 2019; Tam & 

Oliveira, 2017). CB-SEM is a robust statistical analysis method that confirms 

 

(27) The differences between these two approaches are not of interest here, so they are considered only briefly. 

These differences have been discussed in several studies (e.g., Sarstedt et al., 2016). 
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theoretically assumed relationships, making the choice of this statistical 

analysis reasonable (Hair et al., 2019; Reinartz et al., 2009). 

The third and fourth articles focused on initial trust’s antecedents (e.g., 

perceived risk) and consequences (e.g., behavioural intention). The third 

article used the theories of perceived risk and behavioural finance to develop 

a conceptual model of initial trust in FRAs, and the fourth article extended an 

established theory, i.e., UTAUT, to investigate initial trust in the context of 

FRAs. In other words, these two articles have attempted to expand the scope 

of the aforementioned theories to encompass initial trust. PLS-SEM thus 

seemed to be a good choice due to its robustness in “exploring theoretical 

extensions of established theories” (Hair et al., 2019, p. 5). 

 

3.4.4.1. Covariance-based structural equation modelling 

For the purposes of the first two articles, this thesis applied CFA and CB-SEM 

using LISREL 9.30. Exploratory factor analysis (EFA) was also conducted for 

the first article. However, before conducting any of these analyses, outliers 

and normality were tested for.  

In line with previous studies (Hoaglin et al., 1986; Hoaglin & Iglewicz, 1987; 

Tukey, 1977), this thesis utilized the threshold of 2.2 as the multiplier with 

which to identify outliers (see equation [1]). To resolve the few cases that were 

not within the upper and lower thresholds, the thesis utilized the Winsorizing 

method, i.e., replacing cases exceeding the upper or lower thresholds with the 

threshold values. 

 

Upper threshold = Q3 + [2.2 (Q3 – Q1)], lower threshold = Q1 – [2.2 (Q3 – Q1)] 
 

[Eq. 1]: Upper and lower threshold equations (Q = quartile) 

 

 

Multivariate normality was applied to check the normality of the distribution. 

From a practical point of view, the assumption of multivariate normal data 

distribution is rarely satisfied (Jöreskog & Sörbom, 2004). Hence, this thesis 

followed the suggestions of previous studies and utilized robust maximum 

likelihood (RML) estimation, which is considered robust to violations of 

normality (Hair et al., 2019; Hayton et al., 2004).  

The next step was to conduct the EFA (RML and varimax rotation), which 

is a helpful analysis for “reaching a more parsimonious understanding of 

measured variables by determining the number and nature of common 

factors needed to account for the patterns of observed correlations” (Hayton 

et al., 2004, p. 191). Following the recommendations of Hair et al. (2014) and 
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Kaiser (1974), three statistical analyses were conducted to identify whether 

the data were suitable for EFA. SPSS 25 was used to test for determinant 

>0.00001, Kaiser–Meyer–Olkin >0.5, and the significance of Bartlett’s 

sphericity result, i.e., p < 0.05. In addition, Cronbach’s alpha was calculated to 

check the internal consistency (cf. Bagozzi & Yi, 1988). Subsequently, CFA was 

conducted to check the measurement model (Jöreskog et al., 2016), refine it by 

eliminating some factors (Jöreskog & Sörbom, 1993), and calculate the 

reliability and validity indicators, which will be discussed in section 3.6. Fit 

indices suggestion by Westland (2015) were used to evaluate the 

measurement model. According to Table 4, the 𝒳2/df should be lower than 2 

and the root mean square error of approximation needs to be equal to or less 

than 0.08 while the four other indicators need to equal at least 0.9. The final 

step was to conduct CB-SEM to test the relationships between the latent 

variables and to test the hypotheses associated with the first and second 

articles; the detailed results are reported in these two articles.  

 

Table 4: Recommended values of the measurement model 

 𝒳2/df  <2 

 Root mean square error of approximation  ≤0.08 

 Goodness of fit index  ≥0.9 

 Normed fit index  ≥0.9 

 Non-normed fit index  ≥0.9 

 Comparative fit index  ≥0.9 

 

3.4.4.2. Partial least squares structural equation modelling 

PLS-SEM was used to analyse the data of the last two articles using two 

different software packages, i.e., smartPLS and R language, respectively. The 

analyse started with a measurement model to justify the relationships 

between observed and latent variables. Subsequently, PLS-SEM was 

conducted to test the hypothesis. Since PLS-SEM is a nonparametric approach, 

the bootstrapping technique was used to test parameter significance and 

conclude the confidence intervals (cf. Ghasemy et al., 2020; Hair et al., 2019). 

The third article applied multi-group data analysis to compare the data 

collected from the Swedish and Malaysian samples. To conduct multi-group 

data analysis, three statistical analyses were conducted: configural invariance 

assessment, establishment of compositional invariance assessment, and 

assessment of equal means and variances (Henseler et al., 2016).   

The fourth article used the moderating analysis to check the moderating 

role of the cultural variables. In this regard, the dichotomization technique of 
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Henseler and Georg (2010) was applied. Measures higher than average were 

considered “high” and assigned a value of 1, while measures lower than 

average were considered “low” and assigned a value of 0, i.e., the moderating 

variable was classified as either “high” or “low”. This technique converted the 

moderating variables to binary ones and enabled use of a linear regression 

model, as equation [2] indicates. 

 

𝛾 =  𝛽0 + 𝛽1 𝑋1 +  𝛽2 𝑋2 +  𝛽3 𝑋1 𝑋2        

[Eq. 2]: 𝛾 = dependent variable, 𝛽0 = intercept, and 𝛽1, 𝛽2, and β3 represent the slopes of X1, X2, and 

X1X2, respectively.  

 

3.5. Reliability and validity 

Concepts such as loyalty and initial trust are seen as “conceptual terms but 

cannot be directly measured” (Hair et al., 2014, p. 543). Latent variables 

represent these concepts that cannot be measured directly but can be 

represented by other measurable variables, i.e., be observed. This is illustrated 

in Figure 12. 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 12: Latent variable and observed variables (Q1, Q2, and Q3). 

 

Latent variable 

Q1 Q2 Q3 
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3.5.1. Scale reliability 

Reliability concerns whether the instrument used is stable, precise,, and 

produces consistent results (Olivari et al., 2013; Thanasegaran, 2009). This 

thesis used various methods to ensure that the four articles meet the 

suggested reliability thresholds.  

Considering the reliability of the first article, Cronbach’s alpha and 

composite reliability (CR) were tested. Cronbach’s alpha justified the internal 

consistency and CR evaluated the reliability of the observed variables 

representing the latent variables (Hair et al., 2014). The results indicated that 

the coefficient of Cronbach’s alpha was >0.7 and that the CR value was >0.6, 

reaching the most recommended reliability levels (Bagozzi & Yi, 1988; Hair et 

al., 2014). The second article tested the internal consistency with CR and 

utilized squared multiple correlations to assess the reliability of the observed 

variables in relation to the latent variables (cf. Schreiber et al., 2006). The 

results of squared multiple correlations were acceptable for all the observed 

variables (>0.5), except for two observed variables associated with two 

different latent variables, the first being 0.48 and the second 0.44. The latent 

variables had CR values >0.6. Since the empirical results indicated that all 

other measurements of these two observed variables were acceptable, they 

were not deleted (cf. Kuo et al., 2009).  

