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Abstract

Using data collected from a random sample of 351 consumers and 60 employees of second-level
banks, the Perception Index and its component indicators were assessed for the process of im-
plementing e-banking services (PI e-B) in Kosovo. According to values of PI e-B currently, this
process is classified at the “Moderate” level. Legislation, regulatory framework and perceptions
of the benefits that banks and consumers realize from e-banking services are driving factors
for the success of these services. The characteristics and peculiarities of the consumer, the level
of economic and social development, the capacities and experiences in the use of information
technology are factors that currently create barriers to increasing the effectiveness and terri-
torial expansion of e-banking services in Kosovo. The PI e-B is an instrument that can be used
by second-level banks to design policies and implement programs to increase the effectiveness
and quality of e-banking services in Kosovo. In-depth statistical analysis for the construction of
PI e-B as a multi-dimensional instrument, the values of which will be the result of weighting the
values of its constituent indicators, are future directions of scientific research
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1. INTRODUCTION

Use of information technology to develop the
service capacities offered by the banking sys-
tem is currently a prevailing trend regardless of
the level of economic development of the coun-
try, the experience and capacities possessed by
banking institutions, the culture, opportunities
and consumer behavior towards the products of
this technology (Abdulselam, 2019; Pham Tien
Dat & Nga Phan Thi Hang, 2023; Egan, 2024). In
order to achieve the most effective and efficient
use of this technology, it is very important for
second-level banks to assess the way consumers
react to the E-banking service they offer.

Identifying the factors that influence consumer
behavior and response to these services, assess-
ing consumer perceptions of value, advantages,
difficulties in use, security, etc., are very import-
antinformation for the design of policies and the
implementation of programs aimed at increas-
ing the use of information technology in banking
services. In addition to this important informa-
tion, the assessment of the capacities that the
bank possesses, as well as the recognition and
evaluation of the factors that influence the suc-
cess of investments aimed at increasing e-bank-
ing services, is also important. Meanwhile, it is
important to emphasize that the analysis, judg-
ment and decision for the growth and diversifi-
cation of these services must be made, in each
case, taking into account the characteristics and
peculiarities of the country and the society and
communities to which these services are pro-
vided (Choudhury & Bhattacharjee, 2015; Ifedi
et al. 2024; Haxhosaj & Kume, 2024)

The study of consumer behavior towards
e-banking services, the identification and eval-
uation of the way in which they interact with the
provider of this service and with the products
that this service offers are necessary to assess
the effectiveness and efficiency of e-banking
services (Ismaili & Braimllari, 2021; Chaudhary
et al, 2022; Fathima, 2022; Schmidt-]Jessa, 2023;
Muthukumar et al. 2024).

This paper presents results obtained in the
study for the evaluation of the Perception Index
of “e-banking” implementation process (PI e-B)
in Republic of Kosovo.

2. CURRENT USE OF E-BANKING IN
KOSOVO

According to Central Bank of Kosovo (CBK) in
2024, through Interbank Payment System KIPS,
the number of transactions increased by 1.8
million or 9.5%, while the value of transactions
increased by about 3.6 billion euros or 16.3%. In
2024, about 21 million transactions were pro-
cessed with a total value of about 25.4 billion
euros, which is equivalent to about 2.4 times the
Gross Domestic Product.

Atthe end of 2024, the number of customer cards
reached approximately 1.7 million cards, which
include debit cards, credit cards, delayed debit
cards for individuals and businesses, as well as
payment cards with electronic money function.
Compared to the end of 2023, the total num-
ber of customer cards increased by 71,660 or
4.4%. The number of card transactions reached
around 43 million, marking an increase of 10.8
million or 33.8%. In addition to card payments,
with the growth of electronic money services
and institutions, there has been a sharp increase
in the number of electronic money payments. In
2024, around 2.2 million electronic money pay-
ment transactions were reported, marking an
increase of 568,309 or 35% compared to 2023.
During 2024 the number of ATM and POS in-
creased respectively by 8.4 % and 21.1% com-
pared to the end of 2023 (Central Bank of the
Republic of Kosovo, 2025)

During the period 2014-2024, the increase curve
of the number of users of e-banking services in
Kosovo can be considered to be approximately
like an exponential curve (Figure 1).

