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EXECUTIVE SUMMARY 
 
¢ƘŜ ƻǾŜǊŀƭƭ ƻōƧŜŎǘƛǾŜ ƻŦ ǘƘƛǎ ǎǘǳŘȅ ƛǎ ǘƻ ǇǊƻǾƛŘŜ ƛƴǎƛƎƘǘǎ ƻƴ !ƭōŀƴƛŀΩǎ ŎƛǘƛȊŜƴ ƭŜǾŜƭ ƻŦ ƪƴƻǿƭŜŘƎŜ ŀƴŘ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ 
European Union, to shed light on the information channels mostly used by them when seeking information about the EU 
ŀƴŘ 9ǳǊƻǇŜŀƴ ƛƴǘŜƎǊŀǘƛƻƴ ŀƴŘ ǘƻ ŜȄǇƭŀƛƴ ǘƘŜ ŦŀŎǘƻǊǎ ǘƘŀǘ ƛƴŦƭǳŜƴŎŜ ǎƘŀǇƛƴƎ ƻŦ !ƭōŀƴƛŀΩǎ ǇǳōƭƛŎ ƻǇƛƴƛƻƴ ǿƛǘƘ ǊŜƎŀǊŘ ǘƻ 9¦ 
affairs. 

 
The study was conducted by means of face to face interviews in HH of urban areas of Albania. The gross sample of the 
study consists in 1602 individuals countrywide. The aimed net sample of the study consists of 1208 individuals 
countrywide, expected to be interviewed during fieldwork. The achieved net sample of this study consists of 1099 
individuals interviewed face to face countrywide, during May 14, 2014 ς June 22, 2014. Survey results have a margin of 
ŜǊǊƻǊ ƻŦ ҕ о҈ ŦƻǊ ŀ ŎƻƴŦƛŘŜƴŎŜ ƭŜǾŜƭ ƻŦ фр҈Φ 
 
Main findings 

¶ The median figure of net monthly income of households (no matter of HH size) is EUR 240. The median net 

monthly income per person is EUR 80 (accounting for HH size), the median figure of food monthly expenses per 

household (no matter of HH size) is EUR 200 and the mean figure of food monthly expenses per person is EUR 54 

(accounting for HH size). 

¶ Compared to EU countries, citizens of Albania are listed among top 6 populations that watch television on a TV 
set everyday or almost every day, with 89% of Albanians watching television on a TV set everyday or almost 
everyday 

¶ In frequency of using the internet Albanian citizens rank 25fth with 42% of people using the internet everyday or 
almost every day. This figure is below the EU average of 57%. 

¶ In frequency of using online social networks Albanian citizens rank 11fth with 34% of people using them everyday 
or almost every day. This figure is above the EU average of 33%. Compared to the figure of people accessing the 
internet everyday or almost every day the figure of using online social media everyday or almost every day 
among citizens of Albania is unusually high, making them the most frequent users of social online social networks 
in Europe. Thus 91% of Albanian citizens that use internet every day or almost every day do also use online social 
networks everyday or almost every day. 

¶ In frequency of reading the press Albanian citizens are ranked 15th with 25% of people reading the press 
everyday or almost every day? This figure is below the EU average of 33%. 

¶ Television is the information channel mostly used by Albanian citizens. Thus they spend on average 80.9 hours 

each month (2 hours & 40 minutes per day) watching TV. 

¶ The second information changes used for long hours is internet accessed from a computer, with an average of 
29.8 hours per month (1 hour per day). 

¶ Online information channels & means of access like Facebook, Internet on mobile phone, YouTube, Internet on 
computer (PC or laptop), WhatsApp, Viber, Instagram, Blogs, Online newspaper, and internet on a tablet are 
mainly used by people of young age. On the other side information channels like TV are used more extensively by 
older people. 

¶ This analysis leads to the conclusion that information campaigns that aim at reaching young Albanian people have 
more chances for better performance if use online information channels like Facebook, YouTube and WhatsApp 
focusing on access of this tools on the mobile phone. On the other side information campaigns that aim at 
reaching older Albanian people have chances for better performance if using traditional media tools like 
television. 

¶ Asked about whether they tend to trust or distrust different information channels, the vast majority of Albanian 
responders reveal a strong tendency to trust TV (73%). The second most trusted information channel is the 
internet (46%), followed by the radio (43%) and the press (43%).  

