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Abstract
In a sector that traditionally has been lacking innovation, the technological advancements have in
recent years been forcing banks and other traditional financial institutions to become increasingly
creative and innovative. In this development towards an increasingly innovative financial sector, a
recent advance referred to as Open Banking has made its entry. This phenomenon refers to the datasharing between financial institutions and licensed third-party providers, with the aim of
democratising the financial industry and improving upon the experience of customers within the
sector. Furthermore, although Open Banking has received a lot of attention since PSD2 was enforced
(the EU directive that made Open Banking compliance mandatory), one group that stand a lot to gain
from this development has often been overlooked: namely small businesses, and the smallest – Main
Street Businesses in particular.
With a purpose of “(1) outlining the attitudes of the Swedish Main Street Businesses towards Open
Banking, and (2) provide third-party providers with guidelines of how they can create, deliver and
capture value to and from this market segment” this study looks at their attitudes towards the
phenomenon at hand, and what elements that are important in developing a business model to reach
them with Open Banking initiatives. To do this, Swedish Main Streets businesses have been surveyed
regarding their attitudes, and their answers have been compared to a previous study performed by
KPMG in Great Britain on a similar topic. In addition, interviews were held with representatives from
one of Europe´s most prominent Open Banking platforms, namely Tink, in order to gain insights from
a company operating within the realm of Open Banking.
The findings indicate that while Main Street Businesses might benefit a great deal from Open Banking
initiatives, their attitudes are divided. Though the phenomenon itself does not necessarily excite the
businesses, there might be potential for the associated innovations – If they are delivered by a provider
they trust. In particular, we argue that it is important as a third-party provider to create and deliver
value through, or in collaboration with, banks. This, as Main Street Businesses could be deemed
conservative in regard to technology adoption, leading to value capture being difficult unless the
channel has a high level of trust and familiarity.
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1. Introduction

1.1 Background
Financial Technology (FinTech) has emerged as a massive market over the last decade. According to
a report by Hatch et al. (2019), the global FinTech consumer adoption has risen from 16% to 64%
between 2015 and 2019 among the digitally active, and these figures are continuously increasing.
Originally springing out of e-finance, which was enabled through the creation of the internet, FinTech
has leveraged the data and the in-pocket access that came with the smartphone adoption boom,
parallel to the financial crisis of 2008 (Lee & Shin, 2018). In turn, whereas e-finance refers to all
forms of financial services one might take part of online, such as online banking, trading stocks, and
insurance, FinTech takes it further as it combines e-finance with social media, artificial analysis,
internet technologies, and social networking services (ibid). Firms leveraging this trend have been
able to individualise their offerings, and give the finance industry an opportunity to become more
agile and offer their customers a more convenient value proposition. Thus, whereas the financial
industry has been argued to traditionally be relatively well protected towards external threats, and not
exposed to phenomena such as creative destruction (Scardovi, 2016), FinTech organisations have
now been able to couple e.g. consumer data with technological advancements to develop new ways
of serving their customer groups, increasing convenience, and heavily impacting the entire financial
industry and the legislation surrounding it all over the world (Lloyd et al., 2017; Grieg et al., 2018;
Mills, 2019).
One of these resulting legislations, that could prove to be a game changer long term in Europe, is the
Second Payment Service Directive (PSD2), which is developed to promote the internal market for
electronic payments and create better prerequisites for secure and effective payments (European
Union, 2015). Following this legislation, banks and other financial institutions now needs to open up
their application programming interfaces (APIs) and allow third parties to access financial
information, in order to develop solutions that would increase the financial transparency for the
account holder, small business and private consumer alike, if requested by the data owner (Phaneuf,
2019). This EU directive has in turn supported a global phenomenon springing out of the digitalisation
of banks most commonly referred to as Open Banking (McIntyre et al., 2018), where banks and
financial institutions are becoming increasingly open towards securely sharing their customer data
among themselves through APIs, ultimately lowering pain points for customers such as switching
7

costs, as well as a lack of integration and aggregation between service providers (Hallsworth et al.,
2018; McIntyre et al., 2018). According to Hallsworth et al. (2018 p.2) “The promise of Open Banking
is that data sharing will enable increased innovation, greater competition and improved products
and services for the banking industry’s retail and SME customers”, and with PSD2, the EU has put
mechanisms in place that encourages this data sharing between financial providers in the hope that
financial institutions will compete on better services for their customers, and limit their motivation to
keep their data entirely for themselves (Brodsky & Oakes, 2017; McIntyre et al., 2018). As a result,
business models leveraging this initiative are emerging and could be said to challenge the existing
revenue streams of financial institutions (Lloyd et al., 2017). To explain this simply, and as
graphically shown in Figure 1, the traditional banking has enabled banks and financial institutions to
execute their operations in closed systems, where the customer is not in control of their data and
where banks have not been communicating unless they have an agreement. In contrast, Open Banking
has through open APIs enabled customers to be in charge of their information, and services such as
account aggregation, data enrichment, payment initiation and personal finance management (Tink,
2020a), have been enriched.

Figure 1 - A simple graphic outline of how Open Banking enables the customer and new services through the use of APIs in
contrast to siloed traditional banking
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Although there is little literature on this topic so far, with it being a novel subject (Brodsky & Oakes,
2017), when referring to the beneficiaries of Open Banking, most research focusses their efforts and
their communication towards the private consumers and seemingly generalize their findings over to
other possible beneficiaries. However, as e.g. Mills (2019) and Hallsworth et al. (2018) make clear,
the needs of the private consumers differ from what businesses need, and that when these needs are
met, the context regarding e.g. lending will look different for the two, making the generalization
between beneficiaries possibly misleading. Furthermore, Mills (2019) makes it evident that with the
massive data generation, FinTech growth, and new business models emerging, one group that could
serve as a massive beneficiary, although relatively overlooked, are the small businesses – and the
Main Street Businesses in particular i.e. the local small businesses that generally produce goods and
services for local consumption (Mills, 2019). While describing what could be called a “Small
Business Utopia”, where technology assists, answers questions, and guides small business owners
with their financial overview in real time, Mills (2019) argues that it has traditionally been difficult
for small businesses to have an overview of their financial situation, resulting in various difficulties
such as lending, and that technology together with regulations could provide tremendous effects. For
example, Mills (2019 p.97) claims that “Accounting software, bank balances, credit cards, tax
payments, and bank loans all exist today in their own information streams. It is left to the small
business owner, or her advisor or accountant, to integrate them and draw out the implications for
cash balances and business decisions. The technology exists or will soon be available to meld this
information onto a single platform. Imagine an intelligent virtual assistant that relies on a range of
automated features and predicative formulas, all serving to compile and sort through the vast array
of available data and anticipate a small business’s future sales and cash requirements”. Although
mainly connected to small business lending (ibid), the quote paints an eloquent example of how small
businesses can benefit from technological advancements within Open Banking. Consequently, as
small businesses have an important role in society, it can be considered of importance to study if and
how Open Banking as a concept, and services delivered by organisations within that area of business
i.e. third-party providers, could impact small businesses and pave the way towards a Small Business
Utopia.
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1.2 Problem
Small businesses represent a large part of the society, where ‘micro- enterprises’ with less than EUR
2 million in turnover, and fewer than ten employees account for more than 90 % of the total amount
of enterprises in Europe (European Commission, 2020). In Sweden, there is a total of 1.2 million
enterprises, where about 96 % of the total has fewer than 10 employees (Persson, 2020), which is
highlighted in Table 1. Thus, large enterprises with more than 250 employees only account for a small
part of the total amount of enterprises but employ about one third of the total Swedish workforce
(ibid). However, as highlighted in Table 2, with small businesses employing about 24 % of the total
Swedish workforce, they can be regarded as the second largest type of employer. While large
enterprises to a greater extent are active and produce and sell for an international market, about two
out of three small businesses are targeting their local market only. One of the many obstacles that
these, often locally active, small businesses face is access to, or lack of available options and solutions
with regard to their financing (European Commission, 2020; Mills, 2019). Also, small businesses
face issues regarding their productivity being low, payments many times being late, having efficient
access to credit, as well as the rate of failed businesses being high (Hallsworth et al., 2018). Open
Banking provides great potential to solve many of these issues, through opening up and enabling new
services and tools which in the end can contribute to making small businesses more profitable,
efficient and successful (Mark Chidley in Hallsworth et al., 2018 p.5). On the potential impact Open
Banking can have, Alasdair Smith, chairman of the UK retail banking investigation states: “Open
Banking will make a transformational change to banking for personal customers and small
businesses. For the first time innovative and secure apps will provide personalised services and
information to cover all financial needs in one place.” (gov.uk, 2017). Yet, despite the potential
impact technical business tools can have on small businesses, the smallest companies are lagging
behind their larger peers in terms of technology adoption (OECD, 2018).
Although Open Banking is estimated to potentially have a great effect on small businesses, and
consequently Main street businesses, the research on the subject is, as earlier stated, rather limited
due to the novelty and newness of the topic. The financial industry has traditionally consisted of large
stable firms but has during the last decade experienced much technological innovation, business
transformation and process reconfiguration (Gomber, Kauffman, Parker & Weber, 2018).
Consequently, these recent developments have transformed the industry in terms of the services
produced as well as the operational capabilities needed to be successful (ibid). The Open Banking
10

revolution currently occurring will thus potentially reshape the entire industry by improving the
quality of services, create a more diverse financial landscape, cut costs, and increase competition
(ibid). These possible improvements can be regarded as important since the current solutions in the
marketplace for financial services aimed at small businesses can be regarded as unsatisfactory. Also,
small businesses reportedly wish to extract more value from the financial services provided to them
with some of their top requirements being; the ability to make faster payments, to balance cash flows
more easily, and enjoy greater financial flexibility (Hallsworth et al., 2018). However, many small
businesses supposedly do not have an understanding, nor knowledge about what Open Banking is
and are hesitant towards sharing their data with others than their existing bank and service provider.
Those businesses who typically are smaller, have low-growth, and a revenue of less than €250 000,
are in particular more hesitant towards Open Banking and the possible impact it can have on their
business (ibid).

Table 2 – Highlighting that 96.43% of all businesses in Sweden
have between 0-9 employees. Data from (Persson, 2020)

Table 1 – Highlighting that 23,72% of people in Sweden
works for a small business with less than 10 employees.
Data from (Persson, 2020)

1.3 Purpose
With the aforementioned problems and opportunities in mind, one might argue that it becomes
important to investigate how the developments within Open Banking can provide small businesses
with opportunities to improve on their situation. Consequently, the purpose of this study is to
investigate how third-party providers could reach and design Open Banking initiatives for small
businesses in practice. Also, seeing how the smallest businesses are less inclined to adopt technology
compared to their larger counterparts (OECD, 2018), it becomes important to understand how
receptive small businesses are to Open Banking initiatives and how business models can be designed
to deliver value to this particular segment. In order to do this, this study will investigate the attitudes
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towards Open Banking amongst small Swedish businesses, and how a third-party provider operating
in the Open Banking context would be able to serve the identified small business needs. More
specifically, this study will look into Swedish Main Street Businesses, a type of small business which
will be further described in section 1.5. With this study, we thus strive towards (1) outlining the
attitudes of the Swedish Main Street Businesses towards Open Banking initiatives, and (2) provide
third-party providers with guidelines of how they potentially can create, deliver and capture value to
and from this market segment. In addition, this can be considered important, not only to provide a
meaningful market segment with solutions to their problems in the strive towards a Small Business
Utopia, but also to assist in the closing of the aforementioned literature gap within this topic.
“With this study, we strive towards (1) outlining the attitudes of the Swedish Main Street Businesses
towards Open Banking, and (2) provide third-party providers with guidelines of how they can
create, deliver and capture value to and from this market segment.”

1.4 Research Question(s)
In order to put the purpose of this study into more of a context, a possible, slightly adapted scenario
that Mills (2019) paints with regard to a Small Business Utopia is in the following section told. Also,
based on the scenario, as well as the Background, Problem and Purpose previously outlined, the
overarching research question of this study is presented.
While the sun was rising and the city was coming to life, the owner of a small barbershop had been
up for hours preparing the coming week. While taking a break about 30 minutes before opening her
shop, she took out her mobile device, where she had the tool that had changed her life as a small
business owner: a dashboard with a financial overview of her business. Her dashboard could not help
her with everything related to her business - such as customer interactions - but thanks to the Open
Banking technology on which it was based, she could easily see how big her cash reserves would be
after payroll this week (if budget was met). Pondering over the short-term operations, she knew she
needed new scissors and new hairdryers, but also had to pay off her loan. Her intuition told her that
her cash reserves would solely enable her to pay for one or the other. After consulting her app
however, which provided her and the bank with a clear overview of the business` finances, it became
clear that because of the way she was running her business, her bank would be ready to offer her well
12

enough credit to both replace all old equipment, while paying off her loan. She ran an instant credit
check on herself through the same app and got everything confirmed. As no new direct competitors
had emerged in her neighbourhood, and the sales trends had been clear over the last three years, she
now felt confident enough to order her equipment and pay for everything through one single click.
This adapted and scaled down story from Mills (2019 p.95) shows a quite straight forward and simple
scenario of how small businesses could thrive in a Small Business Utopia. Unfortunately, the story is
completely fictional for the time being. No such solution currently exists for businesses today and
developing as well as spreading such a solution might seem more straightforward than what the reality
actually holds. In fact, although the story might sound like a solid business case when reading it, there
is very limited empirical evidence suggesting that these types of solutions is something that small
businesses would prioritize if they had the option. Hence, whilst assuming that a Small Business
Utopia, as described in 1.1, is beneficial for small businesses long-term and thus something to strive
for in the societal development, this study aims at providing practical implications for businesses
striving to develop solutions that would take us closer to a Small Business Utopia. To do this, this
study strives to answer the overarching research question:
How can Open Banking facilitate the development of a Small Business Utopia?
In order to answer the overarching research question, this study will investigate if Open Banking
solutions are sought after by small businesses, by looking into the attitudes of Main Street Businesses
towards using Open Banking services and solutions. Also, in order for third-party providers to offer
solutions to Main Street Businesses, this study will look into how these businesses best can create,
deliver, and capture value to and from this segment. Thus, the two following sub-questions are
outlined:
1. What are the attitudes of Swedish Main Street Businesses towards using Open Banking
services?
2. How can a third-party provider aimed at providing Open Banking services best create, deliver,
and capture value to and from the Swedish Main Street Business segment?
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1.5 Empirical Context and Delimitations
Although PSD2 and Open Banking as such can have implications on businesses of all sizes and types,
this paper has first and foremost been delimited to focus on small organisations, and Main Street
Businesses in particular. This has been done to focus on those small businesses that are active and
focus on their local communities and employ people that do not require any particular education,
sometimes referred to as ‘Simple Jobs’ (SCB, 2020a). However, literature regarding small
organizations in general will not be discarded, in order to gain a more holistic view of the research.
For the data collection, Main Street Businesses will be the sole subject. In addition, in order to narrow
this study down further, three types of Main Street Businesses will be queried, namely businesses
focusing on (1) Consumer Services (SCB, 2020b), (2) Restaurant Services (SCB, 2020c), and (3)
Specialized Retailing with Household Goods (SCB, 2020d). To avoid the bigger Main Street chains
and potential outliers, we are also delimited to businesses with ≤ 10 employees and ≤ 20 000 000
SEK in annual turnover. Worth noting is while these delimitations have been followed throughout
the study, the data collection on Main Street Businesses, and the subsequent analysis was impacted
mid-collection as a result of the Covid-19 pandemic – resulting in a limited collection and dispersion
between business types, something which has impacted the cross-business-type analysis which was
initially intended and will be discussed further throughout this study.
Moving on, because of the intended size of the research, this study will be delimited to collect data
from Main Street Businesses in Sweden. Sweden has been chosen for three, additional reasons from
what has been previously brought up: (1) Because of the innovative nature: In addition to the data
from OECD (2018) labelling Sweden as highly digital but with a relatively low technology adoption
amongst small businesses, the European Commission (2019) ranked Sweden as the most innovative
country within the EU, with high scores in areas such as ‘Innovative Friendly Environment’, making
it a suitable market to investigate. (2) Studies such as Eriksson, Hultman and Naldi (2008) and OECD
(2018) are suggesting that although not all parts of society are adopting technology in the same pace,
individuals are highly familiar with technology and digital advancements, making it less of an
obstacle to inform Swedish businesses about the topic at hand. (3) Sweden is deemed as suitable
because of the cultural proximity to the writers as both the authors are Swedish. Hence, it will be
easier to gain valuable insights from Main Street Businesses as the data can be collected in the local
language. In turn, by collecting data from different parts of Sweden instead of one city in particular
14

as initially planned, this study will be able to gain more diverse data from cities where local goods
and services have a big impact. For example, Malmö, Jönköping and Umeå are three of the cities
where data has been collected from. They represent (1) a major city in Sweden (Malmö) (2) a city
geographically placed between the three major cities (Jönköping) and (3) a city in the northern part
of the country (Umeå). For all three of the cities in particular, local goods and services have high
socio-economic significance (Svensk Handel, 2020a; 2020b; 2020c), and thus, they are deemed to
give insights into different perspectives within the country.
Also, to investigate how businesses can serve i.e. create, deliver and capture value to and from the
Main Street Businesses, this study is delimited to collect empirical data on a single corporation.
Although this might leave out some important findings with regards to how Open Banking might
work in practice on a wider scale, as this study aims at investigating how a third-party provider can
create, deliver and capture value through Open Banking, collecting empirical data from one
organisation is deemed sufficient and more suitable for the scope of this study. In order to gain as a
holistic and innovative view as possible of how Open Banking business is done in practice, the
Swedish Open Banking platform and API provider Tink has been chosen. Tink will be described
further below in section 3.5.1.2.
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2. Literature review
In the follow section, a review of the existing literature regarding Open Banking, the current
situation between small businesses and banks is presented. This literature has been reviewed to get
an understanding of the topic as well as the financial situation currently facing small businesses. In
addition, as Open Banking is a relatively new phenomenon, literature with regard to attitudes
towards new technology, introducing new technologies to a market, as well as common strategies
and business models are presented. In the section that follows the literature review, the findings are
gathered into a theoretical framework which has guided the empirical research towards fulfilling
this study´s research purpose.

2.1 What is Open Banking?
Open Banking will, through data sharing, enable increased innovation, improved products and greater
competition, where both retail and SME customers can be benefitted by the new technologies and
services being offered to them (Hallsworth et al., 2018). The access to data gives FinTechs, challenger
banks and BigTechs (e.g Apple, Amazon) a better opportunity to both develop new innovative
solutions and services, while also enabling traditional banks with the opportunity to enhance and
improve their offerings and customer experience through leveraging their vast amount of data and
infrastructure (Remolina, 2019). This collaborative model can result in a large digital transformation
of incumbents, but will most certainly not result in them disappearing, but rather force them to change
the way they operate (ibid). It is suggested that incumbent financial institutions potentially can make
use of their customer insights in new collaborative adapted ways, potentially disrupting their own
business models (ibid).
In turn, Open Banking can be regarded as the technical realization stemming from open APIs
(Zachariadis & Ozcan, 2017). APIs are communication applications which by Jacobsen, Brail and
Woods (2012: p 5) are defined as; “a way for two computer applications to talk to each other over a
network (predominantly the Internet) using a common language that they both understand”. Thus,
APIs can be used in order to share data between market actors, where data such as payments services
information and account information can be distributed (ibid). However, with APIs there is a
distinction in terms of the openness, where the spectrum ranges from closed to open in terms of the
16

availability of the data. With PSD2, banks are now required to open up and make their data on
customer accounts and payment services available for third-party actors to access (EBA, 2017).
Nonetheless, Gozman, Hedman et al. (2018: p 5) states that: “there will always be some form of
control by the firm, in order to preserve security, privacy and contractual conditions.”
The development towards a more open model, where market actors allow other parties access to their
APIs, have according to Jacobsen et al., (2012) grown exponentially since 2005. In this development,
high technology and large industry players such as Amazon, Facebook and Google have in particular
seen much success in building their business models around APIs (Zachariadis & Ozcan, 2016). Most
incumbent organizations operating within the financial industry have up until recently prioritised their
development of closed APIs where access to data only is made available internally and to endcustomers. However, with PSD2 and the move towards an Open Banking model, financial institutions
have started to significantly invest in their development of more open APIs. (Jacobsen et al., 2012).

2.1.1 Open Banking´s Effect on the Financial Industry
Although Open Banking potentially will change the entire industry, with the many opportunities it
brings for financial institutions and new market actors - there is at the same time many challenges for
them (Guibaud, 2016). (1) The data from banks must be safely and securely shared and distributed to
third parties. (2) Banking systems and interfaces must be redesigned in order for third parties to be
able to access and extract data. (3) Banks can lose their customer contact, with outside services linked
to their bank account being used rather than the services offered by the bank. Although the majority
of FinTech organizations are set up to build and create complementary services upon the existing
banks´ offerings, some are operating with the objective of challenging the established banks
(Guibaud, 2016). Still, third-party providers utilizing the Open Banking trend, are dependent on
access to banks´ data, as well as banks´ infrastructure in order to both build and provide new
innovative services (Remolina, 2019). However, this issue could be seen as less of a problem going
forward, as the positive perception of Open Banking possibilities is increasing, and more financial
institutions in Europe are incorporating FinTech partnerships into their strategy (Tink & YouGov,
2020), with 22% reportedly already running their Open Banking strategy by being in at least one or
more partnerships.

17

Gozman et al. (2018) also acknowledge that Open Banking will transform the entire financial
industry, by it changing the status quo and current practices. In their research on the future of the
financial industry, it was found that Open Banking will create new roles and business models in the
banking industry. In this, they suggest four different roles that organizations can play, namely;
integrator, producer, distributor and platform. Most larger financial institutions already play the role
of being an integrator, producer and distributor, but Open Banking will according to Gozman et al.
(2018), enable organizations to potentially transform into platforms as a facilitator for third parties
and customers. However, from their findings the authors conclude the following with regard to their
most important observations on the emergent roles, risks and opportunities of Open Banking: 1) Open
APIs could potentially facilitate Open Banking. 2) Existing processes with regards to products and
distribution will be affected by Open Banking, where it will provide both new challenges and
possibilities. 3) Banks will be needing to review their strategic choices and explore new business
models which move beyond their current offerings. 4) In maximizing the value gained from openness
in banking, API standards need to be more than simply technical standards, but instead facilitate easy
integration and be cost-effective for any third-party developers (ibid).
Open APIs can be regarded as the technical realization of Open Banking (McKinsey, 2014), as well
as potentially paving the way for Open Banking (Brodsky & Oakes, 2017; abe-eba.eu, 2016).
Zachariadis and Ozcan (2016) suggest that the traditional players will be required to move from a
closed to an open model, as well as to change their mind-set into becoming more collaborative, share
their customers, and internally transform into becoming more agile. Thus, it is suggested that industry
players must do more than simply comply with the open API standards in the short-term, and by
doing so, see the changes in the industry as a burden (ibid). Instead, open APIs should, according to
Zachariadis and Ozcan (2016), be approached with a long-term perspective as an opportunity to
increase the connection with customers, as well as other industry players. The consumer insights
possessed by traditional players have previously been considered their enduring source of competitive
advantage (Remolina, 2019). However, as the industry move towards a more open model where
financial services will be provided and distributed more freely, traditional players will have to
reconsider their competitive advantage. Although not easily achieved, it is by Zachariadis and Ozcan
(2016) argued that this entails that traditional players have to both reconsider their entire
organizational culture and how they operate in order to better align their portfolio of offerings to
better fit with the future of the industry.
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2.2 Small Businesses and Their Banking
While the importance of small businesses in developed economies such as the U.S. and Sweden can
be considered undeniable due to the immense number of them, their job creation, and dream bringing
potential (Mills, 2019; Persson, 2020; Neumark, Wall & Zhang, 2011), their position in society can
still, in many ways, be regarded as unfavourable. According to Ropega (2011), although businesses
of all sizes fail, only about 50% of the small businesses survive beyond three years. Although the
reasons for failure are numerous, and a hefty portion of the reasons being within the business owners’
own control, external factors have been known to have an impact (ibid). For example, In the U.S.,
Mills (2019) describes how difficult it can be for the smallest businesses to access the capital they
need to bring themselves forward. In essence, Mills (2019) argues that the smaller the business, the
more difficult it is for the lender to determine the quality of the potential loan taker. This is presented
as due to many aspects, but the most central concerns can be summarised into: difficulties in
presenting a holistic image of finances in terms of e.g. having a sense over the cash flow and sales,
poor sense of seasonal changes, and inadequate knowledge of how to build and handle cash buffers.
With this in mind, although Mills (2019) mainly touches upon small business lending, these issues
seem to arguably transcend between areas of business and could pose problems in terms of aspects
such as potential expansion or new hires. In a similar fashion, Pike (2018) argues in his working paper
that, in the UK, the relationship between banks and their customers could be better, and that many
customers in fact do not know what value their bank bring to them. Despite this, both businesses and
private consumers are traditionally reluctant to switch banks, to the point where divorce has been
occurring more often in both the UK and Sweden (Pike, 2018; Kellberg, 2015). In a Swedish context,
the literature on small businesses and their banking situation is relatively scarce. However, despite
this, through some of the literature that does exist (e.g. Eriksson, Hultman & Naldi, 2008; Heshmati,
2001; Larsson, Hedelin & Gärling, 2003), it is possible to draw parallels to that the aforementioned
situation would be something that small businesses in Sweden could find relatable, opening up for
that it could apply to small businesses in other nations as well. For example, Heshmati (2001) argues
that because of the unfavourable circumstances facing small businesses, originating from both policy
makers and institutions, firms such as small organisations, less capital-intensive firms and family
owned businesses have a restricted growth potential compared to their larger counterpoints. On a
European level, both Beck & Demirguc-Kunt (2006) and Moscalu, Girardone & Calabrese (2019)
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agree with this notion and claim that financial constraints, such as those described above, are
detrimental for small businesses and that e.g. growth can be negatively influenced as a result.
Nevertheless, it is evident that small businesses being dependent on banks is a more or less a universal
phenomenon, especially when it comes to funding (Ropega, 2011; Berger, Golding & Rice, 2014;
Mills, 2019). Moreover, when the financial situation is at the core of the problem to why small
businesses fail, scholars generally agree that it can be traced back to difficulties in the bank-business
relationship, and/or managerial problems relating to non-measurable components (e.g. Koksal &
Arditi, 2004; Crutzen and Van Caillie 2008; Ooghe & De Prijcker, 2008; Ropega, 2011). No matter
the cause, however, there also seems to be a consensus that small businesses do not have the proper
tools nor training to notice the signs of a deteriorating business quickly enough (Dahmen &
Rodriguez, 2014). In terms of the relationship between small businesses and the banks, it is clear that
if the relationship would be compared to a marriage, some proper counselling would be needed. On
the one hand, while banks might deserve some of the blame to why so many small businesses fail, it
is difficult to claim that the relationship is the sole root cause of the struggle. Instead, one would have
to say that although the banks do not necessarily have the capabilities to make all small businesses
successful, the existence of banks and their services play an integral part in the small businesses’
well-being. On the other hand, as e.g. Mills (2019) and (Ropega, 2011) claim, it is not easy for a small
business to benefit from the banks’ services, even in situations when the criteria for services are
fulfilled.
In terms of the managerial problems, Mills (2019) claim that these, and the financial issues of the
business might go together. She argues that one of the core issues of small businesses is the lack of
financial overview in the combination of general business knowledge. Adding the logic of Ropega
(2011), Moscalu et al. (2019) and Dahmen & Rodriguez (2014) onto this, one might translate the
situation into claiming that small businesses need 1) A better way of getting a holistic view over their
situation 2) Insights into when, and what type of actions are needed 3) Tools to assist them in their
relationship with their bank(s). However, even if the technology is available to assist small businesses
with these issues as Mills (2019) would suggest, as the smallest and most local businesses have a
tendency to be more conservative (Hallsworth et al., 2018), the task of spreading and introducing this
technology might not be as straight forward as with e.g. tech start-ups.
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2.3 Introducing New Technologies
Introducing new solutions to a market has been a central subject to research, and has been performed
within e.g. organizational theory, innovation and strategy for a long period of time and has remained
so up until today (e.g. Foster, 1986; Hannan & Freeman, 1989; Mitchell 1991; Rayna & Striukova,
2009; Suarez, Grodal & Gotsopoulos, 2013; Zachary, Gianiodis, Payne & Markman, 2015). The task
is challenging however, as new technologies require an acceptance from a crowd that has not
experienced it before. Hence, decisions with regards to when to enter the market, what way might be
best for it to spread, and how to get the technology established are among some of the questions that
various scholars over the years have sought out to answer.

2.3.1 First Mover Advantage
Although common in the past, a number of modern scholars have in recent years moved away from
the notion that absolute first movers would be able to enjoy a competitive advantage (Suarez et al.,
2013), and some go to the lengths of calling the first mover advantage a myth (Zachary et al., 2015).
Instead, authors such as Markides and Geroski (2005), emphasize that this is rather associated with
risks that might be detrimental for the company, and Grant (2016) maintains that the entrepreneurs
with more creative ideas do not necessarily rush in to be the first ones on the market. In this, Grant
(2016) argues that those with original thoughts rather learn about the market before entering, a notion
which is supported by a classic study performed by Golder and Tellis (1993), suggesting that 47% of
all first movers fail whereas only 8% of the fast followers follow the same destiny. In turn, by using
Google and Facebook as two practical examples in modern times, Grant (2016) suggest that it is
easier to succeed when improving on an existing idea, rather than trying to build a new concept from
scratch. However, although there seems to be an underlying truth to that, being a first mover in itself
does not necessarily bring negative consequences (Rayna & Striukova, 2009; Zachary et al., 2015),
and having more time within a specific market could give an advantage over later entrants. Benefits
of this include e.g. the opportunity to build a customer base and create capabilities that can extend
profits (ibid). Oliva, Sterman and Giese (2003) describes one example of this in how Amazon was
able to time their entrance into the digital climate with a ‘Get Big Fast’ strategy to propel an early
advantage over the company Barnes and Nobles, which ultimately led to them gaining a bigger market
share. Worth noting in Oliva et al.’s (2003) example is their emphasis on that ‘Get Big Fast’ also
require certain mechanisms i.e. a balance between rapid growth through low prices, aggressive
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marketing and the development of capabilities aimed towards customer acquisition and retention for
it to reach its full potential. With this in mind, it also serves as an illustration for what Zachary et al.
(2015) argues for, namely that while timing might be very important, it is not the factor that will
ensure success. Instead, the authors posit that “when to enter is only one of at least four additional
considerations” (p.1410), and that, in addition to ‘when’, questions regarding “who (e.g., considering
the entrants, incumbents, buyers, partners, and stakeholders), where (the actual space where entry
might unfold), what (whether the entry entails a product, resources, business model innovation), and
how (how entrants might use strategy, resources, and capabilities)” are equally, or sometimes even
more important (ibid p.1410).

