Digital Concept Development
within the Banking Industry
Focusing on Young Adults

Abstract
This project is based on a user-centered design approach which examines how to develop a digital concept accommodating young bank customers’ needs, in turn create
a viable business model for the Danish retail banking. The concept was developed
through iterations and reviews, in order to create value for the retail banking industry
and the young adults. The young adults was examined through qualitative methods
of in-depth interviews and a focus group interview. From these, it was found that the
young adults want financial advice from the bank due to life changes. Hence, the digital concept SaveUp focusing on these life changes as to individual and shared savings
was generated to create value for young adults. In turn, create value for the banks by
creating a viable business model.
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Introduction

We are living in a digital age that is rapidly evolving:
Computers are embedded into our everyday surroundings (Schwab, 2016; Weiser, 1991), in many situations
making us rely on artefacts working autonomously
and automatic (Weber, 2016). Digital technologies are
reshaping the way we live, work and interact with one
another (Schwab, 2016). Thus, our cultural mind-set
have become technology-driven, increasing the demand
for everyday digital solutions (Kursh & Gold, 2016; PwC,
2016a). This increased demand is transforming the
market, hence industries are forced to consider implementing the latest technologies within their business to
ensure a strong competitive edge (Accenture, 2014; FME,
2013). In consequence, FinTech (abbreviation for financial
technology) is increasingly becoming an integral part of
the banking industry (Kursh & Gold, 2016). In general,
FinTech can be separated into two categories; Cooperative or Disruptive (ibid.). On one hand, Cooperative FinTech
is developed and launched within an existing finance
infrastructure (e.g. online banking). Thus, contribute
towards a more efficient internal work flow of the bank,
and more user-friendly digital services accommodating
the customers’ needs. This includes digital technologies
such as digital payment cards embedded in a smartphone
application (Nets Denmark, n.d.a), contactless payment
allowing customers to pay for smaller amount of money
only by touching the debit card on a card reader (Nets
Denmark, n.d.b) and fast transfer of money through a
smartphone application using the users’ mobile numbers
(MobilePay, n.d.). On the other hand, Disruptive FinTech
are defined as financial technologies introducing alternative ways than traditional banking often developed by
start-ups. Therefore, a potential threat for the banking

industry, as these Disruptive FinTech start-ups break into
the banking market and try to replace services within the
banking industry through new innovative technology or
processes (Arner, Barberis & Buckley, 2015). This includes
digital technologies such as alternative visualization of
income (Spiir, 2017), savings for families with children
(MyMonii, n.d.), and personal overview of the most
attractive prices of banks and mortgage credit institution
(Mybanker, 2017). Thus, banks can be forced to accommodate the bank customer needs through developing
their own Cooperative FinTech solutions to distinguish
on the market (Arner, Barberis & Buckley, 2016). As a
consequence of the digitalization, the largest banks in
Denmark have over the last few years increased in the
closing of their branches (Christensen, 2016, 4th of April;
BankResearch, 2013). However, in spite of this tendency
of FinTech disrupting the financial market, research still
indicates that customers want personal advice from the
bank in case of greater financial decisions (Epsi Rating,
2016). Therefore, one could argue a challenge for the
banks is to consider how to provide this personal advice
through digital services in order to meet their customers’
needs.
Problem Scope
The purpose of this project is to develop a digital concept
for banking customers in Denmark that supports this
need of personal advice from the bank. In this context,
examine how this digital concept can contribute towards a viable business model of the banking industry in
Denmark. Thus, the scope of this project is to investigate
how the concept affects retail banking within the Danish
market, hence having a broad perspective on the retail

banking’s business. Furthermore, the project is constrained to focus on young adults in the age between 18-29
years old. Young adults are born into and grown up with
digital services, and are well adapted in the digital world
(Prensky, 2001). In turn, this age group are, especially,
favourably disposed to the digitalization of the bank (Epsi
Rating, 2016). Thus, young adults are an attractive target
group to examine, as they tend to quickly adopt digital
technologies into their everyday life (Prensky, 2001). In
addition, due to their relative young age, this group are
the future customers of the banks.
Problem Statement
Based on the problem scope, the problem statement is:
How can the Danish retail banking maintain a viable
business model through developing a digital concept that
translates the young bank customers’ needs into value
creation?
This project aims to examine young bank customers
to comprehend their needs in order to create a digital
concept, in favour of the Danish retail banking industry.
Thus, focusing on banks that deal directly with retail
customers. Moreover, how this concept operate within an
business model to ensure the concept creating value, not
only for its customers, but also the banks.
Therefore, the object of this paper is to address the development of the digital concept by documenting, analysing
and discussing the undertaken process throughout the
project. In the following, a distinction between the users
of the concept is made, thus referring to either young
adults or customers of the banks, and the retail banking
as either banking industry, banks or the business.
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Design Approach

This section outlines the design based framework used
throughout the process of the project. Therefore, a
mutual understanding of design and the design process
is necessary, since these notions appear in various and
inconsistent ways within design research community. In
consequence, the design approach forms the basis of
the underlying principles and values that underpin this
projects’ concept development from conception to final
design, in turn to be the subject of reflection and discussion.

Design
Design is the act of creating and meaning-making (Krippendorff as referred in Verganti, 2008). In continuation,
Verganti (2008) argues that the meaning of a design is
as important as the functionality of the design. Thus,
he suggests that design consists of three components;

Functional

Meaning

Customer

aesthetic appearance, functionality and meaning (ibid.).
Aesthetic appearance is ascribed to the qualities of the
design that satisfy or in alternative ways stimulate the
faculties, whereas functionality is with regard to the usability of the design. In addition, the meaning of the design refers to the emotional and symbolic value one can
ascribe to a design. This way, meaning is dependent on
the customers’ affective and sociocultural needs (ibid.).
Figure 1 illustrates this threefold definition of design,
used as the basis for describing the reason for the final
concept (see Final Concept).
Design is intended to create value or meaning by way
of understanding the customers and satisfy their needs
and desires. Similarly, Osterwalder et al. (2014) presents
the models of customer profile and value map as tools
to explore and explain how a design provides a means of
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value creation. The customer profile is a tool for understanding the customers as to identifying the jobs, pains
and gains of a customer. This enables an understanding
of what creates value for the customer, in return illuminates the customers need within a concept (ibid.).
The customer jobs describes the customers’ emotional
and physical actions - what the customers are trying to
achieve in their lives. Gains describe valuable or beneficial
outcomes the customers would like to obtain, whereas
pains describe the obstacles, bad outcomes or risks the
customers has related to their jobs (ibid.). In contrast, the
value map is a tool for explaining the value proposition
in a structured and detailed way by dividing it into three
components, respectively products and services, pain
relievers and gain creators. Products and services represent physical or intangible features that are designed to
accommodate the customers’ needs. To accommodate

creators
Gains
Jobs

FIT
Pains

Visual

Figure 1: The meaning of design depend on an interplay betwen functional, visual and the individual interpretation of the
design (authors own illustration).

Pain relievers
Figure 2: On the left, a value map consisting on products and services, gain creators and pain relievers; On the right, a customer
profile consisting of jobs, pains and gains. These in an interplay creates a fit in the customers needs.
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these needs, pain relievers describe how these services
and products can soften the specific pains the customers
face, as opposed to gain creators outlining the benefits
that customers expects, desire or would be surprised by
(ibid.). In combination, the customer profile and value
map create a fit in the customer needs and the products
and services a business offer, thus increase the value of
the business (ibid.). This fit is illustrated in figure 2, where
the value map appears in the left side, the customer profile on the right site and in between, the fit is created.
In consequence, value is not embedded in the design,
however, results from the interplay between the customers (customer profile) and design (value map) creating a
fit. Thus, value is constructed through a match of the needs and products and services (Osterwalder et al. 2014).
Still, the value creation is not only for the customers, but
also for the business, in this case, respectively the young
adults and the banks. Therefore, the notion of value has
a twofold implication that involves a customer benefit
and a business value related to potential profit.

Design Process
Design involves an iterative, ongoing process in a state of
flux based on the changing and growing understanding
of what is commonly referred to as the design problem
(Löwgren & Stolterman, 2007). Still, the nature of the
design problem is not considered as an ultimate goal to
achieve, but rather as the reason for initiating the design
process (ibid.). Further, the design process is based on the
design situation hence the context, in which the design
work is carried out (ibid). Moreover, the problem and
solution evolve interactively with one another (Schön,
1987). Schön (1987) argue for the design process as an

interplay between examining and understanding this
design situation. This way, the design process is close to
hermeneutics, as the process is described as reflection in
action:
“When someone reflects-in-action, he becomes a researcher in the practice context. He is not dependent on
the categories or established theory and technique, but
constructs a new theory of the unique case,” (Schön,
1987, p. 68)
This suggests that the designer changes and adjust the
design process continuous dependent on the specific
situation. In consequence, a design process is unpredictable and fuzzy affected by contextual factors that inherently pose limitations on describing the design process
(Löwgren & Stolterman, 2007; Unger & Eppinger, 2011).
However, a framework of a design process ensures transparency and subject to reflection based on Schön’s (1987)
additional notion of reflection on action. This concept
involves retrospective reflections on the conducted design
process based on knowledge of previous similar events,
which may have led to unexpected incidents and changes
for the future (ibid.). Therefore, this project use the approach of design thinking presented by Brown (2008) as
guidelines for the design process to examine the problem
statement.

(Brown, 2008, p. 2)
Here, Brown (2008) suggests design thinking as a
user-centered approach integrating design practices
to uncover customer needs and identify value creation. Thus, design thinking focuses on value creation for
customers through sympathetic insight into customers,
but also considers business and technology aspects of the
concept development. In consequence, factors including
viability, feasibility and desirability form part of a sustainable business model (Brown, 2008). Brown (2008)
presents a design thinking process outlining a system of
spaces. The system consist of three spaces that emerge
as inspiration, ideation, and implementation, however
function as inter-related design activities (ibid.). First, inspiration is a space of conducting research to develop an
understanding of the customers and the context, hence
the design situation. Subsequently, identifying problems
or opportunities to address the needs of particular customers based on the discovered insights. Second, ideation
is a space in which activities such as idea generation and
visualization are used to explore, develop and assess a
design concept accommodating customer needs. Third,
implementation means that the design concept is tested
based on customer feedback, hence developing a tangle
outcome (ibid.). Figure 3 illustrates how the process loops
back and forth in terms of iterative cycles between the
different spaces (ibid.).

Design Thinking
”A discipline that uses the designer’s sensibility and
methods to match people’s needs with what is technologically feasible and what a viable business strategy can
convert into customer value and market opportunity.”

The advantage of this process is the ongoing alternation
between spaces, which Löwgren & Stolterman (2007)
stress as an important part of designing to include
“recurrent leaping between details and whole,” (p. 16).
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This is the case of the progress between the abstract
space of inspiration to more concrete space of ideation.
Accordingly, it supports this reflection in action as to
iterations of continuously applying and modifying relevant methods and techniques in step with the increasing
customer insights. Iterations are feedback-based loops
that continuously rework the concept concerning minor
or large changes (Unger & Eppinger, 2011). However,
iterations can lead to a never-ending, slow-paced innovation process, as these continually refines the concept and
reveals additional opportunities for refinement without
no requirements hence endpoint (Lidwell, Holden &
Butler, 2010; Unger & Eppinger, 2011). To avoid this,
clear criteria hence reviews are used during the process
to evaluate the concept based on requirements including
viability, feasibility and desirability. Therefore, each iteration increasingly narrows the concept until the design
conforms to the design situation by continually validating
the fit between design and customers to verify a potential value creation based on the ongoing testing of and
reflections on the design (Lidwell, Holden & Butler, 2010).
In consequence, as the design process evolves from
conception to tangible prototypes, iterations and reviews
of the design helping to ensure that the business concept
meets the needs of the bank and young adults (Rogers,
Sharp & Preece, 2011).

id e atio n
Figure 3: Design Thinking seperated in three spaces: Inspiration, ideation and implementation.
These function as inter-related design activities.
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Project Process

This section serve as an overview of the process of the
project that lead to the final concept, and presents the
methods used to explore the stages of the concept
development. The paper is structured the same way to
guide the reader, thus containing six overall stages. Even
though these stages are described step-by-step, the
process did not follow a linear model. In contrast, the
process was more flexible using iterative design cycles to
evaluate risks early in the project as elaborated in Design
Approach (Brown, 2008; Unger & Eppinger, 2011). To
manage risks during the project process, it was important
to avoid the need for greater changes at the end of the
project, which could result in additional economic cost
and use of resources. Therefore, the project managed
risks through iterations and reviews that form part of the
process (Unger & Eppinger, 2011).
Overall, the project was based on the methodological approach by Osterwalder & Pigneur (2010) and
Osterwalder et al. (2014) to develop a concept that
accommodates the customers’ needs using a user-centered approach. Throughout the project, the concept was
outlined in a business model canvas to visualize, describe
and discuss how the concept affects other parts of the
business than just the products and services within the
value proposition (Osterwalder & Pigneur, 2010). As an
overall framework for understanding the needs of the
customers, customer profiles was generated (Osterwalder et al., 2014). Within the framework of the business
model canvas, the customer profile was used as a guide
for creating a value proposition visualized in a value
map. By addressing the important jobs, pains and gains,
the value proposition consists of gain creators and pain

