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─ABSTRACT ─

The objective of this research is to examine the evolution of Internet-banking in Turkey and propose strategies to harness e-commerce into traditional retail banking services via benchmarking with EU strategies, policies and regulations referring to E-finance. 

Internet has changed the dimensions of competition in the retail banking sector. Following the introduction of PC banking, ATMs and phone banking, which are the initial cornerstones of electronic finance, the increased adoption and penetration of Internet has added a new distribution channel to retail banking: Internet/Online-banking. Today retail banks are switching to multi-channel distribution of financial services in hybrid platforms where the traditional services of banks are provided through both “bricks and mortar” branches and Internet. The new trend is “brick and click” and the objective is to increase market share and customer retention. 

Today Internet-banking is one of the sectors that both the EU and Turkey expect growth in. The candidate status of Turkey to the EU brings into the scene the obligations to cope with the EU policies and legislation for Internet-banking. The major contribution of this research will be providing a detailed comparative analysis of the Internet-banking services in Turkey and the EU.
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1. INTRODUCTION

At the Lisbon summit on 23 -24 March 2000, the EU's heads of state adopted a strategy aiming to make the EU the most dynamic and competitive economy by 2010 and approved an initiative brought forward in a communication from the Commission: "An Information Society For All – eEurope. In this Communication, Internet banking is shown as one of the several key areas that the Europe has strengths and it is stated that the widespread use electronic transactions will significantly contribute to the emergence of an EU-wide electronic marketplace (Communication on a Commission Initiative for the Special European Council of Lisbon, 2000). In June 2000, the Feira European Council adopted the eEurope 2002 Action Plan, which contained chapters on cheaper Internet, e-research, e-security, e-education, e-working, e-accessibility, e-commerce, e-government, e-health, e-content and e-transport.

2. LITERATURE REVIEW

In eEurope 2002 Action Plan banking is considered as one of the challenging areas of the information society where there is certain need of restructuring of the operations for the digital environment (eEurope 2002 Action Plan, 2000) According to a survey of KPMG (1999) the evolution of Internet-banking can be analyzed within a five-stage conceptual framework where the extent of services provided through Internet start from a promotional stage and extend to transaction-enabled business innovation stage in which institutions redesign their value-chain and offer highly personalized products and services. Analyzing the consumer side Birch and Young (1997) show that consumers seek convenience, transactional efficiency, a choice of core banking products and non-core products, and access to competitive returns and prices. Wright (2002) mentions that Internet-banking has lifted the branch network as an entry barrier to the retail banking while introducing price transparency as customers can now easily compare prices online. Price transparency also brings faster commoditization of basic services and products. Wright also suggests that traditional retail banks have to develop new strategies to compete with Internet-only banks. Internet-only banks are pure-plays with no physical “bricks and mortar” branches. However, they lack services like cash management services and accordingly they are unexpected to dominate the retail banking sector in the long term.

In the eEurope 2005 Action Plan, launched at the Seville European Council in June 2002 and endorsed by the Council of Ministers in the eEurope Resolution of January 2003, the main focus is given to the objective of stimulating use and creating new services on the Internet. In this document no direct reference is made to Internet-banking, however the value of current and expected transactions carried out online are linked to the security (Communication from the Commission to the Council, the European Parliament, the Economic and Social Committee and the Committee of the Regions, 2002). In 2005, the Commission adopted the initiative “i2010: European Information Society 2010” to foster growth and jobs in the information society which aims at increasing the use of e-services in every field including Internet-banking (Communication from the Commission to the Council, the European Parliament, the Economic and Social Committee and the Committee of the Regions, 2005). 