2.3.2 Disruptive, or Simply Radical?
With regard to the introduction of new ideas to a market, established incumbents tend to not be as
good as the smaller, more innovative organizations (Foster, 1986; Christensen, 1992; Bower &
Christensen, 1995; Markides & Geroski, 2004; Christensen, Reynor & McDoland, 2015). When
touching upon this topic, many chooses to cite Foster (1986), who claim that larger organizations
rather focuses on refining their proven technologies over developing new ones, even though the
proven ones might be reaching the maturity stage of the S-curve. Moreover, when discussing the
introduction of new innovations to markets, Markides and Geroski (2004) emphasize that it is
important to realize what type of market that can be created through the innovation. While many
smaller organizations might claim that their business is disruptive (Christensen et al., 2015), their
innovation, and target market would suggest otherwise. According to Christensen et al. (2015),
disruption occurs when a smaller organization serves a market that has been underserved by the
existing incumbents and then is given the opportunity to bypass them. With this in mind, few
disruptions actually occur, but those who are successful gain vast attention, and thus disruption has
become an attractive guiding star for many young businesses trying to succeed. However, as per
Christensen et al.’s (2015) definition, markets are rarely created and new technologies are rarely
presented through disruption, but is rather the result of an unexplored gap in the market that was
hiding immense potential. Therefore, although small businesses, and Main Street Businesses in
particular, are often underserved, it is difficult to call them ignored by e.g. banks. Hence, disruption,
per its definition, might be difficult to discuss. Instead, for our narrative i.e. when introducing Open
Banking services to the Main Street Businesses, it becomes more relevant to talk about what kind of
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innovation to introduce and what type of market this subsequently might turn into. With this in mind,
Markides and Geroski (2004) present four different types of innovations: Major, Radical, Incremental
and Strategic. Similar to disruption, this theory suggests that it is a mixture of effects on established
firms and customers that determine which type of innovation we are talking about (ibid). Worth
noting is that although a certain innovation can create a market, it is very rare that a single company
can (ibid). Nevertheless, when an innovation has a major effect on consumer habits and behaviour,
as well as when it undermines competitors’ competencies and complementary assets, it might be
called a Radical innovation. These types of innovations are basically new inventions, and
fundamentally change the behaviour on the market, such as the television or a phone (ibid).
Conversely, when the effect on consumers are left out, it is more relevant to talk about a Strategic
innovation, in which the core activity remains roughly the same but where incumbents are challenged.
Internet banking is brought up as an example (ibid), where the core activity for consumers i.e. banking
is the same, but where the banks are challenged into adopting similar technologies. When established
firms on the other hand are enhanced, we can either talk about an Incremental innovation or a Major
innovation. A Major innovation, like the Radical innovation, changes the way consumers act in the
market, although a Major innovation rather elevates the existing incumbent instead of it challenging
them. Similarly, an Incremental innovation is described as elevating and only having a minor effect
on the behaviour of the consumer. With that being said, although claiming to have a Radical
innovation might sound alluring as an alternative to claiming to be disruptive, some research show
that it might not always be best to be Radical if you are looking for long-term success (Rayna &
Striukova, 2009). While it is true that Radical innovations has led to disruption of industries, it is also
closely associated with being a first mover (ibid). With this in mind, although great success could be
reaped, the associated risks are at least equally high. Thus, when introducing solutions that might
impact both existing players within an industry, and the beneficiaries of it, it becomes increasingly
vital to know the market (Rayna & Striukova, 2009; Grant, 2016). In particular, aspects such as
technology maturity, consumer preferences, knowledge, network externalities, intellectual property
rights, complementary assets, switching costs, potential competitors, and industry know-how are all
aspects that have been lifted as important to consider before entering a market. Especially in those
situations that are associated with leveraging a Radical innovation (Christensen, 1992; Lieberman &
Montgomery, 1998, 2013; George & Jones, 2000; Hoeffler, 2003; Suarez and Lanzolla, 2007; Rayna
& Striukova, 2009; Cooper, 2011; Zachary et al., 2015; Grant, 2016).

23

2.3.3 Spreading the Word
Similarly, as Zachary et al. (2015) touch upon, once the market has been entered in a suitable manner,
consequences for both the firm and the offering are bound to occur. In addition to the behavioural
aspects of how a Radical innovation might alter the way consumers and organizations act, there is
also the question of diffusion and market share. Christensen (1992) describes that with increased
adoption, diffusion and technological understanding, where the technological advancements becomes
greater as well, potentially enabling further innovation in the future. One of the most dominant
theories on this topic over the years is Rogers’ (1962) Diffusion of innovations (Lundblad, 2003;
Franceschinis et al., 2017). The theory is a collection of many scholars’ research and ultimately
touches upon 4 core mechanism that come together (ibid): (1) the characteristics of the innovation,
(2) how communication is used in the diffusion, (3) Time – Namely the awareness-adoption process,
adopter categories and rate of adoption, and (4) the social system in which the innovation is diffused
(ibid). According to Franceschinis et al. (2017), most studies on innovation adoption has been in the
context within and between organizations, although Rogers’ theory mainly focuses on individuals.
With this in mind, Lundblad (2003) proposes that when applying the theory to organizations, how
centralized the decision-making is, how formal the organization is, the level of organizational
complexity and interconnectedness are all highly important aspects to consider in addition to the four
mechanisms. Relating back to timing of entering the market and how to get the innovation to diffuse,
Rogers (1962) argue that there are five different adopter categories i.e. Innovators, who are in the
first 2,5 percentiles that might adopt the innovation, and are willing to take the risk of trying
something new. In turn, Early Adopters make up 13,5% of the market and are more likely to hold an
influencer status in the social system and have the potential to influence the Early and Late Majority
(34% each) to adopt the innovation as well. Lastly, the Laggards, who occupy the last 16%, are the
most conservative and thus the last ones to adopt any innovation - or as Sinek (2009) eloquently said
“The only reason these people buy touch-tone phones is because you can't buy rotary phones
anymore.”. What e.g. Franceschinis et al. (2017) describe is that Rogers argues that because of their
position in the social status, identifying and targeting the Early Adopters in order to seek their
acceptance is key. The curve, graphically shown in Figure 2, is formed as a bell curve and the
underlying logic is that with the acceptance of the Early Adopters, the innovation might be able to
reach the point in the bell curve between 10-35% market penetration where the adoption will tip and
eventually reach the vast majority, which in turn is shown in Figure 3 (Rogers, 2003 Sinek, 2009).
However, the theory does not explain how acceptance is generated on an individual level.
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Figure 2 - A bell curve showing how the sizes of
the different adoption categories presented by
Rogers (2003 p.281

Figure 3- Showing how adoption within a market starts
slowly and takes off with a 10-35% market adoption.
From (Rogers, 2003 p.11)

2.4 Attitude Towards New Technologies
Even though better and more advanced information systems can result in many benefits for its end
users, e.g. improving the quality of the service and cutting costs (Succi & Walter, 1999), in order for
new information systems to be successfully adopted and used, it has by several authors been
suggested that the attitudes of the users have a critical impact (Succi & Walter, 1999; Davis, 1989;
Davis & Venkatesh, 1996). Thus, users rejecting an information system by having negative attitudes
towards it, will result in it potentially not bringing any benefits to its end-users (Davis, 1993). On the
other hand, users accepting new systems will result in higher willingness to take the time, energy and
effort to make changes in their practices towards adopting new information systems (Succi & Walter,
1999). As a result, the adoption largely stems from the acceptance of its end-users, where user
attitudes affect the rate of usage and adoption. In order for organizations to offer a system, which by
its users, is accepted and perceived as effective, it is of importance to understand the reasons for users
in terms of them potentially either accepting or rejecting a new information technology system.
In studying adoption of new information technology systems, the technology acceptance model
(TAM) is one of the most used models in studying the attitudes and acceptance towards new
innovative technologies (Al-Gahtani, 2001; Gefen & Straub, 2000; Shaikh & Karjaluoto, 2015).
Additionally, in studies on the adoption and acceptance towards digital and mobile banking services,
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it was by Shaikh and Karjaluoto (2015) found that TAM was used in 23 out of 55 studies. Thus,
resulting in TAM being one of the most regularly used frameworks in studying adoption and attitude
towards information technology and financial services within banking. Waite & Harrison (2015) also
found TAM to possess a central position within innovation adoption theories, where the model was
found to be used as a foundation in more than 60 percent of the studies, where all studies were of
quantitative nature.

2.4.1 Technology Acceptance Model
The TAM was originally developed by Davis (1989) as an extension of the Theory of Reasoned
Action (TRA), which is the earliest technology acceptance theory (Fishbein & Ajzen, 1975). While
TRA is a more general theory on human behaviour, applicable on multiple different technologies.
TAM was developed in parallel to the wider introduction of information systems in organizations to
address the short supply of theories on user acceptance towards computers and their systems (Davis,
1989). In this, Davis (1989) developed the model in an attempt to conceptualize those factors that
influence and determine either the acceptance or rejection of a new information technology system.
The attitude toward using a technology (A), is according to Davis (1989), influenced and determined
by the perceived usefulness (PU) and perceived ease of use (PEOU) with regards to people either
accepting or rejecting it. In this, attitude is according to Davis, Bagozzi and Warshaw (1989) the
positive or negative feelings an individual hold with regards to it performing the target behaviour.
Also, Fishbein and Ajzen (1975) argues that the behavioural intention of an individual to carry out a
certain action is directly influenced by the subjective norms and underlying attitudes of the individual.
Thus, user attitude greatly influences an individual’s behaviour in terms of performing a certain
action, such as that of using a new technology. Hence, when studying user acceptance of a certain
technology or service, attitude is an important element to consider as the intention to use a new
technology is a direct product of the subjective norms, as well as positive or negative feelings that a
user has towards it (ibid). Thus, with this study exploring the attitudes of Main Street Businesses
towards Open Banking, the attitudes toward using the technology and any associated services, as well
as factors potentially influencing and shaping it will be explored.
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2.4.1.1 Perceived Usefulness (PU)
PU is by Davis (1989) defined as; “the degree to which a person believes that using a particular
system would enhance his or her job performance” (Davis, 1989; p 2). A technological system is
therefore perceived to be useful if it delivers benefits in terms of e.g. cutting costs and saving time
(Aldás-Manzano, Lassala-Navarré, Ruiz-Mafé & Sanz-Blas, 2009). Thus, a technology will be
perceived to be useful if it potentially can increase a user’s performance. It has in previous studies on
the attitudes towards using online banking services been found to have a major effect (AldazManzano et al., 2009; Pikkarainen, 2015; Davis, 1989; Davis, Bagozzi & Warshaw, 1989). As such,
PU is in this study incorporated as to see if it is a significant factor influencing customers’ attitudes
towards Open Banking services.

2.4.1.2 Perceived Ease of Use (PEOU)
PEOU is by Davis (1989) defined as; "the degree to which a person believes that using a particular
system would be free of effort" (Davis, 1989; p 2). Thus, PEOU is associated with how an individual
perceive a new technology, with regards to its superiority compared to previous technologies used
and the effort needed to use a new technology (Aldaz-Manzano et al., 2009). Several previous studies
have found PEOU to have an effect on the attitude and intention to use new technology within
financial services (Aldaz-Manzano et al., 2009; Davis, 1989; Pikkarainen, 2015; Davis, Bagozzi &
Warshaw, 1989). PEOU can therefore be regarded as a factor affecting the acceptance of technology,
where a system perceived to be easy to use will more likely be accepted and adopted by users. Also,
for potential customers to start using a new technology within financial services, it has to be perceived
as superior compared to existing services and technologies used, and thus need to be both easy to
understand and easily utilized. Also, Davis (1989) suggest that PEOU is correlated to PU, which
potentially makes it a factor affecting the attitudes customers have in terms of PU with regards to
Open Banking technologies.
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Figure 4 - The Technology Acceptance Model, adapted from Davis et al. (1989 p.985)

2.4.1.3 Extension of TAM
Davis (1989) argues that incorporating both PU and PEOU will account for all possible determinants
of users´ intentions to adopt new systems. However, multiple scholars have successfully included
several additional variables, where Waite and Harrison (2015) claim that this is necessary in order to
better fit with what the society looks like today. External variables affecting PU and PEOU, which
have been included in different studies are for instance: system quality (Igbaria, Guimaraes & Davis,
1995), social influence (Al-Somali, Gholami & Clegg, 2009), prior technological experience
(Laukkanen, 2016; Karjaluoto, Mattila & Pento, 2002), and many others. However, TAM has mostly
been used in studies where user attitudes and acceptance have been measured post trial of a specific
system, rather than measuring user expectations pre experiencing an innovation (Waite & Harrison,
2015). Thus, with this study exploring user attitudes towards a system and an innovation that potential
users have no, or very limited, experience with using, this study will incorporate external factors that
better fits with the purpose of this study. This study will, in addition to the original TAM, incorporate
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Perceived Customer Value (PCV) as it has been found to be an important factor in predicting the
adoption behaviour of new banking technologies (Flint, Woodruff & Gardial, 1997; Lee & Allaway,
2002). Stickiness to Traditional Banking (STB) is also incorporated, as it has been found to affect the
adoption of online banking and is thus included as a moderating factor potentially affecting the
adoption of Open Banking services (Hsu & Lin, 2016). In his study of the intention to use Open
Banking initiatives in India, Sivathanu (2019) included both PCV and STB in addition to PU and
PEOU, as potential factors influencing consumer attitudes and their intentions to use Open Banking
technology. Sivathanu (2019) concluded that PCV was significantly affected by both PU and PEOU,
where the relationship between the intention to use Open Banking technology and PCV was found to
be positive. Additionally, STB was found to significantly influence the relationship between PCV
and intention to use, where the level of stickiness moderated consumers’ intention to use. Lastly,
trust will also be incorporated as an additional factor. Although it has not been put in an Open Banking
context previously, it could be deemed relevant as it by several authors have been found to largely
effect the adoption of online banking (Zaman, Khawaja & Waqar, 2013; Mukherjee & Nath, 2003;
Al-Somali et al., 2009), as well as it has been found to be a more significant factor in an online
environment (Reichheld & Schefter, 2000; Alsajjan & Dennis, 2006; Harris & Goode, 2004).

2.4.1.4 Perceived Customer Value (PCV)
PCV takes the perspective of an organization's customers, with regards to what they want and believe
that they receive from the purchase and usage of a product or service (Woodruff, 1997). Thus,
customer value may be considered at different times, where it for instance can be evaluated either
before purchase or during or after having experienced the performance of the service. However, PVC
takes the perspective of the customer's perceived preferences, where the value is evaluated pre
purchase and usage. Thus, resulting in that customers’ evaluation of the performance is determined
by the perceived benefits and costs of a service, where the performance is evaluated based on the
ability for said service to carry out its purpose (ibid). Thus, perceived value has to be distinguished
to satisfaction, which is associated with post purchase evaluation. As a result, perceptions of value
can be generated despite not having experienced the product or service, while level of satisfaction
only can be determined after having experienced and used the product or service (Sweeney & Soutar,
2001). Customer value is according to Sheth, Newman and Gross (1991) determined by five different
dimensions influencing the behaviour and choices of consumers. Firstly, the functional value is
perceived as the main driver of consumer choice, where it depicts factors such as price, durability and
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reliability where the perceived utility and functionality is measured. Social value is the perceived
value acquired from being associated with certain social groups, where individual behaviour and
choice is influenced by potential group membership and association with e.g. a geographic or cultural
group. Thirdly, emotional value is associated with the emotional responses and feelings that various
products or services can provide. Conditional value is the perceived utility acquired from a specific
situation or set of circumstances, where for example some products or services may only have
seasonal value or are only perceived as valuable depending on the situation. Lastly, the epistemic
value is about the curiosity, novelty and knowledge a product or service can provoke, where entirely
new experiences often provide this type of value for the consumer.
This study will incorporate PCV as a factor being influenced by both PU and PEOU as this study first
and foremost will try to explore the attitudes Main Street Business have towards services they, most
likely, do not have much prior experience with using. As such, this study will mainly explore what,
and if, Main Street Business believe they would be able to gain any value from using Open Banking
services.

2.4.1.5 Stickiness to Traditional Banking (STB)
Stickiness has previously been defined in the context of websites, as an intangible ability to attain
and possess customers’ attention over a longer period of time, without them switching to other
alternatives (Sheth et al., 1991). Thus, it is the capacity of organization´s and their products to attain
customers and them making frequent visits. The historically applied banking model is used to
describe the traditional banking aspect, where customers do their banking activities in a universal
manner. For instance, physical bank branches have historically served as the primary source of
contact between bank and customer, but technology improvements have enabled a greater switch
from in-person to more digital services (Gomber et al., 2018). However, according to Tran & Corner
(2016) and Durkin, McCartan-Quinn, O’Donnell and Howcroft (2003), customers perceive face-toface communication and in-person service to be the most reliable in terms of handling their banking
related information. Customer stickiness to more traditional channels have for instance been studied
in the context of intention to purchase through a mobile app (Hsu & Lin, 2016), intention to use ecommerce websites (Lin, 2007), and behavioural intention to use digital payment systems (Sivathanu,
2019). As Open Banking is a new technology that is distinguished and different compared to the more
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traditional banking model, this study will incorporate STB as a moderating factor between PCV and
the attitude toward using (A) Open Banking.

2.4.1.6 Trust
Trust is by Morgan and Hunt (1994) described as one party having the belief and confidence that the
providing party will display reliability, integrity, as well as act in goodwill. The trust a customer holds
towards another party is therefore, in most cases, based on the previous interactions and experiences
despite there being no guarantees that the interaction will be constant, and that the supplying party
will act in accordance with previous experiences (Gefen, 2000). Suh and Han (2002) argue that trust
is especially important with regards to the relationship a customer holds towards its provider of
financial services, e.g. a bank, as the interaction is associated with much perceived risk and
uncertainty due to the delicate personal information being transferred. Also, the authors argue that
trust is more important when the personal information is transferred through online channels, rather
than communicated face-to-face at, e.g. a physical bank and its brick and mortar office (ibid). Lee,
Kang and McKnight (2007) also investigated trust in terms of online versus offline channels and
concluded that the trust a customer holds towards a financial provider’s offline channels, can
positively influence the trust towards the same organization and its online channels. In this, customer
satisfaction, structural assurance and flow in terms of an organization’s offline operations, were found
to be factors that could have a positive influence on customer trust if said factors also were perceived
to had been transferred to the online channels. Trust also has a close relationship with risk, as it by
Aldás-Manzano et al. (2009) was found to be an important factor in reducing customers´ perceived
risk of using financial services through online channels. Omarini (2018), in her study of banks and
FinTechs in the context of Open Banking, conclude that trust is one of the most important ingredients
in the revolution currently occurring in the financial industry. With the financial systems experiencing
new competition and new business models, several new players will as a result enter. In this new
world, Omarini (2018) argues that regulations have to be set up in order to avoid risk and abuse of
the system. As such, the trust towards banks, FinTechs and other financial providers will be
paramount in the future of financial services (ibid).
Although most prior studies discussed have incorporated trust in their studies of customers´ attitudes
and adoption of online banking, this study will include it in order to see if it is a significant factor in
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terms of Main Street Business potentially using Open Banking services. As such, trust will be
included as an additional factor potentially directly affecting the attitudes toward using (A) Open
Banking services.
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Figure 5 - Adapted Technology Acceptance Model that will be guiding the study of Main Street Businesses’
attitudes towards Open Banking.

2.5 Strategy and Business Models
When it comes to the delivery of a product or service, as mentioned above, knowing the market before
entering can be crucial for the long-term success of the business. In a similar manner, having a solid
business model that is constantly developed is, by many authors, being highlighted as extremely
important to achieve long-term success (e.g. Magretta, 2002; Casadesus-Masanell & Ricart, 2010;
Chesbrough, 2010; Teece, 2010; Zott, Amit & Massa, 2011). However, despite it being a widely
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researched topic with over 11000 articles published between 1995 and 2011 (Zott et al., 2011),
relatively little consensus has been reached regarding (1) its definition and (2) its relation to strategy.
Nevertheless, Chesbrough’s (2010) argument regarding the importance of the business model, and
how a mediocre technology with a great business model might be more valuable than a great
technology leveraged by a mediocre business model, is a good summarizer of how most scholars
perceive the concept as a whole. With this in mind, when introducing a new technology, having a
suitable business model supporting the venture can be deemed critical.
In trying to debunk the concept, one might start with Magretta (2002), who takes a practical, yet
philosophical approach to the concept, and portrays it as the businesses’ soul, where the model
explains the fundamental reasons to why the business exists in the first space, what problems should
be solved and for whom, as well as how this fundamental reason links up in a financial logic.
Compared to some classic narratives however, Magretta (2002) and other scholars with her (e.g.
Chesbrough, 2010; Teece, 2010; Chatterjee, 2013), agree on that a business model not should be
looked upon as being static. Instead, no matter the firm size, it is vital for the business to constantly
review what they are doing to meet ever changing demands, as successful reality checking and
tweaking of the business model has been found to positively influence the business performance,
even in unfavourable situations (Zott & Amit; 2007, Cucculelli & Bettinelli, 2015; Foss & Saebi,
2017). Hence, while a static outlook might be favourable to adopt when first conjuring a business
model to see how the logic links up, it will be important to constantly challenge this logic.
Another famous work regarding business models, which could be deemed more for building a
business model rather than challenge its current logic, is the business model canvas (Osterwalder,
Pigneur & Clark, 2010), which similarly defines a business model as “… the rationale of how an
organization creates, delivers, and captures value” (p. 14). In this widely used theory, the business
model is believed to best be described through nine blocks portraying how value travels to and from
the company. These blocks, namely (1) Customer Segments (2) Value Proposition (3) Channels (4)
Customer Relationships (5) Revenue Streams (6) Key Resources (7) Key Activities (8) Key
Partnerships and (9) Cost Structure are, in turn, believed to cover four areas in customers, offer,
infrastructure and financial viability (ibid). In accordance with previous sections, with the business
model canvas, one also starts with the customers and recognising their pain points, before moving on
to the offer and the underlying infrastructure. Although useful and having a vast spread, the business
model canvas is not very flexible as a theory and has been argued to be static (Baden-Fuller &
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Morgan, 2010). For a business model development purpose, an alternative approach to this definition
of a business model is to view it as the businesses’ choices and the following consequences
(Casadesus-Masanell & Ricart, 2010). Similar to the business model canvas, with this definition,
Casadesus-Masanell and Ricart (2010) poses that it is possible to map out the business model. In
addition, as every single organization makes choices that ultimately have consequences, it is argued
that this definition would apply to all firms. Also, while the business model canvas could be argued
to be rigid in the components that are a part of it (Baden-Fuller & Morgan, 2010), this theory is in
contrast rather flexible, and will look different between the mapped organisations. However, for our
narrative, while Casadesus-Masanell and Ricart (2010) make valuable points, one might argue that
there is a limitation in their theory when building up a business model from scratch, an element which
Osterwalder et al. (2010) satisfies to a larger degree.
Chatterjee (2013) takes another approach and poses that business models are either driven by
efficiency or perceived value, although they usually have elements of both. Within this logic,
Chatterjee claims to have developed a roadmap for firms, where the idea is to choose one of the
proposed 4 generic business models as their primary one, and then develop it based on a series of
decisions which translates the value capture logic to core objectives, ultimately ending up with a map
of the needed activities to deliver on these objectives. In this, a perceived value-based business model
is usually the starting point for a business, where creating a desire within the target market is central.
In contrast, an efficiency-based strives towards efficiency and gaining a better utilization of assets
than the competition. The last two types are network based and depend on externalities. When it is
loyalty based, it also relies on customers coming back, and becoming somewhat of a community.
Success in this business model comes with capabilities that attracts and retains customers to lower
costs. Finally, when the network business model is efficiency based, it can be described as a connector
between suppliers and customers – where the amount of transactions becomes vital. In this, Chatterjee
(2013) together with Osterwalder et al. (2010) and Casadesus-Masanell and Ricart (2010) argues
similarly to Magretta (2002) i.e. that the underlying logic of the firm, as well as the business model
development, must correlate with why the business exists in the first place. However, other scholars
also argue for a competitive analysis relating to this (Magretta, 2002; Teece, 2010), as even though
the parts of the business model might make sense, it usually does not incorporate competition.
Therefore, when it comes to strategy i.e. “The contingent plan as to what business model to use”
(Casadesus-Masanell, 2010 p. 203), it becomes vital to compare one’s own logic to the ones of
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competitors as well, and one might even argue that it is within this differentiation that the competitive
advantage might lie (Magretta, 2002; Teece, 2010).

2.5.1 FinTech Business Models
As FinTech and Open Banking continues to expand and gain more impact, having a scalable business
model that can serve the prospective customer base could be seen as key for success within the
market. As established above, when conjuring up a business model it is crucial to adapt the way one
creates, delivers and captures value to and from the selected target market. Naturally, this would apply
to businesses within the FinTech sector as well (Lee & Shin, 2018). With this in mind, both
practitioners and scholars have made their analysis regarding what business models might be suitable
within a FinTech and/or Open Banking context. One example is Lee & Shin (2018) who presents six
different business models used by various FinTech organizations, although they do not necessarily
make a distinction with regard to what has been successful or not. Through their analysis, they present
Payment Initiation, Wealth Management, Crowdfunding, Lending, Capital Markets, and Insurance
Services as potential business models for FinTechs to adopt. What is worth making a remark about
in the context of Open Banking is that these business models are action specific i.e. that the models
are circled around one specific action within FinTech, e.g. payments, and are therefore limiting
whereas the concept of Open Banking has the potential of transcending these specific actions (Tink,
2020a). With this in mind, one might be wise in making a distinction between Open Banking and
FinTech with regards to business models, and instead view Open Banking as its own subcategory,
perhaps even with its own business models. In terms of value creation however, Gozman, Liebenau
and Mangan (2018) argue that FinTech firms can create value through innovations relating to (1)
Payments (2) Investment Asset Management (3) Finance and Credit Management (4) Microfinancing
and Crowdfunding (5) New Banking, and (6) Personal Finance Management. Here, they present the
value creating methods as possible to combine, to contrast Lee & Shin’s (2018) business models,
which ties Open Banking and FinTech together in terms of the value that can be created. When
developing both strategy and business models in this context, KPMG’s market research suggests that
one of the most central aspects when developing an Open Banking strategy is to adapt the model
based on trust, and what that means for the target market (Hallsworth et al., 2018). For example, when
targeting the segment, they call The Steady Conservative, they argue that high street banks are still
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relatively trusted, whereas smaller and newer organizations might have difficulties establishing
themselves and build trust. With this background, when targeting the conservative group, it is argued
that the best chance of serving them is to aim for invisible enactment and leverage the trust that this
group have for their banks. In comparison, for those small organizations that are more inclined
towards adopting new ideas, one is smarter to lead with customer facing services (ibid). When
presenting their generic business models for Open Banking ventures, they indirectly argue for that
the conservatives are difficult to reach, as the business
models presented are specifically aimed at the other two
categories. Nevertheless, consistent with the notion that
Open

Banking

business

models

can

transcend

individual financial actions, they suggest that one’s
business model should depend on one’s role in the value
chain, what one wants to accomplish within it and what
the current capabilities are. On a similar note, when it
comes to the business model design from a more
holistic point of view than previously discussed,

Figure 6 - Gozman, Hedman et al. (2018

Gozman, Hedman et al. (2018) suggest that banks can p.7) Taxonomy of roles in banking
take on four different roles in the context of Open

Banking as shown in figure 6. More specifically, they suggest that the taxonomy is made up by two
actions i.e. Service Creation and Distribution, and that the four value chain roles are determined based
on if these two factors are performed in a closed or open environment. In this, the first role they
describe is the Integrator, which can be described as both creating the service and distributing it
through in-house efforts. Usually, this is done by banks - Developing financial services and
distributing them under the same brand. The second role that has been identified is the Producer,
where the in-house efforts are then distributed by a third party. As the article is written from a banking
perspective, it describes it as the bank producing the service and then distributes it through more
innovative brands and activities such as sponsored hackathons, accelerators and incubators. Thirdly,
Distributors entails opening up and combining one’s own offering with solutions offered by a thirdparty. Here, the solution is distributed through the established party, whereas the service creation is
done by e.g. a start-up. In this scenario, the authors claim that being a distributor is a good way for
banks to increase their own market presence and improve their own brand by leveraging innovative
solutions and offer them to a broad installed base. Thus, enhancing their offering without having to
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produce new services in-house (ibid). The last role is as a Platform, where the bank is acting neither
as a distributor nor a service creator. Instead, the platform role entails facilitating the business between
a third party and their customers, something which will not show up on a balance sheet (ibid).
Although not directly aimed at third-party providers that might be able to offer their solution towards
a Small Business Utopia, it does give an indirect insight into how partnerships between the traditional
banks and these third parties could work, and could thus be applied in our study. This is important
for three reasons. Firstly, as Hallsworth et al. (2018) argues that the trust is crucial for services aimed
towards small businesses, and many small businesses being closely related to their banks, it could be
deemed difficult for small business to not include current financial institutions in their solutions.
Secondly, as Open Banking has the potential to revolutionize the banking industry, banks are not
going to be able to avoid the topic for long, and simply compliance might not be enough in order for
them to keep their competitive edge. Thirdly, as large players have a worse track record than smaller
players when it comes to leveraging new technologies, partnerships between banks and smaller
players could serve as a win-win situation for both parties (ibid). Lastly, when it comes to partnerships
between banks and third-party providers, such as in a Producer or Distributor model, some market
research seems to indicate that this is something that banks will rely on in the context of Open
Banking. In a survey of 225 European banks, only 8,4% indicated that they do not plan to be in an
Open Banking partnership with a FinTech, whereas 69,8% claim that they plan for such a partnership
already within 12 months (Tink & YouGov, 2020 p.15).
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3. Theoretical Framework