Start

Customer insights:
14 in-depth interviews

Desk research:
Macro environmental analysis

Customer profiles

Segmentation of
the customer profiles

Intitial concept:
Based on key findings

Problem solution fit:
Creating fit of value proposition

Conducting:
Focus group interview

Analysing the interview

Generating ideas for the concept

Business Model
Fit

Producing the designs
and visuals

Reporting

Figure 4: Overview of the project process.
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relievers. Thus, the concept achieves a fit for the customers’ needs. This value proposition establish a customer
relationship through channels, creating a revenue stream
for the business (ibid.). However, this revenue is seen in
relation to the cost structure of the business, consisting
of key partners, key activities and key resources. These
constitute the network, production and materials needed
to establish and maintain the value proposition and its
channels (Osterwalder & Pigneur, 2010). At figure 4, an
overview of the stages of project process are presented.
First stage was centered around a desk research based
on secondary data from industry reports and research
papers, to establish a fundamental understanding of the
banking industry. By identifying political, economical,
sociocultural and technological factors respectively, a
macro environment analysis was conducted using the
framework of PEST (Johnson, Scholes & Whittington,
2005). In addition, Porter’s (1979) Five Forces was used
to describe the state of competition within the business
of banking industry. Hence, the desk research served as
an understanding of the external factors and key components that influence the banking sector. The findings
from the macro environment analysis are presented in
The Banking Industry.
Afterwards, to gain an understanding of the customers,
14 in-depth interviews were conducted. Thus, the second
stage generated primary data for the later research, as
presented in Disover the Customers. Using the approach
of Kvale & Brinkmann (2009) to conduct semi-structured
interviews, the interviews followed an interview guide
and revealed information with regards to the respondents
financial decisions, use of digital banking applications,

and customer satisfaction with regard to the bank. To
analyze the data from the interviews, the customer profile was used to uncover jobs, pains and gains (Osterwal-

of Goodman, Kuniavsky & Moed (2012). Thus, the focus
group interview served as a test of the desirability of the
concept. In addition, the key findings served as a basis of

der et al., 2014). Hence, to give an indication of the
young adults as to behaviour, attitudes and expectations
towards the bank. Thus, the interviews formed the basis
for gaining a profound insight into the bank customer’s
relationship with the bank. In turn, is focal point to create
a desirable design that young adults are inclined to use.
As the analysis of interviews revealed a consistency in
some of the respondents’ statements, Freytag et al.’s
(2013) approach to the segmentation process was used
to divide the customers into groups of similar others.
Therefore, the third stage consisted of a market segmentation, followed by a selection of the target groups for
the final concept as elaborated in Discover the Customers. The choice of a target group enabled to create specific features within the concept that meet the need of
the customers. Along with this, fourth stage focused on
creating a value proposition that fit the customers’ needs
by generating gain creators and pain relievers using the
value map (Osterwalder et al., 2014). In consequence,
brainstorming (Löwgren & Stolterman, 2007) was used to
generate different initial design ideas that served to counterbalance both the bank’s and young adults’s needs.
Still, focusing on creating value for young adults, as the
bank’s revenue depends on how their value proposition
meets the young adults’ needs. The initial concept idea is
explained in Initial Concept.
After creating the initial concept, the fifth stage was
centered around a validation of this concept idea. This
was done by conducting a focus group interview with six
respondents within the target group, using the approach

making changes to the concept, with the aim of creating
a greater value for the young adults, hence the bank.
By identifying the core needs of the customers, the sixth
stage focused on generating refining ideas for the final
concept. Thus, the final concept are elaborated in Final
Concept, including functional features of visuals of the
design. In addition, this section also touch upon the value
creation for the the young adults and the bank. Finally,
the seventh stage focus on business model fit to emphasis the viability of the concept. This was done using the
business model canvas (Osterwalder et al., 2014), thus
proposing changes to the bank’s existing business model
to argue in favour of increasing revenue based on the
final concept.
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The Concept

Through the iterative process of investigating the customers and the banking industry, the concept SaveUp
was created. SaveUp is a free application for smartphone
users that makes it easier for young adults to achieve
individual or shared goals by saving up. A goal can be
anything from saving money for a new t-shirt, traveling
with friends to Tokyo, or buying a new car with a partner.
SaveUp supports the activity of saving up by allowing its
users to choose between several settings for transferring
money from an account to a savings account. These settings refers to three ways a customer can save up money
such as (1) save up in time, (2) save by spending and (3)
save the leftovers, which are automatic functions that
respectively: (1) calculate the amount of money one have
to save daily, weekly or monthly to reach a specific goal
in time; (2) save a chosen amount of money to a goal
in addition to the selling price each time a selected item
is purchased; and (3) transfer the remaining amount of
money on one’s bank account at the end of the month to
a goal.
Through the information the users enter, data are generated about the customers’ future desires, hence financial
goals. This data, the bank analyses to uncover knowledge about the customers to create personalized offers
for each customer. These personalized offers could for
example be a proposal for loans, or financial advice in general. Thus, providing a communication channel between
the customers and the business.
Therefore, SaveUp aims to motivate the customers to
save up in a easier and efficient way. Additionally, create
value for the banks in terms of possible increased sales
through the targeted financial advice. To visualize the
concept, mock-ups was created (see figure 5). For an

overview of all the mock-ups, and the thoughts behind
the applications functions and visuals are elaborated see
Final Concept.

Figure 5: Mock-up of the start page of SaveUp.

The Concept 15

The Banking Industry

The purpose of this section is to gain an insight into the
banking industry. To highlight some of the macro environmental forces that are influencing and shaping the
surrounding business environment, in which the banking
industry operate, the PEST framework is used (Johnson,
Scholes & Whittington, 2005). On the basis of the PEST
analysis, the model of Porter’s Five Forces is used to
examine the competitive environment within the banking
industry (Porter, 1979). This is followed by the main findings of the macro environmental and industry analyses,
which is summarized in the final remarks of the section.

Macro Environment Analysis
In the following, key environmental factors are identified
through the framework and business measurement tool:
PEST (Johnson, Scholes & Whittington, 2005). This will
provide a snapshot of how key drivers of change in the
macro environment might affect the the banking industry
in Denmark. At the core of the PEST framework is the
assumption that to succeed, businesses must identify and
adapt to these key drivers of change to create a sustainable business model (ibid.). Thus, the analysis focus on
respectively political (P), economic (E), sociocultural (S)
and technological (T) factors (FME, 2013; Gupta, 2013;
Johnson, Scholes & Whittington, 2005). Even though the
following sections follows this structure, these factors are
often interconnected in an interplay with each other, thus
influencing one another (Johnson, Scholes & Whittington, 2005).

Political
The banking sector is an integral part of the broader
financial system that supports and promotes efficient

allocation of resources in the national economy. Regardless of whether the financial system drives or simply
follows economic growth, most of the academic literature agree on a positive relationship between these
(Rousseau and Wachtel, 2011). Therefore, the banking
sector plays an important role in the national economy
and the developments in society, as the banking sector
and economic growth is interdependent. In consequence,
the banking sector, in particular, is sensitive to economic
changes. Therefore, complies with a number of laws and
regulations compared to other businesses (Finansrådet,
n.d.a). The Ministry of Industry, Business and Financial
Affairs provides regulations for Danish banking sector,
which sustains and ensures a competitive, enduring and
trustworthy banking sector; together with the Financial
Supervisory Authority, the European Union (EU), and
other regulatory agencies and councils (Erhvervsministeriet, n.d.a). Particularly, in the view of the financial crisis,
that followed the international recession in 2008, lead to
profound regulatory changes. In consequence, the Danish
government pushed through a whole series of regulatory
actions intended for banks to prevent future crises such
as establishing the Systemic Risk Council and presenting a financial rescue package together with the Bank
of Denmark (Erhvervsministeriet, n.d.b). Beside being
regulated from a national level, international regulations
is also affecting the Danish banking sector. EU implemented a tightening of bank through the Basel III agreement,
and a number of new directives including Capital Requirements Directive IV and the Markets in Financial Instruments Directive. In return, resulted in a tightening of
banking regulations in Denmark (EY, 2013). However, the
heavy regulation of the banks can be discussed if this will

be beneficial or harm their business (Piketty, 2014)

Economical
In the subsequent years after the financial crisis, Denmark
experienced a significant downfall in GDP growth. In fact,
the euro-zone economy was in recession until Q3 2013
and are still struggling comparing to the prior historic
GDP growth mean in Europe. The economy in Denmark,
although hit by the financial crisis, has been one of the
more stable environments (Danmarks Nationalbank,
2016). In general, the Danish banks have adjusted their
risk levels to adhere to the new EU regulation and state
of national economies. After a slowdown in 2015, the
GDP growth has started to gain speed, primarily driven
by the development in the private consumerism, rise
of employment, low interest rates and low prices of oil
(ibid.). As a result, the current market expectations is
estimating the Danish economy to grow 1.5 per cent
in 2017. In addition, there is a continuously growth in
the occupation, which is expected to grow with 50,000
jobs in 2017. The expectation of labor growth in 2017 is
considered particular strong as an increase in the occupation of 45,000 in 2016 were achieved (Finansministeriet,
2017).
On the basis of the abovementioned factors, the economy is considered to be in a cyclical neutral position
and heading for a boom (Danmarks Nationalbank, 2016).
As a result of the increasing occupation, GDP growth
and the low unemployment rate, the real estate market has experienced a growth within the last 34 years
and has increased significantly in the capital areas and
the provincial cities (ibid.). Thus, there is an increase in
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the disposable income, Danish people have an increased economic latitude with regard to their savings and
consumption (Danmarks Statistik, 2016). However, the
income for young adults in the age between 20-29 living
in Denmark, only increased with 1.5 per cent in 2015,
in contrast to the population’s income growth increased
with 2.9 per cent in average. One of the main reasons
for the inequality in growth was because of the positive development in the finance and real estate market,
which were only beneficial for those who already had
invested in housing. As most young adults did not invest
in housing to the same extent as the population, they did
not receive the benefits. Hence, the state of the positive
development in the Danish economy sets the framework,
which the young banking customers is experiencing
(Danmarks Statistik, 2016).

Sociocultural
The Bank of Denmark (2017) assess Denmark being
one of the most digitalized countries in the world. As a
consequence hereof, new generations of young adults
has grown up in a society of technology. Therefore, the
adoption of technologies is especially prominent among
the young generations. In this context, Prensky (2001)
states that the young generation has grown up with the
use of technology, thus are digital natives, whereas those
who have experienced growing up without are defined as digital immigrants. These digital immigrants are
compelled to adapt to these technologies. Prensky (2001)
compare this adaption with the act of learning a new
language. Consequently, the more a person differ from
being a digital native, the harder it is for the person to
learn the new language of technology. Therefore, those

who are digital natives adapts quicker towards modern
technologies in general, as they process digitalized information quicker (ibid.). As a result, digital natives take use
of new technologies in parallel ongoing processes when
using the digital devices. In consequence, creates high
demands for instant feedback and constant networking
through digital platforms (ibid.).

ves competitors with little or no resistance on the market
(Accenture, 2014; FME, 2013):

As described earlier, the banks take part in the digitalized
world. This can influence the citizens, as the banks have
a key role in society as it frames the economics, creates
security and stability. Moreover, the banking industry provide effective payments and loans to ease everyday use of
money (Finansrådet, 2015a). As a consequence hereof,
the banks are working collaborative with the government, to provide cyber security and thereby a sense of
safety for the bank customers (ibid). Aside from providing
safety and stability, the banks also provide technologies
that are well implemented in the infrastructure of the danish society, as they take great use of payment cards and
new ways of payments through smartphones, making
it more flexible and quicker to transfer money and pay
(Finansrådet, 2015b). The Danish population have a high
use of mobile devices compared to Europe (Finansrådet,
2015a). This could indicate, that the technological advantages is a key in affording customer services.

Looking at the Danish financial market, an example was
when the payment applications for smartphones MobilePay and Swipp were competing. As being the first on
the market - most likely in conjunction with other factors
- MobilePay won the customers hearts (Sixhøj, 2016), and
Swipp even had to withdraw the application in February
2017 leaving MobilePay as a single-player on the market
(Swipp, n.d.). Therefore, it is important for businesses
to keep up with the latest or upcoming technological
advances, to attain a strong competitive edge. In relation to this, banks should take advantage of the massive
amount of behavioral data they automatically obtain
when serving their customers (Accenture, 2014; McKinsey & Company, 2014). This data reveals useful insights
about customers’ future choices (McKinsey & Company,
2014). Thereby, using this data, it would be possible to
customize customer experiences as well as create digital
solutions that fit a “consumer decision journey, reaching
beyond payments transactions to manage the customer’s
entire digital wallet” (McKinsey & Company, 2014, p.
5). Accenture (2014) presents a report suggesting that
the banks should act as an Everyday Bank. By using
the approach of an omni channel business model, the
banks not only serve as traditional guidance and storage
of money, but also take actively part in the customers’

Technological
Focusing on the technological factors on the market,
businesses need to be proactive in order to predict and
adapt their business model to relevant modern technology to satisfy their customers. If a company is frozen in
values and procedures rather than thinking ahead, it lea-

“Organizations that fail to keep up with technological
advances leave opportunities for a smaller producer or
new entrant to enter their market.”
- FME, 2013, p. 17.
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everyday decisions when making financial considerations (e.g. buying a car or house). This is acknowledge by
competitive non-banking players on the market acting as
new payment providers. For example, Apple, Google and
PayPal are among those non-banking business that invest
in electronic payment methods (Deloitte LLP, 2014).

within permissioned blockchains (ibid.). Thus, potentially,
blockchain are about to reinvent the core business of a
bank (Fjeldsted, 9th of March 2017; Teise, n.d.). However,
blockchain is in embryo, thus are still being explored.

