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Abstract
Background of the Topic– Recently, banks have been expanding rapidly online due to the advance in information communication technology (ICT). Banks are steadily moving their daily operations and services online to be more efficient and improve profitability. However, this has affected the much older generation as many lack the skill and competency to browse securely online. The value of knowing how to use (ICT) is essential for older cohorts as they are the ones likely to benefit more from the services. The older cohorts are likely to face poor health and disability that can restrict them or make them homebound, using internet mediums can help access financial institutions, and social media, and stay connected with relatives around the world. 
Purpose – The study aims to explore the effect of online banking on the older cohorts to understand the barriers and online banking adoption faced by the group. The current study will analyze existing literature to understand the underpinning gaps and issues and explore solutions. 
Methodology – The research method used for this study was qualitative text analysis, an in-depth analysis of the literatures relating to digital banking was performed.
Research limitation – The study was done using a qualitative approach, and no primary data or interview was performed. The study recommends quantitative research will greatly improve the accuracy of the research.
New insight – The research intends to contribute insights to help understand online banking and its implication for the older generation. 
Results – Some key findings affecting the older cohort’s adoption of digital banking,are age-related issues, lack of education, IT skills and security. The study also found the older cohorts had a willingness to adopt technology if it benefits them. The results highlighted a few negative attitudes developed by the cohorts against financial institutes and online banking due the lack of understanding of ICT technology.
Conclusion – While banking online can be convenient for most consumers, the research found older cohorts face difficulties using online facilities. Online literature suggests more could be done for the older generation to aid them in adapting to the internet communication technologies.
Recommendation – the research makes recommendation based on the findings of this study. Digital banking apps and software should be made user-friendly, co-creating with the user is highly recommended for users to benefit. The current flat interface can be confusing for older cohorts, skeuomorphic design is recommended for an improved online experience. The technology market is extremely fast-paced, older cohorts should be made aware of technologies, and their benefits. The study also makes recommendations for banks and marketers, there is a need to understand that the current demographic segmentation used to define the cohorts is not the correct approach, as the older cohort’s group is diverse with unique needs. Issues like trust, security, and privacy can be overcome through education and training as recommended from the findings. Motivating older cohorts through education is the key to removing technology phobia, it is highly recommended peers, and family help use phones and laptops to develop their skills. Training and guidance should be offered to help older cohorts adapt. Large design fonts easy to read graphics, and personalised services should be offered like video and telephone calls for the older generation. 
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List of Acronyms 
· App - Application 
· ATM - Automated Teller Machine
· CE – Customer Experience 
· CMC - Computer-Mediated Communication 
· FCA - Financial Conduct Authority
· GDPR - General Data Protection Regulation 
· ICT - Information Communication Technology
· ONS - Office for National Statistics
· PC - Personal Computer
· WOM - Word of Mouth 

Glossary 
· Baby Boomers – the generation born from 1946 – 1964
· Digital Divide – is a term used to describe a gap those who have access to information communication technology and those who don’t
· Digital Immigrant – the term used to describe individuals born before the widespread of computers and had to learn and adopt it later in life
· E- banking – Electronic Banking  
· E- Commerce – Electronic Commerce
· Generation X – the generation born from 1965 - 1980
· Generation Z – the generation born from 1997 - 2012
· Millennials – the generation born from 1981 - 1996
· Omnichannel – omnichannel marketing refers to the brand’s presence across multiple channels (websites, apps, phones, SMS, and social media)
· Patriarchic – a system of society that is governed by men, and women have restricted roles in culture.
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Chapter 1
[bookmark: _Toc111209071]Introduction
The aim of this chapter is to discuss the background of the subject of digital banking. Section 1.1 will define digital banking and 1.2 will discuss various digital banking options available to the customers. 1.3 will examine how older cohorts are affected by digital banking adoption. 1.4 of the report will highlight the importance of baby boomers and generation X and their wealth that has been accumulated. Section 1.5 will discuss the importance of the research, key enablers, barriers of digital banking, and how the study intends to be performed.1.6 and 1.7 will focus the aim of the study and the key objectives. Furthermore, section 1.8 will present the research questions followed by chapters conclusion.
The growth of information communication technologies (ICT) has paved the way for digital online banking. As well as deregulation of the banking and financial industry in 1980 (Lockett and Littler, 1997). The world has witnessed a massive shift in digital banking, from the traditional brick and mortar to the virtual environment. Online banking has evolved into a self-service channel, allowing customers to manage their banking activities through phones, and laptops. Online banking has increased due to easy transactions, 24-hour access, saving travel time, and avoiding long queues in the bank (Oertzen and Odekerken-Schröder, 201). 2020 the government introduced a lockdown measure to contain the Covid-19 pandemic, the restriction forced many customers to adapt to the new banking practices (Frazier, 2021).
Digital banking dates back early as 1996, Wells Fargo and Citi bank in the USA started to provide online services to their clients (DeYoung, Lang and Nolle, 2007; Şanlı and Hobikoğlu, 2015). Digital banking was deployed as a competitive advantage improving customers service well as creating extra revenues for the banks (Shah and Shah, 2015). Towards 2008 financial crisis, Banks started to reduce operational costs, and many banks have replaced staff with self-service kiosks, apps, online banking websites, and more ATM cash machines (Ellis and Marshall, 2019). Booth (2022) cited, building society and banks have fallen from 13,345 in 2012 to 8,810 in 2021, a decline of 4,535 or 34%. 
The closures of physical banks and other financial institutes have impacted the account holder’s who are finding access to accounts and cash more difficult. This has led to fewer banks which means customers now have to travel a long distance to do their banking. Consumers have little choice and must migrate to online banking if one is not available in the vicinity. Banking is a necessity for paying bills, balance transfers, and buying and selling shares. Online banking has aided and improved services, however, it’s the older cohorts who are finding it difficult to adapt to the new technologies (Khan, 2021).
[bookmark: _Toc111209072]What is digital banking?
Digital banking also known as internet banking, e-banking, and home banking, enables consumers to perform a range of financial activities. Many of the traditional product and services that are available at the local banks is also available online. The activities can be done using computers, mobile phone apps, tablets, telephones, and an internet-enabled connection is required without the need for a bank representative. Customers can access their accounts with personalise pin and usernames through the bank’s secure website. Online activities may include deposit cash, fund transfer, purchasing shares, paying bills, buying online groceries, and shopping (Encyclopedia Britannica, 2016). The online banking allows customers to manage their finances 24-hours a day, in general the website allows an alternative digital entrance to the branch to make transactions (Salciuviene, Auruskeviciene and Ivanauskiene, 2014). 
[bookmark: _Toc111209073][bookmark: _Hlk110019277]E-banking/Digital banking types
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[bookmark: _Toc110019462][bookmark: _Toc111209154][bookmark: _Hlk108990228]Figure 1, E-banking and digital banking types, source (Chaimaa, Najib and Rachid,2020, p1061).
Home banking
Home banking is when customers access their banks accounts from home by making telephone call. Using password and account details customers can make transaction and see balance information. 
PC Banking
PC banking is when customers can access their account using a personal computer. Customers can access their account through the bank’s website using password and account details. Customers can view their accounts, transfer money, pay bills, and buy and sell shares. 
Internet banking
Internet banking means banking online, accessing accounts, and conducting financial transaction. A customer can use the following tools mobile phone, PC, laptop and an internet connection will be required. 
Mobile banking
Mobile banking is when customers can access their accounts using a mobile app. The service is provided by the bank so clients can access perform financial transaction (Chaimaa, Najib and Rachid,2020). 
[bookmark: _Toc111209074]Digital adoption problems faced by older cohorts
Digital banking has created barriers and conflicts in contrast to the old brick-and-mortar banks. The ageing population finds it difficult to adapt to the fast-changing technology, lacking competence and skills to operate a computer (Tinnilä, 2012). This was further exacerbated when World Health Organization (2020) recommended that businesses should observe social distancing and travel should be restricted to avoid infection. The pandemic was more of a risk to the older generations, the disabled, and those who may be suffering from long-term health issues. This forced the older generation to shift to online banking due to health and safety measures imposed by the government. This has raised another issue as much older generation are digitally excluded, Age UK (2021) estimates approximately 2 million adults do not have access to the internet. The digital divide is another concern, as many cohorts are unable to access the internet or able to afford laptops, mobile phones, and hardware required to surf the net due to social and financial circumstances (Hilbert, 2015). (Vaportzis, Giatsi Clausen and Gow, 2017) research found that many older cohorts get discouraged by technology or fear of lack of knowledge and skills.
[bookmark: _Toc111209075]Importance of baby boomers and generation X and their wealth
Melling (2021) wrote that Baby Boomers are cohorts born between 1946 and 1964; it is estimated that £5.5 trillion in wealth will be transferred over the next 30 years. It is calculated in 2019, 18 per cent of the UK population were aged 65+, and by 2035 it will reach 25 per cent. Over the next 22 years, individuals aged 85+ are forecasted to reach £3.2m, double the current number. Baby Boomers control a staggering 80 per cent of UK private wealth, and 70 per cent of that is tied into the properties they own. Generation X are cohorts born between 1965 to 1980 are 13 per cent of the population aged between 45 to 54 as of 2019 previously Generation X has been struggling. However, Klimes (2019) reports suggest their savings are growing on a monthly average of £300, boosting their future capital. Both cohorts are influential groups that have amassed substantial amounts of wealth. For banks and financial institutes to benefit, it is essential that their well-being and customer services are managed and delivered efficiently. 
[bookmark: _Toc111209076]The importance of the study
The study intents to examine the barriers to digital banking and its implication for the older generation, particularly the Baby Boomers and Generation X. In banking and finance, numerous social studies have been done on the perceived value of online banking both for the consumers and the banking industries. However, very little research has been performed on the adoption of online banking and the barriers that affect the older generation. The objective is to fill the knowledge gap that has emerged mainly due to the rapid acceleration of information technology and Covid-19. Moreover, the study will highlight the Baby Boomers and Generation X’s attitudes toward information technology. The study also seeks to understand the post-adoption phase, the attitudes, the behaviours, the drivers, and the barriers to online banking. 
The study will review literatures and discuss the findings; a qualitative study will be conducted utilising secondary data using online journals, books, and websites. The focus of the study will be on the UK banking and finance sector. 
The study is to understand the barriers to digital banking adoption and its implication for the older generations to help improve online adoption for the older cohort.  
[bookmark: _Toc106966430][bookmark: _Toc111209077]The objective of the study
· To examine literature and understand the barriers to online banking adoption for the older generation with the intention to improve services for the older cohort.
· To understand the post-adoption phase of online banking for the older cohorts from documented research. Evidence will be collected and assessed to understand the post-adoption experiences and understand what can be learnt.
· To evaluate the reasons behind the digital divide amongst the older generations and seek to reduce these barriers and improve online adoption. The critical evaluation of the literature will be studied to find similarities and contrast the evidence.  
· To understand the older cohort’s negative perception of online security and trust and how this can be resolved by constructing a detailed planned action.
[bookmark: _Toc106966431][bookmark: _Toc111209078]Research questions
After closely examining the literature, the research has revealed some barriers to adopting online banking for the older generation.
· What causes the digital divide amongst older cohorts, and how can banks manage the smooth transition?
· How to manage and equip digital immigrants with skills and competence for online banking.
· How can banks improve the communication barriers, improve customer service, and assist with online training for senior citizens.
· What should banks’ do to mitigate the issues of security and online trust for online banking for the older cohort.
[bookmark: _Toc111209079]Conclusion
Chapter 1 outlines the background knowledge of online banking, defined digital banking, discussed diverse types of digital banking, and online barriers for older cohorts. The report has also discussed importance of baby boomers and aim and objective of the research. Chapter 2 will review the existing literature review to understand the key barriers to adoption, the motivation behind and perception older cohorts hold towards online banking.
























