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ADOPTION OF ELECTRONIC BANKING: AN EXTENSION
OF TECHNOLOGY ACCEPTANCE MODEL (TAM)

This study aims to investigate the factors influencing behavioral inten-
tion to use e-banking services as well as the impact of awareness as an exter-
nal variable on the technology acceptance model (TAM). The study is based
on original information gathered from 206 respondents who live throughout
Kosovo. Confirmatory Factor Analysis and Structural Equation Model were
employed in the analysis, which was conducted using AMOS statistical soft-
ware. As a result, it was found that customers of banking institutions are not
sufficiently aware of the usefulness of e-banking services and the opportuni-
ties offered. Perceived ease of use, perceived usefulness, and attitude seem
to influence the intention to use e-banking. Attitude was found as a major
predictor of the intention to use. Various marketing campaigns from financial
institutions should focus on educating people about the advantages of using
e-banking, such as time savings, lower transaction costs, up-to-date custom-
ers, and other information. Likewise, to create other benefits for e-banking
services, only then will consumers have positive attitudes and intentions to
use these services.
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1. INTRODUCTION

The COVID-19 pandemic has become a major threat to the global economy
as well as financial markets (Perwei, 2020). The negative impact of the pandemic
was especially noticeable in the banking sector (Kulifiska-Sadtocha, et al., 2020).
But on the other hand, during this period, technology has had a significant and
very positive impact on the banking sector, thus enabling them to offer their ser-
vices through electronic banking, consequently creating different applications,
new services, easy access, and performing various banking transactions (Nadeera
& Vidhyapriya, 2014). In other words, e-banking enables consumers to perform
almost a considerable number of services, excluding cash (Sleimi & Karam, 2018),
and enables them to realize services such as access to the bank information system
at any time and in any place, to obtain the best banking service (Makkad & Sik-
dar, 2015). However, to have a positive approach to e-banking, consumers weigh
several factors, such as perceived ease of use (usability), perceived usefulness, and
the perceived reputation of e-banking (Hernandez & Jimenez, 2009). In this way,
banks should have their sites constantly updated and very informative about the
use of e-banking (Ansari, 2016). By doing that, they are trying to increase aware-
ness about anything, which leads to consumer interest followed by other steps in
the purchase process (Ansari & Alhazemi, 2016).

The impact of the pandemic on the banking sector was also observed in Kos-
ovo, where the flourishing of e-banking was immediately noticed. The number
of e-banking accounts increased significantly. In 2019, the number of e-banking
accounts opened was 292,318, whereas, in the year of the pandemic, 2020, the
number of accounts increased to 347,199. Also, the number of ATMs during 2019
was 494, while in 2020 it grew to 513 (banking in times COVID-19, 2020). Fur-
thermore, an initiative for electronic signature was initiated by the Kosovo Bank-
ing Association. This will serve for online payments, where the transfer slip will
be electronic, but also for other services, such as various conformations of banking
transactions (electronic signature, a chance for the banking sector, 2021).

The primary goal of this study is to concentrate on consumer behavior and
acceptability along with new technology-based services in Kosovo’s banking
industry (a developing country in Southeastern Europe). Companies are using
technology to increase the variety of services they offer in an effort to gain a com-
petitive edge. Through the course of this research, we will also learn how bank-
ing institutions function in terms of how much attention they devote to educating
customers about new services—in this example, electronic banking services. And
to the best knowledge of the authors, this is the first research that addresses this
issue of e-banking in Kosovo, including the TAM model and awareness as an
external variable.
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The main objectives of this study are as follows: to examine the impact of
awareness on the acceptability of electronic banking services; to examine the fac-
tors affecting attitude towards the use of electronic banking services; and to exam-
ine the factors affecting intention to use electronic banking services.

The first objective is to examine the impact of awareness on the acceptabil-
ity of electronic banking services, or in other words, to investigate how much the
banking sector’s customers are aware of electronic banking services. The second
objective is to examine the factors affecting attitudes towards the use of electronic
banking services, namely which factors are taken into account by the customers of
the banking sector in creating their attitudes towards the use of electronic banking
services. The third objective is to examine the factors affecting intention to use
electronic banking services, specifically the research of factors that have an impact
on promoting the use of electronic banking services.