In 2006, the percentage of Internet users who use online banking or brokerage services has reached to the European average of  25, 36 % (Deutsche Bank Research, 2006). According the Deutsche Bank Research Report “Online banking: What we learn from the differences in Europe” (2006) online banking grows in Europe Bank customers in Europe strongly increase their use of online banking whereas adoption rates decrease from north to south and rich to poor. Europeans with higher formal education are more likely to use the Internet and do financial transactions online. Centeno (2004) classify Internet banking adoption factors in two categories (1) access technology and infrastructure related factors and (2) sector specific retail banking factors. The first class include Internet penetration rates, skill of consumers in using Internet and related technologies, attitude towards technology, security and privacy concerns. The second class involves trust in banking institution, banking culture, e-banking culture and Internet banking push. Analyzing the Acceding and Candidate countries’ (ACCs) adoption of Internet banking, Centeno (2004) shows that lack of PC and Internet penetration is still an entry barrier for Internet banking development both in EU15 and ACCs. The cost of access services is a main issue for the PC and Internet penetration especially in Central and Eastern Europe countries. On the other hand, there has been a lack of confidence in the banking sector in ACCs due to past turbulent periods. These concerns are further aggravated with privacy concerns. Degree of banking service usage and e-banking culture are also weaker in ACCs compared to EU-15. Gurau (2002) arrive similar conclusions to Centeno that successful implementation and development of online banking is upon many inter-related factors. Retail banks in Romania have moved towards a multi-channel distribution strategy and this process was motivated by entry of foreign banks. Online banking have been the major penetration tool for foreign banks as it decreases the branch network establishment cost, which had been a very high entry barrier. It was also observed that banks preferred a gradual strategy from electronic finance to Internet banking services. Polatoglu and Ekin (2001) show that Internet-banking lowers operational costs while increasing customer satisfaction and retention in the Turkish retail banking sector. 

Today, there are five major online banking trends in Europe; security, customer retention, technological progress, mobile banking and online research. (Deutsche Bank Research, 2005). Simpson (2002) suggests that e-banking is driven largely by the prospects of operating costs minimization and operating revenues maximization. A comparison of online banking in developed and emerging markets reveal that in developed markets lower costs and higher revenues are more noticeable. The greater use of Internet in retail banking however brings additional risk components to overall risk profile of the banks. The Basel committee has recognized these related risks and has issued Risk Management Principles for Electronic Banking (July 2003). It aims to promote safety and soundness of e-banking activities while preserving the necessary flexibility in implementation due to speed of change in technology. On the other hand, the Directive 2000/31/EC of 8 June 2000 on certain legal aspects of information society services, in particular electronic commerce, in the Internal Market aims at creating the legal basis for online transactions and Article 3(4) to 6 are applicable to financial services. (Communication from the Commission to the Council, the European Parliament, the Economic and Social Committee and the Committee of the Regions, 2003). 

Internet-banking is one of the priority sectors for Turkey in attaining the information society ideal. In July 2006, Turkey adopted the “Information Society Strategy Paper”, a strategy document for 2006-2010 (Official Journal, 2006). This Paper has a vital importance as it is the first official documenting setting strategies for the development of information society in Turkey. E-banking is stated under the scope of  the Strategic Priorities of Turkey. The Paper indicates that in 2006 the percentage of Internet users using Internet-banking services is only 2.1 which is significantly lower than the EU average. The Paper sets the target of 33% for 2010 which seems quite unattainable. 

In light of the provided literature this research aims at providing an analysis of the development of the online banking in Turkish retail banking sector with references to European Union regulations on E-finance. The candidate status of Turkey to the EU brings into the scene the obligations to cope with the EU policies for Internet-banking. Internet has changed the dimensions of competition in the retail banking sector. The major contribution of this research will be providing an up-dated benchmarking study for the Internet-banking services in Turkey and the EU. 

3. DEVELOPMENT OF INTERNET BANKING IN TURKEY 

Distinguishing digital finance from electronic finance is necessary. Digital finance is described by Banks (2001) as any type of electronic financial service/product such as EFT, ATMs or home PC-banking which has existed for many years before electronic finance. However, the Internet-banking services has started as of mid-90’s through web-based financial  platforms.  As suggested by Banks (2001) the process has started from B2B and extended to B2C. 