Chapter 2

[bookmark: _Toc111209080]Literature review
[bookmark: _Toc111209081]Introduction
Chapter two of the report will present different studies and perform a literature review about online banking. 2.2 study will seek to understand the (barriers to online banking adoption), by examining the literature. 2.3 of the study will seek to understand the (bias perception towards the older generation), and reasons behind this behavior. 2.4 part of the study is understanding the issue of (online trust, security and privacy), the common issues faced by today cohorts. 2.5 part of the literature will seek to get clearer understanding to the barriers of (communication and customer service). 2.6 part of the literature review will discuss about the (post-adoption phase), what consumer will expect and face in the future. 2.7 part will discuss the issues of (digital divide in the UK) in the UK and how individuals are unable to access the internet. Aim of this part of study is to finds gaps on the study and evidence to support the barriers faced by older cohorts. 
[bookmark: _Toc111209082]The barriers to online adoption 
Information communication technologies have redefined the way organisations operate. Many businesses have given strategic importance of hybrid e-commerce business due to the advantages of multichannel offering of new services resulting in more customers and revenues for corporations (Govender and Pretorius, 2015). Due to acceleration in technologies and the perceived benefits, substantial numbers of older cohorts are migrating to online (Zhang, Lu and Kizildag, 2018), however, older generation lack the knowledge and competences required to operate a laptop, mobile phone, or tablets (Msweli and Mawela, 2020), or lack familiarity (Szopiński, 2016), please refer to table 1. Covid-19 has forced many clients to bank online, putting them at risk. Younger clients are more motivated to migrate online, and the older cohorts find it difficult to adapt as Information Technology (IT) as it was not a part of their life (Hunsaker and Hargittai, 2018). A report by Berkowsky, Sharit and Czaja, (2017) found that low confidence can a significant barrier to adopting to complex technologies for the older cohorts, however, older cohorts with higher education played a greater role in adapting to the internet while those with lower education lagged behind, as mentioned on table 1 below. 
A focus group study was performed to understand older adult’s perception of technology barriers, the study also found that participants were willing to adopt to technology. The same study suggested that the participants voiced a lack of clarity, product support, and instructions. The research concluded that to assist the older population to be independent, it is essential their perception of technology is understood first, many complained about the lack of instruction, cost of equipment (Vaportzis, Giatsi Clausen and Gow, 2017), please see table 1. Another research in Norway Centre for Movement Disorders studied cognitive deficits and self-efficacy, the research dispelled the notion that age is an obstacle and argued that age-related illnesses like Dementia or Parkinson’s disease were the hindrance (Alvseike and Brønnick, 2012) refer to table 1 below. Financial institutes often focus on Generation Z and Millennials when designing online products and services; demographically leaving the older cohorts like baby boomers out of the strategy. Despite owning phones two-thirds of the smartphone owners do not use them for online banking. The disconnect seems to be with the designs of the services not suitable for the older cohorts (Levant, 2020). 

A study in Singapore was conducted using 2,002 questionnaires through the server in Faculty of Business Administration, the final data successfully were collected from 454 respondents. The surveys intention was to understand the attitudes towards internet banking. Subjective norms like, social influence that cause an individual to interact with internet banking; some of the discussion was perceived behaviour, and individual’s self-efficacy to adopt internet banking. Some of the key findings in the report indicates that customers attitude displayed by the users willing to adopt the internet banking based on their needs. Subjective norms, where users are pressured or influenced by peers and groups display a strong intention to adopt online banking. Users who are self-confident will adopt internet banking too (Tan and Teo, 2000). The study by Tan and Teo relied on users who were already computer skilled, and the result mainly focused on the younger generation, with very little focus given to the older generation or those who had minimal computer skills, please refer to table 1 below. 

The ideologist of internet commerce believed would lower costs, reduce inequality, and give every individual a chance to compete in the job market (DiMaggio et al., 2001). However, Tsatsou (2011) highlighted a significant issue due to social and economics causing a digital divide in society. The digital exclusion is affecting the older generation as many are surviving on their pensions and savings. The cost of buying PCs, laptops, internet subscription, and smartphones can be an extra burden, please see table 1. 2018 ONS figures estimate that 5.3 million in the UK are digitally excluded, meaning 10% of the population do not have access to the internet. A significant part of the report estimated that 4.3m million do not have basic digital skills or 8% of the population, 76% of those with zero basic digital skills aged over 65 years (Office for National Statistics, 2019). 

Though older cohorts prefer traditional brick-and-mortar banking, due to age, travelling long distances can be costly, facing bad weather, and ill health can be an obstacle (Jiang et al., 2022). Forbes Magazine in the USA recently published, technology that has the ability to create a better quality of life for the older cohorts, however, the older generation has built a phobia against the very same technology that is intended to benefit them (Msweli and Mawela, 2020). The author also wrote that due to the lack of interest very little studies were performed on the barriers to online banking for older cohorts causing a research gap. This research intends to fill that gap and give a fresh insight.

The research finds, due to the age of the older cohorts, they lacked internet skills, low confidence was a significant barrier, and others complained about complicated instruction and no guidance. In addition, Illnesses were an obstacle due to old age; social economics inequality was an issue as the cost was high to get online. However, despite these barriers high education, friends, and family played a critical role in online adoption.

[bookmark: _Toc111209083]Bias perception toward the older generation
Mattila, Karjaluoto and Pento (2003) research in Finland highlighted the importance of understanding mature customers. Very little research had focused on the ageing population, he went on to argue how mature customers would have plenty of purchasing power, and this is essential that banks would need to market themselves to the needs of the customer. For example, banks marketing campaign is focused mainly on the younger generations and can be confusing for older cohorts. The research also found that ageing customers do not see themselves as old but rather more in control of their lives and more confident. The perception of society holds the opposite of what the more senior people see themselves, which implies that the older generation may be willing to try new technologies like internet banking, please refer to online banking. 

The study also stressed that not all older generations are homogeneous, rather individuals with different attitudes, behaviour and skill sets should not be categorised as one. The older cohort’s complaint seems to be no initial training is given to customers on how to use the bank’s websites or that websites are confusing. The majority of research concentrates on the general public and does not address the needs of the older generations (Keränen et al., 2017). Education plays a role in an individual’s ability to use computers, higher education means better pay and individuals can then access the tools needed to do their online activity (Schehl, Leukel and Sugumaran, 2019; Stern, 2010). Study by Lockett and Littler, (1997) agreed, empirical studies showed internet adopters tend to be from educated and high affluent backgrounds, as mentioned in table 1.

White et al. (2002) research found giving five months of training yielded positive results, three-quarters of the cohorts used the internet frequently. The research is significant despite the age, older cohorts was eager to learn new skills. Moreover, giving access to the internet facilitates the older generation to be more active and engaged (Matthews, Nazroo and Marshall, 2018). For some older cohorts, digital inequality has been reduced to the ability to access and proficiency due to social and economic disparity (DiMaggio et al., 2001), Whitacre, (2007) agreed Individual characters play a critical role in internet adoption decisions; the common results that appear are salary and education level triggering the digital divide. Life and social factors like low education, low income, lack of opportunities, poor working conditions can contribute towards resistance to technology (Hsieh, Rai and Keil, 2008).

While older cohorts seem to have a phobia against technologies and innovations, companies recognise that the issue and target the younger generation when it comes to marketing new products and services. However, older cohorts represent a large portion of the wealth, and thanks to the health care system the population is expected to grow further in developing countries. The research clarified a vital point, that from a marketing perspective the banks and organisations stand to lose revenues by disregarding the older cohorts (Chaouali and Souiden, 2019). 

High-tech companies predominantly focus on the younger generation who are acquainted with new innovations. The portrayal of the older generation is seen as opposed to innovations, not having the ability to learn or adapt to new technologies (Venkatesh, Thong, and Xu, 2012). Typecasting the older generation can lead to negative assumptions doing more harm to organisation revenues. Companies can benefit from the growing lifestyles and spending of older cohorts. Measuring individuals based on their age gives negative beliefs, using a cognitive approach is likely to give an accurate segmentation for the purpose of marketing in contrast to chronological age. The study is an important development about age and cognitive ability bringing important discussion that is rarely spoken (Chaouali and Souiden, 2019). 

Previous articles have argued resistance to innovation is based on social demographic like, education, culture, age, gender, and income, while this approach observes resistance; however, this does very little address cognitive age (Shaikh and Karjaluoto, 2015; Tsatsou, 2011). Previous research believed that older cohorts do not adjust to technological innovation. This belief has eroded now, more devices like mobile applications connected to cars, automated household smart devices, and Android TV, the older generation are very aware and confident in accepting newer technologies. The findings were significant as yielded results again dismissing previous beliefs that older cohorts reject technology (Heinz et al., 2012). Scholars have recognised cognitive age as a better image of a person’s ability to perform tasks rather than birth age (Stephens, 1991). The level of confidence arises from one’s perception of himself. An individual who feels cognitively old will display cautiousness, resistance, defensive and displeasure. Cognitively young person’s self-image is entirely different, he or she will display curiosity, be adventurous, excited, and be willing to try new technologies and innovations (Chen and Chan, 2014). 

Financial sector primarily focuses its customers as a single category grouping all ages, therefore it markets its product and services in the same manner. However, Rajaobelina et al., (2020) focused its research on consumer experience on mobile banking for older cohorts. Very little study has focused on older cohorts (55–64 years vs 65+ years) experience on mobile banking. The study found that it would be wise provide information to encourage learning, create user friendly interface, large fonts, tools to manage budget, and recommend savings tips. The study also highlighted the importance of communication and the need for contacting bank representative when needed. Older generations can be affected by negative experience of online services, so they try their best to avoid these situations again. Use of YouTube video is also recommended to aid older generation in using mobile apps to access chats for immediate help. 