2. LITERATURE REVIEW: THEORY AND PRACTICE

2.1. Technology acceptance model (TAM)

The technology acceptance model (Figure 1) was presented for the first time
by (Davis, 1986), and at the same time is one of the most cited models by research-
ers, who have used it to study the motivating factors towards the acceptance of new
technological systems (Al-Smadi, 2012). TAM consists of three fundamental user
motivation variables: perceived ease of use, perceived usefulness, and attitudes
toward technology (Rad, et al., 2022).

The purpose of TAM is to explain components affecting computer applica-
tions’ acceptance in general. Perceived ease of use and perceived usefulness are
the two main criteria for accepting the technology presented by TAM (Davis &
Bagozzi, 1989). Based on Lin & Wang (2020), Perceived ease of use expresses how
a user perceives technology as something easy to use. Furthermore, perceived ease
of use is considered as a primary determinant that explains the behavioral inten-
tion to use or accept new technology (Kalayou, Tilahun, & Endehabtu, 2020). This
definition indicates that in the case of customers lacking experience or finding
Internet banking difficult to use, customers will be less likely to use it. The fewer
skills the system requires, the more likely to use Internet banking (Rawwash,
Masa’d, Enaizan, Eneizan, & Adaileh, 2020). Moreover, it can be indicated that
the higher the perceived ease-of-use, the higher the perception of benefits of using
e-banking services (Haya, Maupa, & Kadir, 2021). While reviewing the literature,
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it has been found that there is empirical support for the impact of ease of use on
perceived usefulness (Al-Smadi, 2012; Cheng & Lam, 2006; Mutahar et al., 2018).
Based on the existing literature, hypothesis 1 is constructed.

HI. Perceived ease of use has a positive effect on perceived usefulness.

During the literature review, we found a lot of evidence of previous works
that show the importance of perceived ease of use on attitude (Al-Smadi, 2012;
Cheng & Lam, 2006; Zhu et al., 2012), as well as its importance in intention to
use (Fagan et al., 2008; Hu et al., 1999). Based on this research, we have drawn
hypotheses 2 and 3.

H2. Perceived ease of use has a positive effect on attitude.
H3. Perceived ease of use has a positive effect on intention.

On the other hand, perceived usefulness is the degree to which a user believes
that the use of new technologies will bring benefits. Perceived usefulness is the
improvement of expected performance through the use of technology, where tech-
nology can be expected to improve performance at both the organizational and
individual levels (Abdullah, Ward, & Ahmed, 2016). Many studies have been done
considering the other elements of TAM. They highlighted the importance and
impact that perceived usefulness has on attitude and intention to use (Mutahar &
Isaac, 2018; Nguyen, 2020). These studies suggest that a positive attitude towards
the proposed technology may be reflected by the intended users if they find it use-
ful. Based on the findings of (Rawwash, Masa’d, Enaizan, Eneizan, & Adaileh,
2020), perceived usefulness is the major factor that influences e-banking adoption.
Considering the existing literature, the following hypotheses are derived.

H4. Perceived usefulness has a positive effect on attitude.
HS. Perceived usefulness has a positive effect on the intention.

Authors that have reviewed the TAM model have also looked at how attitude
affects intention and how important it is for utilizing new technology. Attitude
Toward Use can be explained as a person’s attitude towards the existing system,
which is applied to determine the behaviour and intentions of the person. This points
to a positive and significant effect of attitude on intention (Mutahar et al., 2018).

Based on this research, we have drawn hypotheses 6.

H6. Attitude has a positive effect on intention.
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Figure 1.