Furthermore, the Disruptive FinTech concept of blockchain have been introduced as a digital substitute for the
bank (Fjeldsted, 9th of March 2017; Kursh & Gold, 2016;
Teise, n.d.). Blockchain is a technology that distribute a
ledger (i.e. a logbook of digital interactions distributed
and maintained by a community), so that more stakeholders are to verify a piece of information (e.g. transaction
of money, contracts or identities) through a network
(Fjeldsted, 9th of March 2017). This removes the need
of a third party enforcement such as banks, thus making
transactions faster and lowering transaction costs and
uncertainty. Each verified piece of information is representing a block with a timestamp, so that these blocks
are interlinked, thus forming chain of blocks. That way,
the blockchain is resistant to changes (Fjeldsted, 9th of
March 2017; Teise, n.d.). The blockchain technology
enables every person to have for example a digital wallet
containing the digital currency bitcoins, further everyone can access this information. In addition to these
blockchains that are public to everyone, permissioned
blockchains are private requiring an access control player.
Still, the data will be distributed on all stakeholders, but
to get access to the information, a key partner has to
validate and accept the enquiry. Therefore, banks are not
necessarily excluded from the blockchain technology,
as the banks can function as the access control player
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Industry Analysis
This section builds upon the PEST analysis to provide an
overview of the state of competition in the Danish retail
banking industry based on the Porter’s Five Forces model
(Porter, 1979). The model consists of five competitive
forces including bargaining power of suppliers, bargaining power of customers, threat of new entrants, threat
of substitute products or services and industry rivalry (see
figure 6). These forces represent the underlying economic
structures, which jointly assess the strength of industry
competition and profitability (ibid.). Throughout the
analysis, each force is assessed either low, moderate or
high. Thus, the model constitutes the underlying basis for
understanding the competitive landscape in which the

Threat of New Entrants

Bargaining power
of suppliers

Industry Rivalry

Bargaining Power of
Banking Customers

Threat of Substitute
Products or Services

Figure 6: Illustration based on Porter’s Five Forces.

banking industry operate in.
The banking industry is dependent on their customers,
both consumers and companies, in a dual relationship in
terms of supplying liquidity and buying financial services
and products. In addition, the majority of banks have
suppliers through partnerships that comply with industry
norms such as Nets, e-nettet A/S, the Danish national
bank, and The Danish Financial Supervisory Authority
(Finansrådet, 2015c). This means that the banks’ suppliers are to a high extent the same. Thus, the bargaining
power of suppliers, in this project, is assessed not to be
a highly important factor for the competition within the
banking industry. As a result, the two forces including the
bargaining power of suppliers and customers are combined into one section referred to as bargaining power of
banking customers, for this analysis.

alternative options to one’s current bank are easy to find
through the Internet or smartphone applications such as
Mybanker (www.mybanker.dk) and BedsteLån (www.brf.
dk/app-laan) that compare financial offers. Still, only a
few Danes actively seek to examine and compare offers
from the bank, and negotiating prices and conditions, as
there is a lack of transparency of fees and interest rates in
the banks’ communication (Konkurrence- og Forbrugerstyrelsen, 2013). In addition, one out of ten bank customers, especially the age group between 18-29, consider
to switch to another bank, but one out of five find it difficult (EPSI Rating, 2016). Therefore, one can argue that
bank customers have a low bargaining power in relation
to inadequate knowledge about the pricing structure in
the banking industry as well switching to another bank
(Porter, 1979).

Bargaining Power of Banking Customers:
Moderate

However, the majority of bank customers feel that the
bank meets their expectations, and are satisfied with
their bank (Analyse Danmark, 2017). Especially, they find
the following factors important to ensure their customer
satisfaction: The total quality of financial advice, transparency of fees and accommodating attitude from banking
employees (ibid). This way, it indicates that the quality of
the banking industry is an important factor to the bank
customers. Porter (1979) argues that if customers value
the quality of the industry’s products and services, it will
lower customers’ bargaining power, as customers rather
pay a higher price to receive a high quality product.
Therefore, one can argue that the bank customers are
not price sensitive, since they to a higher degree value
the relationship with the bank. However, this only affects
the bargaining power of the bank customers, if they are

According to Porter (1979) the power of buyers can be
seen as a competitive threat or an opportunity, depending on the elasticity of demand. Thus, the bargaining
power of the bank customers means to what extent the
customers are able to influence the bank to their advantage. The customers’ ability to influence an industry is
determined by different conditions. For example, if the
industry’s product or service is relatively undifferentiated,
then the customers have a high bargaining power (ibid.).
Similarly, the banking industry offers fairly undifferentiated products and services such as debit card, checking
account, financial advice, e-banking among others. In
consequence, one could argue that one could argue that
bank customers are inclined to be more price sensitive, as
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inclined to be affected by customer relationship rather
than pricing. Price in terms of fee and interest rates is
especially relevant to bank customers with a low income;
for instance students who are on a tight budget. This is in
line with Porter (1979) who suggests that customers with
a low income, tends to reduce purchasing costs of products and services, hence, has a high bargaining power.

Threat of New Entrants: Low
The retail banking industry is subject to strict regulation by political authorities as identified using the PEST
analysis. More specifically, the Danish Financial Business
Act constitutes the foundation of banks operating in
the financial services industry in Denmark. This contains
obligations to the establishment of a financial company
as well as capital requirements, ownership structure and
auditing requirements, which the banking sector has to
comply with (Finansrådet, n.d.b). The Basel III agreement
causes increasing capital adequacy requirements for the
banks as part of Danish membership in the European
Union (PwC, 2016). Thus, the banking industry experience high capital requirements for establishing a business,
which limit the amount of potential entrants, due to a
minimum capital requirement of 8 million Euros (Retsinformation, n.d.; Finansrådet, 2011). This way, the heavy
regulation and high capital requirements of the banking
industry increase the entry barriers for potential new
financial companies, since it is difficult to get a banking
license and raise capital to establish a bank. In support
of this Porter (1979) argues that high government policy
and capital requirements will create high entry barriers.
On the one hand, one can argue that bank customers

experience a relatively low economic switching costs.
Although, the level of these switching costs differs from
bank to bank, in general, bank customers can switch to
another bank for free, on condition that they have been
a customer in 12 month; and are not subjected to special
financial agreements (Finansrådet, 2016). Moreover, the
process of switching to another bank only takes seven
working days in average (Finansforbundet, 2017, 3th
of March). In consequence, this implies a high mobility
among customers, which is why it can be argued that it
is relatively easy for new entrants to gain traction in the
market. However, as mentioned earlier the personal relationship with the bank is an important factor. Therefore,
new banks will find it difficult to establish a business,
due to the nature of the industry, as customers might be
more inclined to place their trust in familiar and well established banks. According to Porter (1979) brand identification can, thus, be a factor in creating entry barriers for
entrants, as they need to spend a large amount of money
in order to overcome customer loyalty.

Threat of Substitute Products or Services:
Moderate
New unconventional players increasingly enter the banking industry as a result of the digitization of the financial
infrastructure. This creates an opportunity for players
as software companies to substitute the banks’ digital
services and products. For example, a global trend is new
payment providers as Apple, Google and PayPal among
others that challenge bank’s as everyday payment provider (Deloitte LLP, 2014). On one hand, one can argue
that this can increase the competition by supplying the
same payment functionalities as the banks. On the other

hand, they are only a threat to one particular service,
and is not perceived as a threat to the bank as whole.
This is an increasing trend in the banking industry that
FinTech companies not completely substitutes the bank’s
wide range of offerings. However, the emerging trends
of blockchain and bitcoins is estimated to be a potential
threat to the banks, since these challenges the traditional
sense of the banking system by respectively providing
alternatives ways to transfer as to peer-to-peer transactions and decentralized digital payment system (Fjeldsted,
9th of March 2017; Kursh & Gold, 2016; Teise, n.d.). This
means that, the customers will be able to surpass the
banks in relation to fulfilling some of their needs in the
banking industry. Still, this requires some changes in the
customer behavior that might be a inhibitor for adoption.
Therefore, one can argue that the threat of substitutes
is moderate. However, seen in relation to the blockchain
technology, the threat of substitutes can potentially become high, as the technology are in a position to replace
core activities of the bank (ibid.). Hence, this will to some
extent be a driver for development, innovation and price
competition in the marketplace (Porter, 1979).

Industry Rivalry: Moderate to Low
The abovementioned forces will affect the competition
within the industry (Porter, 1979). The banking industry
is dependent on the economic growth, therefore the
activity within the industry is to a great extent affected
by cyclical trends in Denmark. As illustrated in the PEST
analysis, the economic landscape in Denmark heading
towards an economic boom. Therefore, it is evident that
the banking industry will have an increase in business
activity, and thus be in a favourable position. This also
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means that banks will face even more competition, due
to higher activity. In contrast to Porter (1979) who argues
that low industry growth result in intense rivalry, one
can argue that the competition is moderate to low. Due
to the positive growth in the financial sector, banks will
experience a greater financial latitude, hence the banks
do not have equally financial incentive.
Another condition for intense rivalry is that “competitors
are numerous or are roughly equal in size and power,”
(Porter, 1979, p. 142). However, the banking industry
has over the last few years become more concentrated,
which is evident from the fact that there are few large
players as well as a relatively large amount of smaller
banks in the market. There are two large banks, which
have a market share between 15-35 %, five medium size
banks with market shares between 2-10 % and finally
there are 101 small banks within the Danish market (Konkurrence- og Forbrugerstyrelsen, 2013). In consequence,
an unequal division of power further decreases the rivalry
in the banking market.
On the other hand, it is evident that there is a convergence in the offerings in the commercial banking market.
Most of the banks’ business models are converging, and
it is assessed that the offerings in the market do not
differ radically from each. Furthermore, the switching
costs are relatively low, which are two conditions that
intensify the competition according to Porter (1979). Still,
an increasing digital trend among retail banks emerges
as to the development of digital services such as MobilePay (Danske Bank), Weekly (Jyske Bank) and Lunar Way
(Nykredit). This might show early signs of differentiated
product strategy among some banks with regard to pro-

viding relative unique services that potentially retain bank
customers additional to e-banking and mobile banking.
In consequence, the banking industry is characterized by
high barriers to entry, which is the result of strict government regulations and high capital requirements. These
conditions make it difficult for new entrants to enter
the market, which in turn protect the profitability of the
banking industry. In addition, high entry barriers can also
indicate that the industry is rigid, since the competition
is relatively fixed. Similarly, the growth is considered to
be relatively slow, which is evident in the amount of new
banks in Denmark in recent years (Finansrådet, n.d.c).

consideration, it ensures that the design process does not
unfold in a concept that accommodates the customers
needs, but are not viable on the market. In total, creating
a high quality concept sensitive to the pricing and new to
the market, the business has a high possibility to obtain
a competitive edge on the market. Furthermore, the banking industry are facing the threats of Disruptive FinTech
companies, which are increasingly entering the market.
Therefore, they need to act now and move fast to be
in a position of gaining a first mover advantage, hence
traction on the market.

Final Remarks
The macro environment (PEST analysis) and industry analysis (Porter’s Five Forces) form the basis of understanding
the banking industry. The banking industry is an important factor for developing the financial concept as this
serves a basis for outlining the design situation in which
the concept are generated. Hence, ensuring a certain
viability related to further development of the concept.
In general, the analyses revealed that the customers value
high quality services, but are also to some extent price
sensitive, thus have a moderate bargaining power. In
turn, the banking industry generally seem to share similar
products and services and experience a low to moderate
competition. This creates a possibility to differentiate on
the market, by creating alternative high quality services.
However, it is also important to be aware of the international and national regulations that the Danish banking
industry are governed by. By taking these regulations into
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Discover the Customers

It is essential to understand the customers’ needs, in
order to develop a concept that creates value (Brown,
2008; Osterwalder & Pigenur, 2010). Hence, a business
can get insights, to creates value for its specific customer
segments, through one or more value propositions constituting the products or services that satisfy customer needs (Osterwalder & Pigenur, 2010). Thus, these customer
insights create ground for developing a desirable business
model that in turn, captures revenue for the business
(Osterwalder et al., 2014).
In this section, young adults in the age between 1829 years are explored. To gain valuable insights of the
customers, 14 in-depth interviews have been conducted.
On the basis of the findings from these, a customer segmentation was performed, followed by a selection of the
target group.

In-depth Interviews
To gain a thorough insight into young adults’ relationship with their bank, 14 interviews were conducted. The
purpose of the interviews was to identify the jobs, pains
and gains of the respondents, in order to create customer
profiles (Osterwalder et al., 2014). Through the interviews, the respondents’ subjective experiences on the topic
and the meaning of those experiences were obtained
(Goodman, Kuniavsky & Moed, 2012; Kvale & Brinkmann, 2009).
In this section, the interview and analysis approach are
elaborated, followed by the key findings of the analysis
and then summarized with final remarks constituting the
basis of a further study.

Interview Approach
As a framework for the interviews, Kvale & Brinkmann’s
(2009) approach of conducting qualitative interviews
were used. The interviews conducted were semi-structured in terms of having overall headlines and guiding
questions used as a basis of a more casual conversation
(Goodman, Kuniavsky & Moed, 2012; Kvale & Brinkmann, 2009). This was in order to create a more natural
dialogue with the respondents, as well as having the
possibility to spontaneously clarify by asking either follow-up or probing questions to specific statements (Kvale
& Brinkmann, 2009). Thus, the interviews were receptive
to the nuances of the individual respondents. Therefore, before conducting the interviews, a script in form
of an interview guide containing headlines and guiding
questions was created to guide the interview (Goodman,
Kuniavsky & Moed, 2012; Kvale & Brinkmann, 2009). In
addition, the structure of the interview guide simplified
the analysis when comparing the respondents answers
(Kvale & Brinkmann, 2009). For an overview of the
structure of the interviews including themes and guiding
questions, see the interview guide in appendix #1.
The interviews were structured as an hourglass shape,
starting with a briefing, followed by general information,
moving on to more specific questions, stepping back for
a bigger perspective and concluding with a debriefing
(Goodman, Kuniavsky & Moed, 2012; Kvale & Brinkmann, 2009). The interview guide had a main focus on
the respondent’s relationship with his or hers current
bank, including themes regarding (1) the bank, (2) usage
situations regarding financial decisions, (3) use of digital
banking applications and (4) customer satisfaction with

regards to the bank.
By using open-ended and non-leading questions as well
as avoiding the use of jargon, the questions aimed to
avoid injecting any prejudices when asked to the respondents (Finansministeriet, Kommunernes Landsforening
& Amtsrådsforeningen, 2002; Goodman, Kuniavsky &
Moed, 2012; Kvale & Brinkmann, 2009). In addition, to
minimize the probability of the respondents explaining
something simplified or different than reality - either
because of tacit knowledge or as an illusion of an idealized answer - the questions asked were focusing on the
experiences of the respondents rather than extrapolation
(Goodman, Kuniavsky & Moed, 2012; Kvale & Brinkmann, 2009; Osterwalder et al., 2014). An example of
that is what Kvale & Brinkmann (2009) define as an introductory question “Have you had any experiences that
had an impact on your relationship with your bank?”
(translated from Danish to English) that focused on the
respondent to describe in details from one or more episodes in his or her life.
The respondents were selected by the approach of purposive sampling in contrast to probability sampling, as
specific characteristics of the population was used as a
basis of the sampling (Bryman, 2012). Therefore, a homogeneous sampling was chosen, based on demographic
and geographic variables, to understand young adults
intended in the 18-29 age range. In addition, Ritchie &
Lewis (2003) argue for a diversity of the respondents, so
that the impact of the characteristic concerned can be
explored (Ritchie & Lewis, 2003). Hence, the respondents
are based on different variables including gender and
occupation.
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The interviews were conducted separately with 14 respondents. The number of respondents were based on
the rule of thumb, that when the interviews yield only
little difference in the respondents answers the number
of interviews are sufficient (Kvale & Brinkmann, 2009).
In addition, Kvale & Brinkmann (2009) argues, that 15
+/- 10 respondents are the most common number of
respondents for qualitative interviews. At the interviews,
two people in addition to the respondent participated;
one had the function as an interviewer, asking questions
and leading the conversation, whereas the other one
had the function as an observer taking notes (Goodman,
Kuniavsky & Moed, 2012; Osterwalder et al., 2014).