The Internet-banking applications in Turkey have started in 1997 with the launch of Internet-banking websites of Is Bank and Garanti Bank respectively.  By that time many of the banks were already offering their financial services through physical branches besides alternative channels of ATMs, POS, Telephone banking, and PC banking.   Today almost all of the major banks in Turkey do have Internet-banking. 

An examination of the Internet-banking websites of Turkish banks reveals that all of them are established as Corporate Storefront model under a hybrid structure. Corporate storefront model offers new and existing retail and institutional customers the opportunity to transact in a range of products and services through proprietary websites (Banks 2001). Models other than corporate strorefront are Vertical Integrators/Value chain model and Marketplace model but we do not observe them in Turkish market though they are quite common in developed countries. On the other hand, under hybrid strategy banks open their Internet branches under the existing brand name. The objective is to support ‘brick and mortar’ operations with new online services. However, Banks (2001) suggest that if customers prefer more the web platform, the hybrid does not reduce the ‘brick and mortar’ costs, it rather cannibalizes business and erodes revenue and profit margins. 

Although Internet-banking has been available since the end of 90’s, it had gained popularity within the past few years. Currently 27 out of 47 Turkish banks have Internet branches. According to the statistics released by The Banks Association of Turkey the registered number of retail customers have increased from 13 million to 15.5 million while the number of registered institutional customers have remained rather stable (Table 1). Despite this we also observe that the ratio of active number of customers to the registered number of customers of retail and institutional customers are respectively 17 and 47 as of September 2006. So a higher ratio of institutional customers prefer Internet-banking compared to retail customers. Yet we also observe that  there has been a 1% increase in active retail customers while there has been a 4% decrease in active institutional customers compared to March 2006 ratios. 
Table 1 below gives the recent data on the registered and active customers.
Table 1
When we analyze the financial transactions performed over the Internet-branch, we observe a steady increase of approximately 1% in the ratio of EFT to Total financial transactions per year (Table 2). In fact EFT constitutes the highest transaction volume among other financial transactions. Although an increase of approximately 500 million YTL has been observed in Credit Card Transaction from March to June 2006, the trend has been stabled as of September. 

Table 2 below provides the most recent data on the financial transactions other than investing.

Table 2

The analysis of the table 3 shows that mutual fund transactions have the highest volume despite a 4 million decrease from June 2006 to September. The second highest volume of transactions is observed for equity followed by FX transactions in all periods from 2005 to September 2006. In general it is also observed that the sum of 2006 transactions have already exceed the 2005 volumes in all categories which may be interpreted as an overall increase for Internet-based investing services.

Table 3
4. DEVELOPMENT OF INTERNET BANKING IN THE EU

In the late 1990s Internet banking has become the new phenomenon of the financial environment offering banks a remarkable channel to reach and serve to their customers. Internet banking was affected negatively from the dotcom fallout and between 2001 and 2004 Internet banking investments growth experienced a significant slowdown. European Internet banking customers numbers has recovered with an annual growth rate of 9.1 percent between 2003 and 2007. (Accenture Next Generation Mobile and Internet Banking, 2005). 

According to the Deutche Bank Report (2006), the use of Internet among the Europeans differ due to the adoption capabilities. Adoption rates decrease from north to south and rich to poor. In fact, GDP per capita and latitude explain statistically around 80% of the variation in Europe – as suggested by a simple regression analysis. The European average (EU-25, 36%) is markedly below the US average (44%) (Deutsche Bank Research, 2006)

As among the Europeans the Internet banking penetration is higher in Finland (80%) and in Sweden (70%), the ability of the banks to cope with the Internet banking has a distinguished motive. It is seen that medium sized banks tend to adopt new ICT technologies in general and Internet banking in particular more quickly than large or small banks, as they have greater flexibility and a propensity to innovate. Small banks which do not have the financial resources to invest in new technologies tend to prefer direct contact with the end users (Centeno, 2004) 