TECHNOLOGY ACCEPTANCE MODEL (DAVIS 1986)
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2.2. Customer awareness

When Davis (1986) introduced the technology acceptance model (TAM),
he left opportunities for the inclusion of external variables, which could have an
impact on the TAM construct. Since the banking industry in our country (Kosovo)
is continually introducing new services that are based on technology, this study
will examine if the banks are taking consumer awareness into account in addition
to new technologies. We will therefore determine whether consumers are aware
of the benefits that these technology-based banking services can provide as well
as their simplicity of use. In most cases, consumers are initially reluctant when
faced with new technologies. Therefore, awareness is important, which can be
created through promotions or various announcements related to new technologi-
cal products or services, thus influencing customers to accept them as easily as
possible (Nadeera & Vidhyapriya, 2014). But it will also have a positive impact
on consumers, as they will have high buying intentions and business achievement
(Alaf, 2018). To summarize the meaning of awareness, it is the way customers
are informed about the features of a product or service, convinced to try it, and
reminded to repurchase it. When consumers are aware of products or services, the
chances are very high that they will buy them (Ramli & Permana, 2020). Further-
more, Mansor & Shariff (2012) stated that for the banking sector, understanding
awareness is essential to be competitive in the market. Therefore, Mutahar et al.
(2018) added that it is much more important for consumers to be aware of the use
and benefits of electronic banking services, specifically in the initial phases, so
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the perception of risk towards these services is lessened. Therefore, banks should
first get to know their customers and make more efforts to promote new products
and services (Naser & Salem, 2013). Considering the existing literature, we have
constructed hypotheses 7 and 8.

H7. Awareness has a positive effect on perceived ease of use.

H8. Awareness has a positive effect on perceived usefulness.

2.3. Research model

The proposed research model is introduced in figure 2. The incorporation of
awareness into the acceptance model describes how consumers should be aware of
the use of new technology or new services.

Figure 2.

THE PROPOSED RESEARCH MODEL
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3. METHODOLOGY

3.1. Data collection

The study is mainly based on the primary data collected through the existing
questionnaire (Table 2). The data was gathered through convenience sampling in
various cities throughout Kosovo, but only if the participants used electronic bank-
ing services. As we can see, the characteristics of the respondents have different
profiles, and naturally, this is done on purpose so that the acceptability of the use
of electronic banking services may have different approaches from participants
depending on education, age, or income. The sample selected for the study belongs
to different ages, while the largest number of respondents belongs to the age group
of 18-30 years. Such a distribution is made taking into account the report of the
Central Bank of Kosovo, where it is emphasized that the number of electronic
banking transactions for those aged up to 35 years is over 61.25% (Central Bank
of Republic of Kosovo, 2021). The distribution of questionnaires was done via
email, using Google Form services. The sampling method used in this research
is purposive sampling because this method is confined to specific types of people
who can provide the desired information, namely users of electronic banking ser-
vices. The survey was split into two parts. The first part had questions related to
their gender, age, education, and occupation. On the other hand, the second part
included 15 items for the five constructs. From 217 questionnaires, only 206 were
valid, or 94.93% of the response rate. In table 1, we can see the demographic pro-
file of respondents.
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Table 1.
RESPONDENTS’ PROFILE
Variables Frequency | Percentage | Variables | Frequency | Percentage
Age Occupation
18-24 47 22.82 Student 36 17.5
25-30 85 41.26 Home duty 2 1.0
31-40 63 30.58 Self-employed 19 9.2
41-50 8 3.88 Private sector 93 45.1
51+ 3 1.46 Public sector 56 27.2
Gender Education
Male 110 53.4 High school 3 1.5
Female 96 46.6 Bachelor degree 90 43.7
Master degree 95 46.1
PhD 18 8.7
Income (euro)
0-250 36 17.48
260-500 82 39.81
500-750 51 24.76
760-1000 17 8.25
1000+ 20 9.70

3.2. Instruments’ development

We used pre-existing questionnaires from the literature (Table 2) to meas-
ure consumer behavior toward the technology acceptance model as well as the
construct of awareness. These questionnaires have been used in many types of
research for the same purpose, only with different case studies depending on the
location where the research was conducted. Thus, we have not made any changes
to the adapted questions, as the same items have been used for identical purposes.
Another reason for adopting the questionnaire in our research has been the high
reliability and validity of the constructors in other research. The constructs and
variables of the questionnaire can be seen in table 2. The five-component question-
naire covering customer awareness, perceived ease of use, perceived usefulness,
attitude, and intention to use covered a total of 15 items. All questions were meas-
ured on a Likert scale from 1 to 5. Number 1 represents strongly disagree, number
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2 represents disagree, number 3 represents neutral, number 4 represents agree, and
number 5 represents strongly agree.