¶ Albanian citizens are listed among top 7 populations of Europe that have the highest level of trust towards TV, 

with 73% of the population trusting the TV. 

¶ Albanian citizens are listed 18th in the level of trust they have towards the press, with 43% of people having trust. 



  

5 

  
  
  
  
  

  
  
  
  

  
  
  
  
  

  
  
  
  

  
  
 

  
  
  

   

¶ Albanian citizens are listed 5th in the level of trust they have towards the internet, with 46% of people having 

trust. This figure is above the EU average of 38%. This makes internet a potentially flourishing information 

channel for Albanian people. 

¶ Taking into account 2014 World Press Freedom Index (scoring with 0 the best performance and with 100 the 

worst performance) it is noticed that people of countries that have a better score in media freedom index tend to 

have more trust in TV. From findings we can conclude that considering the media freedom level in Albania, 

Albanian citizens have much higher level of trust in TV that it should be. 

¶ People of countries that have a better score in media freedom index also tend to have more trust in the press. 

¶ Level of media freedom has no effect on level of trust towards the internet. This result confirms the potential of 

internet as an alternative information channel that enables users to generate and share content related to 

national and European political matters. 

¶ 84% of Albanian people get most of news on national political maters on television 

¶ 80% of Albanian people get most of news on European political maters on television 

¶ 74% of Albanians use the TV to find information about the EU 

¶ 50% of Albanians use the internet to find information about the EU 

¶ When asked about the websites they would prefer to find information on EU, 30% of Albanians have a preference 

for Institutional and official websites (governmental websites, etc.) 

¶ 52% of Albanian citizens think that that information on political affairs from online social networks cannot be 

trusted. 

¶ 67% of Albanian citizens think that online social networks are a good way to have their say on political issues 

¶ To 72% of Albanians the EU means freedom to travel, study and work anywhere in the EU, to 60% it means 

democracy, to 60% it means economic prosperity and to 59% it means peace 

¶ 66% of Albanians see themselves in the near future as being both Albanians & Europeans 

¶ 57% of Albanians think they are very or fairly well informed about the EU 

¶  46% of Albanians do not know of any European institution 

¶ When being mentioned, 87% of Albanians say they have heard of the European Parliament, 77% have heard of 

the European Commission and 70% have heard of the European Central Bank. 

¶ 67% of Albanians think they know what rights of EU citizens are, and 92% would like to know more about rights 

of EU citizens 

¶ 59% of Albanians to not know that Switzerland is not a member of the EU and 66% know that the EU consists of 

28 member states 

¶ 96% of Albanians do trust the EU and 49% do trust the Albanian government 

¶ 77% of Albanians are of the opinion that the EU integration of Albania is very important, 18% think it is important 

but not a priority and only 4% express that it is not important at all 

¶ 87% of Albanians think that the EU membership of Albania would be a good thing and 92% think that Albania 

would benefit from being a member of the EU 

¶ The sectors Albanian people expect to improve more along with EU accession of Albania are a) The education 

system, b) The Albanian economy and c) Environment protection in the country 

¶ 53% of Albanians think the country is ready to join the EU, 43% think it is not and 4% do not know. 

¶ 69% of Albanians think that the EU should accept the country as a member even if Albania is not ready yet, 27% 

think the EU should not, and 4% do not know. 

¶ If a referendum for the EU membership of Albania would take place tomorrow 91% of Albanians would vote for 

the membership, 5% would vote against it, 3% would not cast a ballot at all and 1% does not know. 

¶ ¢ƘŜ ƪŜȅ ǾŀǊƛŀōƭŜǎ ŀŦŦŜŎǘƛƴƎ ŎƛǘƛȊŜƴǎΩ ǎǳǇǇƻǊǘ ǘƻǿŀǊŘǎ ǘƘŜ 9¦ ƳŜƳōŜǊǎƘƛǇ ƻŦ !ƭōŀƴia are education level and trust 

towards national government. There is a trend of people with higher education level and people with lower level 

of trust towards the Albanian government to oppose the EU membership of Albania. 
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¶ 63% of Albanians would consider working in an EU member state in next 2 to 5 years, with 81% of them seeking a 

better salary,  41% seeking professional development opportunities and 35% of them not able to find a job in 

Albania 

¶ 87% of Albanians think that corruption in Albania is more widespread than in other European countries, 92% 

think corruption is a major problem in the country, 54% of Albanians are personally affected by corruption in 

their daily life, 89% think that there is corruption in local institutions, 88% think there is corruption in national 

institutions and 44% think there is corruption within the institutions of the EU 

¶ 19% of Albanians think that in the last 8 months corruption in the country has increased a lot, 9% think it has 

increased a little, 33% think it stayed the same, 32% think it decreased a little, 4% think it decreased a lot and 3% 

do not know. 

