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of customers of banks in Albania and the perceived limitations that hinder the development of 
electronic services. The purpose of the work is the analysis of clients’ perception of electronic 
banking services, the problems of ensuring client satisfaction and the development of proposals 
for its improvement. The methodological approach hinges on several key components: studying 
statistical data concerning banking services, conducting two-way analyses to explore variable in-
teractions, conducting surveys to gather user insights, utilizing graphical methods to visualize the 
results, and employing generalization techniques to summarize research outcomes. The analysis of 
the development of the banking system of Albania, which showed a significant expansion of electro-
nic services for customers, a substantial increase in the share of electronic transfers in their total 
number during 2010-2022. A survey of bank customers showed that the availability and flexibility of 
e-banking services are the most important attributes of their quality; however, there is an impact 
of perceived limitations on the increase in the number of e-banking users and the need to improve 
customer service has been proven. Despite the ease and speed of transactions, lower costs and 
time savings, customers do not rate e-banking as a high-quality service and demonstrate insuffi-
cient knowledge about these services. There is a need to improve communication with clients and 
to reduce costs or provide basic electronic banking services for free. The results and conclusions 
have practical significance in the development of financial and credit policy by the Government of 
Albania in the projection of the use of electronic technologies, for bank managers in the planning 
and marketing of banking services.
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Actitudes de los clientes y limitaciones 
percibidas en relación con los servicios de 

banca electrónica: una encuesta en Albania

Resumen: La relevancia del estudio viene determinada por la necesidad de identificar el nivel de 
satisfacción de los clientes de los bancos en Albania y las limitaciones percibidas que dificultan el 
desarrollo de los servicios electrónicos. El objetivo del trabajo es el análisis de la percepción que 
tienen los clientes de los servicios de banca electrónica, los problemas para garantizar la satisfac-
ción de los clientes y la elaboración de propuestas para su mejora. El enfoque metodológico gira 
en torno a varios componentes clave: el escrutinio de datos estadísticos relativos a los servicios 
bancarios, la realización de análisis bidireccionales para explorar las interacciones entre variables, 
la administración de encuestas para recabar la percepción de los usuarios, la utilización de méto-
dos gráficos para visualizar los resultados y el empleo de técnicas de generalización para resumir 
los resultados de la investigación. El análisis del desarrollo del sistema bancario de Albania, que 
mostró una expansión significativa de los servicios electrónicos para los clientes, un aumento 
significativo de la parte de las transferencias electrónicas en su número total durante 2010-2022. 
Una encuesta entre los clientes de los bancos mostró que la disponibilidad y la flexibilidad de 
los servicios de banca electrónica son los atributos más importantes de su calidad; sin embargo, 
hay un impacto de las limitaciones percibidas en el aumento del número de usuarios de banca 
electrónica y se ha demostrado la necesidad de mejorar el servicio al cliente. A pesar de la facilidad 
y rapidez de las transacciones, la reducción de costes y el ahorro de tiempo, los clientes no califican 
la banca electrónica como un servicio de alta calidad y demuestran un conocimiento insuficiente 
de estos servicios. Se corrobora la necesidad de mejorar la comunicación con los clientes y reducir 
el coste o realizar transacciones bancarias electrónicas básicas de forma gratuita. Los resultados 
y conclusiones tienen importancia práctica para el desarrollo de la política financiera y crediticia 
del Gobierno de Albania en la proyección del uso de las tecnologías electrónicas, para los gestores 
bancarios en la planificación y comercialización de los servicios bancarios.

Palabras clave: servicios de Internet, entidades bancarias, tecnologías de la información y la comu-
nicación, comportamiento de los usuarios, satisfacción con la calidad del producto, Albania.
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INTRODUCTION

The transformation of the world econ-
omy in the conditions of the rapid 
development of digital technologies and 
communications allows the creation of 
new products and services that are more 
convenient and profitable for consum-
ers. In the banking sector, specially in 
Albania, such transformations consist in 
the transfer of services familiar to cus-
tomers to an electronic format, which 
demonstrates its advantages in saving 
financial resources, reducing the time 
for customer service, the availability of 
transactions at any time convenient for 
the customer, and more individualized 
service. However, the effectiveness of 
the use of electronic banking services 
will be greater if customer satisfaction 
and involvement in the use of these 
services increases. In connection with 
the recent increase in the relevance of 
studying the behaviour of bank custom-
ers, there is a need to investigate the 
satisfaction of customers with banking 
services and their attitude to electronic 
banking, as well as to identify the 
foreseeable limitations that inhibit 
the spread of the use of electronic 
banking services.

Issues related to the development of 
banking activity in the period of dig-
itization were studied by Albanian, 
Dutch, and other scientists. Ismaili and 
Braimllari (2021) conducted a study 
on the frequency of electronic banking 
service usage among Albanian bank 
account holders. The results revealed 
that asynchronous transfer modes 
(ATM) were the most utilized, followed 
by electronic point of sale (E-POS) and 
mobile banking, with individuals over 
30 years old using electronic banking 
less frequently than older demographics.

A comprehensive approach to theo-
retical and empirical studies of bank 
profitability was considered by Puci et 
al. (2023). The authors examined the 
impact of macroeconomic indicators 
on bank profitability, in particular 
the impact of gross domestic product 
growth, inflation, and the real interest 
rate during 2011-2020. The reasons for 
the use of Internet banking services 
by the population of Albania were 
considered by Habili et al. (2022). In 
the study, the scientists used primary 
data obtained during surveys of var-
ious bank customers. The collected 
responses showed that the declein in 
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customers’ willingness to use cash is a 
key element affecting the growth of the 
use of electronic banking services.

