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[bookmark: _Toc136500030]ABSTRACT
This research explores the use of neo-banks such as Revolut in Ireland. Given the increase in digital technology and banking, the rise of neo-banks and attendant technology as mobile financial apps has also increased. Revolut a neo bank operating for only eight years, boasts two million users in Ireland and over twenty million in the EU, a remarkable achievement compared to the time it took traditional banks to amass such a large user base. The rapid growth of Revolut and other neo banks highlights their ability to attract a substantial number of users in a relatively short period, revolutionizing the banking industry. The unprecedented rate by which customers in Ireland chose neo-banks as Revolut demands empirical investigation, thus investigating why customers preferred neo-banks, the societal implications of neo-bank adoption and the challenges customers faced while patronising neo-banks, especially when using mobile financial apps. This research, therefore, investigates the adoption of neo-banks in Ireland and why customers consider neo-banks as the best alternative to banking. The research adopts a quantitative methodology, which collects data from questionnaires. Questionnaires were drafted via Google Forms; respondents were mainly millennials. 87 respondents filled out the questionnaire, and analysis was done via SPSS. Major findings of the research reveal that customers in Ireland adopt neo-banks like Revolut, including; the desire to experience new financial services using applications, the crucial role technology plays, the ability to switch to another bank based on requirements, and trust in financial mobile applications organisations. The research also reveals that the challenges consumers faced while using applications such as Revolut were app and software issues which led to glitches, delays and app shutdown. Therefore, the research recommends that neo-banks improve their apps through proper app development. Apps should be fortified using several firewalls to ensure security and seamless use by customers. This will create a more positive experience for customers
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[bookmark: _Toc136500032]BACKGROUND
[bookmark: _Toc136500033]1. 1. Introduction
The creation of several electronic channels by banking organisations using cutting-edge technology lessens the need for traditional banks. Neo-banks and Mobile banking (M-banking) has now become a trend and source of increased interest (Cheng et al., 2006). Therefore, providing a lot of advantages to users in terms of comfort, customisation, mobility and flexibility with which transactions can be carried out at any location and time of day from their mobile phones (Akhtar et al., 2019).
Mobile phones have become an indispensable part of people's daily lives in recent years. While mobile phone technology advances constantly and the banking sector continues to get digitalised, the need for M-banking for financial services and mobile commerce has grown (Akhtar et al., 2019). The advantages and disadvantages of mobile banking are seen both in personal and professional lives and this has led previous scholars to study different factors affecting M-banking adoption. For example, Akturan and Tezcan(2012) have studied the effect of perceived risk and the benefit of customers using mobile banking. Selwyn (2007) linked the adoption of modern technologies with the role of gender.
Revolut is a financial technology, or internet-only bank, operating only through its mobile application which implies that as an organisation they do not have a sizeable branch network, but it also does not have a single physical branch; all aspects of its customer's banking must be done online on the mobile app (Rob Flynn, 2022), making Revolut an ideal case study for this research.
This dissertation aims to shed more light on this reality, by investigating the reasons for consumers' adaptation to this ever-evolving disruption in the financial mobile application sector. Revolut currently boasts over two million users of its mobile application in Ireland, many people use the app in addition to their regular accounts with established pillar banks to send money to friends or for day-to-day expenditures (Healy, 2023), making them a solid case study on consumer adaptation to the disruption of financial mobile application in Ireland. 
This research focuses on particular variables that influence consumer adoption to the disruption caused by financial mobile applications, a case study of revolut in Ireland expanding already existing research regarding consumers' adoption of mobile banking platforms.
[bookmark: _Toc136500034]1.2. Company Profile
Revolut started in July 2015 as a money-transfer service before growing its offerings to include loans, digital banking, cryptocurrency and stock trading (Leonard, 2020).
In Ireland, Revolut has approximately two million users, with many using the app in addition to their traditional accounts with major pillar banks to send funds to others and for their day-to-day spending and other financial banking needs (Healy, 2023), despite the fact that it is a full-time digital banking platform which eliminates dealing with a teller in a bank branch, and the personal experience that form of banking provides, there is not the opportunity of having a human interaction should anything go wrong to discuss things with the hope of getting it sorted real-time (Rob Flynn, 2022).
The trust and acceptance shown by the users of this application since its inception in 2015 is a major factor in using this financial mobile application/ banking platform as a case study in investigating consumers' adaptation to the disruption of financial mobile applications.
[bookmark: _Toc136399558]Figure 1. 1. Number of Revolut Users
[image: Table

Description automatically generated]
Source: Similar Web (2023). 
Revolut's users are mostly from the United Kingdom, accounting for 14.72% of all users. Following the United Kingdom, the majority of Revolut's users are from Poland, France, Spain, and Ireland, each accounting for more than 5% of total users as of 2022 (SignHouse, 2023)
[bookmark: _Toc136500035]1.3. Research Purpose
Considering a predicted increase in financial mobile app users from 39 million to 98 million by 2024, the banking sector's competitiveness is improving through value creation. In January 2021, it was reported that major Irish banks BOI, PTSB, KBC, and AIB would unite to form 'Synch Payments,' which would act as a real-time money transfer service targeted at Irish consumers. The collaboration cost around €6 million, however, it was rejected by the Consumer Protection Commission (CCPC) (Vassileva, 2021). 
This reveals traditional banks' comprehension of Fin-tech businesses and their willingness to remain important players. However, the process and time it takes for these established banks to adapt their offerings are taking longer than those of new market entrants such as Revolut. Customers have more trust in the traditional banking system than in neo-banks like Revolut (Beatty, 2022). However, only about 38% of them are committing to invest in value creation through cloud systems for their digital payment platforms which can improve user experiences for their consumers (Leonard, 2020). Undergoing this research will help developers of financial mobile applications and m-banking applications classify the different consumer types and make more user-friendly applications to satisfy consumer expectations.
In addition to influencing the creation of financial applications, the data from this study sheds light on how our attitudes toward money have changed over time, individually and professionally. Moreso, the research will give more up-to-date considerations for businesses to follow when developing financial mobile applications.
[bookmark: _Toc136500036]1.4. Research Objectives 
This research aims to investigate consumer motivation for using one or more financial mobile technology as self-service technology (SST) to comprehend which traits are motivating consumers' intent (Liljander et al., 2006).
i. To investigate the diverse financial needs that drive customer decisions towards patronizing Neo-banks as Revolut: Obtaining this information can assist financial organisations in becoming aware of financial application characteristics that encourage user adaptability, promoting best practices in this industry in the long term.
ii. To understand the societal implications of continuous adoption of financial mobile applications like Revolut in Ireland.
iii. To identify challenges customers face by patronising neo- banks such as Revolut.
[bookmark: _Toc136500037]1.5. Research Questions
The research questions are: 
i. What are the diverse financial needs that drive customers’ decisions towards patronising Neo-banks as Revolut?
ii. What are the societal implications of continuous adoption of financial mobile applications like Revolut in Ireland?
iii. What are the challenges customers face by patronising neo-banks such as Revolut? 
[bookmark: _Toc136500038]1.6. Significance of the Study
Technological advancement and digitization have enabled new actors to emerge in banking, as they have in virtually all other sectors of the global economy. Consumers are turning to FinTechs and huge digital platforms for vital financial services (Jan Bellens, 2021). The interest in digital banks is expanding, particularly among the Millennial and Gen Z generations, with the number of people identifying their digital bank checking account as their primary account rising from 4% to 15% by 2021(Shevlin, 2021). 
According to a study by Bain & Company, client activity has become far more digital than strictly defined bank switches suggest. A quarter to half of consumers' banking purchases are made through financial institutions rather than their primary bank, which is mostly driven by digital channels (Streeter, 2021). 
The significance of contributing to the information system knowledge area by extending the elements influencing the intention to use financial mobile applications cannot be overstated, as this area affects the quality of life of the banking sector clients in one way or another.
As aforementioned, as financial services become democratized (Truiloo, 2021), increasing the popularity of mobile banking applications; it is important to gather a more recent understanding of the attitude of consumers towards them. M-banking platforms and other financial mobile applications used by these financial institutions must therefore offer the most dependable and user-friendly applications with a wide range of services.
To do this effectively, they need to understand the factors that influence the consumers’ attitudes towards the actual use of these platforms. Research that has been done in the past with an attempt to do this is old (Oliveira et al., 2014; Zhou et al., 2010), and therefore needs more updated findings.
Additionally, this will help financial institutions retain current customers and draw in new ones. 
This study is significant because relevant insights into what millennials and gen z look for when selecting a financial mobile application can be identified. The data gathered can be used to create marketing materials and contribute to the research required when designing applications to fulfil the needs of consumers in the mobile banking industry.
[bookmark: _Toc136500039]1.7. Structure of Research
This study is broken down into five chapters. The first chapter addresses the topic by offering brief summaries of the study's purpose, aims, significance, and justifications, which serve as the basis and direction for the following chapters. The second chapter dives into a thorough assessment of the multiple pieces of literature and variables discovered. It examines the chosen works of literature intellectually, experimentally, and philosophically. Chapter 3 depicts the researcher's chosen research approach. Evaluating the research method, research design, data collection methods, and the justification for these approaches. The findings, including descriptive and inferential statistics generated from the data collection method, are discussed in Chapter 4. The final part, Chapter 5, examines the research implications, limitations, contributions, conclusion and recommendations


[bookmark: _Toc136500040]CHAPTER TWO
[bookmark: _Toc136500041]LITERATURE REVIEW
[bookmark: _Toc136500042]2.1 Introduction 
[bookmark: _Toc136399415][bookmark: _Toc136500043]This section contains a critical review of literatures that intends to study the motivating factors that leads to the adoption of financial mobile applications. The objective of the literature review is to examine and analysis relevant literature that can provide contextual and theoretical basis to why Irish consumers chose to use digital financial applications, thus materials used for this review are selected based on the models adopted and their findings on the factors influencing the adoption of mobile banking. This research will examine factors affecting the adoption or rejection of mobile banking applications. to further improve the quality of the research, this review will also consider the barriers to the adoption of mobile banking in Ireland. The study will adopt the Unified Theory of Acceptance and Use of Technology postulated by (Venkatesh et al., 2003) would offer the theoretical framework of this study. 
[bookmark: _Toc136500044]2.2 Digitalisation of Banking Service 
The transformation of banking services from traditional banking to a technologically aided system will be traced in this section. Some of the challenges of the traditional banking system that necessitated the adoption of mobile banking would be reviewed. Furthermore, the commonly utilised electronic platforms, what constitute them, and their benefits will be discussed. Finally, the rate of mobile banking adoption would be examined in this section. 
Globalisation and the rise of new technologies have tremendously impacted every sphere of human existence. The banking system has also witnessed transformation as a result of technological advances and the increasing demands of customers. This development has eliminated the need for bank customer to physically visit their banks, as various digital alternatives have been made available to help them sort their banking issues. These digital alternatives include online chat, ATM, internet banking and mobile banking platforms (Citigroup, 2016). Cascio and Montealegre (2016) observed that technology has taken over the business environment as many organisations have adopted the use of technological tools in facilitating transactions with their customers. These technologies have created avenues for customers to be more involved in the creating of products and services, which subsequently results in increased customer satisfaction. There is no doubt that these technological innovations plays a critical role in the creation of a better organisation-consumer relationship, which over the long-run results in the success of the organisation (Susan and Novianti, 2019). 
Hasan (2023) observed that there has been an increasing rise in the use of technological channels in the financial sector which has created the opportunity for financial institutions to provide customers with various choices and convenience. More recently, there has been the rise of many Fintech companies that assist firms in their payment options such as Bitcoin, Alipay, PayPal etc., there has also been the massive expansion of P2P lending platforms and Robo Investment advisors (Citigroup, 2016). The ease provided by these Fintech organisations has further solidified the importance of technology in banking services. Many Fintech companies have diversified their services, and are even providing customers with options like investment, payments, lending, and management of personal finances (Citigroup 2016). Citigroup (2016) predicts that there would be an increase in the adoption of digital business model in North America from 1% in 2016 to 10% by 2020, and 17% by 2023.
The entrance of Fintech into the financial industry has threatened the position of many banks, which have now shifted their services to digital platforms with the aim of satisfying the demands of the consumers for convenience and better services. This initiative has also helped in decongesting the banking halls as well as reducing the cost of operations. Deloitte (2014) argues that banks around the world are attempting to improve customer’s satisfaction through the adoption of new technological innovations. 
The digitalization of banking services has seen the rise of electronic banking systems. This new model of banking operations involves the use of different platforms such as mobile phone, internet, smartphone, telephone, personal computers and tablets. Cavus and Chingoka (2016) argue that internet technologies have been adopted in the delivery of many retail and private banking services. These technologies are capable of reducing the cost of operations and providing new opportunities of distribution and networking for the banks, while they also increase the level of transparency for customers, allowing them to compare products and services.
Despite the rise in the adoption of digital banking systems, Cavus and Chingoka (2016) observed that many banks have been slow in developing mobile and online systems that supports all of their services. 
[bookmark: _Toc136399566]Figure 2. 1. Rise in Digital banks in the EU (2014-2022)
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Source: Statista (2023)
Cavus and Chingoka (2016) further argue that the new digital business model would not be successful without a combined effort by the customer and the bank. While many financial institutions are opened to the adoption of technology in banking services, research has shown that many customers remains unsatisfied with the nature of services renders. This is buttressed by Tracy and Srinivas (2013) who argued that almost all of the banking sector’s target markets do not make use of financial advisors, encounter dissatisfaction with pricing and value of service provided by the bank, believes that they could achieve better results managing their investments by themselves, lack trust for their banks, and believes that the bank is only interested in interests and not customer’s wellbeing. As a result of the disruptive technology and innovations, Tracy and Srinivas (2013) suggest that the financial industry would significantly change and many financial institutions would change their target audience towards the non-consuming sector, especially the Millennials. The particular reason for this is that Millennials think, act, and process information in a different manner from the previous generations. This is supported by Vogels (2019) who observed that the Millennials would possible bring change to the way business is conducted as they are much inclined to technological developments. Thus, businesses that intend to remain relevant must also embrace technology in their operations. 
There is no doubt that organisations rendering financial services are witnessing transformations that has reshaped their roles, structures and competitive nature within the financial industry. PWC (2014) predicts that current market leaders that intend to achieve sustainability must change their methods of operations as there are new market entrants that threaten their position. Many financial institutions have adopted mobile banking services which are among the latest technological advancement (Al-Jabri and Sohil, 2012; Shaikh and Karjaluoto, 2015; Nel and Boshoff, 2014). They have leveraged on this technological advancement as a major distribution channels for their service.  
Dash and Bhusan (2014) noted the introduction of internet technologies and mobile networks into the banking system has created new opportunities for financial institutions to improve their service delivery and customer satisfaction. Mobile banking has been significantly embraced around the globe as a result of the increase in the use of smartphones and tablets. Sequel to this, Lee, Zhang and Chen (2013) observed that mobile banking has received more attention as a potential channel for service delivery since desktop PC’s are losing their value in the current market. Thus, as technology continues to advance, so does the financial institutions, and this seem to be the most logical and appropriate decision (Dash and Bhusan, 2014).
Mobile banking offers customers a new method of accessing financial services by merely downloading the application on their smartphones and mobile devices. This new business model is expected to significantly change the way businesses operate (Kearney, 2012; Moser, 2015; Shaikh and Karjaluoto, 2015). Manufacturers of smartphones continually create sleek designs with multiple features which have fostered the use of mobile banking services, thus mounting pressure on providers of financial services to create new services and mobile applications that would satisfy the demands of the customers. Mobile service providers hopes that by developing more sophisticated mobile services and applications, they would be able to attract more customers, increase customer satisfaction, reduce customer turnover and operational cost, improve efficiency and expand market shares (Shaikh and Karjaluoto, 2015). 
[bookmark: _Toc136500045]2.3. Mobile Banking Services 
Mobile banking is among the various electronic banking services that provide services and benefits to customers that are similar to that internet banking. Despite the similarities between internet banking and mobile banking, customers still maintain different perspectives towards their value (Laukkanen, 2007). Nel and Boshoff (2015) argued that internet banking remains the preferred channel for accessing accounts and performing basic transactions. Regardless of the interest shown in mobile banking, it is yet to reach the expected levels of adoption (Accenture, 2021; Shaikh and Karjaluoto, 2015; Yu, Li and Chantatub, 2015). Scholars have argued that the reason for the slow rates of adoption of mobile banking channel might be linked to the perspective that these platforms lack credibility and are not trusted enough for banking transactions (Ernst and Young, 2012; Nel and Boshoff, 2015).
Regardless of the slow rates in adoption and lack of trust for mobile banking, this banking channel is arguably more advanced than internet banking because it offers customer the convenience to perform transactions ‘anywhere anytime’. Ha et al. (2012) noted that some of the benefits of mobile banking include: convenience, functionality, customization, ubiquity, location, identifiability, and immediacy. In Ireland, the rate of customers using online banking stood at 41% in 2017, and only about 32% are utilise mobile banking (Mcgovern, Lambert and Verrecchia, 2019), a 3% increase from 2015 (Banking and Payments Federation Ireland, 2018). The growth in the adoption of mobile banking in Ireland can be attributed to the expansion witnessed in other mobile service like micro blogging and instant messaging. However, Yu, Li and Chantatub (2015) maintain that mobile banking remains a resistant or slow-diffusion innovation. This is because of the slow adoption rates and mistrust shown by customers. Shaikh and Karjaluoto (2015) observed that mobile banking has continually showed series of challenges relating to its adoption. Mobile banking applications can be used for both financial and non-financial transaction (Shaikh and Karjaluoto, 2015; Nel and Boshoff, 2015; Talukder, Quazi and Sathye, 2014; Yu, Li and Chantatub, 2015). Some of the common financial and non-financial transactions carried out by mobile banking include: 