¶ In the last 8 months 29% of responders were asked or expected to pay a bribe in order to get a public service 

¶ The most corrupted instructions that asked or expected citizens to pay a bribe in the last 8 months are Public 

healthcare institutions (13.9% of citizens have been asked or expected to pay e bribe), Public education 

institutions (4,8%), Politicians (3.2%) and the Courts (2.8%) 

¶ The main problems Albanian people are facing at the moment are a) Unemployment (45%), b) Crime (31%) and c) 

the economic situation in the country (30%). 

¶ 71% of Albanian people expect the economic situation in the EU to be better in next 12 months. This is by far the 

highest optimism level in Europe. In addition 58% of Albanians expect their live to be better in next 12 months. 

This is the highest figure in all of Europe, leaving behind optimism level of people of Montenegro (47.2%), Iceland 

(43.2%) and Sweden (40.7%). 
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1. STUDY PURPOSE 

The overall objective of this study is to provide insights on AlbaniaΩs citizen level of knowledge and understanding of the 
European Union, to shed light on the information channels mostly used them when seeking information about the EU 
and European integration and to explain the factors that influence shaping of !ƭōŀƴƛŀΩǎ public opinion with regard to EU 
affair. 
 
The purpose of this study is firstly the provision of accurate research data regarding Albanian public perceptions about 
the EU, knowledge and understanding of trust towards the EU and what the integration process means; Albanian public 
information/communications habits; and secondly to provide insightful analysis of these factors, with well-thought 
through recommendations about realistic and feasible communication actions that the EU, and its Delegation in Albania 
can undertake to achieve the aims set out in the overall objective. 

2. METHODOLOGY & IMPLEMENTATION TECHNIQUES 

2.1. Advantages of methodology & technique used 

Compared to most quantitative fieldwork studies conducted in Albania, this study had five main advantages, specifically: 
ü A better representative sample. No substitution of responders took place. This avoids a distortion of the sample 

that happens when an interviewer replaces a respondent that refuses to be interviewed, or a respondent that is 
not at home or hard to be accessed. Methodology specifications give no room to individual preferences of 
interviewers in selecting the dwelling or the responder.  

ü No missing or unclear data. Most of the quantitative studies conducted in Albania still use paper questionnaires. 
Using tablet PCs totally avoided these issues. The electronic questionnaire application did not allow the interview 
to proceed further if a question received no answer.  

ü Avoiding data entry errors. Using tablet PCs totally avoided data entry on a data mining application. All data 
collected was directly exported in SPSS. 

ü Discouraging conduction of dishonest interviews. During conduction of interviews location of all interviewers 
was monitored in real time (in accordance with Albanian law) to make sure they were following all sampling and 
methodology specifications.  

ü Back check of 30% of the sample. Applying the specifications designed for this study a back check of the 30% of 
the sample calling responders but knowing exactly the location where the interview took place and by revisiting 
in the field the most suspicious cases. 

2.2. Survey instrument 

The questionnaire is composed of six sections, specifically Demographics, Knowledge about the EU, Information channels, 
Perceptions towards the EU, Expectations from EU, Perceptions on politics, economy & welfare and Trust & Corruption. 
The questionnaire was developed in electronic format and was filled out by interviewers using tablet PCs connected to 
internet. The variables measured in each section are as following: 
 
NO. SECTION NUMBER OF 

VARIABLES MEASURED 

1 Demographics 18 
2 Knowledge about the EU 6 
3 Information channels 7 
4 Perceptions towards the EU 11 
5 Expectations from EU 3 
6 Perceptions on politics, economy & welfare 5 
 Trust & Corruption 5 
 TOTAL 55 