From the literature review presented above, it is possible to conclude that there is a compelling
argument towards Open Banking having the potential to change the financial industry in fundamental
ways. Following the logic of Zachariadis and Ozcan (2016) as well as Gozman, Hedman et al. (2018),
it is debatable whether banks’ abilities to retain customers through closed models are feasible in the
long-run, and the previous competitive advantage of many banks might have to be revisited in the
long-run (Remolina, 2019). This is worth making a remark about, not only from the traditional banks’
perspective, but also from their customers’. Traditionally, although FinTech organizations have had
a massive impact on the banking industry in the latest years - and might be expected to have so in the
future as well - the ability for third parties to innovate within this space has most likely never been
this grand before. It is thus clear that Open Banking could facilitate many innovations, giving way
for both new entrants and improving upon the current offerings. As such, there will be possibilities
for customers to access better financial services in the future, that will ultimately improve on the
situation for their finances. For example, many small businesses fail as aforementioned, and while
there are many reasons for this, there is a wide consensus that initiatives can be taken towards
improving on their situation (e.g. Ropega, 2011; Dahmen & Rodriguez, 2014; Mills, 2019; Moscalu
et al., 2019). In this case, even when one might argue that the business owner is at fault through e.g.
not being able to notice when the business is deteriorating, there are according to Mills (2019)
possibilities to develop e.g. solutions that can aggregate the data of the small business owner, and
notify them when trouble is nearing. With this in mind, as the innovative solutions continue to emerge
on the market, it seems that there are possibilities to improve on the small businesses’ situation.
However, just because an opportunity might be there, it does not necessarily mean it is without its
challenges. For example, as it is more common to get divorced than change banks in some cases,
even though the relationship might be strained, it is not a stretch to presume it is likely that these
customers are conservative when it comes to the financial situation of their business. With this in
mind, it is possible that small businesses might be reluctant to adopt novel ideas even if it could be
beneficial for them, especially when the origin is from a company or provider not consistent with the
bank in which they are customers with. Consequently, although the benefits from Open Banking
might seem to be vast from the offset, it is clear that developing a business model to suit their adoption
will be key and in this, making sure that trust is established early on (Hallsworth et al., 2018). As
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such, this needs to be taken into consideration when designing the theoretical framework for the
purpose of this research. Thus, as previous research more or less agrees on that when introducing new
innovations to the market it is important to understand the pain points, attitudes and the behaviours
of the target segment, it makes sense to design the theoretical framework following this logic as well.
Consequently, the developed theoretical framework follows a sequence from (1) understanding the
market, through (2) discovering the potential opportunities and benefits that might emerge as a result,
and ultimately (3) proposing factors that could prove to be important when choosing to target this
market in striving towards developing a Small Business Utopia. Accordingly, the first step in the
theoretical framework would be to investigate the attitudes and the acceptance towards new
technologies within the market segment. In order to do this, the logic of TAM presented above will
be applied. Herein, in order to explore the attitudes of Main Street Businesses towards potential Open
Banking initiatives, as well as how the market potentially can be served, whether PU and PEOU are
significant factors potentially affecting the attitudes towards adoption and usage will be looked upon.
In this, the PU of Open Banking services have been studied, and the potential benefits delivered
compared to existing solutions. Also, in order for Open Banking services to be perceived as useful
and superior to existing solutions, users have to perceive them as easy to understand and use. Thus,
both PE and PEOU is suggested to potentially influence the attitudes Main Street Businesses has
towards Open Banking initiatives aimed at providing them with more and better services. Also, PCV
and STB are included as additional external factors, as they previously have been found to have an
effect on Open Banking adoption in India (Sivathanu, 2019), as well as several researchers´ suggest
the necessity to include additional external factors (Igbaria et al, 1995; Mills et al, 2013; Laukkanen,
2016). Additionally, trust is included as it has been found to be a significant factor within the context
of financial services and especially in an online environment (Suh & Han, 2002), as well as it has
been found to be one of the most important factors to consider in the Open Banking revolution
currently occurring (Omarini, 2018; Tink & YouGov, 2020; Hallsworth et al., 2018). The reason
behind choosing this perspective and using the TAM is twofold: Firstly, it is a widely used model in
studying the attitudes of users towards new innovations, suggesting that it is a reliable method of
determining potential behaviour within certain groups. Secondly, through investigation of the factors
presented by Sivathanu (2019), we would not only discover attitudes, but as acceptance is context
based, we would also be able to gain valuable insights into the contextual situation of the Main Street
Businesses, providing the opportunity to analyse the situation of Swedish Main Street Businesses and
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how their situation is similar or differs from what the literature portrays. In turn, this could be argued
to offer the ability to further analyse the market and obtain a perspective in relation to factors
presented in 2.1.3. In the second step of the framework, insights from interviews with a current Open
Banking practitioner i.e. Tink, will be applied together with the market research to further understand
how solutions would be applied to solve the needs of Main Street Businesses. Consequently, we will
use these insights to look into how Open Banking could be used in a business model design. In this,
although there is not a wide consensus with regards to it, defining what is meant by a business model
becomes key. For this, following the argumentation of Magretta (2002), Oswalder et al. (2010),
Casadesus-Masanell and Ricart (2010) and Chatterjee (2013), it is evident that no matter the specific
definition, the business model is based on an underlying logic of the firm. More specifically, this
study chooses to adopt the perspective that a business model in the long perspective is built up by
choices and their respective consequences (Casadesus-Masanell & Ricart, 2010), as it opens up for a
more flexible outlook on business model development, and that the most underlying and important
choices are the value - creation, delivery and capturing mechanisms (Oswalder et al., 2010;
Chatterjee, 2013), which ultimately illustrates the story of how enterprises work (Magretta, 2002).
As a result, since this study is investigating how Open Banking services could be provided to Main
Street Businesses, as opposed to how they have been introduced, it will be difficult and outside of
this study´s scope to map out a specific business model. Instead, the aim is to create a discussion
regarding how business models could create, deliver and capture value from and to this market
segment, from the perspective of the underlying story of creating a Small Business Utopia. To make
it more comprehensible, Figure 7 graphically illustrates this sequence of introducing Open Banking,
from TAM, to the value – creation, delivery and capture mechanisms, into business model design and
Small Business Utopia.
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Figure 7- A visualisation of this study's theoretical framework, showing how Main Street Business Attitudes will be explored to seek
out possible needs in the market - in order to explore and suggest suitable business models.
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4. Methodology and Method

The methodological choices have in this paper been based on the framework The Research Onion,
presented in the book Research Methods for Business Students by Saunders, Lewis and Thornhill
(2009). In the framework, the authors suggest different layers to be considered when conducting
research. Thus, in presenting the methodological choices of this paper, this section will start with a
discussion with regards to the underlying philosophy, approach and other assumptions. Following
this, the practical implications will be discussed in terms of aspects such as research design and
methods for data collection.
Worth noting in regard to this section of this study is that the initially intended plan had to be revised
as a result of the Covid-19 outbreak during the spring of 2020, which affected the data collection and
thus the analysis. Below, the revised methodology and the revised method is presented. Worth
keeping in mind is that the impact of the data collection was realised once the data collection was
initiated. Hence, some aspects of the data collection and analysis might not be traditionally
compatible with how e.g. models previously have been used, or with each other. For example, TAM
is usually used more quantitatively than how it is used in this study, and the analysis would have been
more quantitative if a reasonable sample size had been obtained. This will be brought up and
discussed more specifically throughout the section.

4.1 Research Philosophy
Upon starting one´s research, the first step, according to The Research Onion, is to identify the
research philosophy which relates to the underlying assumptions with regards to the nature,
development and extraction of knowledge (Saunders et al., 2009). The philosophy adopted will thus
be a representation of the researchers' conception of the world and will in turn impact the research
strategy being pursued. In this, there are four different research philosophies, which differ in terms
of their view on what knowledge is, and how it can be developed, namely positivism, interpretivist,
realism and pragmatism. Positivism is reflecting the philosophical stance of an objective world view,
where the researcher´s focus is on observable data. In a similar manner, realism also adopts a
scientific approach but accounts for and acknowledges the human perception and contextual impact.
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In more contrast to these two philosophies, interpretivist accounts for a more subjective worldview,
where it encourages the researcher to both understand and account for different interpretations of
social actors. Lastly, pragmatism is the philosophical stance which suggest that there is no specific
right way to conduct one's research. Instead, it suggests that there are multiple ways, and several
perspectives that can be adopted.
With the above in mind, it can be argued that the interpretivist philosophy is the most relevant and
appropriate for this study. With it being a philosophy focusing on the differences between humans in
a society, it is a subjective approach where the data and results have to be interpreted based on the
respondents’ personal attitudes, perceptions and experiences (Saunders et al., 2009). As such, it is of
an explorative nature, where the objective not is to control a specific situation through experiments,
but to instead observe and interpret a social phenomenon (ibid). However, the interpretivist
philosophy adopted is a result of different ontological, epistemological and axiological perspectives
held by the researchers. These will therefore be further elaborated on and described in the following
sections.

4.1.1 Ontological Assumptions
Ontology is by Saunders et al (2009: p 119) defined as: “the researcher´s view of the nature of reality
or being”. In this, there are two different aspects, namely objectivism and subjectivism, which differ
in their view on reality and how the world works. Objectivism represents the position that social
entities exist independently and separately from social actors. In contrast, the subjectivist view
acknowledges that social phenomenon exists and is created as a result of perceptions, and the
consequent actions made by social actors. In this, Remenyi, Williams, Money and Swartz (1998: p
35), argue that it is of importance to study; “‘the details of the situation to understand the reality or
perhaps a reality working behind them”. Thus, it is necessary to study and explore the subjective
meanings of social actors and the motivators behind them, in order for researchers to understand those
actions. As this study is aiming to understand attitudes of Main Street Businesses, as well as to provide
insights in how to serve this market segment, the authors of this paper assume that actors and their
perceptions are formed by the surrounding environment. This paper will therefore adopt a subjectivist
view, as it is deemed most appropriate with regards to the purpose of the research.

43

4.1.2 Epistemological Assumptions
Epistemology is by Saunders et al (2009: p 112), defined as: “what constitutes acceptable knowledge
in a field of study”. From an interpretivist philosophical view, phenomenon that are both observable,
and subjective meanings can be considered acceptable and relevant knowledge if it leads to the
research question being answered. In this study, observable data are used to illustrate the situation for
Main Street Businesses, while subjective meanings, for example, are used to obtain business owners
attitudes towards using Open Banking services, as well as a third-party provider view on how to
possibly serve this market segment with financial services.

4.1.3 Axiological Assumptions
Axiology is by Saunders et al (2009: p 119) defined as: “what roles the researchers' values play in
the research choices”. It is by the authors of this paper acknowledged that their own values play a
significant role in all stages of the research process. These subjective values can for instance affect
the interpretation of the results and sampling. However, in order to assure the credibility of this study,
the researchers have the ambition of being transparent throughout the entire process. In this, the
authors will also display research ethics by respecting the integrity of all interviewees and
questionnaire participants, as well as to keep any company-specific information strictly confidential,
something which is also agreed to during the interviews with Tink.

4.2 Research Approach
After having discussed the research philosophy, which is the first layer of The Research Onion, the
second layer is according to Saunders et al (2009) the research approach. In this, there are two types
of approaches, namely inductive and deductive, where the two differ in terms of how theory is
developed. The deductive approach is similar to scientific research where a theory is developed and
then rigorously tested. Thus, a deductive approach often involves the development of hypotheses and
the gathering of a large set of empirical data, where the aim is to provide generalizable results by
explaining causal relationships between variables. In this, the results must be able to be presented
quantitatively, as well as the methodology must be highly structured in order to assure the reliability,
but also in facilitating replications of the study. The inductive approach, on the other hand, focuses
on building theory after empirical data have been collected in order to identify patterns which
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eventually results in a conceptualized framework. The results and conclusions are therefore not tested
scientifically, and can thus not be regarded as generalizable, but can instead be seen as results which
can provide some understanding to empirical observations or a phenomenon. In this, the
methodological approach of an inductive study compared to that of a deductive, can be regarded as
less rigid. Thus, resulting in that the identified phenomenon potentially can have many alternative
and different explanations, as well as the sample from which empirical data is collected is suggested
to be smaller than that of a deductive approach (Saunders et al., 2009).
With this in mind, this study follows an inductive approach, as the purpose of it is to explore a possible
future Small Business Utopia in the context of Main Street Businesses. Thus, this study does not aim
to test already existing theory in order to provide generalizable findings, but instead add insights into
an area which previously have not been studied to any larger extent. An inductive approach is
therefore by the authors deemed appropriate, as this will allow for both contextual and social aspects
being accounted for, which by the authors is seen as being necessary in order to be able to answer the
research question of this study.

4.3 Research Design
The previously discussed two first layers of The Research Onion have outlined the underlying
assumptions and approach to conducting the research of this study. In the following section, the
design of the research in terms of how this study will go about transforming the research question
into a research project will be presented and described. In particular, this section will describe the
research purpose and strategy, methodological choice, as well time horizon of this study.

4.3.1 Nature of Research Design
After both the philosophy and approach to one´s research has been described and clarified, the overall
purpose of the study is by Saunders et al (2009) regarded as the next step. In this, there are three
different types of purposes, namely explanatory, exploratory and descriptive, where the research not
necessarily have to be restricted to only one purpose but can have characteristics and aspects from all
three simultaneously. Explanatory studies are often associated with quantitative data, where statistical
methods are used in order to test correlation between variables through the development of
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hypothesizes, in order to find causal relationships between variables. Conversely, an exploratory
study aims to add to the understanding of an identified problem or phenomenon. By attaining new
insights, the research conducted aims to assess a phenomenon where the nature to the problem is
uncertain. Thus, the exploratory research purpose can be beneficial in trying to understand a problem
and the nature of it, as well as attaining new insights and assess a problem in a new light. This type
of research can be: “likened to the activities of the traveller or explorer” (Saunders et al, 2009: 140).
The advantage with the exploratory purpose, is that it is flexible and highly adaptable to change,
where changing direction depending on the data and new insights is common. As such, exploratory
research is mostly associated with qualitative data, which can allow the researchers´ to remain having
a flexible approach towards changing circumstances as new information emerges. The third and final
purpose is associated with accurately aiming to describe an event, phenomenon or problem. A
descriptive purpose can be the one and only objective with a study, but it is many times used in
combination with either explanatory or exploratory research. When used in combination with either
explanatory or exploratory, the purpose is many times to supplement the research by painting a picture
of a phenomenon or problem identified by the researchers´. As the objective with descriptive research
is: “to portray an accurate profile of persons, events or situations” (Saunders et al, 2009: p 140), this
study will use some characteristics of this type of purpose.
However, this study will mainly be of an exploratory purpose, but through deploying some
characteristics of descriptive research, the purpose will be referred to as descripto-exploratory
(Saunders et al, 2009). In order to answer the overarching research question of how Open Banking
can facilitate a Small Business Utopia, Main Street Businesses and their attitudes towards using Open
Banking services will be explored. Also, with Open Banking being a rather new phenomenon which
many have no, or very limited experience with using, the course and direction of this study will likely
have to change over time as new insights and data will come to light. The flexibility and adaptability
inherent in an exploratory purpose is therefore by the researchers´ regarded as valuable and necessary
in order to answer the research question. As such, this study will mainly have an exploratory purpose,
but with some descriptive features.
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4.3.2 Research Strategy
The next layer in The Research Onion, is according to Saunders et al (2009) the research strategy. In
this, it is suggested that there are seven different approaches in terms of how to conduct one´s
research: experiment, action research, grounded theory, ethnography, archival research, survey and
case study. All of the strategies to collect data can be used in combination with different research
purposes, since the most important element of the research strategy is that it enables the researcher to
fulfil the objective of the study by answering the research question. There is therefore no strategy that
is inherently more superior to the other, nor can they be thought as mutually exclusive to one another.
As such, the research strategy pursued will first and foremost be guided by the research question and
the final objectives, but also by other aspects such as amount of time and resources, the extent of
existing knowledge and the researchers´ and their own philosophical foundations. With this, as well
the objective and research question of the study in mind, the researchers´ of this paper will pursue
both a case study and survey, which will be further elaborated on and described below (Saunders et
al (2009).
This research project will perform a study in the context of Main Street Businesses and Open Banking.
Firstly, this study will use the survey approach in exploring the attitudes of Main Street Businesses
towards Open Banking. This strategy is commonly used in order to answer questions with regards to
who, what and where questions, and is often used in exploratory studies. As surveys allows the
possibility to collect large amounts of data, obtained through the distribution of questionnaires to a
sample, the data received can be used in comparing different variables as well as reasons behind the
relationships between variables. Thus, the survey approach can be used in order to collect a sizeable
amount of data, which can be generalized to the entire population when sampling is used (Saunders
et al., 2009).
In addition to using a survey, this research will also deploy a case study when exploring the possible
deliverance of Open Banking initiatives, where aspects such as value - creation, delivery, capture, as
well as the design of the business model will be explored. Rather than adopting a multiple case study,
this research will perform a single case study on the company Tink. Case studies are, by Saunders et
al (2009), found to be appropriate and suitable in situations where the research requires deep as well
as contextual understanding of a phenomenon. Also, a single case study is by Yin (2003) argued to
be an appropriate method when exploring a phenomenon that few others have previously considered
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exploring, as well as in cases which can be regarded as unique. Additionally, multiple case studies
and the rationale for using them, is by Yin (2003), argued to be that of establishing if the findings
from different cases differ, in order to compare and generalize the findings from multiple cases. As
this study will explore a potential future context, where a current provider of Open Banking services
will be used as a case study, where the aim is to provide third-party providers with insights regarding
business model design, the researchers deem the single case study strategy to fit with the purpose of
this study.

4.3.3 Methodological Choice
After having identified which research strategy to pursue, Saunders et al. (2009) suggest that the next
layer in The Research Onion is the choice of data collection method to apply. In this, there are two
different types of data, namely quantitative and qualitative. Quantitative data is associated with
numerical data, where the data collection uses, or generates data such as statistics or graphs.
Conversely, qualitative data is associated with non-numerical data, that uses or generates data through
the deployment of techniques such as an interview, or analysis procedure such as categorization of
data.
A study can either use one single data collection technique or combine several procedures in order to
answer the research question. As such, either a mono method in which a single data collection method
and analysis procedure can be used, or a multiple methods approach in which several techniques and
procedures can be used. A mixed method where both quantitative and qualitative data collection
methods are applied, can therefore be used in the same study. In fact, a mixed method could according
to Blaikie (1991), mitigate some of the strengths and weaknesses of each individual method, and
therefore contribute to reducing the amount of errors and increases the study's validity. Also, a mixed
method approach is within business management studies commonly used and necessarily applied in
order to get a more complete and holistic view in terms of answering the research question (Curran
& Blackburn, 2001). However, when using a mixed method approach to data collection, the different
types of approaches can be used and cater to different parts of the study (Tashakkori, Teddlie, &
Teddlie, 2003).
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With the above in mind, this study was intended to adopt a mixed method approach towards the data
collection process. In this, a quantitative method would have been applied when both collecting and
analysing the data from the surveys aimed at exploring Main Street Businesses and their attitudes
towards Open Banking. In addition, a qualitative approach would have been used primarily in the
second part of this study, when exploring how the market potentially can serve the Main Street
Business segment in terms of how companies can create, deliver and capture value, as well as the
potential design of the business model. This study would therefore have used a mixed methods
approach, with both quantitative and qualitative methods being utilized and applied to separate parts
of this study. By choosing this approach, the researchers´ aimed to get a better and deeper
understanding, catered to the different parts of this study. However, due to the necessary revision in
accordance with the data collection later described, the researchers´ have been using qualitative
methods to analyse the surveys as well, even though the method could be argued to be call for a more
quantitative analysis. The different data collection techniques will be described in more detail further
down in section 4.4.

4.3.4 Time Horizon
Prior to reaching the core of the research onion, Saunders et al. (2009) suggest that the time horizon
is an important aspect to consider in terms of the research project. In this, there are two different time
horizons, namely a longitudinal and cross-sectional study. A longitudinal study is one which is a
representation of events over a period of time and has therefore the capacity to showcase development
as well as change over a longer period of time. In contrast, a cross-sectional study is one which
focuses on studying a phenomenon at a specific point in time, thus providing a snapshot from a
particular point in time. Most research projects are, according to Saunders et al. (2009), crosssectional because of their time constraints. This study will be no different, as it will adopt a crosssectional time horizon, where the phenomenon will be explored in terms of how the situation is today.
Also, the cross-sectional time horizon is by the researchers´ deemed appropriate because of the
limited time frame in which this project is undertaken.
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4.4 Data Collection
The core of The Research Onion is, according to Saunders et al. (2009), the different data collection
techniques and data analysis procedures. All layers in the framework which previously in this paper
have been outlined, has guided the subsequent choices with regards to data collection. The approach
taken in the research philosophy, approach, and design has therefore guided the approach at the centre
of the research onion. This section will start with the different data collection techniques of this study,
where primary data through a questionnaire and interviews has been collected, and secondary data
has been used to complement the primary data collected. Also, the case company Tink will be
presented in further detail, as well as the sampling of this study, the data analysis process, and a
discussion with regards to the credibility of the findings.

4.5.1 Primary Data
As this study is twofold – where the attitudes of Main Street Businesses towards Open Banking will
be investigated, and the data was intended to be collected through a quantitative approach by the
distribution of a questionnaire. As well as the second part of the study will entail a qualitative
approach where interviews with a selected case company will be held, in order to explore how to
serve Main Street Businesses in terms of value – creation, delivery and capture mechanisms, and the
design of the business model. As such this study will, as previously mentioned, use a mixed-method
approach to the data collection where both a questionnaire and interviews will be utilized in order to
fulfil the purpose of this study. Both these data collection approaches will be further elaborated and
discussed in the following sections.

4.5.1.1 Questionnaires
A questionnaire is one of the most utilized techniques within the survey strategy as it enables the
collection of data from a large sample in an efficient way as all respondents are asked to respond to
the same set of questions asked in a predetermined order (Saunders et al., 2009). As such, a
questionnaire can be distributed digitally, as the interviewer does not have to be present, and can
therefore be self-administered by using the internet in order to reach a diverse sample. However, one
of the drawbacks of a questionnaire is, according to Bell (2005), the difficulty of producing a good
one, where it is designed to give the researchers´ the precise data needed to answer the research
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questions. It is therefore suggested by Saunders et al. (2009), that the overall design of the
questionnaire should be carefully considered in order to maximize the validity and reliability of the
data collected. In this, aspects such as; the individual questions, pleasing and clear layout, explanation
of the purpose and pilot testing should be considered. Also, in comparison to interviews where
different themes and issues can be explored further and more in detail, a questionnaire needs to be
precisely designed prior to data collection, as the approach does not allow for additional data to be
collected.
As this study has used a questionnaire in order to explore the attitudes of Main Street Businesses,
where the TAM as well as the external variables PCV, trust and STB have been incorporated, the
design of the questionnaire have been influenced by prior research utilizing the framework in similar
manners. Thus, the specific questions, in terms of both PU and PEOU, asked in the questionnaire
have been influenced by and adopted from Davis (1989), who is the originator of the TAM. Questions
with regards to PCV have then been influenced by and adopted from Sheth et al (1991), Sweeney and
Soutar (2001) and Sivathanu (2019), who all have included the factor in their studies of customer
attitudes. STB and questions with regards to it have been influenced by and adopted from studies also
incorporating the factor (Hsu & Lin, 2016; Lin, 2007; Sivathanu, 2019) Although not necessarily
applied in the same context previously, as trust also have been identified as significant within banking
(Suh & Han, 2002; Lee et al., 2007; Omarini, 2018), questions have consequently been developed
accordingly. As such, the questionnaire and the design of it have been influenced by multiple studies
which have previously included the different factors in their specific research. The design of the
questionnaire has therefore been based on previous studies and their individual layouts, but has also
been adapted to better fit with the purpose of this study. Lastly, as several scholars argue for that
specific solutions providing e.g. a holistic situational view, actionable insights and a way to connect
with the financial service provider would be especially beneficial (Ropega, 2011; Dahmen &
Rodriguez, 2014; Moscalu et al., 2019), this study decided to include examples of specific, related
solutions to test whether the respondents consider these to be especially alluring to their situation.
Furthermore, by comparing the results of the questions relating to PU and PEOU (which are related
to Open Banking as a topic) with these specific solutions, we will be able to gain various insights into
e.g. how to communicate with Main Street Businesses i.e. if they have a high responsiveness towards
the solutions but low PU according to the PU questions, we would be able to argue for that in order
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to reach Main Street Businesses it is more important to communicate the solution over the underlying
technology.
For the distribution, layout and collection of the questionnaire, the experience management software
Qualtrics, which is owned by SAP, was used. Qualtrics is a tool which enables the user to easily
design questionnaires, collect feedback from the respondents as well as centralize the feedback
collection (Qualtrics, 2020a). The reason for using Qualtrics over other possible software was partly
because of the free access through Copenhagen Business School, and partly because of its user
friendly interface, a design which the authors deemed appealing, its ability to analyse data, as well as
the function to export the data into sources that could be used in e.g. Tableau, R and MS Excel.
For the questionnaire itself, the structure was designed with what can be described as a problem to
solution structure. First, the researchers´ wanted to find out some basic information of the businesses
that were surveyed, such as how their current situation looks, how they view their relationship with
their current financial service provider (i.e. bank) and how open they are to explore financial services
outside of their current service provider. The logic behind this was to find out a “status quo” for the
Main Street Businesses, before they were introduced to Open Banking, and the possible benefits that
might follow. In this section, we took the opportunity to ask questions with regards to their trust and
their stickiness to traditional banking as the expressed opinions in this section not had been anchored
towards anything but their bank relationship. The second part of the Questionnaire focused on Open
Banking, and the respondents´ attitudes towards possible Open Banking services. Here, the
respondents were introduced to Open Banking through the basic information, a possible scenario and
the purpose of PSD2, i.e. to enable competition between banks based on customer interaction and
quality of services (Hallsworth et al., (2018). Thereafter, questions relating to their first impression,
PU, PEOU, Trust and Stickiness to Traditional banking were asked. With regards to trust and STB,
we chose to test this both before and after the Open Banking introduction because we wanted to see
if their attitudes changed once they were familiarised with the concept i.e. if they would consider
different types of service providers once they were introduced to the concept.
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4.5.1.2 Interviews
The second part of this study utilized interviews in order to collect the data necessary to answer the
research question. Interviews can, according to Saunders et al (2009), provide data that can be seen
as both reliable and valid. In this, there are three different types of interviews where they differ in
terms of their formality and standardization. Thus, interviews move along a range, where structured
interviews are highly standardized interviews asking all participating respondents the same set of
questions. On the contrary, unstructured interviews are informal and less structured talks where there
is no predetermined set of questions to be asked. In between structured and unstructured are semistructured interviews, where the researchers´ prepare a set of themes to be covered, but where the
questions covering all themes can differ between interviews. As such, semi-structured interviews can
be structured differently depending on the respondent, and the order of the questions asked can be
varied depending on the flow of the conversation. Semi-structured, as well as unstructured interviews
can therefore be regarded as advantageous when undertaking an exploratory study, as it enables the
researchers´ to ask the respondent to further elaborate, explain and build on different questions and
themes. Also, with more unstructured interviews being more flexible, it allows for the interview and
discussion to move into areas not previously considered by the researchers (Kvale & Brinkmann,
2015). With the exploratory purpose of this study in mind, both the semi-structured and unstructured
type of interviews were deemed as the most suitable for this study to fulfil its purpose.
As this study is a single-case study, where the company Tink has been used to get insights into the
operations of a company operating within Open Banking, the interviews were held with employees
at the company. The two Tink employees were selected based on their expertise and role in the
company, where interviewee 1 (I1) is CTO and one of the co-founders, and interviewee 2 (I2) is Head
of Communication. Hence, both respondents were identified as being highly relevant in providing
this study with market-specific information, as well as knowledge and details regarding their
operations and their perception of the Main Street Business segment as potential consumers. With
both of the respondents working within separate parts of the company´s operations, they could both
provide the study with their individual perspective and a nuanced viewpoint. Both respondents were
therefore deemed suitable to provide this study with highly relevant information with regards to how
a company operating within the Open Banking environment possibly could create, deliver and capture
value from the Main Street Business segment. Thus, the interviews will provide this study with
company-specific information in this explorative study on the strive towards a Small Business Utopia.
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Both interviews revolved around the themes of introducing a new technology to a market, strategy
and business model, where the components of value - creation, delivery, and capture were included.
As such, the themes guide the questions asked to the respondents, where pre-formulated questions
were included as guidelines and follow-up questions were adapted based on the conversation and
responses. However, in order to ensure that all interviews resulted in relevant and sufficient data, a
checklist was prior to the interview set up in order to ensure that all relevant themes and topics were
thoroughly discussed. All interviews lasted between 30-45 minutes and were held in Swedish as it is
the native language of both interviewees and researchers. Moreover, both interviews were held online
in a virtual conference room. Mainly because of the current circumstances due to the Covid-19
outbreak, but also due to the geographical dispersion of the researchers´ and respondents, as well as
the limited time horizon of this study. At the start of all interviews, the purpose of the study was
provided, as well as a brief outline of what will be included in the interview. The entire length of the
interviews was recorded and later transcribed, as it allows for direct quotes to be generated and used
in the results and analysis (Saunders et al., 2009). However, no transcription can be seen as entirely
complete as some elements are lost when converting oral interviews into text (Kvale & Brinkmann,
2015). Although a transcription does not incorporate the way in which the answers are communicated,
the main objective is to mirror the answers of the respondents and the insights and knowledge that is
provided. Both of the interview guides can be found in Appendix 10.4.

4.5.1.3 Case Company: Tink
In order to fulfil the second part of this study’s purpose and investigate how Main Street Businesses
can be served by Open Banking initiatives, primary data has, as earlier discussed, been collected
through in-depth semi-structured interviews with the Swedish API provider and Open Banking
frontrunner Tink. The company was founded in Stockholm in 2012 with the mission of improving
the banking industry for the better (Tink, 2020b). Originally based on the idea to provide endconsumers with an application for their private economy, the business model has in recent years
pivoted towards providing banks and other financial firms with the opportunity to develop their own
solutions through their API, which has resulted in them winning an award for the most innovative
business model in Sweden in 2019 (Cordial, 2020). Through their pivot, they have had the opportunity
to capitalize on Open Banking initiatives, which have enabled them to become one of the leaders in
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Europe within their market segment (ibid) and has as such developed an API consisting of broad
possibilities for banks to develop upon. To simplify things, their current offering could be summarised
into three steps: (1) The customer – e.g. a bank - connects to Tink’s API and gets access to data from
over 2500 European banks (Tink, 2020b). (2) The bank then gets the possibility to develop solutions
for their customers based on this data. At the offset, there are four different solutions which can either
be combined or be treated as standalone: account aggregation, payment initiation, data enrichment
and personal finance management (Tink, 2020a). (3) The bank now gets the opportunity to know their
customers through access and analysis of their data while given the possibility to offer them tailored
and effective solutions involving services such as credit scoring, autofill and price comparison.
For our purpose, Tink was deemed a highly suitable company to interview in order to get insights
into what Open Banking can do in practice and how business models could look based on the trend.
Their suitability is based on their proven innovative capacity as 2019’ winner of the business model
award in Sweden (Cordial, 2020), broad offerings (Tink, 2020a), expertise within Open Banking
(Tink & YouGov, 2019; Tink & YouGov, 2020), and Swedish heritage. While they might not be
experts in small businesses and their situation, Tink is arguable the type of company that would be
able to provide financial organisations with the possibilities to assist them. Hence, their expertise
would give us insights into both how and what type of solutions could be developed based on our
insights from the Main Street Businesses. To make it more tangible, take the aforementioned example
of small business lending - whereas credit scoring previously has in large taken a long time and
comparing firms to similar firms rather than their individual capabilities (Mills, 2019), Tink’s
offering, if adopted by e.g. a bank would not only provide an analysis based on the firm’s individual
data across potentially 2500 banks, it would also be done in real time (Tink, 2020c).

4.5.2 Secondary Data
Secondary data can be used as a complement to primary data but can also be used as the only source
of data in a study (Saunders et al., 2009). It is commonly used in studies with an exploratory or
descriptive purpose, where it more in particular often is utilized in studies taking a case-study or
survey approach to collecting primary data (ibid). Examples of secondary data could for instance
include industry statistics, surveys, government publications and different reports. By using
secondary data, researchers´ can save time and resources, as well as it can provide a richer
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understanding of a context. Also, it can be used to both triangulate and provide validity to findings
coming from primary data, and thus potentially reduce errors and increase the validity of the findings.
However, as the data is secondary, the quality of it and the sources behind it must be evaluated
carefully, as there according to Saunders et al. (2009) is no control over the data quality. With the
above in mind, this study has used secondary data to complement the primary data collected through
questionnaires as well as interviews. More specifically, this study has used secondary data such as
reports on Open Banking, reports from and made by Tink, as well industry specific statistics.