[bookmark: _Toc136399523]Table 2. 1. Services supported by Mobile Banking Channel
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Considering the variety of transactions supported by mobile banking, Shaikh and Karjaluoto (2015) defined mobile banking as a product or service which banks offer to their customers for the purpose of undertaking financial and non-financial transactions via their mobile devices. Mobile banking service can be accessed by customer using four methods. Three of these methods require the use of internet while the last method is by Global System of Mobile Communication (GSM). Put simply, these methods include downloading the application on smartphone, on tablet PC, using web browser on a mobile or smartphone, and using short message service (SMS) (Shaikh and Karjaluoto, 2015).
Fiserv (2016) identified four basic advantages which financial institutions stand to gain by adopting mobile banking. They include: 
· Increased chances of customer retention. 
· Increased level of engagement with customers.
· Improved product usage.
· Increased revenue for the financial institutions. 

This indicates that the adoption of mobile banking by financial institutions increases their chances of growth and greater revenue generation. Banking and Payments Federation Ireland (2018) offered a more narrow distinction between online banking and mobile banking. The report stated that online banking involves all banking activities that are performed through a web browser interface, thus making use of the internet. This means that online banking includes all form on transactions done over the internet regardless of the type of device used. On the other hand, mobile banking involves any financial transaction that is done using an application on a smartphone, mobile or tablet, or through SMS over a mobile network. 
Banking and Payment Federation Ireland (2018) observed that there are about 3.4 million active users of the internet and mobile bank features. However, only about 29% of this population adopts mobile banking. This further reflects the lows rates of mobile banking adoption in Ireland. Nonetheless, the report shows that despite the low rate of mobile banking adoption, total logins stood at 50.4% while the total logins for online banking amounted to 49.6% (Banking and Payment Federation Ireland, 2018). This result is in correlation with the argument raised by Fiserv (2016) who noted that users of mobile banking interact and transacts more compared to other methods of banking operations.
[bookmark: _Toc136399567]Figure 2. 2. Increase in online payments in Ireland 
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Source: Central bank of Ireland (2022)
 This finding shows that many consumers of financial services demand convenience (increased rate of account logins). It also shows that mobile banking application could serve as a channel for distributing various banking services, as evident in the growing rates of customer interactions since adopting mobile banking options. Finally, the result shows that mobile banking reflects the characteristics of a slow diffusion or resistant innovation. This situation highlights the need for investigating the reason behind the poor rates of mobile banking adoption. The proceeding section would attempt to investigate the factors that affect the adoption of mobile banking.
[bookmark: _Toc136500046]2.4 Factors Influencing the Low Rates Mobile Banking Adoption
A critical review of literature have revealed various factors that affects the slow rates of mobile banking adoption. This section will offered a detailed explanation of these factors below:
[bookmark: _Toc136500047]2.4.1 Perceived Cost 
Munongo and Chitungo (2013) explained that the perceived cost explains the level to which users of banking services assume that the action will incur cost on them. The perceived cost includes the cost of acquiring a mobile device, bank transaction charges, and network charges such as cost of data (Chitungo and Munongo 2013). In their study, Wu and Wang (2005) observed that the perceived cost of adopting mobile banking is usually a hindering factor when the technology is at its early stages of introduction. They further argued that the level of income received by users of mobile banking may significantly affect its rates of adoption. This is become users with lower income are usually conscious of price and lack much income at their disposal, thus they do not see the need to make use of mobile banking applications which will incur more expenses on them (Masinge, 2010). Micheni, Lule and Muketha (2013) further identified that when consumers feel they can afford the cost of using mobile banking, they would typically adopt its easily. Dass and Pal (2011) also discovered that the financial implication of using mobile banking may negatively impact its adoption. This is in agreement with Tobbin and Kuwornu (2011) argument that high cost financial services may affect its adoption while an affordable cost would motivate its faster adoption.
[bookmark: _Toc136500048]2.4.2 Perceived Trust 
Available literature shows that there is a significant level of relationship between perceived trust and the intention to adopt mobile banking (Talukder et al., 2014; Koksal, 2016). Masinge (2010) observed that customers that have a high level of trust towards mobile banking service providers shows more promise in adopting this business model. Bångens and Söderberg (2016) argued that for a financial system to be sustainable, the system and its actors must earn the trust of its customers, and adopt principles that would foster this trust. 
In a survey by Das and Pal (2011) on the rate of mobile financial services adoption among rural unbanked, it was discovered that the respondents were more comfortable utilizing channels that they felt they could trust in conducting their financial transactions. Koksal (2016) argued that trust is further solidified in the presence of risks, and trust is a significant component which many consumers consider before making decisions. Once trust is established between the customers and the financial institution, the perceived risks would be significantly reduced, thus increasing the intention to adopt mobile banking. 
Talukder et al. (2014) noted that the level of trust which customer would have in mobile banking is dependent on the rate of user acceptance to such technological advances for the purpose of their financial transaction. The customer must also recognise the financial institution to be reliable. This evidence shows the importance of trust in the adoption of mobile banking. 
[bookmark: _Toc136500049]2.4.3 Perceived Risk 
Chitungo and Munongo (2013) noted that the perceived risk entails the uncertainty, security breaches or potential loss that may cause customers to lose their finances. This risk may take different forms including social risk, financial risk, time risk, security or privacy risk, and performance risk (Lee, 2009). Customers using mobile financial services are typically confronted by fears of financial loss, network errors, password security, threats from hackers and loss of personal data. The perceived risk factor may exert a negative impact on the rate of mobile banking services adoption. 
[bookmark: _Toc136500050]2.4.4 Perceived Ease of Use 
Studies have shown that the perceived ease of use can positively impact the adoption rate of mobile banking services (Talukder, et al., 2014; Shaikh and Karjaluoto, 2015; Yu, Li and Chantatub, 2015; Koksal, 2016). When users find mobile baniking applications easy to use, there is a high chance that there would be an increase in its rate of adoption. However, when users find it difficult to use these applications, they would typically stick to traditional methods of performing transactions, thus reducing the usage of mobile banking platforms. 
[bookmark: _Toc136500051]2.5. Diffusion of Innovation 
A bulk of the literature that have studied the adoption of mobile banking focused on the use of Technology Acceptance Theory (TAM) and Innovation Diffusion Theory (IDT) (Claudy, Garcia and O’Driscoll, 2014). These studies have also displayed tremendous bias towards the evaluation of innovation attributes and how they affect the adoption of mobile banking. Furthermore, many existing literatures have failed to recognise the factors that lead to the resistance of mobile banking despite its relevance to managers. Claudy, Garcia and O’Driscoll (2014) argues that the reasons behind the resistance of mobile banking might not necessarily be as a result of ignorance, as there are cases were consumers recognise the importance and benefits of mobile banking and still decides to neglect its usage. These reasons might include their perception toward cost, trust, risk and ease of use and identified above. 
Garcia, Bardhi and Friedrich (2007) identified that this slow pattern toward adoption of technology is not only unique to mobile banking, as there have been many technological innovations that have took a long time to be accepted. In fact, the dishwasher which is found in almost every household today took about half a century to before it was accepted. Claudy, Garcia and O’Driscoll (2014) studied the rate of acceptance of various innovations and discovered that between 40 and 90 percent of products fail to meet their desired rate of adoption, thus resulting in failure. Most of the products that witness a slow rate of adoption or fail in achieving market shares have been attributed to witness such circumstance due to high price tags, uncompetitive low product quality, and the failure of the producers to develop their niche markets. Similarly, Garcia, Bardhi and Friedrich (2007) noted that in most innovations witness low adoption rates because of the resistance of customer to such innovations. They further noted that the adoption of innovation can be group under two categories; receptive and resistant. Innovations that are receptive are often embraced by the customers and do not require the consumers to make significant changes to their beliefs, routines and attitudes. Customer can still maintain the normal status quo while adopting these types of innovations. The resistance innovations on the other hand would require the customers to make significant changes to their normal patterns of operations. Customers would often weigh the significance of the produce to their regular way of life which they are already comfortable with. Thus, to adopt these innovations, the customers would need to learn new routines, values and habits, and this continuous to be a major reason for low adoption rates. 
Garcia, Bardhi and Friedrich (2007) identified that these innovations do not only have an economic cost component on the consumers but also a psychological cost. The Innovation Diffusion Technology (IDT) acknowledges the receptive and resistant nature of innovations. The theory noted that when customers feel that they are not compatible with innovation, they shun the innovation, thus leading to a low adoption and use rate. 
Ram and Sheth (1989) grouped the hindrances to the adoption of innovations under two main categories; functional and psychological barriers. 
The functional barriers are further subdivided into three: value, usage and risk barriers.
· Value barrier is considered with the failure of the consumers to comprehend the supposed value of the innovation. Such consumers would typically believe that the innovation does not deliver the same value as the price demanded, especially when considering the availability of other substitutes. 
· The usage barrier reviews the belief that the innovation may be incompatible with the already existing customer’s patterns of operations. such innovations that require customers to make changes to their routines, habits, and practices, would naturally take more time to be adopted, if at all they are. 
· Finally, the risk barrier argues that many consumers fear trying new innovations because they feel they are risky and would prefer to postpone the adoption of such innovations until they are able to overcome the perceived risk through knowledge (trial) or experience (observation). These risk barriers may take four basic forms: economic risk, social risk, physical risk, and performance or functional risk. 
· The psychological barriers on the other hand explain how consumers become resistant to innovations because it requires them to make changes to their existing traditions, beliefs and norms (Ram and Sheth, 1989). These barriers are further grouped under traditional and image barriers:
· The traditional barriers come to play when the innovation demands that the consumers deviate from his/her regular traditional norms.
· The image barriers on the other hand have to do with innovations that make use of various methods of identity that are closely linked to their origin. Using negative images might impact the rate of adoption of such innovations. 
Scholars that study the Innovation Diffusion Theory have argued that the perceived risk (as discussed in the section above) is another factor that can be used to extend the theory. Meuter et al. (2000) noted that despite the benefits which technology provides to a firm and its customers, there are still issues associated with its use. These issues include privacy challenges, issues of data protection and confidentiality. These setbacks can cause customers to be wary, hence decreasing the chances of adopting these innovations. 
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[bookmark: _Toc136500053]2.6.1 The Unified Theory of Acceptance and Use of Technology
Due to the limitations found in the Technology Acceptance Model (TAM) and the Innovation Diffusion Theory (IDT), this research will adopt the Unified Theory of Acceptance and Use of Technology (UTAUT). This theory combines the idea of Innovation Diffusion Theory (IDT), the Technology Acceptance Model (TAM), and many other theories into one coherent theoretical framework. The Unified Theory of Acceptance and Use of Technology (UTAUT) was postulated by Venkatesh et al. (2003). The theory believes that behavioural intention remains the main determinant for the actual adoption or use of technology. The theory further explained the adoption of any technology or innovation is dependent on four major constructs. These are performance expectancy, effort expectancy, social influence, and facilitating conditions (see figure 2). 
Performance expectancy is associated with the level of importance which an individual places on innovation. This means to what extent such a system will help the consumer in improving his /her performance (Venkatest et al., 2003).  The performance expectancy draws its relevance from a number of existing theories such as Combined Technology Acceptance Model (TAM) and the Theory of Planned Behaviour (CTAMTPB), Innovation Diffusion Theory (IDT) Technology Acceptance Model (TAM), Technology Acceptance Model 2 (TAM2), Motivational Model (MM), Social Cognitive Theory (SCT), and the model of PC utilisation (MPCU). The performance is credited as the most effective construct under the Unified Theory of Acceptance and Use of Tehnology UTAUT theory used to determine consumers' intention to adopt an innovation (Zhou, Lu and Wang, 2010; Venkatesh, Thong and Xu, 2016). This construct can be applied to both the voluntary and mandatory settings.
[bookmark: _Toc136399568]Figure 2. 3. Unified Theory of Acceptance and Use of Technology (UTAUT)
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Source: Venkatesh et al. (2003)
The effort expectancy on the other hand has to do with the perceived level of ease that is attached to the use of the innovation or system (Venkatesh et al., 2003). This construct is driven by a combination of other theories like Technology Acceptance Model (TAM), Innovation Diffusion Theory (IDT), Model of PC Utilisation (MPCU) that shares common similarities and scale. Through extended usage, the impact of this construct become lesser and non-significant (Gupta, Dasgupta and Gupta, 2008; Chauhan and Jaiswal, 2016).  
The social influence construct on the other hand focuses on the importance of the system to other members of the society. At this point, the individual is not only concerned about the importance of the system to him/her; rather he/she also considers how the system would impact other people around. (Venkatesh et al., 2003). This construct shares similar characteristics to the subjective norms, image construct and social factors that have been identified earlier. The idea of the social influence can be traced for theories like Innovation Diffusion Theory (IDT), Technology Acceptance Model (TAM), Technology Acceptance Model 2 (TAM2), Theory of Planned Behaviour (TPB), and Model of PC Utilisation (MPCU) in a manner that suggests that the behaviours of other members of the society are adjusted to the view of other about them. Venkatesh et al. (2003) noted that this construct can exert the most significant impact when the use of such technology is mandated. The particular reason for this is that in situations when people are mandated to use technology, there is the chance that they only make use of such technologies due to the compliance requirement attached to it, and not because they are personally interested in using it (Venkatesh and Davis, 2000). 
Finally, the facilitating conditions is regarded as the level of trust that an individual have in the presence of an organisation’s or technical infrastructures to support the adoption of the new system (Venkatesh et al., 2003). This construct was created from the need for compatibility, facilitating conditions and perceived behavioural control, thus this construct is drawn from theories like Innovation Diffusion Theory (IDT),  Theory of Planned Behaviour (TPB), and Model of PC utilisation  (MPCU). This construct is capable of exerting a direct positive effect on the intention to use the innovation; however, it can be argued that after using such innovations, the impact of the construct becomes less significant. To this end, Venkatesh et al. (2003) argued that the facilitating condition is capable of exerting a significant effect of the adoption behaviours of customers. 
Outside the four constructs identified above, there is the moderation effect of gender, age, experience and voluntariness, and these factors can also impact the intention of the consumer to make use of innovations. For instance, age can impact all aforementioned constructs (performance expectancy, effort expectancy, social influence and facilitating conditions), while gender affects the level of relationship between the effort expectancy, performance expectancy and the social influence. Experience serves as a moderator for the strength of the relationship between the effort expectancy, social influence, and facilitating conditions. Voluntariness of use can only exert its impact on the relationship between social influence and behavioural intentions (Venkatesh et al., 2003).
[bookmark: _Toc136500054]2.6.2 Importance of the Theory to the Research 
Considering that this study aims at investigating consumer adaptation to the disruption of financial mobile applications, it is important to consider the factors that affect its adoption. A bulk of theories exist on the application of technology and innovations, however, they have all considered specific areas of this discussion, thus the Unified Theory of Acceptance and Use of Technology (UTAUT) offers researchers the opportunities to collectively investigate these factors and how they affect the rate of technological adoption. 
Overall, the Unified Theory of Acceptance Model and Use of Technology (UTAUT) is relevant to the study as it provides empirical insight into the acceptance of technological advances through a critical comparison of prominent technology acceptance theories, which provides competing or partial views on the subject matter. The Unified Theory of Acceptance Model and Use of Technology (UTAUT) covers about 70 percent of the factors that affects the intention to adopt technological innovations (Venkatesh et al., 2003). This is significantly larger compared to other theories, hence offering a strong predictive power of the factors affected technology acceptance.  The interaction of various components with demographic and personal variables highlights the complexity of the technological adoption process, which is influenced by the age, gender, and experience of an individual (Venkatesh et al., 2003).
From the review of various literature, it was discovered that mobile banking has not been effectively adopted by Irish citizens for various factors associated with performance risks, social risks, financial risks, and time risks. The Unified Theory of Acceptance and Use of Technology (UTAUT) provide a comprehensive framework that offers explanations for the factors that affect the adoption of technologies. The model suggests that the actual use of technology is often determined by various behavioural intentions. Four key constructs are provided by the model to explain the likelihood of technology adoption; performance expectance, effort expectant, social influence, and facilitating conditions (in the study, security is identified as the major facilitating condition).