The digital divide is quite common in Europe, majority of countries suffers from gender divide on computer skills. Women can face obstacles from an early age due to gender discrimination. The societies cultural obstacles can be overcome through education, employment, and career growth. Additionally, it can affect the older and less educated  women (Perifanou and Economides, 2020). These experiences can impact many women later in old age and become barriers to performing tasks.
The society holds a very negative perspective of the older generation’s ability to learn new skills. The research finds that they are willing to learn new skills. Type casting older generation, marketers and banks stand to lose a lot of revenues. However, some scholars have highlighted that cognitively a person ages slower than the physical age. These new ways of thinking have become essential to resolving the growing issues and removing bias perception about older cohorts. 
[bookmark: _Toc111209084][bookmark: _Hlk109503361]Online trust, security, and privacy
Historically banks have a bad reputation and are perceived as greedy and not dependable or trustworthy, and this has stoked fear in account holders. The 2008 financial crisis in the US due to the collapse of the Lehman Brothers that impacted many accounts holders, and finally the government produced a rescue plan. Royal Bank of Scotland a UK bank that collapsed due to negligence was bailed by the government using taxpayers’ money (Treanor, 2017). A poll by YouGov found that 66 per cent of adults in the UK do not trust banks. Years of misleading investors, rigging interest rates and paying fines of 251.91 billion pounds since 2008. Banks have massive work in terms of winning public trust and cleaning up their image (White, 2018).

Online security is one most discussed subject in online banking. Research studies have shown that reliability, accuracy, convenience, saving time, and security are the most common reason that influence online banking adoption (Zeithaml, Parasuraman and Malhotra, 2002). However, security seems to be the top priority for older cohorts and account holders (Shah and Shah, 2015). Older cohorts generally feel insecure, it is common that they become a victim of fraud due to their age. Official figure on 2019 in the UK reported and estimated every 40 seconds and older cohorts is a victim of various frauds (Age UK, 2019). Online users are constantly targeted with frauds like phishing[footnoteRef:1], a fake email requesting your pin and confirming your detail to access your financial accounts (Wait, 2009). Online scams are growing at an alarming rate putting fear and distress on the older cohort of regular consumers. Clark (2022) reported UK victims lost 1.3bn pounds in 2021 a 40 per cent rise through App fraud.  [1:  Phishing: a fake email is used to trick someone into giving up their information to access their bank accounts to transfer funds illegally (Cambridge Dictionary, 2022).] 


Belanger, Hiller and Smith, (2002) wrote security, privacy, and trustworthiness are critical factors in the growth of the business to consumers. It is essential to remember the difference between security and privacy in an online context. Security is more about the secure storage of information, while privacy is about sharing of information. Having a well-constructed website is not enough to attract users to adopt the website. To the users, security is considered technical self-assurance that gives customers confidence in the organisation that is managing legal confidentiality, please see table 1 below.
The authors also mentioned that safeguarding customers’ personal information will be the first step in winning consumer confidence (Aboobucker and Bao, 2018). However, privacy differs, it refers to how your information is being used and managed, which relevant department can view the personal information (Zeithaml, Parasuraman and Malhotra, 2002; HIV.gov, 2018). Privacy is where customers willingly share information over the internet in order fulfill transactions. Privacy seems to be the main concern hindering customers from using websites (Belanger, Hiller and Smith, 2002) as mentioned in table 1 below.

Trust is a critical part of drivers to online banking and shopping, trust is built from the usage of online banking where transactions are executed by the customer without the worry of confidentiality risk, fraud, and feeling secure (Salciuviene, Auruskeviciene and Ivanauskiene, 2014). Due to the nature of online banking, it is very multidimensional incorporating trust, security and privacy. Without trust customers will not make transaction, trust is paramount when customers make online purchase or transactions (Yousafzai, Pallister and Foxall, 2009). In the virtual world trust becomes more crucial for banking adoption due to uncertainty in contrast to traditional brick-and-mortar banking (Amin, 2007). However, security, trust and privacy are crucial for consumers’ intention to adopt internet banking. Studies suggest trust is seen as the lower risk associated with purchases and transactions in an environment where high security and privacy are prevalent (Yousafzai, Pallister and Foxall, 2009). Studies have shown trust is critical for web vendors to succeed, it is just as important as the technical attributes of the website (Gefen, Karahanna and Straub, 2003).

Lee and Turban (2001) put emphasis on trust as the reason behind a websites merit. Moreover, online buyers cannot see the product or the quality of the item, then the buyer must hand over his credit card and, sensitive personal details to a stranger they have never seen. Mukherjee and Nath, (2007) argued, that trust in online retailing is theoretically distinct, the physical the buyer and seller are separated, no sales representative can be seen, and nothing is tangible in the virtual world, so trust becomes central when purchasing online. Lee and Turban, (2001) surveyed 405 students in Hong Kong using the Likert scale, the result highlighted individuals displayed a high amount of trust, while third-party trust certification level of was lower. The research also found respondents wanted online businesses to display integrity, honesty, and privacy protection. However, there were limitation on the report as all the respondents are students, while the research does not address the older generations internet shopping experience. 

Generally, older cohorts  do not have issues with surfing, browsing social networks, however, rather when making purchases transaction (Choudrie et al., 2018). Flavián, Guinalíu and (Torres, 2006) believed that older cohorts are more cautious about online banking than traditional brick and mortar. This is due to older consumer’s uncertainty about online securities, privacy, payment platforms, and the continuous report of hackers stealing data (Chaimaa, Najib and Rachid, 2020). Furthermore, Steinfield, Adelaar, and Ying-ju Lai (2002) study mentioned that consumers who trust brick and mortar would likely use online banking offered by the same bank, with the combination of online and offline trust is possible. However, Chung and Kwon (2009) stipulated that the banks find building confidence through online interaction challenging as the online services exclude direct contacts, which becomes a barrier. 

Security, privacy and trustworthiness are critical to the growth of online banking. Winning the trust of older cohorts is a major obstacle for the banking industry as older cohorts do not trust banks. The research finds, constant hacking and security breaches which are common in online businesses have put fear in consumers; trust is a crucial driver of online banking adoption. 
[bookmark: _Toc111209085]Communication and customer service
Migrating online also means losing that human touch; while digital banking has become the primary banking method for some, face-to-face is preferred for complex services. Digital banking risks alienating certain groups and especially older generations. While many banks recognise the need for an omnichannel approach to banking using traditional brick and mortar and digital platforms, it does very little for senior citizens with special needs; the banks are more intent on selling products (Rizzi and Taraporevala, 2019).

Research by Venter (2017) found that Baby Boomers struggle with new communication technology like Computer-Mediated Communication (CMC) for instant emails, text messages video conferencing. Older cohorts are very social and value interpersonal communication; Computer-Mediated Communication lacks emotional expressiveness, composure, and attentive listening. Technology has created a communication gap hindering customer service for the older cohorts, and banks rely too heavily on email (Fouse, 2021). Shrestha, Parajuli and Paudel (2019) wrote that banking communication is not getting replaced but rather getting updated with present technology and demand. Banks recognise the need for effective communication channels for business retention (Kirakosyan and Dănăiaţă, 2014).

Communication can be considered as sharing significant information either formal or informal and that is delivered promptly from the retailer or bank to the customer. Effective and timely communication can help cultivate trust and solve issues and provide necessary processing information. (Mukherjee and Nath, 2007). Older cohort value customer service, it gives them a sense of security as older cohorts are community oriented. It is essential to maintain customer advisor for e-banking service, this can include live chat, social network sites and text messages. These extra services help generate positive attitude towards the website (Rajaobelina et al., 2020).

Migrating online has caused communication barriers, as the older generation favours face-to-face banking due to the ease. The study finds that new online tools have become complex, and communication via chat box, video conferencing and text message is difficult for the Baby Boomers.
[bookmark: _Toc111209086][bookmark: _Hlk109504047]Post adoption phase
Digital growth has slowed since the pandemic eased, and customers are stating they will use the less digital platforms once the pandemic ends (Hajro et al., 2021). However, Martin (2020), a chief operating officer, wrote that digital banking is expected to grow even after Covid-19. Traditional banks’ last obstacle was the older generation now forced online (Ahmed, 2021). Digital banking has become the new norm in 2021 (Holzhauer, 2020). Post adoption has become an important discussion, where individual gain online experience. Those users who remain online after the post phase ultimately determine the success of online banking (Patel and Patel, 2018). 

Tam and Oliveira (2017) wrote more research is required on the post-adoption phase as this has been neglected in the past. The author highlighted; that is significant in retaining future customers. Large German bank performed a test on 750 members on a new banking service e-postbox. The main objective was to interpret the reason behind people’s attitudes and behaviours toward e-postbox, the research concluded that post-adoption drivers were attitude, behaviors, and task-related, and perceived usefulness. Word of mouth (WOM) turned out to be a strong reason to use e-postbox too (Oertzen and Odekerken-Schröder, 2017). 

To retain and improve customer experience is essential for banks as many older cohorts cannot access physical banks due to ill health and many have been forced online due to the pandemic. Banks in the UK need to communicate with the account holders, remove barriers, and create banking channel that suits the older cohorts as many will remain online. Understanding customers attitudes and behaviors, banks can create a better experience and retain its customers, as mentioned above paragraph. 
[bookmark: _Toc111209087]The effects of digital divide in the UK
Office for National Statistics (2019) due to social and economic disparity, 5.3 million people in the UK don’t have access to the internet, and 4.3 million have basic IT skills with 76 per cent older adults aged 65 with no IT skills. Centre for Ageing Better (2021) reported 3 million people are offline approximately 32 per cent. 1 million of these are aged between 50 to 69 years old, and 67 per cent were aged over 70. The digital divide is further exacerbated by low income in the UK. 56 per cent of individuals faced common barriers like self-perception and lack of motivation. A more recent report by Lloyds Bank (2020) found, an estimated 9 million (16 per cent) are unable to use the internet device and products themselves, such as turning on the device or connecting to the Wi-Fi. 2.7 million UK (5 per cent) residents can access the internet, subsequently 11.7 million (22 per cent) people in the UK don’t possess the skills needed to surf the net for everyday life skills. 

Age is one of the main factors stopping individuals migrating online. Only 7 per cent of 70+ cohorts have the capacity of performing online shopping and managing personal finance online. 77 per cent of older cohorts have very little interaction digital engagement, 52 per cent of cohorts that have no access internet are aged between 60 – 70 years, while 44 per cent offline are aged below 60. 25 per cent of those suffering from degeneration disease from old age are less likely to access the net by themselves due to disability or impairment. Income plays a pivotal role in deciding who can access the internet, those earning above 50 thousand pounds annually will have 40 per cent chance they will digital skill in contrast to those earning 17 thousand pounds. 4 in 10 individuals those claiming benefits are less like to have digital skills. In the same report in 2020 survey by Lloyd Bank, 48 per cent of people lack interest in surfing the net, this continues to be a barrier. The lack of apathy seems to be concentrated on cohorts over 60 years old. However, this down by 23 per cent from 2019 due to the General Data Protection Regulation (GDPR) that helped improve internet adoption due consumers confident that data will be managed ethically (Lloyds Bank, 2020). 