4.5.3 Sampling
According to calculations done using Qualtrics (Qualtrics, 2020b), when calculating an appropriate
sample size, an appropriate size for our study would have equaled 68 respondents or more. However,
as a result of the COVID-19 outbreak, many of the small businesses in Sweden are severely impacted,
and our response rate was just shy of 10% - resulting in a sample size of merely 11. Thus, this study
has had to make some adjustments as it could be argued that the sample size not is sufficient in order
to draw statistically valid conclusions.
In our results, primary data from the distributed surveys, which will be the main source of analysis,
will be analysed and compared with the secondary data found in the study conducted by Hallsworth
et al., (2018). The underlying logic behind this choice is inspired by the research performed by Wainer
and Zwerling (2006). Their findings are eloquently retold by Nobel Prize winner Kahneman (2012),
who explains that one should be cautious with small samples, as they usually show extremes instead
of an actual representation. He clarifies this phenomenon with a story regarding health in the United
States (p.109): “A study of incidence of kidney cancer in the 3,141 counties of the United States
reveals a remarkable pattern. The counties in which the incidence of kidney cancer is the lowest are
mostly rural, sparsely populated, and located in traditionally Republican states in the Midwest, the
South, and the West.”
The usual heuristic, Kahneman (2012) claims, is to attribute the low cancer rate to the living of the
rural lifestyle i.e. low pollution and access to high quality food. However, before we jump in and start
investigating why small towns are healthier, we also need to look at the other side i.e. where kidney
cancer was the highest. Just like Grant’s (2013) research showing that givers are on both sides of the
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performance evaluations within organizations, we can find that both the highest and lowest cancer
rates are found in rural communities. Naturally, the rural lifestyle cannot explain both instances.
Instead, this can rather be explained through the fact that rural communities have smaller populations,
and therefore show more extreme results (Kahneman, 2012). To simplify why this is, imagine two
people taking turns drawing golf balls from the same bag, and that the golf balls can either be
colourful or white. If the first person draws 5 balls whereas the other draws 10 each turn, who is more
likely to draw homogenous samples i.e. samples of only colourful or white balls, after 100 turns?
Most likely, the person who draws 5 balls will have more homogenous turns than the one who draws
10 samples because of the size of the sample (ibid).
The moral of the story is that while a small sample might give an indicator towards e.g. attitudes, it
is also likely that it can show extremes, and is therefore less likely to give an accurate estimate of
how the situation actually looks. In our case, we have received 11 responses that invested their time
to answer our survey, i.e. 11 out of the 96% of the Swedish businesses that has 0-9 employees.
Although some commonalities have been found to secure some validity, there might be some
underlying information affecting their responses that might not have been accounted for. For
example, when talking to many businesses, they did not want to answer our survey as they claimed
to be stressed by the COVID-19 situation. In fact, our response rate turned out to be 9.16%. Hence,
for all we know, our sample of 11 business owners might not be hit as hard by the COVID-19
epidemic as the average business might be, and although they are well spread over 8 places all over
Sweden, the possibility that they might display extreme results, rather than an accurate generalisation,
must be taken into consideration. Therefore, following the logic of Kahneman (2012 p.110), one must
be aware of that one´s intuition wants to draw causal connections between events. To mitigate this as
much as possible, we tried to find similar studies that could provide us some insights. The available
studies that we were able to find and deemed credible, as well as relevant, were Sivathanu (2019) and
Hallsworth et al. (2018). However, as this study have delimited itself to Swedish Main Street
Businesses, both the topic of cultural differences (India and United Kingdom) and whether the
respondents were business owners of private citizens had to be considered. Seeing that India seems
to be culturally distant from Sweden (Hofstede, Hofstede & Minkov, 2010) and that the respondents
in the study made by Sivathanu (2019) were private citizens, the study was not deemed relevant as
secondary data. In contrast, Hallsworth et al. (2018) investigated small businesses in the United
Kingdom, which is relatively close to Sweden culturally according to Hofstede et al. (2010).
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Furthermore, as aforementioned, Hallsworth et al. (2018) surveyed 1000 small businesses, 420 of
which falls under the category “The Steady Conservative”. This group is described as smaller and
slower-growing businesses, with a lower turnover than 250 000£ a year, and often run with few
employees or as sole-traders. The Steady Conservative thus shares many characterises with our
sample and has therefore been used as secondary data whenever possible, although some cultural and
e.g. regulatory differences should still be taken into account.

4.6 Data Analysis
Following the logic of the research question, the initial objective with the analysis of the
questionnaires was not only to determine how attitudes of our sample actually were portrayed, but
also whether or not it be could predicted which type of business would be more positive towards
Open Banking than others. The idea was that this would have been able to provide managerial
implications in terms of what characteristics a Main Street Business would have had when they are
positive towards Open Banking. This would have been performed through exporting the Qualtrics
data into the program RStudio, which enables the user to perform statistical computations and
visualize the data. More specifically, the idea was to draw upon methods within supervised learning
to develop models that would be able to predict the Main Street Businesses’ impression of Open
Banking based on their PU, PEOU, PCV, trust and STB. However, because of the low response rate
due to the Covid-19 outbreak, only 11 responses were registered, which would most certainty overfit
the model (James et al., 2013; Lantz, 2013; Provost & Fawcett, 2013; Baesens, 2014). As a result of
this study not having sufficient amounts of data in order to develop a meaningful model, we have
been forced to recede to an alternative analysis plan, which is to combine the unsupervised learning
method of hierarchical clustering with a qualitative pattern analysis in an attempt to extract insights
from our sample, which hopefully could provide both managerial and theoretical implications in turn.
Whereas the qualitative pattern analysis has been performed simply by investigating the results and
the analysis provided by the Qualtrics software, such as the mean, and trying to find commonalities,
hierarchical clustering aims at grouping together similar data, into a group that looks like a tree.
Whereas the root contains the entire data, the nodes unifies the children. Agglomerative clustering in
particular is a collection of clustering techniques. Here, to obtain a cluster which includes all
information, we initiate with each singleton cluster and keep on merging until we receive our
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satisfactory result (Hastie, Tibshirani, & Friedman, 2009; Provost & Fawcett, 2013). Hierarchical
clustering has further been used as it is fairly easy to interpret, as it does not need a number of clusters
specified up front. To plot the clusters, we used Euclidean and Maximum distances using the function
hclust(dist(). Thereafter, we also plotted out k=3 and k=5 to obtain a more precise image of how the
Hierarchical clustering has been used as an attempt to complement the qualitative pattern analysis of
the survey results, in order to investigate if there are any visible similarities between the respondents,
which would indicate e.g. that attitudes are divergent between different parts of the country.
For the interviews, as it can be highly difficult to interpret the spoken word to the exact point, this
study has adopted the logic of Sinkovics (2018), who claims that pattern matching, which compares
theory to the data collection, can be helpful in terms of both coming to valuable conclusions as well
as assisting the reader in understanding the logic of the author. Furthermore, in an attempt to analyse
the data accordingly, the transcripts have first been read individually by the authors, and then been
analysed with the assistance of our theoretical framework. Thereafter, the individual insights have
been shared among one-another, in order to match patterns into one common analysis. The objective
with this method is two-fold. On the one hand, we want the most meaningful learnings to surface –
which’s likelihood increases by merging learnings after individual analysis, instead of a common
analysis from the start. On the other hand, we want these misinterpretations which might be brought
up by one of the authors to be challenged and questioned. Lastly, when coming to agreement to the
most valuable points from the interviews, we have then together compared this to the literature review
and the theoretical framework to find patterns between our data and the literature.

4.7 Credibility of Findings
Although this study has had to be revised due to the low response rate, discussing the credibility of
findings can still be deemed to be important in order to decrease the risk of obtaining misleading and
wrong answers to the research question (Saunders et al., 2009). In this, Saunders et al., (2009) suggest
that the validity and reliability are aspects that should be considered in one´s research design. The
validity is: “the integrity of the conclusions that are generated from a piece of research” (Bryman &
Bell, 2015: p 49), where it more specifically concerns any other phenomenon, factors or variables not
included in the study, which potentially could impact or have an influence on the findings.
Furthermore, the reliability of a study is concerned with: “the question of whether the results of a
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study is repeatable” (Bryman & Bell, 2015: p 49), and is thus associated with the consistency of the
data collected, and if it would differ if collected at another time or by another researcher.
With regard to the validity of this research, it has previously been argued that the Covid-19 outbreak
have had an effect on the response rate of Main Street Businesses, as well as potentially having
affected other aspects of this research as well. Although this can be deemed to impact the validity of
this research, the exploratory purpose of this study allows for aspects to change as new phenomenon
are identified. As such, this study has due to the lower sample size been revised to the data mainly
being analysed qualitatively rather than quantitatively. Also, to make up for the low response data,
this study has included and compared the findings to a study performed by Hallsworth et al. (2018),
which has been deemed to be appropriate and necessary to increase the validity of this study´s
findings. As the findings of this study not can be entirely deemed to reflect the phenomenon studied
(Kvale & Brinkmann, 2015), the degree of validity cannot be considered as optimal.
With repeatability being associated with some elements of stability being present in the data gathered,
it becomes a concept that can be regarded as complex in studies of a qualitative nature where data is
collected through semi-structured interviews (Bryman & Bell, 2015). As such, there is a trade-off
between less structured and standardized interviews which allows for more exploratory elements,
while a more defined structure allows for, and can accommodate more stability, and consequently
facilitate the study´s repeatability. To address any reliability concerns associated with semi-structured
interviews, a checklist with the different main questions was kept in order to make sure that all
relevant areas were covered, and that the interviews resulted in sufficient data. Additionally, observer
bias can be considered as a threat to repeatability, as questions can be asked in many different ways,
and the replies can be interpreted differently. To reduce the observer bias, and the risk of
misinterpreting data, both interviews were both conducted and then analysed by both researchers.
With regard to the questionnaire utilized in this study, the replies given are included in Appendix 10.5
to allow for the replication and repeatability of this study.
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5. Findings

5.1 Main Street Business Attitudes
To provide some background information about our sample: As mentioned, our 11 respondents are
located in eight different towns/cities in Sweden, from Umeå in the north, to Malmö in the south and
with populations ranging from roughly a million in Stockholm (Stockholms Stad, 2020), to roughly
30 000 in Ronneby (Ronneby Kommun, 2020). Eight of them associate their business with being
consumer services, two work with specialized retailing with household goods and one runs a
restaurant business. Whereas only one claim that their relationship with their bank is very good, five
think it is good, whereas two are neutral and three claims that their relationship is bad. Finally, all of
our respondents are familiar with technology based financial products and services, as they use
between 1-6 in their business, with the mean being 2.81. A summary of the survey results can be
found in the Appendix 10.3.
In terms of the nodes’ proximity to each other, by using Hierarchical clustering as previously
described, we are able to see that both the Manhattan and the Euclidean distances are highly
resembling each other with three distinct clusters, which could indicate that the clusters are similar to
each other. From the offset, it is easy to realise that two groups of answers i.e. 3 and 11, respectively
5, 1 and 7, seem to be those answers that are the most resembling to each other, as the distance
between them are low. When looking at the clusters with k=5, we can see that answer 9 i.e. the only
restaurant, is the answer that is least alike the others. In terms of patterns, the only thing that might
be worth noting is that the answers 2,4,5 and 7 all have the smallest distance to the other businesses
within their own city (2 and 4 are located in Malmö whereas 5 and 7 are located in Stockholm).
However, as mentioned, the Stockholm nodes are also very close to answer number 1 from Eskilstuna,
whereas the distance between the Malmö nodes is relatively long compared to other clusters. As such,
as Eskilstuna is a city close to Stockholm, there could be some indication towards that the attitudes
would differ based on location over the country. However, considering the other 6 answers, no such
pattern can be seen, nor would any other possible indicator such as answers to the specific PU or
PEOU questions indicate any possible similarities. Hence, the hierarchical clustering has not provided
us with any insights that would indicate that the clusters are divergent in opinion. Thus, to find such
possible clusters, a larger data set would be needed. Both plots can be found under Appendix 10.2.
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5.1.1 Perceived Usefulness
After being introduced to the concept, the possible effects, and existing cases of Open Banking
solutions, the results to the subsequent questions showed varying perceptions. After the introduction,
the respondents were initially asked about their first impression of Open Banking, and asked to rate
their impression from 0 to 10. The result varies from 3 to 10 with a mean of 6, and as such, the first
impression of what Open Banking is, and what the possibilities are, is moderately positive amongst
most of the Main Street Businesses in our sample. To put it into context, this is in contrast to the
wider analysis of similar businesses performed by KPMG, where 72% of the group termed The
Steady Conservative were unwilling to pay for Open Banking services (Hallsworth et al., 2018).
Moreover, when considering this group, they are described as having a limited appetite for Open
Banking and based on their former technology use and their operations (smaller and slow growing),
it can be anticipated that their PU of Open Banking solutions is quite low (ibid). That they perceive
little use for advanced technology to assist their operations is further reinforced by them only using
2.5 financial services. In the end, as Open Banking encourages competition, more alternatives and
switching to alternative services, The Steady Conservative is described as being difficult to get on
board due to their low interest in these potential benefits (ibid).
To go back to this study´s primary sample, and compare the initial impression with the PU, the only
thing that becomes clear is that whereas there was relative consensus of a moderately positive
impression of the concept as a whole, the opinion regarding the degree to which potential usage was
imagined was more divided i.e. where some indicated similar results as The Steady Conservative,
others were far more positive. With that being said, as the sample size is small, the relatively high
variance across all aspects can be expected. Yet, this divide portrays a clear picture in terms of that
the impression and the attitude towards Open Banking solution varies depending of whom answered
the questionnaire within our sample. For example, when asked whether the respondents believed that
Open Banking solutions overall could be useful on a scale from 0-10, the answers ranged from 1 to
10, with a variance as high as 7.42 and a mean of 6.32. This can be compared to the first impression,
where the variance was 4.0, suggesting that there is a bigger consensus regarding the first impression
compared to the overall usefulness. These results also stay consistent among the questions relating to
general usefulness. For example, when asked more specific usefulness questions such as whether they
believed Open Banking would be able to assist them in increasing productivity, the mean was once
again close to the middle of the scale i.e. 5.1. Similarly, when asked whether Open Banking would
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be able to address many of their financial needs, the same mean was reached, although with a slightly
higher variance i.e. 6.9 compared to 6.4. As such, when asked about the concept on a general level,
the results with regards to PU could best be described as neutral or alternatively moderately positive,
as no mean were below 5.

5.1.2 Perceived Ease of Use
As with the PU, the results with regards to PEOU were varying, and it seems unquestionable that the
findings represent a wide range of different opinions and impressions. For example, when asked if
they look forward to using solutions based on Open Banking, the range spread from 0.5 to 10, had a
mean of 5.4 and a variance of 7.6. Hence, the impressions towards new technologies and how open
the respondents are to start using them diverge quite a bit, despite the respondents sharing many
characteristics in terms of size and operations. In contrast however, judging by the mean, the results
from the sample would suggest that the respondents seem to have a relative consensus and finds that
using the solutions would not cause a lot of mental effort nor frustration. When asked how much
mental effort they thought would be required based on their impression, the mean was a low 3.2 on a
10 scale, and with a relatively low variance of 4.2. Similarly, when asked how much frustration they
thought this type of solution was going to bring, the mean was once again relatively low in 3.6,
indicating a higher probability to try solutions out if given the opportunity. With this said, despite the
impression that the solutions might not require a lot of complex thinking, the simplicity of the concept
is once again spread out – and there is little consensus amongst the respondents. In contrast to the
perceived mental complexity needed, the variance is higher regarding whether they believe that
solutions sound easy to use in general, with the mean once again being moderately positive in 5.5.

5.1.3 Perceived Customer Value
As aforementioned, when looking at the PCV, it is important to bring in aspects of both PU and
PEOU. Looking at the results from both sections, one might claim that the PCV should follow the
same pattern i.e. moderately positive. However, there are results that would indicate slightly more
positive attitudes, which could be related to usefulness and thus indirectly imply a higher PU, and
thus a higher PCV, than what was indicated from those questions that directly addresses the PU:
When asked to address 5 specific solutions, and then determine whether or not they would (1) pay
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for them (2) use them but only for free or (3) did not find them useful at all, only four out of 55
answers indicated that a proposed product would not be useful. To simplify the results, the mean
indicates that when presented with one of the five products randomly, 5 out of 11 respondents would
end up paying for the solutions proposed to them. To be more precise, two out of the five solutions
i.e. a dashboard over the current financial situation and a digital tool to assist with taxes and payroll,
stood out as more positive than the others, with all of the respondents not only indicating they would
use them, but with a majority (6 and 7 respectively) indicating that they would pay for such a solution.
The reaction to the other solutions were not as optimistic, with the tools to help with (1) a quicker
loaning process and (2) payment initiation both receiving 7 indications that they would use but not
pay, 3 indications that they would pay and 1 that would not use at all. Lastly, in regard to a tool similar
to the one Karen Mills (2019) describe on p.95 i.e. a tool which would help the small business owner
predict the upcoming periods, and assist with issues such as bills, suppliers and insurance - the
indications were the most divided, with 6 businesses responding that they would be ready to pay for
such a solution, whereas 2 indicated that they would not even use it, and 3 only would be using it for
free. Overall, it is difficult not to claim that our sample would be open to these solutions with 92.7%
of the recorded responses being open to use the suggested products, free or not. As a result, it is also
difficult to claim that there seems to be a low PCV within our sample. However, these results differ
quite a bit from those presented by Hallsworth et al. (2018), as when they were testing for 13 different
solutions, the part of their sample which could be compared to ours i.e. The Steady Conservative,
would only consider 2,5 solutions, or 19,2%, on average. Even when looking at the slightly less
conservative group, only 43.1% of the solutions on average were considered. Worth noting is that
Hallsworth et al. (2018) does not clarify if considering a product means that they would be open to
pay for it, or simply open towards using it if it was available to them. However, when comparing both
options to our sample, our results show that 45.5% of the respondents are positive towards paying for
any solution on average. At the end of it, although the sample only had a moderately positive attitude
to the questions that directly can be tied to PU, they still indicate to a far greater level that they are
interested in the potential solutions, which would indicate that the solutions seemed more useful than
the concept in itself. In turn, this could be argued to increase the initial perception of the PCV only
being moderately positive.
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5.1.4 Trust
One of the most emphasised characteristics of The Steady Conservative is reportedly that they are
very loyal to the traditional financial institutions (Hallsworth et al., 2018), which follows the logic
presented throughout the literature review as well. As aforementioned, banks’ business models have
for long been based on being secure instead of providing a stellar customer service. Before Open
Banking, when transitioning from one bank to another, the data was not automatically transitioned
with the customer, and it might have taken years to build up the same record with the new bank as
with the old. It is therefore no wonder that small businesses (both our sample but also Hallsworth et
al.’s) mainly consider banks when in need for financial services. Consequently, one should not be
surprised if trust is entrenched with traditional banks –Which seemingly stands true for both
Hallsworth et al.’s (2018) sample, and ours. When asked which type of business our respondents
would consider turning to for financial services, the banks came out on top, with 100% saying that
they would consider turning to a traditional bank, also indicating high trust. Worth making a remark
about is that when looking at the dynamics between the Main Street Businesses’ bank-relationship
and where they place their trust, it can be seen that although those with a less positive relationship
still would consider a bank, they are also those that are hinting towards exploring different providers
the most. Not only that, whereas those with a positive relationship (54%) indicated that they trust
their current bank on average 7,6 out of 10, those with a neutral or less positive relationship indicated
a mean of 2,9. In addition, when only looking at those 27.3% who indicated a less positive
relationship, no one indicated a trust above 3.0. However, even though it may not seem as if those
with a less positive relationship with their bank exerts trust towards them, one might argue that the
trust is still quite high, seeing that they would turn to them for financial services more than they would
to alternatives. Furthermore, one can assume a high trust level on a wider scale, following the results
of e.g. Hallsworth et al. (2018), Omarini (2018) and Mills (2019).
When touching upon the other types of financial providers, such as FinTechs or BigTechs, there is
seemingly more agreement in that few are today open towards considering them and their services.
As mentioned, those with the less positive relationship are those that are the most open towards testing
something new, with 2 out of 3 reporting 7 ≤ 10 in terms of their openness towards exploring services
delivered by other companies than those they normally turn to. For the other 8, the mean was a mere
3,6. As a whole, the entire sample provided a mean of 4.4, and a variance of 6.8, which would indicate
a low trust towards other firms than banks on average.
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An additional note worth making a remark about is that one of the businesses that claimed that their
relationship with their bank was “very good”, also put in an additional note claiming:
“I have a sole proprietorship and my banking is therefore in close proximity to my private finances.
Handelsbanken has in a terrific way served me with the possibility to a holistic view of my finances
through the accounting software Fortnox. It is fair to say that I am very content.”
This is worth noting, as the organisation Fortnox in recent times has started to rely on Open Banking
technology themselves (Fortnox AB, 2017; 2019). Hence, as the collaboration between
Handelsbanken and Fortnox is something the respondent emphasise when lifting why they are happy
with their bank (even before Open Banking had been introduced in the survey), it is also worth
keeping in mind that they most likely have been exposed to a solution enabled by PSD2 and had a
positive experience.

5.1.5 Stickiness to Traditional Banking
As mentioned in the previous section 5.1.4, the trust towards the traditional banks seem to be high in
general, and even in those cases it is not, all of the surveyed in our sample still convey that they
primarily would turn to their bank for financial services. Similar results are conveyed by Hallsworth
et al. (2018), who presents that The Steady Conservative would mainly consider either turning to their
bank (58%) or a building society (36%). Moreover, as of the time being, it would be reasonable to
assume that with the low number of financial products used today by both the respondents, but also
Hallsworth et al.’s (2018) sample (≤ 5), the will to seek out other, potential providers might not be
substantial. This notion is arguably reinforced with the low amount of businesses claiming to be open
to exploring financial services delivered by other firms than their banks – with only 3 respondents
reporting a willingness above 5.5 on a 0-10 scale. For the remaining respondents, the mean is as low
as 3.1. Furthermore, when asked whether or not they interact often with their bank and their services,
as well as whether they are happy with these services, the responses were divided. This was especially
true in terms of the satisfaction as the answers range from 0.5-10, has a mean of 5.6 and a variance
of 8.7. Yet again, our sample seems once again moderately positive to their banks on average, whereas
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the mean regarding the amount of interaction is 4.3, suggesting that our sample interacts relatively
little with their respective banks.
Following the question of a potential switch from their current bank, the highest variance of the survey
presented itself at 10.8: When asked to agree or disagree with the statement “It is easy to switch bank
if I want to”, answers ranged from the minimum 0 to the maximum 10, and a mean of 5.6. Although
not providing us with a possible imagery of how easy it is for a Main Street Business to switch banks
in Sweden, it is clear that perception of this predicament presents different feelings. The same lack
of consensus is provided when asked if it is easy to finance the business. Once again, the answers
range from 0 to 10, with a variance of 10 < and a mean right in the middle at 5.0. Similarly, although
not as spread out, our sample seems to have different opinions on how pleasant their bank is to interact
with. Once again, they can be denominated as moderately positive with a mean of 5.9, but like with
many other situations, the variance is high and there is no apparent pattern in terms of e.g. their
perception of their bank-relationship. In contrast however, our respondents do think that it is quite
easy to have a total overview over their financial situation, with only 3 businesses reporting an answer
<5. Instead, the overall mean is quite high at 7.3, and a variance at 5.1.

5.2 Business Model Design
In order to better understand the results that can be extracted from the interviews with the Tink
representatives, it can be considered important to understand their context in the marketplace and
how they operate. Therefore, in the following section, in addition to Tink’s view on value - creation,
delivery and capture in a Main Street Business context, a description of their award-winning business
model will be presented, as well as how their operations has changed over the course of Open
Banking.

5.2.1 Tink´s Current Business Model
As mentioned, Tink’s business model originates from a business to consumer application (B2C),
which enables the user to aggregate their finances, and thus serves as a sort of personal finance
assistant. The underlying story behind the application came from the perspective that the banking
industry, according to Interviewee 1 (I1), was deemed as far behind on innovation, and that the
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traditional way of making revenue was to silo the customer insights, and that the banks thus controlled
their customers – instead of the other way around. However, as the consumer application was not
viewed as the most promising strategy, and as PSD2 emerged, the business model pivoted accordingly
(I1). As such, their value delivery is now, according to Interviewee 2 (I2), primarily as a business to
business organization (B2B), offering their API to financial institutions so that they could reap the
benefits of Open Banking, and provide their customers with better services. With a business idea that
they today describe as “the tools that allow anyone – from big banks and FinTechs to start-ups – to
build the future of financial services across Europe.” (Tink, 2020b), one can describe Tink’s value
creation strategy as collecting banking information across Europe into an easily implemented API so
that their customers can offer their customers more insightful, quicker and personified solutions. They
do this as they wish to change the banking industry for the better, meaning to untangle and change
the old industry that lacked competition and momentum (ibid). For their vision of how the market
might develop, I1 describes it like this:
“From our perspective it does not really matter who wins in the market. What we are hoping for is
that what we are doing is a part of what unlocks the market.” (I1)
With this in mind, it might not come to a surprise that a core choice in their intention to constantly
being on the forefront of innovation is to give access to over 5000 independent developers to conjure
up their own Open Banking solutions. As such, their value capture has not only expanded beyond
their revenue driving customers, but it is also making sure that more value is created based on their
technologies. Hence, it is easy to see that Tink is driven by their belief that innovation within banking
should catch up to other markets, and their ambition is to be a key player in driving this innovation
(I1).
“We want to attract all those that can leverage our technology, so that we can build the industry’s
future big corporations.” (I2)

5.2.1.1 Tink´s Value Proposition
Through Tink´s connection to more than 250 banks all over Europe, allowing them to reach more
than 250 million bank customers, the company have grown into becoming one of Europe´s leading
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Open Banking platforms. With their products offering being within payment initiation, enrichment
of transactions, aggregation of financial data and finance management tools (Tink, 2020a), the
company enable banks, FinTechs and start-ups to develop financial services that are data-driven.
“Our API offers one access point to financial data from across Europe – as well as the ability to
offer insights and actionable advice – whether it’s through our full-service enterprise offering or
our self-service platform for developers.” (Tink, 2020a).
With the following value proposition: “Our goal is to help people understand their finances,
empower them to make smarter choices and ultimately bring financial happiness. We believe that
managing money should be effortless and rewarding” (Tink, 2020d), Tink has partnered up with
companies such as BNP Paribas Fortis, SEB, Klarna, Paypal and Nordea and provided them with
their services. Among the companies Tink have worked together with in developing services, Avanza
is one example where their technology provided them with a solution to better deliver their financial
services. As the largest stockbroker in Sweden, Avanza had problems with users dropping off before
completing their transferring of investment. This problem was identified due to users not knowing
their investment details and account numbers, and thus needed to both look them up and fill them in
manually. Eventually, causing many of the users to drop out of the process. The solution to the
problem identified by Avanza was a system that automatically prefilled and aggregated users’
financial data. As such, the automatic process resulted in users´ no longer needing to know their
financial data by heart and having to manually fill it in. This account aggregation solution provided
to Avanza resulted in the stockbroker increasing their customer conversion rate by more than 150 %
(hub.tink.com, 2020a).
An additional use case explaining how Tink has delivered value to one of its customers, is the service
provided to SBAB, a company that is offering mortgages to more than 270 000 people on the Swedish
market. SBAB wanted to introduce their services to more people on the market by providing both
existing and potential customers with the possibility of them getting better deals with regards to their
interest rates. By using account aggregation, SBAB introduced the new product called `The Interest
Rate Showdown`. In this, customers could compare their existing interest expenses with what SBAB
could offer them, and thus possibly get a better deal and save money by switching mortgage broker.
With the entire process being entirely automatic, it took a couple of minutes and customers could
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easily move their mortgage to SBAB with a few clicks. The results showed that the product provided
8 out of 10 customers with the possibility of getting a better interest rate (hub.tink.com, 2020b).
Both of the above examples are use cases and stories provided by Tink, where they display two
different examples they in which their services have provided value to their customers. In turn, Tink´s
customers have been able to provide the private consumer with more and better financial services.
However, Tink was initially founded with the purpose of providing value directly to the private
consumer with their B2C services, and has in the recent years transformed and pivoted their business
model into becoming a B2B company. Thus, the following two sections will present Tink and the
financial industry prior to Open Banking, followed by findings from Tink and the industry post Open
Banking.

5.2.2 Tink and the Financial Industry Prior to Open Banking
Prior to Open Banking in general and the PSD2 legislation from EU in particular, Tink was founded
on the idea of providing private consumers with an application to enable them to better understand
their private economy (Tink, 2020b). Upon entering the financial industry with their product, (I1)
explained that they were entering an industry which, to a large extent, was closed and controlled by
the larger incumbent banks and in which innovation to some extent had been absent. As a result, they
recognised that they could be part of opening the industry up and break some of the monopoly power
banks held:
“The industry was fairly limited in terms of innovation, and banks very much worked towards
locking their customers in with them, rather than building and offering them good services.” (I1)
“We saw that we, among other companies, potentially could have the keys to open the industry up,
which was very locked due to the monopoly banks had on customer knowledge and information
about the customer. Banks were the only ones who knew how much money customers had, and what
they were spending it on.” (I1)
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“Banks also had monopoly power on money transferring. Customers had to go to them and ask
them to send their money. All of this had led to a rather magical position for the banks, where it
was very hard to even try to compete with them on the financial market.” (I1)
Despite the financial industry having conditions as quoted by I1 above, Tink recognized an
opportunity to enter the market and offer technology that potentially could make use of all the data
owned by banks. However, with all of this being several years before the PSD2 legislation that was
ultimately put in practice in September 2019, banks were somewhat reluctant to share their data,
which they had the full ownership right over. Thus, Tink entered into the financial industry before
Open Banking even was a concept, in a way that at the time was argued to be controversial. The
industry which Tink entered, as well as the market conditions is further presented and elaborated by
I1:
“We realized that there was a possibility to use our technology, and apply it to unlock all of the
data, and unlock the possibility of making payments outside the banks. All of this was started and
launched before Open Banking even was a concept, and before PSD2 had been thought of.” (I1)
“The idea was that, in the long-run, by using this technology and unlock everything the market
could become more effective. Early on, we came to the realization that banks not were ready for
this, because it was highly unregulated and our approach was a bit controversial with how we did
all of this before regulations such as PSD2.” (I1)
As mentioned, Tink started out by offering their technology as a consumer service, but as Open
Banking started to grow into becoming ever more accepted and incorporated by banks, as well as
when PSD2 became a reality, they pivoted their business model towards transforming into becoming
a B2B provider. This shift in the company´s operations is by I1 summarized into:
“We started out with doing our own thing by offering the consumer services that we launched. But
with PSD2 in place, and the banks having become more comfortable with sharing data, we changed
our business model into selling the exact same technology that we had built for ourselves, to instead
sell it to the banks.” (I1)
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5.2.3 Tink and the Financial Industry Post Open Banking
After having transformed from offering their technology directly to the end-consumer via their
application, Tink mainly started partnering up with large banks. Although the company to a large
extent uses the same technology but applied differently, the shift in the company´s operations has
resulted in many differences. Among other things, (I2) explains that Tink to a very high degree still
are known and associated with the original application offered to private consumers, despite them
having shifted their communication to better fit with their new offerings.
“We are still known as a B2C company, where it was Tink with the application with more than 500
000 users that was very popular. That is still what we are most famous for, so journalists who are
contacting me still believe that the application is our main business.” (I2)
“Nowadays, we sell our technology to large banks, where we are a B2B supplier instead. In there
lies a challenge for me, because the shift we have done in our operations has also resulted in a shift
in our communication.” (I2)
However, the technology and services developed by Tink are not only offered towards large
incumbent banks, but also towards other FinTechs, as well as any smaller organizations that
potentially could make use of any of their offerings. Thus, Tink currently offers their technology and
services to many different companies in several different countries. With them having the objective
of unlocking the financial market and to provide better products, it makes sense that they do not care
who will be successful on the market, as the company see many potential businesses using their
technology.
“There are equally many opportunities for the banks themselves to use our technology to build
better products, as there are for any challengers to do the same thing.” (I1)
With their products offered to financial organisations, I1 further elaborates on the possibilities their
products enable for their customers, as well as how Tink is part of changing and improving the
financial services available for the end-customers.
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“What our product portfolio enables is both the Open Banking part with retrieving data and
moving money from other banks. But it also enables what we call our `Data Product`, where we
extract knowledge and value from large amounts of data in order for banks and other financial
organisations to better help their end-customers in understanding their economy, and provide them
with information and solutions for them to make better financial decisions.” (I1)
However, the solutions provided by Tink for their customers have solely been aimed towards helping
individual customers with their financials rather than any type of organization. Thus, neither Main
Street Businesses or any other type of SMEs have been consumers of what financial organizations
have provided services for as a result of partnering with Tink, and by making use of their technology
and products. The following sections will therefore provide findings on Tink´s view and opinion,
with regards to them potentially developing and providing financial services towards smaller
organizations as well. Also, with them being one of Europe’s leading Open Banking platforms (Tink,
2020b), aspects around business model design and value creation and delivery towards the Main
Street Business segment are presented. As such, the following section will provide findings on Tink´s
view on offering Open Banking services towards the Main Street Business segment.