Analysis Approach
After conducting the interviews, the audio records were
transcribed verbatim (for transcriptions, see appendix #2),
then analyzed to identify and name specific dimensions
of the interviews. The initial analysis was done using a
focused coding to detect the respondents’ jobs, pains
and gains, hence, the categories used for the coding was
made in advance (Emerson, Fretz & Shaw, 1995). On the
basis of the initial analysis dividing the statements from
the respondents in jobs, pains and gains, the statements
within each category was then analysed to detect similarities; thus, to create customer profiles (Osterwalder et
al., 2014).

Key Findings
In the following, the key findings of the analysis are elaborated. The key findings represents’ the most frequent
themes, mentioned by at least two thirds of the respondents, based on the interviews conducted, however

with the exception of a few themes assessed to be of
importance. In consequence, this section is divided into
five sections: Feeling secure, digital self-service, personal
advice, communication, personalization, and distrust and
dissatisfaction.
Feeling Secure
Having contact with your bank is like having contact with
your doctor. Many people conceive that the less communication you have with your doctor, the better health you
have. Similar, the majority of the respondents express this
attitude towards their bank. For example, Jonathan (28
years) feels that no contact from the bank is connected
to his economy being fine. Similarly, Majlinda (25 years)
emphasizes:
“I do not want to be contacted by them [the bank],
because then there is always something wrong,”
(see appendix #2.9)
This example illustrates how the respondents in general
explain the contact with their bank to be associated with
a negative feeling, given that the respondents often feel
that contact is related to economic instability. Thus, this
feeling is comparable with being contacted by a doctor,
as this contact might indicate poor health. However, the
difference between the doctor and the bank is that the
bank has constant access to one’s financial data. Thus, is
always aware of the financial situation, in contrast to a
doctor that one have to contact proactively. This became
evident in the interviews conducted, as the respondents
expressed the bank as a safety net, thus an importance
of feeling secure with regard to their bank. Even though

most of the respondents do not feel the need to stay in
touch with their bank on a daily basis, they still feel safe
knowing that they can contact the bank in any given
situation, as well as having the bank monitoring their
account. For example, Christian (21 years) states that he
does not search for personal advice in the branch. However, he feels comfortable with the opportunity to get a
face-to-face meeting with his financial advisor:
“Now it has been so many years since I have been there
[in the branch], but it is pleasant to know that they are
there. [...]. It was just like you got - I do not know if I
can say it like this - distanced from them [after closing a
nearby branch],”
(see appendix #2.1)
For some of the respondents there is a sense of security by knowing that one or more branches are located
nearby. Moreover, the majority of respondents’ mention
future life events, such as buying an apartment or buying
a car, in relation to get in contact with a financial advisor.
This indicates, that the respondents want assistance from
the bank in relation to their future financial decisions.
Further, this suggests that they secure themselves on a
long term, when they express the need to live nearby a
branch, as they see still conceive the bank as an important part of supporting their financial decisions throughout their lives. Furthermore, trust is an important aspect
of the respondents’ relationship to the bank in everyday
life. For example, Daniel (22 years) mentions:
“So I am not using… do not notice my bank in my
everyday life. [...] So it is [the bank] something which are

Discover the Customers 25

running in the background,”
(see appendix #2.2)
Here, Daniel states that the bank is functioning without
him thinking about it in his everyday life. In addition,
Marie (24 years) states:
“What I expect of them [banks]? That I do not really
think about in the everyday life. [...] I just expect that my
money are there and that my cards are working,”
(see appendix #2.10)
Hereby, Marie explains that she relies on the banks services trusting them to function on a daily basis. Moreover,
for most of the respondents mostly have not been in
direct contact with their bank - they all express that the
opportunity to get in quick and easy contact with their
bank supports the feeling of being secure.
Digital Self-service
The interviews give a clear indication that the respondents prefer to access banking services through digital
services, rather than visiting the branch in person in their
everyday lives. In addition, some of the respondents, for
example Majlinda (25 years) and Jens-Ulrik (26 years)
mention explicitly that visiting the branch in person is rare
for them - respectively used occasionally and a few years
back. Every interview touches upon the subject of digital
services as related to e-bank, mobile banking, MobilePay
and other applications, which are used on a smartphone
or a computer. These digital services are used for self-service in terms of jobs such as transfer money, check account balance, administrate account activity and payment

of fixed expenses. These are the most frequently mentioned banking activities among the respondents. This way,
self-service is an integral part of the interaction between
the respondents and the bank. Further, digital services are
frequently used, hence indicate that the respondents use
these very services on a daily basis. Especially, the respondents all mention MobilePay as an application often used
several times a day.
Flexibility and Time Saving
Many of the respondents refer to self-service as a tool,
that can be used wherever and whenever, as for example Katrine (24 years) who speaks of using the bank as a
means to perform practical activities. In addition, all the
respondents mention the gain of performing self-service
on the move, as it provides a flexibility of being able to
perform activities instantly, independent of place through
digital services. For example, Jonathan (28 years) expresses that digital services are easy and fast to use as well as
making him able to choose when and where to perform
a bank related task. This means that he does not feel
compelled to visit the bank, as he does not want to take
time off from work. Thus, a gain for him is also to save
time. Another reason why the respondents prefer digital
services is that they are more convenient, as for example
Christian (21 years) states:

ment, as he finds the act of visiting the branch immense.
In addition, Christian is one of the many respondents,
who values automated functions provided by the digital
services, which makes it possible to save time on bank
related tasks. Hence, these supports the expectation of
the bank functioning in the background as mentioned
earlier. In general, to use as little time as possible on
bank related tasks is seen as a gain for the respondents.
This is expressed by statements, such as Daniel (22 years)
mentioning:
“Nine out of 10 of the things that I have to do, I want to
do it within a minute on my mobile banking app - you
know, on all my digital services, right? So that it is fast,”
(see appendix #2.2)
This emphasizes a demand for digital services to work
fast, thus suggests the respondents have expectations to
have quick-acting digital services. Half of the respondents
give an explicit indication of how time-consuming processes can actually prevent them from using digital services.
For example, Oktay (23 years) states that he prefers
mobile applications rather than using e-bank as he finds
it inconvenient to use NemID. This is also supported by
Line (24 years) stating:

“I am just the type of person who is a bit lazy. I would
rather stay at home in my apartment [rather than visiting
the branch] when I am off from work [...],”
(see appendix #2.1)

“The thing that you have to bring out your computer,
and need to use one’s NemID often and something like
that… that is just super annoying, I think [laugh]. In relation to MobilePay, that takes three seconds,”
(see appendix #2.8)

Hereby, Christian mentions a pain of leaving the apart-

This way, the above-mentioned illustrates that the pro-
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cess of using NemID to log in the e-bank is perceived as
being time-consuming and troublesome. This implies that
the respondents consider NemID as a pain, given that the
process falls short of their digital expectations as to need
for fast services.
Usability
Moreover, a majority of the respondents have great
expectations to the user interface of the digital services.
First, all respondents mention useful UI (user interface),
especially with regard to MobilePay, since the respondents wish for a user interface to be easy to use. However, this is an ambiguous gain, because easy to use either
means that the service is simple or manageable. Simple
in relation to all respondents speaking of MobilePay with
few functions that are easy to understand and use. Manageable in relation to a minimum information providing
a clear overview. For example, some of the respondents
express a pain associated with using e-bank due to being
represented for immense information. For example, Christian (21 years) expresses his frustrations:
“If you are looking at a website to see - I do not know
what - and then I think it is because there is too much
content on their page to click on, then you just think
what the heck - then I just make a call [to the bank],”
(see appendix #2.1)
This illustrates how Christian, because of an overload
of information, seeks to call the bank instead of using
self-service on the website. Such action indicates that too
much information prevents the respondents from using
digital services.

Personal Advice
Even though self-service is indispensable for the respondents, they also prefer personal advice depending
on the context. The respondents’ interaction with the
bank is to a great extent dependent on the particular
situation - what Osterwalder et al. (2014) term as job
context. Osterwalder et al. (2014) stress the importance
of including the surrounding context of a specific job, as
“the context may impose certain constraints or limitations” (p. 101). Hereby, they suggest that one often needs
to consider external factors that shape the job or action
to understand customers’ underlying motive for their
behaviour.
Personal advice involves the bank providing financial
advice to the respondents in terms of being able to communicate and help with financial matters. For example,
with regard to different contexts such as seeking financial
advice due to life changes, understanding financial terms,
and solving financial problems.
First, most of the respondents speak of turning to financial advice, due to life events, for example expressed by
Josua (26 years):
“If you have a need for raising a loan, then I would probably be much… well… be in need of a financial advisor
to be in a position to talk with about what is beneficial
and what is not [...] because it is not something that I
have a thorough knowledge of,”
(see appendix #2.5)
This example illustrates how the respondents seek

financial guidance on making decisions they perceive as
complicated, as well as having significant implications for
their financial position. Thus, suggests that the respondents prefer financial advice affecting life changes. For
instance, Jonathan (28 years) and Oktay (23 years) both
addresses the need to take a loan from the bank in the
interest of buying a house at some future stage. Other
respondents such as Christian (21 years) and Anders (27
years) represent previous scenarios of how they both
proactively contacted the bank for taking a loan to buy
an apartment.
Almost half of the interviews takes up the subject of
personal advice in relation to receive assistance from the
bank to understand financial terms. For example, Rasmus
(27 years) states that he seeks out personal advice, when
he wants explanations of financial terms that he finds
difficult or is ignorant of. This is supported by Majlinda
(25 years) expressing:
“I like that they are able to take me by the hand, because
I am not an economical expert - I do not know anything
at all about this topic,”
(see appendix #2.9)
These give examples of how the respondents contact the
bank to draw on their financial expertise. In addition,
other respondents contact the bank to receive confirmation of their decisions as a way to prevent making mistakes
by oneself. For example, Jens-Ulrik (26 years) who describes the pain associated with self-service through e-bank.
He emphasizes, how e-bank lack of more in-depth information about the different services. In consequence, he
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feels uncertain and fear making a mistake by pressing on
a wrong key on the keyboard.
Many respondents also need the bank’s help to solve
financial problems. For example, Nicole (22 years) describes a reason why she wants to make contact with the
bank:
“I just think that, if I need to contact them [the bank],
then I believe that it is due to I have some big issues right
here and now that I think also needs to be addressed
right here and now,”
(see appendix #2.11)
The example illustrates that the prior condition for contacting the bank is based on emergent and important
financial issues that need to be addressed in the shortest
time.
Communication
These different ways of seeking personal advice are
affected by communication methods. In consequence,
the interviews illustrate a point of difference between
preferring verbal and written communication.
The majority of the respondents favoured calling the
bank by telephone as gain of verbal dialogue with the
bank. For example, Majlinda (25 years) prefer to call the
bank, because they are available at all hours. Moreover,
Leise (19 years) supports this by elaborating on why she
finds 24 hours a day possible contact important:
“So if I call four o’clock in the middle night and says
fuck, I have lost my debit card, then I can call the bank

to say cancel it. That, I think, is the most important to me
actually,”
(see appendix #2.7)
This provide an example of how many of the respondents
speak of contact 24/7 as an important service associated
with calling the bank. Aside from availability, the respondents also mention saving time related being in instant
contact with the bank by calling the bank on the telephone. For instance, Nicole (22 years) states that she prefers
to call on the bank because of the short waiting time.
Thus, indicates why some of the respondents prefer to
call the bank, due to immediate response. Even though,
a difference in verbal communication appears across the
interviews with regard to whether the respondents want
to contact the bank by calling on the telephone or talking
face-to-face. Still, all respondents prefer face-to-face with
respect to life changes. For example, Josua (26 years)
mentions that it is important to talk with a personal adviser face-to-face about greater financial decisions in order
to trust the final decision.
While some of the respondents prefer verbal communication, others favour written communication with their
bank. Being able to read an e-mail supports the sense of
flexibility, as the respondents feel that they can decide
themselves when to read the information. For example,
this is expressed by Marie (24 years):
“It is preferable that it arrives there [e-mail], because then
you can reflect on it instead of someone calling at dinner
time or while being at work, and then you just forget to
call back,”

(see appendix #2.10)
Here, Marie states that e-mail is a more flexible way to
communicate, as she is able to have a dialog without
being dependent on each other having time. Moreover,
many of the respondents’ touch upon written communication as related to receiving information as a means of
documentation. For instance, Majlinda (25 years) speaks
of calling the bank being insufficient, if she needs confirmation on something she finds important and therefore,
she wants to receive this confirmation in writing.
Whether the respondents prefer to call or write to the
bank, they express a common pain related to long waiting time. For example, Rasmus (27 years) states that writing an e-mail is annoying, as he has to wait for a financial
advisor to respond. In return, Anders (27 years) expresses
an irritation related to calling through the telephone in situations, in which he has to wait 10 to 30 minutes, then
get the wrong financial advisor. Both examples suggest
that rapid response is important factor affecting customer
satisfaction.
Personalization
Many of the respondents think of information from the
bank as unwanted information based on examples such
as Majlinda (25 years), who states:
“I have the same relationship to that [the e-bank inbox],
as I have towards newsletters from H&M,”
(see appendix #2.9)
Hereby, Majlinda associates written information from the
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bank with spam mails and therefore, suggests information from the bank as unnecessary. In addition, Leise (19
years) receives physical letters from the bank every month
that she throws away without reading it through, as she
assumes that the letter is containing the same information every time.
This way, the above-mentioned indicate that the respondents associate generic information from bank with a
pain. In contrast, the majority of the respondents’ value
extra services from the bank that are customized to them
- the feeling that the bank treat them special. This wish
for special treatment is expressed in different ways. Christian (21 years) express a need for customization related
to mobile banking, whereas Rasmus (27 years) wish to receive special offers that might benefit him. The latter type
of personalization is elaborated by Jens-Ulrik (26 years):
“I could imagine some general offers for what I could do,
not necessarily directed to me, but my target group. I am
26 years old, maybe they know I just finished my education. Then they could advice me about the need of a trade
union and benefits of an unemployment fund,”
(see appendix #2.3)
Hereby, Jens-Ulrik states that he values targeted offers,
without him making the bank aware of his life changes
in order to receive this information. This is supported
by Oktay (23 years) that prefer to get special offers that
relates to his specific context. In general, the respondents
wish to receive personalized information from the bank
and thereby, avoid to put time and effort in doing the
research themselves or avoid to sort the overload of information provided.