Similar to the first article, the third article used Cronbach’s alpha and CR, 

and the values of these two measures reached the recommended levels. The 

fourth article utilized Goldstein’s Rho >0.7 and Cronbach’s alpha >0.7, and all 

values met the suggested ones. Only one observed variable had a moderate 

Cronbach’s alpha of 0.63, i.e., >0.6 (cf. Hinton et al., 2004), but showed a 

sufficient value of Goldstein’s Rho, i.e., equal to 0.8, and was therefore kept. 

 

3.5.2. Validity  

Validity is the capability of an instrument to measure a latent variable 

properly (Olivari et al., 2013). Convergent validity and discriminant validity 

were tested to ensure validity. The former shows whether the observed 

variables of a certain latent variable have a high proportion of variance in 

common, and the latter refers to the degree to which a latent variable is 

distinct from other latent variables in terms of (i) how much it correlates with 

other latent variables and (ii) how distinctly it captures only this single latent 

variable (Hair et al., 2014). The first article reported all factor loadings above 

the threshold >0.6 (Hatcher, 1994), t-values >2 (Westland, 2015), and CR >0.6 

(Bagozzi & Yi, 1988; Hair et al., 2014). In addition to the last two measures, i.e., 
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t-values >2 and CR >0.6, the second article checked the average percentage of 

variation explained among the observed variables of the latent variable, i.e., 

average variance extracted (AVE) (Hair et al., 2014), and reported AVE >0.5 

(Fornell & Larcker, 1981). Taken together, convergent validity was not an 

issue for the first and second articles. Similarly, discriminant validity was 

acceptable in these two articles due to the results for confidence intervals 

(±two standard errors) around the standardized factor loading to assess 

discriminant validity (Anderson & Gerbing, 1988; Söderberg et al., 2014). The 

remaining articles followed the suggestion of Hair et al. (2019) regarding 

convergent and discriminant validity for PLS-SEM. Thus, AVE and the 

heterotrait–monotrait (HTMT) ratio were tested. The results indicated that 

AVE > 0.5 and HTMT < 0.85, meaning that convergent and discriminant 

validity were both acceptable. Other validity measures, i.e., factor loadings 

>0.6 and CR >0.6, were reported and met the suggested thresholds (Bagozzi & 

Yi, 1988; Hair et al., 2014). 

 

3.6. Limitations 

Similar to any research, this thesis has methodological limitations. The 

collected data for the first, second, and third articles refer to university 

students, while the fourth article utilized data from various locations in 

Sweden and Malaysia. Although student samples are common in business 

studies (Goodman & Paolacci, 2017), it should be emphasized that not all 

YBCs and YRIs are university students. Therefore, issues related to 

generalizing need to be addressed (Bilgihan, 2016; Shim et al., 2010). The 

results of the first three articles are seen as particularistic, and can therefore 

help in concluding whether a given population constitutes either YBCs or 

YRIs in Sweden or other similar countries. Nevertheless, utilizing cross-

sectional data based on responses from university students is common in both 

the MBA context (Malaquias & Hwang, 2016) and the FRA context (Oehler et 

al., 2021). 

The fourth article can lead to universalistic results. In addition to the 

conclusion regarding YBCs and YRIs, the results might be extended to other 

populations such as young insurance company customers (cf. Hoyle et al., 

2002). Moreover, this thesis utilized cross-sectional data, which might impose 

some biases such as those related to the time when the questionnaires were 

sent to respondents. The 146-respondent sample of the first and second 

articles might represent another limitation, being smaller than the 

recommended threshold of 200 for CB-SEM (Westland, 2015). However, 
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although researchers have argued that 200 responses are the acceptable 

threshold, this should not be seen as an immutable rule. Several factors might 

determine the sample size, including the complexity of the model (Dash & 

Paul, 2021) and the number of items included in the questionnaire. It was also 

concluded that higher loadings of the observed variables on the latent 

variables would mitigate the negative effect of a small sample size (Reinartz 

et al., 2009). It is worth noting that the conceptual framework of the first and 

second articles is not complex (note the dotted and solid boxes in Figure 8), 

and empirical investigation showed a high factor loading for the observed 

variables on the latent ones. Moreover, the sample size of these two articles, 

i.e., 146, is larger than the minimum threshold, i.e., 100 (cf. Boomsma, 1985), 

and in the range of 30–460 (cf. Wolf et al., 2013). Therefore, it might be argued 

that the size of this sample is not a fatal issue.  

When it comes to the moderating cultural variables, Seiler and Fanenbruck 

(2021, p. 12) argued that research on “robo advisors focuses on single-country 

studies. Thus, international studies across countries might help to foster our 

understanding of the cultural differences and determinants”. In a similar vein, 

recent studies have called for investigation of FRA-related issues in various 

cultures (Bhatia et al., 2021; Gan et al., 2021). Conducting the research for the 

third and fourth articles in two countries, i.e., Sweden and Malaysia, thus 

enabled this thesis to respond to these recent calls. Nevertheless, since the 

research for the first and second articles was conducted only in Sweden, the 

results collected from respondents in Sweden cannot be compared with those 

from another country.   

Using questionnaires also entails some limitations. In this section, two of 

these limitations will be addressed. First, due to the lack of opportunity to 

persuade the respondents to complete the questionnaire, the response rate is 

seen as a concern with this method (Sarantakos, 1998). Previous studies 

investigating the issue of electronic questionnaires concluded that the 

response rate when using such a method will likely be lower than for 

traditional questionnaires (e.g., Fan & Yan, 2010; Ranchhod & Zhou, 2001; 

Schuldt & Totten, 1994). In this case, the response rate of the first and second 

questionnaires was 29.2%; in contrast, the response rates for the third 

questionnaire were 57% and 86% in Sweden and Malaysia, respectively. One 

potential reason for the different response rates between the first and second 

questionnaires, on one hand, and the third questionnaire, on the other, is 

related to the topic under study. FRAs are of interest to the young generation 

(D’Acunto & Rossi, 2020) and might attract their attention more than would 

MBAs. In other words, the topic itself, i.e., FRAs, represents an incentive to 
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the respondents, especially for those interested in investments. In addition, 

the period when these two questionnaires were sent out might shed light on 

the different response rates. The third questionnaire was sent during the 

lockdown period when individuals had to stay at home. Therefore, YRIs who 

received this questionnaire had more time to complete it. The second 

limitation of using a questionnaire is operationalization. As highlighted in 

section 3.4.1, item operationalization requires a sophisticated plan to 

minimize any possible errors or meaningless responses. In this regard, the 

questionnaires were formulated based on previous studies, and two 

techniques were utilized in this, i.e., pilot tests and focus group interviews. 

Unlike the first, second, and third questionnaires, which were sent to 

university students, the fourth questionnaire was sent to actual YRIs by 

recruiting two survey firms. In line with the suggested sample size for 

structural equation modelling, 200 responses were targeted (cf. Dash & Paul, 

2021; Hair et al., 2019; Reinartz et al., 2009). The questionnaire was open until 

this threshold was met. However, some responses from Malaysia were invalid 

and eliminated from the study. The final sample size was as reported in the 

manuscript, i.e., 183 Malaysians and 204 Swedes submitted completed 

questionnaires. In this case it is not possible to report the response rate.  
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4. Overview of the four articles 
This section presents an overview of each of the four articles included in the 

thesis. The overviews summarize the articles’ purposes, frames of reference, 

methods, samples, data analyses, findings, and main contributions. The full 

articles are attached at the end of the thesis.  

 

4.1. Article 1: Overview  

The article “Mobile bank applications: Antecedents and consequences of YBC 

loyalty” challenges Dick and Basu’s (1994) conceptual framework for 

customer loyalty in the MBA context, and tests it according to YBC 

perceptions. An overview of the article is presented in Table 5. 