Table 2.
CONSTRUCTS AND VARIABLES
Constructs |Items Source
1. Learning to use e-banking services would be easy | (Davis, 1989;
) 2. Interaction with e-banking services does not Al-Smadi, 2012;
Perceived .
case of use require a lot of mental effort Cheng & Lam,
3. It is easy to use e-banking services to accomplish 2006; Akturan &
my banking tasks Tezcan, 2012).
1. Using e-banking services would enable me to (Davis, 1989;
. accomplish my tasks more quickly Al-Smadi, 2012;
Perceived i : ) . .
usefulness 2. Using e-banking services would make it easier for |Cheng & Lam,
me to carry out my tasks 2006; Akturan &
3. E-banking services is useful Tezcan, 2012).
1. Using e-banking services is a good idea (Cheng & Lam,'
. . ) . ; . 2006; Al-Smadi,
Attitude 2.1 like the idea of using e-banking services
3. Using e-banking services is a wise id 2012; Akturan &
. Using e-ba g services is a wise idea Tezcan, 2012).
1. I would use e-banking services for my banking
needs (Cheng & Lam
Intention to |2. Using e-banking services for handling my banking £ .
. . . 2006; Al-Smadi,
use transactions is something I would do 2012)
3.1 would see myself using e-banking services for ’
handling my banking transactions
Customer 1. Aware of the e—bgnkmg c.oncept (Ansari &
AWATENESS 2. Aware of e-banking service scope Alhazemi, 2016)
3. Aware of the overall benefits of e-banking ’

4. FINDINGS

In this study, is performed SEM (Structural Equation Modelling) and CFA
(Confirmatory Factor Analysis) using AMOS software. In the measurement model,
composite reliability (CR) and average variance extracted (AVE) were assessed.
Table 4 shows the value of both Composite Reliability and Cronbach‘s Alpha for
each of the variables is>0.70. All exceeded the recommended 0.7 thresholds (Hair
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et al.,2011), thus indicating a valid and reliable scale. On the other hand, the values
of average variance extracted from AVE are >0.5, and it is referred to the conver-
gent validity. According to Hair et al. (2011), the AVE should be above 0.5. In our
case, it shows that all variables meet the criteria of convergent validity above 0.5.

Table 3.
RELIABILITY AND VALIDITY
Constructs Cronbach’s Alpha CR AVE
Perceived usefulness 0.798 0.928 0.812
Attitude 0.803 0.939 0.837
Intention to use 0.800 0.940 0.839
Perceived ease of use 0.825 0.871 0.693
Customer awareness 0.879 0957 0.881

Note: CR=Composite Reliability, AVE=Average Variance Extracted

Then we performed confirmatory factor analysis. According to Ullman &
Bentler (2013), CFA is a fundamental component of SEM, the goal of which is
to simply estimate the measurement model. The objective of confirmatory factor
analysis is to test whether the data fits a hypothesized measurement model (Suhr,
2006). The measurement model, the standardized factor loadings, and model fit
indices are shown in Figure 3.
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Figure 3.

THE MEASUREMENT MODEL
(CONFIRMATORY FACTOR ANALYSIS-CFA)
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CMIN/df (Chi-square Fit Statistics/Degree of Freedom) = 1.606
CFI (Comparative Fit Index) = 0.985

SRMR (Standardized Root Mean Square Residual) = 0.030
RMSEA (Root Mean Square Error of Approximation) = 0.054
PClose =0.338

Therefore, confirmatory factor analysis is performed in order to evaluate how
well each variable is explained by the factors. The closer to the value 1 that the
standardized loading factors are, the better the variable is explained by certain
factors. In the case of this study, the factors generally have a high value for each
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variable, indicating that the variables are explained at an acceptable level by the
factors. In other words, the high values of the factor loadings for this study show
that the factors extract sufficient variance from the respective variables. Further-
more, CFA depicts relationship or factor correlation between variables. According
to Ratner (2009) values of factor correlations between 0 and 0.3 indicate a weak
positive relationship, values between 0.3 and 0.7 indicate a moderate positive rela-
tionship, and values between 0.7 and 1.0 indicate a strong positive relationship.
Thus, the results of CFA (figure 3) shows that factor correlations generally indicate
a positive relationship between variables.