Anamali et al. (2021) found that cus-
tomer satisfaction depends mainly on 
trust and efficiency and identify the 
relationship between the quality of 
banking services and customer sat-
isfaction with these services. Other 
factors only indirectly affect customer 
satisfaction with banking services but 
are significant. The authors emphasize 
that after the two financial crises of 
1997 and 2008, Albanian clients expect 
quality service in the service to feel 
safe, which is offered specifically for 
their expectations.

Analysis of the use of banking services 
by surveying bank customers in the 
Albanian city of Korcha was conducted 
by Sulillari and Nasto (2020) in order 
to f ind out how much people in a 
particular city know about electronic 
banking and use it. The authors found 
insufficient awareness of the popula-
tion about electronic banking services 
because the information they possessed 
was superficial. At the same time, the 
analysis of the level of use of banking 
services by the population revealed 
some limitations related to the follow-
ing factors: Income level, employment, 
etc. The researchers found that e-bank-
ing services are still relatively new to 
the banking industry but have been on 
the rise recently.

Taking into account the increase in the 
level of informatization of the world 
economy, the banking sector must con-
stantly improve and expand the range of 
its services, applying innovative tech-
nologies, particularly with the help of 
innovative behaviour and an individual 
approach to clients (Markovych, 2024). 
A study revealing the question of how 
perceived organizational innovative-
ness affects the individual level of a 
manager and whether it is considered an 
organizational risk, as well as how the 
gender of respondents helps or hinders 
the process, was conducted by Kör et 
al. (2021) on the example of the banking 
sector in Turkey. The results showed 
that strategies of self-leadership are 
positively related to the individual level 
of the manager. The authors have made 
a significant contribution by providing 
suggestions and advice to managers and 
employees regarding the development 
of organizational environments that 
encourage innovation in the technolo-
gy-oriented sector, specifically banking. 
The scientists emphasized that thanks 
to the effective application of innova-
tions, the work process is improved, 
paperwork is reduced, labour pro-
ductivity in the industry is increased, 
costs are reduced, and economic bene-
fits are increased.

Despite previous studies of this issue, 
the question of the impact on the devel-
opment of electronic banking services, 
the attitude of customers to these ser-
vices and the existing restrictions that 
prevent the greater spread of electronic 
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services in Albania, requires further 
and more detailed study. The main 
goal of the scientific work is the anal-
ysis of the banking activity in Albania 
regarding the introduction of electronic 
banking and various factors influencing 
the attitude of bank customers towards 
the transition to conducting banking 
transactions with the guarantee of 
Internet technologies, as well as the 
development of proposals for improving 
the perceived usefulness and quality of 
electronic banking.

The article will investigate the veracity 
of the following hypotheses:

1.	 Hypothesis 1: The level of educa-
tion of bank customers affects their 
attitude towards electronic banking 
services, availability of information 
about such services and awareness 
of the possibility of using them.

2.	 Hypothesis 2: The perceived useful-
ness of electronic banking services 
for the user is related to how he/she 
imagines and evaluates the level of 
service quality.

Therefore, the main questions of this 
research are signs of perceived useful-
ness of electronic banking services in 
Albania and related limitations.

MATERIALS AND METHODS

The theoretical foundation of this 
research is based on the works of 
Albanian, Dutch, Polish and other 
scientists from around the globe who 

have studied the use of electronic bank-
ing in various countries. Information 
on the development of the banking 
system in Albania, the use of payment 
instruments by bank clients, and the 
infrastructure of banks that allows for 
settlement transactions, was obtained 
from the official website of the Bank of 
Albania (2023).

Statistics on the number of commercial 
banks in Albania for 2010-2022 are 
taken from the CEIC Data database 
(CEIC Data, 2022), which collects the 
most current economic, sectoral, and 
financial indicators. Internet penetration 
rate among the population of Albania in 
2013, 2020 and 2023 was analysed given 
data from the web portal DataReportal 
(Kemp, 2023), which focuses on 
statistics and development trends, in 
particular information technologies.

Information on the total number of 
bank accounts with Internet access 
in Albania from 2008 to 2020 was 
obtained from the online platform 
Statista (Statista Research Department, 
2023), which specializes in market and 
consumer indicators and provides mar-
ket statistics, consumer, and company 
information worldwide. The number 
of online transactions carried out by 
Albanians in 2022 is taken from the 
website of the Albanian newspaper 
Albanian Daily News (Kote, 2023). 
Information from 240 users of the 
Internet and owners of banks of big 
cities in Albania was collected using 
an online structured survey conducted 
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in 2021. The sample population refers 
to able-bodied customers who live 
mainly in the big cities of Albania and 
are bank owners.

The methodological approach is base 
don a combination of statistical infor-
mation analysis, factor analysis, and 
survey methods, graphic methods, and 
generalization. This study employs a 
statistical analysis approach to examine 
the level of Internet penetration among 
the population of Albania, the dynamics 
of the total number of bank accounts 
with Internet access during the period 
2010-2022, the use of payment instru-
ments by their main types for the same 
period, and the trend of the development 
of the banking infrastructure of Albania 
during the period 2015-2022.

A structured survey was employed to 
gather data from individuals utilizing 
banking services, which permitted 
the assessment of the prevalence of 
elect ronic banking products and 
services among Albanian custom-
ers. A structured questionnaire was 
developed, comprising questions on 
a four-point scale, grouped by each 
quality dimension and the dependent 
variable of customer satisfaction. The 
data were managed and analyzed using 
Microsoft Excel.

