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[[ Abstract ]]

The two ways that lead to the providing of profitsa financial institution are the cost-
efficiency and the differentiation. The bankingwees that are effective contribute with
both the ways because the satisfied customersttereinain in the organization for a
long time to benefit from the services (Heskettletl997). Moreover, the cost to keep
the existing customers by improving the servicesiggificantly lower than the cost to
attract new customers. As a case study are takkeragrount the services that the banks
offer in Shkodra. For the study is used an analpsised on data collected from the
guestionnaire which was addressed to the custoofetise commercial banks, which
operate in Shkodra. From the questionnaire wasya@althe real level of the banking
services in Shkodra. These services are seennts tef their diversity and quality level
of services that they offer to attract custom@itse study also highlights the gaps that
these banks have in their services under the cqusary conditions.
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Introduction

Researchers have founded that the quality of sssvugwidely recognized as a key factor
in the success of any business (Parasuraman &088B), so, the banking sector does not
constitute an exception. The quality of the servisewidely used to evaluate the
performance of the banking sector (Cowling and Nawm1995). The banks have
realized that the customers would be loyal torthkthe customers receive greater value
from their bank services than from the competii@awes and Swailes, 1999), in this
way the banks can provide huge profits if they a@oke to position themselves better,
than their competitors. Therefore, the banks aceided on the service quality, and they
use it as a competitive strategy (Davies et al95)9Generally, the banks provide
services of the same nature (Lim and Tang, 2000)tlaey try to capture the innovations
of the competitors immediately. This implies th&e tconsumers can perceive the
differences in the quality of the services (Chaspraand Elsey, 2004). The customers
also have appreciated the performance of the bangarticular on the basis of the
personal contacts and from the interactions (Gras)r@990). The quality of the services
is basically composed by two dimensions (Gronrd®90; Lehtinen and Lehtinen,
1982). The first one is the technical dimensionof@oos, 1990) or the dimension
associated with the outcome and the second ome iuhctional dimension (Zeithaml et
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al., 1985) or the dimension associated with thegss. The issues of the service quality
measurement are discussed more during the lasedss.yChang and San (2005), have
studied the relationship between the service gualitstomer satisfaction and the profits
in the banking industry. Moreover, Zeithaml (200@)nd the evidence for the impact of
service quality on the economic benefit and Hesbe#tl., (1997) also states that a direct
and strong relationship exists between service itguatustomer satisfaction and
profitability. The findings of the study have reanée the theory that the consumer
satisfactions are linked to the performance ofliieks. The global banking industry is
changing rapidly. The banking organizations arestamtly working to improve the
quality of the service to increase customer satigfa, by contributing in higher benefits
in the economic. The quality of service has an ichpan the performance of the
organization (Poretla and Thanassoulis, 2005),ha ¢onsumers' choices and to the
promptings for their loyalty (Newman, 2001; Szymigand Carrigan, 2001; Caruana,
2002; Ehigie, 2006); moreover also enables to theapanies to increase the sales
(Levesque and Mc Dougal, 1996; Kish, 2000, Dunaaah BElliot, 2002), to expand the
market involvement (Fisher, 2001); to improve tlhustomer relations and their images
(Arasli et al., 2005; Baumann et al., 2007; Crogtiral., 2000; Ehigie, 2006; Nguyen and
Leblanc, 1998; Wang et al., 2003). A bank diffei@ets from the competitors by offering
high quality services. The quality of the servis®ne of the most attractive areas for the
researchers over the last decade in the bankingrs@evkiran, 1994, Stafford, 1996;
Angur et al., 1999; Lasser et al., 2000; Bahia Biaditel, 2000; Sureshchandar et al.,
2002 , Gounaris et al., 2003). The main purposéhisf study is to find data on how
consumers perceive the quality of the service &rldely are satisfied with the services
provided by the banks that operate in Shkodra. Rimranalysis of data of the survey, it
is noted that the consumers believe that the bhaks to do more for the perception of
the needs of the consumers about the quality o$é¢néce. The study also highlights the
gaps that had the banks that were involved in thdysin their services. In the today,
competitive market in order to compete successfulihe banks should focus in the
understanding of the attitudes, needs and the rpattef behavior of the market
(Mylonakis et al., 1998).

