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ABSTRACT

This study aims to reveal the advantages and disadvantages offered by internet banking to financial
institutions and their customers as well as the reasons why customers use/do not use internet banking.
For this purpose, customers’ perspectives on internet banking are presented to the reader in the past
and present by statistics. This research points out that many customers of the bank around the world still
do not use the internet. Hence, internet banking is not an option. Therefore, in this study, suggestions
are made to enable the use of internet banking by the wider masses. In addition to internet banking,
technological developments and digital innovations in the banking sector are mentioned in the chapter,
and the evolution of internet banking is pointed out.

INTRODUCTION

In spite of many economic crises in the world for the last 20 years, the competition in the global bank-
ing sector is taking a different dimension with each passing day. With the use of information and com-
munication technologies transferred from developed countries by developing countries, many banking
transactions are now offered to customers through alternative distribution channels in addition to branches.
As an alternative to branch banking, by the agency of ATMs, telephone banking and finally internet
banking it possible to carry out almost all transactions without withdrawing money. Internet banking
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enables customers to perform their financial activities in virtual environments by using technological
developments in the field of internet. In addition to providing services via internet banking, banks also
carry out marketing activities for their new products.

Internet banking was first used in the USA in 1995 and started to be used in many countries in the
following 5 years. The fact that the developments in technology coincided with the same period encour-
aged banks to carry the financial products and services offered through their branches and employees to
alternative distribution channels that are much less costly for themselves and their customers. In the 2000s,
with appropriate legal arrangements and economic environment the most important share, along with
ATM and telephone banking, was taken over by internet banking in order to ensure customer satisfaction
and loyalty consistently. Today, almost all banks operating in developed and developing countries offer
internet banking services to their customers. Despite the advances in information technology, customers
still hesitate towards internet banking. Although strong measures have been taken to ensure the security
of personal data, customers’ hesitation persist because of security gaps in the internet environment and
negative media news about this issue.

Today, most of the banks that provide services offer most of their financial services and products to
their customers via internet banking for free or at low fees. At this point, internet banking has become
an important market for banks. Aware of the fact that the future cannot be sustained without technology,
banks continue to carry out advertising campaigns on this issue in order to get a larger share of the cake.
As the number of customers using internet banking increases, customer complaints and customer dis-
satisfaction in banks will decrease and transaction costs of banks will be reduced, and profitability will
be positively contributed. Therefore, the use of internet banking to reach the desired level will result in
win-win results for both customers and banks. Also, to earn extra time is quite valuable for the modern
customer.

In this study, it is aimed to present the new developments and trends in the sector to the readers in
comparison with the data in the world as well as the benefits provided by the use of internet banking
to the banks and customers providing financial services. In addition, the reasons why customers do not
prefer internet banking have been put forward and suggestions have been made to banks that enable
customers’ to use more of internet banking. For this purpose, the following questions are studied:

e  What is the current state of internet banking using in the world? How is the customers’ approach
to internet banking?

What are the advantages and disadvantages of using internet banking for customers and banks?
What are the opportunities and threats offered by Internet banking to customers and banks?
What is the contribution of internet banking to the satisfaction and loyalty of bank customers?
How can internet banking usage rates of customers be increased in favor of both customers and
banks?

ORGANIZATION BACKGROUND
Digitalization in the World and Banking Sector

With the introduction of the internet to almost every part of the world since the 2000s, the internet has
become a part of daily life in every age group. While the world population was 6.9 billion people and the
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