[bookmark: _Toc136500055]2.7. Conceptual Framework
The conceptual framework provides the variables which the researcher intends to study. Therefore, it contains specific areas which the researcher focuses on in collecting data. This is to ensure that data collected is targeted at achieving the research objectives. The conceptual framework is influenced by the literature review, therefore the review of literature provides gaps, and important areas which the researcher focuses on in achieving the research objective. The conceptual framework is contained in the table below, with its pictorial representation
[bookmark: _Toc136399524]Table 2. 2. Conceptual Framework
	Research Objective
	Variables to Study
	Reference

	To investigate the diverse financial needs that drive customer decisions towards patronizing Neo-banks as Revolut
	-Ease of Access
-Social influence
-Convenience and Comfort
	Venkatesh et al. (2003)
Cascio and Montealegre (2016)
Susan and Novianti, 2019
Masinge (2010)

	To understand the societal implications of continuous adoption of financial mobile applications like Revolut in Ireland.
	-Decline of traditional banking
-Absence of loyalty to banks
-Improved technology Adoption
	Dass and Pal (2011)
Shaikh and Karjaluoto (2015)
Nel and Boshoff (2015)

	To identify challenges customers face by patronising neo- banks such as Revolut
	-Network issues
-App/software issues
-Fraud issues
-Poor customer service
	Ha et al. (2012)
Ernst and Young (2012)
Kearney (2012)



Source: Designed by the Researcher (2023)
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Figure 2. 5. Conceptual framework 
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Source: Designed by the Researcher (2023)
For Research objective. The literature review reveals that there is a growing adoption of neo-banks and financial applications in Ireland. Therefore, this research seeks to understand factors responsible for this growth. Thus, the researcher critically interrogates factors present in the literature review as ease of access, social influence, convenience and comfort. Thus authenticating if these factors were genuine and accurately represents the reason why people in Ireland adopted financial apps
For research objective two. The high adoption of neo-banks and financial apps in Ireland, is bound to create certain societal impacts. Therefore, the researcher attempts to investigate what such impacts will be. Therefore, the research considers areas as decline of traditional banking, absence of loyalty to banks and improved technology Adoption. To critically investigate if the adoption of neo-banks and financial apps in Ireland influences these areas. 
For research objective three, the literature reveals that customers often faced challenges while using neo-banks and financial apps. Some of these challenges include; network issues, App/software issues, fraud issues, poor customer service. Therefore, this research will focus on these challenges to discover if there is a relationship between what is documented in literature and what exist between banking business practice.

[bookmark: _Toc136500056]2.8. Conclusion 
The literature review analysed the nature and process of the adoption of mobile banking applications. Through this analysis, the researcher discovered various factors that affect the adoption of innovations. The study also reviewed various theoretical unpinning that is related to the acceptance of technology. However, the study discovered that the Unified Theory of Acceptance and Use of Technology (UTAUT) is most suitable for studying the factors affecting the adoption of technology, hence, useful in this study. This is because the theory is not just focused on specific aspects of technology acceptance, unlike other studies that have attempted to investigate technology acceptance (Technology Acceptance Model TAM), Innovation Diffusion Theory (IDT), Theory of Planned Behaviour (TPB), and Model of PC Utilisation (MPCU). The literature review also reveals the benefits of mobile banking applications to users, thus shedding light on why many millennials adopt this channel for their financial services. Thus achieving the first objective of the study aims to understand the reason behind the use of mobile banking applications among Irish citizens.
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This section outlines the data collection and analysis frameworks as well as the research methodology. The research methodology is important since it allows for the formation of reliable and logical findings about research concerns. The framework for this research methodology is based on research onions. The research onions are depicted in the image below. The researcher incorporates the aforementioned concerns into the study with care, influencing data collection and analysis.
Figure 3. 1. Research Onions
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Source: Saunders et al (2019)
[bookmark: _Toc136500060]3.2. Research Philosophy
According to Saunders et al., (2019) research philosophy creates hypotheses from the point of view of a group, theory methods, and operational procedures. This further emphasises a set of well-thought-out and consistent assumptions that will create a credible research philosophy that will assist research design, analytical processes, methodological selection and data collecting. This addresses ontological assumptions (reality encountered in the study), epistemological assumptions (human study/participants study), and axiological assumptions (Considering the amount to which a person's values influence the research process) (Saunders et al., 2019).
Positivism and Interpretivism are the two styles of research philosophy. Positivism stresses natural scientific methodology to social reality (Bryman and Bell, 2015). Positivism is usually understood to be predicated on the following principles: only sense-confirmed knowledge may be considered knowledge (Bryman and Bell, 2015).
This research adopted the positivist philosophy. This philosophy is founded on the premise that reality exists apart from us, as well as the exploration of hypotheses based on empirical investigations, i.e. observation and experimentation (Collis and Hussey, 2013).
Knowledge is thought to be scientifically demonstrated, which means that logical evidence may be presented for any logically valid assertion (Collis and Hussey, 2013). Implementing positivist philosophy necessitates logical thinking in which precision, objectivity, and rigour control the approach rather than subjectivity and intuitive interpretation (Collis and Hussey, 2013). While positivists think that reality exists independently of individuals, they believe that studying social reality has no bearing on it (Creswell and Creswell, 2017).
This study adopts positivist due to its objective and empirical examination of research phenomena. This study aims to investigate consumers' adaptation to the disruption of financial mobile applications. Positivism thrives on establishing the connection between two variables (Bryman and Bell, 2015). Variables such as consumer adoption towards mobile technology and the influence of mobile technology adoption were identified in the reviewed literature.
Positivism has limitations because its findings are constrained by a highly structured study approach that may ignore crucial discoveries. This philosophy makes it hard to quantify phenomena that are complex, for example, "attitude" is difficult to define because there are other unidentified components that an interpretive method may identify (Collis and Hussey, 2013). 
However, positivists claim that their goal is not to impose fundamental constraints on human behaviour, but rather to explore it using readily available practical methods.
As a result, the goal of this research is to investigate human behaviour scientifically using already available practical techniques, this will be done using questionnaires.
[bookmark: _Toc136500061]3.4. Research Approach
Research methodologies are strategies and procedures for conducting research that range from basic assumptions to specific data collection, analysis, and interpretation techniques.  The strategy is often based on the researcher's philosophical assumptions and investigation methodologies (Creswell and Creswell, 2017). Two types of approach exist i.e. inductive and deductive, however this research adopts the deductive research approach. 
According to Geoff Lancaster (Anon, 2007) deductive research technique and inductive research methodology are the two types of research methodologies. The deductive research approach is based on positivist philosophy, whereas the interpretative research method is based on inductive philosophy (Saunders et al., 2019).
Deductive research led by a positivist perspective is required for the study. The goal of carrying out descriptive research is to give a detailed account of events, individuals, or circumstances. This helps to answer questions “How” and “What” which serve as the foundation for this research topic. Deductive research are also widely used in descriptive studies to characterize attitudes and opinions, which might be an expansion of experimental research or a forerunner to an explanatory study (Saunders et al., 2019).
These are some of the reasons why deductive research is to be used for this research;
· When building on existing trends and themes identified by carrying out surveys, descriptive research is usually recommended (Bryman and Bell, 2015). The research addresses the trend of both the negative and positive disruption of financial mobile applications and its effect on users of these applications.
· The deductive method collects extensive data and draws accurate conclusions about specific study variables. This study will collect extensive data on consumer's adaptation and attitude towards mobile banking applications and other financial mobile applications and develop gathered findings on how they influence consumer’s financial decisions.
· This method of research also makes use of existing theories (Saunders et al., 2019). This is also consistent with positivist philosophy. 
Descriptive research tests what is known, as opposed to inductive research which aims to test phenomena with no certainties (Bryman and Bell, 2015). This is critical for this study because the goal is to validate or disprove the significance of multiple financial applications by employing independent variables previously used in the same area of research
[bookmark: _Toc136500062]3.5. Research Strategy
A research strategy is an overall plan for adequately answering research questions, meeting research objectives, and specifying data-gathering sources while also outlining the study's limitations and constraints (Al-Ababneh, 2020).
Among others, surveys, case studies, and experiment action research are examples of research methodologies (Saunders et al., 2019). 
According to (Saunders et al., 2019) no single technique is preferable to another and determining the ideal research strategy is solely dependent on the research objectives, questions to be answered, and research philosophy and approach.
It is, for this reason, this research adopted the quantitative survey strategy. 
The survey strategy is commonly used in social research because it is considered credible by people, and it is associated with the deductive approach (Saunders et al., 2009).
The survey technique is commonly employed in exploratory and descriptive studies, allowing researchers to obtain quantitative data and analyse it statistically using descriptive and inferential statistics (Saunders et al., 2009).
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The most crucial component of selecting research methods is that they give adequate coherence throughout the study design, allowing the researcher to answer the specific research question(s) and achieve the research objectives (Saunders et al., 2019).
As a result, the research question(s) and objective(s), as well as the consistency with which these pertain to the philosophy, research approach, and purpose, influence the choice of research strategy, as do more pragmatic issues to consider such as the extent of current knowledge, the time frame and other resources available, and access to prospective participants and other data sources (Saunders et al., 2019).
The method to be adopted is the quantitative method, this approach compliments the deductive and positivist approaches. The outcomes of this study must be capable of describing a population, generalising for a group, assess and confirm hypotheses. All of this has been made feasible by quantitative research (Franklin, 2012).
Quantitative work focuses on greatly reducing two types of errors: observational errors and understanding the source of the error so as to determine if this was caused by poorly specified ideas, inferior instrumentation, prejudice, or insufficient researcher preparation (Sekaran and Bougie, 2016).
Some argue that quantitative research only demonstrates a causal correlation between variables rather than addressing why particular events occur. However, this restriction had no effect on the research findings (Saunders et al., 2019). 
[bookmark: _Toc136500064]3.7. Data Collection Method
There are several methods of collecting data when carrying out quantitative research, some of which can be classified as survey, correlational, experimental and causal-comparative research with each having its own distinct properties (2022).
According to sukamolson (2022) survey research employs scientific sampling and questionnaire design to evaluate demographic characteristics with statistical precision. It aims to answer questions like, "How many people feel a specific way?" and how frequently do they do a particular behaviour?" Survey research enables group comparisons.
It is on this premise the research was carried out by collecting both secondary and primary data. These datasets are then scrutinized for patterns of association. A cross-sectional technique can be used to investigate relationships between variables (Bryman and Bell, 2007). 
The collection process would start by gathering all the secondary data at once, and collecting data at the same time promotes data coherence. Furthermore, using a cross-sectional chronology allows for rapid data gathering, analysis, and completion (Mugenda, 1999). The secondary data would be peer-reviewed texts, articles and the study and application of existing theories on the subject matter.
The second stage of data collection will be the collection of primary data, which will be in the form of questionnaires.
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Primary and secondary data were analysed. The research collected secondary data from a variety of sources in order to provide a comprehensive and holistic understanding of the research topic and objectives.
Primary data was obtained first-hand for the express purpose of the study through questionnaires. This was accomplished via surveys. while secondary data was collected in the early stages of the research process. Both were collected during the research process to allow for adequate time for data analysis (Sekaran and Bougie, 2016). Secondary data was acquired to help focus questions on key areas of the subject more seriously (Sekaran and Bougie, 2016).
3.9. Instrument of data collection
Choosing to conduct quantitative research, a survey was carried out using questionnaires. By analysing a sample of a population, survey research can provide a quantitative or numerical picture of that population's trends, attitudes, or viewpoints (Fowler, 2013). It will include longitudinal and cross-sectional research that will collect data using structured interviews or questionnaires in order to generalize from a sample to a population (Fowler, 2013). The survey carried out was through online platforms.
However, because of sample concerns, internet polls have been questioned. For example, self-selection and poor response rates make determining the sample's representativeness and extrapolating the results difficult because the individuals who responded to the questionnaires may not represent the population they are meant to represent (Sekaran and Bougie, 2016). To address this, the research will incorporate screening questions to aid in the identification of individuals who best fit the research aim.

