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Abstract. Digital technology has reinvented retail business as well as commerce. This 
study aims to examine consumers’ perception and usage of digital customer services (DCS) 
and investigate three significant post-adoption and marketing consequences: simplicity, 
awareness, and usefulness. Using a purposeful sampling technique, 10 semi-structured, in-
depth interviews were conducted with banking customers in Finland in January 2019. The 
research findings suggest that simplicity regarding DCS occupies a key position in their 
prolonged use, while awareness and usability are also important. This study offers some 
valuable theoretical and managerial implications and suggests an agenda for future re-
search. 
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1 Introduction 
 
Digitalization, which is also known as digitization, means transforming analog da-
ta into digital data. However, research has provided a more comprehensive expla-
nation of the term “digitization.” For example, Sklyar et al. (2019) stated that it 
involves the use of digital technology to provide new and innovative value-
creating and revenue-generating opportunities to business firms. By contrast, a 
“digital service” is an activity or benefit that can be offered over electronic net-
works, which are essentially intangible (Gimpel et al., 2018).  
 
In this era of digitalization/digitization, tech-savvy consumers expect digital cus-
tomer services (DCS), which is the context of this study, from service providers 
across different industries, such as e-commerce or online retail, banking and pay-
ment, insurance and e-business, etc. The proliferation of handheld devices has fur-
ther augmented consumers’ expectations of DCS. To meet demands for more in-
novative and convenient digital services, various organizations have developed 
and offered downloadable service applications that are meant for portable devices, 
including smartphones and tablets.  
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The scope of this investigation covers only the non-financial aspects of the DCS 
that are provided to regular bank account holders via downloadable mobile bank-
ing applications. Thus, the scope of this study covers neither mobile banking 
transactions nor mobile financial services and their usage per se but rather exam-
ines DCS that are integrated on the same platform (i.e., mobile banking). Anecdo-
tal evidence and a growing body of research have suggested that extensive re-
search (Karjaluoto et al., 2018; Glavee-Geo et al., 2017; Shaikh and Karjaluoto, 
2015; Janne et al., 2016; Shaikh et al., 2015a) has examined mobile banking ap-
plications and services using various models and their modifications. Unlike these 
studies, this study has conducted a critical analysis of DCS applications in the re-
tail banking context. This is an important gap because mobile banking applications 
differ regarding which DCS options are embedded in them. 
 
This study tested the effects of three significant post-adoption and marketing con-
sequences: simplicity & usability of digital services, awareness of & familiarity 
with digital services, and usefulness & functionality of digital services. This re-
search provides significant implications and valuable directions for the banking 
industry, especially regarding the new regulatory framework: the revised payment 
system directives (PSD2). These regulatory developments, introduced and imple-
mented by European Commission in May 2018, have radically transformed the fi-
nancial services industry because PSD2 allows greater collaboration and competi-
tion as well as increased access to strategic customer accounting data to non-
banking entities, such as financial technology firms, for designing and providing 
financial and payment services to various customer segments.  
 
The following sections provide a brief overview of the post-adoption consequenc-
es, the research methodology used, and the study’s findings. This paper concludes 
with a discussion on the study’s contributions, implications, limitations, and future 
research possibilities. 

2 Literature Review 

2.1 Simplicity & Usability  
 
Although research on simplicity is considered recent in the human-computer inter-
action field (Choi and Lee, 2012), it is an important design feature (Eytam et al., 
2017); it has notably been defined as one of the key factors in designing easy-to-
use services and products to develop the usability of information (Lee et al., 
2013). Simplicity of digital services promotes usability (or ease of use). It includes 
design features that provide a clean, concise, clear, and intuitive layout, which re-
quire less effort toward achieving the desired task, and language features that are 
crisp, clear, simple, and easy to understand (McKinsey and Co., 2009).  
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2.2 Awareness & Familiarity 
 
Customer awareness, which is at the top of the marketing funnel, regarding digital 
services is widely considered a pivotal element in the continuous use of services 
(Glavee-Geo et al., 2017; Hanafizadeh and Khedmatgozar, 2012; Howcroft et al., 
2002). Here, the awareness, knowledge, and/or familiarity of a DCS refers to both 
the understanding and the acknowledgement of the services offered via a down-
loadable mobile banking application as well as the content and functions that are 
available to customers. Perhaps, a lack of awareness can damage a service’s use-
fulness, usage frequency, and adoption.  
 