[bookmark: _Toc111209088]Gap identified in the study
After examining the various literature concerning online banking, a gap can be observed. Many studies (see table 1) have been concerned with the value, efficiency, and the speed of digital banking. However, very little research has been done in barriers to digital banking adoption and its implication for the older generation in the UK. Therefore, this current research intends to fill that gap by performing a qualitative textual analysis on research journal of digital banking and contribute to the body of knowledge that has been found.
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[bookmark: _Toc111209089]Table 1 - Literature reviewed from broad research in different context


	Year
	Author
	Title of the journal
	Methodology
	Key findings in the literature

	2020
	Msweli and Mawela
	Enablers and Barriers for Mobile Commerce and Banking Services among the Elderly in Developing Countries: A Systematic Review
	Systematic literature review (SLR)
	According to the study older cohorts do not possess the skills and technical know-how to use internet banking. Older cohorts did not trust online banking as trust was one of the words commonly cited in the report. Other barriers included a lack of technology readiness for technology, unable to comprehend written instruction, and worries of security and privacy.

	2017
	Berkowsky, Sharit and Czaja
	Factors Predicting Decisions about Technology Adoption among Older Adults
	Fifty-two older adults participated in a mixed method, observation, tailored questionnaire and focus group discussion. 
	Though older cohorts suffered from low confidence as the significant barrier, high education played a critical role in online adoption. The research was done using questionnaires and focus groups, using older generations between 65 to 74 and 75+ the results were incredibly positive. The cohorts were willing to adopt new technologies due to the perceived value and the improvement of quality of life. Other factors that influenced cohorts to adopt were family and friends. 

	2017
	Vaportzis, Giatsi Clausen and Gow
	Older Adults Perceptions of Technology and Barriers to Interacting with Tablet computers: a Focus Group Study
	Focus group 
	The cohorts were aged 65 – 76 years old with 83.3 per cent of women involved in a discussion about the barriers and experience of using tablets. The common themes that were found were lack of instructions, lack of skills and confidence, illness was a barrier, financial costs of equipment, and feelings of inadequacy. 

	2012
	Alvseike and Brønnick
	Feasibility of the iPad as a Hub for Smart House Technology in the elderly; Effects of cognition, self-efficacy, and Technology Experience
	Observation and discussion.

	A pilot project was done in Norway involving a total of 28 (11 men and 17 women) older participants aged over 60 years who were given smart technologies to use in a span of 4-5months. The study was designed to understand how technology affects older cohorts.  
The report found age is not an obstacle, rather those suffering from illnesses like Alzheimer’s or dementia may have issues going online. Many participants were motivated by their peers, however, older cohorts found it difficult to understand the guidance given as the trainers were young.

	2011

	Tsatsou
	Digital Divides revisited: What Is New about Divides and Their research?
	Systematic literature review (SLR).

	Tsatsou (2011) believed the widening gap in the digital divide in society is caused by social-cultural. Most of the previous research has concentrated on techno or economical-driven approaches. While the cost of PCs, internet cost and hardware required to go online are an obstacle. A deeper understanding is needed to root out the problem and to avoid a leaner explanation of the digital divide. The digital divide needs to be part of the political problem and needs to have a systematic explanation. The Greek policymakers dismissed the traditional belief that the digital divide and accused policy and regulation. 

	2003
	Mattila, Karjaluoto and Pento
	Internet Banking Adoption among Mature customers: Early Majority or laggards?
	A mixed method of 1,167 questionnaires and 30 in-depth interviews. A sub-survey of 220 individuals over 65 years old and 16 interviews from the same group. 
	The research in Finland highlighted that mature consumer
 is used to describe over 65s, many do not perceive themselves as old. It means older generations are willing to learn new skills if it meets their personal needs. Many have tried using internet banking, however, stop using it due to the lack of training. The research also found that mature bankers feel internet banking is unsafe, and also thought paying bills over the net is more expensive. 

	2002
	Belanger, Hiller and Smith
	Trustworthiness in Electronic commerce: the Role of privacy, security, and Site Attributes
	140 US University students aged between 19 - 26 years old 50% men and 50% women were surveyed on sheets with a Likert-type scale.
	Security, privacy and trustworthiness are key critical factors to internet banking growth and winning public trust according to most internet marketers. However, the research found when it came to purchasing products, it found buyers gave less consideration to privacy and security. The research also found users would trust sites with recognizable brands and a physical store, and if they had a TRUST sign. The participants also highly rated websites with security and privacy statements. 

	2000
	Tan and Teo
	Factors Influencing the Adoption of Internet Banking
	Faculty of Business Administration Singapore conducted 454 student questionnaires. 
	The study reviled those subjective norms like peer pressure, friends and family that commonly influence individual intentions to adopt internet banking were refuted in this research. This was due to readily information available to consumers. While internet infrastructure is in place there is very little support from the Singapore government in getting them online. While many western companies play a critical role in helping customers adopt too online.

	1997
	Lockett and Littler
	The Adoption of Direct Banking Services
	A sample of 1000 bank customers and 500 members of the public were sent a self-completion questionnaire with a Likert-type scale. 
	The study revealed that internet adopters would adopt based services and offerings. The results highlighted that user found 24-hour access to the banks online to suit their changing lifestyle. The negative perception was the complexity and risk associated with banks. Perceived risk was found to be important both in terms of the
risk of error, and someone’s overhearing.


[bookmark: _Toc110339317][bookmark: _Toc111209129]Table 1, Literature reviewed from broad research in different context.
Note: Table 1 provides a list of the key findings from previous studies from numbers of scholars who have researched in the field of digital banking. The studies identify key enablers, barriers and the effects of innovation and how it impacts older cohorts.

[bookmark: _Toc111209090]Conclusion.
To summarize, this chapter reviewed the key literature regarding digital banking within the UK context. For example, digital banking adoption and its effect on older cohorts have received very little attention from researchers. Older cohorts face a range of barriers with online banking from lack of IT skills, trust issues regarding data collection. Communication issues over the internet to having no access to the internet due to financial issues (Msweli and Mawela, 2020; Szopiński, 2016). Other barriers, the older cohorts suffer due to age, bad hearing, poor sight, disability, and facial expressions are important for older cohorts when they communicate. Generally older cohorts do not trust banks due to the bad history like the 2008 financial crises, trust is another issue banks are facing (Salciuviene, Auruskeviciene and Ivanauskiene, 2014). Banks intention was to improve services and deploy products through a digital channel for ease and efficiency, but the older generation do not adapt to IT technology very easily due to old age. However, the banking strategy has left the older cohorts out of domain creating unintentional barriers in the UK digital banking sector. In the next chapter the study will discuss the methodology, approach and theories used for the study. 








Chapter 3
[bookmark: _Toc111209091]Research methodology and theoretical framework
[bookmark: _Toc111209092]Introduction
In section 3.2 will outlines the research methodology and theory used for this study. The study will start by defining various methods and approaches used by academics and scholars to answer the research questions and how the conclusion is reached. The study will define the following, research methodology, paradigm, qualitative approach, quantitative approach, mixed method approach, understanding research philosophy, ontology, epistemology, axiology, and the research onion model. Additionally, the Freeman’s stakeholder theory is essential to understanding older cohort’s position in the banking industry. The model will evaluate the important position of the older cohorts hold and amount power they are able to display. Finally, there will be a discussion on importance of demographic and market segmentation. 
[bookmark: _Toc111209093]Research Methodology 
Research methodology is set of systematic approach utilised by scholars and researchers, it’s a logical approach or a detailed systematic plan solve a research problem. A researcher follows a detailed plan to maximise an affective outcome and minimise any mistakes, this is known methodology (Bassey, 1999). This safeguards the original aims and objectives are addressed correctly and keeps the researcher on track. Clough and Nutbrown (2012) described methodology is a project design, a critical self-reflection in every part of the study. The research methodology allows the reader to comprehend the approach taken in study to reach the conclusion. This aids other readers and researchers who may wish to replicate the study by giving them a detailed plan of data collection, interviews, or literature reviews used in the study to follow (Brown, 2006). Data collection may involve qualitative, quantitative, and mixed method, which will be explained in the paragraphs below.
[bookmark: _Toc111209094]Qualitative 
Qualitative data involves information that cannot be measured, counted, or expressed in numbers. It is a textual data involves analysing spoken or written words, a detailed description of observation, or through interviews. Examples of qualitative data case studies, documents, open-ended survey, literature, diary, transcripts, archives, audio, and video recordings. Qualitative research is the process of collecting, analysing, and interpreting non numerical data as languages. The process involves multimethod focus, interpreting phenomena in a natural setting bringing context to the reader (Bryman and Bell, 2011). 
[bookmark: _Toc111209095]Quantitative 
Quantitative data are numeric data that can be measured are expected turn from raw data to meaningful information. It uses mathematical approach and data to answer statistical about business and market, it is information about world in a form of numbers (Punch, 1998). Can be used to find patterns and relationships, averages and predictions using statistics. The data can be expressed in graphs, tally’s, pie charts, and numbers, statistics can be descriptive. Quantitative data can be sourced from annual accounts, organisations salary, government reports, number of car accident in the city yearly or election turnouts. 
[bookmark: _Hlk110272135][bookmark: _Toc111209096] Characteristics of qualitative versus quantitative research
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[bookmark: _Toc111209155]Figure 2, Characteristics of qualitative versus quantitative research (Sorin‐Peters, 2004).
The above figure 2 is a comparison of differentiated characteristics of qualitative and quantitative research. 
[bookmark: _Toc111209097]Mixed Method 
[image: Diagram