5.2.4 The Main Street Business Segment
Ever since Tink made their shift from offering a personal finance application targeted towards private
consumers, into a platform offering their technology towards financial organizations, the company
have seen several other potential areas in which their products could be applied. However, with them
still being a young and rather small company operating within an industry where many of the other
organizations have much more resources and other prerequisites to explore more possibilities, Tink
has, according to I1, decided to focus on the private consumer segment. However, I1 acknowledges
that their services easily could be applied and delivered towards the small business segment as well
and that doing so would not require much of a change in the company´s operations.
“Initially, I believe we see that much of what we have delivered to the private customer segment,
possibly can be copied straight of and be delivered to the business segment as well.” (I1)
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“And for our customers, which are the banks and FinTechs, we of course see that there are equally
many opportunities for them to deliver value to the business segment. From our perspective as a
start-up, it has been more about focus and problems with resources in terms of why we have not
executed on this part of the market as well.” (I1)
As such, Tink acknowledges companies as an end-customer, and a potential segment which their
services could be ultimately offered towards. Although I1 believes that their technology and different
products can be directly applied without any changes in their offerings, the company will have to
make changes in the long-run in order to better adapt their offerings with the business segment. As
an example, I1 acknowledges that businesses and their finances have other more complex aspects
compared to private customers, where aspects such as treasury and obligations with regards to
financial reporting greatly differs from the private customer.
“Again, we see that all of the products that we offer can be applied and transferred directly to the
SME segment as well. In the long-run however, we of course believe that the products and how they
are used, will differ very much.” (I1)
“The problems on the SME side differs much compared to those on the private customer side, with
aspects such as that of handling treasury.” (I1)
“There are much more clear, practical and statutory regulated laws around matters such as
reporting, which you have to keep track of.” (I1)
However, I2 also argues that the segment is associated with the distance between an individual and
his or her business being low, and that they many times are intertwined. As such, Main Street
Business owners are by I2 thought to already to some extent use private consumer oriented services
but in the context of their businesses.
“When you look at this type of segment, I believe that there is a pretty strong trend that this type of
company who is largely run by an individual often not is very corporate, and that the distance
between being an individual and company is very small. Where the company essentially is like the
other half of an individual.” (I2)
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“So I believe that it is a quite common trend that small business owners´ already use a pretty large
amount of private consumer services in their businesses.” (I2)
Tink sees possibilities in expanding their operations, by also targeting the business segment. Despite
them not having acted yet, I1 states that they shortly will start offering their products to Main Street
Businesses, SMEs and larger corporations as well. However, with this not being any publicly
communicated information from Tink, I1 does not want to go into any specific details but emphasises
that they see much value potentially being both delivered and derived to and from this segment.
“It is not a complete secret that our utmost ambition actually is to start doing this quite soon. That
is: do more or less what we do right now, but also start doing it aimed towards the business
segment as well.” (I1)
“We are seeing extreme amounts of value in this, and we will pretty soon launch our first services.”
(I1)
When discussing if there is a demand from Tink´s customers in terms of starting to offer more
financial services aimed towards businesses, I2 states that in their communication with some of the
financial organizations which they collaborate with, a tendency towards it has been noticed. Where
I2 more specifically, argues that account aggregation for private consumers have been in high
demand, but that business account aggregation has started increasing as well. When asked if I2 have
noticed any demand in developing financial services for SMEs the following reply was given:
“I would definitely say yes. It has to do with that we are working with account aggregation for
private consumers, but there is now also a lot of talk about account aggregation for businesses as
well.” (I2)
With regard to the potential demand from the end-customers, e.g. the SMEs and Main Street
Businesses, I2 states:
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“There is a demand for these services, so things have started to move and happen on the market,
where I believe that it so far mostly have been aimed at larger companies. But I would like to say
that there are possibilities in delivering services to all companies, no matter the size.” (I2)
As it has been established that Tink see a great deal of value in targeting this segment, as well as
having made plans for entering and shortly start offering their financial services to it, the following
sections will, from Tink´s perspective, present findings on how to create, deliver and capture value
to and from the Main Street Business segment.

5.2.4.1 Creating Value for the Main Street Business Segment
On the subject of creating financial services that can be of value for Main Street Business to use in
their day-to-day operations, I2 emphasise that the fact that it is Open Banking solutions that are
provided is secondary. Instead, the importance is to provide services that are useful, and both build
and communicate proof points with regards to what the technology actually can do and help
businesses with accomplishing. Also, with Open Banking, according to I2 being a rather niche subject
which the majority of the population having no or very limited knowledge about, the importance of
clearly communicating actual benefits is even more so important.
“The interest in Open Banking is very much a niche subject, and there are only a very few media
outlets writing about it.” (I2)
“The biggest challenge for me when it comes to Open Banking, is that us discussing it right now
understands what it is. But me as a communicator have seen that if you are to explain what Open
Banking is for a consumer, you do not actually talk about Open Banking. You instead talk about a
concrete solution, by for instance showing a use case.” (I2)
“I therefore believe that when you talk with the end-customer and communicate with smaller
companies, the most important thing is to build and communicate proof points that shows what
Open Banking actually can do and what value it can add. The fact that it actually is Open Banking
services, is currently secondary, as it just now only should be a matter of actually proving what the
technology can do.” (I2)
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I2 further elaborates on the importance of building and communicating the actual benefits and proof
points on what a financial service can provide, rather than emphasising the technicality and the fact
that it is an Open Banking service, by presenting a use case from a Danish customer to Tink.
“Today I was in contact with a company in Denmark who have realized that private consumers
want to be able to monitor and keep track on their money being invested responsibly. By using our
Open Banking technology, they can track customers’ shareholdings against the United Nations
responsible investment principles. With approval through one click, customers are able to see how
responsible their investments are. From my perspective, this is of course an Open Banking solution
since we provide them with the technology. But, for the customer it is rather a great service.” (I2)
On the topic of organizations who have entered the financial market and been able to quickly and
successfully been able to deliver valuable a service or product towards their intended customers, I1
argues that iZettle perhaps is the company who most successfully have been able to create value for
small businesses. iZettle is a mobile payment company offering both an application and card reader,
which enables businesses to receive payments by card from customers, through their smart phone or
tablet. As such, iZettle provides small businesses with the possibility to easily and more cheaply
accept and process card payments (iZettle, 2020). In this, I1 suggests that iZettle have been able to
reach the SME segment because of their ability to successfully execute within several parts of their
operations.
“We have seen it again and again, where perhaps iZettle is the best example in Sweden, where they
went into the market and invested heavily in building a good brand with a high quality team, well
executed marketing campaigns accompanied by a great digital product. All of this led to a very
strong brand and people starting to process all of their transactions through them.” (I1)
With iZettle managing to enter the market and successfully build their brand and product, I1 argues
that there also are possibilities for other new entrants and smaller players to accomplish this.
However, I1 also states that the larger banks hold a position where they have better prerequisites in
terms of delivering value to small businesses, where they over a long period have built up much more
authority and a huge lead compared to any smaller competitors.
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“It is of course possible for a smaller player, but it is also clear and obvious that the banks are in a
very luxurious position, with regards to the authority they hold. It is therefore hard to say if smaller
organizations will be able to deliver these financial services to the Main Street Business segment.
But I do believe that it is possible, but the banks of course have a huge head start.” (I1)

5.2.4.2 Delivering Value to the Main Street Business Segment
With banks having built up their operations over a longer period of time, compared to newer market
entrants, e.g. FinTechs, they are by both interviewees suggested to be in a better position to deliver
Open Banking services towards Main Street Businesses. However, with Open Banking enabling all
types and sizes of organizations to enter and compete on the financial market, the market can be
regarded as more open for various industry players to be able to offer their services. Despite the
effects on the market and competition that both I1 and I2 suggests that Open Banking has, and will
have on the financial market, banks are still regarded as being in the forefront in terms of being able
to deliver services to customers. I2 argues that the core asset for banks is the large trust capital built
up over the course of many years, and that the trust will be one of the most important aspects in order
to be able to deliver Open Banking services to Main Street Businesses.
“What is main asset for banks? Well it is trust. I am willing to keep my money in a bank because I
trust them, and me as well as others are very inflexible in changing to another bank.” (I2)
“So what I mean is: If someone currently were to deliver Open Banking services like the Small
Business Utopia, as it is about customers´ economy and accounts, I believe it would have to be a
player who have built up much trust.” (I2)
In this, I2 also provides an example by building up a scenario about a large incumbent firm operating
within the mail delivery industry. Although the Swedish postal company does not operate within the
financial industry, as well as not providing any Open Banking services, I2 argues that the company
have built up much trust and a large customer-base and could thus easily move towards providing
services within other areas.

78

“Although not a real example, but think about the Swedish postal company, which is an old
institution that has been around forever. There is some critique towards them being old fashioned
at times, but they still have a gigantic customer base. A company like them could quite easily do
something completely different, by for example start providing Open Banking services, by building
new innovative services. If a company like them were to actually do this, and deliver great services,
I believe customers would have great trust in what they delivered. Because their core asset is and
have always been trust.” (I2)
I2 therefore believe that, at least in the short-run, larger incumbent banks or organizations are most
likely to be able to deliver Open Banking services in an attempt to create a Small Business Utopia for
Main Street Businesses. I1 on the other hand, believes that essentially all banks and FinTechs are
aiming towards accomplishing this. Although acknowledging that they are operating from different
starting points and provide different types of services, I1 suggest that most organizations currently
providing Open Banking services to companies have the same objective of essentially creating a
Small Business Utopia.
“I believe that all of these companies we are working with and who are our customers, where it is
both banks and certain types of FinTechs actually are trying to achieve the same thing, but from
different starting points.” (I1)
In this, I1 also acknowledges the role of trust, and that it is one of the most important aspects when
operating on the financial market when handling customers and their economy. However, there has
also according to I1 been a decrease to the level of how much customers actually care nowadays in
terms of who the provider is and their built up trust. With Open Banking enabling more financial
services being available for customers to choose from and use, customers have become comfortable
with signing up and use several different financial services. As such, I1 argues that the trust that many
of the banks have built up over the course of several years, perhaps not is as important as that of
actually offering a well-functioning and high qualitative product.
“The part about trust being important is a fact. But with that being said, we have also been both
positively and negatively surprised about how little people actually care nowadays.” (I1)
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“What we actually saw early on was that people nowadays are comfortable with both signing up
and use several different digital services. If you then are able to build a good product, and build a
strong brand with the help of a well-functioning and highly qualitative product, you can come a
long way in terms of being credible and customers trusting you.” (I1)
Additionally, I2 adds that a part of them having become a successful Open Banking service provider
is the fact that they emphasise that everything they offer is secure and that all customers can trust
them with handling delicate financial information.
“We have rigorously high security in everything we do, because we are required to be as secure as
a bank. We go through all of the test that are needed in order for banks to collaborate with us, and
we then live up to those standards. So it is all a chain of trust which I believe is central in order for
customers to use our services, and which have led to our popularity.” (I2)

5.2.4.3 Capturing Value from the Main Street Business Segment
As earlier presented, Tink are planning to soon enter and start offering Open Banking services to
Main Street Businesses, as well as other company types. However, with them being a B2B company,
it will be the organizations which Tink collaborate with that will have the customer contact as well
as being the ones delivering the services to them. As such, Tink will act as an enabler of Open Banking
services to be delivered to the end-customers by collaborating companies, such as banks, by providing
them with some of the technology and products. Accordingly, it is by I1 suggested that Tink does not
plan to start offering several additional services, by for instance provide accounting software, but will
instead let other companies on the market be the ones building and offering more complete and full
equipped services.
“With many of the use cases, we feel that we will not be able to go as deep as other companies who
are offering more tailored and specialised services. I do not believe that we would want to go all
the way and build an accounting system that is based on Open Banking data. But we feel that some
other company will do that.” (I1)
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In order to maximize the potential value captured from the segment, it is by I1 suggested that a
company striving for this should become the central point of contact by becoming the one-stop-shop.
As such, a company striving for this should own the relationship with the customers and achieving
this requires an ability and offering that connects all of the different services used by Main Street
Businesses. It therefore requires the ability to extract and crunch data from all relevant areas of a
business and their operations, in order to be able to build and offer services with regard to planning
of cash flow and other financial functions relevant for a company. In order to extract value from the
segment, I1 takes us through some of the steps necessary for Open Banking service providers to
succeed:
“Everyone wants to become the central point of contact with the company and own the relationship
with them. Whether you are a bank or an accounting company, you have to become the one-stopshop, and be able to connect all banks and financial services used by a company in order to become
relevant.” (I1)
“Once you have done this, you have to crunch all of the data available in the smartest and best way
and help the company and customer to handle aspects such as cash flow planning and such parts,
as well as the most elemental financial functions.” (I1)
“The next step would have to be to offer some sort of advanced system including accounting and
similar services.” (I1)
Furthermore, I1 once again argues that banks, companies such as iZettle, as well as others who are
operating within the business segment, try to achieve the same thing by striving towards becoming
the central point of contact by both owning and controlling the entire relationship with their
customers. In this, it is by I1 suggested that Open Banking is a necessity in order to enable this, and
for companies to successfully capture value from the segment. By not using Open Banking, financial
service providers would not be able to get enough data which to build their services upon.
“I believe that all actors, whether it is a bank or a company such as iZettle are going in the exact
same direction and are trying to achieve the same thing. In this, I believe that Open Banking is the
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thing that enables this, because otherwise it would mean that iZettle not would be able to retrieve
and use enough data.” (I1)
However, as previously argued by I2, incumbent banks and larger financial organization have at least
in the short-term better prerequisites to attract a large enough customer base for it to become
profitable. With trust to more established organizations being higher, I2 provides an example of one
of Tink´s collaborators with regards to them having better possibilities to attract more users:
“One of the companies investing in us and our technology is Poste Italiane, which is the Italian
postal company. If a player as such, who has more than 60 million customers, would start building
and offering Open Banking Services they would have an easier process in terms of attracting and
convincing customers to start using their services, compared to if a complete unknown player would
do the same.” (I2)
With trust to larger incumbent organizations being a factor with such high importance, I2 argues that
they have incentives to early on start building services aimed towards satisfying the needs of Main
Street Businesses. In doing so, they have a better possibility to attract the end-customer and possibly
become the one-stop-shop.
“There is therefore a large upside for these larger organizations to early on attract these
customers.” (I2)

5.2.4.4 Key Determinants of Becoming Successful
Although both I1 and I2, to some extent, have argued that larger incumbent organizations who over
the course of several years have built up much trust and a large customer base, would have better
prerequisites to succeed in offering Open Banking Services to Main Street Businesses, smaller
organizations now have better possibilities to compete with them. With Open Banking levelling the
playing field, it is according to I1 hard to determine what it exactly takes to become successful on the
market, and what will determine which organization it will be that eventually provides the segment
with the most valuable and winning products.
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“The thing that is so awesome with everything that we nowadays call Open Banking is that it is
levelling the playing field so that essentially everyone actually has the same prerequisites, and that
you now for the first time can compete with the banks.” (I1)
“It is therefore hard to say and determine which type of organization that will become successful in
this, because I do not think there is any secret sauce to it, but it is instead about actually having the
ability to execute and build a very good product. And that is what I believe actually is what in the
end will be winning.” (I1)
The key determinants of becoming successful, has therefore according to I1 to do with being able to
both build and offer a highly competitive product and have the ability to execute and provide the
segment with a solution. With Open Banking, and many of the services associated with it, having
opened up the financial industry and provided new entrants with the possibility to compete, many of
the organizations providing Open Banking services are new players who potentially are better at
building and delivering digital services. With these organizations often not having as established
practices, many of them are by I1 regarded as being better than established banks in building digital
services. Also, there are large differences among the different banks in terms of their ability to operate
in this new competitive landscape. Those banks not being able to build, deliver and execute on a
digital strategy and provide innovative financial services, will according to I1 go bankrupt. It is
therefore logical that many of the European Banks are now positive towards FinTech partnerships,
and seeing API production as more than simply a compliance measure (Tink & YouGov, 2020).
“One can argue that some of these new players are better at delivering innovative financial
services than, for example, the banks are. Because what we have seen with many of the banks, our
opinion is that there are some banks who are quite good at executing on a digital strategy and build
good digital services. Far from everyone are good at it however, and that will mean that as the
competition increases, these banks who cannot adapt will go bankrupt.” (I1)
As such, I1 argues that it is crucial for banks and other financial incumbents to adapt to the new
innovative landscape. With innovative organizations such as iZettle and Klarna having entered and
successfully being able to compete with the banks, they have been forced to revise their former
competitive advantage. However, with banks such as Nordea and BNP according to I1 having been
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able to successfully adapt and become more digital, they will have both the capacity and ability to
compete and potentially be able to successfully offer the Main Street Business segment with Open
Banking services.
“Whether it is Nordea who will succeed in the Nordics, who are both a large bank and very
digitally capable, or if it is BNP who also have proved their digital proficiency. There will be a
couple of banks who have the knowledge, ability and resources to actually compete with companies
such as iZettle and Klarna.” (I1)
However, once again I1 points out that far from all banks will be able to successfully adapt to the
new financial landscape, and those organizations will be outperformed by their more innovative
competitors. Therefore, Tink together with YouGov (2020) suggest the following recommendations
to large financial organizations in order to adapt to the new playing field: (1) Leverage Open Banking
to enhance your current business model. (2) Make business strategy central to Open Banking
Investments (3) Explore FinTech partnerships to create customer value.
“Not all organizations will be able to adapt, and those will most probably lose a lot of their
business.” (I1)
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6. Analysis

In the following section, an analysis of the above results - on the basis of the Theoretical
Framework will be presented. Following the logic of the Theoretical Framework, the attitudes of
Main Street Businesses will first be analysed qualitatively in 6.1 using the extended version of TAM.
Next, these insights will be incorporated into the analysis of the business model design.

6.1 Main Street Business Attitudes Towards Open Banking
This section, as aforementioned, will present a qualitative analysis of the results using the elements
of TAM. Normally, the model is used quantitatively which previously has been reflected upon in the
intended data-collection. However, the situation in which this study has been conducted cannot be
deemed as normal circumstances. Consequently, while TAM is usually applied in contexts where
already developed solutions exists – in this study, the attitudes are analysed based on solutions that
have not been developed yet. Furthermore, also taking the adjustments needed to be able to analyse
our sample due to its size, the underlying theory on which the model is developed will be used
qualitatively to avoid the cognitive bias towards sample size neglect (Kahneman, 2012).

6.1.1 Perceived Usefulness
As mentioned previously, it seems to be quite clear that Open Banking solutions would be useful for
many businesses around the world (e.g. Mills, 2019). This is further reinforced in our sample, as a
clear majority of the queried Swedish Main Street Businesses would both use and pay for a clear
majority of the proposed solutions. However, as Open Banking is getting increasingly established on
the market, one might at the same time have reason to also get worried by both our results as well has
Hallsworth et al.’s (2018) - assuming that an adoption of Open Banking solutions would be beneficial
for the smallest businesses. As previously argued, Hallsworth et al.´s (2018) sample that could be
compared to our primary sample show a general tendency to be quite resistant towards new
technology adoption, and the technology that do pass the test usually come from suppliers in which
they have great faith. This is in contrast to the tech-savvy firms of similar sizes who are more open
towards using new technology as soon as it comes on the market. On the flip side of that coin, our
sample was a bit more optimistic, with all questions regarding usefulness having a mean above the
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mid-point of 5. Although there is an argument to make in regard to that slightly over 5 on a 10 scale
is not positive, it is at the same time difficult to claim that it is a pessimistic response. Adding the
results for the more tangible solutions onto this, we would like to claim that it is difficult to not see a
higher PU for our 11 respondents compared to the ones examined by Hallsworth et al. (2018).
Nevertheless, although this might have its explanation in that Swedes and Swedish firms are indeed
more open towards trying new things compared to the British – and thus conforming into the
argument of the European Commission (2018) in that Sweden is one of the most innovative countries
in the EU - the question needs to be asked where in the diffusion of innovation curve our sample
might lie in general within the Swedish society. While looking at Hallsworth et al.’s (2018) results,
it is easy to claim that there is a relative Laggard tendency whilst comparing to the less conservative
businesses, whereas our sample could be argued to be more on the left side of the bell curve (if they
were British), seeing that the openness towards adopting new technologies is relatively higher
(Rogers, 2003). Following the logic of behavioral economist and Nobel-prize winner Kahneman
(2012) once more, the truth for the average firm is most likely more towards the larger sample size,
suggesting that the PU is most likely slightly lower and more pessimistic than what our primary data
would suggest. Yet, taking other factors into account as well, such as innovativeness (e.g. European
Commission, 2019) as well as that FinTech has made remarkable expansions in general since
Hallsworth et al. (2018) conducted their study – it is plausible that the PU of Swedish firms is greater
than what the British results would indicate as well.
In addition, keeping I2’s quote in mind that presenting concrete solutions would give better responses,
one might argue that we have found concrete evidence of that in our study, as although the questions
specifically designed for PU generated moderately positive results at the most, when presented with
the concrete solutions, the PU could be argued to be significantly higher – suggesting that PU varies
depending on how the solution is portrayed by the messenger. Similarly, worth noting is the
commonality that both sets of samples seem to have similar preferences in terms of financial solution
providers. With this in mind, it is possible that if this questionnaire was conducted by bank
representatives (i.e. a known source that they would turn to for financial services), presenting only
concrete solutions that they would be able to deliver - the PU could prove to be higher in general. As
a result, it is possible to draw a parallel to Sivathanu’s (2019) research and argue that the PU of small
businesses is neither high nor low, but rather contextual depending on (1) who asks the questions,
and (2) what the situation of the one answering the question is.
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6.1.2 Perceived Ease of Use
With regards to PEOU, one might argue that it is more difficult to have a nuanced discussion
regarding what can be said about the findings, as this is not something that Hallsworth et al. (2018)
tested, nor have we found any other secondary data that might give us a better idea. However, as with
any qualitative research, although it might be complex to generalise 11 businesses as a whole, it could
still provide some insight into how Main Street Businesses in general think. Debatably, this is
particularly true in the case when some questions invoke low variances, where the norm for the rest
of the questionnaire are high variances. For the questions specifically relating to PEOU, a relatively
low variance was reported for the questions touching upon mental strain – Which would suggest that
our respondents do not believe that technological advancements from Open Banking require a lot
from them in terms of mental effort. As such, it could it be argued that new services made possible
through Open Banking not are perceived as requiring much effort in order to be able to start using
them (Aldás-Manzano et al., 2009). Although it cannot be fully established that our sample believe
that the possible Open Banking services will take no, or very little effort to start using (Davis, 1989),
it is for us difficult to argue that PEOU is a significant factor affecting the PU of Main Street
Businesses. Conversely, for the other questions regarding if solutions seem easy to use or if they look
forward to Open Banking solutions, it is once again possible to argue for that it is contextual, as the
answers vary and there seem to be very little consensus.
However, even though Hallsworth et al. (2018) did not directly test PEOU, one of their key findings
and key discussions was that Open Banking needs to make the small business life easier and free up
time to focus on core activities. Following this logic, one might argue that although solutions might
be complex in their nature – one might argue that the ease to use is something that should be
highlighted in the development of solutions, as well as communicated. For this, following the
example of Tink, acting towards consumers through banks and other financial institutions might
prove to be a successful method.

6.1.3 Perceived Customer Value
The analysis that both the PU and PEOU of our samples seems to be contextual rather than following
any clear pattern with regard to e.g. geographical location or relationship with banks could be argued
to follow the logic of Woodruff (1997), who aforesaid claims that PCV takes the perspective of an
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organisations’ customers, with what they believe they will receive from the purchase and usage of a
product or service – and that it thus in turn should be considered contextual. In terms of PCV for our
context, one can argue that the results are clearly in favour of the argument that specific solutions
built on Open Banking is something that Main Street Businesses consider beneficial. Hence, despite
the PU and the PEOU being assessed as moderately positive at best, when presented with specific
solutions in which they would possibly put into their own context, the PCV shows dramatically
different results, showing the PCV is high. Connecting this with the results from Hallsworth et al.,
(2018), and the specific solutions in particular – Although most of The Steady Conservative would
not pay for an Open Banking service, Hallsworth et al. (2018) also emphasises that the solution worth
making a remark about is assistance with taxes. This is something our respondents agrees with, as ‘A
digital tool to help with payroll and taxes’ is the number one solution that our sample would pay for.
Furthermore, with the functional value being presented as the main driver of consumer choice (Sheth
et al., 1991), one might argue for that this type of solution is the first solution that Main Street
Businesses would be open towards adopting and pay for, regardless if they see as high perceived
value as in our primary sample, or less open towards technology as in Hallsworth et al., (2018).
However, as we have argued for contextual differences, one must also lift Sheth et al’s (1991)
conditional value and emotional value as possibly being highly influential on the PCV in both
samples, as the British economy was in a uncertain position in 2018 with Brexit being one factor
(Partington, 2020), whereas the COVID-19 is affecting most businesses in Sweden negatively during
the point of this research (Hedén Westerdahl & Nilsson, 2020), and most likely their PCV as a result.
As mentioned as well, Open Banking has become more established during the last years with financial
institutions becoming more positive towards the initiative (Tink & YouGov, 2020). Similarly, as an
Open Banking solution was lifted from one of the respondents as something positive, it is possible to
claim that the value gained from exposure also has made some impact – This, as they are now able to
experience this sort of solutions in practice, whereas it is more unlikely that The Steady Conservative
in 2018 were able to do the same. As a result, even though it is difficult to claim that there generally
are positive attitudes towards Open Banking as an initiative today, it is possible to predict that the
solutions from Open Banking are going to get a more positive response as time prolongs, and more
and better solutions become available. To put this more straight forward, we are ready to agree with
I2 in that although the concept of Open Banking might not be the thing small businesses are interested
in (seeing the results for the PU and the PEOU), the solutions seem to be able to give a high PCV –
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Suggesting that directing Open Banking initiatives towards Main Street Businesses could be a good
idea for both the financial institutions and the small businesses. However, taking the results at facevalue might be misleading seeing the small sample size, especially when considering that our sample
and The Steady Conservative share many characteristics. While the possibility should not be ruled
out, it can be deemed unlikely that Swedish Main Street Businesses are this positive towards adopting
new solutions, and that if explored on a bigger sample, the level of positivity could potentially be
lower (Kahneman, 2012).

6.1.4 Trust
Although the results from our sample suggests that the respondents to some extent are positive
towards adopting and start using Open Banking services, our findings suggest that the attitudes
towards using is influenced by the trust the respondent has towards the provider of the service. Despite
3 out of 11 of the respondents indicating a less positive relationship with their bank, all respondents
replied that they would consider turning to a traditional bank for financial services. With traditional
banks having operated for several years both through their offline channels, but also more recently
through their online channels, they can be regarded as having built up trust that potentially can be
transferred from their previous operations towards their potential future operations within Open
Banking (Lee et al., 2007). With trust also being argued to in most cases be a result of previous
interactions and experiences a customer has had with a party (Gefen 2000), traditional banks have
compared to newer financial organizations been able to build up a relationship with their customers
over the course of many years. With the 3 respondents indicating a less positive relationship with
their bank, simultaneously being the ones who are the most open towards using financial services
provided by other organizations than banks, it can be assumed that the findings from Gefen (2000)
holds true. As such, the 3 respondents could be argued to have a lower trust towards using the services
delivered by traditional banks, as the bank in previous interactions potentially not have been able to
display reliability and integrity in the relationship (Morgan & Hunt, 1994). However, with 8 out of
11 respondents displaying low trust towards other potential providers than banks, as well as indicating
a more positive relationship with their bank, it could be suggested that previous interactions with a
party impact the trust towards using potential future offerings. As such, on the topic of delivering
Open Banking services, it could be suggested that those banks that have built up a well-functioning
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relationship with customers have a lead compared to other organizations, who customers have not
had have much previous interactions with.
With the Open Banking revolution enabling new organizations to enter the financial industry,
Omarini (2018) argues that regulations have to be set up in order to reduce potential risks and abuse
of the new financial system. As Open Banking results in customers´ personal information to be more
freely distributed, where banks no longer have exclusive ownership of the data (Brodsky & Oakes,
2017; McIntyre et al., 2018), more delicate personal information will be transferred between
organizations. As transferring of personal information by Suh and Han (2002) is argued to be the
main reason for why trust is especially important in the relationship between a customer and its
financial provider, there can accordingly be assumed to be some scepticism towards sharing delicate
information with newer and alternative financial providers. As the financial industry and banks have
to move from an open to a closed model (Zachariadis & Ozcan, 2016), customers will be faced with
the alternative of agreeing to share their personal data with organizations other than their bank.
However, with our findings suggesting that the majority of the respondents not being much open to
currently consider financial services from providers other than their bank, there is a hesitation towards
considering other alternative providers. Although not clear if this hesitation towards potential
providers stems from the sharing of personal information to other organizations than one´s bank, it
has been found to be a factor heavily impacting the trust a customer holds towards a financial provider
(Suh & Han, 2002). Also, with the close relationship trust has with risk (Aldás-Manzano et al., 2009),
our findings could suggest that the majority of the respondents do not trust other providers than their
bank, because of the many potential associated risks with sharing personal information with other
providers that can potentially can be perceived as less trustful. In a way, one could successively say
that because of the massive trust capital that banks have, they have an initial advantage over new
entrants, such as third-party providers, to build a large customer base that could provide them with
long-term advantages, not unlike a first mover (Rayna & Striukova, 2009; Zachary et al., 2015).