Table 4.

MODEL FIT MEASURES (STRUCTURAL EQUATION MODELLING)

Measure Estimate Threshold
GFI 0.922 <0.8
AGFI 0.886 <0.8
SRMR 0.04 <0.08
CFI 0.984 >0.95
RMSEA 0.055 <0.06
PClose 0.316 >0.05

SEM, in comparison to CFA, extends the possibility of relationships among
the latent variables and typically includes two or more equations in the model
(Schreiber et al., 2010). In reporting SEM analyses, it is a good idea to report mul-
tiple-fit indexes (Ullman, 2006). Table 4 presents model fit indexes of structural
equation modelling. According to (Vigoda-Gadot et al., 2012) GFI/AGFI (Good-
ness of Fit/The Adjusted Goodness of Fit) should range from 0.9 to 1, whereas
Doll et al. (1994) concluded that the value is acceptable if above 0.8. Hu & Bentler
(1999) concluded that for standardized root mean square residual (SRMR), a value
of less than .08 is generally considered a good fit. CFI (Comparative Fit Index) rep-
resents the amount of variance that has been accounted for in a covariance matrix.
It ranges from 0.0 to 1.0. A higher CFI value indicates a better model fit (Fan et al.,
1999; Hu & Bentler, 1999). Lastly, the acceptable RMSEA should be less than 0.06
(Hu & Bentler, 1999; Fan et al., 1999).
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Figure 4.

RESULTS OF A STRUCTURAL EQUATION MODELING

The conceptual model was tested through path analysis in AMOS. Figure 5
shows the structural equation model (SEM).

Table 5.
ANALYTICAL RESULTS
Standardized
Path Hypothesis | Regression | P-Value
Weights

Hypotheses related to TAM
Perceived ease of use = Perceived usefulness | HI (accepted) 0.76 wokE
Perceived ease of use = Attitude H2 (not 0.08 .388

accepted)
Perceived ease of use = Intention to use H3 (accepted) 0.17 03%*
Perceived usefulness - Attitude H4 (accepted) 0.73 wkE
Perceived usefulness = Intention to use HS5 (accepted) 0.23 01
Attitude = Intention to use H6 (accepted) 0.49 HAE
Hypotheses related to extension variable
Customer awareness = Perceived ease of use | H7 (accepted) 0.40 ik
Customer awareness = Perceived usefulness H8 (not 0.05 392

accepted)

*#% Significant at 0.01 level; * Significant at 0.05 level
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5. DISCUSSION

Based on the results, ease of use has a positive effect on perceived usefulness
(H1). Our results corroborate the previous findings (Al-Smadi, 2012; Cheng & Lam,
2006; Mutahar, et al., 2018). Nguyen et al. (2019) concluded that improving per-
ceived ease of use that reduces consumers’ physical and mental effort will enhance
their beliefs about the usefulness and effectiveness of internet banking. Our results
highlight that the benefits of electronic banking depend on ease of use; in other
words, consumers will benefit more from the ease of use of electronic banking
services. Commercial banks in Kosovo have created various applications for the
provision of online services, specifically the execution of banking transactions
(payments, transfers), communication with bank staff, loan applications, account
maintenance, the realization of which is made possible through e mobile. Through
which banks try to provide electronic services as easily as possible for users.

Ease of use is not a factor that determines a positive attitude towards elec-
tronic banking. Thus, this hypothesis is not acceptable (H2). Our findings are in
line with other studies (Hu et al., 1999; Nguyen, 2020). Although Zhu et al. (2012)
found that perceived ease of use has a positive impact on attitude, our results cast
a new light on perceived ease of use towards attitude, thus showing that perceived
ease of use has no significant effect on attitude. This is due to the fact that the
majority of respondents in our research do not see it as a problem using internet
banking services but appreciate the benefits that the respective service brings.