2.3 Usefulness & Functionality  
 
Several studies (Kim et al., 2019; Bhattacherjee, 2001) have used the term “ser-
vice usefulness” interchangeably with “service benefits” and “service perfor-
mance.” In general, the term “usefulness” refers to the issue of whether an appli-
cation or information system can be used to achieve the desired goals of the 
consumer (Zhang et al., 2019). To better understand the usefulness of a system, 
research (Zhang et al., 2019) has divided this aspect into “utility or functionality” 
and “usability.” Here, functionality refers to the number of features that are in-
cluded in either the product, service, or system and how well a system (in princi-
ple) can do what is needed. The product’s functionality influences its perceived 
usefulness, which is a key component of the technology acceptance model (Eytam 
et al., 2017). By contrast, usability is how well users can use that functionality to 
perform a desired task (Zhang et al., 2019). 

3 Research Methodology 

The examination of DCS is a relatively new area for research; therefore, to gain a 
deeper understanding of the field in a developed country context, a qualitative re-
search approach was used to collect and analyze the data. A pre-tested interview 
protocol was used to conduct face-to-face, semi-structured, in-depth interviews in 
Finland during January 2019 with ten key informants. Here, the study participants 
were selected using the purposeful sampling technique (i.e., the study participants 
consisted of ten bank customers, both male and female, in different age groups, 
who owned a smart phone, had been using the mobile banking application for a 
minimum of six months, and had used the DCS options). Participation in the study 
was voluntary, and the interviews were conducted in English. 
 
The interview location was carefully selected to ensure that it offered a quiet place 
for the researcher to record the interviews on an MP3 player (Shaikh et al., 
2015b). Therefore, all interviews were conducted in a meeting room that was pro-
vided by a local university in Finland. The interview participants were sufficiently 
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informed about the study’s objectives and its implementation prior to the inter-
views. The interview conversations lasted between 20 and 25 minutes and were 
recorded after securing consent from the study participants. The interviews were 
transcribed using a simple Word application. The author followed a three-step 
qualitative content analysis approach, as suggested by Shaikh et al. (2015a) and 
Hsieh and Shannon (2005). This three-step approach involves qualitative data re-
duction, data display, and data verification. In the first stage, the interviews were 
transcribed around the three major themes of the study: simplicity, awareness, and 
usability of the studied digital services. The data analysis began immediately after 
the first interview. 

4 Findings 

4.1 Simplicity & Usability 
 
The study participants were asked about the level of simplicity when accessing the 
application on their cell phones. In general, the participants verbally claim to be 
satisfied and stated that the access method (entering a four-digit pin) was conven-
ient and easy to use. Nonetheless, a few noted their concerns and proposed an al-
ternative method to accessing the application. For example, a few participants 
suggested activating biometric functions for accessing the application. When ex-
plicitly asked why they had made this suggestion, some of the respondents said 
that it would increase both security and ease of use. 
 
“I like the very simple and easy sign-in mechanism of using the four-digit code, 
but it would be a lot easier and nicer for me to access using biometrics, such as 
my fingerprints. Then, I do not need to remember anything” (User 8). 
 
A few respondents considered simplicity a process that involves different steps 
versus a one-time or click activity when accessing and using digital services. The 
best consumer experience empowers customers to customize the application lay-
out of the DCS per their needs and requirements.  
 
“For me, simplicity is like a process—a mini-customer journey—from log-in to 
actions that I perform and sign-off from the application. This process should be 
simple and should not trigger any strong emotions, such as anger. I should be 
able to customize the layout myself for increased simplicity and according to my 
needs and requirements” (User 5). 
 
A simple complaint resolution mechanism should be in place for the timely ad-
dress of consumer complaints to increase consumer trust, positive experiences, 
loyalty (stickiness), and commitment. Trust and positive experiences with DCS 
increase customer advocacy intentions and referrals.  
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“. . . because of the easiness, when I have to complain, I prefer to lodge it using 
the online/mobile banking application. The bank should provide a multi-lingual 
service”(User 2). 
 
4.2 Awareness & Familiarity 
 
A significant relationship was found between the sustained usage of DCS and con-
sumer awareness and familiarity with these services. Here, most of the respond-
ents explicitly said that they would have used the DCS offerings more frequently 
and for different purposes if they had known which functionalities were provided 
via the mobile banking application. Hence, this lack of awareness resulted in the 
limited use of digital services, damage to the user’s long-life value, and increases 
in visits to the bank branch. Discussion with the study participants suggested that 
the use of digital services is lagging far behind consumer awareness.  
 
“One day, my boyfriend introduced me to the digital services offered by my bank. 
I am, therefore, learning how to use different services and applications from other 
people and not from my bank” (User 4). 
 
Another finding suggest that the consumers in Finland prefer periodical newslet-
ters and emails from their service providers about new products and services or 
changes in any services. They do not like to be contacted by phone about any ser-
vice or products. In addition, some respondents noted concern regarding their lack 
of awareness about different digital services that are either available in or added to 
their mobile banking application. Due to this lack of awareness, the users could 
not fully benefit from the digital services.  
 