2.3. Fieldwork 

Each interviewer was provided with a Tablet PC equipped with GPS and 3G/EDGE internet connection. The electronic 
questionnaire was designed and hosted online, accessible only by the specific tablets. Use of GPS during fieldwork was 
essential, first in order to assist the interviewers in finding the exact location of the household randomly selected on the 
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ƳŀǇΣ ŀƴŘ ǎŜŎƻƴŘ ǘƻ ŎƘŜŎƪ ƛƴǘŜǊǾƛŜǿŜǊǎΩ ƭƻŎŀǘƛƻƴ ŘǳǊƛƴƎ ǘƘŜ ǘƛƳŜ ŦŀŎŜ ǘƻ ŦŀŎŜ ƛƴǘŜǊǾƛŜǿǎ were conducted. Tables were also 
equipped with a camera that is used to take geotaged pictures of all households that were being visited, no meter if an 
interview was conducted or not (successful interview or refusal/ noncontact). The whole period covered by the fieldwork 
was five weeks, from May 14, 2014 to June 22, 2014.  

2.4. Sources & Data analysis 

The primary source used for the analysis of the study are the raw data of the survey conducted in the framework of this 
study and the raw data of five standard Eurobarometers, specifically Eurobarometer 76.1 (2011), Eurobarometer 77.4 
(2012), Eurobarometer 79.1 (2013), Eurobarometer 79.2 (2013) and Eurobarometer 80.1 (2013). In addition to primary 
data the comparative analysis of this study makes use of data provided by the World Bank Institute, United Nations, 
Freedom House, Transparency International and Reporters Without Borders. The data analysis has been performed in 
SPSS and consists mainly in descriptive analysis (tables & charts) and inferential analysis (scatterplots, correlations, 
multiple regressions & chi-squares). Al charts & tables that do not mention the source are sole product of the data of the 
survey conducted in the framework of this study. In most cases for cognitive reasons the results of inferential analysis 
have been putted together in one table. The detailed result of every descriptive & inferential analysis is found in the 
appendix of this study. 

2.5. Sample 

The sample of this study is composed based on the methodology of European Social Survey. The interviews were 
conducted by means of face to face interviews with individuals aged 15 and over, residing in private households, in urban 
areas of Albania. Based on the limitations of 2011 Census data that consists in its inability to provide geographical 
location of households this shortcoming was overcome ōȅ ǳǎƛƴƎ нлмо Řŀǘŀ ƻƴ ǾƻǘŜǊǎΩ ŘƛǎǘǊƛōǳǘƛƻƴ ƛƴ ƻǊŘŜǊ ǘƻ provide a 
representative geographical coverage of the country. The aimed net sample of the study is made of 1208 individuals 
countrywide expected to be interviewed during fieldwork. The achieved net sample of this study is made of 1099 
individuals interviewed face to face countrywide, during May 14, 2014 ς June 22, 2014. Survey results have a margin of 
ŜǊǊƻǊ ƻŦ ҕ о҈ ŦƻǊ ŀ ŎƻƴŦƛŘŜƴŎŜ ƭŜǾŜƭ ƻŦ фр҈Φ 
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Chart 1 

 
 
 
Compared to demographic 
data of 2011 Census in 
Albania the unweight sample 
of this study has a distortion 
of about 12%. As shown in 
chart 1 this distortion is 
mainly reflected in 
overrepresentation of female 
residents above 45 years of 
age and underrepresentation 
of male residents bellow 40 
years of age. 

 

Chart 2 
 
 
 
 
 
 
 
To overcome this shortcoming the 
sample of this study was weighted 
based on demographic data of age 
and gender provided by 2011 
Census in Albania. As a result the 
distribution of age of responders 
over gender, after the weighting 
procedure, is as shown in chart 2. 
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Chart 3 
 
 
 
 
 
99% of responders have expressed to be of Albanian nationality 
and 1% have identified themselves being of Greek nationality. 
 
 
 
 
 
 

 
Chart 4 

 
 
 
 
 
 
62% of responders are legally married, 29% are single (never 
married), 6% are widowed, 1% are divorced, 1% are married but 
not legally recognized, 1% are cohabiting with their partner and 
1% are separated. 
 
 
 
 
 

Chart 5 
 
 
 
 
 
57% of responders express themselves to be of Muslim religion 
without providing further specifications, 14% say they are 
Orthodox, 11% are Roman Catholics, 6% are Bektashi, 3% are 
Muslim Sunni, 3% express themselves to be of Christian religion 
without providing further specifications, 2% are atheists, 2% are 
not religious, 1% are Protestants & 2% are of other religions. 
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Chart 6 
 
 
 
 
 
The primary occupation of 36% of responders is paid work, 17 are 
retired, 17% are unemployed actively looking for a job, 11% are 
currently attending studies, 11% do housework or take care of other 
people at home, 5% are unemployed not actively looking for a job 
and 2% are permanently sick. 
 