The growing trend that characterizes the dy-
namics of the use of e-banking services in Koso-
vo is closely linked to the increase in internet
access of the population in Kosovo.

According to DataReportal (2024), 96.6% of
Kosovo’s total population had internet access in
January 2024, showing a 12.6% increase com-
pared to 2014. The most active internet users
belong to the 18-44 age group. They make up
about 41.4% of all internet users in Kosovo.
Those users are also the group that use e-bank-
ing services the most (Figure 2).
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Figure 1. Dinamic of Number of User of
E-Banking Service
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Figure 2. E-Banking Users by Age Group (2024)
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3. LITERATURE

The study of the implementation of e-banking
services and consumer reaction to them is given
a special place in the current literature.

Afraz et al. (2024) emphasize that for the suc-
cess of the implementation of e-banking services
it is important that consumers perceive them
as secure services. The speed in carrying out
banking transactions is considered a significant
advantage of these services. Meanwhile these
authors emphasize the need to inform consum-
ers about the risks that may accompany the use
of e-banking services and the necessity for their
continuous education. Similar conclusions have
also been published by Jalani & Easwaramoor-
thy (2024) and Diallo & Ndiaye (2024). Accord-
ing to them in the marketing strategy of mobile
banking apps it is important to highlight the se-
curity and convenience that e-banking services
offer to the consumer.

Guraau, 2002; Juan C. Correa et al. (2022), Pant-
ielieieva et al. (2022), Savaliya & Khasgivala,
2024 emphasis that the efforts and commitment
of the banking system to adapt the typology of
the services they offer to the demands of the
products and the opportunities offered by infor-
mation technology should be, in every case and
for the banking system in every country, a per-
manent objective.

Source: Central Bank of Republic of Kosovo (2025)

Verkijika, (2020) and Juan C. Correaetal. (2022)
underline that e-banking, being a set of services
that are offered only through the use of oppor-
tunities created by information technology, for
its successful implementation it is necessary
for the banking system and banks to design and
implement policies and marketing models in ac-
cordance with the characteristics and features
of all the different groups of their potential con-
sumers. For this reason, it is necessary that any
intervention that can be made in the typology of
a certain banking service is preceded by a study
of its usefulness and effectiveness. According to
Sunderaraman et al. (2020) for the implemen-
tation of e-banking services, it is necessary for
banking institutions to take into account the
changes and differences in consumer behav-
ior caused by the digitization process and the
spread and use of the Internet, the culture and
consumer behavior in the virtual market, the
level of the use of equipment provided by infor-
mation technology, etc

Savaliya, & Khasgivala, (2024) point out that
e-banking, as a relatively new service, especial-
ly in countries that are in the process of econom-
ic development, can be realized as a successful
service only if the providers of this service are
constantly engaged in updating it. This makes it
necessary to monitor and study the implemen-
tation process of this service with the aim of
identifying the problems and challenges faced
by this service (Lesjak, 2019).



Evaluation of the Perception Index of “E-Banking” Implementation Process (PI E-B) in the Republic of Kosovo 2 7

EKONOMSKI PREGLED, 77 (1) 24-39 (2026)

Identifying and assessing consumer perceptions
of e-banking services is one of the important
arguments addressed in the current literature.
Dhurup et al. (2014) identified seven key factors
influencing customer perception of online bank-
ing service quality: assurance, responsiveness,
ease of use, accessibility, fulfillment, speed and
accuracy, and contact. According to them, these
factors collectively impact customer satisfac-
tion and loyalty. Shanmugam et al. (2015) high-
lighted that security is the paramount concern
for UK customers regarding internet banking.
The study also noted that features like money
transfers and bill payments are the most uti-
lized services, indicating functional preferences
among users.

Altobishi et al. (2018) found that convenience,
cost, ease of use, personalization, customiza-
tion, and security positively affect customer
satisfaction. Interestingly, privacy did not show
a significant effect in the Jordanian context.
Sthapit and Bajracharya (2019) focused on busi-
ness school students in Kathmandu, revealing
that perceived usefulness had the strongest in-
fluence on the adoption of e-banking services,
followed by ease of use and perceived risks.