 
Table 5: An overview of article 1 
 

 

The theoretical framework presents definitions of Dick and Basu’s (1994) 

original concepts, and the point of departure was to review the framework in 

light of studies in banking and other related areas and to develop a framework 

for customer loyalty applied in the context under study. The article utilized 

previous studies and focus group interviews to develop the questionnaire (see 

Purpose The purpose is to investigate YBC perceptions of the relationships 

between cognitive, affective, and conative antecedents, on one hand, 

and attitudinal and behavioural loyalty to MBAs, on the other. Also, 

the article investigates the relationships between loyalty and its 

consequences (i.e., word of mouth, E-word of mouth, consumer 

information search, and resistance to counter persuasion). 

Frame of reference The article uses Dick and Basu’s (1994) framework for customer loyalty, 

and studies from banking and other related areas. 

Method, sample, and 

data analysis 

The article used a questionnaire for data collection. The sample was 

YBCs in the Mid Sweden region. Exploratory factor analysis, 

confirmatory factor analysis, and covariance-based structural equation 

modelling were used to analyse the data. 

Findings The results show that one affective attribute (i.e., satisfaction) and one 

conative attribute (i.e., expectation) merged to form a customer 

satisfaction mediator between cognitive antecedents and loyalty. 

Main contribution The article contributes by improving our knowledge of the 

relationships between cognitive antecedents, customer satisfaction, 

and loyalty in the MBA context. 
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Appendix A). An electronic version of the questionnaire was sent to 500 YBCs, 

and 146 responses were collected. 

The first step in analysing the data was EFA (RML with varimax rotation). 

Three tests were first conducted to ensure that the data were appropriate. 

Neither multicollinearity nor sampling adequacy was an issue in this case. The 

Bartlett’s sphericity result was significant at p < 0.05 (cf. Pallant, 2007), meaning 

that the data were useful for the factor analysis. In a further step, CFA and CB-

SEM were conducted to test the developed theoretical framework. 

The empirical results did not support the framework. Instead, it was 

concluded that customer satisfaction acts as a mediator between cognitive 

antecedents and loyalty. The results further emphasized that loyalty has 

dyadic dimensions in terms of attitudinal and behavioural aspects. The 

assumptions that switching costs and word of mouth (including E-word of 

mouth) are related to loyalty were not supported. Overall, it was concluded 

that cognitive antecedents are significantly related to customer satisfaction 

and indirectly related to loyalty in the MBA context, as indicated in Figure 13. 

 

 
 
Figure 13: Cognitive antecedent model of YBC loyalty to MBAs. 

 

4.2. Article 2: Overview  

The article “Mobile bank applications: Loyalty of YBCs” addresses the 

relationship between usability, the service quality concepts (i.e., 

responsiveness and reliability), and customer satisfaction, on one hand, and 

loyalty, on the other. An overview of the article is presented in Table 6. 

 

 

 

 

 

 

 

 

 

Cognitive antecedents Customer satisfaction Loyalty
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Table 6: An overview of article 2 

 

The article reviewed the literature to find potential antecedents of loyalty 

applicable in the MBA context. Based on previous studies, a research model 

including eight hypotheses (H1–H8) was developed. 

To test the hypotheses, a questionnaire was used (see Appendix B). Two 

focus group interviews were conducted to ensure the quality of the 

questionnaire, and 146 completed responses (of 500) were received and 

analysed. CFA was employed to assess the measurement model (cf. Westland, 

2015) and CB-SEM was employed to test the hypotheses. 

The empirical results indicated that the “usability hypotheses” (H1–H3) 

were supported: 

H1: The higher the usability, the higher the responsiveness is likely to be. 

H2: The higher the usability, the higher the customer satisfaction is likely to 

be. 

H3: The higher the usability, the higher the reliability is likely to be. 

Moreover, two additional hypotheses (H6 and H7) were supported: 

H6: The higher the responsiveness, the higher the loyalty is likely to be. 

H7: The higher the customer satisfaction, the higher the loyalty is likely to be. 

However, the remaining hypotheses (H4, H5, and H8) were not supported: 

Purpose The purpose is to investigate how YBCs perceive the relationships 

between several loyalty antecedents (i.e., usability, responsiveness, 

reliability, and customer satisfaction) and loyalty in the MBA context. 

Frame of reference In light of studies from banking and other related areas, a research 

model was developed, including antecedents of loyalty and their 

relationships with loyalty. Eight hypotheses were developed.  

Method, sample, 

and data analysis 

The sample was YBCs in the Mid Sweden region. Confirmatory factor 

analysis and covariance-based structural equation modelling were used to 

analyse questionnaire data.  

Findings The article finds that usability is directly related to customer 

satisfaction and indirectly related to loyalty. 

Main contribution The article contributes by improving our knowledge of the 

relationships between usability and customer satisfaction, on one hand, 

and loyalty, on the other, in the MBA context. 
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H4: The higher the responsiveness, the higher the customer satisfaction is 

likely to be. 

H5: The higher the reliability, the higher the customer satisfaction is likely to 

be. 

H8: The higher the reliability, the higher the loyalty is likely to be. 

 

Overall, the article concluded that usability is significantly related to 

responsiveness and reliability (i.e., the service quality concepts under study) 

and customer satisfaction, and indirectly related to loyalty through 

responsiveness and customer satisfaction (see Figure 14). 

 

 
 

Figure 14: Usability–loyalty model of YBC loyalty to MBAs. 

 

4.3. Article 3: Overview  

The article “No trust, no use: How young retail investors build initial trust in 

financial robo-advisors” explores how perceived risk (i.e., financial, 

performance, security and privacy, and social risks), information (i.e., amount 

of public information and social media information-seeking), and decision 

style (i.e., rational vs. intuitive), are related to initial trust, and how initial trust 

is related to behavioural intention to use FRAs. An overview of the article is 

presented in Table 7. 

  

Usability Customer satisfaction Loyalty
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Table 7: An overview of article 3 

In light of theories of perceived risk and behavioural finance, the article 

identifies potential antecedents of initial trust applicable in the FRA context. 

A research model including nine hypotheses (H1–H9) was developed. 

A questionnaire was sent to 202 and 352 university students in Sweden 

and Malaysia, respectively; later, 116 and 289 completed responses were 

received. PLS-SEM (cf. Ringle et al., 2005) was employed to assess the 

measurement model and to test the hypotheses. Multi-group data analysis 

was used to compare the data collected from the two samples, i.e., the 

Swedish and Malaysian respondents. 

Purpose 
The article aims to investigate YRI perceptions of the relationships 

between perceived risk, information (i.e., public information and 

social media information seeking), and decision style (i.e., rational vs 

intuitive), on one hand, and YRI’s initial trust in FRAs, on the other. 

The article also highlights on the relationship between initial trust 

and behavioural intention to use FRAs. 

Frame of reference 
In light of theories of perceived risk and behavioural finance, a 

conceptual model of retail investors’ initial trust in FRAs was 

developed. This model includes antecedents of initial trust, i.e., 

perceived risk (i.e., financial, performance, security and privacy, and 

social risks), information (i.e., amount of public information and social 

media information-seeking), and decision style (i.e., rational vs. 

intuitive), and their relationships with initial trust. Nine hypotheses 

were developed.  

Method, sample, 

and data analysis 

The article used a questionnaire for data collection. The sample was 

YRIs aged 18–29 years in Sweden and Malaysia. Partial least squares 

structural equation modelling was used to analyse the data.  