The method of two-way variance anal-
ysis permitted tha determination of the 
interdependence between the avail-
ability of information about electronic 

banking and the level of education of 
the population, as well as between the 
reliability and quality of electronic 
banking services. The application of 
this method entails the calculation of 
standard deviation values based on 
a survey sample of bank customers, 
according to the following formula (1):

[1]

where:  is the value of sample,  is the 
size of sample.

A graphic method was employed to 
present data on the growth of the total 
number of bank accounts with Internet 
access in Albania are displayed in the 
form of graphs and charts. Additionally, 
the data on the shares in the use of 
banking instruments, particularly by 
individuals and enterprises, and the 
development of banking infrastructure 
(number of facilities and terminals) 
used for operations in Albania during 
2015-2022 were presented.

The application of the generalization 
method enabled the recording of infor-
mation obtained during the research 
process regarding the use of electronic 
banking in Albania, the attitude of 
bank customers to the introduction of 
electronic services and the foreseeable 
existing restrictions that affect the pop-
ulation’s desire to use these services. It 
also facilitated the formulation of con-
clusions regarding the factors on which 
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the level of trust in electronic banking 
depends and the justification of propos-
als that allow for an increase in the level 
of trust of clients in electronic banking 
services. Finally, it determined further 
approaches to the study of this issue.

RESULTS

Development of the Banking System 
and Electronic Banking in Albania

In order to maintain its competitive-
ness in the market of these services, 
the banking institution must expand 
the range of its services, adapting to 
modern trends in the development of 
technologies in the world. One of the 
areas successfully used in banking 
is electronic banking, the essence of 
which is self-service for clients. Banks 
should develop electronic banking 
services with the objective of satisfy-
ing customers as much as possible. To 
achieve this, it is essential to identify 
the most important attributes of the 
quality of these services and to con-
sider customer expectations regarding 
accuracy, security, network speed, 
and user-friendliness. Primarily, cli-
ents’ primary demand for electronic 
banking is the assurance of robust 
security during operations. This can 
be regarded as a significant factor in 
the assessment of the quality of such 
services (Khodakivska et al., 2022). In 
addition, when customers decide to use 
electronic banking, the key element is 
the ease of use and the ability and skills 
of a person in information technologies, 

which increases customer satisfaction 
(Khlystun, 2023).

Immediately after the transition to a 
market economy in 1992, the private 
banking system began to develop 
in Albania, in which only 2 banks 
were still operating in 1991: the Bank 
of Albania and the Agr icultural 
Bank (CEIC Data, 2022). During 
the transitional period, the number 
of banks experienced a significant 
increase, reaching 16 by 2018. As of 
December 2022, there were 11 insti-
tutions that were fully financed by 
private capital, both foreign and domes-
tic (CEIC Data, 2022).

The majority of products offered by 
Albanian commercial banks are stan-
dard, including deposits, accounts, 
transfers, and mortgages. Over the 
course of a lengthy period, deposits 
constituted the most popular banking 
service. However, in recent times, the 
decline in cash transactions has led to 
a notable increase in the use of other 
banking products, including loans, debit 
cards, and overdrafts. The inaugural 
financial institution to offer electronic 
products based on information and 
communication technologies in 2002 
was the American Bank of Albania. For 
a considerable period, numerous other 
financial institutions attempted to pro-
vide electronic services. For instance, 
Raiffeisen Bank, through its MultiCash 
offering, provided electronic transfer 
services exclusively to a select customer 
base. Following the year 2007, banks 
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began to offer a wide range of electronic 
banking services. In 2007, Credins 
Bank initiated this process, followed 
by Tirana Bank in 2008, BKT in 2009, 
and Raiffeisen Bank in 2009 (Bank 
of Albania, 2023). The increase in the 
number of Internet providers and the 
competition among them contributes 
to the reduction in the prices of digital 
services (Prymostka & Kysil, 2023; 
Abdullayev et al., 2024). As in other 
countries, the implementation of e-gov-
ernment, voting, connecting schools 
to the Internet and the use of informa-
tion technologies in public services 
(e-procurement) are being initiated in 

Albania. The proportion of the popula-
tion with access to the Internet is rising 
at a steady pace. In 2013, 51.8% of the 
population had Internet access, while by 
2020, this figure had risen to 69%. At 
the beginning of 2023, the proportion 
of the population with Internet access 
had reached 80.1% (Kemp, 2023). 
Nevertheless, Albania continues to be 
included in the group of countries with 
low rates of Internet penetration.

The number of bank accounts con-
nected to the Internet has a constant 
upward trend (Figure 1).

27,4 37,1 54,9
113,9 145,2 153,2

209,2
322,4

399,1 441,6

585,7

878

667,3

0
100
200
300
400
500
600
700
800
900
1000

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Nu
m

be
r o

f b
an

k 
ac

co
un

ts
, 

th
ou

sa
nd

Figure 1. Total Number of Bank Accounts with Internet Access in Albania from 2010 to 2022

Source: compiled by the authors based on Statista Research Department (2021), Kote (2023).

As illustrated in Figure 1, the number 
of bank accounts with Internet access 
exhibited an average annual growth rate 
of 10-30% during the analyzed period. 
This suggests the rapid integration of 
Internet technologies into the Albanian 

banking sector. Popular electronic 
services provided by Albanian com-
mercial banks include ATMs, Internet 
banking and electronic cards, which 
are offered by all banks operating in 
Albania (Table 1).