Distrust and Dissatisfaction
Some of the respondents do not feel that their bank are
acting on their behalf with regard to financial advisement. For example, Jens-Ulrik (26 years) had an experience with the financial advisor acting as a salesperson, as
he felt that the financial advisor only presented options
within the bank’s own selection of products and thereby
not presented options that was best suited for his situation:

then you have to pay fees,”
(see appendix #2.8)

“It [financial advisement] was not impartial because
they offered their own products instead of offering the
products on the market which might have been better.
[...] I did not see them as advisors any longer; I saw them
as a salesperson selling me their products and not others
products, that might have been better for me,”
(see appendix #2.3)

Final Remarks

This example suggests that Jens-Ulrik finds the bank to
be disloyal to him, as he think of a financial advisor to
handle his interests and not the banks own interests. In
consequence, this suggests that Jens-Ulrik feels a distrust
of the bank and therefore, tend to seek information on
his own.
In addition, many of the respondents emphasize (hidden)
fees on services from the bank as a pain. For instance,
Line (24 years) mentions a pain of being treated differently, as she is a student and do not get the same treatment
as the bank customers having a larger economic latitude:
“What I would call unfair fees; If you have a lot of money
in the bank, then you do not have to pay any fees. But if
you are like me, a student and do not have any money,

Moreover, Marie (24 years) mentions a huge pain in
paying smaller fees on all of her transactions - what she
mentions as ongoing “amounts of two Danish kroner”
(in Danish “to kroners-beløb”). As much as the respondents experience a pain in relation to fees, they also value
financial advantages.

The key findings of the in-depth interviews reflect upon
prominent themes that appear across the interviews
including: feeling secure, digital self-service, personal
advice, communication, personalization, and distrust and
dissatisfaction. The section serve as empirical evidence for
uncovering the respondents most important jobs, pains
and gains providing examples of the respondents’ statements. These form the basis for creating customer profiles (Osterwalder et al., 2014) for each of the respondents
(see appendix #3) as well as an overall customer profile
(see figure 7). In consequence, the key findings give an
indication of young adults’ relationship with the bank.
Young adults have an ambivalent attitude to the bank.
On one hand, the interviews indicate that young adults
trust in the bank; since they have no major concerns
about using banking service, in turn receding into the
background in their everyday life. In addition, they
appreciate the bank to manage their money and being
available to give useful financial advice. On the other
hand, young adults want to avoid being approached by
the bank in everyday life, as a significant pain is to receive
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unsolicited and unnecessary information. In consequence, the interviews give a clear indication of young adults
in most situations prefer to contact the bank on their
own conditions. In addition, they prefer to access banking services on daily basis through their smartphone or
computer as they value quick-acting, flexible and easyto-use services. However, the interviews are different as
to the use of computer and smartphone. Based on some
respondents explicitly express pains related to use NemID
when using a computer, in contrast to other respondents
who feel a gain from administering account activity on
large display.
Even though, young adults trust their bank most of the
time, still they are aware of the bank as a business. The
majority of respondents express a pain in high fees, in
return they value beneficial offers from the bank that
contribute to greater financial latitude. Even further,
some respondents express a distrust of the bank, as they
feel that the bank do not act in their interests. Therefore,
also assess the banking market and compare different
banking services. However, the interviews indicate that
young adults to a greater extent seek and value personal
advice from the bank. Young adults are inclined to seek
personal financial advice, when they are need of help
related to bigger financial decisions due to life changes.
Furthermore, they also call or write to the bank, when
they have difficult or emergent financial problems.
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Figure 7: Customer pofile for all respondents from the in-depth interview.
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Customer Segmentation
From the interviews conducted, some consistency in
the respondents’ statements appeared with regard to
their customer jobs, pains and gains. In consequence, a
segmentation of the customers was conducted to further
uncover those similarities and differences of the respondents (Osterwalder et al., 2014). By creating different
customer profiles, a company can create value that fits
one or more specific target groups, through a product
or service (Freytag et al., 2013; Osterwalder & Pigenur,
2010). Consequently, a fit in the needs of a specific customer segment often contribute to an increased value of
the business (ibid.).
As a framework for the customer segmentation, Freytag
et al.’s (2013) approach to the segmentation process in
a consumer market was applied. First, a segmentation of
the customers are conducted, followed by a selection of
one or more market segments constituting the company’s
target group.

Market Segmentation
Market segmentation is generally accepted as a fundamental strategy in marketing (Wind, 1978). It refers
to the process of dividing a market into homogeneous
groups of consumers with one or more similar characteristics that have an impact in relation to the company
(Freytag et al., 2013). Four commonly used variables are
geographic, demographic, psychographic and behavioural that form a basis of exploring the consumer market
(Freytag et al., 2013). Focusing on the target group
including Danish bank customers in the age between
18-29, hence geographic and demographic variables are
already defined based on the problem scope (see Intro-

duction). However, these two types of variables alone do
not provide information on the buying behaviour of the
customers (ibid.). Therefore, to explore the young adults,
the psychographic and behavioural variables can be used
to gain a more thorough insight of the customer’s interaction with the bank. A segmentation using psychographic variables involves aspects of the customer’s lifestyle,
however this type of segmentation often leads to overall
clusters, thus being undifferentiated (ibid.). In contrast,
using behavioural variables address more product specific
and consumption related behaviours of a customer. Thus,
behaviour variables is ways consumers’ respond to use
or know of a product or service. Often, a segmentation
based on behavioural variables are often considered to
be the most qualified way to segmentate (Freytag et al.,
2009). This segmentation draws on the 14 customer profiles (see appendix #3). A point of difference between the
customers is the usage of digital banking services, hence
behavioral variable. In consequence, the respondents
from the interviews are separated into three different
segments: (1) Mobile Users, (2) Mobile and e-Bank Users
and (3) e-Bank Users.
Mobile Users consists of six respondents and are characterized by preferring to use the smartphone in relation
to conducting bank related tasks. Especially, they enjoy
the flexibility that the applications provide, as they are
able to do a bank related task in less than a minute while
during other things such as taking a bus ride or having
a small break. Moreover, they avoid to use their e-bank
as they feel it being time consuming when opening the
computer and need to log in with NemID. Even though
it might only take a few minutes to perform the action,

still they consider this as a pain, as the act itself is very
troublesome for them. Moreover, fees is expressed as a
great pain for Mobile Users. The reason for this is that
they find it frustrating to pay smaller amounts on fees on
almost all their interactions with the bank, however not
actively searching themselves for alternative offers from
other banks.
Along with Mobile Users, the segment Mobile and
e-Bank Users consists of six respondents and are using
mobile banking through their mobile application to become flexible in time and place. In contrast, they also prefer using e-bank for more advanced bank related tasks,
they have a need for a more detailed overview of their
finances. Therefore, in these situations, they prefer using
e-bank on a computer, as it provides a larger display to
look in combination with a detailed overview. As Mobile
and e-Bank Users actively seek in-depth information, they
tend to loose the full overview of the data provided on
e-bank due to the quantity of information. In addition,
they have a fear of making mistakes by oneself, as they
are unsure whether they fully understand all the information including the financial terms. Therefore, Mobile and
e-Bank Users is to a greater extent inclined to contact
the bank to feel secure about their financial decisions.
Moreover, they tend to feel that the bank is not acting on
their behalf; as they feel that the bank to a higher degree
ensures the company’s financial profit rather than taking
care of them as customers. Therefore, they have an
interest in proactively examine and search for offers and
services on the market in general.
e-Bank Users resembles Mobile and e-Bank Users,
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however prefer only using e-bank. The reason for this
differ; either because of feeling more comfortable with
using a computer or because of the higher IT security
when using a computer. In addition, e-Bank Users only
consists of two respondents. They value to a great extent
a nearby location of one or more branches as they feel
more secure knowing its existence. They treasure to get
guidance from a financial adviser as well as wish the
bank to supervise their financials in their everyday life.

Choosing a Target Group
Subsequent to determining market segments, this sections address how businesses identify one or more appropriate target groups using customer needs as a starting
point to be able to create a market strategy (Freytag et
al., 2013). Freytag et al. (2013) suggest three key market
strategies that involves undifferentiated, differentiated
and concentrated strategy. Respectively, if a business
want to reach and influence the mass market as a whole
target group, then an undifferentiated strategy is used to
create a relative generic marketing mix, which means that
it intends to satisfy the majority of customers. Therefore,
undifferentiated strategy contrasts with market segmentation including differentiated and concentrated strategies, given that these intend to adapt the marketing mix to
more specific target groups’ needs. However, differentiated strategy targets multiple segments of the determined
target groups, whereas a concentrated strategy only
focuses on one specific segment of consumers (ibid.).

e-Bank Users. While some of the segments’ jobs, pains
and gains differ, they also share some. Thus, there is
a potential in relieving the pains they share and add
value to the gains they have in common. e-Bank Users is
considered as an outlier containing fewer respondents. In
addition, e-Bank Users do not to the same extent share
jobs, pains and gains with the other market segments.
Therefore, in this project, the target group focus on two
market segments, Mobile Users and Mobile and e-Bank
Users, by using a differentiated strategy to accommodate
their specific needs. To visualize the target group similarities and differences in jobs, pains and gains, a shared
customer profile have been created (see figure 8).

The market segmentation revealed three market segments, however two of them equally sized in terms of
respondents; respectively, Mobile Users and Mobile and
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Figure 8: Shared customer pofile for the customer segments Mobile Users and Mobile and e-Bank Users.
The customer profile provides an overview of the two segments shared and differentiated jobs, pains and gains.
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Initial Concept

To create a concept on the basis of the customer insights
including jobs, pains and gains, the focus should be on
creating pain relievers and gain creators that makes a difference for the customer needs (Osterwalder & Pigneur,
2010). Thus, a concept should focus on selected matters
of the customers. To accommodate the selected target
groups consisting of Mobile Users and Mobile and e-Bank
Users, this section presents the first draft of a concept
based on the key findings from the interviews conducted.
In the early stages of developing a concept, Osterwalder
& Pigneur (2010) argue for creating a problem-solution
fit. Hence, develop a value proposition addressing the
evidence based customer jobs, pains and gains. Later,
this concept is to be validated on the market and embedded into a sustainable business model, respectively a
product-market fit and business model fit (ibid.). Focusing
on creating a problem-solution fit, the initial concept
was centered around savings for young adults. Given the
assumption that customers do not always know what
they want (Swan & Zou, 2012), the initial concept was
generated on the basis of the customers’ jobs, pains and
gains, rather than explicit mentioned desires on features.
In addition, Verganti as referred in Swan & Zou (2012)
argue that game-changing innovation is developed by
designers that functions as translators of the customers’
needs. Thus, the designers “interpret and translate on
behalf of users,” (Swan & Zou, 2012, p. 126).
The initial concept is illustrated in a value map (see figure
9) identifying respectively its products and services being
the functions, as well as the concept’s gain creators and
pain relievers. These are constructed in relation to the

jobs, pains and gains addressed in the customer profile,
hence the concept attempts to achieve a fit to the customers’ needs.
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Figure 9: Value map for the initial concept.
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From the interviews was found that both Mobile Users
and Mobile and e-Bank Users value help from the bank
in relation to future life events such as moving or buy-

how the users could optimize their consumer habits based on existing expenditure. In addition, the application
also offer enquiries from the bank that can help the users

ing a car. In relation to this, both segments mentioned
advantages in a personal financial adviser being a person
whom they can trust discussing their financials with.
Connecting these elements of future life events, support
from the bank and overview of account, the initial concept was centered around savings. As both Mobile Users
and Mobile and e-Bank Users put a premium on saving
time and self-service on the move, the concept was
decided to function as a smartphone application allowing the customers to make use of the concept independent of time and place, thus function as a gain creator.
The initial idea for the smartphone application contains
several functions with regard to saving up. To support its
users in saving up for future life events, the application
creates a gain in terms of having the function of creating
goals individually or with others. Further, these goals are
supported by functions that set different terms for saving
up; (1) automatic transfer of remaining amount of money
on one’s bank account at the end of the month to a goal,
and (2) save up a chosen amount of money to a goal in
addition to the selling price each time a selected item is
purchased (e.g. a transfer of five Danish kroner to the
selected goal every time one buy a cup of coffee). Thus,
these functions can increase the probability of achieving
a financial goal and support the feeling of safety. As the
in-depth interviews revealed, Mobile Users and Mobile
and e-bank Users had a desired gain with regards to
targeted financial advice as in information from the bank
related to their individual needs. Therefore, the smartphone application provides proposals from the bank of

in achieving their specific goal. These functions support
quick and flexible contact with the bank, thus function
as a pain reliever. To create an overview of the user’s
financials, the application provides two kinds of visual
overviews of monthly expenditure, respectively per month
or by comparing several months. In addition, these visual
overviews are grouped by categories (i.e. food, cultural,
transport, etc.) to provide a quick and easy setting for
understanding financials, thus a pain reliever.
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Validating the Initial Concept

The initial concept, as described in the above section, illustrates the outcomes of the preliminary iterative process.
In consequence hereof, the problem-solution fit of the
initial concept occurred (Osterwalder & Pigenur, 2010).
Therefore, a validation of the concept was necessity.
Subsequently, a focus group interview was conducted
to ensure a product-market-fit of the key findings from
the initial concept. To validate that the concept is creating customer value, and thereby will gain traction in the
market (ibid.).
In the following section, the focus group interview including discussion approach is elaborated. This leads towards the key findings of the analysis, followed by the final
remarks, constituting the basis of the following process.