Findings 
The results indicate that amount of public information, social media 

information-seeking, and a rational decision style are significantly 

related to initial trust in FRAs, which in turn is significantly and 

positively related to the behavioural intention to use this technology. 

However, none of the studied risks significantly affects the initial trust 

in FRAs. Due to the YRIs’ similar lifestyles – such as listening to music 

via Spotify, watching movies via Netflix, and chatting via WhatsApp 

– the relationships between the determinants and initial trust seem 

unaffected by YRIs’ locations. However, YRIs’ action plans, i.e., 

behavioural intention to use FRAs, seem to differ between the 

respondents from Sweden and Malaysia. 

Main contribution 
The article contributes by improving our knowledge of the 

relationships between information and decision style, on one hand, 

and initial trust, on the other, in the FRA context. 
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The empirical results indicated that the “perceived risk hypotheses” (H1–

H4) were not supported: 

H1: The higher the financial risk, the lower the initial trust in FRAs. 

H2: The higher the performance risk, the lower the initial trust in FRAs. 

H3: The higher the security and privacy risks, the lower the initial trust in 

FRAs. 

H4: The higher the social risk, the lower the initial trust in FRAs. 

However, the remaining hypotheses (H5–H9) were supported:  

H5: The higher amount of public information YRIs receive, the higher their 

initial trust in FRAs. 

H6: The greater the social media information-seeking conducted by YRIs, the 

higher their initial trust in FRAs. 

H7: There is a significant relationship between a rational decision style and 

initial trust in FRAs. 

H8: There is no significant relationship between an intuitive decision style 

and initial trust in FRAs. 

H9: The higher the initial trust in FRAs, the higher the behavioural intention 

to use FRAs. 

 

The article concluded that public information, social media information-

seeking, and a rational decision style are significantly related to initial trust in 

FRAs. As shown in Figure 15, information was found to be directly related to 

the initial trust, which in turn addresses the behavioural intention to use FRA. 

 

 
 

Figure 15: Information model of YRI initial trust in FRAs. 

 

4.4. Article 4: Overview  

The article “One size does not fit all: Young retail investors’ initial trust in 

financial robo-advisors” addresses the relationship between trust propensity, 

performance expectancy, effort expectancy, social influence, facilitating 

conditions, hedonic motivation, and price, on one hand, and initial trust, on 

Information Inital trust
Behavioural intention to 

use FRAs
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the other. The moderating role of two cultural variables was also investigated. 

An overview of the article is presented in Table 8. 

 
Table 8: An overview of article 4 

 

Based on the initial trust literature and UTAUT, a conceptual model of initial 

trust in FRAs was developed. The model had ten hypotheses (H1–H10). 

Subsequently, a questionnaire was developed. A pilot study was conducted to 

minimize any possible error, and 204 Swedes YRIs and 183 Malaysian YRIs 

submitted valid responses. PLS-SEM (cf. Monecke & Leisch, 2012) was 

utilized to assess the measurement model and to test the hypotheses. 

Moderating analysis was used to identify the role of the cultural variables 

individualism and uncertainty avoidance (cf. Henseler & Fassott, 2010). 

  

The empirical results indicated that hypotheses H1, H4, H5, and H9 were 

supported in Sweden and Malaysia:  

H1: There is a positive relationship between trust propensity and initial trust 

in FRAs. 

Purpose 
The article aims to investigate how YRIs perceive the relationships 

between the trust propensity and technological features, on one hand, 

and initial trust in FRAs, on the other. The article also focuses on the 

moderating role of cultural variables in the relationship between trust 

propensity and initial trust in FRAs, and in the relationship between 

initial trust and behavioural intention to use FRAs. 

Frame of reference 
Based on the initial trust perspective and the unified theory of 

acceptance and use of technology, this article develops a conceptual 

model of YRIs’ initial trust in FRAs. The model also considers the role 

of two cultural variables (i.e., individualism and uncertainty 

avoidance) in moderating between trust propensity and initial trust.  

Method, sample 

and data analysis 

The article used a questionnaire for data collection. The sample was 

YRIs aged 18–29 years in Sweden and Malaysia. Partial least squares 

structural equation modelling was used to analyse the data.  

Findings 
The results indicate that trust propensity, performance expectancy, 

and hedonic motivation influence initial trust in FRAs, which in turn 

drives behavioural intention to use this technology. 

Main contribution 
The article contributes by improving our knowledge of the 

relationship between technological features and initial trust in the 

FRA context. The results shed light on the role of cultural variables in 

moderating between trust propensity and initial trust in FRAs. 
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H4: There is a positive relationship between initial trust in FRAs and 

behavioural intention to use the technology.  

H5: There is a positive relationship between performance expectancy and the 

initial trust in FRAs. 

H9: There is a positive relationship between hedonic motivation and initial 

trust in FRAs. 

Hypotheses H3A, H8, and H10 were supported only in Sweden: 

H3A: The uncertainty avoidance dimension moderates trust propensity and 

initial trust in FRAs. 

H8: There is a positive relationship between facilitating conditions and initial 

trust in FRAs. 

H10: There is a positive relationship between price value and initial trust in 

FRAs. 

Hypotheses H2A, H6, and H7 were supported only in Malaysia: 

H2A: The individualism dimension moderates trust propensity and initial 

trust in FRAs. 

H6: There is a positive relationship between effort expectancy and initial trust 

in FRAs. 

H7: There is a positive relationship between social influence and initial trust 

in FRAs. 

Hypotheses H2B and H3B were rejected in both Sweden and Malaysia:  

H2B: There is a positive relationship between individualism and initial trust 

in FRAs. 

H3B: There is a positive relationship between uncertainty avoidance and 

initial trust in FRAs. 

 

    The article concluded by identifying three cross-cultural antecedents of 

initial trust in FRAs: trust propensity, performance expectancy, and hedonic 

motivation, and emphasizing the relationships between initial trust and the 

intention to use FRAs (see Figure 16). 

 

 
 

Figure 16: Trust propensity model of YRI initial trust in FRAs.  

Trust propensity, 
performance 

expectancy, and 
hedonic  motivation

Inital trust
Behavioural intention 

to use FRAs 
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5. Concluding discussion 

5.1. Main findings   

This thesis addressed four RQs, two concerning the loyalty of Swedish YBCs 

to MBAs, and two concerning the initial trust of Swedish and Malaysian YRIs 

in FRAs. The four articles investigated these RQs and, based on the empirical 

investigations, some conclusions were made. The RQs are presented below 

together with their summarized answers. 

 

➢ RQ 1a: How do YBCs perceive the relationships between the cognitive, 

affective, and conative antecedents and loyalty in the MBA context? 

Customer satisfaction emerges from both affective and conative 

antecedents. The YBCs perceived that cognitive antecedents are directly 

and significantly related to their satisfaction, which in turn is directly and 

significantly related to their loyalty to MBAs. 

 

➢ RQ 1b: How do YBCs perceive the relationships between loyalty and the 

consequences of loyalty in the MBA context? 

Loyalty has a dual nature, i.e., attitudinal and behavioural. 

Nevertheless, in contrast to Dick and Basu’s (1994) framework, the 

results did not support the relationship between loyalty and the 

assumed consequences. 

 

➢ RQ 2a: How do YRIs perceive the relationships between perceived risk, 

information, and decision style, respectively, and initial trust in the FRA 

context, and how does initial trust relate to the behavioural intention to 

use FRAs? 