Table 4 below gives the Internet banking adoption rate in European countries.
Table 4

At the European level, Internet banking is a part of the objectives of policy reforms to realize the Financial Services Action Plan. The single market establishes an area without internal frontiers in which the free movement of financial services and capital are guaranteed. The provision of the service at a distance, meaning on the Internet also falls under the scope of common market. When the integration of the EU banking sector is analyzed it is observed that even though the retail markets have remained essentially national/ local, Internet banking is gaining wider public acceptance. This is mostly related to the cross-border consolidation and expansion stimulated with the evolving distribution channels and shareholder pressure having a dramatic impact on the dynamics of the retail banking sector in Europe. Internet plays a distinguished role in retail bnaking and several banks in Europe and US are already highly effective offering Next Generation Internet Banking solutions with sales and earnings increasing up to 80% (Accenture Next Generation Mobile and Internet Banking, 2005).
5. DEVELOPMENT OF SURVEY & SAMPLE
In Turkey, the banking sector has been growing continuously beginning from the final quarter of 2002 in terms of total assets, number of branches, number of employees etc. During this period banks have also felt the need for technological innovations and Internet banking comes forth as the major innovation. Out of 47 banks in Turkey 27 banks have established new departments in their organization charts named “Alternative” to manage ATMs, Phone Banking and recently Internet banking. Within these alternative distribution channels, Internet banking has the highest share. However, in Europe and USA, banks do not see Internet banking as “alternative”. In a few decades, Internet banking might be the main business channel. 

As the objective of this research is to examine the evolution of Internet-banking in Turkey and propose strategies to harness e-commerce into traditional retail banking services via benchmarking with EU strategies, policies and regulations referring to E-finance, a survey is developed to examine the evolution of Internet banking from the perspective of banks. Thus, this study contributes to the literature by providing the perspective of the banks offering Internet banking rather than providing the perspective of the customers using Internet banking. 
A semi-structured survey is developed after a detailed study of the literature on the dimensions of Internet banking. This survey is sent to the 10 leading banks’, in terms of asset size and number of active Internet banking customers, Alternative Distribution Channels’ Department Heads in Turkey. 5 out of ten banks agreed to contribute to the research and in-depth interviews were held with each of their department heads following the survey. In the survey, majority of questions were designed as open-ended questions to get comprehensive and detailed answers from respondents to develop an understanding of the Turkish banks approach to the Internet banking. 

The survey consists of “Development Process”, “Service Content & Quality”, and “Internet Banking Data” sections. Development Process section mainly focuses on the identification of the factors that affect the motivation of providing the Internet banking services and tries to analyse the current conditions in the market. In this section, the main objective is to clarify what drives banks to offer Internet banking services to customers and what the difficulties of the implementation phase are.

Some highlighted questions are given below;
· When did you start to offer Internet banking services?

· What are the factors that drove you to offer Internet banking?

· What are the biggest problems that you face while implementing Internet banking?

· How is your brand value affected by deciding to implement a hybrid strategy? Which ratios do you use to measure brand value?

· Recently, we witness that foreign investors are buying banks in Turkey. How has this affected your Internet Banking services?

Service content and quality section consists of the following questions;

· Do you offer Internet banking as an information portal or the users can make transactions at the same time? How long have you been offering online transactions?

· Which banking services are available on the Internet? With respect to the importance level, can you give the name of the top three services?

The questions in this section serve the purpose of identifying whether or not Internet banking is used as a sole tool of brand recognition or a medium of transaction.
The data of Internet banking section focus on learning demographic information, market share, effects of the Internet banking to the branches and etc. 