To study consumer behavior and perceptions of
e-banking services, various authors (Feather-
man & Pavlou, 2003; Kesharwani & Bisht, 2012;
Ghanietal. 2017; Beqaj & Baca, 2022; Anggraeni
et al. 2024; Doros, 2025) have used the Technol-
ogy Acceptance Model (TAM), presented by Fred
Davis (1986). The study of consumer behavior
through this model serves to judge the level of
acceptance and use of technological systems by
the consumer, referring to assessments for four
dimensions - perceived ease of use, perceived
usefulness, attitude toward using and behavior-
al intention to use (Beqaj & Baca, 2022; Baca et
al. (2023).

Based on the results obtained from the use of
TAM by second-level banks (or commercial
banks), which are financial institutions oper-
ating under the supervision of the central bank,
providing financial services such as deposits,
loans, and payments, without performing mon-
etary policy functions, Nguyen & Huynh (2018),
Nayanajith, (2021) claim that the perceived use-
fulness and ease of use of e-banking services are

determining factors in the success of services
offered by these banks.

Using TAM, Baca et al. (2023) concluding that
while risk components are relevant, the percep-
tion of benefits has a more substantial impact on
consumers’ decisions to use e-banking services.
Almansour and Elkrghli (2023) identified that
customer attitude, perceived ease of use, cred-
ibility, and usefulness significantly influence
customer satisfaction with e-banking services.

Through the analysis of Mobile banking in Koso-
vo and Metohija, Bozovic (2016) has assessed
the potential, barriers and perceptions of users
for this type of service. Beqaj & Baca, (2022)
have focused on studying consumer behavior
towards e-banking services in Kosovo, assess-
ing perceptions of risk and benefits from these
services. Meanwhile, Ahmeti et al. (2022) em-
phasize that demographic, socio-economic and
technological factors influence the adoption
of online banking in Kosovo. Haxhosaj & Kume
(2025) has published results obtained from the
analysis of the links between demographic /
socio-economic characteristics and the use of
e-banking, ATM and POS in Kosovo.

Haxhosaj & Kume (2023) emphasize that over
the last ten years the use of e-banking services
in Kosovo is characterized by a positive trend
of considerable growth. Meanwhile, this trend
is not accompanied by increased engagement
in scientific research aimed at identifying and
analyzing in-depth the factors thatinfluence the
success of this service, the challenges it faces,
and determining the most effective ways and
mechanisms that providers of these services
should use. In order to fulfill this important ob-
jective of scientific research, Haxhosaj & Kume
(2024) have proposed the use of “Perception
Index of ‘e-banking” implementation” (PI e-B)
as a quantitative instrument through which
in-depth analyses of the relationships between
various factors that condition the effectiveness
and success of e-banking services can be carried
out. The authors emphasize that PI e-B can be
used as an instrument that, through its period-
ic evaluations, creates the opportunity to judge
the dynamics of the development of e-banking
services and to identify the problems that this
process faces.
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Figure 3. Conceptual Model of PI E-B
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This study analyzes the results obtained from
the first use of PI e-B. Based on these results, it
is intended to quantitatively assess the current
level of use of e-banking services and to identi-
fy the factors that influence the success of this
service. Through the analysis of the perceptions
of the providers of these services and their ben-
eficiaries, the study aims to provide a complete
and current picture of the implementation pro-
cess of e-banking services by second-level banks
in Kosovo.

4. METHODOLOGY
4.1. Method and Data

Haxhosaj & Kume (2024) have published the
Methodology that should be followed to evalu-
ate Ple-B as a quantitative instrument that can
be used to analyze and assess the progress of
the implementation process of e-banking ser-
vices. They have proposed that the construction
of Ple-B should be carried out while considering

the connections and interdependencies reflect-
ed in the Conceptual Model (Figure 3).

The basis of this proposal is the fact that success
in implementing e-banking services is a result of
the actions and interactions of various factors
with different natures. Part of these factors are
the legislation and the way in which issues re-
lated to the use of e-banking services are han-
dled, the rules that second-level banks apply to
e-banking services, the economic benefits that
e-banking services provide, social, psycho-emo-
tional factors, skills and capacities to use infor-
mation technology products.