The results show a positive impact of ease of use on intention to use (H3).
Our findings appear to be well substantiated and supported by other discoveries
(Hu et al., 1999; Fagan et al., 2008). Our finding implies the fact that the ease
of use of electronic banking services is a very important factor in encouraging
consumers to use the relevant services. Therefore, the design of e-services must
provide an easy-to-use electronic system. The results of this research are very
reasonable. As mentioned above, banks in Kosovo have created very convenient
and easy-to-use applications, thus enabling consumers to use them without much
effort. As well, with the creation of mobile banking, consumers are finding it easy
to use electronic banking services anywhere and anytime.

We can conclude that usefulness affects the creation of positive attitudes
towards electronic banking services (H4). Our findings bear a close resemblance
to other findings (Hu et al., 1999; Mutahar et al., 2018; Nguyen, 2020). This implies
that the greater the benefits of electronic banking services, including saving time
and money, the more positive will be the attitude of consumers towards these ser-
vices. But also, creating positive attitudes helps the consumer make easier and
faster decisions.
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Another important finding in our research is the impact of perceived use-
fulness on the intention to use electronic banking services (HS5). Our results are
in accordance with findings reported by (Nguyen, 2020; Mutahar et al., 2018).
Nguyen (2020) underlines the importance of perceived usefulness on the intention
to use electronic banking. Banks can take advantage of technological advances to
enhance the usefulness of their services, focusing on promoting the development
of their digital banking services. Our results can be explained by the fact that
customers increasingly appreciate the advantages of digital services, such as the
timesaving nature and diversity of services compared to performing transactions
at the counter. Banks should provide services with as many as possible benefits to
their customers. In this form, the perception of usefulness will be high, and this
will affect the purpose of purchase or use.

Additional significant and positive effects on consumers’ intention towards
the use of electronic banking services are attitudes (H6). The results are in
accordance with Mutahar et al. (2018). The results indicate that the more consum-
ers have positive attitudes about electronic banking services, the more consumers
will have the impetus and intention to use the respective services. Given that atti-
tude has three components (behavior, cognition, and affect), which are related to
each other and tend to learn to evaluate things in a certain way, having a positive
attitude towards electronic banking services will positively affect the intention to
use these services.

According to the testing results, customer awareness shows a positive and
significant influence on the perceived ease of use (H7). The findings are consistent
with Mutahar et al.’s (2018) study, which concluded that banks’ information and
guidance reduce the usage barrier. Based on our findings, we found that banks
generally pay attention to the ease of use of the services they offer, thus making
consumers aware of the ease of use of electronic banking services. Digitalization
has led companies to use certain strategies to make consumers aware of the ease of
using electronic banking. The reason for this is that banks in Kosovo have launched
a number of informational campaigns to inform customers about the ease of using
the electronic banking system. These campaigns include the creation of groups on
social networks for information sharing with pertinent customers, through SMS
banking, advertising, and other digital forms at no extra cost to customers.

The usefulness of a technology is a factor in its acceptability, in addition to
its ease of use. The test results show that perceived usefulness is not significantly
and positively influenced by consumer awareness (H8). As a result, Kosovo’s con-
sumers of electronic banking are unaware of the advantages that these services
provide. Our findings contradict the findings of Mutahar et al.’s (2018). This can
be explained by the fact that the growth of electronic banking services should be
in direct proportion to making consumers aware of the usefulness of the services.
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Consequently, this increases the possibilities for long-term use. Banks are mainly
focused on ease of use, leaving aside the importance of making consumers aware
of the usefulness of services.

6. THEORETICAL AND MANAGERIAL CONTRIBUTION

From a theoretical standpoint, the results presented make many contribu-
tions to the existing literature on electronic banking services. First, the research
adds to the body of knowledge in the field by shedding light on the variables
that directly affect the availability and uptake of electronic banking services. The
information and findings demonstrate that there is a strong correlation between
the availability of these services and the potential advantages of their continued
use, which is a crucial prerequisite for adopting new technology and making use
of advanced electronic services. Second, the article contributes to the scientific
literature through the obtained results, which showed that PU, PEOU, and ATT
have a positive effect on the acceptance and use of electronic banking services, and
through this research, it was concluded that ATT had the highest impact among
other variables with a positive impact. Long-term users of electronic banking ser-
vices have strong attitudes toward the continuous use of these services, and the
same will always apply to regular use.