107

Apuntes CENES Volumen 43, Número 78, ISSN 0120-3053
julio - diciembre 2024, 99  a  123

Table 1. Electronic Services Provided by Commercial Banks of Albania in 2021

ATM Internet 
Banking

Electronic Cards 
(Debit, Credit, 
Prepayment)

POS-
Terminals

Mobile/ 
SMS 

Banking

Telephone 
Banking

Payment Acceptance System
POS 

Virtual PayBox

Raiffeisen Bank + + + + + +
BKT Bank + + + + + +

Tirana Bank + + + + +
Alpha Bank + + + + +

Procredit Bank + + + + +
First Investment Bank + + +

Credits Bank + + + + +
Union Bank + + + + +
OTP Bank + + + +

Intesa Sanpaolo Bank + + + + +
ABI Bank + + +

Source: compiled by the authors based on Bank of Albania (2022).

As it can be seen from Table 1, certain 
electronic services (POS-terminals, 
mobile and SMS banking, telephone 
banking, POS online payment system 
virtual) are provided by only a few 
banks. It should be noted that in 2021, 
compared to the previous year, the 
number of ATMs increased by 11.4%, 
and the number of POS terminals 
increased by 13.12%.

Use of Payment Instruments by Banks 
in Albania

The progress achieved by the electronic 
finance sector can be analysed by the 
state of the use of payment instru-
ments (Figure 2).
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Figure 2. The Dynamics of the Use of Payment Instruments in Albania for 2010-2022

Source: compiled by the authors based on Bank of Albania (2023).
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Figure 2 illustrates a clear trend in 
the use of payment instruments. It 
demonstrates that the use of electronic 
credit transfers is consistently on the 
rise, while the use of paper transfers 

is on the decline. The use of payment 
instruments varies depending on the 
user, wether an individual or a business 
entity (Figure 3).
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Figure 3. Use of Banking Instruments by Individuals and Enterprises in 2022

Source: compiled by the authors based on Bank of Albania (2023).

Figure 3 shows that in 2022 paper credit 
transfers were made by approximately 
58% of individuals and 42% of busi-
nesses, and electronic credit transfers 
by approximately 43% of individuals, 
while card payments are used by more 
than 90% of individuals, whereas 
electronic cash payments were utilized 
by only natural persons. The use of 
electronic money for payments com-
menced in 2015. From 2015 to 2022, the 
volume of electronic money payments 
increased fourfold, from 156,300 to 
681,700 transactions.

As reported by the Bank of Albania 
(2022), the volume of mobile banking 

payments increased by 29%, while the 
value of these transactions increased by 
22%. The expansion of infrastructure 
and the dissemination of internet access 
through the proliferation of smartphone 
ownership represent the pr imary 
driving forces behind the surge in 
the utilization of mobile banking. As 
indicated by experts, electronic credit 
transfers have emerged as the most 
cost-effective tool in the Albanian eco-
nomy (Kote, 2023).

The infrastructure utilized by banks 
for  the execut ion of  set t lement 
operations has exhibited a notable 
expansion (Figure 4).



109

Apuntes CENES Volumen 43, Número 78, ISSN 0120-3053
julio - diciembre 2024, 99  a  123

6 689 7 111 7 294 
8 726 

11 195 
12 147 

13 741 

16 227 

597 680
1391 1700

2094 2 364 2 743 

 -

3 537 

 2000

 4000

 6000

 8000

 10000

 12000

 14000

 16000

 18000

2015 2016 2017 2018 2019 2020 2021 2022

Q
ua

nt
ity

, u
ni

ts

ATMs
Virtual POS terminal for card usage

POS terminals
Electronic money terminals

Figure 4. Development of the Banking Infrastructure of Albania during 2015-2022

Source: compiled by the authors based on Bank of Albania (2023).

As can be seen from Figure 4, the 
number of POS terminals and elec-
tronic money terminals has the greatest 
growth tendency, which during 2015-
2022 increased by 2.4 times and 5.9 
times, respectively. It should be noted 
that encouraging the use of electronic 
money tools has an impact on the 
financial integration of the popula-
tion by providing access to banking 
services to low- and middle-income 
clients (Mishchenko et al., 2022). 
Despite the positive trend of increas-
ing the number of POS terminals, the 
majority of them are concentrated in 
the city of Tirana (83%) (Kote, 2023). 
The number of ATMs remained almost 
unchanged during the analysed period 
and amounted to 855 units in 2022. 
In the Albanian market, automated 

teller machines (ATMs) are primarily 
utilized for cash withdrawals, rather 
than for payments.

Compared to other countries of the 
European region in which Albania is 
located, this nation has a rather low 
ratio of cardholders to the total pop-
ulation of both debit and credit cards. 
Even though the Internet as a business 
environment has brought practical ben-
efits, it is worth noting certain problems 
associated with it, for example, infor-
mation overload, danger to privacy and 
personal information, etc. For instance, 
approximately 12% of respondents 
perceive the electronic banking ser-
vices offered by Albanian banks to be 
risky (Kote, 2023).
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In addition, the introduction of tech-
nological innovations in most cases is 
not only difficult, but also expensive. 
Nevertheless, there is a discrepancy 
between the extent to which electronic 
banking is utilized and the potential for 
cost savings and market competitiveness 
that it offers to banks (Palamarchuk & 
Korkach, 2023). Statistical data on the 
economic profitability of electronic 
banking in Albania is absent, but it 
is obvious that the cost of one trans-
action carried out using an electronic 
channel is much lower compared to 
a non-electronic form of interaction 
with the customer.

Survey on Customers’ Use of Electronic 
Banking

The interest in the use of electronic 
banking services by the population may 
differ depending on some demographic 
factors, including age, gender, level of 
education, average income, and so forth. 

Additionally, psychographic factors, 
such as attitudes toward the digitaliza-
tion of the economy, preferences, and 
other psychological characteristics, 
may also influence the use of electronic 
banking services.