[bookmark: _Toc136500066]3.10. Research Population of Study
The population of the study were Gen Y and Z (18-36) who use single and multiple financial mobile banking applications. The population was decided using convenience sampling, with the option to participate or not.
Convenience sampling is a non-random and nonprobability type of selection where a population of individuals who meet specified practical requirements, like the ease of access, geographical proximity, and are available at a convenient time, or who are willing to participate are targeted for the purpose of a research (Dörnyei and Dörnyei, 2007). Convenience sampling is considered to produce results that do not accurately reflect the population. However, the dataset establishes the foundation for future studies (Bell et al., 2022). 
However, another key concern with convenience sampling is outliers. Due to the high chance of self-selection in non-probability sampling, outliers may have a greater impact in this type of survey method. Outliers are cases that appear to be unconnected to the statistics. In contrast, a convenience sample does not measure biases or their likelihood site (Etikan, 2016). 
To mitigate this, questions were developed for screening that had to be met before participants can move forward. For example;
· Are you above 18
· Age range between 26-41
· Do you use financial mobile banking applications?
[bookmark: _Toc136500067]3.11. Questionnaire Structure
The questionnaire carried a series of questions that were used to gather the relevant data needed for the research. The screening questions example of this is given above, the main questions necessary for the research and demographic-related questions followed the screening questions. Pilot research was carried out first before the main research, as the survey questions were sent to about 15 people who meet the target population requirement, the purpose of this is to obtain feedback to make necessary adjustments to the questionnaire to better the chances of getting the relevant data.
Each option was assigned a value to aid in collection and analysis. The options ranged from strongly disagree to strongly agree. A 'neither agree nor disagree' alternative were provided to suit participants' impartiality toward any given proposition. This provides adequate differences between choices and is easily understood by participants and data analysts (Brace, 2008).
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The survey was sent across the researchers' network, especially among colleagues and friends who could share the research in different groups with people from Ireland. Additionally, the researcher shared the survey across social media platforms. These individuals were intentionally aimed as they were the right demographics. Participants that were drawn to the research completed the survey. These precautions were made because the researcher is not an indigene of the country; thus, this strategy was developed to reach out to people.
[bookmark: _Toc136500069]3.13. Method of Data Analysis
Before starting the process of categorising and analysing the data, it is necessary to be acquainted with the wide variety of data acquired. Despite the fact that the study was carried out by the researcher. To acquire a complete recollection of the findings, a researcher must see the data collected in its entirety. This method entails immersing oneself in data by recognising essential concepts and recurring themes (Huberman and Miles, 2002).
The data was examined using the Statistical Package for the Social Sciences (SPSS) and Microsoft Excel. All data were computed using descriptive and inferential statistics such as frequency, Chi-square and t-test. To aid understanding and graphic representation, data was also be grouped into charts and tables.  The secondary data was also used to integrate data in order to articulate the research values and conclusions.


[bookmark: _Toc136500070]3.14. Validity and Reliability 
Validity means the extent to which a research finding is consistent, credible and logical (Saunders et al, 2019). It confirms that the research findings are true amongst other findings (Sekaran and Bougie, 2016). Developing a method of validity is therefore essential to every research as it buttresses that the research method was thoroughly developed and the findings embedded in coherent data. Reliability on the other hand measures the potency of a research instrument i.e it ensures that a research instrument measures adequately what it is designed to measure (Sekaran and Bougie, 2016). 
The researcher considers both reliability and validity this research. These are ensured in the following ways: 
· Expert review: The questionnaire was presented to the supervisor and other research experts who confirmed that questionnaire question was consistent with academic and theoretical constructs. 
· Pilot Testing: The researcher tested the questionnaire on a brief sample of 10 people, the pilot test was intended to ascertain if research questions were well structured and respondents understood the question. The researcher made all corrections to the pilot test before the real questionnaires were administered
· Methodology: The methodology of the research was also critically written in reference to several reputable books on methodology. The use of these books ensured that the researcher developed strong empirical frameworks for conducting the research. Methodology was coherent and consistent through the paradigm to analysis method. This boosted the validity and reliability of the study. 
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In the context of research, ethics is defined as the ideals that guide a researcher's quest for knowledge (Aluwihare-Samaranayake, 2012).
Ethical considerations serve to prevent unethical behaviour that affects the reliability of the research by guaranteeing that the study follows all norms and ethical values. During the course of carrying out this study, the researcher will ensure the following criteria are followed. 
They are:
· sending a letter of introduction with the research samples to verify their willingness to participate in the research
· A consent form will be included in the questionnaire to certify the respondents' desire to participate in the research because, during the course of the study, participants may not be well informed about what they are committing to and their degree of engagement (Miller et al., 2012).
· Employing data storage and management technologies to safeguard and store all information and provide that data as needed.
· Participants will be made aware of the survey's optional nature and that they might exit at any time without consequence.
· Minimizing incidences of data falsification and plagiarism by citing and attributing all scholarly sources correctly.
· During the research process, the researcher might encounter limited data and might find it difficult to access relevant information due to gatekeepers of this data/information (Aluwihare-Samaranayake, 2012). Permission will be sought by the gatekeepers, but if entry is restricted, the researcher will not attempt to get access 
through illegal means.
Regardless of how deep the research gets the researcher will strive to preserve objectivity.
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This chapter goes over the research methodologies used in this study in further depth. It established a methodological framework to ensure that the researcher achieves consistent and logical answers to the study questions. Following that, it ensured the current study's repeatability and described how the research data were collected and processed. Although several limitations were discovered, measures were taken to mitigate their impact, and the study's validity and reliability were not threatened.


[bookmark: _Toc136500073]CHAPTER FOUR
[bookmark: _Toc136500074]DATA ANALYSIS AND PRESENTATION
[bookmark: _Toc136500075]4.1 Introduction
This chapter covers the data analysis and presentation of this study. The chapter is subdivided into 3 sections. Section A contains the demographic representation of the respondents. Section B analyses the respondents’ responses in accordance to the research objectives. Section C contains the discussion of findings, where the findings of the research are compared to the literature review

[bookmark: _Toc136500076]4.2 Section A: Respondents Demographic
The section shows the demographic characteristics of the respondents. 
[bookmark: _Toc136399539]Table 4. 1. Respondents Age
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	18-24
	13
	14.9
	14.9
	14.9

	25-30
	51
	58.6
	58.6
	73.6

	31-36
	11
	12.6
	12.6
	86.2

	37-45
	4
	4.6
	4.6
	90.8

	46-55
	4
	4.6
	4.6
	95.4

	56+
	4
	4.6
	4.6
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)
Fig 4.1. Respondents Age

Source: Field Survey (2023)

Table 4.1 shows that 14.9% (13) of the respondents are between the ages of 18-24 years, while 58.6% (51) of the respondents are between the ages of 25-30 years, 12.6% (11) of the respondents are between the ages of 31-36 years, 4.6% (4) of the respondent are between the ages of 37-45 years, 4.6% (4) of the respondents are between the ages of 46-55 years, and 4.6% (4) of the respondents are 56+ years of age. This shows that the majority of the respondents are between the ages of 25-30 years. 

[bookmark: _Toc136500077]4.3 Section B: Analysis of Research Data by Objectives 
4.3.1 Consumers selection of One or More Digital Financial Technology Applications 

[bookmark: _Toc136399540]Table 4. 2. Do you have a financial application on your mobile device such as Revolut?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	79
	90.8
	90.8
	90.8

	No
	8
	9.2
	9.2
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)

Source: Researcher’s data (2023)

Table 4.2 shows that 90.8% (79) of the respondents agreed that they use a financial application such as Revolut on their mobile device, while 9.2% (8) of the respondents said that they do not use financial application on their mobile device. This shows that the majority of the respondents are users of financial application such as Revolut. 

[bookmark: _Toc136399541]Table 4. 3. Do you use Revolut as your online banking application?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	72
	82.8
	82.8
	82.8

	No
	15
	17.2
	17.2
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)






Fig 4.3. Do you use Revolut as your Online Banking Application?
[image: ]
Source: Researcher’s data (2023)

Table 4.3 shows that 82.8% (72) of the respondents mentioned that they use Revolut as their online banking application, while 17.2% (15) of the respondents mentioned that they don’t use Revolut as their online banking application. This shows that the majority of the respondents uses Revolut as their online banking application. 

[bookmark: _Toc136399542]Table 4. 4. Do you utilize traditional banks like AIB/BOI?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	85
	97.7
	97.7
	97.7

	No
	2
	2.3
	2.3
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)



Source: Researcher’s data (2023)

Table 4.4 shows that 97.7% (85) of the respondents mentioned that they utilize traditional banks like AIB/BOI, while 2.3% (2) of the respondents mentioned that they do not utilize traditional such as AIB/BOI. This shows that the majority of the respondents still utilize traditional banks. 

[bookmark: _Toc136399543]Table 4. 5. Do you have multiple financial mobile applications on your mobile device?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	31
	35.6
	35.6
	35.6

	No
	56
	64.4
	64.4
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)
Table 4.5 shows that 35.6% (31) of the respondents mentioned that they have multiple financial mobile application on their mobile device, while 64.4% (56) of the respondent mentioned that they do not have multiple financial mobile application on their device. This shows that the majority of the respondents do not use multiple financial mobile application on their mobile devices. 
[bookmark: _Toc136399544]Table 4. 6. Do you generally prefer traditional banks?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	12
	13.8
	13.8
	13.8

	No
	75
	86.2
	86.2
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)

Table 4.5 shows that 13.8% (12) of the respondents said that they generally prefer the traditional banks to online banks, while 86.2% (75) of the respondents said that they do not prefer traditional banks to modern online banks. This shows that the majority of the respondents generally will not prefer the traditional banks to online banks. 