Description automatically generated]
[bookmark: _Toc111209156]Figure 3, Mixed method research design approach (Opoku and Ahmed, 2013).
Mix method combines both qualitative and quantitative study to answer the research questions in a single study (see above figure 3). Mixed method can have advantages by giving more richer and more complete insight (Creswell and Plano Clark, 2007). For example, accident points may have high yearly incidents, interviews can be taken to understand why there are large number accidents. The accident points may have early statistics that can be used. The researcher can combine both qualitative and quantitative using word and numbers to give better insights and arrived at a better meaningful conclusion. 
The study intends to adopt a qualitative approach to an in-depth analysis of the literatures relating to digital banking to understand the barriers and effects on older cohorts in the UK.
[bookmark: _Toc111209098]Research Philosophy 
[bookmark: _Hlk110371132]Research philosophy, is a belief in a discipline about the way data should be collected about a phenomenon that has occurred, analysed, and then used; a system used and develop by scholars to expand and seek knowledge (Saunders, Lewis, and Thornhill, 2009). Study should be conducted within the chosen research philosophies and data collection should follow a systematic method, researchers have choices of pragmatism, positivism, realism, and Interpretivism method of data collection, this will be further discussed in the research onion model below.
[bookmark: _Toc111209099]Positivism
Positivism approach solely relies on empirical evidence for social science study. The evidence used can be controlled experiments and statistics. The belief is reality exist and separately of the mind so far that reason it can be researched objectively or measured quantifiably as a real thing. Positivists prefer quantitative data; this allows researchers to use measurable data to create social facts and detaches itself from subjective feeling and interpretations.
[bookmark: _Toc111209100] Interpretivism
Interpretivism in social science use qualitative study that focus on individual beliefs, motivation, behaviour, and reasoning understanding social construct. However, a researcher may use quantitative and qualitative for a richer study. Researcher may seek to understand language, meanings, and consciousness to get a better context (Myers, 2009).  Qualitative data is non-numerical data that can be observed expressed in words; the data can be collected through interviews, telephone, and focus groups. Other data like emails, company reports, websites, and journals can be used. 
[bookmark: _Hlk110285888][bookmark: _Toc111209101]Comparison of four research paradigm and the related components
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[bookmark: _Toc111209157]Figure 4. Comparison of four research paradigm and the related components (Okesina, 2020).
According to Okesina (2020) research paradigm can be defined by researcher’s orientation, perspective, thinking or a set of beliefs that influence what should be studied and how this study should be carried, and how the results should be interpreted in study. This paradigm is composed of three elements ontology, epistemology, and axiology. The above explanatory chart explains different components that make up research philosophy and the different path the researcher may use to answer his question.
[bookmark: _Toc111209102]Ontology
Ontology originates from the Greek words ontos meaning “being,” ontology seeks to classify and explain entities. Ontology refers to the assumption of reality, the general understanding of concepts and models agreed by practitioners in the field knowledge and knowing of reality. Social ontology is concerned with nature and social construct (Bryman and Bell, 2011).  The structural framework allows the concept to be observed and understood easily. Ontology seeks to answer challenging questions about the existence, life, and ethics. 
[bookmark: _Toc111209103]Epistemology  
Epistemology is similar to ontology; however, it asks a different question. Epistemology comes originates from the Greek word episteme meaning “knowledge”. Epistemology concerns itself with what should be accepted as knowledge in a discipline (Bryman and Bell, 2011). Epistemology is how humans attain knowledge, what is knowledge, and how humans know information about the world. 
[bookmark: _Toc111209104]Axiology 
Axiology describes the role of values and ethics plays within the research process. It questions how researchers should deal with their own values well as the participants plays role in every part of a study. Value plays a critical role from choosing the topic, making sound judgement, choice of philosophy and choice of data collection. For example, a researcher may choose to collect data through interviews as he values interaction with his participants (Saunders, Lewis, and Thornhill, 2016). What values are expected from the research, does the result seek to change society for better, does it have value. Axiology concerns itself with ethics what is good or bad (Okesina 2020).
[bookmark: _Toc111209105][image: Diagram
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[bookmark: _Toc111209158]Figure 5, source (Saunders, Lewis, and Thornhill, 2019).
A methodology is a research strategy or a plan on conducting the study. A researcher must choose a research path based on his or her philosophy, this may be based on the original question. The tool will help coordinate the research and help develop a design using the onion model. The research onion starting point is philosophy followed by the approach to the theory development, then are methodological choices. Strategies will be the next step in the research, then time horizon and techniques of data collection (Aleksandras, 2018).
The research design will explain the planned data and analysing process, this part of the study will explain the reason for the chosen path for the methodology and how the onion model has been used in practice.
Step 1. Philosophy
Epistemology is the nature of knowledge and interpretivism believe people are different from the nature of science, so individuals must be studied through interviews and qualitative approach to understand their views (Bryman and Bell, 2011). The philosophical approach taken for this research is interpretivism, qualitative data will be used for this project as this is society based or otherwise known as social science that will examine behaviours, feelings, languages, attitudes, and individuals in society (Myers, 2009). Interpretivism is also considered subjective unlike quantitative it is considered objective or unbiased not influenced by feelings; interpretivist can be biased due to his experience, upbringing, and culture. 
However, for this research interpretivism philosophy and qualitative data approach is taken due to the flexible approach, this approach can cover grey areas that numerical approach is unable to accomplish. Qualitative data is used to connect themes and patterns on human behaviour and bring meaning in different context; unlike positivism is unable to do that through numbers because it is objective, it is very black or white in nature. 
Step 2. Approach to theory development
Inductive reasoning approach will be used as this is a social phenomenon by starting with the observation. The research follows the steps from specific to general to draw a conclusion. Data from academic journals is collected to observe and study to understand background of the issue and examine for possible patterns. Then relationship and hypothesize and a theory is created from the social phenomenon and will be explained (Saunders, Lewis, and Thornhill, 2016). Using inductive reasoning, the research used widely available journal, literatures and critically analysed to find gaps. Inductive reasoning is a systematic argument between conclusion and the premises examined to be supported by observation (Ketokivi and Mantere, 2010).
Step 3. Methodological choice
Monomethod study is a use of one method of data, either qualitative or quantitative in research (Creswell and Plano Clark, 2007). This study utilises a qualitative study and the information, which is mainly in textual form, is analysed employing qualitative data analysis techniques. The reason qualitative research was used due to the limited time frame of 53 day and financial limitation. The qualitative data is easily accessible through journal websites and freely available through the university websites. The research mainly used secondary data from online journals, this chosen as this method suited qualitative investigation. 
Step 4. Strategy
Research takes the approach of literature review, an in-depth multi-facet detailed analysis of past studies that has been documented of complex issues or phenomenon that has occurred in its naturel setting (Crowe et al., 2011). The research uses case studies as its process of collecting data accessed through the internet. The data is extracted from the paper with in-depth analysis and giving a multi angle view of the issues. The previous journal studies gave this research access to diverse information on older cohort’s experience, feelings, and behaviour towards online banking, securities worries, and technological barriers to digital banking. It was also beneficial in terms of giving access to research journals across different continents; with this approach in multiple views and opinions that could be assessed. 
Step 5. Time horizon
Time horizon is the intended date the project is to be completed, there are two types of horizons, cross-sectional where the data has a deadline for data collection. And longitudinal is done over an extended period, for example, different period of seasons, or a study of culture of a long period of years (Saunders, Lewis, and Thornhill, 2016). The project is a cross sectional, which short duration where a short period was used for this project. The research project was given 53 days to complete with project end date is on 12th of August 2022. 
Step 6. Techniques and procedures
The aim of the current study is to provide new insight into the barriers and implications of digital banking in the UK. The objective to critically examine online journals and relating literature on digital banking with intention of understanding the barriers effecting the older cohorts.
Decision was made in the early part of the project to use secondary data due to the limited time and resource; the research adopts a systematic literature review for this research. Qualitative approach is adopted for this research, and papers from previous research papers that could be textualized are used as well. The essential benefit of this approach is the research was able to analyse statistics, feelings, behaviours, examine case studies on skills and attitudes that quantitative is unable to do because it is a numeric based approach; this research uses descriptive and narrative style to yield a holistic understanding of the given topic. Multi focus approach was essential to interpreting phenomena, human behaviour and feelings in a naturel social setting that gave a holistic interpretation. 
Initially the study generated the title for this subject (barriers to digital banking adoption and its implication for the older generations in the UK), this was done to highlight the problem issues and the purpose of the paper research. Key words and phrases like (barriers to digital banking, effects of e-banking on older cohorts, online banking, and digital banking adoption) was used from the research title.  The key words were used in the Google Scholar search engine and the University of Wales online library to extract journal reports. Research questions were initially created to help guide the research and concern of the project. The key words from research questions were used to generate specific journal paper narrowing the results related to the topic. The report made use of other technology-based research to help conceptualise the older cohort’s attitude and behaviours towards innovation and technology.  The next paragraph will discuss coding, pattern and themes found in the research.
[bookmark: _Toc111209106]Coding and pattern
The peer reviewed journals from academic websites were used for their credibility, news websites, and reports was used. The literature was studied on the key areas and grouped according to their subject area as listed below. Codes were created from the literature and grouped to observe correlation (see table 2).
[bookmark: _Toc111209107]Table 2: Themes and categories
	Potential barriers to digital banking
	Age related issues and barriers 

	complex technologies - lack of product support – no training - resistance to change - lack knowledge and skills - opposed to innovations - no product support - attitude
	low confidents – age related illness - no initial training - opposed to innovations – cognitive weakness – dementia – Parkinson disease

	Potential barriers to trust
	Enablers to online banking

	bad reputation – trust – online security – fear – hackers – phishing – stranger – fraud – fake emails – scams – feelings 
	Higher education – digital divide – social economics – salary – internet access – training – large fonts – better designed apps – personalised services – self-image-confident


[bookmark: _Toc111209130]Table 2,Themes & categories designed by author.
The journals were also compared and contrasted on similar subjects and issues regarding online banking in various developed countries. Based on the original questions and title the journals were grouped as listed above. The journals were extensively examined, particular emphasis was given to words like (trust, digital migrant, attitudes, fear, feeling, digital divide, education, IT skills, age, and older cohorts) and also cross examined against other literatures. These words and phrases were used to identify themes and patterns within the literature that addressed the original questions and concerns, (please see table 3 for themes and patterns). The following paragraph will discuss the Freeman’s stakeholder theory and demographic and market segmentation.  

[bookmark: _Toc111209108]Freeman’s stakeholder theory

[bookmark: _Toc111209159]Figure 6, Stakeholder Map, source (Adapted from Freeman, 1984, p55).