According to Haxhosaj & Kume, (2024) the value
of Perception Index of “e-banking” implementa-
tion process (Pie-B) is the average of the values
of 7 (seven) indicators. These indicators reflect
different aspects and problems that are sup-
posed to be associated with the implementation
process of e-banking. These indicators include a
total of 25 items (Table 1).
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Table 1. Indicators and Number of Items

Indicator Nu.mber
of items
Legislation 3
Regulatory framework 4
Consumers’ benefit by using e-banking 4
Bank benefit by e-banking service 4
Infrastructural Challenges of e-banking 4
Illiteracy Related Challenges of
e-banking 3
Socio-cultural related challenges 3

Source: Authors

Each item is formulated in the form of a statement
for which the interviewee, bank employee or con-
sumer of the e-banking service, must express his
perception as an assessment with an increase in
the positive sense, starting from the lowest value
(1) up to the highest value (5). So the answers of
the interviewees will be values of 5 points Likert
variable -Strongly disagree (1), Disagree (2),
Neutral (3), Agree (4), Strongly agree (5). The
values of the indicators will be standardized in
values from 1 to 100 points. The value of PI e-B,
is calculated as the average of the standardized
values of seven indicators, components of PI e-B.

For the purposes of analysis, judgment and as-
sessment of the quality of the implementation of
the e-banking services process and the custom-
er response to it, the standardized values of the
indicators and PI e-B are classified into five in-
tervals that correspond to five different assess-
ments. (Table 2)

Table 2. Classification Levels of PI E-B

< 40 scores Very low
40* - 50 scores Low

50" - 60 scores Moderate
60* - 70 scores Hight
270" scores Very high

Source: Authors

4.2. Sample

Information gathered from interviews with 351
banking customers and 60 employees of sec-
ond-level banks offering e-banking services,
selected at random, were used to assess seven
indicators and Pl e-B

The characteristics of the sample of interview
customers are presented in Table 3. The inter-
views were conducted online via Google Forms.

Table 3. Sample Structure According to
Demographic Features of the Respondents-

Consumers
Variable ‘ Category ‘ Number ‘ %
Male 103 29.3
Gender
Female 248 70.7
18-29 years old 143 40.7
30-39 years old 119 34.0
Age
40-50 years old 59 16.8
>50 years old 30 8.5
Education Elementary 104 29.6
level Hight school 58 16.5
University 287 81.8
Single 163 46.4
Civil status

Married 188 53.6
Unemployed 104 29.6

Employment Self employed 21 6.0

status

Employed 226 64.4
Less than 300 € 80 22.8
Monthly 300-600 € 93 26.5
incomelevel  601.1000 € 44 12,5

More than 1000 € 134 38.2

Using <1year 120 34.2
e-banking 1-2 years 88 25.1
2-5 years 74 21.1

> 5 years 69 19.7

Residential Rural area 84 239
area Urban area 267 76.1
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Table 4 shows the characteristics of the sample
formed with bank employees. Interviews were
conducted with employees at the National Com-
mercial Bank, Raiffeisen Bank Kosovo, Procred-
it Bank, Credins Bank Kosovo.

Table 4. Sample Structure According to
Demographic Features of the Respondents
Employees in Second-Level Banks

23 39.0

Male
Gender
Female 37 61.0
18-29 years old 35 58.3
30-39 years old 15 25.0
Age >40 years old 10 16.6
Hight school 6 10.0
University 54 90.0
Single 35 58.4
Civil status
Married 25 41.6
<1year 13 21.6
Work 1-2 years 14 233
experience
> 2 years 33 55.1

The data were collected throughout the period
September-November, 2024.

4.3. Limitation

Conducting the study using the data of a random
sample is a limiting factor which conditions the
careful use of the study results. Increasing the
sample size, spreading it as much as possible
over the territory and diversifying the typol-
ogies of consumers included in the sample are
necessary to reduce the limiting effect caused
by the random sample.