6.1.5 Stickiness to Traditional Banking
As it has been established that the majority of our respondents have greater trust to the more
traditional banks, than other potential organizations and providers of financial services, it can be
assumed that they accordingly would be quite attached to their traditional bank and the relationship
90

which have been formed. Also, Hallsworth et al. (2018) found that the The Steady Conservative
segment shows high loyalty to traditional financial institutions, where it is the organization which
most companies participating in the study would consider turning to for their financial services. With
the previously discussed trust of the respondents, as well as the findings from Hallsworth et al. (2018),
it seems plausible that customers would be reluctant to switch to other alternatives (Sheth et al., 1991).
However, our findings suggest that there is much divide in terms of the level of satisfaction and the
happiness with the relationship and services delivered to them. With the respondents seemingly, on
average, being only moderately positive towards their bank and their services, as well them only
interacting with their bank on relatively few occasions, they would perhaps not be as reluctant to
switch to other providers as one can assume. With banks and their physical branches historically
having served as the primary source of contact between a customer and bank, technology
improvements have enabled more of a shift towards digital services instead of in-person relationships
(Gomber et al., 2018). However, with Tran and Corner (2016) as well as Durkin et al., (2003) arguing
that customers perceive face-to-face communication and in-person service to be the most superior
and reliable in terms of handling financial matters, the move towards offering financial services
digitally might damage the relationship a bank has formed with its customer. However, despite that
it from our findings can be argued that the respondents not are entirely positive with their services,
nor have much on-going contact with their bank, Pike (2018) in his study found that customers not
knowing what value their bank brings to them still are reluctant to switch to another bank. Suggesting
that customers´ not being entirely positive and happy with their relationship towards their bank, still
to some extent are very much reluctant to switch to alternative providers of financial services. Also,
with our respondents using less than three financial services on average, they would at this point of
time perhaps not perceive there to be much value in starting to explore alternative providers on the
market.
Much like the divide in terms of the respondents’ satisfaction and level of interaction with their bank,
the respondents were divided when asked how easy they perceived it to be to switch bank, as well as
when asked how easy they believed it was to finance their business. With a large spread in the
responses to both questions, and a mean around 5 with regards to both questions, there can be no
definite conclusion drawn as the responses differs greatly between the different respondents.
However, despite that it can be argued that our sample not having an entirely positive nor good
relationship with their bank, the respondents on average believe that it is easy and that they have a
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good understanding over their financial situation. As such, there could potentially be a limited
demand for additional Open Banking services, as the majority of the respondents seems to already
have a good understanding of their financial situation. However, as the PCV from the respondents
was found to be high when presented with actual solutions that potentially could be offered to them,
and the majority seeing much value in using the services presented, STB could be a moderating factor
potentially affecting the overall attitudes of the respondents. As such, with the results being as divided
as presented above, it can be argued that STB indeed is a moderating factor affecting some
respondents’ attitudes towards using Open Banking services. At the same time however, our findings
suggest that some respondents not can be perceived as being reluctant to switch to other alternatives
(Sheth et al., 1991), and instead start using financial services from providers other than their bank.

6.1.6 Attitude Towards Using
With the above analysis of the different factors included in the TAM, the overall attitudes towards
using Open Banking services will in this section be analysed. As such, the (A) towards using Open
Banking services are a function of all respective factors previously analysed, namely PU, PEOU,
PCV, Trust and STB, which thus forms the overall attitudes of Main Street Businesses.
With our respondents only being moderately positive with regards to the PU of Open Banking
services, there are seemingly no clear evidence that the respondents perceive it to be highly useful for
them to adopt and start using. Whether the PU being moderately positive because of the respondents
not having much of a need for any additional financial services, or if they simply believe that the
services not would be particularly useful for them in their operations is unclear. However, with PU
being associated with technological systems being perceived as useful with regards to cutting costs
and saving time (Aldás-Manzano et al., 2009), as well as enhancing one’s job performance (Davis,
1989), it can be argued that our sample have neither positive nor negative feelings towards the
usefulness of Open Banking. However, when presented with specific services enabled through Open
Banking, that potentially could be offered to them, the respondents showed high degrees of positive
attitudes towards both the usefulness and the adoption of most of the different solutions they were
presented with. With PEOU not being a factor which seemed to affect respondents’ attitudes neither
positively or negatively, where the general consensus was that they perceived that using the services
not would require a great amount of mental effort, it could be argued that PEOU not is a factor
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significantly affecting neither the PU or PCV. With the respondents seeing much value in the
solutions presented to them, it can be argued that they perceive there to be much additional value
which can be gained from using the different financial services. As such, it can be argued that,
although the respondents only where moderately positive with regards to the PU of Open Banking
services, they still perceive there to be value to be gained from using said services.
As it from the results can be argued that it cannot be established, and that no significant evidence was
found with regards to PU or PEOU being factors that are neither positively nor negatively affecting
the attitudes, PCV was among the respondents found to be high. As PCV is a function of both PU
and PEOU, it can, despite the lack of clear evidence, be stated that the respondents overall are
somewhat positive towards using Open Banking services. However, both trust and STB was in this
study incorporated as moderating factors potentially affecting (A). With trust also being a factor
potentially affecting the STB. With trust being found to generally be higher towards traditional banks,
as well it was found that there was scepticism towards other providers of financial services, it can be
stated that trust indeed is a factor influencing (A). Also, with trust being highly associated with the
type of organization providing the services, where the majority of the respondents were hesitant
towards providers other than their bank, it can be claimed that it indeed has a close relationship with
STB. Even those respondents indicating a worse relationship with their bank, would place larger trust
with the larger banks in delivering Open Banking services. However, with these respondents at the
same time also being those that are the most open towards using services from organizations such as
FinTechs, the trust and relationship built up by banks can both positively and negatively influence
customers STB. As such, both trust and STB can be argued to both positively and negatively affect
(A). As the majority of the respondents are displaying much trust towards banks, and not being
entirely positive towards using alternative providers and their services, this could indicate that if faced
with the choice of adopting a service from 1) a bank, or 2) a FinTech, the bank would primarily be
chosen and would thus consequently have better prerequisites to reach a larger customer base.
However, as all respondents are not displaying the same feelings towards their bank, and some are
more open towards exploring alternative providers, some respondents are arguably less attached to
their bank and would thus be more willing to explore possibilities outside of their bank. With this in
mind, both our results, as well as the results from Hallsworth et al., (2018), generally indicate that
the attitudes would be most positive, and that Main Street Businesses would be most inclined towards

93

using, if Open Banking services were to come from a traditional bank which they trust, and have
previously formed a relationship with.

6.3 Designing a Business Model
As it throughout this study has been suggested that Open Banking could result in many potential
benefits for Main Street Businesses, if the services and solutions are presented in a suitable manner,
this section focuses more precisely on how a business could design their value mechanisms i.e. valuecreation, delivery and capture, in the pursuit of a Small Business Utopia. Here, the insights from the
previously presented findings from Tink will be incorporated with the previously presented literature
on business model design and introduction of new technologies.

6.3.1 Value Creation
As aforementioned, when creating value for a market segment, especially with a new technology, it
could be considered important to know the market (e.g. Rayna & Striukova, 2009; Osterwalder et al.,
2010; Zachary et al., 2015; Grant, 2016). Previous sections have therefore analyzed the attitudes of
Main Street Businesses towards using Open Banking services. Accordingly, we have gained valuable
insights that could be valuable when developing a business strategy aiming at providing Main Street
Businesses with Open Banking services. In regard to value creation, we have found that the type of
Open Banking solution that both our sample, and Hallsworth et al. (2018) found the most useful is
with regards to assistance with taxes and payroll – Which consequently could be argued to be a fair
place to start if wondering what type of solution should be brought to market first. Although more
research is debatably required within this area to say with more certainty, a finger of warning should
be raised in terms of the actual opportunity as only 12% of The Steady Conservative were willing to
pay for the solution (ibid). Nevertheless, as customer preferences change over time, and it is rather
difficult to know whether the British reluctance was a product of lack of perceived needs or because
of a general conservatism towards adopting technology, one might argue that as other attitudes
towards Open Banking are becoming increasingly positive (e.g. Tink & YouGov, 2020), there could
be a clear window of opportunity here for the business that does its due diligence and can find an
underlying purpose to the business model (Magretta, 2002; Casadesus-Masanell & Ricart, 2010).
Furthermore, as I2 exemplified with e.g. the Italian postal service, developing solutions together in a
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FinTech-established institution collaboration could be beneficial for both parties – As a newly
founded FinTech would be able to gain a lot of traction and leverage a massive installed base, whereas
the institution would be able to leverage the innovative nature of many FinTechs, delivering better
services for their existing customers and possibly even attracting new ones as a result
As such, building upon these attitudes in the context of what type of innovation is needed, as per
Markides and Geroski’s (2004) taxonomy, our findings would suggest that a Radical Innovation,
which might seem lucrative for many creative third-part providers, might not be the most strategically
smart option, as undermining the competition’s resources (which in many cases here would then be
the banks) would mean challenging the organizations which already have built up a lot of trust with
the target market. We can see this with e.g. iZettle as described by I1, where it can be argued that
they focused heavily on building trust, without undermining the banks. In fact, one might argue that
they have, instead of competing with the banks, rather challenged the idea of a cash society, and made
it easier for businesses and banks to work together in a digital world. With this in mind, depending
on if the digital tool to assist with taxes and payroll (for instance) would require a shift in the consumer
habits and behavior or not, it might be more reasonable to discuss either an Incremental or Major
Innovation. While both options could perhaps prove feasible, one might argue that the most valuable
aspect to emphasize from both the survey data, but also the interviews, is that leveraging the banks’
and other financial institutions’ trust should be regarded as important when creating value, and trying
to obtain a competitive advantage in the current financial industry landscape. However, this might
not always be the case. While banks are highly trustworthy now, one of the clearest benefits with
Open Banking, according to I1, is that it levels the playing field. Hence, as the principles of Open
Banking become more mature and Main Street Businesses become more accustomed to third-party
providers such as FinTechs as service providers, developing the business model in the direction of
utilizing Radical or strategic innovations, and thus challenging the banks, could prove less risky than
what our analysis currently would suggest.

6.3.2 Value Delivery
As earlier mentioned, established incumbents tend to not be as good as smaller, more innovative
organizations in bringing and introducing new ideas to a market (Foster, 1986; Christensen, 1992;
Bower & Christensen, 1995; Markides & Geroski, 2004; Christensen et al., 2015). However, both I1
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and I2 suggests that incumbent banks currently are in a better position, than smaller and newer
organizations, to deliver Open Banking services to Main Street Businesses. By banks having operated
over a longer period of time, they have according to the interviewees built up a lead compared to
smaller and newer organizations such as FinTechs. Hence, one could draw a parallel to that banks
seem to have a first mover advantage, which potentially could help them build long-term advantages
in the realm of Open Banking (Rayna & Striukova, 2009; Zachary et al., 2015). However, as previous
research has argued, a first mover is not necessarily the one who gains the most in the long-run
(Golder & Tellis, 1993; Markides & Geroski, 2005; Grant, 2016). Therefore, Open Banking provides
an interesting situation where, with the fast follower argument in mind, third-party providers might
have an opportunity to gain valuable insights into the market and figure out where the pain points are
and where the opportunity is, which might help them gain market shares in the long-term.
Nevertheless, as the trust built up by an organization towards their customers is a factor that, by both
I1 and I2, is considered as especially important when aiming to deliver Open Banking services, it
would seem that banks currently are in a better position to deliver value to Main Street Businesses.
At the same time however, as Foster (1986) argues that incumbents to a large extent often focuses on
refining their already proven and mature technologies, over developing new ones, there also seems
to be some ambiguity where banks, on the one hand, are regarded as the organization with the best
possibilities to deliver Open Banking services, while they on the other hand can be seen as worse
than smaller organizations in creating and delivering new innovative services. This can in turn leave
one wondering what the best value delivery method truly is. However, from what can be seen
throughout this study, it could be argued that banks most likely will play a key role in delivering Open
Banking value to Main Street Businesses due to their trust capital. Hence, although a third-party
provider seemingly has three viable options i.e. deliver Open Banking services without assistance of
banks, deliver Open Banking services through partnerships with banks, or selling their innovation to
banks, we would argue that including the bank one way or another to reap the benefits of their trust
capital can, at least in the short-term, be considered important.
Furthermore, from the discoveries with regard to the attitudes of Main Street Businesses, it could as
previously argued be seen that they, at the time, are moderately positive towards using Open Banking
services. From the results of both this study, and the study from Hallsworth et al. (2018), the segment
researched arguable displays moderate appetite towards adopting new innovations in general, and
Open Banking services more specifically. Main Street Businesses could therefore not be regarded as
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neither Innovators nor Early Adopters, when looking at Rogers (2003) five different adopter
categories. Instead, the findings on Main Street Businesses suggests that they are closer towards being
either Late Majority or Laggards, and thus among the last ones adopting and starting to use an
innovation (ibid). Not only does this possibly entail that it would be hard to attract the Main Street
Business segment with new innovations, but also that the adoption of an innovation would happen
only after earlier adopters having started using it. Therefore, in line with Franceschinis et al. (2017)
who describes that identifying and targeting the Early Adopters is key in order for an innovation to
reach the vast majority, a provider of Open Banking services would ideally be suggested to start by
targeting and attracting the acceptance and usage from Early Adopters. In doing so, it is suggested
that the adoption eventually will tip towards the innovation being accepted by later adopters and reach
the vast majority. Open Banking services has, so far, primarily been targeted towards private
consumers rather than different types of organizations (Brodsky & Oakes, 2017). Also, I1 argues that
many users of financial services actually have grown into becoming more comfortable with using
several different services coming from different providers. As a result, it could be assumed that
adoption of Open Banking services within the private consumer segment already has started, and
perhaps reached a point where it has started to attract users other than the those who can be regarded
as Innovators or Early Adopters. Additionally, with larger companies, than those studied in this paper,
being more inclined towards adopting new technologies (OECD, 2018), one can draw an additional
parallel to Rogers (2003), and claim that these businesses seem more like the Innovators or Early
Adopters one might be looking for, compared to the Main Street Businesses. Thus, it could be argued
to be beneficial to utilize those companies and drive adoption through them first, in order to increase
the adoption rate towards reaching the tipping point (ibid), where the Open Banking services can
reach the Late majority and eventually Laggards, e.g. Main Street Businesses.
In addition to the discussion above, Main Street Businesses being dependent on banks and the funding
coming from them can be regarded as a universal phenomenon (Ropega, 2011; Berger et al., 2014;
Mills, 2019), where Open Banking has the possibility to disrupt this, by it changing the status quo
and current practices (Gozman et al., 2018). Although most of the new entrants are set up to
complement the current offerings of the banks, some are set up to directly compete and challenge the
banks and their offerings (Guibaud, 2016). Throughout this paper, it has been argued that Main Street
Businesses has the most trust towards traditional banks in them delivering Open Banking services,
and that these banks have better prerequisites than their smaller competitors in terms of delivering
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these services. Despite this, I1 emphasize that both building and offering a well-functioning and high
qualitative product is the most important aspect, and that it outweighs the trust aspect. In this, I2 also
states that the fact that the products are based on Open Banking is irrelevant in the communication
with the customer. Instead, the communication should be focused towards showing proof points by
displaying what value that actually can be delivered, and in which contexts the service can be used.
As such, the actual product delivered, the value which customers can derive from it, and displaying
what the product actually can do can be regarded as the most important aspect in terms of successfully
delivering financial services to Main Street Businesses. In this, it can actually be said that Open
Banking, as stated by I1, levels the playing field so that essentially all actors has the same
prerequisites to successfully accomplish this. However, from the findings it should still be stated that
banks currently should be regarded as being in a better position to potentially succeed with delivering
valuable services to the Main Street Business segment.

6.3.3 Value Capture
As claimed by Chesbrough (2010), if given the opportunity to choose between a mediocre business
model but with a great technology or having a mediocre technology but with a great business model,
one should opt for the great business model coupled with the mediocre technology. In this study´s
context of third-party providers within Open Banking, one might argue for the same logic seeing
Tink’s venture. Looking at their pivot, going on a journey from a B2C to a B2B, one can extract
valuable learnings in regard to value capture and how a business model can work in different ways
but with the same underlying story, in accordance with Magretta (2002). Even though Tink’s pivot
occurred several years ago, I2 claim that most people still attribute the Tink brand to the consumer
application – suggesting that the application did get attention and most likely quite some spread.
Furthermore, as I1 argues, the technology behind the application was very good. With this in mind,
one might ask why they pivoted their business model. Following the logic of I1, while consumers
seemingly were ready for their solutions, the banks were at the time in a conservative setting where
innovation not was an ordinary occurrence, where they not were ready to work together with Tink.
Here, one might draw a parallel to Markides and Geroski (2004): While Tink have been striving
towards helping people understand their finances better, and thus not necessarily challenging the
banks, it is possible that the banks did not perceive it this way initially. Instead, while Tink might
have seen their innovation as somewhere in between Incremental and Major in Markides and
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Geroski’s (2004) taxonomy, it seems quite likely that banks perceived the data sharing and the
associated solutions as Radical, especially seeing that I1 describe their market entry to have been
perceived as controversial. As such, scholars such as Osterwalder et al. (2010) and CasadesusMasanell and Ricart (2010) would most likely argue that the value capture element within the prepivot business model was not sufficient. Through their pivot, one might argue that this changed
dramatically. As I1 describe, they are still selling the same technology, and with the same end
consumer - but by changing the customer and the channel aspects of the business model towards the
banks (who already had their customer relationships), they have arguable been able to reach far more
end-consumers, increase revenue, and become one of the most prominent platforms within Open
Banking, all while maintaining the same underlying story and value proposition which they originally
started with:
“Our goal is to help people understand their finances, empower them to make smarter choices and
ultimately bring financial happiness. We believe that managing money should be effortless and
rewarding” (Tink, 2020d).
In this context, one of the main learnings should be that value can be captured in many different ways,
and that it can come in many different forms. While the consumer application did capture value
through e.g. brand building towards the general public, which might have helped when pivoting, the
pivot itself enabled Tink to gain what seems like a sustainable business model that could be scaled
and developed upon. For a third-party provider, it could therefore be smart to look at Tink, seeing our
analysis above, and take advantage of their prospective end users’ existing customer stories. When
targeting Main Street Businesses, with lower cash reserves and a lower tendency to adopt new
technologies and services from companies they have no previous relationship with, our results would
indicate that this learning is even more important. Hence, when looking at Main Street Businesses,
our results would indicate that following Tink’s example and developing solutions together with
banks would, currently, be the most promising in order to gain the trust of the target market, but also
to reach a larger audience, and being able to capture more value. Furthermore, seeing how banks are
seemingly bad at providing services to small businesses pre-Open Banking (e.g. Mills, 2019), if the
services improves, we could possibly see an increased level of trust, which would most likely mean
an increased probability of customer retention, over a higher probability of switching banks.
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Connecting this to Gozman, Hedman et al.’s (2018) taxonomy in Figure 6, a clear parallel can be
seen. Although their work is from the perspective of banks, it is possible to view it from the other
way around i.e. if a bank works in a distributor setting, the third-party provider which they are in
collaboration with would arguably be in a producer setting. Hence, tying all of this together, it is
possible to argue for that using banks as either customers or as a sales channel through a platform
business model or a producer business model (from a third-party provider perspective) (ibid), would
give the highest chance of building a sustainable business model with the objective of creating a
Small Business Utopia. This, partly as Main Street Businesses, because of trust and STB being
influential factors, seem more likely to adopt a technology that is affiliated with banks, and partly as
banks are realizing the Open Banking potential to a higher degree (Tink & YouGov, 2020). In this
however, many paths might be taken, such as selling the technology to banks as Tink, or developing
solutions together with the banks, as in the example of Fortnox and Handelsbanken. Here, looking at
the work of e.g. Magretta (2002), Teece (2010), Chatterjee (2013) or Casadesus-Masanell (2010),
one might argue that it becomes important to base one’s strategy and the successive business model
development on an underlying story of how the business should operate. Worth making a remark
about is that this argument stands true as long as the banks have a higher relative trust level compared
to other firms that might deliver the same type of value. If we fast forward another 12 years (it has
been 12 years now since the inception of the smart phone boom), the nature of the relative trust level
might look different, and our analysis would thus have looked different as well.

6.3.4 Business Model Design
With the previous analysis on the value – creation, delivery and capture mechanisms, this section will
provide an analysis on aspects surrounding the design of the business model in the strive towards a
Small Business Utopia. As this study takes the perspective of third-party providers, where the Open
Banking platform and third-party provider Tink have been used as a case-study, the discussion on
business model design will revolve around how these types of financial organizations can design their
business model in order for them to create, deliver and capture value from the Main Street Business
Segment. With this being a cross-sectional study where the phenomenon will be explored in terms of
how the situation is today (Saunders et al., 2009), the analysis will focus on aspects considered
important today and thus largely neglect possible future developments.
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This study has looked upon the business model as the underlying logic of a firm, where all choices
made have consequences, and the most underlying and important choices are the value – creation,
delivery and capture mechanisms (Oswalder et al., 2010; Chatterjee, 2013; Magretta 2002;
Casadesus-Masanell and Ricart, 2010). In terms of value creation, it has previously been argued that
third-party providers should avoid Radical innovations as it potentially could undermine the banks,
and the relationship and trust that banks have built up with many of their customers. Instead, it has
been suggested that third-party providers aiming to provide Main Street Businesses with Open
Banking services could leverage the banks´ trust and relationship built up, in order to create value for
the segment. However, while it has been suggested that banks currently are in a better position than
any newer and smaller FinTechs or other financial organizations, being able to deliver services which
are well-functioning and of high quality can be regarded as the most important aspect. While the
value created and delivered through the Open Banking services can be considered as being of such
high importance, coupling the offering with a great and fitting business model can be regarded as
equally, or even more important in order for an organization to successfully capture value from the
targeted segment. This can, for instance, be seen with Tink, where they pivoted their business model
into offering their technology and services towards financial organizations. By doing so they have
been able to grow into becoming one of Europe´s leading Open Banking platform.
With the above insights in mind, it could be argued that third-party providers could be suggested to
pursue a business model which is designed around complementing the bank and their offerings, rather
than it being set up to directly compete with the banks and their offerings (Guibaud, 2016). In this,
third party-providers could pursue a producer role, where the bank is set up as a distributor where
them as an established actor leverages innovative solutions created by third parties, which are then
offered to the end-customer via the bank´s already broad installed base (Gozman et al., 2018).
Although Tink and the success they found with their “producer” business model (ibid), can not
necessarily be applicable nor fitting for all third-party providers operating within Open Banking, our
findings on the attitudes of the Main Street Businesses suggests that a similar business model arguably
could be suitable. As such, it is argued that, in order to create, deliver, and capture value from and to
the segment, the attitudes as well as the factors affecting those have to be incorporated when designing
the business model. Additionally, when introducing solutions that have the potential to impact both
the existing players within the industry, as well as the intended beneficiaries, it is even more important
to know the market before entering (Rayna & Striukova, 2009; Grant, 2016). It is therefore crucial
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for any third-party providers to adapt their business model (Lee & Shin, 2018) in accordance with the
attitudes of the end-users, as their acceptance results in higher willingness to change their practices
and adopt and start using new technologies (Succi & Walter, 1999). With Main Street Businesses
having moderately positive attitudes towards using Open Banking services, where both trust and STB
were found to be influential factors. As well as it was found that they perceive there to be a great deal
of value in many of the different suggested services, where a service helping with taxes and payroll
being the service which was deemed the most valuable. As such, it could be suggested that a thirdparty provider aiming to provide the segment with Open Banking services would need to adapt their
business model to fit with the Main Street Businesses. As suggested by Hallsworth et al. (2018),
companies who aim to develop a business model in this context should adapt it based on trust, and
the significance it has for the target market. As such, our findings as well as the results of the study
made by Hallsworth et al. (2018) would not only suggest that trust is a significant factor for small
businesses. But that it is essential, and that the segment to a very high degree currently are very
reluctant and does not consider adopting Open Banking services coming directly from any newer and
smaller organization which have not built up any trust towards their customers.
Additionally, as Main Street Businesses displayed the most positive attitudes towards adopting
services aimed at helping them with taxes and payroll, a good strategy could be to start offering those
services that are perceived as being the most demanded and needed. As the Main Street Business
segment has been argued to be somewhat reluctant towards adopting new technologies (OECD, 2018;
Hallsworth et al., 2018), as well as being among the later ones to adopt any new technologies (Rogers,
1962; Franceschinis et al., 2017), third-party providers should aim to adopt their business model and
offering accordingly. As such, approaching the segment with a carefully thought out strategy coupled
with a limited amount of services, where only the most demanded and crucial services are offered in
order to make the Main Street Business segment more comfortable with using innovative financial
services can be deemed an appropriate strategy in an attempt to start offering the segment Open
Banking services. In this, it is according to I2, of significance to eloquently and clearly explain and
display what the services actually can do, by showcasing concrete solutions and use cases, where the
fact that it actually is Open Banking services is irrelevant in the communication with the customers.
With the above analysis in mind, it can be argued that third-party providers aiming to design a
business model which can create, deliver and capture value to and from the Main Street Business
102

segment, should leverage and form partnerships with banks. However, not only would this require
banks to change into a more collaborative model (Remolina, 2019), where many banks already have
formed, or are planning to form, a partnership together with FinTechs (Tink & YouGov, 2020). But
it would also require banks to become more innovative and adapt to the new industry landscape,
where it by I1 is suggested that this is necessary in order to not lose out on a lot of their business.
However, with the head start and luxurious position which banks currently hold; they are in a position
which can be regarded as key in order for Main Street Businesses to be provided with Open Banking
services. Thus, third-party providers aiming to design a business model which will provide the Main
Street Business segment with Open Banking services, in a strive towards a Small Business Utopia,
are suggested to leverage the traditional banks, where they act as the consumer facing provider in the
role of a distributor of the services.
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7. Discussion

7.1 Theoretical Implications
As mentioned in the introductory section of this study, there has previously been little academic
research that, despite its importance, directly addresses the phenomenon of Open Banking.
Furthermore, this is especially true in regard to the context of Open Banking and small businesses.
Therefore, this study’s contribution to the theoretical domain should be seen as a foundation to build
upon for future research, which directly addresses (1) How the attitudes of Swedish Main Street
Businesses are towards Open Banking, and (2) what is important for a third-party provider to consider
when creating, delivering and capturing value to and from the segment. What is important to note
here is that, because of the sample size, this study should be viewed as a glimpse into the topic, and
an introduction, rather than be relied upon for significant findings.
Previous literature has for many years claimed that small businesses are dependent on banks (e.g.
Mills, 2019), and while the development of Open Banking clearly seems to bring possibilities for the
Main Street Businesses, what we have been able to see is that Swedish Main Street Businesses to a
large degree only consider banks for financial services, and that these are highly trusted. Hence,
although Open Banking might make it easier for the Main Street Businesses to switch financial
service providers due to the increased competition, our findings suggests that they might not want to,
nor do they need to. Instead, we predict that the Open Banking development will put pressure on
banks into becoming more innovative, and digital. As previous literature has presented, banks that
have previously focused on data-safety will have to reconsider their competitive advantage. As a
result, as the banks have such an enormous installed base, we see a bigger opportunity for third-party
providers to leverage the bank’s trust over challenging them - Although this implication could easily
change if the banks are reluctant towards the development. In addition, this would mean that our
findings would indicate that the pressure is on the banks to adapt to the Open Banking revolution
(which they increasingly are doing according to Tink & YouGov (2020)). As such, if provided with
better services than before, our findings would suggest that the Main Street Businesses’ trust towards
banks would increase, which in turn would logically decrease their probability of switching banks.
Hence, an important implication of ours is that whereas previous Open Banking literature has claimed
that Open Banking will increase the switching between banks, we present another possible scenario
where those who display reluctance to switch bank pre-Open Banking, will be so even less when they
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experience the improved services, no matter if their bank is providing the most benefit or not Although this is dependent on that the bank in question embraces Open Banking as an opportunity,
which should not necessarily be taken as a given. However, as mentioned, more research is clearly
needed within this area to confirm our results.

7.2 Practical Implications
Looking at the practical implications, the value- creation, delivery, and capture mechanisms can
individually bring insights into the specifics of a business model. However, as aforementioned, it is
when these three factors are combined that a business model design can be looked upon holistically
(e.g. Osterwalder et al., 2010). In the pursuit of a Small Business Utopia, one might argue that there
are several learnings from this study that needs to be taken into consideration when designing a
business model. Here, we will rely on Osterwalder et al.’s (2010) business model canvas to combine
the creation, delivery and capture findings. However, as financial aspects such as revenue and costs
have been beyond this study’s scope, the parts relating to revenue stream and cost structure will be
excluded.
In terms of the customer segments, businesses are as diverse as the people running them. This is why
this study was delimited to look at those businesses that have had the most difficult time being served
by banks i.e. the Main Street Businesses, and thus potentially could benefit greatly from a Small
Business Utopia (Mills, 2019). Despite a small sample, this study has, by comparing the results with
the findings from Hallsworth et al., (2018), been able to distinguish a few learnings which could be
helpful for third-party providers in them looking to target the segment with Open Banking services.
For instance, Main Street Businesses tend to be less open towards adopting new technologies
compared to other types of businesses, and the trust towards banks is high, regardless of how the
relationship is perceived. This means that it is deemed more likely that Main Street Businesses would
be more inclined towards using services from the banks over e.g. a start-up, despite them potentially
being better at serving them with innovative financial services. Hence, following the business model
adopted by Tink, it could be argued that working together with, or towards the banks is most likely
the best option in order to increase adoption from the Main Street Business segment. However, as
seen with the example of iZettle, it is as a third-party provider also possible to target the segment and
end-customer directly. Although our analysis would suggest that it, at the time being, can be seen as
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a riskier, and less viable option unless you have a trusted bank or institution supporting you. Moving
on to the value proposition, it has been found that when delivering value to the Main Street Business
segment, it will be important to skip the technicalities and keep the services simple. Here, an
underlying purpose containing what problems you want to solve e.g. make tax and payroll matters
easily handled will appeal more than technical specifications that might sound impressive. Hence,
when striving towards a Small Business Utopia, making the value proposition easily understood and
the products easy to use are arguably factors that should be prioritized. With this in mind, this study,
in contrast to Hallsworth et al. (2018), do argue that it is possible that the small businesses are ready
for Open Banking, as our sample are willing to pay for some of the Open Banking services proposed.
However, one might argue that they are simply not interested in the difficult-to-understand aspects.
As we have seen when them being presented with specific services, there is a massive discrepancy
compared to other, more technical questions, which suggest that simplicity should be a priority over
e.g. advanced solutions (at least initially). In terms of channels and customer relationships, a similar
argument can be made. As Sweden is highly digital (OECD, 2018), and our sample seems to have
vastly different relationships with their banks, one might argue that this is where third-party providers
could be creative, and establish relationships either through banks or on their own, as both digital and
physical channels could be plausible. However, as it is financial technology within a cashless society
that is being discussed – primarily aiming for digital channels with a personalized, predictive behavior
as in the case described in 1.4 could be regarded as potentially being more scalable in the long-run.
Moreover, learnings can be drawn from Gozman, Hedman et al. (2018) in terms of how to
successfully accomplish this. In this, it is presumed that developing a business model where the banks
work as a (1) platform, through which third-party providers’ solutions are distributed to consumers,
but without the bank making neither an effort into distribution nor creation, could be a successful
model. Alternatively, customer relationships could be built with the bank acting as a (2) distributor,
where the third-party provider develops the solution and where the bank assists in the distribution of
the service, by offering it towards their installed customer base. Both of these models are arguably
supported by our findings and can be argued to be viable options, as they could work as an example
of how both banks and third-party providers could find synergy through leveraging the banks’ trust
as well as the third-party providers’ innovative solutions.
When looking at the left side of the business model canvas i.e. key activities, key resources and key
partners, similar stories can be told. In terms of activities, it is as mentioned important to keep the
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services offered towards the Main Street Businesses simple i.e. solving pain points in the most userfriendly manner possible (e.g. through one click). Through Hallsworth et al. (2018), one might argue
that the Main Street Businesses are mainly interested in solving existing problems, rather than taking
risks to solve issues that might show up in the future. In contrast, if the banks are the customers, such
as in Tink’s business model, simplicity might not be as highly prioritized. Instead, one should rather
focus on delivering a product which is superior in solving the problem in which it promises to solve,
so that the banks’ customers will get superior service in turn. In this case, key activities will be closely
related to key partners (the bank perhaps being the most prominent one in this case), and the activities
should arguably be focused on providing the innovative solutions instead of e.g. establishing trust
with the Main Street Businesses. Consequently, staying true to the underlying story to why the
business was founded, is important (Magretta, 2002), and if the value proposition is phrased in the
form of solving a problem - that will pave the way towards a Small Business Utopia - then key
activities should first and foremost be prioritized around this area no matter if the third-party provider
primarily targets the Main Street Businesses, or the banks. Finally, in terms of key resources, the
relations with other entities (regardless if these are customers or partners), and the data on which
products and services will be based upon are the most significant, regardless of if one develops
solutions for private consumers or businesses. In the context of Main Street Businesses in particular,
our results suggest that for the time being, trust cannot be overrated. If the Main Street Businesses
establishes trust towards the third-party provider and/or their partners, and believes that they need
what can be delivered, then that should be considered powerful. In this, to get to the point where the
third-party provider has what the Main Street Business perceive they need, the product or service will
be in the center. Hence, the value proposition could also be seen as a key resource.
To summarize, one might argue that when introducing Open Banking services to Main Street
Businesses in the pursuit of a Small Business Utopia, a few business model design aspects are
especially important: (1) Trust: gaining the trust of a Main Street Business is seemingly not an easy
task, but yet important in order for them to be willing to adopt new technologies and innovations. In
order to gain this trust, or leverage the trust built up by others, (2) having a good relationship with
banks and/or other trusted organizations and large institutions is of importance. As Open Banking is
becoming more established, third-party providers now have the opportunity to build something great
together with the already established parties, but for that to become a reality, (3) a high quality product
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and a corresponding value proposition which solves Main Street Businesses’ real problems, and
which does not undermine the bank, but rather strengthens them can be considered important.