Literaturereview

The quality is perceived differently by differerggple. The effort to define the quality as
a term has encountered many different opinionsadmee this term is considered as rather
vague and subjective. Different researchers hafiaetequality of the service based on
different theoretical assumptions. The definitidntloe quality is standardized by the
American Society of Quality in 1978, which give ghilefinition: "The quality is the
totality of features and characteristics of thedoic or service that bears its ability to
satisfy the emerging ne€d#\ccording to Deming (1986) the quality includas tack of
defects or the reduction of the variations. Ju887) defines the quality as a potential
product or service that will be used. Crosby (199&ends the idea that the quality is the
compliance with the demands. "The quality" is definas "the satisfaction of the
requirements of the customers" or "the trainingathieve a goal" (Ghobadian et al.,
1994). Previous definitions for the quality by Dei(1986), Juran et al., (1974),
Feigenbaum (1986) and Ishikawa (1985) are includdtlis category. In the 1980s, the

1 From http://www.asq.org/glossary/q.html
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large organizations were more interested in theeld@ing measures for the quality of the
service (Dekeda, 2003). The researchers are trigndevelop conceptual models to
explain the quality of the service and to meashesduality of the service perceived by
the customers in the various industries (Seth.e2@05). The quality of the service is a
precursor of the customer satisfaction. Severahast have discussed the unique
importance of service quality in service firms (8hd978; Normann, 1984) and have
shown its positive relationship with the profitsarket growth, return on investment,

customer satisfaction and the future purchase tioleh (Buzzell and Gale, 1987,

Boulding et al., 1993;. Anderson, 1994; Rust andved] 1994). The banks have

understood that the customers will be loyal to thethey offer greater value than their

competitors (Dawes and Swailes, 1999), and on ther dvand, the banks may aimed at
higher profits if they are able to position themssl better than the competitors in a
specific market (Davies et al., 1995). Therefolhe, banks should focus on the quality of
the service as a key competitive strategy (Chaeprasd Elsey, 2004).

Services that banks provide to the client. The commercial banks in Albania provide
traditional services to customers: deposits, adsoamnd transfers. Deposits have been the
best known products of the public, but in the régerars, the efforts to minimize cash
transactions (transfer of salaries and paymenisismesses) through the banking system
have brought a rapid development for other servsteh as loans, overdrafts, debit and
credit cards etc..Today a characteristic of thekivagnsystem is that all the banks licensed
by the Bank of Albania are of an universal typee Tanks with their services help the
individuals, private and public enterprises andpooations. This serves to increase
productivity, profits and developing more and mafetheir commercial activity and
manufacturing, therefore must be seen as a strondg between them. The banks direct
the "trade of money", but at the same time armasufacturing industry (Haderi, 2006).

General features of the Albanian banking system. In the recent years the Albanian
banking system is characterized by significant tgweents. The increasing in the

number of the banks, the restructuring and priasibn of the state banks, the

establishment of new banks with domestic capike,ibhcrease of the investments in the
foreign banks etc., have contributed in the banksygtem to create a dynamic
environment, where all the banks are trying to gdtetter position in the market. Our
banking system consists of 16 universal banksapgiand significantly dominated by

foreign capital, which constitutes about in 92%ted banking capital. Although a large

number of the banks have been present in Albanees2000, the banking system has
been developed mainly in the last 4-5 years. Regguid the expansion of the banking
system within the territory of the Republic of Atha, Tirana remains the country with

the largest number of branches and agencies, s be explained by the high

concentration of the population and businessesis part of the state. The banking
system was one of the sectors that were affecteck hp the effects of the global

economic crisis, the crisis was reflected primarilythe financial system, especially
during the last quarter of 2008. The public unéetyaabout the banking system caused
an increased withdrawal of the deposits, especthlhge in foreign currency. After the