The amount of public information, social media information-

seeking, and a rational decision style are significantly related to initial 

trust in FRAs. However, no significant relationships – as hypothesized – 

were found between perceived risk and a rational decision style, on one 

hand, and initial trust, on the other, while initial trust has a significant 

relationship with behavioural intention to use FRAs. 

 

➢ RQ 2b: How do YRIs perceive the relationships between trust propensity 

and technological features, and initial trust in the FRA context, how does 

the moderating role of the cultural variables influence the relationship 
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between trust propensity and initial trust in FRAs, and how does initial 

trust relate to the behavioural intention to use FRAs? 

Trust propensity, performance expectancy, facilitating conditions, 

hedonic motivation, and price value affect initial trust in FRAs, which in 

turn drives behavioural intention to use this technology. Moreover, the 

role of the cultural variables in moderating the relationship between trust 

propensity and initial trust in FRAs varied between the two countries, 

raising questions about the FRAs’ universal, i.e., one-size-fits-all, model. 

 

MBAs and FRAs are FinTech solutions that offer financial services to 

individuals. These two solutions have become essential for a large 

number of YBCs and YRIs. Based on the previous four answers, this thesis 

deduces that two specific types of features can lead to loyalty and trust in 

FinTech solutions. 

 

➢ Technological features: Ease of use determines the satisfaction of 

YBCs, and some specific technological features are essential for the 

initial trust of YRIs. Hence, the ease of use of FinTech solutions and 

some specific technological features such as performance expectancy 

and facilitating conditions need to be considered when offering 

financial services to young individuals. In other words, the 

functionality of the application that offers FinTech solutions is 

important in order to satisfy young individuals and also to stimulate 

them to build trust in these solutions.  

 

➢ Cognitive features: MBAs that are understandable, memorable, and 

confidential, i.e., cognitive antecedents, will likely create satisfaction 

in YBCs. In a similar vein, other cognitive features, such as 

information, are essential to the initial trust of YRIs. Thus, a FinTech 

solution with an interface that enhances the information process of 

young individuals will likely create satisfaction in them and stimulate 

them to trust the solution.  

 

Through utilizing cognitive sciences such as cognitive psychology, cognitive 

finance is a stream of research within the behavioural finance paradigm that 

investigates investors’ decision styles in the financial context of spending, 

saving, and investing (Otto, 2007). The findings regarding the role of cognitive 

features, including information and decision style, in the FRA context 

represent a contribution to cognitive finance in the FinTech context. In this 
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regard, this thesis argues that in today’s digital world, FinTech solutions 

should be easy to use and embed features that allow young individuals to 

easily access the information they require to make sound financial decisions.  

 

5.2. Theoretical contributions 

This thesis follows the guidelines of Whetten (1989) and discusses the 

theoretical implications in terms of three essential questions: what (what 

variables), how (relationships among variables), and why (reasons for the 

relationships among the studied variables).(28)  

 

5.2.1. The model of young bank customers’ loyalty to mobile bank 

applications 

[What] The conceptual model presented in Figure 8 represented the point of 

departure of the empirical studies of YBCs’ loyalty to MBAs. The first article 

concluded that the cognitive antecedents represent the first component 

related to Dick and Basu’s (1994) framework, and that the affective and 

conative consequences are integrated in a way that represents YBC 

satisfaction. The second article concluded that usability seems to be of major 

importance for MBA loyalty.  

[How] The understandability, memorability, and confidentiality of the 

MBAs (i.e., cognitive antecedents) and their ease of use, including ease of 

finding information and navigation (i.e., usability), can evoke satisfaction in 

YBCs and, in a further step, ensure their loyalty.  

[Why] Cognition regarding MBAs embraces the ability to understand and 

remember how to use these applications and to feel confident when using 

them. Cognitive antecedents play a vital role in identifying the main features 

of MBAs and in becoming familiar with these applications. This will likely 

increase the satisfaction of YBCs with the MBAs and give them a feeling of 

control. The latter is particularly important when YBCs conduct financial 

transactions (Pousttchi & Dehnert, 2018), because it enables them to conduct 

transactions with minimum errors. The ability to understand the MBA 

interface and to know how to conduct a certain financial transaction with less 

effort is another critical point. Of importance is also that MBAs update their 

software and interfaces frequently. On some occasions, the updated versions 

 
(28) The discussion ignores the fourth element, i.e., when, which considers the boundaries of generalizability. 

The limitation section discusses this issue. 
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of MBAs differ significantly from previous versions. Hence, it is important to 

have a new design that can help YBCs easily remember what to do. Moreover, 

cognition is important due to its role in preventing feelings of stress or anxiety 

when YBCs conduct financial transactions on MBAs. The possibility of 

processing information properly and making an appropriate decision 

enhances YBCs’ confidence when using MBAs, and this increases their 

satisfaction.  

As shown in Figure 17, usability is the second set of antecedents of YBCs’ 

loyalty to MBAs. Ease of use seems to be an essential feature of MBAs as it 

can determine whether YBCs will build enduring relationships with the 

MBAs they use. As long as an MBA is easy to use, the YBCs seem to perceive 

it as attractive and will continue to use it (cf. Casaló et al., 2007). Moreover, 

since information is central to making financial decisions (Burstein et al., 2008), 

MBAs need to have adequate features that can enable YBCs to easily find the 

information they need. Information should be distributed and stored in 

various formats, such as Excel files of previous transactions. Lastly, YBCs 

need to be able to navigate among various sections of MBAs without facing 

difficulties. Thus, the design of MBAs should consider possible navigation 

issues and offer YBCs alternative paths to move among sections.     
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The model of YBC loyalty to MBAs evolved from integrating two 

theoretical perspectives and applying them in a new context. The first 

perspective is that of Dick and Basu (1994) and the second is the usability 

perspective. The model renders new insights into the mechanism that drives 

YBCs’ loyalty to MBAs and emphasizes the vital role of cognitive antecedents 

and usability as major variables in addressing the satisfaction of YBCs.  

The model provides insight needed to refine Dick and Basu’s (1994) model, 

as it distinguishes between the suggested antecedents in terms of their order. 

In this regard, the model leads to the conclusion that cognitive antecedents 

represent the first set of antecedents that can lead to YBC satisfaction. 

Moreover, the model emphasizes the overlap between usability and ease of 

use, with the latter suggested as an approach to capture the former. 

The model raises questions regarding the loyalty consequences suggested 

by Dick and Basu (1994), highlighting that these consequences are not 

universal ones. In other words, loyalty may lead to these consequences in one 

context but might not in another. This creates latitude for academic debate on 

the consequences of loyalty in the MBA context (which will be discussed in 

section 5.4 on future research). Moreover, the model of YBCs’ loyalty to MBAs 

supports the attitudinal–behavioural duality of loyalty and emphasizes that 

both the commitment to MBAs and the tendency to carry out all banking 

transactions via MBAs are important in order to capture YBCs’ loyalty.  

 

5.2.2. The model of young retail investors’ initial trust in financial robo-

advisors  

[What] The conceptual model in Figure 9 presented the point of departure for 

the empirical studies of YRIs’ initial trust in FRAs. These studies led to the 

conclusion that two types of information, rational decision style, trust 

propensity, and technological features perform vital roles in influencing YRIs’ 

initial trust in FRAs. 