 
 
 
 
 
  

Chart 7 
 
 
 
 
 
Out of the 36% responders that are in paid work, 40% of them work 
in a private firm, 30% are self-employed, 15% work in the public 
sector (education, health, etc.), 10% work in a state owned 
enterprise, 3% work in the government (central/local) and 1% work 
in a local/ national organisation or in an 
international/intergovernmental organisation. 
 
 

 

Chart 8 
 
 
 
 
 
1% of responders have not completed any education level at all, 7% 
have completed the first cycle of the primary education, 31% have 
completed the second cycle of the primary education, 24% have 
completed general secondary education, 18% have completed 
vocational secondary education, 1% have completed post-secondary, 
non-tertiary education, 18% have completed tertiary education 
(diploma or bachelor) and 5% have completed tertiary education 
(master, PhD or post PhD). 
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Chart 9 
 
 
The mean figure of net monthly income of households 
(no matter of HH size) is EUR 312.4, the mean net 
monthly income per person is EUR 105.8 (accounting for 
HH size), the mean figure of food monthly expenses per 
household (no matter of HH size) is EUR 225.7 and the 
mean figure of food monthly expenses per person is 
EUR 71.5 (accounting for HH size). 
 

 

Chart 10 
Albania is among countries that have a high rate of 
inequality of income among its citizens, scoring a GINI 
Index of 34.5, listing the country among the top 3 most 
unequal countries in Europe. For these reason looking 
just at the mean figure of income or expenses does no 
give e clear picture. To get a better perspective of 
income & food expenses median values have also been 
produced. The median figure of net monthly income of 
households (no matter of HH size) is EUR 240 EUR. The 
median net monthly income per person is EUR 80 
(accounting for HH size), the median figure of food 
monthly expenses per household (no matter of HH size) 
is EUR 200 and the median figure of food monthly 
expenses per person is EUR 54 (accounting for HH size). 
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3. FINDINGS & ANALYSIS 

3.1. Information channels 
Chart 12 

 
 
 
 
 
Compared to EU countries, citizens of Albania are 
listed among top 6 populations that watch 
television on a TV set everyday or almost every 
day. This figure for Albania is 89%, preceded by 
Portugal (93%), Bulgaria (93%), Spain (91%), 
Croatia (91%) and Romania (89%). In all these 
countries this figure is higher than the EU average 
of 84%. 

 

 

 

Chart 13 

 

 

 

 

In watching television via the internet everyday or 

almost every day Albanians are ranked twelfth with 

9% of people doing so.  Having this figure Albania still 

ranks above the EU average of 8%. 

 

 

 

 

 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 

(2013). TNS Opinion, Brussels [producer]. GESIS Data Archive, Cologne. ZA5876 Data file 
Version 1.0.0, doi:10.4232/1.11881 

 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS 
Opinion, Brussels [producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 
1.0.0, doi:10.4232/1.11881 
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Chart 14 

 
 
 
 
 
 
 
In frequency of using the internet Albanian citizens are 
ranked 25fth with 42% of people using the internet 
everyday or almost every day. This figure is below the EU 
average of 57%. The top 3 countries whose citizens use 
internet everyday or almost every day are Sweden (87%), 
the Netherlands (87%) and Denmark (82%). 
 
 
 
 
 
 
 
 

 

Chart 15 
 
 
 
 
58.4% of Albanians residing in urban areas use the internet 
every day or less often while 41.6% do not use internet at all. 
The figure of internet penetration includes all forms of 
internet access, like PC, mobile phone, tablets, etc. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS 
Opinion, Brussels [producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 
1.0.0, doi:10.4232/1.11881 
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Chart 16 
 
 
 
 
As the age increases usage of internet drops. The top 
users of internet in Albania are people aged 15 ς 29 year 
old, with 93% if them using internet every day or less 
often. 
 
 
 
 
 

Chart 17 
 
 
 
 
 
 
Reading an online newspaper, a portal or a blog is the 
only online information channel that is used equally by 
new and old generations. 
 