An important limitation of this study is that PI
e-B, estimated as a simple average of the values of
the constituent indicators, reduces the quality of
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this indicator. The construction of a multidimen-
sional index, whose values will be the result of
the weighted effects of its constituent indicators,
is future direction of scientific research

5. EVALUATION OF THE INDICATORS
5.1. Legislation

The indicator “Legislation”, whose values are
the perceptions of second-level banks employ-
ees and about 7% of consumers who declared
their opinion on it, is assessed at the “High”
level (62.50 scores) (Table 5). This high level of
positive perception is a consequence of the care
shown by second-level banks in Kosovo to im-
plement e-banking service offers, in accordance
with the requirements of national and interna-
tional legislation.

Table 5. Indicator “Legislation”

Items Evaluation

The national legislative
framework is supportive for the 3.32
implementation of e-banking

The legal obligation of banks
to implement e-banking

. . 3.63 3.50
is a driving factor for the (62.50)
development of this service. '
The legislative framework

is aligned with international 355

standards and the legislation of
EU countries.

Source: Authors

As emphasized by Teliti & Mersini (2012); Rachid,
& Rachid, (2020); Syerova et al (2021), the way
in which the requirements of the legislation are
implemented in the offer of e-banking services
is one of the most important factors in the suc-
cessful implementation of this service. Rachid,
& Rachid, (2020) underline that “The key chal-
lenge for e-banking is how to ensure proper legal
protections for electronic financial transactions
for both in local market and for cross-border
transactions” This is a fundamental requirement
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foreseen in EU legislation, which, according to
the perceptions on which this study is based, is
assessed to have been metata “High” level by sec-
ond-level banks in Kosovo (63.75 scores)

5.2. Regulatory Framework

The way in which the second-level banks have
reflected the requirements of national and in-
ternational legislation in the Regulatory frame-
work that they have drafted for the implemen-
tation of their e-banking service offerings is
perceived as a generally successful process. The
value of the relevant indicator results in a score
of 59.75, which ranks this indicator at the upper
limit of the “Moderate” level, with only about 1.5
percentage points less than the “High” level (Ta-
ble 6). Referring to Bower (2022), the values of
the perceptions for the four constituent items of
the “Regulatory framework” indicator show that
the process of implementing e-banking services
in Kosovo, in its main lines, is developing in ac-
cordance with the requirements that condition
the success in the use of information technology.

Table 6. Indicator “Regulatory Framework”

Items Evaluation

The regulatory framework that

deals with e-banking issues is an
effective incentive and support 3.20
for the development of this

service by second-level banks

Government policies are
effective support for the 3.13
implementation of e-banking

The rules and procedures 3.39
approved by the second level (59.75)
banks for the e-banking service 3.60

are understandable and easy to

implement.

The regulatory framework

for the implementation of the
e-banking service does not
create unaffordable physical and
psycho-emotional burdens for
second-level bank employees.

3.63

Source: Authors

5.3. Benefit of E-Banking to the
Customers

The consumer of e-banking services in Kosovo
perceives these services as convenient (Table 7).
The corresponding indicator is assessed in the
“Very high” column (77.78 scores). In particular,
consumers appreciate the fact that these ser-
vices enable their access to the bank to be un-
limited in time, 7/24, and to receive the service
requested by them without wasting time.

Table 7. Indicator “Benefit of E-Banking to the
Customers”

Items ‘ Evaluation
Using e-banking has improved 396
my relationship with the bank ’
The use of e-banking has 3.90
reduced the cost of transactions ’
4.11

e-banking has given me the
opportunity to benefit from 24- 4.31
hour service from the bank

(77.8)

The use of e-banking saves me
the time of waiting in line to 4.28
receive the service at the banks

Source: Authors

e-banking services are valued by consumers as
an opportunity that improves their relationship
with the bank and reduces the cost of transac-
tions they make. These perceptions are similar
to those reported by other authors in countries
where banks offer e-banking services (Sam-
baombe & Phiri, 2022; Lila, & Tanushev, 2024).