The results obtained from the study enable bank managers to have easier
decision-making based on relevant information in terms of planning, development,
and strategic policies, to increase their clientele’s awareness. Higher awareness
will have a direct impact on the increase of sectoral competition. This will lead to
an improvement in the performance of the banking system in general. As a result,
we believe that for banking institutions and their management, a continuous com-
mitment to improving the quality of electronic banking services is required, which
can influence cost reductions for both the clientele and the banks themselves, influ-
encing the creation of positive attitudes among bank clients toward the intention to
use electronic services.

7. LIMITATION AND DIRECTION FOR FUTURE RESEARCH

The data and findings in this study should be evaluated within the following
constraints: first off, not all potential determinants that can affect bank custom-
ers’ acceptance of and intention to use electronic banking services in Kosovo are
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likely to be covered by the variables examined in this study. The initial perception
of new users and non-users may be the security and privacy aspect. therefore, in
future research it is recommended that the model includes the issue of trust in the
security and privacy of customer data, and the cost of electronic transactions and
its impact on building trust in the use of these services. Second, even if the results
are consistent with many studies that are quite similar to this one, the sample size
limits how the results should be interpreted. Therefore, for future studies, it is rec-
ommended that the sample be more representative. Another possibility for future
studies is to measure the effect of using e-banking services on the profitability of
commercial banks.

8. CONCLUSION

Findings revealed that bank customers are aware of electronic banking ser-
vices and know how to use them, as well as the ease of use, but are not suffi-
ciently aware of the benefits offered by electronic banking services. Furthermore,
based on the findings, we can conclude that perceived usefulness is one of the key
components that determine the intention of using electronic banking services. As
expected, the relationships between perceived usefulness, perceived ease of use,
attitude, and intention to use were positive and highly significant, which was con-
sistent with prior technology acceptance model research. Our findings support pre-
liminary research showing that TAM is an adequate model for assessing consumer
behavior towards the intention of using electronic banking services.

Since technology is enabling companies, especially those that provide ser-
vices such as banks, to create new banking services based on technology, banks
should also consider notifying and informing their customers about the use and
usefulness of these services. Therefore, they need to make them aware through
various campaigns, advertisements, messages, and direct communication with
customers, especially about the usefulness and benefits they can get from these
electronic banking services. Thus, indirectly affecting the intention to use elec-
tronic banking services.
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USVAJANIJE ELEKTRONICKOG BANKARSTVA:
PROSIRENJE MODELA PRIHVACANJA TEHNOLOGIJE (TAM)

Sazetak

Ovo istrazivanje ima za cilj istraziti cimbenike koji utjecu na bihevioralnu namjeru koriStenja
usluga e-bankarstva, kao i utjecaj svijesti, kao vanjske varijable, na model prihvacanja tehnologije
(TAM). Studija se temelji na izvornim podacima prikupljenima od strane 206 ispitanika koji
zive diljem Kosova. Konfirmatorna faktorska analiza i model strukturnih jednadzbi koriSteni su
u analizi, koja je provedena pomocu statistickog softvera AMOS. Slijedom toga, utvrdeno je da
klijenti bankarskih institucija nisu dovoljno svjesni korisnosti usluga e-bankarstva i mogucnosti
koje se nude. Cini se da percipirana jednostavnost koristenja, percipirana korisnost i stav utje¢u
na namjeru koriStenja e-bankarstva. Utvrdeno je da je stav glavni pokazatelj namjere koristenja.
Razlic¢ite marketin§ke kampanje financijskih institucija trebale bi se fokusirati na educiranje ljudi o
prednostima koristenja e-bankarstva kao Sto su uSteda vremena, nizi transakcijski troSkovi, azurni
klijenti i drugo. Isto tako, trebaju stvoriti i druge pogodnosti e-bankarskih usluga jer ¢e tek tada
potrosaci imati pozitivne stavove i namjere za koristenje tih usluga.

Kljucne rijeci: TAM, svijest, e-bankarstvo, Kosovo