[How] The third and fourth articles led to the conclusion that there is a 

significant and direct relationship between technological features, personal 

attributes, and information, on one hand, and initial trust in FRAs, on the 

other. There is also a relationship between initial trust and the behavioural 

intention to use FRAs as well as a direct and significant relationship between 

trust propensity and initial trust. Moreover, the article reported a moderating 

role of uncertainty avoidance in the previous relationship 
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[Why] According to McKnight et al. (1998), initial trust forms in an 

environment that lacks information about the trustee. The only type of 

information that individuals might access in this case is second-hand 

knowledge, for example, concerning reputation. The amount of public 

information the FRAs disseminate can enhance their reputations and mitigate 

the ambiguity about their services, especially when YRIs are using these 

services for the first time. This type of information can educate potential YRIs 

about the critical matters they need to know before using FRAs, such as how 

these machine-based advisors build and adjust portfolios, actions to be taken 

when YRIs find errors or security issues, and other related matters. The 

possibility to access and learn such information enhances initial trust and 

gives YRIs confidence in FRAs’ services. In a nutshell, the more public 

information YRIs can access, the faster they build trust in FRAs. Social media 

information-seeking is another important factor in building trust. Unlike 

public information, which is usually issued by FRAs, social media 

information is most likely generated by individuals who have previously 

used FRAs. When a YRI searches for social media information, he/she might 

access information posted by someone else who has had experience with the 

same FRA that the YRI plans to use. Experiences of FRA use documented by 

ordinary individuals and not including paid promotions seem legitimate to 

YRIs (Lillqvist et al., 2018), and therefore can lead to the formation of initial 

trust.  

Individuals with a rational decision style have a greater likelihood of 

forming initial trust in FRAs, because of the way these individuals process 

information. Individuals with a rational decision style adopt a slow thinking 

system (Kahneman, 2011). In a new relationship, YRIs have only second-hand 

information, so those who take sufficient time to process such information can 

learn about the benefits of using FRAs. They tend to analyse all possible 

sources of information, for example, concerning the quality of FRA interfaces. 

FRAs that have high-quality websites or mobile apps will likely be perceived 

as trustworthy (Lee & Chung, 2009). Moreover, individuals who make 

decisions rationally will likely check the FRAs’ financial licenses and attempt 

to learn about the regulations that FRAs need to follow. Taken together, 

individuals using a rational decision style tend to process information more 

efficiently and utilize various information sources to assess the FRAs they 

plan to use. Therefore, they might exhibit a greater potential to build trust 

than would individuals who have an intuitive decision style. 

Trust propensity is seen as a “trait that leads to a generalized expectation 

about the trustworthiness of others” (Mayer et al., 1995 p. 715) and is an 
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important antecedent of trust in unfamiliar actors (Bigley & Pearce, 1998; 

Colquitt et al., 2007). Due to the high level of interpersonal trust in Sweden 

(Dowling et al., 2019), YRIs seem to have a higher trust propensity, and 

therefore will likely build trust in FRAs. The fourth article considered the 

moderating role of uncertainty avoidance and concluded that, due to Swedish 

YRIs’ higher financial literacy than that of Malaysian YRIs, the former are 

more cautious when it comes to ambiguous situations when using FRAs.  

When it comes to technological features, FRAs can help YRIs achieve 

certain aims by offering suitable performance and minimizing errors, i.e., 

performance expectancy. Similarly, FRAs that have proper organizational and 

technical infrastructure, i.e., facilitating conditions, will be perceived as 

trusted parties. The pleasant experiences, i.e., hedonic motivation, that FRAs 

offer YRIs affect their emotions in a way that contributes to building trust in 

this technology. Again, it seems that financial literacy enhances the role of 

price value in addressing initial trust. Those who are more financially literate 

will consider the FRA’s policy of offering good prices a useful indicator that 

can help to build trust in the trustee.  
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This thesis borrowed the initial trust perspective from the management 

literature and used it to adjust UTAUT. The resulting conceptual model was 

then applied (see Figure 9) in the FRA context. This attempt produced a novel 

model, i.e., a model of YRIs’ initial trust in FRAs, which improved our 

knowledge of technological features as antecedents of initial trust.  

The model helped establish “empirical insight to develop genuinely new 

theoretical arguments that open up space for new or alternative conversations” 

(Crane et al., 2016, p. 787), as it distinguished among three types of 

antecedents that can affect initial trust, and shed light on the mechanism of 

the relationship between these antecedents and the behavioural intention to 

use FRAs. In this regard, the mediating role of initial trust is important.  

Since “theoretical merit can be produced when the new model suggests 

that there is something about the new setting that suggests the theory 

shouldn’t work under those conditions” (Whetten, 1989, p. 493), it can be 

argued that the model of YRIs’ initial trust in FRAs (see Figure 18) helped 

improve our knowledge of the technological features suggested by UTAUT. 

Considering the results from Malaysia, the fourth article concluded that only 

two of these features, i.e., performance expectancy and hedonic motivation, 

can be cross-cultural variables. This conclusion raised questions as to whether 

the results of UTAUT are universal or are subject to cultural influence.  

 

5.3. Managerial implications 

In Sweden, the advantages of digital payment methods have accelerated the 

adoption of MBAs and made cash an inferior means of payment (Dimitrova 

et al., 2022; see Appendix F). Currently, intense competition between 

“neobanks”, i.e., mobile-only banks, and traditional banks is notable as these 

parties endeavour to develop advanced MBAs and attract new customers. The 

attempts of these neobanks (e.g., Revolut, www.revolut.com) to obtain 

banking licenses from the European Central Bank and to be subject to 

regulation have enabled them to target new customers in several European 

countries. YBCs represent the low-end market, i.e., less profitable segments, 

and have not been on the priority list of traditional banks. However, the 

young generation will gradually replace older workers, and their income and 

wealth will grow over time (Sachitra et al., 2019), meaning that YBCs 

represent burgeoning markets to all types of banks. In such an environment, 

fostering loyalty is seen as an irreplaceable strategy for all types of banks. The 

model of YBC loyalty to MBAs can guide both the neobanks and traditional 

banks to build YBC satisfaction to ensure their loyalty. The model offers 
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professionals such as bank managers an explicit and easy-to-follow method 

that can enable them to sustain relationships with their customers and ensure 

the loyalty of YBCs. 

In 2017, Sweden took the initiative of announcing a project to develop a 

central bank digital currency, the E-Krona. Subsequently, more than 40 central 

banks disclosed that they were studying the possibility of issuing central bank 

digital currencies (Auer et al., 2022). Although the Riksbank, i.e., Sweden’s 

central bank, has not yet confirmed whether the E-Krona will be issued, it is 

important to consider the issues that could arise if the E-krona is offered to 

the public. One of these is young individuals’ loyalty. Social media platforms’ 

aim in considering issuing digital currencies and their attempts to attract 

young individuals to rely on their currencies (Gomber et al., 2018) have raised 

several questions concerning the consequences of avoiding central bank 

digital currencies in favour of social media digital currencies (Thakor, 2020). 

The model of YBCs’ loyalty to MBAs seems meaningful and can give 

authorities insights into how to ensure the loyalty of the young generation to 

national currencies.  

In their study of who tends to use financial advisors, Hackethal et al. (2012, 

p. 521) reported that “advisors tend to be matched with wealthier, older, more 

experienced, and female investors rather than with poorer, younger, and 

inexperienced ones”. YRIs, as one of these ignored groups, showed interest in 

FRAs due to their reasonable price (D’Acunto & Rossi, 2021). However, the 

question of to what extent individuals can trust this technology when 

building portfolios remains an area of discussion (European Commission, 

2018). FRA providers are advised to consider the antecedents suggested by 

the model of YRIs’ initial trust in FRAs. For example, in today’s digital world, 

the device that will be used to access FRA services should facilitate searching 

for public information and social media information. In this regard, the model 

emphasizes the essential role of disseminating information on various 

platforms and in different forms, including video, because the information 

will likely help build trust in this technology. 