[bookmark: _Toc136399545]Table 4. 7. Do you generally prefer e-banks?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	76
	87.4
	87.4
	87.4

	No
	11
	12.6
	12.6
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)

Table 4.7 shows that 87.4% (76) of the respondents mentioned that they generally prefer e-banks and 12.6% (11) of the respondents mentioned that they do not generally prefer e-banks. This shows that the majority of the respondents generally prefer e-banks. 
4.3.2 Consumers/Users Decision for using One or Multiple Financial Applications 

[bookmark: _Hlk135079285][bookmark: _Toc136399546][bookmark: _Hlk135083916]Table 4. 8. Respondents decision for using one or multiple financial applications
	
	Variables 
	
	SD
	D
	N
	A
	SA

	[bookmark: _Hlk135079601][bookmark: _Hlk134166198]Q8
	I prefer to use one financial mobile application
	N(87)
	5
	66
	4
	8
	4

	
	
	%(100)
	5.7
	75.9
	4.6
	9.2
	4.6

	Q9
	I prefer to use multiple financial mobile application
	N(87)
	1
	6
	5
	63
	12

	
	
	%(100)
	1.1
	6.9
	5.7
	72.4
	13.8

	Q10
	I am willing to experience a new financial application
	N(87)
	0
	3
	11
	66
	7

	
	
	%(100)
	0
	3.4
	12.6
	75.9
	8

	Q11
	I have gone the extra mile to find the application that works best for my financial needs
	N(87)
	53
	8
	9
	9
	8

	
	
	%(100)
	60.9
	9.2
	10.3
	10.3
	9.2

	Q12
	Do I favour neo-banks over traditional banking methods?
	N(87)
	0
	5
	11
	66
	5

	
	
	%(100)
	0
	5.7
	12.6
	75.9
	5.7

	Q13
	Is the use of technology and its features a crucial factor for me when selecting a bank to use?
	N(87)
	0
	4
	3
	69
	11

	
	
	%(100)
	0
	4.6
	3.4
	79.3
	12.6

	Q14
	Would I be willing to switch to a different bank based on my requirements?
	N(87)
	1
	2
	7
	71
	6

	
	
	%(100)
	1.1
	2.3
	8
	81.6
	6.9

	Q15
	I am loyal to my long-standing bank and have no plans to switch to another
	N(87)
	6
	66
	7
	5
	3

	
	
	%(100)
	6.9
	75.9
	8
	5.7
	3.4

	Q16
	It is critical for me to incorporate online banking into my everyday routine
	N(87)
	11
	8
	1
	14
	 53

	
	
	%(100)
	12.6
	9.2
	1.1
	16.1
	60.9

	Q17
	Do you trust the security of your finances with Financial Mobile Application organisations?
	N(87)
	1
	2
	9
	67
	8

	
	
	%(100)
	1.1
	2.3
	10.3
	77
	9.2

	Q18
	In your perspective, are banking applications (such as Revolut) regulated?
	N(87)
	54
	5
	6
	18
	4

	
	
	%(100)
	62.1
	5.7
	6.9
	20.7
	4.6


SD – Strongly disagree, D – Disagree, N – Neither agree nor disagree, A – Agree, SA – Strongly agree. 
Source: Researcher’s data (2023)


Source: Researcher’s data (2023)
Table 4.8 shows respondents’ decision for using one or multiple financial applications. From the Table question 8 (Q8) shows that the majority of the respondents (75.9% (66) respondents) disagree that they prefer to use one financial mobile application. This shows that the majority of consumers/users do not prefer to use one financial mobile application. 
From question 9 (Q9), the majority of the respondents (72.4% (63) respondents) agree that they prefer to use multiple financial mobile application. This shows that the majority of consumers/users prefer to use multiple financial mobile applications on their mobile devices. 
From question 10 (Q10), the majority of the respondents (75.9% (66) respondents) agree that they are willing to experience a new financial application. This shows that most of the consumers/users will be able to adopt and use new financial application on their mobile device. 
From question 11 (11), the majority of the respondents (60.9% (53) respondents) strongly disagree that they have gone the extra mile to find the application that works best for my financial needs. This shows that most of the consumers/users are yet to find the best financial application that works for them. 
From question 12 (Q12), the majority of the respondents (75.9% (66) respondents) agree that they favour neo-banks over traditional banking methods. This shows that the majority of consumers/users favour neo-banks to the traditional banking methods. 
From question 13 (Q13), the majority of the respondents (79.3% (69) respondents) agree that the use of technology and its features a crucial factor when selecting a bank to use. This shows that consumers/users consider the use of technology and its features in the decision to use banking services. 
From question 14 (Q14), the majority of the respondents (81.6% (71) respondents) agree that they would be willing to switch to a different bank based on their requirements. This shows that the majority of consumers/users will decide to switch to a different bank based on their needs and requirements. 
From question 15 (Q15), the majority of the respondents (75.9% (66) respondents) disagree that they are loyal to their long-standing bank and have no plans to switch to another. This shows that most of the consumers/users are loyal to their banks and will not easily switch to a different bank. 
From question 16 (Q16), the majority of the respondents (60.9% (53) respondents) strongly disagree that it is critical for them to incorporate online banking into their everyday routine. This shows that the decision of consumers/users to use online banking does not affect their everyday routine. 
From question 17 (Q17), the majority of the respondents (77% (67) respondents) agree that they trust the security of their finances with Financial Mobile Application organisations. This shows that consumers/users of online mobile applications trust their finances with the organisations that are providing them with the online banking services. 
From question 18 (Q18), the majority of the respondents (62.1% (54) respondents) strongly disagree that the feel that banking applications such as Revolut regulated. This shows that most of the consumers/users of banking applications believed that the banking applications such as Revolut are not regulated. The results from this section shows that several factors influence the decisions of consumers/users in using one or multiple financial applications. 
4.3.3 Financial Application Characteristics that Encourage User Adoption 
[bookmark: _Toc136399547]Table 4. 9. Do you enjoy the overall performance and capabilities of Banking applications such as Revolut?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	76
	87.4
	87.4
	87.4

	No
	1
	1.1
	1.1
	88.5

	Occasionally
	6
	6.9
	6.9
	95.4

	Never
	4
	4.6
	4.6
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)
Table 4.9 shows that 87.4% (76) of the respondents agreed that they enjoy the overall performance and capabilities of banking applications such as Revolut. While 1.1% (1) of the respondents mentioned No, 6.9% (6) of the respondents mentioned occasionally, and 4.6% (4) of the respondent mentioned never. This shows that the majority of the banking application users enjoys the overall performance and capabilities of the banking applications such as Revolut. 

[bookmark: _Toc136399548]Table 4. 10. Is the lack of in-person interaction in the context of e-banking/Neo-Banks applications like Revolut problematic to you?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	7
	8.0
	8.0
	8.0

	No
	66
	75.9
	75.9
	83.9

	Occasionally
	12
	13.8
	13.8
	97.7

	Never
	2
	2.3
	2.3
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)

Table 4.10 shows that 8.0% (7) of the respondents agreed that the lack of in-person interaction in the context of e-banking/Neo-Banks applications like Revolut is problematic. While 75.9% (66) of the respondents mentioned No, 13.8% (12) of the respondents mentioned occasionally, and 2.3% (2) of the respondent mentioned never. This shows that the majority of users don’t consider in-person interaction as problematic to e-banking platforms such as Revolut. 

[bookmark: _Toc136399549]Table 4. 11. Is there a distinction between Neo-Banks (Revolut) and Traditional Banks?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	68
	78.2
	78.2
	78.2

	No
	2
	2.3
	2.3
	80.5

	To some extent
	15
	17.2
	17.2
	97.7

	They bear resemblance
	2
	2.3
	2.3
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)

Table 4.11 shows that 78.2% (68) of the respondents mentioned that there is distinction between Neo-Banks (Revolut) and Traditional Banks, while 2.3% (2) of the respondents mentioned that there is no distinction between Neo-Banks (Revolut) and Traditional Banks, 17.2% (15) of the respondents said that to some extent there is a distinction between the Neo-Banks (Revolut) and Traditional Banks, and 2.3% (2) of the respondents mentioned that they bear resemblance. This shows that the majority of the respondents believed that there is a clear distinction between the Neo-Banks (Revolut) and Traditional Banks. 

[bookmark: _Toc136399550]Table 4. 12. Do you use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Yes
	14
	16.1
	16.1
	16.1

	No
	11
	12.6
	12.6
	28.7

	Occasionally
	62
	71.3
	71.3
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)
Table 4.12 shows that 16.1% (14) of the respondents said that they use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults. 12.6% (11) of the respondents said that they do not use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults, and 71.3% (62) of the respondents said that they occasionally use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults. This shows that the majority consumers/users occasionally utilize the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults. 

[bookmark: _Toc136399551]Table 4. 13. Do you prefer to conduct your banking operations from the comfort of your own home or phone, or do you prefer to visit a physical bank branch?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	I favor utilizing online banking
	79
	90.8
	90.8
	90.8

	I am uncertain
	3
	3.4
	3.4
	94.3

	I favor visiting physical bank branches
	3
	3.4
	3.4
	97.7

	I am indifferent to either option
	2
	2.3
	2.3
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)
Table 4.13 shows that 90.8% (79) of the respondents mentioned that they favour utilsing online banking, while 3.4% (3) of the respondents mentioned that they favour visiting physical banks, 3.4% (3) of the respondents mentioned that they are uncertain, and 2.3% (2) of the respondents mentioned that they are indifferent to either options. This shows that the majority of respondents favour using online banking.
[bookmark: _Toc136399552]Table 4. 14. Table 4.14 How often do you use your financial mobile application?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Everyday
	67
	77.0
	77.0
	77.0

	A few times a week
	10
	11.5
	11.5
	88.5

	About once a week
	4
	4.6
	4.6
	93.1

	Once a month
	4
	4.6
	4.6
	97.7

	A few times a month
	2
	2.3
	2.3
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)

Table 4.14 shows that 77.0% (67) of the respondents mentioned that they use financial mobile applications everyday, while 11.5% (10) of the respondents mentioned that the utilize financial mobile application few times a week, 4.6% (4) of the respondents mentioned that about once a week, 4.6% (4) of the respondents mentioned that they use financial mobile application once a month, and 2.3% (2) of the respondents mentioned that a few times a month. This shows that the majority users utilize banking applications everyday. 
4.3.4 Challenges faced by Consumers/Users while using financial applications 
[bookmark: _Toc136399553]Table 4. 15. Challenges faced while using financial applications
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	No response
	21
	24.1
	24.1
	24.1

	None
	6
	6.9
	6.9
	31.0

	Network issues
	13
	14.9
	14.9
	55.2

	App/software issues
	21
	24.1
	24.1
	70.1 

	Fraud issues
	3
	3.4
	3.4
	73.6

	Poor customer service
	15
	17.2
	17.2
	90.8

	Others
	8
	9.2
	9.2
	100.0

	Total
	87
	100.0
	100.0
	


Source: Researcher’s data (2023)


Source: Researcher’s data (2023)

Table 4.15 shows that 6.9% (6) of the respondents mentioned that they do not experience any challenge while using financial mobile applications. While 14.9% (13) of the respondents mentioned that internet and network issues are the challenges they face while using financial applications, 24.1% (21) of the respondents mentioned application/software issues, 3.4% (3) of the respondents mention fraudulent issues, 17.2% (15) of the respondents mentioned poor customer service, and 9.2% (8) of the respondents mention other challenges such as difficulty in using the application. 24.1% (21) of the respondents had no response to this question. This shows that users considered network issues as the most challenging factor they face while using financial applications. 