Focus Group Interview
To gain an understanding of the selected target group’s
perception and conscious preferences of the initial concept, a two-hour focus group interview with six respondents were conducted. The focus group interview was
held with respondents in the age between 18 to 29 using
mobile banking, thus some representing the Mobile Users
and others the Mobile and e-Bank Users. The number
of respondents were based on Goodman, Kuniavsky
& Moed (2012) arguing for six to eight respondents in
a focus group. In contrast to personal interviews, the
moderated group discussions often lead to more spontaneous expressions and emotions from the respondents
(Kvale & Brinkmann, 2009) as well as being suited for
generating ideas and prioritizing features (Goodman,
Kuniavsky & Moed, 2012). In addition, different viewpoints on the discussion topics are revealed - contrary of

creating consensus (Kvale & Brinkmann, 2009). In this
section, the discussion approach is elaborated, followed
by the key findings of the analysis and then summarized
with final remarks used for developing a final concept.

Discussion Approach
As a framework for the focus group interview, Goodman, Kuniavsky & Moed’s (2012) approach for conducting focus group interviews was used. The focus group
interview conducted had a focus on feature prioritization;
used for determining “features that are most attractive
to the group and why,” (Goodman, Kuniavsky & Moed,
2012, p. 146). Consequently, the focus group interview
was used to verify or falsify specific features on the initial
concept idea. At the focus group interview, three people participated in addition to the respondents; one as a
moderator facilitating and encouraging participation of
the respondents and two as assistant moderators taking
care of practicalities such as video recording and serving
food as well as observing and taking notes (Goodman,
Kuniavsky & Moed, 2012). In general, every question
involved an individual reflection on the topic in form of
writing down their thoughts on the given topic on postit’s, before sharing with the group in plenum. Thereby,
the respondents became less likely to forget important
aspects or change their mind during the session (Goodman, Kuniavsky & Moed, 2012). In addition, Goodman,
Kuniavsky & Moed (2012) argue for using individual
writing in feature prioritization exercises to ensure an
individual reflection:
“Individual writing exercises can be especially useful in
feature prioritization focus groups, where getting reliable

rankings is the whole point of the session,” (p. 1-2)
The individual writing exercises minimize groupthink the tendency of respondents striving for consensus on a
given topic, even if they disagree (Goodman, Kuniavsky
& Moed, 2012). In addition, the group was encouraged
to state what was on their mind even if they disagreed,
as there was no right or wrong answers to the questions asked. Moreover, by referring to the respondents’
own terminology as well as referring to their names, the
discussion was centralized around the respondents’ own
statements (ibid.).
To structure the discussion, a guide was made beforehand containing (1) an introduction to the topic and the
group, (2) a main discussion and (3) a wrap-up (Goodman, Kuniavsky & Moed, 2012). For an overview of the
structure of the focus group interview, see the discussion
guide in appendix #4.
First, the introduction consisted of a general explanation
of the session, as well as some warm-up questions for
the respondents to get to know each other and more
importantly, break the ice. The warm-up questions was
with regard to each respondent’s name, age and what
they had last bought in a store. Therefore, the questions
were easy to answer and unrelated to the topics of the
rest of the discussion, hence the respondents shared
something personal, but not private (ibid.). Second,
the main discussion was divided into two overall topics
respectively communication with the bank and savings.
The first topic provided basis for the discussion, making
the respondents equally reflected about their communication with the bank. The respondents had to individually
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write the communication channels they used to get in
contact with their bank and reverse on post-it’s. After
sharing their thoughts in plenum, the respondents had
to individually rate those channels in a scale from 1 to 5
(five being the most favourable channel(-s)) and again
share their thoughts with the group. In the second topic
about savings, the respondents had to write down on
post-it’s what and how they handled savings, followed
by a round of sharing what they had written down and
additionally thoughts on this. This served as a mean of
exploring the potential of the initial concept with regards
to savings. Following, the respondents was handed out a
piece of paper with a list of functions related to the initial
concept (see the feature prioritization exercise in appendix #5). The respondents had to individually rate each
of the listed functions on a scale from 1 to 5 (five being
very inclined to use), followed by a round of sharing. This
feature prioritization exercise served as a confirmation of
which of the functions the respondents found attractive
and why. The respondents’ immediate expressions on
the features were used for optimization and redesigning.
Third, the discussion ended with a wrap-up asking for
additional functions that was not on the list in order to
explore other alternatives, as well as remaining comments on the topics in general.

Key Findings
The key findings of the main discussion from the focus
group interview will be presented below. This includes
results from the sessions concerning communication with
the bank and savings based on the post-it’s, prioritization
exercises and in general recorded answers. In consequence, this section is divided into three: communication with

the bank, savings behavior, and automation.
Communication with the Bank
Through the focus group interview, it was discovered that
the respondents in general prefer the same communication channels as the respondents in the personal interviews
(see appendix #6). Therefore, they all value banking services in form of mobile applications as well as telephone
calls to a higher degree than for example physical letters,
which they consider a pain. Thus, they prefer quick and
easy communication, if they need to get in touch with
the bank. Although, the greater part seeks a financial
adviser due to life changes, a smaller part would rather
write online or talk on the phone.
Similar to the findings of the personal interviews, the
respondents address that they prefer minimal contact
with their bank but at the same time want targeted
financial advice, which benefits their financial situation.
This became evident when the respondents had to reflect
on the difference between the two functions (1) recommendations of consumption habits based on existing
expenditure and (2) enquiry from the bank that can help
you achieve your goals. This way, these functions served
as an explorative approach uncovering the importance
of wording when speaking of contact with the bank. In
the feature prioritization exercise, the second function
had the lowest score of all the functions presented. This
suggests, that the wording of direct contact with the
bank (i.e. “enquiry from the bank”) are associated with
something negative. For example, Freja (21 years) states
with regard to enquiry from the bank:

“They [the bank] should not handle my financials, as that
is something that I know how to maintain and transfer
the money myself, even though it would become more
structured if the bank did it,”
[1.51.05-1.51.16]
Hereby, Freja mentions that it is important for her to
handle her own financials. While rating the function of
enquiry from the bank with the lowest score, she rated
the function of recommendations of consumption habits
relatively high (4 out of 5). In contrast, Patrick (24 years)
states that he value the enquiry from the bank as help to
achieve his goals, whereas he associate recommendations
of consumption habits as an authority that determines
what correct and incorrect behavior is:
“I feel that the first [the function of recommendations of
consumption habits based on existing expenditure] is just
like a mother that walk in and says that you need to stop
using so much money on those things, whereas the last
one [the function of enquiry from the bank that can help
you achieve your goals], as I gave four, that is actually
help when you have a saving account [...],”
[1.53.54-1.54.08]
The above-mentioned examples suggest that the wording
of the functions have a huge impact on the understand
of the phrase among the respondents. Even though, the
respondents prioritized the two functions in a contrary
manner, the discussion revealed that they, in general
valued help from the bank. It is important to all the
respondents that the bank do not make any intervention, however only suggests which functions or offers
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the bank customer could benefit by receiving targeted
financial advice.
Savings Behavior
All respondents agree on the act of saving as related to
transferring money to one or several savings account. At
first, the respondents found it difficult to address the reason for saving money. However, in general, the respondents are arranging their saving accounts systematically
to form a general view of different goals of their savings.
The respondents differentiate between short-term and
long-term goals, thus suggest that they perceive saving
up with a double-sided meaning. The respondents speak
of short-term goals in term of savings on a day-to-day
basis. For example, regular outgoings, unforeseen expenditure, food and impulse purchase, as the most frequent.
Similarly, long-term goals is also prominent in terms of
buying a home, a car, travelling and retirement. However,
the long-term goals are something the respondents wish
for in the far future. The reason for this could be that
some of the respondents are inclined to have short-sighted attitude towards savings. For example, Majlinda (25
years) states:
“I think I have a bit of a laissez-faire attitude; that I use
some money now while I am young, and then I can save
up money when I grow old,”
[1.19.04-1.19.07]
Here, it is suggested that saving money is not a part
of one’s financial considerations on a day-to-day basis.
Furthermore, it also suggests that many of the respondents are inclined to spend a lot money, without thin-

king about the financial consequences of their savings.
Furthermore, some of the respondents use the expression
of a buffer, thus seems to indicate that they associate
savings with unforeseen expenditures. In addition, many
of the respondents also use the metaphor of safety net
to describe their savings in their everyday lives. In return,
suggests that savings provide them with a sense of feeling secure.
Savings is also associated with the feeling of satisfaction related to achieving a goal, for instance Katrine (24
years) expresses this feeling by comparing the activity of
transferring money to her savings to a victory. Oppositely,
Christian (21 years) mentions a concern about creating
specific goals for savings, because he fears that he would
fail to achieve them, as he is inclined to create unrealistic
goals. In contrast to Katrine, who focuses on the rewarding feeling to save up, whereas Christian emphasizes
the negative feeling of not being able to save up.
The respondents touch upon the subject of goal settings
as having an impact on their motivation for saving up.
Particularly, goals that relates to a certain amount of money, but also the social aspect of a common goal setting.
In this context, a point of difference between saving up
by oneself, and saving up with others, appears in the
feature prioritization exercise (see appendix #5). The
respondents rank saving up with others notably higher
than saving up by oneself. The reason for this could be
that the respondents are motivated by a social factor, as
for example Mathias (26 years) elaborates:
“So this one, saving up together with others, I think is

a super cool idea, if you have a common goal, then you
can motivate one another to save up,”
[1.38.11-1.38.21]
This illustrates that creating common goals form a basis
of motivating one another. Thus, suggests that a spirit
of community can have a motivating effect on saving
money. This applies to all respondents, who find saving
up with others, as a function that they could easily use
based on having the highest ranking, in the feature prioritization exercise. Similarly, Katrine (24 years) also speaks
of how it is easier to define a goal with others, thus
further indicate that the team spirit might motivate her to
save up. Even though, the respondents to a great extent
value saving up with others, the respondents still find the
function of saving up by oneself as something that they
could imagine to use, compared to the other functions
on the list (see appendix #7).
Automation
As the respondents had to prioritize functions including automatic features such as “automation of excess
money on the bank account in the end of the month”,
and “automatic transfer everytime you buy a thing of
your own choice”, automation became a topic of great
discussion. On one hand some of the respondents had a
positive attitude towards automation as for example Freja
(21 years) who states:
“You do not really transfer 73 kroner to your savings
anyway, but it is 73 kroners extra to your savings account... and you do not really need them the following
month, so why not save it up? It is a plus [the automation

Validating the Initial Concept 40

function], no matter what,”
[1.40.13-1.40.27]
Here, Freja states that it would be a benefit for her
to automatically save up her money at the end of the
month, as her savings account would grow. Therefore,
automation would help her in the everyday life to save up
money. Similar, Majlinda (25 years) favoured the feature
of automatic transfers of a fixed amount of money when
purchasing a specific item (e.g. transfer of five Danish
kroner when buying a cup of coffee). She perceives this
as an opportunity to realize how much she spends on
a specific item, in her everyday life. In contrast, Patrick
(24 years) states that he would feel like, he had to pay
more money than everyone else, in the coffee shop, even
though the extra amount of money are transferred to
his own saving account. Another aspect of automation
is that it is expressed with great concerns. For example,
Mathias (26 years) mentions:
“I think it is connected to, that I feel a little like the bank
would go into my private sphere. I am a little that way
that I will be in charge of what I use my money on or
when I want to save up five kroners’. So I would feel like
it is lack of control of my own money [...]”
[1.52.48-1.53.13]
Hereby, Mathias does not want the bank to interfere with the decision-making of his financials, thus he
prefers to be in control and handle his economy on his
own. In addition, all the respondents expressed a pain in
losing control of their own financials, however they have
different views on the feature of automation. For the

respondents, automation is very ambiguous as they value
automation in saving time, however only as long as the
bank does not interfere or take control of their money.
For example, Patrick (24 years) states “I am a great fan of
automation, but on my terms,” [1.37.35-1.37.37]. This
example emphasizes the respondents’ general attitude
towards automation, as they like the idea of automation,
while having the liberty to decide for oneself, how the
money should be handled.

Final Remarks
The focus group interview indicates that young adults
prefer to interact with their bank by using mobile applications and calling on the phone. Similar to the in-depth
interviews, the respondents have the same ambiguous relationship towards their bank. However, the need for personal financial advice differ among young adults; about
half of the respondents want suggestions to improve
spending habits, whereas the other find it annoying.
Still, the discussion revealed that the respondents seem
interested in beneficial suggestions or receive advice from
the bank.
The respondents use savings for dreams, expenditures or
as financial flexibility. Thus, give an indication of young
adults save up in relation to both short- and long-term
goals. Moreover, the discussion suggests that a motivational factor for young adults to save up can be related
to the feeling of satisfaction, but backfire if one does not
achieve the goal. The highest ranked and greatest motivational factor is saving up together, thus give a strong
indication that young adults find it useful and helpful
to save up and define a common goal with others. In
contrast, they find it difficult to think of a goal for saving

up to buy in the near future by oneself, but still find the
feature relevant. In consequence, the interview implies
an interest for young adults to have features that can
support one to save up.
All respondents give a strong indication that young
adults, similar to personal interviews, want quick, easy
and flexible communication with the bank. However, the
respondents had different opinions about the automatic features. On the one hand, the majority highlighted
automatically save up money at the end of the month as
a useful function. On the other hand, the feature automatic transfers of a fixed amount of money when purchasing a specific item had a low ranking. Even though
some respondents mentioned it was a fun idea, other
respondents expressed a great concern in relation to not
being in control. In consequence, these differences seem
to indicate that young adults want the option to select
and deselect the automatic functions themselves.
However, one should be aware that the results from this
focus group interview might affected by the specific dynamics in the group of respondents (Goodman, Kuniavsky & Moed, 2012). Therefore, a different combination of
respondents might have discovered other opinions with
regard to communication with the bank and saving up. In
addition, Goodman, Kuniavsky & Moed (2012) argue for
conducting four focus group interviews to ensure a differentiated insight in the respondents’ thoughts. Therefore,
one should be aware of the bias related to only conducting one focus group interview.
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Final Concept

This section is concerned with the underlying design
choices including features and visuals that form the final
concept. The final concept was created on the basis of
the initial concept and the key findings from the in-depth
interviews and focus group interview, thus creating the
concept: SaveUp. SaveUp is a free application for smartphone users designed to motivate young adults to achieve
personal financial goals with the assistance of the bank.
Overall, the application allows the users to create an
individual or shared goal, get an overview of their process
of saving up, as well as setting specific technical terms
of how to achieve their goal. Throughout the process
of saving up, the bank monitors the goals in terms of
technical regulations, which the users choose among. In
addition, the users are supported by the bank through
targeted financial advice that can help them in the process of saving up.
In the following sections, the features and visuals of the
application respectively are elaborated. First part provides
the basis for implementing the different features by drawing on theories that address saving behaviour (Thaler &
Shefrin, 1981) and saving motives (Ryan & Deci, 2000).
Second part reflect upon the visual design choices undertaken to form the graphics of the concept.