withdrawal of the deposits in the period Octobendlober 2008, was appeared a low
liquidity in all the banks that operates in Albania
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The characteristics about quality banking services today. During their activities, the
banking service providers have spent money, tinterasources to meet the demand for
high quality service and to notify the clients the service. Also have been carried heavy
costs to train the employees for the "customer"céng it should be noted that there is
still work to do, because the banking sector opsrah an increasingly dynamic
environment and depending on variables that arstantly in changing. In the banking
industry, today there is an increasingly growingnpetition, the diversity of the services
and the customer demand for high quality, shoultbseary have a full integration of all
the links that contribute to the quality of thevdee as human resources, operations,
marketing and financial management. During the 2Z01the banking activity has
continued its growth. This increase is coupled witle deepening of the financial
intermediation by expanding product offerings, agjaphic expansion of the services
covering a larger territory and by expanding thetamer base, to both the existing and
new locations. On the basis of the observationsemiadvas found a continued effort of
the bank operators to provide a wide clientelegugh an increased competition in all the
banking services offered. The competition is andrtgnt aspect of the banking system
because, as in any other market affects in theieficy and quality of the products that
were offered. Moreover, the level of the compaetitio the banking system also has its
impact on other sectors of the economy. For thésar, the empirical evidence shows
that a high level of the competition in the bankaygtem provides an accelerated growth
in those economic sectors which are financed by hlbheks. In addition, a more
competitive banking system is considered crucial ttee economic growth in the
developing countri€s Also, it is argued that there is a reverse relasfiim between
competition and stability in the banking sector.eTianking sector is regarded as a
sensitive sector and with a high social cost, isecaf bankruptcy. Referring to Vives
(2001), it is noted that countries that have a fdgmpetition in the banking sector can
stimulate the banks to get a higher level of riskich increases their probability of
failure. Consequently, a system with a moderatellef/the competition would be more
suitable for the developing countries, as in theeaaf these countries is more difficult to
maintain the stability in conditions of high comifien. In conclusion, it can be says that
the optimal level of the competition in the banksygtem is not unique, but it depends
entirely on the level of the economic and instdanél development of a country. Based
on the studies of the Bank of Albania, it is notkdt the level of the competition in the
banking market is comparable to that in the markéthe region. Besides the romanian
and croatian banks, the Albanian banks seem thatate in a higher competitive
environment than the banks in other countrieshef Eastern EuropeThe banking
system is characterized by a high level of conegioin. Despite the number of the banks,
their activity has been increased and the condgmtrandices are higher than in the most
countries of the South-Eastern and European Unidowever, based on a more
sophisticated methodology, the competition in taeking sector is considered to be at a
moderate level, which is also suitable for the l@fehe development of AlbarfiaFrom

an empirical perspective, it is noted that the cetitipn in the banking system is

2Bank of Albania, Annual Report, 2012.
% Ibidem.
* Ibidem.
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improving. The banking sector has developed in ndiractions as the expansion of the
banking networks in important urban areas and beyproviding diversified services to
all the banks, also to intensify the marketing tigto the media, etc..

Information Technology. Permanently, the banking institutions rely on axilleg,
processing, analyzing and providing informationrieet customers' needs. The banking
institutions have put emphasis on the evolutiorthef information technology and the
impact that it has on the banking institutionspteet the customer demands quickly and
to create a successful competitive advantage.drrébent years has been a tendency to
use and adapt technologies that enable automatfothe process of obtaining
information, to facilitate the performance of therk; to increase their accuracy and the
speed of service delivery, and therefore to impribnequality of the service. Through,
technology of information are made new serviceghianging the cost of the structure,
the customers have become more sophisticated in deenands and significantly is
increased the competitive pressure. New forms ofices provided through the
development of information technology are intefoatbking, online banking, smart cards
and ATMs, that meet the customer demands for mom&fart and high quality services.
A key element affecting the implementation of qtyadind thus affects the total growth of
guality in the banking services is the managemeniponent. While banks understand
the importance of the service quality, its impleta¢ion can be as difficult as complex.
Therefore, the implementation process of qualigytstwith the commitment of managers
to achieve it.

Findings and Discussion. This paper is based on a thorough knowledge oSitin@tion

in the country and the climate of banks in Albaamal especially in Shkodra - the current
state of the banking services and the recognitiothe stakeholders that operate in the
country. In support of the theoretical base is mageactical study to address the quality
of the services that the banks offer, the percamimout the quality by the customers and
the expectations for quality that the customersukhaive. The organization of the
research work has begun through the secondarycdb¢ation during June 2013. During
this period is made a preliminary processing toewheine the data needed for the
research.