To analyse the attitude of the popula-
tion of Albania to electronic banking 
services and their use, a survey was 
conducted among people of different 
socio-economic status, which also 
made it possible to evaluate electronic 
services from the point of view of pro-
fessionalism and reliability (Table 2). In 
the surveyed group, the mean age of the 
populace stands at 48 years. Within this 
demographic, 5% hold higher education 
degrees, while men make up 46% of 
the respondents. The social status of 
the respondents is different, as 40% are 
single, 38% are married, and 22% have 
another status.

Table 2. Summarized Statistics of Results of Survey of Respondents

Changeable The Number of 
Respondents Value

The Standard 
Is Not 

Deviation
Minimum Maximum Description of the Variable

Sex 240 0.54 0.50 0 1
Fictitious variable is equal 
to 1 if the respondent is an 
Indian, otherwise case — 0

Age 240 47.79 8.76 19 73 Long variable a

Social status 240 1.79 0.76 1 3 Categorical variable, 1 – single, 
2 –married, 3 – other

Unmarried 97 1 0 1 1
Married 92 2 0 2 2
Other 51 3 0 3 3

Educational level 240 0.58 0.49 0 1 Fictitious variable: higher 
education – 1, other – 0

Source of income 240 2.98 0.81 1 4

Categorical variable, 1 – income 
from entrepreneurship, 

2 – entrepreneurship and 
salary, 3 – salary, 4 – other.
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1. Which bank would be the most appropriate to open a bank account with.
BKT 240 0.60 0.49 0 1

Fictitious variable: is equal to 1 if 
the respondent has at least one 

account in the corresponding 
bank, in another case – 0

Raiffeisen Bank 240 0.31 0.46 0 1
Credits Bank 240 0.29 0.46 0 1

Intesa SanPaolo Bank 240 0.10 0.31 0 1
OPT Bank 240 0.04 0.20 0 1

Tirana Bank 240 0.02 0.14 0 1

ABI Bank 240 0.02 0.14 0 1

Union Bank 240 0.02 0.14 0 1

Other banks 240 0.04 0.20 0 1
2. Do you have information about the services of electronic banking?

Information about electronic 
banking services 240 0.90 0.31 0 1

Fictitious variable: 1 – the 
respondent knows about 
the services of electronic 

banking, other – 0 
3. How did you find out about services of electronic banking? (few answers are possible)

Banking institutions 240 0.60 0.49 0 1 Fictitious variable: 1 – the 
respondent receives information 

about services of electronic 
banking from of the specified 

source, other – 0

Social networks and 
the Internet 240 0.44 0.50 0 1

Familiar 240 0.23 0.42 0 1

4. Are you a permanent user of the Internet?

Usage of Internet 240 1 0 1 1 Fictitious variable: 1 – yes 
answer, 0 – otherwise

5. Would you like to carry out banking operations online?
Readiness for 

electronic banking 240 0.92 0.28 0 1 Fictitious variable: 1 – answer 
is yes, otherwise – 0

6. Do you use electronic banking?

Electronic banking user 240 0.71 0.46 0 1 Fictitious variable: 1 – answer 
is yes, otherwise – 0

7. Which services of electronic banking do you use precisely? (few answers are possible)
Opening/closing of 
accounts/deposits 240 0.29 0.46 0 1 Fictitious variable: respondent 

uses electronic banking for the 
specified purpose – 1, other – 0Online payments 240 0.75 0.43 0 1

Money transfers 240 0.69 0.46 0 1
8. How is the reliability of services of electronic banking evaluated?

Reliability 240 1.75 1.15 1 4

Categorical variable, 1 – reliable, 
2 – risky, 3 – unreliable, 

4 – no information

Reliable 155 1 0 1 1
Risky 32 2 0 2 2

Unreliable 14 3 0 3 3
There is no information 39 4 0 4 4

9. How is it evaluated quality services of electronic banking?
Professional 92 1 0 1 1 Categorical variable, 

1 – professional, 
2 – sufficient, 3 – low

Sufficient 118 2 0 2 2
Low 30 3 0 3 3

10. What are the advantages of using electronic banking? (few answers are possible)
Lightness and speed of 
management of account 240 0.69 0.46 0 1

Fictitious variable is equal to 1 
if the respondent is inclined to 
this preference, otherwise – 0

Availability 240 0.83 0.37 0 1
New knowledge and safety _ 240 0.42 0.49 0 1
Increase in price of services 

at the cash desk 240 0.42 0.49 0 1

Availability of more 
information from banks 240 0.31 0.46 0 1

All the above reasons 240 0.25 0.43 0 1

Source: compiled by the authors.

Continuation Table 2
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As illustrated in Table 2, over 60% of 
respondents whose primary source of 
income is a salary report income from 
business, entrepreneurial activity, and 
wages. Additionally, 23% of respon-
dents report income from another 
source, including assistance from rela-
tives or social assistance. At the same 
time, the type of income is a factor 
that can affect the usage of products of 
electronic banking.

According to the data presented in 
Table 2, the National Commercial Bank 
of Albania is preferred by 60% of cus-
tomers, followed by Raiffeisen Bank 
and Credins Bank with 31% and 29%, 
respectively. Other banks are preferred 
by less than 10% of customers.

Also, during the study, it was found that 
there is an inequality between urban 
and rural areas of Albania regarding the 
use of the Internet, and the distribution 
of Internet users in cities is higher than 
in rural areas.

The responses of the respondents to the 
survey, as presented in Table 2, indicate 
that the majority of individuals (40%) 
obtained information about electronic 
banking from a bank institution, while 
56% accessed this information via the 
Internet. Additionally, 77% of respon-
dents indicated that they received this 
information from relatives, while 19% 
reported obtaining it from various 
sources. The research indicates that the 
primary source of information is not 

banking institutions, but the Internet 
and social networks. These channels 
should be regarded as genuine market-
ing avenues for the sale of electronic 
banking products.