Features
In psychology, saving can be viewed as:
“The result of a deliberate decision making process and
to save as the act of regularly putting away some resources for a goal,”
(Canova, Rattazzi & Webley, 2005, pp. 21-22)

This suggests savings as the outcome of an intentional
decision-making with the purpose of achieving specific goals. Similarly, a key finding from the focus group
interview suggests that young adults have two types of
goals in terms of short-term and long-term, respectively
savings on day-to-day basis and savings for future desires.
In consequence, Mobile Users and Mobile and e-Bank
Users expressed difficulties with regards to saving up for
long-term goals, as short-terms goals are an integral part
of their everyday life. Hence, suggests that short-term
goals affect young adults ability to save up for long-term
goals. This is supported by a study performed by Finans
Danmark (2017) on Danish citizens in the age between
18-29 years, showing that young adults are not inclined
to save up large amounts of money. The reason could be
that the decision-making of saving up is affected by one’s
self-control. Thaler & Shefrin (1981) argue that self-control is affected by intertemporal choices, which mean
“having two sets of preferences that are in conflict at a
single point in time,” (p. 394). They suggest that individuals’ preferences are in a constant flux as conflicts occur
between two selves, what Thaler & Shefrin (1981) defines
as a planner and a doer. The planner has future-time
preferences as well as favor deliberate decision-making
and savings for the future. In contrast, the doer has
present-time preferences and strives for immediate gratification and reward. The doer is impulsive and requires
immediate rewards, whereas the planner accepts delayed rewards. This dual-self model illustrates that to save
money for long-term goals, the planner must control the
actions of the doer. Therefore, Thaler & Shefrin (1981)
propose a technique that is commonly used in relation to
savings in terms of setting terms that impose constraints

for the doer’s actions. This technique is an integral part
of the SaveUp application as to the function of creating
a goal that appeals to the user’s inner planner, given that
the goal becomes visible. Hence, it becomes tangible in
the sense of defining a specific amount and deadline of
the goal. Furthermore, in the process of creating a goal,
the user can set different terms for saving up. These
terms support the user in saving up by imposing rules
that restrict the opportunities of the doer. These rules are
referred to as (1) save up in time, (2) save by spending
and (3) save the leftovers, which are automatic functions
that respectively: (1) calculate the amount of money one
have to save daily, weekly or monthly to reach a specific
goal in time; (2) save a chosen amount of money to a
goal in addition to the selling price each time a selected
item is purchased; and (3) transfer the remaining amount
of money on one’s bank account at the end of the month
to a goal. In result, SaveUp are designed to constitute
a safety net that protects young adults against a future
lack of willpower. However, the focus group interview
indicated that Mobile Users and Mobile and e-Bank Users
considered a pain in losing control of their own financials due to automatic functions managing their money
without their permission. Therefore, the automatic functions were made optional to provide the option of selecting and deselecting functions themselves. Even further,
the option of not using any of the automatic rules was
added to the application to strengthen the feeling of
self-control. These functions are thus one part of SaveUp
designed to affect young adults’ saving behavior, another
part of the application intends to motivate young adults
to achieve their goals of saving up.
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Ryan & Deci (2000) define motivation as the feeling of
being moved to do something. In addition, they differentiate between two main types of motivation, respectively
intrinsic and extrinsic. Intrinsic motivation can be defined
as the inherent satisfaction when doing an action. The
goal of the action is to achieve enjoyment and satisfaction through the action itself, and not according to separate external factors such as rewards or outside expectations (ibid.). In the case of SaveUp, intrinsic motivation
is supported by the feeling of satisfaction by achieving
a goal. For example, the focus group interview revealed
that the activity of saving money at the end of the month
can be associated with a victory. Therefore, SaveUp is a
tool to achieve this gratification, given that it intends to
simplify the process of saving up. In contrast to intrinsic,
extrinsic motivation can be defined as the orientation
towards external outcomes, which means, that the goal
of the action is to achieve a separable outcome (ibid.).
These outcomes are categorized as instrumental values and cover all outcomes that are separable from the
inherent feeling of enjoyment. Instrumental values can be
drivers for people to save, hence extrinsic motivation can
be very effective when trying to make a person to do an
activity (ibid.). Extrinsic motivation is an important factor
of SaveUp in relation to the instrumental value of the social factor of sharing a goal with others. This is supported
by Ryan & Deci (2000) arguing:
“Because extrinsically motivated behaviors are not inherently interesting and thus must be initially be externally
prompted, the primary reason people are likely to be
willing to do the behaviors is that they are valued by significant others to whom they feel (or would like to feel)

connected [...],” (Ryan & Deci, 2000, p. 64)
This suggests that one are more inclined to perform an
activity, if the activity is recognized by others who matters
to the individual. Similarly, the focus group interview gives a strong indication, that young adults are more inclined to save up if they share a common goal with others.
Furthermore, to enhance the motivation for saving up
individually or together, SaveUp includes feedback functions in terms of visualizing the progress of a saving and
a star to each participant completing a goal. Both serves
as rewards related to completing a goal for saving, thus
functions as extrinsic motivation for saving up.
In consequence, SaveUp includes functions that meet
the needs of the Mobile Users and Mobile and e-Bank
Users, but also the needs of the banks. In turn, SaveUp is
also designed to strengthen the bank’s relationship with
young adults by supporting more frequently communication between them. Even though, the in-depth interviews
and focus group interview indicate that young adults are
not interested in communication with the bank. Still they
want to communicate with the bank concerning financial
decisions. This is supported by TNS Gallup (2014), that
have found that young adults between the age of 18-29
years, prefers to proactively contact the bank, rather than
the other way around. However, 36 % want contact in
relation to buying a house or car. In consequence, the
results comply with the previous findings suggesting that
young adults are more inclined to communicate with the
bank, concerning greater financial decisions that requires
saving. Therefore, SaveUp includes contact functions such
as phone call, chat and calendar booking, through which

the user can communicate with the bank in relation to
the created saving goals.
The basis for selecting these particular functions are
based on findings from the in-depth interviews and focus
group that indicate that young adults want quick and
flexible contact with the bank, thus chat and phone call
features. Even further, they want a face-to-face meeting
due to greater financial decisions, which explains the
booking feature. In support of this, TNS Gallup (2014)
also measures the occasions for financial advice, which
indicate that most frequent are loans and savings, house
buying and pension. These different occasion for financial advice are equally associated with saving goals. This
substantiate the reason for implementing the contact
functions as these create a means of increasing the
communication between the bank and young adults;
given that young adults are more inclined to engage
constructively with the bank related to achieving saving
goals. Further, to support a more frequent communication, SaveUp also implement text messages from the bank,
which the user receives as part of the chat feature or as a
notification. However, the bank communicates with users
based on their created goals, which allows the banks to
offer targeted information to the user, depending on the
specific saving goal. In addition, to make the users feel
safe, which are an important job based on the overall
customer profile, SaveUp also implements a budget overview function, which compares the user’s own financial
income with saving goals. This way, intends to appeal
to the user’s planner-self, which might support the level
of self-control. This can create a sense of security, as the
user might be more conscious of one’s saving behaviour.
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As a result, SaveUp is designed to motivate and impose
constraints on young adults’ saving behaviour, because
young adults’ decision-making to save up is under the
influence of this dual-self conflict that inherently involves difficulties associated with saving up. Thus, SaveUp
accommodate young adults’ need for help to save up.
Similarly, SaveUp provides an alternative way for the bank
to target offers towards young adults, thus potentially
increase revenue.

Visuals
The concept is visualized as mock-ups to create a more
tangible concept. An ideation was sketched to get an
overview of the ideas that could accommodate the value
proposition of the users (see Initial Concpet). Buxton
(2007) argue for sketching as a tool for quick ideation
of the concept, contributing to form the visuals of the
mock-ups. Hence, sketching is useful as it can be created cost and time efficiently, given that the ideas can
be be disposed early in the process (ibid). Moreover, it
can be used for opening up for different combinations
and possibilities of ideas to test the logic of the proposition (Löwgren & Stolterman, 2007). As the concept is
centered around a mobile application, the ideation was
concentrated about application design. Therefore, the
statement of White (2013) “Apps must be understood in
15 seconds or less.” (p. 20) was taken into consideration. Moreover, as a mobile user is likely to get distracted
while using the application, the application design should
function obvious and intuitively (White, 2013).
The iterative ideation was drawn by hand to form the
visuals of the final concept. By creating several drafts

of the different ideas, it became possible to combine
these to gradually improve the ideas suggested within
the brainstorming. For example, as seen in figure 10, the
start page of the application had several suggestions developed over time, thus presented in different sketches.
Throughout the ideation, it became evident that there
was a need for visualizing the function of individual and
shared goals. In general, the focus for the brainstorming
process was on creating a quick overview of the savings
for the users. The process of ideation through sketching
was conducted for all of the functions, thus enabling a
reflection for the visualizations before creating the mockups. To gain an overview of the sketching process see
appendix #8.

In addition, it is important to be explorative in the process
of ideation with no preconceived ideas (Osterwalder et
al., 2014). Therefore, inspiration for the application was
gathered as seen in figure 11. These illustrates the key
inspirational sources for visualising the functions of the
application. In addition, the applications served as inspiration on choosing colours, visualizing categories and
creating an overview of amounts for the final mock-ups.
The mock-ups are created to ensure the value proposition of the application is presented in detail (Osterwalder
et al., 2014). Furthermore, to visualize the concept, the
layout should harmonize with the purpose of the application (Schlatter & Levinson, 2013). Therefore, the

Figure 10: Examples of the sketching process of SaveUp.
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Figure 11: Inspiration from espectively, from left to right; Challenges OpenIDEO
(www.challenges.openideo.com), Dollarbird (www.halcyonmobile.com) and Qapital (www.qapital.com).

application was chosen to be visualized with a layout that
applies nuances of colors in turquoise, and white spaces
to reflect the app as friendly and open (ibid). Business
applications are often created in blue and grey, thus, to
stand out from the crowd the blue nuances of turquoise
was chosen instead (Schlatter & Levinson, 2013). Furthermore, a consistency in the layout and colors were chosen,
to make the application appear as structured and coherent (Wisler-Paulsen, 2012).
The information hierarchy of the app was thought into
the mock-ups, as the user always should be able to achieve the most important information in the top or bottom

at the screen (Schlatter & Levinson, 2013). Recognizing
commonly used symbols in the application is important,
as the user easier adapt to systems using already known
elements (Wisler-Paulsen, 2012). Hence, the categories
are formed as icons of everyday items, hereby the user
will use their existing knowledge and apply it on the new
system (ibid).
Based on the ideation through sketches and the visual
considerations, the final mock-ups was created as seen in
appendix #9. Figure 12 illustrates a site-map of SaveUp,
thus serve as an overview of the functions and visuals.

Final Concept 46

Figure 12: A sitemap of SaveUp.
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Business Model

As a framework for visualizing how SaveUp influence the
banking industry, the Business Model Canvas (BMC) (see
figure 13) is used in order to create a common language
for description and discussion of the business strategy
(Osterwalder & Pigneur, 2010). The canvas consists of of
nine correlated blocks; customer segments, value proposition, channels, customer relationship, revenue streams,
key resources, key activities, key partnerships and cost
structure.
To gain an insight into the banking industry, information from different banking sources have been gathered
(Danmarks Nationalbank, 2016; Vestjysk Bank, 2016). In
the following, the business model canvas is elaborated,
focusing of the key elements of the business with regards
to SaveUp.
In order to generate a viable and desirable business idea,
the business model canvas emphasizes how a business
creates value for its customers through a value proposition, which in turn creates value for a business by
increasing revenue stream (Osterwalder et al., 2014). The
concept SaveUp is targeted the two customer segments
Mobile Users and Mobile and e-Bank Users. By generating a value proposition that meets the two customer
segments needs, the concept of SaveUp proposes how
the banking industry can support a stronger relationship
towards the young banking customers.
A key activity is data analysis of the information within
the application. This information consists of the goals
a user is entering into the application, which the bank
can use to get a view of potential life goals the user
would like to achieve. Thus, the bank gains a greater
holistic view of their customer, by not only knowing

their customers’ past and current patterns, but also their
future patterns. Collecting this type of data can help the
bank to predict the customer needs and thereby, provide
customized offers compelling to their customers as a way
of creating additional revenue streams (PwC, 2016a).
Similarly, SaveUp enables customized offers as a channel for communication between the bank and its users.
This way, the bank can reach young adults through push
communication as to notifications or chat messages to
provide targeted financial advice. In contrast, pull communication is received when the users reach out to the
bank through the communication channels: telephone
service, chat messages or calendar booking for personal
financial advice. Thus, another key activity is advice marketing, as the bank must ensure a stable communication.
Additionally, this influences the cost structure of the bank
due to these additional working procedures such as the
advice marketing, platform maintenance and data analysis. However, one can question if the channel provided by
SaveUp minimize or replace other communication channels within the bank, hence affect the bank’s cost structure. On one hand, one can argue that SaveUp might
reduce the need of face-to-face financial advice, due
to the function of the telephone or chat messages that
enable a fast communication satisfying the young adults’
needs. In consequence, reducing the time on planning
these face-to-face meetings and therefore, potentially
reducing the cost structure related to customer advice.
On the other hand, the easy way of contacting the bank
might increase the level of communication, thus demanding an increased amount of sales personnel, potentially
increasing the cost structure of the bank. However, a
company’s strength of the customer relationship has the

potential to facilitate loyalty and increased revenue in
the bargain (Dyché, 2002). SaveUp do not have a fixed
revenue stream, however provide customer insights, thus
facilitate an optimized relationship between the bank and
its young customers. In addition, Dyché (2002) argue that
maintaining loyalty of the customers is important as it
costs six times more to sell a product to a new customer
compared to an existing customer.
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Key Partners