General information for the surveyed clients. The questionnaire was designed in the
beginning with some general questions to identify hature of the customers, who use
the banks. These questions relate to the cliemsthgir education, the frequencies of use
of the banks, the services they currently have ,usted About 50% of the customers that
tend to perform their actions through the bank®mglto the age group from 40 to 59
years. From the questions asked during the suitvexas observed that a good part of the
customers that use the banks were business ownérimily members of immigrants.
While 34% belong to the age group from 25 to 39rgeavho were mostly state
employees who receive the salaries (mandatory radbip public institutions), and
customers who open their personal accounts. Regatlde education of the clients who
use the banks is found that most of them are wittdla education by about 56%, which
means that the high level of education is not @rdahing factor for the use of the
banking services, but also because many of theeteadf the businesses that have

WWWw.oiirj.org ISSN 224¢9598 Page 129




Online International Interdisciplinary Researchrd@l, {Bi-Monthly}, ISSN2249-9598, VVolume-IV, May®L4 Special Issue

relationships with the banks are with the seconddcation. While only 32% are highly
educated, who conduct transactions with banks, Ipném the withdrawal of payroll.
About 57% of the clients are businesses that usebidnks because they conduct
transactions for the development of their actigitiehile 39% are individuals, and only
4% are corporations. The services offered by thekdaare diverse, so they create
numerous choices for the customer. Thus about 388cthe bank for opening a bank
account and 20% for getting a loan, the servicasdbnstitute the basis of the activity of
a bank. While 16% of the respondents have vishedank for using the credit and debit
cards, since, this service is become a necessitjifferent payments. About 11% of the
clients have used the bank to do a transfer, wisamainly used by the businesses to
liquidate quickly the national and internationalypeents. While only 9% used the bank
for the payment of utility services, this the perage is small because the customers
have not yet gained this culture, but still ranoifbng queues. About 49% of the
respondents are clients from 1 to 5 years, 18%lants for less than 1 year and only
25% have relationships with the banks more thard&s/(where 8% of them are over 10
years). Regarding to the frequency of the contadts the commercial banks, 34% have
frequent intercourse (despite the fact that mosthein are new clients). When the
respondents were asked which factor has contribtgedelect the bank where they
perform various transactions, they clearly expreese importance of the oral
communication (Word of Mouth) in choosing the bardnd they have recommended the
bank to the others with 40%, while 24% of them hdg&eided to choice the bank in basis
of the advertising in the media, to assessing hawmwere important the advertising in
their choices. And only 8% of the customers haveoshks their bank in base of the
location, because it was located close to homé, diffece, etc..

The characteristics of service quality provided by the banks. The quality of the
customer services is related to the: i) provisionits proper order, and ii) timely
fulfillment of the customer needs. According to thestomers answers, the banks offer
services that meet their needs with 51% of theuatan. But only 10% believe that the
services are offered with other additional elemetits banks do not use an indirectly
way to attract the consumers, such as various 9ffélients of different banks have
different opinions about the features of the sawithey receive from the banks where
they operate, for example:

@ The customers of the United Bank of Albania consitiat the services that the

bank provides meet the needs of the customers;

@ The customers of Alpha Bank say that the servizesprovided by a qualified
and friendly staff;

& The customers of the National Commercial Bank dvelithat the services
provided meet their needs etc.

Regarding the elements which are used by the bamle¢come a loyal customer, about
26% responded that the bank keeps them informetettronic form or by mail for new
services offered. While 42% responded that the lbahkot take any action in regard to
customers, to make them loyal customer, theretbeepanks are indifferent and did not
use such policies.
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What customers expect from the services provided? This group of questions aims
get information regarding the importance given tie tlients. For information abo
customer requests for a service, a significant gmagn of respondents believe tt
customers should be encouraged to malggestions, between conducting of peric
surveys to identify customers' ne¢ When the respondents were asked which fe
affects more (in order of importance) in providiadiigh quality service, the custom:
put in the first place the qualified pennel by 35%, since they felt that the employ
are the greatest asset of an organization andhéwatare a key element in the delivery
high quality service. In the second place of imaice, the customers placed the spee
service delivery by 259 which means that the service deliy in time can eliminate tr
queues for the customers. From the results, itoted that customers do not g
importance to the environmeiThe data are psented in the figure.

Figure 1. Which isthe element that affectsmorein the
classification of a serviceto you asquality?

= Environment
m Staff available

Qualified personnel

35% ' = Speed of service performal

Source: Authors, (own calculati).