 
 
 
 
 

Chart 18 
 
 
 
 
 
In frequency of using online social networks Albanian citizens 
are ranked 11fth with 34% of people using them everyday or 
almost every day. This figure is above the EU average of 33%. 
Compared to the figure of people accessing the internet 
everyday or almost every day the figure of using online social 
media everyday or almost every day among citizens of Albania 
is unusually high, making them the most frequent users of 
social online social networks in Europe, in comparison to the 
frequency of internet usage. Thus 91% of Albanian citizens 
that use internet every day or almost every day do also use 
online social networks everyday or almost every day. 
 
 
 
 
 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS 
Opinion, Brussels [producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 
1.0.0, doi:10.4232/1.11881 
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Chart 19 
 
 
 
 
 

 
 
In frequency of reading the press Albanian citizens 
are ranked 15th with 25% of people reading the press 
everyday or almost every day. This figure is below the 
EU average of 33%. The top 3 countries whose 
citizens read the press everyday or almost every day 
are Sweden (75%), Finland (71%) and Luxembourg 
(64%). 
 
 
 
 

 
 

 
 
 
 

Chart 20 
 
 
 
 
 
 
 
In frequency of listening to the radio Albanian 
citizens are ranked last just with 16% of people 
listening to the radio everyday or almost every day. 
This figure is to a great extend below the EU average 
of 52%. The top 3 countries whose citizens read the 
press everyday or almost every day are Austria, 
Ireland and Germany, each of them with 70% of 
citizens listening to the radio everyday or almost 
every day. 

 
 
 
 
 
 
 
 
 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS 
Opinion, Brussels [producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 
1.0.0, doi:10.4232/1.11881 

 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS 
Opinion, Brussels [producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 
1.0.0, doi:10.4232/1.11881 
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Table 1 
 