“If I were aware of the digital banking services, I would have used them because I 
consider them very important” (User 9). 
 
4.3 Usefulness & Functionality 
 
Although the formation of customer loyalty with their bank was largely found to 
be associated with the availability as well as the usefulness of the application, the 
study participants, in general, were difficult to impress. For example, some of the 
study participants suggested designing digital services in a way that reflects their 
individual needs and can evolve as those needs change. The tendency in digital 
services to believe that one-size-fits-all is neither useful nor beneficial; thus, it 
should be considered void and ineffective. Mobile banking applications were con-
sidered an important component of the everyday life of the user, as described by a 
few participants. Therefore, uselessness or ineffectiveness of such digital services 
could trigger the consumer toward either a switching behavior or the discontinua-
tion of these services.  
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“I have been using online/mobile banking and associated digital services for 
many years now, and I consider these services a necessity and not luxury” (User 
1).  
 
Some study participants explicitly suggested that a continuous and uninterrupted 
availability of a comprehensive range of mobile banking offerings and services are 
the face of new banking, and anything less is unacceptable.  
 
“I am a single mother, and it’s easier to use my cell phone for payment than to 
take my four-year-old child and stand in a queue for a cash withdrawal or pay-
ment. It is very convenient and easy to use online services. I am satisfied with the 
mobile application because it offers various value-added features, including digi-
tal customer services” (User 10). 
 
The increased use of digital services has significantly changed the old habits of us-
ing branch banking and ATM Banking.  
 
“I think the last time I visited my bank was seven months ago. Based on my need, I 
visited my bank an average of twice a year. My bank is taking care of my mort-
gages and other matters very nicely and, as such, I do not feel it is necessary to 
visit my bank branch without an unavoidable reason. Online/mobile banking and 
digital services have radically transformed my banking and customer experience” 
(User 3). 

5 Conclusion, implications, and limitations 

This study augments the extant literature on DCS from the consumer viewpoint by 
identifying three major post-adoption components of DCS. The societal context of 
this article is the developed country of Finland, which is widely considered a pio-
neer in the digitalization of payments. Moreover, unlike in other developed coun-
tries, mobile payments found their way into the Finnish market a few decades ago 
due to an increasing consumer appetite for cashless transactions and the use of 
mobile technologies and devices that allow greater adoption and use of digital ser-
vices. 
 
The findings of this study suggest that simplicity occupies a key position in adopt-
ing and using DCS. Simplicity develops a positive consumer experience and influ-
ences consumers’ behaviors and attitudes toward digital services that are offered 
on various channels, including mobile. This positive experience with DCS in-
creases customer advocacy intentions and referrals. Consumer awareness and fa-
miliarity with DCS increase their usage and satisfaction. Earlier explorations 
(Hanafizadeh and Khedmatgozar, 2012; Howcroft et al., 2002) argued that one of 
the most important causes of customers’ reluctance to adopt retail digital banking 
services, such as net banking, was their lack of awareness of the retail service and 
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its advantages. Findings about the usefulness and functionality of DCS suggest 
that consumers will most often exploit payment systems when they find them use-
ful (Luarn and Lin, 2005). From the viewpoint of the study participants, the con-
venience, accessibility, interactivity, and ease-of-use of the application were con-
sidered highly significant in their continuous usage of digital services. Referrals 
and word-of-mouth also play a significant role in the adoption of digital services 
(Susanta et al., 2013). 
 
In summation, the banking industry should ensure greater simplicity and increase 
the usability (or ease of use) of all DCS for all consumer segments, either through 
in-house innovations or in collaboration with non-banking entities that specialize 
in designing and implementing DCS. Awareness of DCS is central to the success-
ful implementation, adoption, and usage of mobile applications. The results of this 
research indicate that the initiative taken by the industry (to date) in promoting 
consumer awareness of DCS has been thin and has not resulted in any fruitful out-
comes. A comprehensive awareness program that addresses weak DCS know-how 
will empower consumers to access and use value-added DCS. Finally, the per-
ceived usefulness of DCS largely suggests that the continuous and uninterrupted 
availability of a comprehensive range of DCS is the face of new customer rela-
tionships, and anything less will be considered unacceptable. 
 
This study is not without limitations. For example, generalizations of the findings 
cannot be made because the study was exploratory in nature and data were col-
lected from a single location. Therefore, it would be difficult to establish case-and-
effect relationships. The consequences of prolonged use of DCS are not limited to 
simplicity, awareness, and usefulness; therefore, future research should consider 
additional outcomes of DCS. Finally, future research should consider and recruit 
study participants from a wide variety of backgrounds and examine other markets 
for more comprehensive results (Shaikh et al., 2015a). 
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