8. Conclusion

The financial industry has been experiencing a great amount of innovation during the last decade, and
it is not controversial to predict that more is to come. But in an industry which many are dependent
on, one might ask how increased innovation affect those who are somewhat reluctant to technology
adoption, and whom have a reputation to have difficulties in their relationship with their bank. To
find out, this study looked into the phenomenon Open Banking, which is affecting the financial
industry heavily since the enforcement of the EU directive PSD2 in 2019. More specifically, whereas
most literature on the topic has looked into how the relationship between the banks and private
consumers would be affected, this study has looked into (1) how Main Street Businesses e.g. your
local coffee shop or your neighborhood barbershop, sees Open Banking and potential associated
services offered to them, and (2) how third-party providers best could approach the challenge of
providing services to the Main Street Businesses, in the strive for a Small Business Utopia, a concept
presented by Mills (2019).
For this purpose, this study relied on a modified version of the Technology Acceptance Model to ask
Main Street Businesses in Sweden, one of the most digital and innovative countries according to e.g.
OECD (2018), how they perceived Open Banking, their attitudes towards using possible Open
Banking services, and their relationship with their bank. As our sample was highly affected by the
Covid-19 outbreak, resulting in small sample, our findings were compared to a similar market
research study performed by KMPG (Hallsworth et al., 2018) to avoid sample size neglect as much
as possible (Kahneman, 2012). Our results showed that the attitudes towards Open Banking are
moderately positive at best i.e. quite neutral, but that there seems to be potential if presented with
specific, and easily understood solutions – With a digital tool to help with taxes and payroll being the
most interesting (although not by a large margin). Furthermore, a significant finding from both our
sample and Hallsworth et al (2018) is that the trust and the stickiness to traditional banking can be
determined as high for the Main Street Businesses.
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Next, we interviewed two representatives from the leading Open Banking platform Tink on their
business model, and how they viewed Main Street Businesses as Open Banking consumers. Then,
these learnings were combined with prominent business model research (Magretta, 2002; CasadesusMasanell & Ricart, Osterwalder et al., 2010; Chatterjee, 2013; Gozman, Hedman et al., 2018) into
segments of value - creation, delivery, and capture to analyze how to best design a business model in
order to introduce Open Banking services to the Main Street Business segment. Our results show that
while the circumstances might change as the development has only begun, leveraging banks’ wide
trust on the market seems to be the most efficient way of fostering Open Banking adoption among
Main Street Businesses. This can in turn either be done through different collaborative business
models or by approaching banks as prospective customers. Regardless, following the logic of scholars
such as Magretta (2002) and Casadesus-Masanell & Ricart (2010), developing an underlying story
and a value proposition which relates to the problem being solved will be important for value creation, -delivery and -capture alike, but also when considering the long-term business model
development.

8.1 Limitations and Future research
This study is subject to a number of limitations that in turn could guide future research. As expected,
one of the most significant limitations of this study is the sample size, where a survey response rate
of 11 Main Street Businesses unfortunately, yet naturally, limits the representativeness, the quality of
our primary research, and our analysis as a result. Also, as a result of us not being able to physically
distribute surveys, we realize that while we have only sent the survey to business owners whose
business fits our profile, we have had little control over who actually has answered our survey. While
the incorporation of secondary data from e.g. Hallsworth et al. (2018) have given us an indication
towards how a larger sample might have answered on a wider scale, and thus some weight behind
our analysis, a bigger sample of Swedish Main Street Businesses would have provided us with a
better image of how the situation looks in Sweden. With this in mind, in order to test and validate our
results, future research would be needed in order to more comprehensibly investigate the attitudes
and technology adoption of Main Street Businesses. Furthermore, because of the sample limitations,
that as far as we understand can be attributed to the Covid-19 outbreak, additional nuance has been
left out, such as potential differences between the different types of Main Street Businesses surveyed.
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Hence, it cannot be said that there are any differences between e.g. a restaurant and a barber at this
point, even though the study was designed partly to find some data on that subject. With a larger
sample size, future research would be in a position to mitigate this, by getting a more representative
sample and controlling it so that the analysis can be drawn from different groups in terms of e.g. trust
towards banks and level of conservatism regarding technology adoption.
On a related note, through our revised plan of analysis of incorporating British data (Hallsworth et
al., 2018), we were able to get an international outlook on the topic at hand. Through this, we could
see an indication towards that Swedish Main Street Businesses were more inclined towards adopting
technology. Here, while both samples indicated that tools to assist with taxes was most sought after,
a clear majority of our sample indicated that they would pay for such a solution (63.6%), whereas
only about 12% of The Steady Conservative would. This raised the important question whether there
are any cultural differences within Europe related to this topic that potentially could have impacted
the results. The significance of the question comes from that PSD2 stretches over the EU, and that
organizations are able to collect data from corporations and individuals in various nations (Tink,
2020b). Hence, this both provides an opportunity for future research, as well as clear limitation to the
findings of this study.
Naturally, as the recommendations for the business model design are partly based on the attitudes of
the Main Street Businesses, similar limitations apply here. In addition, the study has been theoretical,
and while our analysis mainly agrees with the conclusions of e.g. Hallsworth et al. (2018) and Mills
(2019), two limitations should especially be highlighted. Firstly, it is well documented that a business
model needs to be constantly developed to stay both dynamic and innovative (e.g. Teece, 2010;
Casadesus-Masanell & Ricart, 2010; Chatterjee, 2013). Thus, this also means that to truly find out
what works best in a constantly developing market, testing is key. Here, while we put forward
practical guidelines for business model design, one must also be aware that there might be a
discrepancy between attitudes in a survey versus attitudes when faced with the decision to actually
adopt a technology. Similarly, While Tink & YouGov (2020) claim that banks are increasingly
positive towards FinTech relationships all across Europe, the nature of how these relationships would
look like is not explored. Hence, a clear limitation with our study is that while the analysis
incorporates the banks’ role as highly important, no primary research on banks’ attitudes have been
collected, which calls for future research within the area.
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Lastly, although outside of this study’s direct scope, as trust is emphasized as critical for Main Street
Businesses (e.g. Hallsworth et al., 2018; Ropega, 2011; Berger et al., 2014; Mills, 2019; Tink &
YouGov, 2020), it can be seen as vital factor for a Small Business Utopia to potentially become
established and a reality. In this, it is also clear through literature such as Mills (2019) and Pike
(2018), that the relationship conditions are not ideal. Thus, one might wonder if it is solely the banks’,
now seemingly former, wide customer retention strategy of not sharing data with potential
competitors that has enabled this trust, and it could be interesting for future research to investigate
how trust can be built in the age of the Open Banking revolution.

111

9. Reference List
Abe-eba.eu (2016). Understanding the Business Relevance of Open APIs and Open Banking for
Banks. Retrieved 23 March 2020, from https://www.abe
eba.eu/media/azure/production/1522/business-relevance-of-open-apis-and-open-banking-forbanks.pdf
Aldás-Manzano, J., Lassala-Navarré, C., Ruiz-Mafé, C., & Sanz-Blas, S. (2009). Key drivers of
internet banking services use. Online Information Review, 33(4), 672–695.
https://doi.org/10.1108/14684520910985675
Al-Gahtani, S. (2001). The Applicability of TAM Outside North America. Information Resources
Management Journal, 14(3), 37-46. https://doi.org/10.4018/irmj.2001070104
Alsajjan, B., & Dennis, C. (2006). The Impact of Trust on Acceptance of Online Banking.
European Association of Education and Research in Commercial Distribution. (June), 1–19.
Al-Somali, S. A., Gholami, R., & Clegg, B. (2009). An investigation into the acceptance of online
banking in Saudi Arabia. Technovation, 29(2), 130-141.

Baden-Fuller, C., & Morgan, M. S. (2010). Business models as models. Long range planning, 43(23), 156-171.
Baesens, B. (2014), Analytics in a Big Data World: The Essential Guide to Data Science and its
Applications. Wiley and SAS Business Series.
Beck, T., & Demirguc-Kunt, A. (2006). Small and medium-size enterprises: Access to finance as a
growth constraint. Journal of Banking & finance, 30(11), 2931-2943.
Bell, J. (2005) Doing Your Research Project (4th edn). Buckingham: Open University Press.

112

Berger, A. N., Goulding, W., & Rice, T. (2014). Do small businesses still prefer community
banks? Journal of Banking & Finance, 44, 264-278.
Blaikie, N. (1991). A critique of the use of triangulation in social research. Quality & Quantity:
International Journal of Methodology, 25(2), 115–136.
Bower, J. L., & Christensen, C. M. (1995). Disruptive technologies: catching the wave.
Brodsky, L., & Oakes, L. (2017, September). Data sharing and Open Banking. Retrieved from
https://www.mckinsey.com/industries/financial-services/our-insights/data-sharing-and-openbanking
Bryman, A., & Bell, E. (2015). Business Research Methods. Oxford University Press, USA.

Casadesus-Masanell, & Ricart. (2010). From Strategy to Business Models and onto Tactics. Long
Range Planning, 43(2), 195-215.
Chatterjee, S. (2013). Simple Rules for Designing Business Models. California Management
Review, 55(2), 97-124.
Chesbrough, H. (2010). Business Model Innovation: Opportunities and Barriers. Long Range
Planning, 43(2), 354-363.
Christensen, C. M. (1992). Exploring the limits of the technology S-curve. Part I: component
technologies. Production and operations management, 1(4), 334-357.
Christensen, C. M., Raynor, M. E., & McDonald, R. (2015). What is disruptive
innovation. Harvard business review, 93(12), 44-53.
Cooper, R. G. (2011). Perspective: The innovation dilemma: How to innovate when the market is
mature. Journal of Product Innovation Management, 28(s1), 2-27.
113

Cordial. (2020, February 14). Tink och Stockfiller vinner Business Model Awards 2019. Retrieved
May 10, 2020, from https://www.cordial.se/affarsmodellbloggen/bma19-winners/

Crutzen, N., & Van Caillie, D. (2008). The business failure process: an integrative model of the
literature. Review of Business and Economics, 53(3), 287-316.
Cucculelli, M., & Bettinelli, C. (2015). Business models, intangibles and firm performance:
evidence on corporate entrepreneurship from Italian manufacturing SMEs. Small Business
Economics, 45(2), 329-350.
Curran, J., & Blackburn, R. A. (2001). Researching the small enterprise. London; Thousand Oaks,
Calif: SAGE Publications.
Dahmen, P., & Rodríguez, E. (2014). Financial Literacy and the Success of Small Businesses: An
Observation from a Small Business Development Center. Numeracy: Advancing Education in
Quantitative Literacy, 7(1).
Davis, F.D., Bagozzi, R.P. & Warshaw, P.R. (1989). User acceptance of computer technology: a
comparison of two theoretical models. Management Science. 35(8), 982-1003.
https://doi.org/http://dx.doi.org/10.1287/mnsc.35.8.982
Davis, Fred. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of
Information Technology. MIS Quarterly. 13(3), 319–340. https://doi.org/10.2307/249008
Davis, Fred D. (1993)."User acceptance of information technology: system characteristics, user
perceptions and behavioral impacts." International Journal of Man-Machine Studies 38(3): 475-487.
Davis, F. D., & Venkatesh, V. (1996). A critical assessment of potential measurement biases in the
technology acceptance model: three experiments. International journal of human-computer studies,
45(1), 19-45.
114

Durkin, M., McCartan-Quinn, D., O’Donnell, A., & Howcroft, B. (2003). Retail bank
customer preferences: personal and remote interactions. International Journal of Retail &
Distribution Management. 31(4), 177–189. https://doi.org/10.1108/09590550310469176
EBA, (2017). Technical Standards on the EBA Register under PSD2. European Banking Authority.
Retrieved from https://eba.europa.eu/regulation-and-policy/payment-services-and-electronicmoney/technical-standards-on-the-eba-register-under-psd2
Eriksson, L. T., Hultman, J., & Naldi, L. (2008). Small business e-commerce development in
Sweden–an empirical survey. Journal of Small Business and Enterprise Development.
European Commission (2020). Supporting entrepreneurs and the self-employed. Retrieved 19
March 2020, from https://ec.europa.eu/social/main.jsp?catId=952&intPageId=3510&langId=en
European Commission. (2019, June 17). European innovation scoreboard. Retrieved May 10, 2020,
from https://ec.europa.eu/growth/industry/policy/innovation/scoreboards_en
European Union (2015). DIRECTIVE (EU) 2015/2366 OF THE EUROPEAN PARLIAMENT
AND OF THE COUNCIL of 25 November 2015 on payment services in the internal market,
amending Directives 2002/65/EC, 2009/110/EC and 2013/36/EU and Regulation (EU) No
1093/2010, and repealing Directive 2007/64/EC. Brussels.
Fishbein, M. & Ajzen, I. (1975), Belief, Attitude, Intention and Behavior: An Introduction to
Theory and Research, Addison-Wesley, Reading, MA. https://doi.org/10.2307/2065853
Flint, D. J., Woodruff, R. B., & Gardial, S. F. (1997). Customer value change in industrial
marketing relationships: A call for new strategies and research. Industrial Marketing Management,
26(2), 163–175. doi:10.1016/S0019-8501(96)00112-5

115

Fortnox AB. (2017). Fler bankkopplingar i Fortnox. Fortnox Magasine - Till Framtiden Med
Digital Byrå Så Kan Du Dra Nytta Av Fortnox Inbyggda Intelligens. Retrieved from
https://www.fortnox.se/pdf/fortnox_magazine_1.pdf
Fortnox AB. (2019). Framtidens affärssystem genom integrationer. Fortnox Magazine - Fokus På
Rådgivning. Retrieved from https://www.fortnox.se/pdf/fortnox_magazine_nr4_2019.pdf
Foster, R. (1986), Innovation: The Attacker’s Advantage, Summit Books, New York.
Foss, N. J., & Saebi, T. (2017). Fifteen years of research on business model innovation: How far
have we come, and where should we go?. Journal of Management, 43(1), 200-227.
Franceschinis, C., Thiene, M., Scarpa, R., Rose, J., Moretto, M., & Cavalli, R. (2017). Adoption of
renewable heating systems: An empirical test of the diffusion of innovation theory. Energy, 125(C),
313-326.
Gefen, D. (2000). E-commerce: the role of familiarity and trust. Omega. 28(6), 725-737.
https://doi.org/10.1016/s0305-0483(00)00021-9
Gefen, D. & Straub, D. (2000). The relative importance of perceived ease of use in IS adoption: a
study of e-commerce adoption. Journal of the Association for Information Systems. 1(8), 1-28.
https://doi.org/10.17705/1jais.00008
George, J. M., & Jones, G. R. (2000). The role of time in theory and theory building. Journal of
management, 26(4), 657-684.
Golder, P. N., & Tellis, G. J. (1993). Pioneer advantage: Marketing logic or marketing
legend? Journal of marketing Research, 30(2), 158-170.
Gomber, P., Kauffman, R., Parker, C., & Weber, B. (2018). On the Fintech Revolution: Interpreting
the Forces of Innovation, Disruption, and Transformation in Financial Services. Journal Of
Management Information Systems, 35(1), 220-265. doi: 10.1080/07421222.2018.1440766
116

Gov.uk (2017) Open Banking revolution moves closer. Retrieved 19 March 2020, from
https://www.gov.uk/government/news/open-banking-revolution-moves-closer
Gozman, D., Hedman, J., & Sylvest, K. (2018). Open Banking: Emergent Roles, Risks &
Opportunities. In ECIS 2018 Proceedings Atlanta, GA: Association for Information Systems. AIS
Electronic Library (AISeL). Proceedings of the European Conference on Information Systems
Gozman, D., Liebenau, J., & Mangan, J. (2018). The innovation mechanisms of fintech start-ups:
insights from SWIFT’s innotribe competition. Journal of Management Information Systems, 35(1),
145-179.
Grant, A. (2013). Give and take: A Revolutionary Approach to Success. New York, NY: Viking.
Grant, A. (2016). Originals. Penguin USA.
Grieg, P., Mills, K., Snowe, O., Walsh, M., Anderson, J., Engle, D., … Wilson, G. (2018). Main
Street Matters - Ideas for Improving Small Business Financing. Washington, DC: Bipartisan Policy
Center. Retrieved from https://bipartisanpolicy.org/wp-content/uploads/2019/03/Main-StreetMatters-Ideas-for-Improving-Small-Business-Financing.pdf
Guibaud, S. (2016). “How to develop a profitable, customer-focused digital banking strategy: Open
Banking services and developer-friendly APIs.” Journal of Digital Banking 1 (1), 6-12.
Hallsworth, J., Westlake, P., Roberts, T., Rawal, A., Johnson, R., Wess, E., & Badani, Y. (2018). Is
Open Banking open for business? KPMG. Retrieved from
https://assets.kpmg/content/dam/kpmg/uk/pdf/2018/11/is-open-banking-open-for-business.pdf
Hannan, M. T., & Freeman, J. (1989). Organizational ecology. Harvard university press.

117

Harris, L.C., & Goode M.M.H. (2004). The Four Levels of Loyalty and the Pivotal Role of Trust: a
Study of Online Service Dynamics. Journal of Retailing. 80(2), 139-158.
https://doi.org/10.1016/j.jretai.2004.04.002
Hastie, T., Tibshirani, R., and Friedman, J. (2009), The Elements of Statistical Learning: Data
Mining, Inference, and Prediction. 2nd Edition. Springer.
Hatch, M., Schmitz, C., Lloyd, J., Mittal, V., Bull, T., Chen, S., & Chiselita, D. (2019). Global
FinTech Adoption Index 2019 - As FinTech becomes the norm, you need to stand out from the
crowd. EY. Retrieved from https://www.ey.com/en_gl/ey-global-fintech-adoption-index
Hedén Westerdahl, Y., & Nilsson, K. (2020). The Swedish Economy April 2020. The National
Institute of Economic Research. Retrieved from
https://www.konj.se/download/18.6bd03603171362cacf2541e/1586176997460/SEApr2020.pdf
Heshmati, A. (2001). On the growth of micro and small firms: evidence from Sweden. Small
business economics, 17(3), 213-228.
Hoeffler, S. (2003). Measuring preferences for really new products. Journal of marketing
research, 40(4), 406-420.
Hofstede, G, Hofstede, G.J, & Minkov, M. (2010). Cultures and organizations: Software of the
mind: International cooperation and its importance for survival (3.rd ed.). New York: McGrawHill.
Hsu, C. L., & Lin, J. C. C. (2016). Effect of perceived value and social influences on mobile app
stickiness and in-app purchase intention. Technological Forecasting and Social Change, 108, 42–53.
doi:10.1016/j.techfore.2016.04.012
Hub.tink.com (2020a). How Avanza eliminated friction for users and doubled their conversion rate.
Retrieved 20 April, 2020. from

118

https://hub.tink.com/hubfs/05%20Resources/Use%20Cases/Avanza_Use_Case_Tink.pdf?hsCtaTrac
king=9bf6d5de-311e-4d24-9fe7-56d529511125%7C6e9bcafd-e251-466e-9ddc-f6222a317b21
Hub.tink.com (2020b). How SBAB got 50,000 consumers to challenge their mortgage rates.
Retrieved 20 April, 2020. from
https://hub.tink.com/hubfs/sbab_use_case_tink_carousel.pdf?utm_referrer=https%3A%2F%2Ftink.
com%2Fuse-cases%2F
Igbaria, M., Guimaraes, T. & Davis, G.B. (1995). Testing the determinants of microcomputer usage
via a structural equation model. Journal of Management Information Systems, 11(4), 87-114.
https://doi.org/10.1080/07421222.1995.11518061
iZettle (2020) About us. Retrieved 23 April, 2020. from https://www.izettle.com/gb/about-us
Jacobsen, D., Brail, G., Woods, D. (2012). “APIs: A strategy Guide.” O’Reilly Media, Inc.
Retrieved from https://the-eye.eu/public/Books/IT%20Various/apis_a_strategy_guide.pdf
James, G., Witten, D., Hastie, T., Tibshirani, R., Casella, G., Fienberg, S., & Olkin, I. (2013). An
Introduction to Statistical Learning: With Applications in R (Vol. 103, Springer Texts in Statistics).
New York, NY: Springer New York.
Kahneman, D. (2012). Thinking, fast and slow. London: Penguin.
Karjaluoto, H., Mattila, M., & Pento, T. (2002). Factors underlying attitude formation towards
online banking in Finland. International Journal of Bank Marketing. 20(6), 261–272.
https://doi.org/10.1108/02652320210446724
Kellberg, A. (2015, February 17). Svenskarna byter partner oftare än bank. Retrieved from
https://www.di.se/artiklar/2015/2/13/svenskarna-byter-partner-oftare-an-bank/
Koksal, A., & Arditi, D. (2004). An input/output model for business failures in the construction
industry. Journal of Construction Research, 5(01), 1-16.
119

Kvale, S., & Brinkmann, S. (2015) Interview: Det kvalitative forskningsinterview som håndverk (3.
udg). Kobenhavn: Hans Reitzels Förlag
Lantz, B. (2013). Machine Learning with R. Packt Publishing.
Laukkanen, T. (2016). Consumer adoption versus rejection decisions in seemingly similar service
innovations: The case of the Internet and mobile banking. Journal of Business Research. 69(7),
2432-2439. https://doi.org/10.1016/j.jbusres.2016.01.013
Lee, J., & Allaway, A. (2002). Effects of personal control on adoption of self-service technology
innovations. Journal of Services Marketing, 16(6), 553–572. doi:10.1108/08876040210443418
Lee, K., Kang, I. & McKnight, D. (2007). Transfer From Offline Trust to Key Online
Perceptions: An Empirical Study. IEEE Transactions on Engineering Management, 54(4),
729-741. https://doi.org/10.1109/tem.2007.906851
Lee, I., & Shin, Y. J. (2018). Fintech: Ecosystem, business models, investment decisions, and
challenges. Business Horizons, 61(1), 35-46.
Lin, J. C. C. (2007). Online stickiness: Its antecedents and effect on purchasing intention.
Behaviour & Information Technology, 26(6), 507–516. doi:10.1080/01449290600740843
Larsson, E., Hedelin, L., & Gärling, T. (2003). Influence of expert advice on expansion goals of
small businesses in rural Sweden. Journal of Small Business Management, 41(2), 205-212.
Lieberman, M. B., & Montgomery, D. B. (1998). First-mover (dis) advantages: retrospective and
link with the resource-based view. Strategic management journal, 19(12), 1111-1125.
Lieberman, M. B., & Montgomery, D. B. (2013). Conundra and progress: Research on entry order
and performance. Long Range Planning, 46(4-5), 312-324.
120

Lloyd, J., She, A., Gulamhuseinwala, I., Bellens, J., Pogson, K., & Entwhistle, M. (2017). As
FinTech evolves, can financial services innovation be compliant? The emergence and impact of
regulatory sandboxes — in the Uk and across Asia-Pacific. Ernst & Young Advisory Services Ltd.
Retrieved from https://www.ey.com/Publication/vwLUAssets/ey-the-emergence-and-impact-ofregulatory-sandboxes-in-uk-and-across-apac/$FILE/ey-the-emergence-and-impact-of-regulatorysandboxes-in-uk-and-across-apac.pdf
Lundblad, J. P. (2003). A review and critique of Rogers' diffusion of innovation theory as it applies
to organizations. Organization Development Journal, 21(4), 50.
Magretta, J. (2002). "Why Business Models Matter." Harvard Business Review 80(5): 86-92.
Markides, C., & Geroski, Paul A. (2005). Fast Second: How Smart Companies Bypass Radical
Innovation to Enter and Dominate New Markets. Chichester: John Wiley and Sons.
McIntyre, A., Eroglu, H., McFarlane, A., Rothwell, G., Olijve, M., & Gagliardi, L. (2018). It’s Now
Open Banking. Accenture. Retrieved from https://www.accenture.com/_acnmedia/pdf90/accenture-open-banking-businesses-survey.pdf
Mills, K. G. (2019). Fintech, Small Business & The American Dream: How Technology Is
Transforming Lending and Shaping a New Era of Small Business Opportunity. Cham: Palgrave
Macmillan.
Mitchell, W. (1991). Dual clocks: Entry order influences on incumbent and newcomer market share
and survival when specialized assets retain their value. Strategic Management Journal, 12(2), 85100.
Morgan, R. & Hunt, S. (1994). The Commitment-Trust Theory of Relationship Marketing.
Journal of Marketing. 58(3), 20. https://doi.org/10.2307/1252308
Moscalu, M., Girardone, C., & Calabrese, R. (2019). SMEs’ growth under financing constraints and
banking markets integration in the euro area. Journal of Small Business Management, 1-40.
121

Mukherjee, A. & Nath, P. (2003). A model of trust in online relationship banking. International
Journal of Bank Marketing, 21(1), 5-15. https://doi.org/10.1108/02652320310457767
Neumark, D., Wall, B., & Zhang, J. (2011). Do small businesses create more jobs? New evidence
for the United States from the National Establishment Time Series. The Review of Economics and
Statistics, 93(1), 16-29.
OECD (2018), OECD Reviews of Digital Transformation: Going Digital in Sweden, OECD
Publishing, Paris, https://doi.org/10.1787/9789264302259-en.
Oliva, R., Sterman, J. D., & Giese, M. (2003). Limits to growth in the new economy: exploring the
‘get big fast’strategy in e-commerce. System Dynamics Review: The Journal of the System
Dynamics Society, 19(2), 83-117.
Omarini, A. (2018). Banks and Fintechs: How to Develop a Digital Open Banking Approach for the
Bank’s Future. International Business Research, 11(9), 23. doi: 10.5539/ibr.v11n9p23
Ooghe, H., & De Prijcker, S. (2008). Failure processes and causes of company bankruptcy: a
typology. Management decision.
Osterwalder, A., Pigneur, Y., & Clark, T. (2010). Business Model Generation: A Handbook for
Visionaries, Game Changers, and Challengers. Wiley: Hoboken, NJ.
Partington, R. (2020, February 11). This article is more than 2 months old UK GDP: British
economy stalls amid political uncertainty. The Guardian. Retrieved from
https://www.theguardian.com/business/2020/feb/11/uk-gdp-british-economy-zero-growth
Persson, J. (2020). Basfakta om företag. Retrieved March 17, 2020, from
https://tillvaxtverket.se/statistik/foretagande/basfakta-om-foretag.html

122

Phaneuf, A. (2019, October 14). How Open Banking and bank APIs are boosting fintech growth.
Business Insider. Retrieved from https://www.businessinsider.com/open-banking-api-trendsexplained?r=US&IR=T
Pike, C. (2018). Competition and Open API Standards in Banking. Digitalisation and Finance,
Forthcoming. Available at SSRN: https://ssrn.com/abstract=3487628
Pikkarainen, K. (2015). Consumer acceptance of online banking: An extension of the
Technology Acceptance Model Consumer acceptance of online banking: an extension of the
technology acceptance model. Internet Research. 14(October), 10–11.
https://doi.org/10.1108/10662240410542652
Provost, F and T. Fawcett (2013), Data Science for Business: What You Need to Know About Data
Mining and Data-Analytic Thinking. O’Reilly.
Qualtrics. (2020a). Qualtrics CoreXM // Qualtrics. Retrieved April 13, 2020, from
https://www.qualtrics.com/core-xm/
Qualtrics. (2020b). How to Determine the Correct Survey Sample Size. Retrieved from
https://www.qualtrics.com/experience-management/research/determine-sample-size/
Rayna, T., & Striukova, L. (2009). The curse of the first-mover: when incremental innovation leads
to radical change. International Journal of Collaborative Enterprise, 1(1), 4-21.
Reichheld, F., & Schefter, P. (2000). E-Loyalty. Your secret weapon on the Web. Harvard Business
Review, (Jul-Aug), pp. 105–113.
Remenyi, D., Williams, B., Money, A. and Swartz, E. (1998) Doing Research in Business and
Management: An Introduction to Process and Method. London: Sage.
Remolina, N. (2019). Open Banking: Regulatory challenges for a new form of financial
intermediation in a data-driven world. SSRN Electronic Journal, 05. doi: 10.2139/ssrn.3475019
123

Rogers, E M.(1962). Diffusion of innovations. New York, USA: Free Press of Glencoe, 1, 79-134.
Rogers, E. M. (2003). Diffusion of innovations (5th ed.). New York: Free Press.
Ronneby Kommun. (2020). Kommunfakta för Ronneby. Retrieved April 12, 2020, from
https://www.ronneby.se/kommun--politik/kommunfakta-for-ronneby.html
Ropega, J. (2011). The reasons and symptoms of failure in SME. International Advances in
Economic Research, 17(4), 476-483.
Saunders, M., Lewis, P., & Thornhill, A. (2009). Research Methods for Business Students. Pearson
Education.
Scardovi, C. (2016). Restructuring and Innovation in Banking (SpringerBriefs in Finance). Cham:
Springer International Publishing.
SCB. (2020a, March 5). Yrken i Sverige. Retrieved March 17, 2020, from https://www.scb.se/hittastatistik/sverige-i-siffror/utbildning-jobb-och-pengar/yrken-i-sverige/
SCB. (2020b). Hierarkisk visning från avdelningsnivå och nedåt - SNI 2007. Retrieved March 17,
2020, from http://www.sni2007.scb.se/snihierarki2007.asp?sniniva=2&snikod=96 &test=20
SCB. (2020c). Hierarkisk visning från avdelningsnivå och nedåt - SNI 2007. Retrieved March 17,
2020, from http://www.sni2007.scb.se/snihierarki2007.asp?sniniva=2&snikod=56 &test=20
SCB. (2020d). Hierarkisk visning från avdelningsnivå och nedåt - SNI 2007. Retrieved March 17,
2020, from http://www.sni2007.scb.se/snihierarki2007.asp?sniniva=3&snikod=477 &test=20
Shaikh, A. & Karjaluoto, H. (2015). Mobile banking adoption: A literature review. Telematics and
Informatics, 32(1), 129-142. https://doi.org/10.1016/j.tele.2014.05.003