[bookmark: _Toc136500078]4.4. Section C: Discussion of Findings 
[bookmark: _Toc136500079]4.4.1. Research Objective one: To investigate the diverse reasons that influence customer decisions to adopt financial-mobile applications like Revolut in Ireland
This objective sought to discover the financial needs that influenced customers to adopt mobile financial applications like Revolut in Ireland. This is due to Jim's (2022) argument about the growing nature of mobile financial applications in Ireland. Ireland was advancing the course of digital banking, with 40% of consumers holding accounts with challenger banks such as Revolut and Monzo. 50% of those aged 18-29 have digital accounts (Jim, 2022). While 26% of those 30-39 have digital accounts (Statista, 2022a). Thus, this research sought to discover reasons why these occurred. The data analysis shows a high rate of individuals in Ireland adopting mobile applications. The research discovers the reasons for these as 
Desire to experience new financial services using applications: From Table 4.7 (Q8). The research finds that the need to experience newer services using applications like Revolut is a reason that influenced individuals in Ireland to use financial applications. Financial applications like Revolut offer new services which customers can benefit from (Cascio and Montealegre, 2016). By adopting Internet banking, extra benefits such as convenience, safety and time saving can be achieved (Citigroup 2016). Thus, adopting financial applications like Revolut is linked to the need to gain new financial service experience 
The crucial role technology plays: From Table 4.7 (Q13), the research finds that the crucial role of technology in recent times is why customers decided to adopt financial applications like Revolut. Most customers strongly agreed that technology plays a crucial role in contemporary Ireland. Thus, there is a need to integrate it into every part of their lives. In addition, the financial sector in Ireland is rapidly transforming, with several financial services requiring technology (Cavus and Chingoka, 2016). Therefore, customers adopted financial applications like Revolut to enjoy financial services. 
Ability to switch to another bank based on requirements: From Table 4.7 (Q14). This research finds that customers' desire to switch to another bank based on their requirements is why they adopted financial apps like Revolut. Financial apps offer the flexibility of quickly switching to another bank without delays (Tracy and Srinivas, 2013). In addition, the banking sector is highly competitive. Thus, customers can switch to different banks to enjoy better services (Vogels, 2019). Therefore, customers adopted financial applications like Revolut to enjoy diverse banking services from different banks. 
Trust of Financial Mobile Application Organisations: From Table 4.7 (Q17), This research finds that the level of trust consumers had for mobile financial applications is high. This influenced the adoption of such applications. Furthermore, given the extra security features of mobile apps and financial organisations, customers highly adopt financial apps (Vogels, 2019). Though there is a high rate of hacking and credit issues in the EU, banks are adopting extra digital technologies to ensure that customers' data and finance are safe (Shaikh and Karjaluoto, 2015). This has increased the adoption of mobile financial applications by customers in Ireland. 
[bookmark: _Toc136500080]4.4.2. Comparison of Research Findings on Objective One to the Literature Review
The findings on why customers in Ireland were adopting financial applications like Revolut correspond with several literature discussions. 
The research findings show that the desire for newer financial service experiences influenced individuals to adopt financial applications like Revolut. This corresponds to the literature review. Nel and Boshoff (2015) note that consumers were becoming highly technologically savvy. Therefore, they adopted technology to give them more experiences concerning their needs and desires.(Mcgovern et al. 2019) also note that perceived ease of use is a significant reason individuals adopt banking applications. Banking applications offer convenience and comfort (Yu et al., 2015). Several transactions, complaints, and services can be rendered over banking applications without visiting the four corners of a bank.	Comment by Tade Omotosho: Check the brackets	Comment by Eniolaaminat Agboluaje: Done
Further, concerning Revolut Nail and Richard (2022), note that it is a full-time digital banking platform which eliminates dealing with a teller in a bank branch and provides personal experience. It is also the fastest-growing digital banking with several features offering customers new experiences, e.g. converting money at the best rates, sending money locally and internationally without any rates and crypto trading, and disposable virtual cards. Therefore the desire to gain new experiences with banking apps is discussed in the literature review and authenticates the finding of this research. 
The research finds that individuals were adopting financial applications such as Revolut due to extra security services offered by mobile internet financial organisations like Revolut. This finding corresponds to the existing literature on why individuals adopt banking applications. Michener et al. (2013) note that perceived trust determines the level at which individuals adopt newer technologies for banking. Internet crime and fraud issues have limited individuals from adopting Internet technology. However, organisations like Revolut were taking several steps to ensure customers' financial security; Revolut implemented an award-winning self-security system that protected customers' finances, and its card data security has been certified to have zero levels of compromise (Revolut, 2022). This explains why 28 million individuals across the EU have trusted Revolut with their finances (Bångens and Söderberg, 2016). Therefore, consumers developed higher trust in Revolut and other mobile financial organisations. This increases their patronage. 
The research also finds that technology is crucial in financial services in contemporary Ireland. Technology eases the process of banking, further reducing associated risk. This corresponds to Chitungo and Munongo (2013), who note that perceived risk is a reason influencing the use of technological platforms for banking. When consumers perceive high risk in adopting technology, there is less adoption. However, adopting financial applications like Revolut signified increased trust amongst the Irish in using technology. Nail and Richard (2022) also note that the country was rapidly becoming technological, and financial organisations were also adopting technology for diverse services. Between 2018 and 2020, Ireland ranked 6th in digital banking adoption (Statista, 2022b). Ireland also ranks the highest in Fintech adoption, with three-quarters of adults in Ireland availing of one form of fin-technology. This is driven by the need for multiple purchases, price sensitivity and multiple service experiences (Nail and Richard, 2022). Therefore, consumers had a higher need for financial and technological services, influencing how individuals adopted financial applications like Revolut. 
[bookmark: _Toc136500081]4.4.3. Research Objective Two: To understand the societal implications of continuous adoption of mobile financial applications like Revolut in Ireland
This research uses current statistics and data from consumers in Ireland to discuss the implications of the continuous adoption of mobile financial applications like Revolut. This is based on Healy's (2023) analysis that notes that challenger and neo-banks like Revolut were smaller but could significantly compete with long-standing banks in the EU, including the big four, i.e. Barclays, HSBC, Lloyds Banking Group, and NatWest Group. Furthermore, neo-banks like Revolut had over 28 million customers in the EU after being in existence for eight years (Rob Flynn, 2022). Given this, there are bound to be implications for customers and the banking sector. This research discovers some of these implications: 
Higher rate of online banking operations from the comfort of homes and phones rather than physical banking: This research finds that given the rise of neo-banks like Revolut, customers will use more online banking operations from the comfort of their homes with phones rather than physical banking. This is projected to reduce the nature and extent customers visit physical banks (Rob Flynn, 2022). There was a high decline in customers' physical presence at banks; it is projected that within the next ten years, physical banks will only be present for workers of banks, as banking services will be completely automated for customer comfort (Akhtar et al., 2019). This business disruption is set to change the banking sector for traditional banks(Jouda, 2020). 
Reduced loyalty to banks: From Table 4.7 (15). Respondents note that their loyalty to their traditional banks is gradually reducing as they can switch to multiple bank applications. This implies that adopting neo-bank apps like Revolut is set to reduce customer loyalty among banks. Thus giving more power to customers. The banking sector prides itself on low customer power because it can leverage numerous customers and banks differentiating themselves based on quality services (Oliveira et al., 2014). The adoption of neo-banking apps like Revolut is set to change this; the high adoption rate makes it flexible for customers to change apps and banks. Therefore, banks must increase service quality to retain customers (Truiloo, 2021). This is positive as it creates healthy competition between banks, increasing innovation, creativity and technology (Vassileva, 2021). It is also set to create more digital services for the customer's benefit. However, this could increase the cost of banking services, as high investment in technology is costly, thus forcing banks to increase the cost of services to recover costs. 
Lack of in-person interaction in e-banking/Neo-Banks applications like Revolut: From table 4.10. Respondents considered the need for in-person interaction while using neo-bank applications like Revolut as not a problem. This implies that banking in Ireland is scheduled to become more impersonal, supporting less human-to-human interactions. However, AIs and other machine learning technologies will rise to attend to customers (Beatty, 2022). This is a big business disruption as banks already adopted AIs for diverse operations (Leonard, 2020). Attendant consequences could be a loss of jobs for many, especially in the Irish financial sector, which supports 105,000 employees (IBEC, 2022). 
[bookmark: _Toc136500082]4.4.4. Comparison of Research Findings on Objective Two to the Literature Review
The findings on the implications of Neo banks' operations like Revolut in the banking sector correspond to certain aspects of the literature review. 
This research finds that given neo banks' activities; customers will adopt more online banking services for convenience. This finding corresponds to the literature review of Banking and Payment Federation Ireland (2018) observed that about 3.4 million active users of the Internet and mobile bank features exist. However, only about 29% of this population adopts mobile banking. This further reflects the low rates of mobile banking adoption in Ireland. Nonetheless, the report shows that despite the low rate of mobile banking adoption, total logins stood at 50.4%, while the total logins for online banking amounted to 49.6% (Banking and Payment Federation Ireland, 2018). This result corresponds with the argument raised by Fiserv (2016), who noted that mobile banking had more transactions than other banking operations. This finding shows that many consumers of financial services demand convenience (increased rate of account logins). It also shows that mobile banking applications could serve as a channel for distributing various banking services, as evident in the growing rates of customer interactions since adopting mobile banking options.
Also, the research discovers that there will be low loyalty of customers to banks. Customers noted that the availability of neo-bank apps increased their desire to try several bank apps. This finding does not correspond to the literature review. The literature review is silent on issues of loyalty to banks based on online banking apps. Nail and Richard (2022) note that Fin-Tech has created several financial services, a total increase of 24% of financial service providers in the last two years. This high rate of patronage of challenger banks due to Fin-tech adoption signifies that brand loyalty is no longer considered when choosing financial products (Jim, 2022). The availability of Fin-tech services makes customers “choosey”, therefore choosing the best platforms that meet their needs. Financial service providers will become more responsible for developing greater strategies for meeting customer needs. In the contemporary digital age, switching banks is easier; therefore, banking willing to win in the sector will require to offer seamless digital experiences and customer services (Jodi, 2022).
Additionally, this research discovers that customers noted that adopting neo-banking applications like Revolut reduced the desire for a person-to-person interaction regarding bank customer services. This finding is not documented in the literature review. Therefore, this is a new finding of this research. Neo-banks created room for less person-to-person interactions. A. The system is set to give customers excellent services. Research by Eleni (2022) notes that 80% of banks across the EU were getting set to implement A. This is especially for customer care. However, the use of AIs for customer care is currently low, as AIs are mainly used for security and risk management (Eleni, 2022). This is scheduled to change in the following years; the need to give customers 24/7 services through channels integrating best with their lifestyles and further communication preferences will increase the adoption of AIs in the Irish banking sector. 
[bookmark: _Toc136500083]4.4.5. Objective Three: To discover the challenges faced by Consumers/Users while using financial applications like Revolut
This research sought to investigate the challenges experienced by consumers/users when using financial applications of neo-banks like Revolut. Islam and Hossain (2015); Jouda (2020) note that while neo-banks offered acceptable financial services, consumers have complained about areas neo-banks need to improve. This research finds that challenges consumers experienced while using neo-bank apps include the following: 
App/software issues: From table 4.15. This research finds that most respondents agreed that app/software issues were challenges they encountered the most while using financial applications. This is from a list of existing problems such as network, fraud, and poor customer service. App development and software issues were considerable problems facing neo-banks. Given their high customer base, apps encountered glitches and sometimes crashed, were slowed or shut down for maintenance (Oliveira et al., 2014; Zhou et al., 2010). There is a need for neo-banks to improve on apps, increasing their level of services to consumers. Since apps were the major point of contact between consumers and businesses, it was necessary to provide a seamless app experience to customers (Truiloo, 2021)
[bookmark: _Toc136500084]4.4.6. Comparison of Findings of Research Objective Three to the Literature Review
The finding of app/software issues as a challenge while using financial applications from neo-banks is discussed in the literature review. Scholars have argued that the slow adoption rates of mobile banking channels might be linked to the perspective that these platforms lack credibility and are not trusted enough for banking transactions (Ernst and Young, 2012; Nel and Boshoff, 2015).This is further associated with app/software issues that create glitches and difficulty while using. Also, Leonard (2020), points out that certain issues were recorded when using mobile apps for banking services. Such issues include delays in transactions, undue debiting and app freeze. This suggests that neo-banks still need to improve their apps, thus supporting greater experiences amongst customers. Cascio and Montealegre (2016), also note that neo-banks provide several services, including individual payments using phone numbers, emails, social media IDs, virtual payment cards, mobile budgeting tools, mobile deposits and real-time digital receipts. Owing to their elaborate services, mostly online, they deal with delicate and sensitive information, including bank accounts, passwords, and identity data. Thus, they were bound to experience app and software challenges, especially when integrating third-party components such as analytics systems, payment gateways, social network buttons, and chatbots. However, these areas of challenges provide room for neo-banks to improve their services, thus achieving greater patronage. 
[bookmark: _Toc136500085]4.6. Summary of Research Findings
Based on the research objectives. The following is a summary of the research findings.
Research Objective One: To investigate the diverse reasons influencing customer decisions to adopt financial-mobile applications like Revolut in Ireland. This research finds that reasons influencing customer decisions to adopt mobile financial applications like Revolut include: Desire to experience new financial services using applications, the crucial role technology plays, the ability to switch to another bank based on requirements, and trust in financial mobile applications organisations. 
Research Objective Two: To understand the societal implications of continuously adopting mobile financial applications like Revolut in Ireland. This research discovers that the implications include: Higher rate of online banking operations from the comfort of homes and phones rather than physical banking, reduced loyalty to banks and a Lack of in-person interaction in the context of e-banking/Neo-Banks applications.
Research Objective Three: To discover the challenges faced by Consumers/Users while using financial applications like Revolut. This research discovers that the challenges consumers faced while using applications such as Revolut were app and software issues which led to glitches, delays and app shutdown. 
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[bookmark: _Toc136500087]IMPLICATIONS, RECOMMENDATIONS AND CONCLUSIONS
[bookmark: _Toc136500088]5.1. Implications of the Research Findings
The findings of the research provide both practical and theoretical implications
[bookmark: _Toc136500089]5.1.1. Practical implications
The research finds a general rise in the use of mobile financial apps and patronage of neo-banks such as Revolut. This implies that Ireland is witnessing high technological transformation, especially in the financial sector. Technology is constantly adopted to improve service delivery, accountability and transparency in banking (Akhtar et al., 2019). Also, considering that customers were seeking more flexibility, convenience and time-saving, such apps became essential to consumers (Flynn, 2022). It is, therefore, important to note that banks need to adopt technology to improve service delivery and increase customer satisfaction. With the higher rate of technology adoption, there is bound to be a gradual drop in physical presence at banks. Loyalty to banks based on brand names will also gradually reduce (Islam and Hossain, 2015). Customer service and quality experience is set to define the financial sector in the coming years. The research finds that neo-banks like Revolut and its gradual penetration into the financial market creates greater business disruption; financial services through internet platforms are destined to take over the sector with less interaction between bank and customers. Most interactions will be supported by artificial intelligence (AI) and machine learning technologies. Thus, financial players must develop mediums of keeping customers through AIs and other technologies.
[bookmark: _Toc136500090]5.1.2. Theoretical Implications
The findings of this research create implications for theory. The findings buttress the basic principles of the Unified Theory of Acceptance and Use of Technology (UTAUT). Firstly, the theory notes that technology was easily adopted when it met the performance expectancy of individuals. Thus, the technology becomes relevant to assisting customers in improving their performance (Venkatesh, Thong and Xu, 2016). This corresponds to the findings of the theory that customers were constantly adopting neo-bank apps to improve their experiences by enjoying seamless and efficient banking. Therefore, the adoption of Neo-banks and their purely technological system in providing services to customers is linked to the ability of banks like Revolut to meet customers’ expectations.
Further, given the perceived ease, comfort and convenience attached to mobile and digital banking. The UTAUT is proven authentic as it explains that factors such as ease of comfort and convenience influence the rapid adoption of technology. However, the UTAUT is criticised for its inability to consider objective factors influencing technology adoption. Its factors were mainly subjective and could differ among individuals (Chauhan and Jaiswal, 2016). Considering the population used for this research, i.e participants, the UTAUT provides a subjective overview of issues such as ease and meeting expectations as factors the Irish considered when adopting technology. These factors can change when investigating other populations. Therefore, there is a need for more research to thoroughly investigate the reliability of the UTAUT. 
[bookmark: _Toc136500091]5.2. Contributions of the Research
This research has contributed by discovering factors associated with adopting neo-banks in Ireland. These reasons include; the desire for greater experiences in banking, the key role of technology in enhancing the ease and convenience of banking and the need for flexibility to fill several consumer requirements. The research also contributes by noting the implications of the high adoption of neo-banking apps in the financial sector. The financial sector in Ireland is projected to become purely automated, with a low physical presence in traditional banks. With the high rate of digital transformation in the Irish banking sector, customers are projected to have more power; thus, financial service providers will have to compete in strategy, innovation and service quality to retain customers. 
[bookmark: _Toc136500092]5.3. Limitations of the Research
A central limitation of this research is time. The researcher wanted to collect more data from more people in Ireland concerning their use of neo-bank apps. However, the short time provided for the research limited this. Also, the use of quantitative data limited the research. Quantitative data can only sample the opinions of individuals concerning issues; however, it cannot provide in-depth explanations. Thus, this research collected general survey responses on using neo-banking apps among people living in Ireland. However, quantitative data did not explain why people chose to use neo-banking apps.  
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Based on the findings of this research, the following are the recommendations.
This research finds that a challenge with using neo-banking apps was app and software issues, including failure, delays and glitches. This research, therefore, recommends that neo-banks improve their apps through proper app development. Apps should be fortified using several firewalls to ensure security and seamless use by customers. This will create a more positive experience for customers.
With the increased use of neo-banks like Revolut, there will be less physical banking and more digital banking. This research recommends that Neo-banks improve their platforms for digital banking by making them more effective for transactions, improving security and offering a diverse range of services. This will make neo-banks more acceptable amongst people who have not adopted neo-banking. 
A core finding of this research is that loyalty to banks will be diminished due to neo-banks. Therefore, it is recommended that traditional and neo-banks adopt greater means of customer service and quality delivery. The use of AIs and machine learning technology can effectively help to interact, engage and offer customers with the best services, therefore increasing their loyalty banks. 
Customers used neo-bank apps to experience greater financial services. This research recommends that neo-banks and traditional banks can use this as a strategy to attract more customers by improving the range of services they provide. Services should go beyond financial transactions. Services such as financial management, saving plans and investment coaching should be provided. Thus, attracting more customers to neo-banks. 
Technology plays an essential role in the Irish financial sector. Technology permeated through the sector and was significantly used to serve customers. Thus, the research recommends improvement on the use of technology through greater use of R&D. Improve R&D will create more innovative technologies for banking and also enhance customer experience