Two-Way Analysis of the Relation-
ship Between Influencing Factors on 
Customer Perception of Electronic 
Banking

To establish the cor respondence 
between the factors affecting the atti-
tude of customers to electronic banking 
services, it is advisable to investigate 
the relationship between awareness of 
electronic banking and the level of edu-
cation of the population (Table 3).

Table 3. Two-Way Analysis of the Dependence 
Between the Availability of Information 
About Electronic Banking and the Level 

of Education of the Population

Availability of 
Information/Level 

of Education

Higher 
Education

Secondary 
Education Together

The answer is 
“Yes”, persons

133 81 214

Part, % 55.42 33.75 89.17
The answer is 
“No”, persons

5 21 26

Part, % 2.08 8.75 10.83
Together, persons 138 102 240

Part, % 57.5 42.5 100

Source: compiled by the authors 
based on survey.

The results of the survey presented in 
Table 3 indicate that higher education 
has a favorable effect on the use of 
electronic banking. Specifically, 89.2% 
of respondents have some knowledge 
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in this area, and the level of education 
has a positive effect on the availability 
of information. A total of 55.4% of 
individuals who possess knowledge 
about electronic banking have attained 
a higher education. The findings of 
the conducted research provide empir-
ical support for the hypothesis that an 
individual’s level of education exerts an 
influence on the availability of informa-
tion and awareness of the possibilities 
of using electronic banking services.

To conduct an analysis of the compar-
ison of respondents’ answers about 
the reliability and quality of electronic 
banking services, the data should be 
displayed in the form of Table 4.

Table 4. A Two-Way Analysis 
Between Reliability and Quality of 

Electronic Banking Services

Degree of 
Reliability/

Quality
Professional Sufficient Low Together

Reliable 86 59 10 155
Part, % 35.84 24.58 4.17 64.59
Risky 0 26 6 32

Part, % 0 10.83 2.5 13.33
Not reliable 0 0 14 14

Part, % 0 0 5.83 5.83
There is no 
information

6 33 0 39

Part, % 2.5 13.75 0 16.25
Together 92 118 30 240
Part, % 38.33 49.17 12.5 100

Source: compiled by the authors 
based on survey.

Table 4 shows that about 65% of cus-
tomers consider the e-banking service 

as reliable, 13% of respondents consider 
this service as risky, and 5.8% as unre-
liable. According to the results of the 
survey, about 16% of respondents do 
not have information about either the 
reliability or the quality of services.

The conducted analysis shows that 
representatives of the banking sector 
should work on improving people’s 
perception of the quality and reliability 
of electronic banking services, since 
the level of respondents who would 
like to use these services, according to 
the data in Table 4, is 92%, and those 
who use them is 70%. This suggests 
the existence of perceived constraints 
on the provision of electronic banking 
services, which require greater attention 
from banking sector employees to facil-
itate future enhancements.Therefore, 
the research confirms the hypothesis 
that the perceived usefulness of elec-
tronic banking services is related to 
the extent to which the potential user 
assesses their quality level. An import-
ant role is also played by the availability 
and flexibility of information channels.

To enhance the future development of 
electronic banking services, a number 
of potential strategies may be consid-
ered. These include the expansion of 
the range of electronic banking oppor-
tunities and the introduction of price 
incentives. This implies that the client, 
having the opportunity to perform all 
necessary operations with the assis-
tance of electronic banking, will gain 
a greater advantage than a prolonged 
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stay in a queue at a bank branch. 
Furthermore, online transactions should 
be entirely free or significantly less 
expensive than transactions conducted 
at physical branches and banks.

However, it should be noted that clients 
in the financial sector are not ready to 
use only online channels for commu-
nication. Personal contact is beneficial 
and important, so banks should keep 
this in mind when promoting services. 
Therefore, it is impossible to predict 
which channels of communication with 
customers will be exactly successful, 
and it is also impossible to use only one 
channel, particularly the Internet.

In the context of the accelerated devel-
opment of digital technologies, it is 
imperative that bank representatives 
utilize innovative products that are 
actively promoted, as this increases 
the likelihood of their successful dis-
semination. The advent of electronic 
banking is contingent upon the exis-
tence of a sufficient level of Internet 
penetration within a given country, as 
well as the capacity of banks to provide 
a comprehensive array of services. This 
will result in the satisfaction of users 
of the service, who will then act as 
promoters of the service. Nevertheless, 
it is also essential to maintain personal 
communication with the client.

The analysis of the development of the 
banking system of Albania showed that 
during the years 2010-2022 the number 

of electronic services increased, the 
infrastructure for their provision was 
expanded, and a gradual transition of 
customers to the use of payment instru-
ments using the Internet technologies 
and electronic money was observed. 
The conducted survey of Albanians of 
different ages, gender, education, and 
income levels regarding their attitude 
and trust in electronic banking services 
allowed determining the relationship 
between the socio-demographic fea-
tures of the client and the possession 
of information about the electronic ser-
vices of banks in Albania. A study that 
was also conducted made it possible to 
conclude that people who might want to 
use electronic banking services do not 
have enough information about their 
reliability and quality, which indicates 
the presence of perceived limitations for 
using electronic banking.