124

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of
consumption values. Journal of Business Research, 22(2), 159–170. doi:10.1016/01482963(91)90050-8
Sinkovics, N. (2018). Pattern matching in qualitative analysis. In Cassell, C., Cunliffe, A. L., &
Grandy, G. The sage handbook of qualitative business and management research methods (pp. 468484). 55 City Road, London: SAGE Publications Ltd doi: 10.4135/9781526430236
Sinek, S. (2009, September). How Great Leaders Inspire Actions [Video file] Retrieved March 17,
2020, from
https://www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action/transcript?language=en
Sivathanu, B. (2019). An Empirical Study on the Intention to Use Open Banking in India.
Information Resources Management Journal, 32(3), 27-47. doi: 10.4018/irmj.2019070102
Stockholm Stad. (2020, February 24). Befolkning. Retrieved April 12, 2020, from
https://start.stockholm/om-stockholms-stad/utredningar-statistik-och-fakta/statistik/befolkning/
Suarez, F., Grodal, S., & Gotsopoulos, A. (2013). Perfect timing? Dominant category and the
window of opportunity for firm entry into emerging industries. Strategic Management Journal.
Forthcoming
Suarez, F. F., & Lanzolla, G. (2007). The role of environmental dynamics in building a first mover
advantage theory. Academy of Management Review, 32(2), 377-392
Succi, M.J. and Walter, Z.D. (1999), “Theory of user acceptance of information technologies: an
examination of health care professionals”, Proceedings of the 32nd Hawaii International
Conference on System Sciences (HICSS), pp. 1-7.
Suh, B., & Han, I. (2002). Effect of trust on customer acceptance of Internet banking. Electronic
Commerce research and applications, 1(3-4), 247-263.
125

Svensk Handel. (2020a). Handelns betydelse … För Sverige För Skåne län och dess kommuner.
Svensk Handel. Retrieved from https://www.svenskhandel.se/globalassets/dokument/verksam-ihandeln/radgivning/stads-och-plats/regional-statistik/skane-lan.pdf
Svensk Handel. (2020b). Handelns betydelse … För Sverige För Jönköpings län och dess
kommuner. Svensk Handel. Retrieved from
https://www.svenskhandel.se/globalassets/dokument/verksam-i-handeln/radgivning/stads-ochplats/regional-statistik/jonkopings-lan.pdf
Svensk Handel. (2020c). Handelns betydelse … För Sverige För Västerbottens län och dess
kommuner. Svensk Handel. Retrieved from
https://www.svenskhandel.se/globalassets/dokument/verksam-i-handeln/radgivning/stads-ochplats/regional-statistik/vasterbottens-lan.pdf
Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple
item scale. Journal of Retailing, 77(2), 203–220. doi:10.1016/S0022-4359(01)00041-0
Tashakkori, A., Teddlie, C., & Teddlie, C. B. (2003). Handbook of Mixed Methods in Social &
Behavioral Research. SAGE.
Teece, D. (2010). Business Models, Business Strategy and Innovation. Long Range Planning,
43(2), 172-194.
Tink & YouGov. (2019). Open Banking 2019: Inside the minds of Europe’s bankers. Tink.
Retrieved from: https://openbanking.tink.com/?utm_referrer=https%3A%2F%2Ftink.com%2F
Tink. (2020a). Tink products: Financial data and digital banking products. Retrieved March 17,
2020, from https://tink.com/products/
Tink. (2020b). Building the future of finance. Retrieved March 23, 2020, from
https://tink.com/about-us/
126

Tink. (2020c). Enhanced credit scoring: Lower your risk: Tink solutions. Retrieved March 23,
2020, from https://tink.com/solutions/credit-scoring/
Tink (2020d). About Tink. Retrieved April 26, 2020. from https://jobs.tink.se/

Tink, & YouGov. (2020). Open Banking attitudes and fintech partnerships. Tink. Retrieved from
https://tink.com/resources/reports/attitudes-and-partnerships
Tran, H. & Corner, J. (2016). The impact of communication channels on mobile banking
adoption. International Journal of Bank Marketing, 34(1), 78-109.
https://doi.org/10.1108/IJBM-06-2014-0073
Wainer, H., & Zwerling, H. (2006). Evidence That Smaller Schools Do Not Improve Student
Achievement. The Phi Delta Kappan,88(4), 300-303. Retrieved from
www.jstor.org/stable/20442243
Waite, K., & Harrison, T. (2015). Online banking adoption: We should know better 20 years on.
Journal Of Financial Services Marketing, 20(4), 258-272. https://doi.org/10.1057/fsm.2015.19
Woodruff, R. (1997). Customer value: The next source for competitive advantage. Journal of the
Academy Of Marketing Science, 25(2), 139-153. doi: 10.1007/bf02894350
Yin, R.K. (2003) Case Study Research: Design and Method (3rd edn). London: Sage.
Zachariadis, M., & Ozcan, P. (2016). The API Economy and Digital Transformation in Financial
Services: The Case of Open Banking. SSRN Electronic Journal. doi: 10.2139/ssrn.2975199
Zachary, M., Gianiodis, P., Payne, G., & Markman, G. (2015). Entry Timing- Enduring Lessons
and Future Directions. Journal of Management, 41(5), 1388-1415.

127

Zaman, S. Khawaja K.F & Waqar, S. (2013). Impact of service Quality Perceived Risk, Perceived
Privacy and Security and Perceived Trust on technology acceptance model: An empirical study
based on online banking sector of Pakistan. 2nd National Conference on Information Assurance
(NCIA), Rawalpindi, 2013, 89-94. https://doi.org/10.1109/NCIA.2013.6725330
Zott, C., & Amit, R. (2007). Business Model Design and the Performance of Entrepreneurial Firms.
Organization Science, 18(2), 181-199.
Zott, C., Amit, R., & Massa, L. (2011). The business model: recent developments and future
research. Journal of management, 37(4), 1019-1042.

128

10. Appendices

10.1 Summary of Key Findings
Key Findings
Main Street Business Attitudes
Perceived Usefulness (PU)

Our primary sample shows moderately positive results
towards the usefulness, while the results from Hallsworth et
al., (2018) suggests a lower positivity to the usefulness of Open
Banking services.

Perceived Ease of Use (PEOU)

Cannot be determined as a significant factor impacting the
attitude towards using, as our sample did not perceive Open
Banking services to require much mental strain nor much
effort having to be put into start using.

Perceived Customer Value (PCV)

When presented with specific Open Banking services, our
sample displayed that many of the services could bring much
value to them, suggesting a high perceived customer value.
The service that was both in this, but also in the study by
Hallsworth et al., (2018), found to be perceived as the most
valuable, was a service that assists businesses with taxes and
payroll. The high PCV also suggests a higher PU than what was
found in our study.

Trust

Trust was found to be a significant factor for both our primary
sample, as well as for the sample studied by Hallsworth et al.,
(2018). In this, the trust towards traditional banks were the
highest, at the same time as the trust towards smaller and
newer organizations was found to be low.

Stickiness to Traditional Banking
(STB)

Trust was found to be the highest towards traditional banks, as
well as it by Hallsworth et al., (2018) was found to be the
organization which small businesses mainly would consider
turning to for financial services. However, with a large spread
in terms of the respondents; level of satisfaction, happiness
with the relationship, the ease in switching to another
provider, and the ease of financing their business, no definite
conclusion can be drawn and STB can be regarded as a
moderating factor both positively and negatively affecting the
attitudes.
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Attitudes Towards Using (A)

Overall the respondents are somewhat positive towards using
Open Banking services. Both our and Hallsworth et al´s., (2018)
results suggest that the attitudes towards using would be the
most positive if the services were to come from a traditional
bank which they trust and has previously formed a relationship
with.

Business Model Design
Value Creation

As trust can be seen as important for Main Street Businesses,
value creation is deemed best performed whilst leveraging the
banks´ built up trust and creating value with e.g. products
aimed at enhancing the banks’ customer relations. In this,
third-party providers could utilize either an Incremental or
Major Innovation Markides & Geroski (2005), to not
undermine the traditional banks´ resources and challenge
those who have built up a lot of trust. In this, it is suggested
that a service assisting with taxes and payroll could be brought
to market first, seeing how a product like that was emphasised
by both our primary sample, but also Hallsworth et al. (2018).

Value Delivery

Traditional banks are currently in a better position to deliver
Open Banking services due to their long-standing relationship
with the target market and have thus built up advantages
related to a first-mover advantage. With the trust capital they
have built up, banks can be seen as both a key partner and/or
customer and/or channel when delivering services to the
segment. But with the Main Street Business segment being
argued to be late to adopt innovations, it is suggested that one
should seek out adoption from the Innovators or Early
Majority. However, offering a high-qualitative and wellfunctioning product should be regarded as the most important
aspect to consider.

Value Capture

Following the example of Tink and sell to - alternatively
develop solutions together with - banks would currently be
the most promising in order to: gain trust from the target
market, reach a larger audience, and being able to capture
more value. Thus it is suggested that third-party providers
would be a producer of services, while the bank is in a
distributor setting as the consumer facing sales channel.
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10.2 Cluster Dendrograms

Hierarchical Cluster Dendrogram of the Swedish Main Street Businesses using Euclidean Distance
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Hierarchical Cluster Dendrogram of the Swedish Main Street Businesses using Maximum Distance
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10.3 Summarised Questionnaire Results
1. Which type of business suits the description of your organization?
Restaurant services

Consumer services

Specialized retailing

Total Observations

with household goods
1

8

11

2

2. Where is your organization located?
Stockholm Gothenburg Eskilstuna Umeå

Helsingborg Malmö

Ronneby

Jönköping

2

1

1

2

1

2

1

1

18%

9%

9%

18%

9%

18%

9%

9%

Geographical mapping of the locations of the respondents, note that the most Northern part of Sweden is
not illustrated for visualization purposes
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3. Which of the following organization types would you consider turning to for financial services?
(Multiple choices possible)
Traditional Insurance

FinTechs

BigTechs

Social media

Financial

Public

organizations advisories

sector

Banks

companies

11

2

1

1

1

2

1

100%

18%

9%

9%

9%

18%

9%

4. How would you describe your relationship to your bank?
Very good

Good

Neither good

Bad

Very bad

nor bad
1

5

2

3

0

9.1%

45.5%

18.2%

27.3%

0%

Question 3&4 combined: Showing how the choices in question 3 compares to the respondents’ relationship
with their bank
Traditional Insurance

FinTechs

BigTechs

Social Media

Financial

Public

Banks

Companies

1

0

0

0

0

1

1

Good

5

0

0

0

0

0

0

Neither

2

0

0

0

0

1

0

Bad

3

1

1

1

1

1

0

Very Bad

0

0

0

0

0

0

0

Very

organizations advisories sector

good

good nor
bad
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5. On a scale from zero to ten how much would you agree with the following statements? Where 10 is
completely agreeing. (Note that these are 4 different questions)
We often

I’m happy with

We are open to

We trust our

interact with our

the services that

exploring services

bank and the

bank and use

my bank offers

delivered by

services they

other companies

provide

their services

than banks
Mean

4.3

5.6

4.4

5.5

Median

4

5

3.5

5.5

Minimum

1

0.5

1

0.5

Maximum

9

10

9.5

10

Variance

6.7

8.7

6.8

7.3

6. How many financial products are you currently using (For example an iZettle or Swish or similar)?
Number of products

Number of Observations

1 product

1

2 products

4

3 products

4

4 products

1

6 products

1

7. On a scale from 0-10, how well do you agree with the following statements?
It is easy to

It is easy to have

It is easy to

It is pleasant to

finance my

a total overview

switch banks if I

interact with my

company

of over financial

want to

bank

situation
Mean

5.

7,3

5.6

5.9

Median

6

8

5

6

Minimum

0

4

0

1

Maximum

10

10

10

10

Variance

10.2

5.1

10.8

8.6
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8. After this introduction to Open Banking and possible solutions – How positive is your impression on
a scale from 0-10?
Impression
Mean

6

Median

6

Minimum

3

Maximum

10

Variance

4.0

9. On a scale from 0-10, how well does your impression agree with the following statements?
Open Banking

Open

Open Banking

Open Banking

In general, I view

solution would

Banking

solutions

could

Open Banking

probably give

could help

could address

potentially

solutions as

me more

us increase

many of my

make it easier

something useful

situational

our

company’s

to run my

control

productivity financial

company

needs
Mean

5.2

5.1

5.1

6.1

6.3

Median

5.5

6

5

6

7

Minimum

1

0.5

1

2.5

1

Maximum

9

9

8.5

9.5

10

Variance

4.5

6.4

6.9

5.8

7.4

10. On a scale from 0-10, how well do you agree with the following statements?
Open Banking

Open Banking

Open Banking

I look forward

solutions seem

solutions seem

solutions seem

to using

like they would

like they would

like they would

solutions based

be easy to use

demand a lot of

create a lot of

on Open

mental effort

frustration

Banking
technology

Mean

5.5

3.2

3.6

5.4

Median

5.5

2.5

3

5,5

Minimum

0.5

0.5

0.5

0.5

Maximum

10

7

8.5

10
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Variance

6.9

4.2

5.3

7.6

11. How useful does the following solutions sound to you?
A dashboard

A digital tool A tool that

A tool that

A

over our

to help us

would

handles and

forecasting

current

with payroll

simplify a

performs

view which

financial

and taxes

quick loan

transactions

helps you

process

regardless of

with tasks

bank

such as

situation

bills,
suppliers
and
insurance
I would pay for

6

7

3

3

6

5

4

7

7

3

0

0

1

1

2

this
I would have used
it, but not payed
for it
Does not sound
useful at all
12. Now that you have been introduced to Open Banking – Which of the following organizational types
would you trust to deliver a service which you would have used? (compared to their relationship
with their bank)
Traditional Insurance

Fintechs

Banks

Companies

1

1

1

Good

5

1

Neither

2

Bad
Very Bad

Very

BigTechs

Social Media

Financial

Public

organizations advisories

sector

1

1

1

1

1

0

0

1

0

1

1

0

0

0

0

1

1

1

1

1

2

0

0

0

0

0

0

0

0

good

good nor
bad
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10.4 Interview Guides
Interview Guide interviewee 1 (I1) – Co-founder and CTO:

•

Let us begin with some background: How did the idea for Tink emerge, how did you come to
realize that you needed a pivot, and how did you end up in the chosen direction?

•

What do you experience that your customers, and your customers’ customers appreciate most
with Open Banking and your offering?

•

How do you look upon small businesses in the context of potential consumers? Do you reckon
that you would have to adapt your current offering and your current business model? How in
that case?

•

How would your customers have to adapt in order for them to target Open Banking initiatives
towards small businesses?

•

How do you think small businesses will approach/feel about Open Banking initiatives?

•

Have you identified anything as especially important to push when it comes to small
businesses? i.e. that they would value above other things?

•

Do you believe that there is a difference between small businesses and private consumers in
terms of (1) the importance of trust and (2) what builds trust?

•

Do you think it is important to use services that small businesses already use, such as banks,
as channels in order to reach the customers? Why?

•

If you have entered the market now – What aspects of your offering and your business model
would you have emphasized developing?
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•

What do Tink view as the biggest opportunities for continued expansion?

Interview Guide Interviewee 2 (I2) – PR and Communications Director
•

How do you reckon that the average consumer perceives Open Banking?

•

What are the biggest challenges in your work?

•

How do you think, communicatively, you would have to adapt in order to build trust with a
pizzeria, compared to a private consumer and a bank?

•

We have been able to find plenty of objectives in regard to e.g. cover all of Europe – But we
find little regarding your brand and how you wish to develop in that area – How would like
to be perceived and does differ between different stakeholders?

•

How do you think that the communication would diverge if you communicate towards private
consumers contra small businesses?

•

What do you believe is the best way to reach the small business segment with Open Banking
initiatives?

•

What do you believe is the best method to spread Open Banking among this segment?
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10.5 Interview Findings

Interviewee 1 (I1)
About the industry
The industry was fairly limited in terms of innovation, and banks very much worked towards locking
their customers in with them, rather than building and offering them good services.
We saw that we, among other companies, potentially could have the keys to open the industry up,
which was very locked due to the monopoly banks had on customer knowledge and information about
the customer. Banks were the only ones who knew how much money customers had, and what they
were spending it on.
Banks also had monopoly power on money transferring. Customers had to go to them and ask them
to send their money. All of this had led to a rather magical position for the banks, where it was very
hard to even try to compete with them on the financial market.
How the company started
We realized that there was a possibility to use our technology, and apply it in order to unlock all of
the data, and unlock the possibility of making payments outside the banks. All of this was started and
launched before Open Banking even was a concept, and before PSD2 had been thought of.
We realized that we could, what you call reverse engineer these APIs that the banks had and also
used. And then basically do the same thing as the bank, but with all possible kinds of services.
By that time, we were essentially around seeing all banks that were operating on a high level, and
explored if we were to do all of this together with them or how everything was gonna play out. We
saw that this was something that could be very useful, not just as a way of challenging the banks, but
banks would also be able to use it.
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The idea was that, in the long-run, by using this technology and unlock everything the market could
become more effective. Early on, we came to the realization that banks not were ready for this,
because it was highly unregulated and our approach was a bit controversial with how we did all of
this before regulations such as PSD2.
We started out with doing our own thing by offering the consumer services that we launched. But
with PSD2 in place, and the banks having become more comfortable with sharing data, we changed
our business model into selling the exact same technology that we had built for ourselves, to instead
sell it to the banks.
There are equally many opportunities for the banks themselves to use our technology to build better
products, as there are for any challengers to do the same thing.
From B2C to B2B
Ever since we made our shift to becoming a platform we have realized that the potential in all of this
is at least as big on the corporate side
What our product portfolio enables is both the Open Banking part with retrieving data and moving
money from other banks. But it also enables what we call our `Data Product`, where we extract
knowledge and value from large amounts of data in order for banks and other financial organisations
to better help their end-customers in understanding their economy, and provide them with information
and solutions for them to make better financial decisions.
The above refers to our customers, the banks and FinTechs, and that they will be enabled to conduct
sales that are data driven. And in this we have seen that the value creating services that we offer,
potentially are applicable and can be used by small businesses as well.
And for our customers, which are the banks and Fintech, we of course see that there are equally many
opportunities for them to deliver value to the business segment. From our perspective as a start-up, it
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has been more about focus and problems with resources in terms of why we have not executed on
this part of the market as well.
It is not a complete secret that our utmost ambition actually is to start doing this quite soon. That is:
do more or less what we do right now, but also start doing it aimed towards the business segment as
well.
We are seeing extreme amounts of value in this, and we will pretty soon launch our first services.
What we currently are working on is, what I believe you could assume for yourselves, is services that
will basically be a direct translation from our current services offered to private consumers, but that
instead will be offered to businesses instead.
On the topic if the offerings towards small businesses potentially would differ compared to the
offerings towards private consumers
Initially, I believe we see that much of what we have delivered to the private customer segment,
possibly can be copied straight of and be delivered to the business segment as well.
If looking at our product portfolio we essentially have four main products. We have what you would
call Account Aggregation, Payment Initiation, Data Enrichment products and then we have Personal
Finance Management which is about understanding the customer and, by doing so, be able to help
the customer with understanding their economy.
Again, we see that all of the products that we offer can be applied and transferred directly to the SME
segment as well. In the long-run however, we of course believe that the products and how they are
used, will differ very much.
The problems on the SME side differs much compared to those on the private customer side, with
aspects such as that of handling treasury.
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There are much more clear, practical and statutory regulated laws around matters such as reporting,
which you have to keep track of.
The use cases in these situations are of course both stronger and very different than what we can see
on the private consumer side
With many of the use cases, we feel that we will not be able to go as deep as other companies who
are offering more tailored and specialised services. I do not believe that we would want to go all the
way and build an accounting system that is based on Open Banking data. But we feel that some other
company will do that.
About Small Business Utopia and services not being offered separately, but instead integrated
I definitely believe that the Small Business Utopia will become a reality, but I do not believe that we
are best suited to accomplish it.
I believe that all of these companies we are working with and who are our customers, where it is both
banks and certain types of FinTechs actually are trying to achieve the same thing, but from different
starting points.
Everyone wants to become the central point of contact with the company and own the relationship
with them. Whether you are a bank or an accounting company, you have to become the one-stopshop, and be able to connect all banks and financial services used by a company in order to become
relevant.
Once you have done this, you have to crunch all of the data available in the smartest and best way
and help the company and customer to handle aspects such as cash flow planning and such parts, as
well as the most elemental financial functions.
The next step would have to be to offer some sort of advanced system including accounting and
similar services.
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I guess this is something similar to Small Business Utopia, which you are talking about, and there
absolutely no doubts that this eventually will happen and become a reality.
I believe that all actors, whether it is a bank or a company such as iZettle are going in the exact same
direction and are trying to achieve the same thing. In this, I believe that Open Banking is the thing
that enables this, because otherwise it would mean that iZettle not would be able to retrieve and use
enough data.
On the topic of what will be the key determinants in the long-run in terms of succeeding
The thing that is so awesome with everything that we nowadays call Open Banking is that it is
levelling the playing field so that essentially everyone actually has the same prerequisites, and that
you now for the first time can compete with the banks.
It is therefore hard to say and determine which type of organization that will become successful in
this, because I do not think there is any secret sauce to it, but it is instead about actually having the
ability to execute and build a very good product. And that is what I believe actually is what in the end
will be winning.
One can argue that some of these new players are better at delivering innovative financial services
than, for example, the banks are. Because what we have seen with many of the banks, our opinion is
that there are some banks who are quite good at executing on a digital strategy and build good digital
services. Far from everyone are good at it however, and that will mean that as the competition
increases, these banks who cannot adapt will go bankrupt.
Whether it is Nordea who will succeed in the Nordics, who are both a large bank and very digitally
capable, or if it is BNP who also have proved their digital proficiency. There will be a couple of banks
who have the knowledge, ability and resources to actually compete with companies such as iZettle
and Klarna.
Not all organizations will be able to adapt, and those will most probably lose a lot of their business.
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On the topic if it is a larger player in the form of a bank, or a smaller player, who have the
best prerequisites to successfully target the Main Street Businesses, and the role of trust
Ever since we started out with our consumer business, we have been made aware of how big of an
impact trust actually has, since it involves giving someone direct access to one´s bank account or
similar things.
The part about trust being important is a fact. But with that being said, we have also been both
positively and negatively surprised about how little people actually care nowadays.
What we actually saw early on was that people nowadays are comfortable with both signing up and
use several different digital services. If you then are able to build a good product, and build a strong
brand with the help of a well-functioning and highly qualitative product, you can come a long way in
terms of being credible and customers trusting you.
About new players becoming successful in the financial industry
We have seen it again and again, where perhaps iZettle is the best example in Sweden, where they
went into the market and invested heavily in building a good brand with a high quality team, well
executed marketing campaigns accompanied by a great digital product. All of this led to a very strong
brand and people starting to process all of their transactions through them.
It is of course possible for a smaller player, but it is also clear and obvious that the banks are in a very
luxurious position, with regards to the authority they hold. It is therefore hard to say if smaller
organizations will be able to deliver these financial services to the Main Street Business segment. But
I do believe that it is possible, but the banks of course have a huge head start.
The differences in trust in terms of private consumers and small businesses
Of course there are many differences, but at the same there not many differences at all
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When you look at this type of segment, I believe that there is a pretty strong trend that this type of
company who is largely run by an individual often not is very corporate, and that the distance between
being an individual and company is very small. Where the company essentially is like the other half
of an individual.
So I believe that it is a quite common trend that small business owners´ already use a pretty large
amount of private consumer services in their businesses.
I therefore believe that the segment, and the distance between an individual and his or her business is
quite small, where the business basically is like the other half of an individual.
On the topic of what Tink possibly could have done different when they started the company
We have had many strange detours, just with this thing that we started out as a B2C company, and
then transformed into B2B. And it could of course be argued that we should have understood that we
should have started with B2B right away, but it is always easy to say that afterwards.
But at the same time, I do not believe that it would be possible to have done that, but we actually had
to take this detour in order to end up in the position where we are today.
Although I do not believe that we could have started out as a B2B, we could have started with it even
earlier.
You want to do soft changes all of the time, but sometimes it is just better to rip off the band aid.

Interviewee 2 (I2)
About the interviewee and his role at Tink
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My objective is to build the image of Tink as the leading Open Banking platform in Europe. Where
we break new ground, develop infrastructure, connects with more banks. And becomes more and
more relevant for customers all over Europe.
I mainly work with the communication towards the largest customers, which are banks and large
FinTechs
But in parallel to this, we also have a development part where developers can access our platform and
build services. It could everything from individual developers to start-ups and smaller companies.
We want to connect with everyone who can make use of our technology in order for us to build the
next large corporation within the industry.
I have some insights into the strategy behind all of our operations, but my main objective is to build
the image of Tink as a B2B distributor, so the focus is on large deals, and on banks which further
increases our presence and connections all around Europe.
The future of Tink
I do not really have that many insights in terms of what the next step is for us to reach the Main Street
Business segment. My objective is to build the image of Tink as the leading Open Banking platform
in Europe.
We recently acquired a company in Spain called Eurobits, and that enables us to directly go into that
market and compete, by us joining forces with the leading player in Spain.
On the topic of the communication towards the customers, and if it possibly would be
different if communicating with small businesses
We are still known as a B2C company, where it was Tink with the application with more than 500
000 users that was very popular. That is still what we are most famous for, so journalists who are
contacting me still believe that the application is our main business.
147

Nowadays, we sell our technology to large banks, where we are a B2B supplier instead. In there lies
a challenge for me, because the shift we have done in our operations has also resulted in a shift in our
communication.
The biggest challenge for me when it comes to Open Banking, is that us discussing it right now
understands what it is. But me as a communicator have seen that if you are to explain what Open
Banking is for a consumer, you do not actually talk about Open Banking. You instead talk about a
concrete solution, by for instance showing a use case.
For example, the subject of Open Banking is a rather niche subject. There are very few medias
reporting on it. Even in a Swedish company which is growing, the interest for Open Banking is very
technical.
I therefore believe that when you talk with the end-customer and communicate with smaller
companies, the most important thing is to build and communicate proof points that shows what Open
Banking actually can do and what value it can add. The fact that it actually is Open Banking services,
is currently secondary, as it just now only should be a matter of actually proving what the technology
can do.
There are services which are built upon Open Banking solutions, but they are not famous for them
being Open Banking solutions, but they are famous because of it being a good product.
I would like to go so far to say that our application is so popular because it is a good product. The
fact that it is Open Banking, is from my perspective irrelevant from a communication standpoint.
Today I was in contact with a company in Denmark who have realized that private consumers want
to be able to monitor and keep track on their money being invested responsibly. By using our Open
Banking technology, they can track customers’ shareholdings against the United Nations responsible
investment principles. With approval through one click, customers are able to see how responsible
their investments are. From my perspective, this is of course an Open Banking solution since we
provide them with the technology. But, for the customer it is rather a great service.
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In order to approach the small businesses, one have to build relevant solutions. I believe that the Open
Banking technology is outstanding in achieving this, but the fact that it is Open Banking is irrelevant
in the process of convincing people to start using.
On the topic of how Open Banking services could be delivered, and if it is through large banks
or smaller companies
Although not a real example, but think about the Swedish postal company, which is an old institution
that have been around forever. There is some critique towards them being old fashioned at times, but
they still have a gigantic customer base. A company like them could quite easily do something
completely different, by for example start providing Open Banking services, by building new
innovative services. If a company like them were to actually do this, and deliver great services, I
believe customers would have great trust in what they delivered. Because their core asset is and have
always been trust.
What is main asset for banks? Well it is trust. I am willing to keep my money in a bank because I
trust them, and me as well as others are very inflexible in changing to another bank.
So what I mean is: If someone currently were to deliver Open Banking services like the Small
Business Utopia, as it is about customers´ economy and accounts, I believe it would have to be a
player who have built up much trust.
There is therefore a large upside for these larger organizations to early on attract these customers.
I believe that, in general, both private consumers and businesses and their economy, they rather trust
larger players who they know, and which have a high degree of security.
We have rigorously high security in everything we do, because we are required to be as secure as a
bank. We go through all of the test that are needed in order for banks to collaborate with us, and we
then live up to those standards. So it is all a chain of trust which I believe is central in order for
customers to use our services, and which have led to our popularity.
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One of the companies investing in us and our technology is Poste Italiane, which is the Italian postal
company. If a player as such, who has more than 60 million customers, would start building and
offering Open Banking Services they would have an easier process in terms of attracting and
convincing customers to start using their services, compared to if a complete unknown player would
do the same.
On the topic if Tink have noticed that there is any demand from small businesses towards
using Open Banking services
I would definitely say yes. It has to do with that we are working with account aggregation for private
consumers, but there is now also a lot of talk about account aggregation for businesses as well.
There is a demand for these services, so things have started to move and happen on the market, where
I believe that it so far mostly have been aimed at larger companies. But I would like to say that there
of course are possibilities in delivering services to all companies, no matter the size.
On the topic of differences between the banks contact and offering towards private consumers
compared to small businesses
I think it all comes down to what you can offer your customers
You have to be able to innovative, because how the society looks today it has become easier to switch
between providers of financial services
So I believe it is a way to build customer loyalty and sell more. There are many things which
companies could do, and those who will not do anything will lose a lot of customers. The one being
the most innovative will in the end win.
It feels like there are many possibilities in this segment that you are investigating, and something that
many perhaps not have seen any potential in targeting.
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But you still have to convince them to become your customer, and in this I believe that it is all about
having the sharpest and most innovative offer.
On the topic of Main Street Businesses having been overlooked when it comes to innovation
I think it has some to do with that it can be hard for a large bank to approach this segment, when there
already are many smaller niche players on the market.
If there already is a specific player who offers a service towards the segment, it is perhaps easy for
them to win that segment. But on the other hand, the larger players entering and offering services to
the segment, I believe it will be easier for them to on-board new customers.
On the topic if it most likely that it is a bank or a newer and smaller player which will be able
to provide customer with a Small Business Utopia
If a hairdresser got to choose between the well-known bank X who is offering services, and the new
unknown start-up Y, I believe that the hairdresser would choose the known bank X in 8 out of 10
times. The price is secondary in this situation, while the trust is the most important.
On the topic of this, Klarna solved a problem which existed with them offering a solution where
customers could shop with invoices online. They offered something which previously did not exist,
and steps in and becomes dominant on their market.
On the topic if Tink would be able to have a similar business model if they were to start
offering their services towards small businesses
The way I see it, our offer is that we are an Open Banking platform where we offer what is demanded
by our customers. I mean, it is not really up to us, but it is up to our customers and what they would
want to use our technology for.
Basically everyone can build a bank with the help of our technology. So if any player wish to be able
to offer hairdressers financial services, it is our technology they should be using.
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We are a leading player which with ease could broaden our offering towards many more target
markets.
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