RANKI
NG 

COUNTRY WATCH 
TELEVISI
ON ON A 
TV SET 
EVERYDA
Y OR 
ALMOST 
EVERYDA
Y 

COUNTRY WATCH 
TELEVISI
ON VIA 
THE 
INTERNE
T 
EVERYDA
Y OR 
ALMOST 
EVERYDA
Y 

COUNTRY LISTEN 
TO THE 
RADIO 
EVERYD
AY OR 
ALMOST 
EVERYD
AY 

COUNTRY READ 
THE 
WRITTE
N PRESS 
EVERYD
AY OR 
ALMOST 
EVERYD
AY 

COUNTRY USE THE 
INTERNE
T 
EVERYD
AY OR 
ALMOST 
EVERYD
AY 

COUNTRY USE 
ONLINE 
SOCIAL 
NETWOR
KS 
(FACEBO
OK, ETC) 
EVERYDA
Y OR 
ALMOST 
EVERYDA
Y 

1 Portugal 93% Finland 14% Austria 70% Sweden 75% Sweden 87% Netherlands 49% 

2 Bulgaria 93% Ireland 14% Ireland 70% Finland 71% Netherlands 87% Denmark 49% 

3 Spain 91% Latvia 12% Germany 70% Luxembourg 64% Denmark 82% Sweden 48% 

4 Croatia 91% Sweden 12% Denmark 69% Germany 60% Finland 73% Latvia 47% 

5 Romania 89% Denmark 11% Luxembourg 69% Austria 59% Estonia 69% Malta 45% 

6 Albania 89% Lithuania 11% Netherlands 64% Netherlands 54% United 
Kingdom 

68% Finland 43% 

7 Malta 88% Malta 10% Belgium 64% Denmark 49% Luxembourg 67% Estonia 42% 

8 Italy 88% United 
Kingdom 

10% Sweden 63% Estonia 41% Latvia 67% United 
Kingdom 

38% 

9 Austria 86% Cyprus 9% Finland 61% United 
Kingdom 

39% France 66% Ireland 36% 

10 Germany 86% Netherlands 9% Estonia 60% Belgium 39% Belgium 64% Luxembourg 35% 

11 Hungary 86% Italy 9% Slovakia 60% Ireland 38% Malta 61% Albania 34% 

12 Netherlands 86% Albania 9% Slovenia 59% Slovenia 35% Slovenia 59% Spain 34% 

13 Slovakia 86% Belgium 9% France 57% France 32% Ireland 59% Slovakia 32% 

14 Greece 85% France 9% Latvia 54% Lithuania 27% Germany 55% Lithuania 32% 

15 Cyprus 85% Estonia 9% Cyprus 54% Albania 25% Spain 53% Cyprus 32% 

16 Ireland 84% Poland 8% Malta 51% Hungary 25% Lithuania 53% Greece 32% 

17 France 84% Slovenia 7% Lithuania 50% Portugal 23% Slovakia 51% Belgium 31% 

18 Finland 83% Luxembourg 7% Czech 
Republic 

50% Italy 23% Cyprus 49% Slovenia 31% 

19 Czech 
Republic 

82% Romania 6% United 
Kingdom 

49% Slovakia 22% Czech 
Republic 

48% France 29% 

20 Belgium 81% Germany 6% Croatia 44% Malta 22% Italy 48% Croatia 29% 

21 Slovenia 81% Austria 6% Poland 42% Croatia 22% Austria 48% Italy 28% 

22 United 
Kingdom 

81% Slovakia 5% Hungary 42% Czech 
Republic 

19% Croatia 46% Hungary 27% 

23 Denmark 81% Spain 5% Greece 37% Spain 19% Greece 44% Portugal 25% 

24 Lithuania 81% Hungary 5% Portugal 37% Latvia 17% Poland 44% Czech 
Republic 

23% 

25 Poland 80% Czech 
Republic 

5% Italy 35% Cyprus 15% Albania 42% Bulgaria 22% 

26 Latvia 79% Croatia 4% Spain 33% Romania 14% Bulgaria 38% Germany 22% 

27 Estonia 79% Greece 4% Romania 31% Bulgaria 10% Hungary 37% Romania 21% 

28 Luxembourg 77% Portugal 4% Bulgaria 22% Poland 10% Portugal 35% Austria 21% 

29 Sweden 77% Bulgaria 3% Albania 16% Greece 6% Romania 33% Poland 21% 

30 EU average 84% EU average 8% EU average 52% EU average 33% EU average 57% EU average 33% 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS Opinion, Brussels [producer]. GESIS Data Archive,   
              Cologne. ZA5876 Data file Version 1.0.0, doi:10.4232/1.11881 
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Chart 21 
 
 
Television is the information channel Albanian citizens spent most time with. 
Thus Albanians spend on average 80.9 hours each month (2 hours & 40 
minutes per day) watching television. The second information channel used 
for long hours is internet accessed from computers, for an average of 29.8 
hours per month (1 hour per day). Other most used information channels are 
Facebook (27.6 h/month), Internet on mobile (24.9 h/month), YouTube (13.6 
h/month), Printed newspapers (9.4 h/month), WhatsApp (4.9 h/month), 
Online newspapers (4.8 h/month), Instagram (2.9 h/month) and Internet on 
tablet PC (2 h/month). 
 
There is an obvious difference in time spend for each information channel for 
people of different ages. Thus it is notices that online information channels & 
means of access like Facebook, Internet on mobile phone, YouTube, Internet 
on computer (PC or laptop), WhatsApp, Viber, Instagram, Blogs, Online 
newspaper, and internet on a tablet are mainly used by people of young age. 
On the other side information channels like TV are use more extensively by 
older people. 
 

Chart 22 
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To test if there is any statistically significant difference in time spent by people of different ages using different 
information channels the relationship between Age or responder and Time spend using each information channel was 
investigated using Pearson product-moment correlation coefficient. Results show there is a negative correlation between 
the variables of information channels accessed online. Thus results reveal that there is a moderate negative correlation 
between Age of responder and Time spend using Facebook, with r = -.453, n = 1055, p < .0005; there is a moderate 
negative correlation between Age of responder and Time spend accessing internet on mobile phone, with r = -.434, n = 
1067, p < .0005; there is a moderate negative correlation between Age of responder and Time spend using YouTube, with 
r = -.388, n = 1044, p < .0005; and also there is a moderate negative correlation between Age of responder and Time spent 
accessing internet on computer, with r = -.387, n = 1071, p < .0005. On the other side it is noticed that there is a weak 
positive correlation between Age of responder and Time spent watching TV, with r = -.226, n = 1098, p < .0005.  
 
This analysis leads to the conclusion that information campaigns that aim at reaching young Albanian people have more 
chances for better performance if use online information channels like Facebook, YouTube and WhatsApp focusing on 
access of this tools on the mobile phone. On the other side information campaigns that aim at reaching older Albanian 
people have chances for better performance if using traditional media tools like television. 
 