The modern economy has witnessed the spread of advanced technology 

in various sectors (Ben Youssef et al., 2021), contributing to the development 

of various FinTech solutions such as MBAs and FRAs, and this thesis has 

highlighted the need to ensure usable interfaces for these solutions. 

Nevertheless, it should be emphasized that enhancing the usability of these 

FinTech solutions should not happen at the expense of downgrading the role 

of the information required to make sound financial decisions (Barber et al., 
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2020). Regulators must require that at least a minimum level of information 

be embedded in this technology (Faloon & Scherer, 2017). 

5.4. Suggestions for future research 

The sample studied here covered YRIs aged 18–29 years in two countries, i.e., 

Sweden and Malaysia. Future research could expand the sample by including 

other age cohorts and/or encompassing other respondents from various 

countries. Moreover, it is recommended that the loyalty of YBCs who use 

MBAs issued by traditional banks and of YBCs who rely on neobanks should 

be compared. 

As mentioned in the section discussing limitations, the thesis utilized 

cross-sectional data. One suggestion would be to use longitudinal data from 

young respondents with various educational–vocational backgrounds 

(Baptista & Oliveira, 2016; Fiksenbaum et al., 2017; Wu & Chen, 2005). 

Moreover, future studies could expand the present investigation by including 

other types of data, such as secondary data, and using other methods, such as 

econometric modelling. 

Loyalty to central bank digital currencies represents an ignored area of 

research. Given the interest of social media platforms in issuing digital 

currencies, more research is needed on how to ensure the loyalty of the young 

generation to national currencies. The empirical part of this thesis did not 

confirm the suggested relationship between loyalty and its consequences. 

Future studies could review the relevant literature, develop a new conceptual 

model, and test other sets of loyalty consequences.  

FRAs are newly emerged FinTech solutions that have evoked several trust-

related issues, such as those concerning the initial trust phase. The three sets 

of antecedents of initial trust, i.e., technological features, personal attributes, 

and information, suggested by the model of YRI initial trust in FRAs create 

latitude for further academic debate addressing other antecedents that may 

lead to building trust in FRAs.  

Individuals’ financial behaviour is subject to cultural values (Gogolin et al., 

2017). In Sweden, Almenberg et al. (2021, p. 791) studied the attitudes toward 

debt and debt behaviour, reporting that “respondents who are foreign-born 

or have at least one foreign-born parent are more likely to be uncomfortable 

with debt. Respondents who are uncomfortable with debt have less education 

and lower disposable income. They are less likely to have long-term 

savings …, have slightly lower levels of financial literacy …, and report being 

less willing to take risks compared with those who do not feel uncomfortable 

with debt”. Future studies could consider the role of cultural values in 
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Swedish society and their influences on the use of FinTech solutions for either 

borrowing or investing. Moreover, the young generation in Sweden seems to 

have higher saving ratios that does the young generation in other European 

countries, such as Germany (see Appendix G). Future studies are encouraged 

to address the factors prompting the young generation in Sweden to save 

money.  

While Cervellati et al. (2022) reported that during the pandemic the young 

generation in Italy was more inclined to precautionary buying and adopted 

less healthy behaviours, Beck et al. (2022, p. 105) found that students in the 

USA who attended finance courses such as financial planning were “adjusting 

to the financial hardships brought by COVID-19 by saving more, spending 

less, budgeting more, and helping their families”. Hence, future research 

could consider the effect of financial education on the financial behaviour of 

the young generation, and what can drive sound financial behavioural among 

youth. 

Currently, the use of FinTech solutions to conduct financial transactions 

has become a daily habit for a large proportion of individuals in Sweden 

(Dimitrova et al., 2022). This raises questions about the capability of some 

more marginalized individuals to use these solutions properly and avoid 

issues related to data privacy, cybersecurity, fraud, over-consumption, and so 

forth. Future studies could investigate the digital financial literacy of 

members of marginalized groups in Sweden. 
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Appendixes 

Appendix A: The first questionnaire 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(29) Source of these items were determined based on the literature review made by the first article. 

Part I. Background including demographic variables 

Age 

18–23 years 24–29 years 

Gender 

Male Female Prefer not to say 

How many MBAs do you use? 

1 2 3 4 or more 

How long have you used MBAs? 

Less than 1 

year 

1 year–less than 2 years 2 years–less than 3 

years 

3 years–less than 4 

years 

4 years or more 

Part II. Loyalty(29) 

Item Operationalization Concept 

Antecedents of attitudinal loyalty 

Cog1 When I open the MBA, I always remember how to use it. 

Cognitive antecedents 
Cog2  I am confident using the MBA. 

Cog3 I perceive that the MBA reflects my identity. 

Cog4 I understand how to use the MBA. 

Aff1 I am emotionally attached to the MBA 

Affective antecedents Aff2 I perceive that the MBA has a good design. 

Aff3 I am very pleased with the MBA. 

Con1A It would cost me too much to switch to a bank app in another bank. 

Conative antecedents 
Con1B It would take me too long to become familiar with another bank app in 

another bank. 

Con2 The MBA always meet my expectations. 

The attitudinal–behavioural duality of loyalty 

AttLo I am committed to the MBA Attitudinal loyalty 

BehLo I carry out all my banking transactions via the MBA. Behavioural loyalty 

                                                          Consequences of loyalty 

WoM I usually recommend the MBA to my friends. Word of mouth 

EWoM I usually share my experiences of the MBA on social media. E-word of mouth 

CIS I usually do not search for information about other bank apps Customer information 

search 

RCP Even if a close friend recommended another bank app, I would continue to 

use my MBA. 

Resistance to counter-

persuasion 
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Appendix B: The second questionnaire 

 

 
Part I. Background including demographic variables 

Age 

18–23 years 24–29 years 

Gender 

Male Female Prefer not to say 

How many MBAs do you use? 

1 2 3 4 or more 

How long have you used MBAs? 

Under 1 

year 

1 year–under 2 years 2 years–under 3 years 3 years–under 4 years 4 years or 

more 

Part II. Usability, responsiveness, reliability, customer satisfaction, and loyalty 

Item Operationalization Concept Source 

Usa 1 It was easy to use the MBA when I used it for the first time. Usability Casaló et. 

(2008) 
Usa 2 It is easy to find the information I need from the MBA. 

Usa 3 It is easy to navigate in the MBA. 

Usa 4 It is easy to carry out transactions in the MBA. 

Usa 5 Transactions can be carried out quickly in the MBA. 

Res 1 The MBA responds quickly to my questions. Responsiveness 

Lin (2013) 

Res 2 The different communication channels in the 

MBA help me to solve my problems. 

Res 3 The MBA provides opportunities to ask for help. 

Rel 1 It is reliable to transfer money in the MBA. Reliability 

Rel 2 I can trust that the account information in the MBA is correct. 

Rel 3 It is reliable to pay bills in the MBA. 

Sat 1 The MBA always meets my expectations. Customer 

satisfaction 

Aydin & Özer 

(2005); Yoon 

(2010) 
Sat 2 I am very pleased with the MBA. 

Loy 1 I am committed to the MBA. Loyalty Chaudhuri & 

Holbrook 

(2001); Wirtz 

et al. (2007) 

Loy 2 I carry out all my banking transactions via the MBA. 
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Appendix C: The third questionnaire  

 
Background variables  

18–23 years 24–29 years Over 29 years 

Gender 

Female Male Prefer not to say 

Which of the following devices do you use to conduct electronic financial transactions? (more than one choice 

can be made) 

Mobile app  Computer (or 

laptop) 
Smartwatch Tablet Other 

Do you have experience in using financial robo-advisors (FRAs)? 