About 32% of respondents express the dissatisfadiio other customers, when t
services that thbanks offers to them are 1in the right way. While in 30% of the cas
responded that they would complain about the sifatiie bank for a service that it is r
performed properly. But with only 4% the customdes not take any action for
service gap.

The improving of the quality in services. In this section, the answers of the questi
are directed to the respondents, which are estonaith a level scale (very satisfie
quite satisfied, less satisfied, not at all sadfi According to the questionna
responses,mut 60% of the bank customers are less satisfigdtieir environment an
accommodation, because the environment of the hardteall and uncomfortable. Sor
of them say that: "Staff does not take any act®praviding tea, coffee etc.., where
process of waiting is long". While only 29% are vesgtisfied, they feel that tf
environment is cozy enough for quick actions. Tlg¢adare presented in the figure
About the working hours of the banks, most of #spondents with 67% are not satist
with the work schedule of the banks, because nérieeobanks that is operating in t
market does not perform transactions during theradion, that would be very favoral
for individuals but also for businesses. Regardimggease of performing actis, in about
55% of cases people are quite happy, so in gertbesit are no obstacles in 1
implementation of actions such as account opersagings withdrawals, et When
customers are asked about the speed of perforniagbainking services, 47%

respondents are less satisfied because the waeingdg are relatively long, despite 1
fact that the action that is being taken is not glicated. While only 42% of respondei
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are (very satisfied and quite satisfied), which nsethat in total doesot exceed the
dissatisfaction to the delays caused. The datprasented in the figure

Figure3. For the environment and the
accommodation of the customersyou are....

6% 5% o
m Not at all satisfied

H | ess satisfied

Quite satisfied

Figure4. For the speed of the perfor mance of
your actionsyou are...

= Not at all satisfied
= Less satisfied

Quite satisfied

TS

zg%’kao%

Source: Authors, (own calculatio

= Very satisfied = Very satisfied

When the customers are asked how they evaluatspbed to get the information
advice, about 49% of the customers iess satisfied with the speed of the staff, anc
banks staff has justified this result by the longues of customers. This can be rega
as a defect of the organizational structure, whsttould increase the number
employees in each office. Theta are presented in the figure 5. For many indizisl
who use banks for the transactions of their econ@uiivity, more important for them
the confidentiality. Regarding to the confidentigliabout 76% of the respondents
totally dissatisfied ad troubled by this fact. It is a very significargrpentage, and tt
motive of this percentage by the respondents opjritomes only from the negligence
staff. On the other hand, only 2% are very satisfigth the confidentiality of banks. Tt
data ae presented in the figure

Figure6. For confidentiality in bank
transactionsyou are:

Figure5. For the speed to get a advice or
infor mation you are...

7% 15%

= Not at all satisfied

29% i
H | ess satisfied

Quite satisfied

49% u Very satisfied

Source: Authors, (own calculatio

Regarding to the functioning of the apparatus oM&T customers of the banks by ab
45% say that they are quite happy with its usadge Withdrawal through the ATMs
one of the most important services of banks, eafigan the periods of withdraw of
the salary, therefore, the operation at any timéhefday of these machines is seen
necessity by customers. But another very impoedarhent for the functioning of ATM
has to do with having money in it, 46% of the respents are less sated with the
amount of cash in the ATMs, according to them tlaeenumerous cases where there
no enough money in it to make a withdrawal (espigcia weekends).As for the
willingness of the consultants, 51% of the respoiglare very satisfied the time that
they have the need for a clarification. While oaB6 of the clients have expressed
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appreciation 'not satisfied' for the willingnesstioé banks advisers. For the transparency
in the procedures of credit that banks have, thienirewees are expressed as less
satisfied with 53%, they say that there are enditdsdocuments to be submitted and
compiled, and the loan approval takes many timeilé\dnly 3% of the respondents are
very satisfied with the procedures of the loanséheespondents are the clients who have
received small loans without collateral and withmitating controls, therefore, we cannot
qualify this result as an objective opinion.

What banks expect in the future from their customers? When the customers are

asked, if the bank with which they are operatinthes appropriate, 51% of them believe
that it is the right bank, which means that bamksteying to meet the expectations of the
customers, and are trying to satisfy their needsdyying services oriented to quality.