Key Activities

Value Proposition

Customer Relationship

•
•
•
•

•
•

SaveUp:
• Overview of account
and savings
• Increasing the probalility of acheiving a
finacial goal
• Easy contact system to
get financial advice
• Targeted financial
advice based on data
entered in the application

•

Nets (NemID)
Danish National Bank
Apple
Google Play

•
•

Advice Marketing
Product research and
development
Platform
maintenance
Data analysis

Key Resources
•
•
•
•
•

Branding
Sales team
IT developers
Application platforms
Data managers

•

•

Financial advice through the
application
Self-service including automated functions within the
application
Targeted financiel advice provide a sense of feeling secure

Customer
Segments
•
•
•

Mobile Users
Mobile and
e-Bank Users

Channels
•
•

•

Awareness: Social media
Evaluation: Feedback through
e-mails and direct contact with
the personnel advisor
Purchase: Through contact with
the personnel

Cost Structure

Revenue Stream

•

Fixed cost: Technical implementation of the concept

•

Targeted offers of loan - affording increased interest rate

•
•
•

Variable cost: Maintanance of the application
Variable cost: Data analyzing
Variable cost: Sales team

•

Asset sale

Figure 13: Business model canvas of SaveUp.
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Discussion

The following section is a reflection and discussion upon
the overall design process for developing the concept of
SaveUp including the number of decisions that lead to
the final concept. According to Unger & Eppinger (2011)
“well-designed PDPs are necessary to reduce development time, manage risks, and create better products,”
(p. 689). Thus, it suggests that the product development
process (PDP) of this concept development has a great
importance for the final result. Further, it emphasizes
that a quick and low risk management process constitute
valuable results. Therefore, the design process of SaveUp
can be evaluated against the criteria of time and risks
as relevant aspects of managing the design process. In
this context, risk is associated with technical and market,
respectively the functionality of the design, thus how
feasible the product is, and to what extent the design
meets the customer needs (ibid.). In the concept development of SaveUp, the design process was aiming towards
reducing risks through the use of design cycles with
continuous iterations and reviews.
Although, the design process focused on these continuous iterations and reviews to avoid long lead times, the
methods used to explore young adults’ needs required a
great amount of time delaying the iterations. Especially in
relation to transcribing and analyzing in terms of closed
coding of the interviews. Thus, contributed towards a
relatively late design specification of SaveUp, involving
certain market risks, as the phase of testing occurred
late in the process (Unger & Eppinger, 2011). Therefore, one can argue that the framework of Design Sprint,
recognized among many firms, could be implemented in
the process to enable a more rapid design process that

affords early testing and validation of a concept (Google
Ventures, 2016). This framework is characterized as an
evolutionary prototyping focusing on “gaining fast feedback from early prototypes” (Unger & Eppinger, 2011,
p. 692). The Design Sprint is a five-day working method
that concentrate on a specific challenge, creating high-fidelity prototypes and validate these with customers to
get an indication of the need of further exploration and
implementation (ibid.). The five days are divided into five
phases, one each day: Monday, discover the problem
scope for the sprint through a discussion; Tuesday is
brainstorming ideas through individual sketching; Wednesday focus on deciding and visualizing an idea by using
storyboards; Thursday, transforms the created storyboard
into a realistic façade, hence creating a prototype that is
perceived real; Finally, on Friday the prototype is tested
on customers to validate the idea. Therefore, the process
of Design Sprints could have accommodated a challenge,
in this project, related to the relatively slow development
of the concept by compressing “months of time into a
single week” (Google Venture, 2016, section 1). This
way, Design Sprints allows designers to test ideas with
a low risk of developing a concept that fails to meet the
customer needs.
Another concern related to the relatively slow design process is the market risk of introducing a new product or
service that will not be able to keep track of the rapidly
evolving needs on the market (Unger & Eppinger, 2011).
In the context of the banking industry, this is especially important to consider in order to adapt to a rapidly
changing technological market. For example, during the
process of developing SaveUp within the last couple of
months, different digital solutions have been introduced

to the market. Recently, MobilePay introduced an update of their smartphone application, allowing its users
to pay on a locked screen (Ritzau, 10th of April 2017),
Nets Denmark launched a digital payment application
(Nets Denmark, n.d.a), and Danske Bank released a new
mobile banking application (Danske Bank, 28th of March
2017). The latter includes similar features of SaveUp, as
it allows the user to create saving goals, in which the
application helps reaching these goals. For example, the
user creates settings for the goal in terms of title, date,
amount and a rule that rounds up every spended amount
to the nearest 10 DKK. In contrast, SaveUp allows users
to share their goal with others as well as holds more
terms for saving up. As a result, SaveUp already has a direct competitor on the Danish market. Thus, suggests the
development process might have benefitted from a faster
execution to gain a first mover advantage. However, the
design cycles in the development process also contributed towards lowering the market risk as to adopting a
user-centered approach as a basis for uncovering, thus
satisfying the customers’ needs through iterations and
reviews (Unger & Eppinger, 2011). According to Brown
(2008) a user-centered design approach ensures that
the concept fit with the customer needs. On the other
hand, Verganti (2008) presents a design-driven innovation approach as an alternative for creating user-centered
design. Gero & Kannengiesse as referred in Verganti
(2008) argues that a user-centered perspective is not
adequate to consider the possibility that customers “are
immersed in today’s socio-cultural context, which shape
their interpretations towards current meanings,” (p.15).
Thus, the changing socio-cultural environment is a reason
why, the design-driven innovation approach focuses on
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creating, instead of meeting customer needs. Hence,
suggests that true value creation for a business is based
on a radical innovation process through creating entirely new customer benefits (Verganti, 2008). Although,
radical innovation can result in unique value creation, this
type of innovation is related to a great level of risk, due
to uncertainty about how the customers will adopt the
specific innovation. In support of this, Osterwalder et al.
(2014) emphasizes that “understanding the customer’s
perspective is crucial to designing great value propositions,” (p. 106). Thus, one can argue that a user-centered
design approach must be engaged to create valuable products and services for the customers in turn create value
for business.
Using the approach of user-centered design, the concept
development within this project had a main focus on
creating a viable and desirable design (Brown, 2008).
In consequence, the concept faces technical risks, as it
is not verified whether the technical implementations
are feasible. This is in terms of developing the software
of the application as it is yet unknown if the technical
functionalities are possible to realize in relation to the
infrastructure of the banking firm’s digital platforms. To
address the technicalities of managing SaveUp, it would
be beneficial to further examine parts of the cost-side of
the business model, consisting of key activities and key
resources. In addition, SaveUp facilitates an interaction
between its primary users and a team of financial advisors to provide targeted financial advice. Thus, in addition
to the primary users being young adults, another user of
the application is the sales team. However, only focusing on the young adults when developing the concept,

implied that the focus on the sales team was left out.
Osterwalder & Pigneur (2010) argues for creating distinct
customer profiles for the various groups of users, as they
interact with the concept in different ways. Therefore, a
further step in the development of SaveUp could be to
include the perspective of the sales team of the bank,
given that the value proposition for the end users might
conflict with their existing working procedures. In addition, to create value for them within their day of work,
possibly making procedures faster or removing specific
tasks, leading to a reducing in costs.
To examining the working procedures and the needs of
the sales team, the approach of conducting field visits
can be used to uncover their working procedures within
the context of work (Beyer & Holtzblatt, 1999; Goodman, Kuniavsky & Moed, 2012). In addition, Goodman,
Kuniavsky & Moed (2012) argue that “statements about
personal preferences often don’t correspond to actual
needs, values, and behaviour,” (p. 221). Thus, field visits
can lower the possibilities of the sales team explaining
something differently about their working procedures
than how the reality is - either because of an idealized
answer or tacit knowledge (Rubow, 2003). Another alternative to generate a concept accommodating the needs
of both young adults and the bank, would be the design
approach of co-designing. Hence, developing a design in
collaboration with relevant stakeholders to acknowledge
that they are the ones affected by the possible outcome
(Halse et al., 2010). In addition, allowing all the users to
have a say through participating in workshops through
the development process facilitate a sharing of knowledge between the participants, thus a mutual learning
between each participant’s field of knowledge (ibid.).

However, this project has deliberately chosen not to involve the banks in the early stages of the concept development process to avoid knowledge about bank’s work
flow. This was to ensure an innovative process prioritizing
external factors and ideas, rather than being restricted
by constraints that businesses might withhold to create
additional value (Chesbrough, 2004).
Even though, the in-depth interviews and focus group
interview provided valuable insights of the customer’s
relationship towards the bank, these methods are
inadequate to examine the customer behaviour, due
to the say-do problem (Goodman, Kuniavsky & Moed,
2012). The latter refers to when “people have experience
that they can’t recall or explain abstractly when asked”
(Goodman, Kuniavsky & Moed, 2012, p. 216). This was
a challenge related to the in-depth interviews, as the
respondents found it difficult to explain their interaction
with bank. The reason for this might be do to little or no
reflection about their current relationship with the bank,
or that the respondents expressed the bank as receding
into the background in their everyday life. Therefore,
one can argue for applying prototyping to provide “key
insights into real-world design requirements” (Lidwell,
Holden & Butler, 2010, p. 194) as prototyping helps
materialize tacit knowledge. Thus, prototyping is used as
a mean of examining the design, in a real context of use
to identify design specifications. In contrast, the in-depth
interviews and focus group interview, which only uncover
the customers verbally expressed feelings and attitudes
towards the bank, prototyping can gain an insight into
the behaviour of the use context. Moreover, prototypes
can be used to uncover other aspects of tacit knowledge.
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As it might lead to implications, that could occur when
introducing SaveUp to the customers and the manufacturing of a product (Krogh, Ichijo, Nonaka, 2000). The
customers might cope with it in a different manner when
interacting with a prototype (Löwgren & Stolterman,
2007), thus might unfold new knowledge of the functions SaveUp provides. For further developing the concept
of SaveUp, prototyping is useful in the later process to
test and collect information about the use context of
SaveUp, thus as a further optimization of the application
(Buxton, 2007).
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Conclusion

This project examined how to develop a digital concept accommodating young bank customers’ needs, in
turn create a viable business model for the Danish retail
banking. Using a user-centered design approach focusing
on young adults, the concept SaveUp was generated. SaveUp is an application for smartphones, targeted towards
Danish bank customers in the age between 18-29 years.
The application is designed to assist young adults in the
decision-making of saving up, thus provide a means of
gaining an overview of individual and shared financial
goals, and create motivation to achieve these goals.
Similarly, SaveUp provides an alternative way for the bank
to target offers towards young adults, thus potentially
increase revenue.
Through a macro environment and industry analysis it
was found, that the financial market are sensitive towards high quality products and pricing, as the banking
industry in general offer similar products and services.
Moreover, Distruptive FinTechs are increasingly entering
the banking industry, thus threatening the banks by substituting financial products and services. In turn, SaveUp
creates a possibility for banks to differentiate on the market, thus obtain a competitive edge by creating a unique
concept of saving up for their young customers.
To understand the customers, 14 in-depth interviews
were conducted with young adults, thus insights of
their jobs, pains and gains in relation to their bank was
discovered. From the analysis it became evident, that
young adults in general prefer a minimum of communication with the bank, however value financial advice
with regards to future life events. Therefore, SaveUp also

serve as a communication channel between its users
and financial advisors, as the application provides direct
contact through phone calls, chat and calendar booking.
On the basis of the key findings from the interviews, a
market segmentation was conducted to detect a target
group for the concept. The segmentation was based on
the behavioural variable of young adults’ usage of digital
devices in relation to their bank. This lead to a target
group consisting of two market segments; Mobile Users
and Mobile and e-Bank Users. These segments shared similar jobs, pains and gains with regard to the use of their
mobile phone, thus there was potential in relieving the
pains they shared and add value to the gains they had in
common. Therefore, Saveup was created as an application for smartphones that young adults can use on the go,
thus providing a sense of flexibility.
In addition, a focus group interviews with six young
adults was conducted to gain a deeper insight of young
adults’ relation to saving up. The focus group interview
indicated that young adults value help from the bank to
achieve a goal through digital solutions. However, they
found it important to be in charge of their own financials. In turn, SaveUp holds different kind of settings for
savings up that can be selected or deselected to help
young adults achieve their goals. These are (1) save up
in time, (2) save by spending and (3) save the leftovers,
which are automatic functions that respectively: (1) calculate the amount of money one have to save daily, weekly
or monthly to reach a specific goal in time; (2) save a
chosen amount of money to a goal in addition to the selling price each time a selected item is purchased; and (3)
transfer the remaining amount of money on one’s bank

account at the end of the month to a goal. Thus, SaveUp
provides an easy and simple way to achieve an individual
or shared goal.
As the users enter information about their future desires
with regard to financial goals in the application, data are
generated about young adults, thus analyzed by the bank
to create personalized offers for each customer. The key
findings from the in-depth interviews and focus group
interview revealed, that push communication from the
bank are often associated with irrelevant information. To
accommodate the demand for personalized communication, SaveUp provides an alternative way for the bank to
target offers towards young adults, potentially increase
revenue. Even though the desirability of the concept has
been validated by creating a problem-solution fit and
the viability explored through creating a business model,
the feasibility of the concept is yet to be explored. Thus,
to improve the concept, the business model should be
validated by banks to get a confirmation on how SaveUp
can function within the infrastructure of the business.
In addition, an understanding of the sales team should
be created, to investigate how SaveUp influences their
current working procedures. A general reflection on the
design process is the long iterations, thus late testing of
the concept. One could argue that it would have been
beneficial to make those iterations faster through different approaches such as Design Sprints to keep up with
the fast technological development. In turn, for further
development SaveUp should be made as a prototype to
gain insights on the contextual use of the functions.
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