The above figure 6 is a graphical representation of various stakeholders of a bank, or a financial institution. It shows various internal and external bodies that is engaged with the organisation and their opposition and support can affect a bank’s strategy positively and negatively. 
[bookmark: _Toc111209109]Stakeholder theory and its relevance to the current research
The stakeholder theory was first coined by R. Edward Freeman. Stakeholders are any individual, or a group, other organisations internal, or external who have an interest and may be affected by the organisations aim, objective and strategic decision. Internal stakeholders my include employees, owners, and managers. The external stakeholders are suppliers, competitors, financial conduct authority, and community (Pinheiro, 2015). Stakeholder’s theory has become an important discussion and practice within the business field. Identifying and managing organisation stakeholders can give companies competitive advantage (Harrison, Bosse and Phillips, 2010). According to Wheeler, Colbert, and Freeman (2003) wrote, for all business fostering a positive image of the business is essential and rewarding for the organisation. Businesses seek to create better proposition, and this can be achieved by engaging with stakeholders to understand if the value that has been created has accomplished its aim to satisfy the customers need.
Traditionally organisations focused on internal stakeholders like employees e.g., those within the business boundaries (Harrison and St. John, 1996). However, this has changed, and organisations realise the importance of external stakeholders, many are seeking to be closer with their stakeholders in an effort to create better products and services. The value that is created then can be used to sustain the business model and give back to the stakeholders who were involved in the creation. Having affective communication channel with the stakeholders, the organisations can lead to greater efficiency, better product outcome and service designs (Barney and Harrison, 2018). 
Reason behind using Freeman’s stakeholder theory was to identify the important stakeholders associated with this research. The stakeholders for this project were the older cohorts who are affected by the digital banking. The next step would be to find a solution to the issue which will be further discussed below in the recommendation. 
[bookmark: _Toc111209110]Demographic and market segmentation benefit
In this part of the report, the study will highlight the importance demographic segmentation and how it can help organisation understand the different groups of population.
Demographic segmentation is marketing ploy used by organisations to categorise consumers by socioeconomic groups such as age, location, gender, wealth, poverty, employment, religion, culture, and education. These findings are then utilised by marketing department to design products and services for niche markets or the mass market. The key focus in segmentation is the key difference in the groups such as brands, attitudes, even social issues (Plummer, 1974). With key data retrieved from sales figures or feedbacks companies can see the sources of revenues (Yankelovich and Meer, 2006). 
Older cohorts or anyone using a bank service are an important stakeholder for the banks and financial institution. Banks primarily rely on customers deposit, to fund other essential activities like loans, mortgage, and investments. However, older cohorts have largely been left out from the bank’s strategy. Banks have been promoting digital banking technology and its usage, benefits, and accessibility enhancing user experience using a very generic approach; encompassing the Baby Boomers, Generation X, Generation Z, and the Millennials in one category. However, banks need understand that there are different generation of cohorts with different skill sets and education. 
It seems banks have not actively designed online banking tools and apps based on market demographic and market segmentation. Its common knowledge now, when organisations offer tailer made product, based segmentation gives and competitive advantage and serves the customers need too. To achieve greater success, banks must recognise within a homogenous population there is a sub-population with different needs. Though mass marketing works in most cases, it is necessary apply target marketing, target marketing involves customers need and want, targeting groups with similar characteristics, interests and needs (Camilleri, 2017). By dividing the market, banks can create and design the need for that particular market and exceeding customers expectation (Aghdaie, Tafreshi and Behzadian, 2014).
[bookmark: _Toc111209111]The importance of demographic market segmentation to this research
The importance of addressing the older cohorts in the correct demographic segmentation is essential to resolving the issues of digital banking. Not all the cohorts are the same, some are physically week, but then cognitively strong, some have no issues, and others are disable. Rajaobelina et al., (2020) wrote the current studies seem to group 60s and over into one category Studies recommended a subsegment may be required as more than one variable is at play. For example, 55 – 65, 65 – 75, 75 – 85, able bodied person, and disable person. The segmentation is a growing section, as older cohorts live longer than the past generations, its estimated by 2030 one fifth of US population will 65 years old. One of the frequent mistake marketers make is to creating strategy that is the stereotypical profile of older cohorts. (Mattila, Karjaluoto and Pento, 2003), so this segment must contain a subsegment as different variable exist within it. The other issues quite often ignored or gone unnoticed is the digital divide that is affecting women. Historically women were home makers, had restricted education, and unable work in society that was very conservative and patriarchic Britain (Angrisani, Lee and Meijer, 2019). The previous attitudes towards women have manifested into the current digital divide causing a gender divide. To remove this barrier, it must be realised first of its existence and then a plan can be produced to give extra support. This will be essential as women live longer and they are likely to benefit from digital technology. 
[bookmark: _Toc111209112]Conclusion
To conclude this chapter, research methodology and philosophies have been discussed. The current research intends to adopt a qualitative approach which is analyzing research journals and papers using text analysis method. Additionally, this study intends to take interpretivism as it will greatly benefit social observation and understanding individual meanings, feeling, and behaviors. The research onion is used to guide the methodology and describe what is performed in the research, code, themes and patterns were developed from the literature review. Freeman’s stakeholder theory is used to identify important stakeholders of the bank so they can be managed affectively in a strategy change. Demographic and market segmentation is also examined closely, as the research mentioned a new subsegment will be required due to more variables that is identify in the older cohort’s demographics. In chapter 4 the research will findings and discussion. 























Chapter 4
[bookmark: _Toc111209113]Findings and Discussion 
[bookmark: _Toc111209114]Introduction
This chapter discusses the findings from section 3.6 methodology and provides a critical overview of the data extracted. After extracting the data was first categorised and then analysed to find any patterns or themes, see table 2 & 3. The purpose of the discussion is to identify factors that are affecting the adoption of digital banking for older cohorts. Using the data, the research will discuss the various finding, their meaning, and how it is affecting the older cohorts. Using the finding and discussions the research will attempt to reach the aim and objectives, please see section 4.3. Section 4.4 will also discuss the power matrix importance in understanding account holder’s power, influence and why they should be managed.  Co-creation will be discussed to better understand how cohorts can play a role in product development, please see section 4.5.
[bookmark: _Toc111209115]Themes and patterns emerged from the literature review 
After assembling the selected codes, themes and patterns were used to create a list of key findings that are the barriers to online banking for older cohorts. Most relevant and key themes are given below in Table 3.
[bookmark: _Toc111209116]Table 3: Themes and patterns
	A
	Age-related illness and cognitive decline are significant barriers to online banking for the older cohorts.

	B
	Lack of education, complex technologies, confusing instruction, and lack of internet skills was a significant barrier for the older cohorts.

	C
	Older cohorts had a willingness to learn and adopt internet skills, however, banks and society portray them as opposed to innovation.

	D
	Older cohorts have negative views of online security, privacy, and data protection. This is due to constant news about banks misleading customers, online hacking, phishing, scams, and privacy and security breach.

	E
	Older cohorts prefer face-to-face banking as they find online banking difficult, as it lacks emotions, and interpersonal communication and does not provide special needs or help with banking.

	F
	Social and economics also played a role in creating a digital divide.

	G
	Higher education plays a positive role in adopting online activity.

	H
	Older cohorts showed a willingness to adopt to internet banking.

	I
	Though a substantial amount of the older generation suffered from low internet skills, the willingness was there based on their needs.


[bookmark: _Toc111209131]Table 3, Themes & patterns designed by the author.
[bookmark: _Toc111209117]Discussions of key themes 
The literature review finds that very few researchers have focused on digital banking and its effects on the older cohorts as highlighted by Mattila, Karjaluoto and Pento (2003) research done in Finland. Mature adults have immense purchasing power, and it is essential banks recognise the importance of senior citizens in their bank revenues and strategies. Marketers and banks have concentrated mainly on generating revenues and improving services. The idea of 24-hour access to bank funds is wonderful, however, the strategy deployed by the banks is very homogeneous. This is a concern for older cohorts as bank’s strategies and services become more difficult for older adults to access. 
Many studies have focused on the digital banking technology acceptance and the values it has provided to mass consumers. This study has mainly focused on the barriers to online banking for the older cohorts and their experience, their attitudes, and perceptions of banking technology. Very little journal research has been found to address the reasons behind or seek to resolve the barriers for older cohorts.
According to Msweli and Mawela (2020), Szopiński (2016) report highlighted older generation lacks the knowledge and competence required to operate laptops, android phones, and tablets. His report suggested that older cohorts were resistant to change, his report findings also stimulated some of the key barriers commonly cited in his report was, trust, security issues, and privacy fears (see table 3, section D). Furthermore, Hunsaker and Hargittai (2018), the report said technologies are fairly new and older cohorts just needed to be educated. Many older cohorts are unable to comprehend digital technologies as this was not part of their life, as computers were very rare and only used by large industries and government companies. 
However, this research also finds opposing evidence by Alvseike and Brønnick (2012) argued was different, he said people’s perception of judging someone by their age was wrong. Rather than older cohorts suffering from degenerative diseases, Dementia, Parkinson’s, and Alzheimer’s that were affecting their cognitive and mobility performance. His research showed that healthy older cohorts with the right training could overcome their weaknesses in computer skills regardless of age (see table 3, section H). His finding hinted that older cohorts are commonly grouped together regardless of their capability. Older cohorts also suffered from low confidence; this is due to some cohort’s lack of education (see table 3, section B).
As the evidence found many cohorts are not opposed to technology, Alvseike and Brønnick (2012) believed society groups individual by age regardless of them having the capability to adapting to new innovations (see table 3, section B/C). 
The report by Berkowsky, Sharit and Czaja (2017) and Perifanou and Economides (2020)., suggested cohorts with high education display high confidence (see table 3, section G/H). The finding suggests those coming from more well-educated affluent families are likely to adapt to technology. Well-educated people are more likely to earn more money as they are likely to get top-earning jobs and have access to technologies through jobs, the past experience plays a role positive in individuals’ confidence in illuminating the fear and phobia against technologies.
The literature review finds Berkowsky, Sharit and Czaja (2017) and Perifanou and Economides (2020) suggesting a different approach, both scholars believe education could eradicate barriers to online banking as this was a common theme found in literatures (see table 3 above, section H). 
Levant (2020) pointed out key issues of online banking, financial institutes more often focus on Generation Z and the Millennials. Venkatesh, Thong, and Xu (2012) highlighted the issue citing, that typecasting and negative assumptions can harm an organisation’s developments (see table 3, section c). The products are also designed by like-minded people who do not understand the needs of the older generation, Rajaobelina et al., (2020) highlighted, the older generation with bad eyesight may not be able to see the digital fonts on the screen. The cohort who suffers from arthritis or joint swelling issues will not be able to operate the keyboards (see table 3, section A). These diseases are not only present in those over the age of 60s, these can affect younger cohorts too. The generic approach and design are often cited as (complex, websites are confusing, and no product services) leaving the older cohorts out of the online banking spectrum. 
Vaportzis, Giatsi Clausen and Gow (2017) some older cohorts perceive technology as beneficial, as older cohorts realise technology does benefit them more. But older cohorts commonly cited that technologies are confusing and complex and very little product support is given (see table 3, section b). Assisting and educating the older generation to adapt to technology will make them independent and self-reliant.  White et al. (2002) proved the point from five months of training of older cohorts revealed positive results as three quarters frequently used the internet (see table 3, section H/I). Rajaobelina et al., (2020) research was essential work on mobile banking experience for older cohorts few research examined older cohort experience. His research stated older cohorts should not be categorised into a single group, some researchers have found heterogeneity within older generations group where a subsegment maybe required. An individual who experiences are positive is more likely to build more trust, likewise an individual who’s has a negative experience is likely to build distrust. The research recommend that extra help and internet application design and better interface could build trust through positive experience. 
Tsatsou (2011) highlighted, that the digital divide amongst older cohorts was very widespread, and many assumptions are made about older cohorts of lack of digital skills. The root cause of the older cohort’s digital exclusion is lack of access due to social and economic. Accessing the internet has its cost as many older cohorts are retired and leaving on savings and pensions (see table 3, section F). However, there are other issues, many are having to live in care homes with no internet access for patients, and rural villages and certain towns still do not have reliable internet access
Many claims have been made about older cohort’s technology phobia or not accepting innovations. Heinz et al. (2012) research involved 30 cohorts aged between 60 to 100 years old, 60 per cent women and 40 per cent men. The participants were asked to use computers, emails and respond to questionnaires a separate focus groups were included, the result found that were willing to adapt to new technologies as participants believed it would benefit them (see table 3, section I).
White (2018) highlighted the issue of trust, banks have a bad reputation and winning public trust is essential to banks success. Security is the most common discussed subject and the biggest priority for the account holders (Shah and Shah, 2015). It is common for older cohorts to become victim of online fraud putting fear in the older cohorts (Age UK, 2019). Privacy is the biggest obstacle and hinderance for customers using the websites (see table 3, section D). Chung and Kwon (2009) highlighted, bank employees find it difficult to build relationship online, because online excludes direct interaction. 
Steinfield, Adelaar, and Ying-ju Lai (2002 believed, consumers trust their own bank’s and if the very same bank offers online service, the combination of online and offline its more likely would adopt digital banking, and this would lead to foster trusts. Rajaobelina et al., (2020) wrote, older generation put more emphasis in brands they recognize and are eager to pay more as brands means trust and reliability. Customers experience (CE) is essential to accepting product and services offered by banks who create these value proposition to their clients. Emotion plays a critical role in adopting any proposition, customers recognising well establish brands means trust. Brand interaction can take place before or after a purchase through various bank’s touchpoints, these memorable experiences is central to connecting consumers to the brand (Lemon and Verhoef, 2016). 
Another issue commonly ignored is the digital inequality, the literature review does very little to address these issues, use of computers is lower among older women. Gender and wealth equality is an issue for the decline of internet use.  Some of the core groups suffering from digital divide is poor social economics group, women, low educated individuals, and poor health Mathews, Nazroo and Marshall, (2018).
Msweli and Mawela (2020) and Szopiński (2016) found the most commonly cited issue with online banking was, trust was commonly cited, trust, scams, security issues, and privacy fears. However, Hunsaker and Hargittai (2018) bought a different argument saying education was the key to removing fears of scams, security, privacy, and trust could be regained. Levant (2020) noted the barriers were bad product design and poor services, improved interface, improving technology and services like large fonts and extra support would alleviate many hindrances. Tsatsou (2011) findings suggested improving access to the internet would greatly reduce the digital divide.
Alvseike and Brønnick (2012) argued, that society’s biased perception is wrong in categorising sick and healthy into one group reducing the chances of aiding them to be independent through education and training. White et al. (2002) yielded great results from training older cohorts to use the internet and Vaportzis, Giatsi Clausen and Gow (2017) said education could improve the older cohort’s adaptation to technologies; Rajaobelina et al., (2020) research said through support, experience and better software design will build trust. Heinz et al. (2012) found similar result in his report concluded that older adults were eager to learn new technologies, however, the respondents complained about usability and displayed frustration. A recognisable brand is important for the older cohorts as it fosters trust. This is essential for adoption of new technology offered by the same brand (Rajaobelina et al., 2020).