[bookmark: _Toc136500094]5.5. Recommendations for Future Research
For future research, this research recommends that researchers can carry out qualitative studies using interviews, therefore collecting data on how customers considered the use of neo-bank applications. This can significantly gain information concerning events and experiences of consumers on the use of neo-banking applications
Future investigations can be conducted to study the use of technology and digital platforms between the financial sector and other sectors as project management and human resource management. This will be significant in gaining similarities and differences in technology adoption, further improving knowledge. 
[bookmark: _Toc136500095]5.6. Overall Conclusion/Reflection. 
This research investigates the use of technology, the rise of neo-banks and the adoption of neo-banks among individuals in Ireland. Technology has become necessary to 21st-century banking. Neo-banks like Revolut were smaller banks; however, they offered purely digital services, which enhanced their rapid adoption and patronage. The high patronage of neo-banks, as Revolut reveals, that individuals desired online banking due to convenience, ease and comfort. Neo-banks must prioritise customers' comfort, thus incorporating technology further into their activities. Challenges of apps, such as delays, glitches and failed transactions, need to be adequately tackled, therefore enhancing the experience of customers. Neo-banks need to invest more in R&D, thus developing newer online customer service models.
In reflecting, this research was interesting and demanding. The major challenge I encountered was writing the literature review and methodological chapter. However, with my supervisor's help and reading several books, I overcame this challenge. I have learned a lot about digital technology and neo-banks. Neo-banks and the adoption of digital technologies for banking are formidable areas for future studies, looking at arising issues especially on how neo-banks can integrate technology further to provide adequate services to customers. These are areas I will consider researching in my future academic endeavours. 
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[bookmark: _Toc136500097]Appendix A: Informed Consent Form

I.	Research Study Title:  An evaluation of customer adaptation and the disruption of financial mobile applications in the Republic of Ireland: A case study of Revolut Ireland.
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan. 
Researcher Name: Agboluaje Eniola
Email: agboluajeeniola@gmail.com
II.	Clarification of the purpose of the research

The aim of this research is to shed more light on this reality, by investigating the reasons for consumers' adaptation to this ever-evolving disruption in the financial mobile application sector. Furthermore, through a combination your participation and the latest research into financial mobile apps and neo-banks, this research will add to body of academic understanding of digital technology in the banking sector.  
III.	Confirmation of particular requirements as highlighted in the Plain Language Statement

This project involves taking part in completion of a survey.  The survey responses will be recorded, and seek to gather information on your experience of using financial apps by neo-banks. Questions are directed towards your thoughts on reasons for consumers' adaptation to this ever-evolving disruption in the financial mobile application sector. I estimate the interviews/survey will take no longer than 5 minutes to complete. 


Participant – please complete the following (Circle Yes or No for each question)

Have you read or had read to you the Plain Language Statement	     Yes/No
Do you understand the information provided?			     Yes/No
Have you had an opportunity to ask questions and discuss this study?    Yes/No
Have you received satisfactory answers to all your questions? 	     Yes/No
Are you aware that interviews will be audiotaped?			     Yes/No
IV.	Confirmation that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete..  

V.	Advice as to arrangements to be made to protect confidentiality of data, including that confidentiality of information provided is subject to legal limitations 

Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations

VI.	Participant Signature:
I have read and understood the information in this form.  My questions and concerns have been answered by the researcher, and I have a copy of this consent form.  Therefore, I consent to take part in this research project
Participants Signature:	[image: ]						
Name in Block Capitals:		CHRISTABEL		AGU			
Witness:					AGBOLUAJE ENIOLA			
Date:									17/05/2023				














[bookmark: _Toc136500098]Appendix B: Plain Language Statement 
Introduction to the Research Study
Research Study Title:  An evaluation of customer adaptation and the disruption of financial mobile applications in the Republic of Ireland: A case study of Revolut Ireland.
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan. 
Researcher Name: Agboluaje Eniola
Email: agboluajeeniola@gmail.com
II.	Details of what involvement in the Research Study will require

This project involves taking part in completion of a survey.  The survey responses will be recorded, and seek to gather information on your experience of using financial apps by neo-banks. Questions are directed towards your thoughts on reasons for consumers' adaptation to this ever-evolving disruption in the financial mobile application sector. I estimate the interviews/survey will take no longer than 5 minutes to complete. 
III.	Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants as a result of participation in this Research Study.
IV.	Benefits (direct or indirect) to participants from involvement in the Research Study
The objective of this Research Study is to gain new knowledge that will enable an understanding of the reasons for consumers' adaptation to this ever-evolving disruption in the financial mobile application sector. This study may, therefore, be of benefit to you by providing you with the opportunity to contribute to body of knowledge on digital banking and fin-tech so that you and or society may benefit.
V.	Advice as to arrangements to be made to protect the confidentiality of data, including that confidentiality of information provided is subject to legal limitations 
Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   
VI.	Advice as to whether or not data is to be destroyed after a minimum period 
Audio tapes/Survey data will be destroyed on the successful completion of this master’s degree in full compliance with GDPR regulations.  
VII.	Statement that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete..  


	
If participants have concerns about this study and wish to contact an independent 
person, please contact: 

Dr Garrett Ryan
Graduate Business School
Research Committee
Griffith College
South Circular Road, Dublin 8, Ireland
 
Phone:  + 353 1 416 3324
Email: garrett.ryan@griffith.ie
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A survey on consumers' adaptation to the disruption of financial mobile applications.A case study of Revolut in Ireland.
This survey is carried out by Eniola Agboluaje, a Master's student in Global Brand Management at Griffith College Dublin.
The purpose of this study is to collect data that will describe consumers' adaptability to the disruption of financial mobile applications in Ireland. As a result, you may profit from this study by having the opportunity to add to the body of information on customer adaptability and behaviour in the fin-tech business.

Consent Form
The purpose of this study is to learn about your perceptions towards financial mobile applications using Revolut as a case study.
Furthermore, this research will contribute to the corpus of scholarly understanding of the disruption of financial mobile applications by combining your involvement with the most recent consumer behaviour research.
This research entails participating in the completion of a survey. The survey results will be used to learn about your attitudes toward financial applications. Your views on financial mobile application technologies are being questioned. The survey should take about 5 minutes.
Participation in this project is purely optional. Respondents may choose to stop participating in the study at any time. There will be no consequence for withdrawing before completing all stages of the research project.
Every effort has been made to maintain participant confidentiality and is fully compliant with GDPR. Because all participants will be allocated a code, no participant names will be recorded. This survey data will be downloaded to a password-protected computer.
The final report will not include participant biographical information or mention of other individuals. The confidentiality of submitted information is subject to legal restrictions.
This form's information has been read and understood by me. The researcher has addressed my concerns and questions, and I have a copy of this consent form. As a result, I agree to participate in this study project.
This survey has 26 questions with yes or no questions and multiple choice answers.


· Are you 18 and above?

A. 18-24 
B. 25-30 
C. 31-36 
D. 37-45 
E. 46-55 
F. 56+ 


· Do you have a financial application on your mobile device such as Revolut?

A. YES                
B. NO

· Do you use Revolut as your online banking application?

A. YES             
B. NO

· Do you utilize traditional banks like AIB/BOI?

a. YES               
b. NO



· Do you have multiple financial mobile applications on your mobile device?

a. YES          
b.      NO



· Do you generally prefer traditional banks?


a. YES            
b.    NO



· Do you generally prefer e-banks?

a. YES               
b. NO

· I prefer to use one financial mobile application

a. Strongly agree                                  d.  Disagree

b. Agree                                                e.  Strongly disagree

c. Neither agree nor disagree

· I prefer to use multiple financial mobile application

            
a. Strongly agree                                 d. Disagree

b. Agree                                                e. Strongly disagree

c. Neither agree nor disagree
  
· I am willing to experience a new financial application
              
a. Strongly agree                                   d. Disagree

b. Agree                                                 e. Strongly disagree

c. Neither agree nor disagree

· I have gone the extra mile to find the application that works best for my financial needs
           
a. Strongly agree                                   d. Disagree

b. Agree                                                 e. Strongly disagree

c. Neither agree nor disagree

· Do I favour neo-banks over traditional banking methods?

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree

· Is the use of technology and its features a crucial factor for me when selecting a bank to use?

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree

· Would I be willing to switch to a different bank based on my requirements?

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree
· I am loyal to my long-standing bank and have no plans to switch to another.

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree

· It is critical for me to incorporate online banking into my everyday routine.

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree

· Do you trust the security of your finances with Financial Mobile Application organisations?

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree

· In your perspective, are banking applications (such as Revolut) regulated?

Strongly agree                                   Disagree

Agree                                                  Strongly disagree

Neither agree nor disagree

· Do you enjoy the overall performance and capabilities of Banking applications such as Revolut?
Yes
No 
Occasionally
Never 

· Is the lack of in-person interaction in the context of e-banking/Neo-Banks applications like Revolut problematic to you?

Yes

No 

Occasionally
Never 

· Is there a distinction between Neo-Banks (Revolut) and Traditional Banks in your opinion?


Yes 

No 
 
To some extent

They bear resemblance
 
They are entirely dissimilar

· Do you use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults?
Yes
No 
Occasionally
Never 

· Do you prefer to conduct your banking operations from the comfort of your own home or phone, or do you prefer to visit a physical bank branch?

I favor utilizing online banking

 I am uncertain

 I favor visiting physical bank branches

I am indifferent to either option


· How often do you use your financial mobile application?

Every day                                               Once a month

A few times a week                               Less than once a month
             
            About once a week                                A few times a month
             
           Others, please specify


Can you list some challenges you face while using financial applications?
	You can list out some challenges you have regarding financial applications
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Your temporary usage period for IBM SPSS Statistics will expire in 4613 days.


SAVE OUTFILE='C:\Users\Hp\Desktop\Analysis\Data_Revolut\Dataset_Revolut.sav'
  /COMPRESSED.
FREQUENCIES VARIABLES=Q1 Q2 Q3 Q4 Q5 Q6 Q7
  /ORDER=ANALYSIS.




Frequencies



	Notes

	Output Created
	15-MAY-2023 15:35:40

	Comments
	

	Input
	Data
	C:\Users\Hp\Desktop\Analysis\Data_Revolut\Dataset_Revolut.sav

	
	Active Dataset
	DataSet0

	
	Filter
	<none>

	
	Weight
	<none>

	
	Split File
	<none>

	
	N of Rows in Working Data File
	87

	Missing Value Handling
	Definition of Missing
	User-defined missing values are treated as missing.

	
	Cases Used
	Statistics are based on all cases with valid data.

	Syntax
	FREQUENCIES VARIABLES=Q1 Q2 Q3 Q4 Q5 Q6 Q7
  /ORDER=ANALYSIS.

	Resources
	Processor Time
	00:00:00.02

	
	Elapsed Time
	00:00:00.15




[DataSet0] C:\Users\Hp\Desktop\Analysis\Data_Revolut\Dataset_Revolut.sav



	Statistics

	
	Are you 18 and above?
	Do you have a financial application on your mobile device such as Revolut?
	Do you use Revolut as your online banking application?
	Do you utilize traditional banks like AIB/BOI?
	Do you have multiple financial mobile applications on your mobile device?

	N
	Valid
	87
	87
	87
	87
	87

	
	Missing
	0
	0
	0
	0
	0



	Statistics

	
	Do you generally prefer traditional banks?
	Do you generally prefer e-banks?

	N
	Valid
	87
	87

	
	Missing
	0
	0





Frequency Table



	Are you 18 and above?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-24
	13
	14.9
	14.9
	14.9

	
	25-30
	51
	58.6
	58.6
	73.6

	
	31-36
	11
	12.6
	12.6
	86.2

	
	37-45
	4
	4.6
	4.6
	90.8

	
	46-55
	4
	4.6
	4.6
	95.4

	
	56+
	4
	4.6
	4.6
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you have a financial application on your mobile device such as Revolut?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	79
	90.8
	90.8
	90.8

	
	No
	8
	9.2
	9.2
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you use Revolut as your online banking application?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	72
	82.8
	82.8
	82.8

	
	No
	15
	17.2
	17.2
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you utilize traditional banks like AIB/BOI?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	85
	97.7
	97.7
	97.7

	
	No
	2
	2.3
	2.3
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you have multiple financial mobile applications on your mobile device?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	31
	35.6
	35.6
	35.6

	
	No
	56
	64.4
	64.4
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you generally prefer traditional banks?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	12
	13.8
	13.8
	13.8

	
	No
	75
	86.2
	86.2
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you generally prefer e-banks?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	76
	87.4
	87.4
	87.4

	
	No
	11
	12.6
	12.6
	100.0

	
	Total
	87
	100.0
	100.0
	



FREQUENCIES VARIABLES=Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17 Q18
  /ORDER=ANALYSIS.




Frequencies



	Notes

	Output Created
	15-MAY-2023 15:36:32

	Comments
	

	Input
	Data
	C:\Users\Hp\Desktop\Analysis\Data_Revolut\Dataset_Revolut.sav

	
	Active Dataset
	DataSet0

	
	Filter
	<none>

	
	Weight
	<none>

	
	Split File
	<none>

	
	N of Rows in Working Data File
	87

	Missing Value Handling
	Definition of Missing
	User-defined missing values are treated as missing.

	
	Cases Used
	Statistics are based on all cases with valid data.