5.4. Benefit of E-Banking to the Bank

The interviewed employees assess the bank’s
commitment to providing e-banking services not
only as a necessity for the contemporary develop-
ment of the banking system but, at the same time,
as an investment that increases the bank’s profits.
This is a common perception expressed by almost
all the interviewees, resulting in the assessment of
this indicator at the “High” level (Table 8).
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Bank employees in Kosovo perceive e-banking
services as a factor that significantly affects the
increase in the diversity, quality, effectiveness
and efficiency of the services that the bank of-
fers to its customers. This is a similar approach
to that communicated by other authors

Table 8. Indicator “Benefit of E-Banking to the
Bank”

e-banking has increased the
range of services that the bank

offers 3.82

e-banking has increased the

effectiveness and efficiency of 3.65
the bank 3.56 (66.2 5)

e-banking has increased the
bank’s image 3.80

e-banking has increased the
bank’s income 3.42

Source: Authors

about the perceptions and opinions of employees
in banks in other countries, that offer such ser-
vices (Kariyawasam, & Jayasiri, 2016; Ismaili &
Braimllari (Spaho), 2021; Sagar, 2023; Yahayai et
al. 2023). Such a result indirectly shows that, in
the process of implementing e-banking services,
banking institutions in Kosovo are guided by prin-
ciples and implement rules to enable the achieve-
ment of goals and expectations that condition the
increase in profit. The high values in the percep-
tions for the constituent items of this indicator
support the assertion that second-level banks in
Kosovo are carrying out the process of implement-
ing e-banking services, aiming to realize all the
benefits formulated by Rosenberg, (2024).

5.5. Infrastructural Challenges of
E-Banking

The level of internet penetration in the territory,
the quality of the signal and, in places that have
problems with the electricity distribution net-
work, are among the factors that determine the
success of the implementation of e-banking ser-
vices (Serrah & Maideen, 2022). Consumers of
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these services in Kosovo state that these factors
have hindering effects on the implementation of
e-banking services. The indicator is assessed at
the “Moderate” level (46.0 scores) (Table 9).

Table 9. Indicator “Infrastructural Challenges
of E-Banking”

Items Evaluation

The success of the e-banking
service has not been negatively

affected by the lack of electricity 285

supply

The level and quality of internet

use by the population has not 2.62

limited the use of e-banking 2.68

(42.00)
The level of telecommunications

infrastructure has not limited 2.82
the use of e-banking.

The limitations in ICT
infrastructure have not limited 2.42
the use of e-banking

Source: Authors

Referring to the items that are included in this
indicator, on the one hand, and on the other
hand, bearing in mind that the interventions
in the infrastructures related to these items do
not depend on the banking institutions, we can
affirm that their negative, inhibiting effects, in
the successful implementation , throughout the
territory of the country and for every consumer
interested in e-banking services, in Kosovo, as
a country that is in the process of economic and
social development, will continue to be present
for a relatively long time long.

5.6. Education-Related Challenges of
E-Banking

According to the Technology Acceptance Model
(TAM), consumer behavior and perceptions to-
wards e-banking services, especially in coun-
tries that are in the process of developing these
services, as is the case of Kosovo, are significant-
ly conditioned by the level of their information
about the advantages of these services and by the
level of education and skills they possess for the
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use of information technology products (Baca et
al. 2023). The responses received for the items
constituting the indicator “Education Related
Challenges of e-banking”, the formulation of
which was made by referring to TAM, are valu-
able information for understanding consumer
behavior in Kosovo towards e-banking services.

Consumers say that in order to increase the
success in implementing e-banking services, it
is necessary for banks to engage qualified em-
ployees in this service. Informing and raising
awareness about e-banking services offered by
the bank where they are a client is considered by
consumers as a necessary process. In addition,
consumers state that it is necessary for banks to
be more committed to offering e-banking ser-
vices that are easily understandable and with as
few difficulties in their use as possible.

The assessment of this indicator with 47.25 scores
(Table 10), consequently its classification at the
“Moderate” level, highlights the need for qualita-
tive improvement of the cooperation of banks that
offer e-banking services with the consumer. Iden-
tification by banks of the difficulties and factors
that negatively affect the use of e-banking services
by the consumer, which, to a considerable extent,
are a consequence of the level of education and

Table 10. Indicator “Education Related
Challenges of E-Banking”

Items ‘ Evaluation
The lack of educated and

efficient staff in the context of

e-banking has not negatively 3.01

affected the implementation of
the e-banking service.

The lack of customer

awareness of the positive 2.89
effects of e-banking products (47.25)
has not negatively affected

the implementation of the

e-banking service.