Table 2 
 
Variables Using 

Facebook 
Accessing 
internet on 
mobile 
phone 

Using 
YouTube 

Accessing 
internet on 
computer 
(PC or 
laptop) 

Using 
Whatsap
p 

Using 
Viber 

Using 
Instagra
m 

Using Blogs Reading an 
online 
newspaper, 
a portal or 
a blog 

Accessing 
internet on 
tablet 

Reading a 
printed 
newspap
er 

Watchi
ng TV 

Age 
  
  

Pearson Correlation 
Sig. (2-tailed) 
N 

-.453**  
.000 
1055 

-.434**  
.000 
1067 

-.388**  
.000 
1044 

-.387**  
.000 
1071 

-.257**  
.000 
1030 

-.209**  
.000 
1031 

-.190**  
.000 
1022 

-.185**  
.000 
1028 

-.149**  
.000 
1063 

-.134**  
.000 
1044 

.087**  

.004 
1081 

.226**  

.000 
1098 

* Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 

 
New technologies are a powerful tools of political participation (Smith, 2013). This was confirmed by political movements 
in Iceland, Egypt, Tunisia that created hybrid public spaces (Castells, 2013) by giving birth to subterranean political actors 
that used online social media to connect and mobilize (Kaldor and Selchow, 2013). Similarly Albanian people in November 
2013 protested against the import of Syrian chemical weapons mobilized using online social media to occupy public 
spaces. Hence a good way to boost citizen participation in Albania would be to trigger ŎƛǘƛȊŜƴǎΩ engagement in public 
debate through the use of new technologies. 
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Chart 23 
 
 
 
 
 
 
People that use internet everyday or almost everyday accessing it 
mainly on mobile, spend 49% of their time online using Facebook, 
23% using YouTube, 11% using WhatsApp, 8% using Viber, 6% 
using Instagram, 6% reading an online newspaper, or a portal, and 
4% for using blogs. 
 
 
 
 
 
 
 

 
Chart 24 

 
 
 
 
 
 
 
 
 
People that use internet everyday or almost everyday accessing it 
mainly on mobile, spend 49% of their time online using Facebook, 
23% using YouTube, 11% using WhatsApp, 8% using Viber, 6% 
using Instagram, 6% reading an online newspaper, a portal or a 
blog and 4% using blogs. 
 
 
 
 

Chart 25 
 
Asked about whether they tend to trust or distrust different 
information channels, the vast majority of Albanian 
responders reveal a strong tendency to trust TV (73%). The 
second most trusted information channel is the internet 
(46%), followed by the radio (43%) and the press (43%).  
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Chart 26 
 
 
 
Albanian citizens show a low level of trust in 
radio, having trust figures similar to citizens of 
Turkey (with 25% trust in radio), Macedonia 
(28%), Greece (32%), Slovenia (35%), and Croatia 
(43%). As a result Albania is listed in the same 
group with most SEE countries, all of them 
having figures of trust in radio lower than the EU 
average 56%. 
 
 

 

Chart 27 
 
Albanian citizens are listed among top 7 
populations of Europe that have the highest level 
of trust towards TV, preceded by citizens of 
Finland (77%), Iceland (75%), Austria (74%) and 
followed by citizens of Estonia (68%), Sweden 
(67%) and Denmark (65%). In the case of the 
other 6 countries listed above the trend of 
citizensΩ trust towards TV fits with levels of media 
freedom. 
 
 
 

 

 
Chart 28 

 
 
 
 
 
Albanian citizens are listed 18th in the level of 
trust they have towards the press, with 43% of 
people having trust. This figure is slightly below 
the EU average of 44%. The top 3 populations 
that trust the press are people of Finland (68%), 
Austria (64%) and the Netherlands (61%). 
 
 
 
 

 
 
 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS Opinion, Brussels 
[producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 1.0.0, doi:10.4232/1.11881 

 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS Opinion, Brussels 
[producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 1.0.0, doi:10.4232/1.11881 

Source: European Commission, Brussels (2014): Eurobarometer 80.1 (2013). TNS Opinion, Brussels 
[producer]. GESIS Data Archive, Cologne. ZA5876 Data file Version 1.0.0, doi:10.4232/1.11881 

 












































































































































































