Six Factors that influence digital banking adoption

[bookmark: _Toc111209160]Figure 7, Six factors that influence digital banking adoption (Constructed by the Author).

The figure 7 diagram has been created to help the reader understand how individual accept or reject innovation based on their personal experience or circumstances. The Author used the literature and findings to create conceptual diagram for better interpretation. 
The above conceptual diagram represents the factors that influence individual to adopt new innovations and technology. Each individual may have been exposed to difference life experience that develops their capability to understand or except technologies. While the chart represents the Six facets that help understand the factors influencing adoption of online banking, the reverse view can be observed to understand why individual reject technology and innovation. For example, low education, negative perception, risk instead of benefits can cause individuals to reject digital banking and other technology. 
· Job history – cohorts can be influenced by their previous jobs working with technology in government office, banks, health care, and service sectors. They also have higher trust with technology and fear less about security. Those with high paid jobs are usually have IT skill, likewise, those earn low wages or social welfare, are likely to fall in the digital divide or digitally excluded. 
· Positive perception & benefits – positive attitudes and the benefit of technology plays a pivotal role in the development internet skills. Saving cost through internet and banking and its efficiency is seen as positive and aids adoption to digital banking. Negative perception can lead to rejection due perceived risk of security can lead to loss of potential benefits.
· Peer pressure – pressure, motivation from friends, colleagues, and relatives encouraging adoption of digital technology and online banking. Learning to use a PC is usually done at home, the knowledge is usually handed down from peers. 
· Higher education and experience – early access to education plays an important role in adapting and understanding new innovation. Personal experience and interaction with brands can help adoption as individual build attachment.
· Self-efficacy – self-efficacy is internal believe in oneself having the capability to act or do things in a certain way, those who fall into this group can adapt to any given situation.
· Cognitive ability – those with strong cognitive ability are able to understand or acquire new knowledge.
Most common factors hindering older cohort’s adoption to online banking
· Expensive setup cost of laptops and internet subscription service, and mobile phone
· Online security and privacy fear of personal data being misused can lead to distrusts
· Lack of education has led to low self-efficacy and motivation amongst older cohorts
· Complicated software, apps, small fonts, and no product support or guidance.










[bookmark: _Toc111209118]Stakeholder Power Matrix and its relevance to this research
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[bookmark: _Toc111209161]Figure 8, Stakeholder power matrix, source adapted from (Ginige, Amaratunga and Haigh, 2018).
Proposing any new business product or service it is ideal that stakeholder power interest matrix is used to manage and win support of those who may affect the project outcome. One of first step is to identify those who will be affected by the project deliverables and create power interest matrix (see above figure 8), this could be an internal and external stakeholder. Ultimately communication is essential with the right stakeholders who can influence a successful outcome. Prioritizing the stakeholders this will help identify stakeholders based on the power and interest, each one can inserted in a grid as seen above figure 7. Understanding the key stakeholders is vital, supporters of the project can code green, those against the project red; and neutral stakeholders are coded orange. With all the stakeholders mapping done individual can be managed affectively based on power grid. (Kumar, 2015). For managers aligning stakeholders to organizational goals and strategy is paramount for a successful result and avoiding ramifications (Ackermann and Eden, 2011).
· Keep satisfied - High power and low interest, these groups must be kept satisfied even though they have low interests they have high power. 
· Manage closely - high power and high interest is individuals or organization has the power to impact the project outcomes, for that reason must be managed closely. 
· Monitor - Low power and low interest, monitor them and give them enough information.
· Keep informed - Low power and high interest, these groups need to be informed, as they have high interest, they can be helpful to the project
Mediating with powerful stakeholders ensures the project momentum and helps in shaping the deliverables and quality outcome. With aid of stakeholders a project will have access to more resources by communicating with right individuals (Ginige, Amaratunga, and Haigh, 2018). Account holders are vital stakeholders in a bank, in fact banks survive on depositor’s money, banks borrow money from the depositors and then lend them out and account holders get compensated in a form of interest payment (Corporate Finance Institute, 2022). According to Melling (2021) that £5.5 trillion in wealth will be transferred over the next 30 years. And the over 65s is expected to rise from 18 per cent in the year 2019 to 25 per cent in the year 2035.
[bookmark: _Toc111209119]The importance of stakeholder power matrix for this research
The power matrix is essential whenever a new product is introduced especially from the user’s point of view who are likely to adopt the new proposition. The banks often create products and services to stream new revenues and creating greater shareholder value. However, one of the largest wealth holders and growing older cohorts have been adversely left out of the bank’s strategy. Account holders are the most powerful stakeholders in the banks, and they are not benefiting from online banking efficiently as they should, please see stakeholder power matrix.
[bookmark: _Toc111209120]Co-creation and customer engagement advantages
The study looks at the co-creation, it intends to understand how the older cohorts can play a role in product development with the organisation. 
Early in 2000 Prahalad and Ramaswamy introduced the to a new theory of co-creation. The meaning of this new concept is when a value is created a product or a service with firm interacting with consumer both collaborating is referred as value co-creation (Cova, Dalli, and Zwick, 2011). Co-creation has developed into managerial thinking, previously organisations created value now it has become a participants involved with the organisation to developed meaningful products (Ind and Coates, 2013). Consumers have always been vital in terms of marketing, but managers have largely ignored customer orientation.   
Ramaswamy and Gouillart (2010) believes, customers are very creative and want to get engaged with organisation product development, however, customers get largely left out due managers not realising the benefits of co-creation. Recently many companies had co-creating product and services taking feedbacks from the customers. The results yielded positive outcome for the corporations, for example DHL created Parcelcoptor a drone delivery service with the help of its customers (Crandell, 2016). Co-creation is about organisation engaging with their stakeholders, learning from customer’s experience helping create value. It requires all stakeholders to engage and learn and share knowledge from each other. Ind and Coates (2013) argues prototyping products with consumer involvement can resolve issues like computer apps that is actually fulfils the need of the user. Cova, Dalli, and Zwick (2011) wrote, co-created products and service generate substantial amount of revenues, customer engagement is taken for granted, however, it an important part of customer satisfaction (Galvagno and Dalli, 2014). 
Banks have failed to understand the older cohorts need and largely due to managers lack comprehension, this has left the older cohorts suffering. Co-creating with stakeholder involvement alleviates potential potholes and avoids issues that may arise from product and services usage. 




