About 56% of customers turned back into the bankere they made before different
transactions, which means that the bank has madsilgp® to keep the existing

customers, so it mean that the banks are tryinghptement the policy of maintaining

the customers. Newman (1995), Dawes and Swaile89j18ave showed that for the

maintaining of the existing customers it costs fimes less in time, money and

resources for the bank, than to attract a new metolIn relation with the above

guestion, the customers respond positively with 588 are loyal with the bank who

they operate, so the bank through the fulfillmehthe customer needs tends to turn
them into loyal customer. Newman (1996) noted Hratincrease of 5% in the rate of
customer loyalty, brings an increase in benefibenf25 to 28%. When the respondents
are asked if they perform all the payments throtigh bank, about 68% of them

responded that they do not perform all paymentsuiin banks, because the cost of
various payments is relatively high.

The conclusions of the survey. By the conversations conducted with the bank
customers, as well as taking into account the datained by the questionnaire were
reached the following conclusions :

As can be understood from the analysis of the qurestire, in general, consumers of the
banks, so, the public is oriented to the depasits loans, because all the banks has put
the emphasis in these two services, as and offenmig diversified packages, trying to
better meet the different needs for different comsts. It is important to note that these
two services have improved the people lives. If sy®ars ago was nearly impossible for
thinking about the loans, or better say, the loas & privilege, today almost all banks
offer very diverse packages related to the loangay it is given more importance to the
diversification of the credit package, by doing matudies and gathering information, in
cities and rural areas, the packages of loansadmred for the needs of the customers,
for the interest rate and the periods. For ceri@am amounts, it does not require any
mortgage or documentation, even those can be @okaiuithin a day. In connection with
another banking service, such as bank deposit$, ishalso created by banks the
possibility for an individual or company to havevary diversified portfolio, of its
investment, starting from the interest, time inédsy or their types. This service has
facilitate the survival, welfare and safety for thestomers, since security is a key
element of public welfare. From the questionnamalysis, it was found that banking
services and their quality are an infinite spacexplore, but that are very important in
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the developing of the economy in general, and & fhublic welfare that benefits from
the banking services. The focus of the banking strgus to realize its benefits and the
customer satisfaction for the services that thégra$ moved, fronprice to quality

Conclusions

The albanian banks offer almost the same servioeghie albanian customers. The
services are not at the levels required by theooosts. On the market there is a gap
between services, quality and customer satisfaclitie banking system of Albania is
quite competitive, but it is relatively new, becadkere are many banks which operate in
this small country. A very good way to satisfy t@sumers is by giving priorities to the
services that they use, and trying to identify dppropriate consumers for their use. The
banks must use the statistics, to tell consumenswell, they are meeting their needs. A
guestion might be "What these indicators showHlerlevel of the performance and what
consumers think about the work of the banks?" ohd¥¢an be done to improve them?".
In our banking system there are not evidenced baitksparticular object of the activity,
because the commercial banks nowadays tend to aimaitite same activity. The banks
struggle to put the emphasis to be differentiatechfthe competition through the quality
of their services, and through the ways that thayycout the service delivery. The
quality of services is used by the banking secsoa aompetitive advantage, the only way
to withstand the competition, since the trends tifaAian economy are focused on the
rapid expansion of the banking network, offering titew services, using the advanced
technologies etc.. The increased number of brandbass, deposits, and the expansion
of the use of the banking services, shows thaalih@nian mentality is in developing and
it is in growing the credibility for the banking mk&ts. Most of the bank customers
consider the service quality as a strong competitadvantage, all banks have
implemented the quality programs and have continieedpplied them. Through the
implementation of these programs, the aim is toilemehthe competitive quality, to
increase the customer satisfaction, employee aatish and profits.

Recommendations

The banks are mostly concentrated in the big cibas they have branches even in rural
parts, in order to provide services for this custoisegment. The primary challenge for
the banks to satisfy the expectations of the custenis about the ability to had a
professional staff for serving the customers. T&isshy banks should invest in training
and educating the staff, especially the frontlineffs thus affecting in the quality
improvements. The update of the information tecbgwlis constantly important. The
promotion of a service by the banks should be basethe real characteristics of the
service because just in this way the customers ataflens can be met or can be
overcome. The banks should give more attentiohéo environments, because it affects
the quality improvement and makes possible the Seoption” of the product by the
customer in a pleasant manner.
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