DISCUSSION

The introduction of digital technolo-
gies has facilitated the expansion of 
electronic banking services in Albania. 
This has resulted in a number of advan-
tages for customers, including enhanced 
convenience in conducting banking 
transactions, while banks have also 
benefited from reduced costs associated 
with the provision of banking services 
to customers. Despite the advantages of 
electronic banking, clients of banks in 
Albania use these services to a relatively 
limited extent. This indicates a need for 
banking institutions to develop mea-
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sures that will help to increase clients’ 
trust in electronic banking services.

The work examines various factors 
that can inf luence the willingness of 
Albanian bank customers to use elec-
tronic services and emphasizes that 
satisfaction with these services depends 
on their quality, specially safety 
and availability.

In a different order of ideas, the study 
of the impact of the quality of elec-
tronic banking services on customer 
satisfaction and loyalty in the Ethiopian 
banking industry was carried out by 
Ayinaddis et al. (2023). The scientists 
conducted a survey using a question-
naire among 385 participants. The 
results indicated a significant impact of 
variables such as responsiveness, reli-
ability, security, and privacy. Moreover, 
customer satisfaction with the quality 
of electronic banking services affects 
their loyalty. In agreement with the 
aforementioned viewpoint, it is of sig-
nificant importance to note that banks 
must direct their efforts towards the 
enhancement of the speed of response, 
reliability, and availability of their 
systems, with the objective of maximiz-
ing customer satisfaction and loyalty.
Likewise, a study of customer attitudes 
towards Internet banking in the city of 
Pokhara, which is the tourist capital 
of Nepal, was conducted by Shrestha 
et al. (2020) on the basis of data col-
lected through a customer survey. The 
findings of the authors’ research facil-
itated improvements in communication 

between banks and their clients, while 
simultaneously reducing the costs 
associated with the expansion of their 
product portfolios.

According to the results of the analy-
sis, it was emphasized that the factors 
that influence the desire of consumers 
to use electronic banking services 
are the awareness of the usefulness 
of electronic banking, saving time 
for making payments and lower costs 
for bank commissions compared to 
the cost of transactions carried out 
through bank cashier. 

A comparable perspective is espoused 
by Ismael et al. (2021). The authors 
examined the factors inf luencing 
consumers’ intention to use not only 
Internet banking but also other digital 
f inancial services in Egypt. Their 
findings demonstrated that perceived 
usefulness and trust by customers 
significantly and positively influence 
consumers’ intention to use digital 
financial services. At the same time, 
Vovchenko (2021) and Niyazbekova 
et al. (2023) emphasized that ease of 
use, perception of risks and cost do not 
affect consumer intentions. In addition, 
Aboobucker (2020) conducted a survey 
of 186 bank customers, which demon-
strated that the perceived usefulness and 
convenience of using electronic banking 
influence customers’ intention to use 
it. However, perceived ease of use and 
awareness did not show a significant 
relationship, and age and gender did not 
cause a significant moderating effect.
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We must totally agree with the scientist 
Le-Hoang (2021) that among the most 
important factors that contribute to the 
use of electronic banking by clients, 
the following can be highlighted: ease 
of use, usefulness, trust, expected 
efficiency, social inf luence, promo-
tion. However, the scientist identifies 
expected efficiency as the least influ-
ential factor. Specifically, confirming 
these factors, Karim et al. (2020) 
determine that perceived security has 
a stronger influence on trust and per-
ceived ease of use. Instead, Majumdar 
and Pujari (2021) rightly note that the 
perception of usefulness and availabil-
ity of information are among the main 
factors that influence the adoption and 
level of use of mobile banking programs 
in the United Arab Emirates.

In examining the factors that influence 
consumer behavior regarding electronic 
banking services, it is essential to 
consider the impact of changes in the 
network of bank branches, including 
the opening of new branches or the 
closing of existing ones. Thus, Zhou et 
al. (2020) showed that the opening of 
branches increases the number of cus-
tomer transactions, but the opening of 
the first branch may lead to a decrease 
in the use of online banking in the 
short term, and vice versa, the closing 
of branches promotes the migration of 
customers from the branch channel 
bank to online banking.

Agreeing with the scientists’ point of 
view, it should be noted the existence of 

interdependence between the change in 
the number of working bank branches 
and the decrease or increase in the use 
of electronic banking by clients. Similar 
research on the example of retail trade 
was conducted by Kumar et al. (2019), 
whose found that the opening of sales 
points led to an increase in online pur-
chases by store customers, explaining 
this consumer behaviour by the fact that 
customers make more online purchases 
due to increased interaction with the 
store, while thereby experiencing a 
reduction in the risk of online shopping 
due to the possibility of returning the 
product to the store. Considering the 
aforementioned conclusions, it is evi-
dent that the banking sector can benefit 
from a similar approach. In this case, 
the distribution channel is the bank 
branch, which can be utilized to stimu-
late the use of banking services.Clients’ 
awareness of the risks or safety of 
making payments by electronic means 
undoubtedly influences their use of such 
means. A study of the influence of per-
ceived ease of use and perceived risk on 
the intention to make payments through 
a mobile phone among the population of 
Pakistan was conducted by Islam et al. 
(2020). The study emphasized that the 
perception of risk is considered a sig-
nificant negative factor for establishing 
trust from consumers.

A significant impact on the expansion 
of the use of electronic services was 
caused by the introduction of restric-
tions due to the spread of the COVID-19 
pandemic. A study in this direction was 



117

Apuntes CENES Volumen 43, Número 78, ISSN 0120-3053
julio - diciembre 2024, 99  a  123

conducted by Hoxhaj and Muharremi 
(2022), who evaluated the inf luence 
of the following factors on the use of 
online banking during the pandemic: 
age, gender, education, income level, 
perception of security, usefulness, and 
ease of use. The researchers empha-
sized that the convenience, speed, 
and ease of use of online services did 
not affect the use of online banking 
during the pandemic.