Chapter 5

[bookmark: _Toc111209121]Conclusion
This chapter concludes the research and summarises the key part of report and discussion. The research has also made recommendations and also suggested further research in the digital banking sector.
[bookmark: _Hlk111150313]Financial institution has been expanding rapidly online deploying essential services to improve productively and efficiency. Digital banking has become the new norm for some customers; however, the older cohorts are finding it difficult to adapt to online banking. The older generation lack the skills and competence as internet was not part of their life, the digital banking has created many barriers to adoption making it difficult to access funds. The literature demonstrates the value of online banking adoption for customers and financial institutes in the UK. 
The study explores the barriers to digital banking for the older cohorts and the implications in the UK. A systematic literature review was performed in digital banking to raise question and seek to answers. A critical examination of research journals was examined to find themes and patterns. The research method adopted a qualitative was textual analysis outlining the original questions, as this approach was chosen due to time and budget restriction. The intention of the study was to give a new insight into digital banking and find research gaps. The study also finds limited research was done in the area of digital banking impacting older cohorts. 
The previous research found banks have been pursuing a strategy that is very generic marketing targeting all consumers, but the needs of the older cohorts are different as they are not homogeneous. The society also holds a bias view of the older generation as being weak, frail-minded, and unable to take on new skills and marginalized and ignored by the UK banks unintentionally, research can contradict these views as not all older cohorts is the same. The above research covered many barriers from trust, security, privacy, digital divide, IT skills, and communications. The research highlights scholars have done very little research addressing these negative consequences of technology on senior citizens. Scholars have been concentrating on the younger generation, product usage, and its benefits in terms of producing profits for the banks.
From the literature review themes and patterns were identified to find key issues affecting the older cohorts. A stakeholder map was created to help identify stakeholders within a bank that are being impacted. The power matrix was used to identify the most influential stakeholders who may need to be managed when a change occurs. 
In the findings the report found that the previous demographic segmentation was not effective, as older cohorts are a diverse group with different needs. The findings also found some of the key barriers to digital banking’s were lack of education, technology phobia, lacked internet skills and health issues. However, many scholars also suggested, older cohorts are willing to learn and adapt to new technology based on their need. Many trials with older cohorts have yielded great results in internet adoption. The research has made recommendation based on the findings, please see section 5.3 below. The research in section 2.6 discussed the post adoption phase in brief, it highlighted the continuous expansion of the online banking. The research has given post adoption experience and data that has affected the older cohorts. The recommendation is also made to help cohorts further adopt after post pandemic and post adoption phase.
[bookmark: _Toc111209122]Ethical consideration 
Ethics plays an important role in doing any research, as any study can be badly designed, bias, or harmful to the readers or to certain groups. Darlington and Scott (2002) considered ethics committees as a gatekeeper playing a vital role in ensuring researchers follow moral principle and avoid harming vulnerable individuals before granting the permission on the research. For example, medical science used human experimentation, a very unethical practice where the practice was banned that led to mechanism was developed to protect the participants (Darlington and Scott, 2002).
This study has taken careful consideration to avoid any plagiarism or claim on this work. No part of this work has been duplicated or taken without any permission. All parts of the report have given recognition to authors using citation and references. While the study uses secondary data and literature, it does not reveal names or confidential information about participants. To avoid any claims an ethical form was handed to the University of Wales Birmingham prior to adopting the research. The study uses wide range evidence and data from the literature, the author avoids subjective bias and relies on the evidence from studies. 
[bookmark: _Toc111209123]Limitations and the future scope for the research
Some limitations of the research must be mentioned for future research. This study used a qualitative approach for this research and the benefits were a holistic view. This approach allows the study of other variables like feelings, fear, attitudes, beliefs, and behaviour. Additionally, the lack of resources, funds, and limited time given by the University of Wales did not allow for a quantitative analysis. However, for future study, a quantitative study of the older cohorts in the UK will greatly improve the accuracy of the study. While many journals were used in this study, it found that respondents were either of mixed age or there was no equal amount of male or female respondents. Many studies also used young respondents with older cohorts, who were already acquainted with technology, this should be avoided as it will not give an accurate data for the research. Another point that should be noted is that women in particular have lower IT skills as women in the past were unable to access jobs and education fairly. Making complicated apps and software can deter some older cohorts from adapting to the product. 
[bookmark: _Toc111209124]Recommendations
The report finds that older cohorts have unique requirement when it comes to digital banking due to their age, while they are also a growing segment with large amount of wealth which is in the form of property, private pension, savings, and shares. It’s a unique opportunity for financial institute to benefit and manage this incoming present and future wealth affectively, likewise, the customers will benefit from this move. With this in mind the report will make some strategic recommendation based on the findings of this research, see section 1.2, 2 and 4 of the report. Section 2.6 post adoption highlighted what can be learnt from the research, and what can be done to eliminate some of these barriers to online banking. Report made some recommendation based on the previous experience to improve post adoption.
Making apps and software user friendly
Addressing the issue of complex technology and personalised apps. Developers of technology should not ignore the need of their customer’s; user perspective is essential to improving user acceptance of the product. Designers should consider whether the product is suitable for older cohort’s lifestyle for example reducing links and features older cohorts do not require, making app interface simpler and saving time. Products should be co-created with the users input helping develop products that suites the right age group, having a generic approach for all consumers does not suit all older adults, please see section 4.5 co-creation. Making apps and features should consider older cohorts experience and inputs. A trial run of the product will help collect initial data on products benefits and usage before launch.
Skeuomorphic design for improved online experience
[bookmark: _Hlk111066426]The current online banking interface is not very user friendly for the older cohorts as mentioned in findings above. A Skeuomorphic user interface can be used to design banking websites, the design mimics real life objects like cheque books to help older adapt to the online banking (see appendix 2 for an example). User interface metaphors skeuomorphs helps user to benefit from existing knowledge of physical objects to digital objects. The traditional flat interface like Micro Soft uses is not suited for older adults (see appendix 2 below for an example), trials of Skeuomorphic user interface was remarkably successful with the older cohorts. For that reason, the reports highly recommend banks make use of this technology to help their customers to adapt more easily (Ellis and Marshall, 2019).
Awareness about the benefits of technology
For digital equity to happen for older cohorts, there needs to be a digital awareness amongst older cohorts. Older cohorts need to be consulted by their peers and relatives about the benefits. Older cohorts already benefit from technology at home and care homes like medical equipment, for that reason older cohorts are likely to understand. However, they should be educated for potential benefits of internet banking and its existence to accept the technology first. Many older cohorts already realized the benefits of technology from the Covid-19 lockdown in 2019. Older cohorts decided to use social media and communication apps like Skype to stay connected with loved ones and reducing social isolation (Marston et al., 2019). It shows older cohorts can use basic functions of ICT technology if it benefits them, they should be further encouraged. The stereo typical biased perception society holds about older cohorts are wrong as not all cohorts are same, if anything this perception impedes digital inclusion. According to the research the willingness from the cohorts is there, they just need some help, see table 3.
Demographic
Demographic segmentation was largely an issue found in the research, more often the older cohorts are grouped together early with 55 years and upwards. This creates an issue as older cohorts are a large segmentation with a diverse need. An individual at an age of 80 maybe highly active and an individual at an age of 60 might need special help due to illnesses. Marketers and software developers need to understand the diversity that exists within the older cohorts. Product and services need to be developed with the need of the customers. A large group of cohorts are left out of the online banking due to the lack of understanding (Alvseike and Brønnick, 2012). For software and banks, qualitative research of older cohorts, lifestyle and banking needs will help develop a better approach to digital banking, see section 4.3.
Building trust amongst older cohorts
The biggest barriers to digital banking are online security, privacy concerns, phishing, and trust. Older cohort’s perception to online banking is risky as they prefer to do business face-to-face because they can see the banks staffs who is managing their money and, they can see a physical bank. According to Rajaobelina et al., (2020) the findings older cohorts put a lot of trust in their brands, this suggests if the very same banks offer online banking, older cohorts may take the opportunity to migrate to online, see section 4.3. The security and privacy concerns can be overcome with online experience and education about banks Financial Services Compensation Scheme (Barrow, 2020). Making them aware of the number operational schemes banks must protect depositor’s money will build confident and reduce the anxiety of privacy and security. Older cohorts need to be given training on how to use pin and password securely well as keeping device secure and learning about scams. Additional training can be given to understand spam, phishing and spot fake websites that have no internet credential. 
Motivate older cohorts through education
Lack of education and IT skills were common themes appearing in the research. Education about IT skills leads to motivation, encouraging older cohorts is essential to adoption and removing technology phobia, support can be given by family members and peers help use phones and laptops (White et al 2002). Most people have learnt their computer skill from their family and friends, for that reason family can play a significant role in teaching older cohorts. Many organisations participate in IT programs like, Think Digital program that helps older cohorts learn essential IT skills to be self-sufficient (Age UK, 2022). 
Training and guidance
Technology companies can give laptops and phones on a 30-day money back guarantee will help with a better internet adoption, or even trial laptop for a brief period. The setup can be costly and older cohorts will be reluctant to invest in something they may find they don’t have the competence to use. However, something in a trial base will encourage cohorts to make a positive decision towards adoption of the internet. Training, demonstrations and guidance will be recommended as many may not have used a phones and laptops. This will help individual build confident and reduce anxiety towards technologies (Heinz et al., 2012). Please refer to section 4.3.1 above.
Video and telephone support for better communication
Banks can use effective tactics of easy design and large fonts easy to read graphics. Many websites use complicated jargons that users find confusing. The websites design itself is complicated and confusing. Furthermore, due to older cohorts may suffer from visual impairment the fonts can be small to read. The older cohort should be given extra personalised support with telephone and video calling access. An option of clickable call function through the app to get help or make appointments. Since face-to-face communication is a preferred method, video communication will be an effective method for older cohorts. YouTube video should be setup to show individuals on using smart phone and laptops (Rajaobelina et al., 2020). Technical terms must be avoided to finish the task as this can be counterproductive.
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Differentiating characteristics of qualitative versus quantitative research
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Figure 1. Mixed method rescarch design approach (Adopted from Creswell 2012)
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Table 1: Comparison of four research paradigms and their components

Paradigm Positivist Interpretivist Critical Pragmatic
Ontology Naive realism Relativist Historical realism Relational
Single reality Multiple realities Multiple realities Non-singular reality
Epistemology Objective Subjective Transactional / Objective -subjective
subjective Either or both
dependent upon the
research question(s)
Axiology Value-free Value laden, biased and Value laden, biased and Value-driven, both
balanced culture-sensitive objective and subjective
stance
Methodology Experimental- Phenomenology Feminist theory Mixed- methodology:
methodology Symbolic-interactionism Neo-Marxist Experimental-
Quasi-experimental Ethno-methodology Cultural studies Action methodology
Correlational Narrative-inquiry research Disability Quasi-experimental
Causal-comparative Hermeneutics theories methodology
Randomised control Action research Queer theory Phenomenology
trials Participatory-inquiry Narrative inquiry
Ideology-critique Action research
Design Descriptive Descriptive Descriptive Descriptive
Explanatory Exploratory Exploratory Explanatory
Survey Ethnography Ethnography Exploratory
Case study Grounded theory Grounded theory Ethnography
Longitudinal Case study Case study Grounded theory
Cross-sectional Longitudinal Longitudinal Case study
Cross-sectional Cross-sectional Longitudinal
Cross-sectional
Method Quantitative Qualitative Qualitative or Mixed-method
(most often used) Highly structured In-depth investigations quantitative (mostly Quantitative and
(Questionnaires) (Semi-structured qualitative) qualitative (combine
Tests interviews, or in-depth Interviews both methods)
Observations unstructured interviews Participants” observation
Document Analysis and observations) Questionnaires
Large samples Document analysis Triangulation of methods
Hypothesis testing Small samples and
Random sampling purposive sampling
Statistical analysis

Source: (Saunders, Lewis, et al., 2009; Fard, 2012; Shah & Al-Bargi, 2013; Kivunja & Kuyini, 2017; and
Makombe, 2017), modified by author.
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