Consumer difficulties to access
e-banking services have not 2.75
limited the use of e-banking

Source: Authors

access of the consumer to the products and in-
struments that use technology of information,
is necessary for achieving the expectations that
banks have in offering for the use of e-banking
services.

The problems and challenges generated by the
low level of perceptions of this indicator are
characteristic of developing countries that do
not have consolidated experiences in the use of
information technology (Ahmad et al. 2019; Ser-
rah & Maideen, 2022; Jain, 2022)

5.7. Socio-Cultural Related Challenges

This is an indicator whose value and its constit-
uent items are very important information to
guide the work of drafting policies and programs
in supportof the process of implementing e-bank-
ing services. Especially for countries that are in
the process of economic development and that
have insufficient capacities and experience in the
use of information technology, the assessment
and analysis of this indicator is very important
to identify the challenges that must be faced by
second-level banks that offer e-banking services
(Mawlawi, 2018; Richard, 2019; Khan, 2022).

Table 11. Indicator “Socio-Cultural Related
Challenges”

Items Evaluation

The level of general
development of society has not
limited the use of e-banking
services

2.45

The consumer’s trust in the
traditional system of payments
and relations with the bank
has not had a negative impact
on the implementation of the
e-banking service.

3.08 2.93
(48.25)

Psychological resistance to

changes in behavior as a

consumer of banking services 3.26
has not limited the use of

e-banking

Source: Authors
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The value of this indicator (48.25 scores), which
classifies it at the “Moderate” level, shows that
in the Republic of Kosovo the process of imple-
menting e-banking services faces challenges
that are a consequence of the current level of
economic and social development. According
to the interviewed persons, consumers or em-
ployees in second-level banks, the general level
of social development is a factor with negative
effects on this process. The interviewees per-
ceive this effect of this factor at the “Low” level,
while according to the interviewed consumers
the pressure of traditional ways of receiving
services from banks is a factor that does not
stimulate their interest in using e-banking ser-
vices (Table. 11)

6. PERCEPTION INDEX OF
E-BANKING IMPLEMENTATION
PROCESS (PI E-B)

The value of PI e-B, which is calculated as the
average of the standardized values of the sev-
en indicators (Table 5 to 11) that make up the
Index, is 57.79 score. Referring to the rule de-
fined in Table 2, the process of implementation
of e-banking services in the Republic of Kosovo,
can currently be classified at the “Moderate” lev-
el. Meanwhile, it should be noted that the calcu-
lated standardized value of PI e-B is only about
4.0 percentage points lower than the value that
the index should have to classify this process at
the “High” level.

As can be seen (Figure 4), the smallest contri-
bution to the Index value is made by indicators
whose values are not a consequence of the level
of commitment of e-banking service providers
nor of the quality of their offers. The consumers
and employees of the second-level banks inter-
viewed stated that the legislative framework
and its implementation by the e-banking service
providers, as well as the benefits realized from
the use of these services for both the service
provider and its users, are factors that support
the success in the implementation of these bank-
ing services. Considering the fact that e-bank-
ing services are a relatively new process being
developed by the second-level banks in Koso-
vo, the situation identified by these indicators
shows that the possibilities and trends in the

A.HAXHOSA]J, K. KUME

implementation and to achieve success in these
services in Kosovo are optimistic. Currently,
second-level banks in Kosovo are responding
effectively to the needs of the financial system
to develop as a system similar and close to the
financial systems implemented in developed
countries.

The low contribution, in the value of the Index,
of indicators that are directly or indirectly relat-
ed to the current stage of economic, social and
cultural development of the country and society
in Kosovo, is a situation that does not compro-
mise the commitment of second-level banks to
offer e-banking services. This is a situation simi-
lar to situations that other countries have faced,
countries that are part of the group of develop-
ing countries and that, despite this, have not in
any case stopped their efforts to use informa-
tion technology in banking services.

The analysis of perceptions for different items,
components of indicators that reflect the chal-
lenges faced by the process of implementing
e-banking services is necessary to better under-
stand this process and, on this basis, to design
and implement more effective policies and pro-
grams.