	Syntax
	FREQUENCIES VARIABLES=Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17 Q18
  /ORDER=ANALYSIS.

	Resources
	Processor Time
	00:00:00.03

	
	Elapsed Time
	00:00:00.02




	Statistics

	
	I prefer to use one financial mobile application
	I prefer to use multiple financial mobile application
	I am willing to experience a new financial application
	I have gone the extra mile to find the application that works best for my financial needs
	Do I favour neo-banks over traditional banking methods?

	N
	Valid
	87
	87
	87
	87
	87

	
	Missing
	0
	0
	0
	0
	0



	Statistics

	
	Is the use of technology and its features a crucial factor for me when selecting a bank to use?
	Would I be willing to switch to a different bank based on my requirements?
	I am loyal to my long-standing bank and have no plans to switch to another
	It is critical for me to incorporate online banking into my everyday routine
	Do you trust the security of your finances with Financial Mobile Application organisations?

	N
	Valid
	87
	87
	87
	87
	87

	
	Missing
	0
	0
	0
	0
	0



	Statistics

	
	In your perspective, are banking applications (such as Revolut) regulated?

	N
	Valid
	87

	
	Missing
	0





Frequency Table



	I prefer to use one financial mobile application

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	5
	5.7
	5.7
	5.7

	
	Disagree
	66
	75.9
	75.9
	81.6

	
	Neither agree nor disagree
	4
	4.6
	4.6
	86.2

	
	Agree
	8
	9.2
	9.2
	95.4

	
	Strongly agree
	4
	4.6
	4.6
	100.0

	
	Total
	87
	100.0
	100.0
	




	I prefer to use multiple financial mobile application

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	1.1
	1.1
	1.1

	
	Disagree
	6
	6.9
	6.9
	8.0

	
	Neither agree nor disagree
	5
	5.7
	5.7
	13.8

	
	Agree
	63
	72.4
	72.4
	86.2

	
	Strongly agree
	12
	13.8
	13.8
	100.0

	
	Total
	87
	100.0
	100.0
	




	I am willing to experience a new financial application

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	3
	3.4
	3.4
	3.4

	
	Neither agree nor disagree
	11
	12.6
	12.6
	16.1

	
	Agree
	66
	75.9
	75.9
	92.0

	
	Strongly agree
	7
	8.0
	8.0
	100.0

	
	Total
	87
	100.0
	100.0
	




	I have gone the extra mile to find the application that works best for my financial needs

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	53
	60.9
	60.9
	60.9

	
	Disagree
	8
	9.2
	9.2
	70.1

	
	Neither agree nor disagree
	9
	10.3
	10.3
	80.5

	
	Agree
	9
	10.3
	10.3
	90.8

	
	Strongly agree
	8
	9.2
	9.2
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do I favour neo-banks over traditional banking methods?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	5
	5.7
	5.7
	5.7

	
	Neither agree nor disagree
	11
	12.6
	12.6
	18.4

	
	Agree
	66
	75.9
	75.9
	94.3

	
	Strongly agree
	5
	5.7
	5.7
	100.0

	
	Total
	87
	100.0
	100.0
	




	Is the use of technology and its features a crucial factor for me when selecting a bank to use?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	4
	4.6
	4.6
	4.6

	
	Neither agree nor disagree
	3
	3.4
	3.4
	8.0

	
	Agree
	69
	79.3
	79.3
	87.4

	
	Strongly agree
	11
	12.6
	12.6
	100.0

	
	Total
	87
	100.0
	100.0
	




	Would I be willing to switch to a different bank based on my requirements?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	1.1
	1.1
	1.1

	
	Disagree
	2
	2.3
	2.3
	3.4

	
	Neither agree nor disagree
	7
	8.0
	8.0
	11.5

	
	Agree
	71
	81.6
	81.6
	93.1

	
	Strongly agree
	6
	6.9
	6.9
	100.0

	
	Total
	87
	100.0
	100.0
	




	I am loyal to my long-standing bank and have no plans to switch to another

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	6
	6.9
	6.9
	6.9

	
	Disagree
	66
	75.9
	75.9
	82.8

	
	Neither agree nor disagree
	7
	8.0
	8.0
	90.8

	
	Agree
	5
	5.7
	5.7
	96.6

	
	Strongly agree
	3
	3.4
	3.4
	100.0

	
	Total
	87
	100.0
	100.0
	




	It is critical for me to incorporate online banking into my everyday routine

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	53
	60.9
	60.9
	60.9

	
	Disagree
	8
	9.2
	9.2
	70.1

	
	Neither agree nor disagree
	1
	1.1
	1.1
	71.3

	
	Agree
	14
	16.1
	16.1
	87.4

	
	Strongly agree
	11
	12.6
	12.6
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you trust the security of your finances with Financial Mobile Application organisations?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	1.1
	1.1
	1.1

	
	Disagree
	2
	2.3
	2.3
	3.4

	
	Neither agree nor disagree
	9
	10.3
	10.3
	13.8

	
	Agree
	67
	77.0
	77.0
	90.8

	
	Strongly agree
	8
	9.2
	9.2
	100.0

	
	Total
	87
	100.0
	100.0
	




	In your perspective, are banking applications (such as Revolut) regulated?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	54
	62.1
	62.1
	62.1

	
	Disagree
	5
	5.7
	5.7
	67.8

	
	Neither agree nor disagree
	6
	6.9
	6.9
	74.7

	
	Agree
	18
	20.7
	20.7
	95.4

	
	Strongly agree
	4
	4.6
	4.6
	100.0

	
	Total
	87
	100.0
	100.0
	



FREQUENCIES VARIABLES=Q19 Q20 Q21 Q22 Q23 Q24
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Frequencies



	Notes

	Output Created
	15-MAY-2023 15:36:59

	Comments
	

	Input
	Data
	C:\Users\Hp\Desktop\Analysis\Data_Revolut\Dataset_Revolut.sav

	
	Active Dataset
	DataSet0

	
	Filter
	<none>

	
	Weight
	<none>

	
	Split File
	<none>

	
	N of Rows in Working Data File
	87

	Missing Value Handling
	Definition of Missing
	User-defined missing values are treated as missing.

	
	Cases Used
	Statistics are based on all cases with valid data.

	Syntax
	FREQUENCIES VARIABLES=Q19 Q20 Q21 Q22 Q23 Q24
  /ORDER=ANALYSIS.

	Resources
	Processor Time
	00:00:00.02

	
	Elapsed Time
	00:00:00.01




	Statistics

	
	Do you enjoy the overall performance and capabilities of Banking applications such as Revolut?
	Is the lack of in-person interaction in the context of e-banking/Neo-Banks applications like Revolut problematic to you?
	Is there a distinction between Neo-Banks (Revolut) and Traditional Banks in your opinion?
	Do you use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults?
	Do you prefer to conduct your banking operations from the comfort of your own home or phone, or do you prefer to visit a physical bank branch?

	N
	Valid
	87
	87
	87
	87
	87

	
	Missing
	0
	0
	0
	0
	0



	Statistics

	
	How often do you use your financial mobile application?

	N
	Valid
	87

	
	Missing
	0





Frequency Table



	Do you enjoy the overall performance and capabilities of Banking applications such as Revolut?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	76
	87.4
	87.4
	87.4

	
	No
	1
	1.1
	1.1
	88.5

	
	Occasionally
	6
	6.9
	6.9
	95.4

	
	Never
	4
	4.6
	4.6
	100.0

	
	Total
	87
	100.0
	100.0
	




	Is the lack of in-person interaction in the context of e-banking/Neo-Banks applications like Revolut problematic to you?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	7
	8.0
	8.0
	8.0

	
	No
	66
	75.9
	75.9
	83.9

	
	Occasionally
	12
	13.8
	13.8
	97.7

	
	Never
	2
	2.3
	2.3
	100.0

	
	Total
	87
	100.0
	100.0
	




	Is there a distinction between Neo-Banks (Revolut) and Traditional Banks in your opinion?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	68
	78.2
	78.2
	78.2

	
	No
	2
	2.3
	2.3
	80.5

	
	To some extent
	15
	17.2
	17.2
	97.7

	
	They bear resemblance
	2
	2.3
	2.3
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you use the extra services offered by Neo-Banks, such as currency conversion, cashback on transactions, and savings vaults?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	14
	16.1
	16.1
	16.1

	
	No
	11
	12.6
	12.6
	28.7

	
	Occasionally
	62
	71.3
	71.3
	100.0

	
	Total
	87
	100.0
	100.0
	




	Do you prefer to conduct your banking operations from the comfort of your own home or phone, or do you prefer to visit a physical bank branch?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I favor utilizing online banking
	79
	90.8
	90.8
	90.8

	
	I am uncertain
	3
	3.4
	3.4
	94.3

	
	I favor visiting physical bank branches
	3
	3.4
	3.4
	97.7

	
	I am indifferent to either option
	2
	2.3
	2.3
	100.0

	
	Total
	87
	100.0
	100.0
	




	How often do you use your financial mobile application?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Everyday
	67
	77.0
	77.0
	77.0

	
	A few times a week
	10
	11.5
	11.5
	88.5

	
	About once a week
	4
	4.6
	4.6
	93.1

	
	Once a month
	4
	4.6
	4.6
	97.7

	
	A few times a month
	2
	2.3
	2.3
	100.0

	
	Total
	87
	100.0
	100.0
	



FREQUENCIES VARIABLES=Q25
  /ORDER=ANALYSIS.




Frequencies



	Notes

	Output Created
	15-MAY-2023 15:37:22

	Comments
	

	Input
	Data
	C:\Users\Hp\Desktop\Analysis\Data_Revolut\Dataset_Revolut.sav

	
	Active Dataset
	DataSet0

	
	Filter
	<none>

	
	Weight
	<none>

	
	Split File
	<none>

	
	N of Rows in Working Data File
	87

	Missing Value Handling
	Definition of Missing
	User-defined missing values are treated as missing.

	
	Cases Used
	Statistics are based on all cases with valid data.

	Syntax
	FREQUENCIES VARIABLES=Q25
  /ORDER=ANALYSIS.

	Resources
	Processor Time
	00:00:00.00

	
	Elapsed Time
	00:00:00.01




	Statistics

	Can you list some challenges you face while using financial applications?  

	N
	Valid
	87

	
	Missing
	0




	Can you list some challenges you face while using financial applications?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	No response
	21
	24.1
	24.1
	24.1

	
	None
	6
	6.9
	6.9
	31.0

	
	Network issues
	21
	24.1
	24.1
	55.2

	
	App/software issues
	13
	14.9
	14.9
	70.1

	
	Fraud issues
	3
	3.4
	3.4
	73.6

	
	Poor customer service
	15
	17.2
	17.2
	90.8

	
	Others
	8
	9.2
	9.2
	100.0

	
	Total
	87
	100.0
	100.0
	





18-24	25-30	31-36	37-45	46-55	56+	13	51	11	4	4	4	


Fig 4.2. Do you have a financial application on your mobile device such as Revolut? 


Yes	No	79	8	
Fig 4.5. Do you utilize traditional banks like AIB/BOI? 


Yes	No	85	2	


Fig 4.6. Do you have multiple financial mobile applications on your mobile device? 

 	
Yes	No	31	56	



Fig 4.7. Do you generally prefer traditional banks? 


Yes	No	12	75	


Fig 4.8. Do you generally prefer e-banks? 


Yes	No	76	11	
Fig 4.9. Respondents decision for using one or multiple financial applications 


SD	
Q8	Q9	Q10	Q11	Q12	Q13	Q14	Q15	Q16	Q17	Q18	5.7	1.1000000000000001	0	60.9	0	0	1.1000000000000001	6.9	60.9	1.1000000000000001	62.1	D	
Q8	Q9	Q10	Q11	Q12	Q13	Q14	Q15	Q16	Q17	Q18	75.900000000000006	6.9	3.4	9.1999999999999993	5.7	4.5999999999999996	2.2999999999999998	75.900000000000006	9.1999999999999993	2.2999999999999998	5.7	N	
Q8	Q9	Q10	Q11	Q12	Q13	Q14	Q15	Q16	Q17	Q18	4.5999999999999996	5.7	12.6	10.3	12.6	3.4	8	8	1.1000000000000001	10.3	6.9	A	
Q8	Q9	Q10	Q11	Q12	Q13	Q14	Q15	Q16	Q17	Q18	9.1999999999999993	72.400000000000006	75.900000000000006	10.3	75.900000000000006	79.3	81.599999999999994	5.7	16.100000000000001	77	20.7	SA	
Q8	Q9	Q10	Q11	Q12	Q13	Q14	Q15	Q16	Q17	Q18	4.5999999999999996	13.8	8	9.1999999999999993	5.7	12.6	6.9	3.4	12.6	9.1999999999999993	4.5999999999999996	




Fig 4.10. Do you enjoy the overall performance and capabilities of Banking applications such as Revolut? 


Yes	No	Occasionally	Never	76	1	6	4	


Fig 4.11. Is the lack of in-person interaction in the context of e-banking/Neo-Banks applications like Revolut problematic to you? 

Frequency	Yes	No	Occasionally	Never	7	66	12	2	

Fig 4.12. Is there a distinction between Neo-Banks (Revolut) and Traditional Banks? 

 	Yes	No	To some extent	They bear resemblance	68	2	15	2	




Fig 4.13. Do you use the extra services offered by Neo-Banks


Yes	No	Occasionally	14	11	62	


Fig 4.14. Do you prefer to conduct your banking operations from the comfort of your own home or phone, or do you prefer to visit a physical bank branch? 


I favor utilizing online banking	I am uncertain	I favor visiting physical bank branches	I am indifferent to either option	79	3	3	2	


Fig 4.15. How often do you use your financial mobile application? 


Everyday	A few times a week	About once a week	Once a month	A few times a month	67	10	4	4	2	

Fig 4.16. Challenges faced while using Financial Applications 


No response	None	Network issues	App/software issues	Fraud issues	Poor customer service	Others	21	6	21	13	3	15	8	


image3.png
Country Share Actual Numbers of Users

United Kingdom 14.72% 3,680,000 Users
Poland 6.37% 1,592,500 Users
France 6.35% 1,587,500 Users
Spain 6.02% 1,505,000 Users
Ireland 5.15% 1,287,500 Users

Others 61.39% 15,347,500 Users
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