In addition, the actual and potential 
impact of the pandemic on the financial 
markets has been studied by Wójcik 
and Ioannou (2020), who aptly note 
that the use of new financial technol-
ogies is likely to accelerate, affecting 
retail banking in particular. The paper 
emphasizes the advantages of using 
electronic banking in comparison 
with performing payment operations 
at the cash desk of a bank branch and 
highlights the economic benefits of 
this method of performing operations. 
Likewise, Jolly (2016) notes that clients 
can use electronic banking to carry out 
almost all banking operations, requiring 
only an Internet connection. Among the 
advantages of electronic banking, the 
researcher mentions: simplicity, 24-hour 
access to operations, and economic effi-
ciency.The study on the influence of the 
quality of electronic services in retail 
online banking on customer satisfaction 
during the restrictions of the COVID-19 
pandemic was carried out by Mwiya 
et al. (2022) and found that security, 
privacy, speed of response, efficiency, 
execution, and reliability are definitely 

related to the quality of electronic ser-
vices and affect customer satisfaction. 
Emphasizing the need to improve the 
quality of electronic services, it should 
be noted that improving these indicators 
in the Albanian banking sector will 
contribute to increasing customer satis-
faction and the use of online banking.

Furthermore, the direct impact of the 
quality of electronic banking services 
on the satisfaction and loyalty of cus-
tomers of the Commercial Bank of 
Ethiopia in Bahir Dar was investigated 
by Beshir and Zelalem (2020). The 
authors identified seven dimensions of 
service quality: efficiency, reliability, 
speed of response, ease, product port-
folio, privacy, and cost. The findings 
of the study conducted by the scientist 
indicated a significant impact of effi-
ciency, responsiveness, ease, privacy, 
and commission on satisfaction, as 
well as a significant effect of satisfac-
tion on loyalty.

Consequently, an analysis of the find-
ings of previous research conducted by 
other scientists on the impact of various 
factors on the formation of bank cus-
tomers’ satisfaction, trust, and intention 
to utilize electronic banking services 
in the future reveals a genuine concern 
regarding this issue. The majority of 
scientific research was conducted based 
on the results of customer surveys. The 
results of the aforementioned research 
indicate a correlation between custom-
ers’ perceptions of the reliability and 
quality of electronic banking and their 
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willingness to utilize these services. 
This finding is corroborated by the 
perspectives of other scientists who 
advocate for enhanced communication 
between banks and customers to facil-
itate the growth of electronic banking.

CONCLUSIONS

The research shows that in modern 
conditions of the development of 
information and telecommunications 
technologies, banking tools for carrying 
out operations tend to be transformed 
into electronic format, making them 
more convenient for clients and eco-
nomically more prof itable for the 
banking sector.

The goal set in this work and the 
analysis of the main problems of the 
attitude of Albanian bank customers 
to electronic services allowed us to 
formulate the following conclusions. 
The analysis of the development of 
the banking system of Albania during 
2010-2022 was characterized by a sig-
nificant increase in the number of bank 
accounts with access to the Internet, 
the rapid dynamics of the expansion of 
the banking infrastructure, which pro-
vides the opportunity to use electronic 
banking services. It was established 
that the number of POS terminals, 83% 
of which are concentrated in Tirana, 
the capital of Albania, had the greatest 
growth dynamics. It was found that 
starting from 2018, the part of credit 
transfers in paper form decreased 
and the total volume of such transfers 

increased in electronic form. By con-
ducting a survey among the population 
with different demographic character-
istics, it was found that for more than 
60% of respondents, the main source 
of income is the salary of an employee, 
and Raiffeisen Bank (31%) and Credins 
Bank (29%) are the most chosen banks.

The results of the study on the rela-
tionship between customers of banks 
in Albania and their use of electronic 
banking information, in conjunction 
with the level of education of the pop-
ulation, have confirmed the hypothesis 
that respondents with higher education 
levels possess greater knowledge 
of banking services and are more 
frequently aware of the benefits of 
electronic banking. It is evident that 
a significant proportion of customers 
(60.3%) consider electronic banking ser-
vices to be reliable, while 13% perceive 
them as risky and 5.8% as unreliable. 
It is argued that the number of bank 
clients who would like to use electronic 
banking services is greater (92%) than 
those who already use them (70%). 
This indicates the presence of perceived 
limitations and the need to improve the 
work of bank employees with clients in 
the direction of clarification for them 
the benefits of using electronic banking.

The hypothesis that the expected use-
fulness of electronic banking services 
is related to the degree of the client’s 
assessment of their quality level was 
confirmed through the analysis of the 
dependence between reliability and 
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quality of electronic banking services. 
It is justified that in order to improve the 
attitude of customers towards the use 
of electronic banking, it is imperative 
to enhance the security, confidentiality, 
and availability of these services, which 
will increase the trust of customers and 
stimulate the desire to use them. To 
improve electronic banking services, 
it is proposed to expand the range of 
possibilities of these services and to 
develop price lists of incentives that 
provide for the transfer of online trans-
actions to a free basis or a reduction in 
their cost compared to transactions in 
branches and banks.

The proposal has practical significance 
and can be applied by the Government 
of Albania in the development of 
financial and credit policy and deci-
sion-making on the use of electronic 
technologies in the banking sector. 
Furthermore, it can be utilized by bank 
managers and employees in the devel-
opment of strategies for communicating 
with clients, explaining to them the 
benefits of using electronic services and 
for marketing planning in the banking 
sector in Albania.

The primary focus of future research 
will be on the identification of the fac-
tors that contribute to the imposition 
of restrictions on customers’ use of 
electronic banking services.
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