The results obtained in this study show that
the Perceptions Index for e-banking services
(PI e-B) is a quantitative instrument that can be
used effectively for the analysis of the process of
implementing e-banking services. The periodic
assessment of this Index and the analysis of the
dynamics of changes in its value and the com-
ponent indicators can be used by second-level
banks that offer e-banking services as an effec-
tive way for decision-making for the further de-
velopment of this banking service offer.

The value of PI e-B calculated as the simple av-
erage of the average values of the seven com-
ponent indicators of the Index is based on the
hypothesis that the effect and force of action
of these indicators on the value of the index are
equal. Acceptance of this hypothesis is an ap-
proximation to reality, which affects the quali-
ty of the results obtained. The increase in this
quality necessitates the need for further re-
search. Conducting in-depth statistical analyses
and using their results to construct the Pl e-B as
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Figure 4. P1 E-B and Their Indicators
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a multi-dimensional instrument, the values of
which will be the result of weighting the values
of its constituent indicators, are future direc-
tions of scientific research.

7. CONCLUSION

The implementation of e-banking services by
second-level banks in Kosovo is developing as a
complex process whose success is influenced by
the action and interaction of factors related to
(i) the level of adoption and use of information
technology, (ii) legislative solutions and regula-
tory instruments used by banks, (iii) psychoso-
cial and economic factors and (iv) perceptions of
the advantages and economic benefits offered
by these services.

The Perceptions Index for the Implementation
Process of e-banking Services is a quantitative
instrument whose values and the values of its
constituent indicators are important explanato-
ry information for understanding, judging and
making decisions about the progress of the pro-
cess of developing e-banking services.

Currently in Kosovo the process of implement-
ing e-banking services is perceived to be devel-
oping at the “Moderate” level, with a difference

of only 4.0 percentage points to be classified at
the “High” level.

Among the factors that have currently been
identified as having a positive effect on the
progress and success of e-banking services are
legislative solution that regulates the use of this
service and consumers’ and bank benefit.

Increasing the success and effectiveness in the
use of e-banking services in Kosovo requires
commitment to face the challenges generated by
lack of capacity in infrastructure, socio-cultural
challenges and education related challenges.

The Perceptions Index for the Process of Imple-
menting e-banking Services is recommended to
be used, periodically, by second-level banks.

The study conducted using information from a
random sample limits the generalizability of the
results. Increasing the sample, expanding it in
the territory and including consumers with dif-
ferent typologies, together with improving the
qualities of PI e-B through the construction of
a multidimensional Index, whose values will be
the result of the weighted effects of its constitu-
ent indicators, are future directions of scientific
research.
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Indeks percepcije implementacije e-bankarstva (PI e-B) u Republici Kosovo
Sazetak

Na temelju podataka prikupljenih iz slucajnog uzorka od 351 potrosaca i 60 zaposlenika banaka druge ra-
zine, procijenjen je Indeks percepcije i njegovi sastavni pokazatelji za proces implementacije usluga e-ban-
karstva (PI e-B) u Republici Kosovo. Prema trenutacnim vrijednostima PI e-B, ovaj se proces klasificira na
,umjerenoj” razini. Zakonodavni i regulatorni okvir te percepcija koristi koje banke i potrosaci ostvaruju
koristenjem usluga e-bankarstva predstavljaju kljucne cimbenike uspjesnosti ovih usluga. S druge strane,
obiljeZja i specificnosti potrosaca, razina gospodarskog i drustvenog razvoja te kapaciteti i iskustva u ko-
ristenju informacijske tehnologije trenutacno predstavljaju prepreke poveéanju ucinkovitosti i teritorijal-
nom Sirenju usluga e-bankarstva u Republici Kosovo. Indeks percepcije e-bankarstva (PI e-B) predstavlja
instrument koji banke druge razine mogu koristiti pri oblikovanju politika i provedbi programa usmjere-
nih na poveéanje ucinkovitosti i kvalitete usluga e-bankarstva u Republici Kosovo. Buduca istraZivanja
trebala bi biti usmjerena na dublju statisticku analizu konstrukcije PI e-B kao visedimenzionalnog instru-
menta, ¢ije ¢e vrijednosti proizlaziti iz ponderiranja vrijednosti njegovih sastavnih pokazatelja.

Kljuéne rijeci: indeks, usluge e-bankarstva, implementacija, Kosovo.