No Yes, less than 1 year Yes, at least 1 year and less than 2 years 

Yes, at least 2 years and less than 

3 years 
Yes, at least 3 years 

How many investment transactions do you make during a year? 

0 1–2 3–10 11–35 More than 36 

Risk, information, initial trust, and behavioural intention to use variables   

Item Operationalization Concept Source 

FR1 I believe there would be problems with my financial transactions when using 

FRAs. 

Financial risk Akturan 

and 

Tezcan 

(2012) 
FR2 I believe that using FRAs is financially risky. 

FR3 I believe that there is a potential risk of large loss by using FRAs. 

FR4 I believe that there is a potential risk of returns below my initial target when 

using FRAs. 

FR5 I believe that I may lose money because of using FRAs. 

PeR1 I am concerned that the FRAs will not provide the level of benefits I expect. Performance 

risk 

Akturan 

and 

Tezcan 

(2012; 

Chen 

(2013) 

PeR2 The efficiency of FRAs differs from what I expect.  

PeR3 The performance of FRAs is inferior to that of human financial advisors. 

SPR1  I am worried that FRAs are not secure for making financial decisions. Security and 

privacy risk 

Chen 

(2013); 

Tandon et 

al. (2018) 

SPR2 My personal information (such as income) may be disclosed to others when 

using FRAs.  

SPR3  My private information may be subject to hacking issues when using FRAs. 

SoR1 I believe that using FRAs would not provide me with higher social status. Social risk Akturan 

and 

Tezcan 

(2012); 

Tandon et 

al. (2018) 

SoR2 I believe that I would not be held in higher esteem by my associates at work if 

I used FRAs. 

SoR3 The thought of using FRAs causes me concern because some friends would 

think I was just showing off. 

SoR4 I believe that using FRAs may result in disapproval from my community. 

LPI1 
I believe in being totally informed about the range of products and services 

offered by FRAs. 

Amount of 

public 

information 

Kaabachi 

et al. (2019) 

LPI2 I believe in being totally informed about the benefits of using FRAs. 

LPI3 I believe in being totally informed about using FRAs. 

LPI4 
I believe in being totally informed about security and privacy issues when 

using FRAs. 

SMIS1 Social media helps me to find useful information about FRAs. Social media 

information-

seeking 

Lee and 

Ma (2012) SMIS 

2 

Social media helps me to find information about FRAs when I need it. 

SMIS 

3 

Social media helps me to keep updated on the latest news and events about 

FRAs. 

IT1 I believe that FRAs provide safe services. Initial trust Kaabachi 

et al. (2019) IT2 I believe that FRAs provide detailed information about their terms and 

conditions. 

IT3 I believe that FRAs provide accurate services. 

IT4 I believe that FRAs are trustworthy. 

BIU1 I intend to use FRAs in the near future. Behavioural 

intention to 

use 

Oliveira et 

al. (2016); 

Venkatesh 

et al. (2012) 

BIU2 I plan to use FRAs in the near future. 

BIU3 I will try to use FRAs in the near future. 
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Appendix D: The fourth questionnaire 
 

Background variables  

18–23 years 24–29 years Over 29 years 

Gender 

Female Male Prefer not to say 

Which of the following devices do you use to conduct electronic financial transactions? (more than one choice can be made)  

Mobile app  Computer (or 

laptop) 
Smartwatch Tablet Other 

Do you have experience in using financial robo-advisors (FRAs)? 

No Yes, less than 1 year Yes, at least 1 year and less than 2 years 

Yes, at least 2 years and less than 3 

years 
Yes, at least 3 years 

How many investment transactions do you make during a year? 

0 1–2 3–10 11–35 More than 36 

  

Item Operationalization Concept Source 

The unified theory of acceptance and use of technology 

PE1 FRA is useful to carry out my task. 

Performance 

expectancy 

Oliveria et al (2016); 

Venkatesh et al. 

(2012) 

PE2 I believe that using FRA would help me accomplish transactions more quickly. 

PE3 
I believe that using FRA would increases my chances of achieving transactions that are 

important to me. 

PE4 I believe that using FRA would increase my productivity. 

EE1 I believe that learning to operate FRA would be easy for me. 

Effort 

expectancy 

EE2 My interaction with FRA would be clear and understandable. 

EE3 I would find FRA easy to use. 

EE4 It would be easy for me to become skilful at using FRA. 

SI1 People who are important to me would think that I should use FRA. 
Social 

influence 
SI2 People who influence my behaviour would think that I should use FRA. 

SI3 People whose opinions that I value would prefer that I use FRA. 

FC1 I have resources necessary to use FRA. 

Facilitating 

conditions 

FC2 I have knowledge necessary to use FRA. 

FC3 FRA is compatible with other technologies I use. 

FC4 I can get help from others when I have difficulties using FRA. 

HM1 I believe that using FRA is fun. 
Hedonic 

motivation 
HM2 I believe that using FRA is enjoyable. 

HM3 I believe that using FRA is very entertaining. 

PV1  I believe that price of FRA is reasonably  

Price value PV2  I believe that FRA is a good value for the money 

PV3  I believe that FRA current price provides a good value. 

Trust propensity 

TP1 It is easy for me to trust a person/thing 
Trust 

propensity 
Gu et al.(2015) TP2 My tendency to trust a person/thing is high 

TP3 Trusting someone or something is not difficult 

Initial trust and behavioural intention to use 

IT1 I believe that FRAs provide safe services. 

Initial trust Kaabachi et al. (2019) 
IT2 I believe that FRAs provide detailed information about their terms and conditions. 

IT3 I believe that FRAs provide accurate services. 

IT4 I believe that FRAs are trustworthy. 

BIU1 I intend to use FRAs in the near future. 
Behavioural 

intention to 

use 

Oliveira et al. (2016); 

Venkatesh et al. 

(2012) 

BIU2 I plan to use FRAs in the near future. 

BIU3 I will try to use FRAs in the near future. 

Cultural moderators 

I-C1 
Being accepted as a member of a group is more important than having autonomy and 

independence 
Individualism 

 

Baptista and Oliveira 

(2015); Hofstede 

(2001) 

I-C2 Group success is more important than individual success 

I-C3 Being loyal to a group is more important than individual gain 

I-C4 Individual gains are not as important as group welfare 

UA1 
Rules and regulations are important because they inform employees what the organization 

expects of them 

Uncertainty 

avoidance 

UA2  Order and structure are very important in a work environment 

UA3 
It is better to have a bad situation that you know about, than to have an uncertain situation 

which might be better 

UA4 People should avoid making changes because things could get worse 



 

108 

Appendix E: Screening questions 
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Appendix F: Young adults’ digital payments in Sweden 

 

 
The decimal ratio of young adults (15-24) who made or received digital payments in the past year– Statistics 

are based on the Global Findex database (Demirgüç-Kunt et al., 2017). The image is developed by Orange Data 

Mining software. 
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Appendix G: Young adults’ saving ratios in Sweden 

 

 
The decimal ratio of young adults (15-24) who saved at a financial institution – Statistics are based on the 

Global Findex database (Demirgüç-Kunt et al., 2017). The image is developed by Orange Data Mining 

software. 

 

 
The decimal ratio of young adults (15-24) who saved any money in the past year– Statistics are based on 

the Global Findex database (Demirgüç-Kunt et al., 2017). The image is developed by Orange Data Mining 

software. 
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