According to data of 2006 from The Banks Association of Turkey, there are 47 banks which are deposit banks, development banks and investment banks operate in Turkey. Only 3 of 47 banks’ assets are over $40 billion and 7 of 47 banks’ assets are over $20 billion. Almost half of them have less than $1 billion assets. Additionally, only 26 banks send information about their Internet Banking service usage level to The Banks Association of Turkey. The survey covers meetings with the leading banks of the sector. Three of five interviews are made with the pioneer banks of the sector with total assets above $40 billion. Two of the five banks interviewed are steadily growing and one of them is recently acquired by a foreign bank.
6. FINDINGS ON INTERNET BANKING IN TURKEY

Development Process

Development Process section mainly focuses on the identification of the factors that affect the motivation of providing the Internet banking services and tries to analyse the current conditions in the market. Analysing the answers of the respondent banks, findings are presented in an aggregated manner. 

The survey shows that the respondent banks started their Internet banking services on different dates. Three of the respondents started between 1997 and 1999 whereas the remaining two of them started after 2000. Respondent banks see cost, global trends and customer satisfaction as the main factors to start Internet banking. On the other hand, legal developments and other factors apart from these are not regarded as the motivators to start servicing on the Internet.  Security and customer access are regarded as the main problems by the respondent banks. 

All Turkish banks apply hybrid strategies in case of Internet banking. Respondents believe that the pure-play banks can not live for long because creating a trustworthy image while operating online is not very possible, especially in Turkey. A hybrid strategy is chosen because banks see Internet banking as an alternative channel.

Respondent_2: “In Turkey, Internet banking is not at the level of creating a brand consciousness. It is more like a distribution channel. First, people choose banks and then they choose which distribution channels to use. Because Internet banking is not seen as the main choice, it is not possible to go on with two different brand names. That is why we have chosen a hybrid strategy. If we continue with how Internet banking has affected our brand value, we can say it definitely affected it positively. There are also some ratios which measure the brand value; for example Net Promote Score (NPS) is used recently.”

Respondent_4: “We chose hybrid strategy because we wanted to use our existing brand value. However, we did not specifically measure the effect of Internet banking to our brand value.”

The issue of foreign bank acquisitions has provided very interesting outputs in the survey. The respondents generally think that these acquisitions haven’t affected their strategies for now and very interestingly they state that Internet banking services in Turkey are much more developed than the European banks. Therefore they do not expect any impact from foreign investors in the near future since Turkish banks provide better service on the Internet.   

Respondent_1: “It did not affect us because in terms of technology and service quality we are way beyond the European banks in Internet banking. Of course, their experience is huge in traditional banking but, in Internet banking, Turkish banks are better. Actually, we do not follow what the foreign banks are doing now; we prefer benchmarking Turkish banks instead.” 

Respondent_2: “Actually, as far as Internet banking is concerned, Turkey is way ahead of European banks; even head to head with the United States. In criteria such as service breadth and quality, ease of use and innovation, banks in Turkey differentiate themselves from foreign banks. Of course, we benchmark these new banks but they have not changed our operations in any way. We can say they did not affect us very much. On the contrary, because we are better, they started to present the experiences they gained from Turkish market abroad.” 

Respondent_5: “To be honest, there has not been any interaction at this time. This is because our services are more varied and more colorful than these banks. There will be much more interaction, for sure, because they have some very strong areas as well. Because they are international banks, they can provide different services in payment systems especially, such as SWIFT. Right now, Turkish banks are better than most of the European banks on the Internet.”  

Service Content & Quality

This section serves the purpose of identifying whether or not Internet banking is used as a sole tool of brand recognition or a medium of transaction. Analysing the answers of the respondent banks, findings are presented in an aggregated manner. 

All the respondent banks are offering transactions on the Internet now. The start of business dates that are presented in the first question are the start dates of transaction-enabled website of the banks. Information portals of the respondent banks date back even further.  

The respondent banks are providing a wide range of services over the Internet. These services include credit card payments, money transfer, payments of bills, portfolio investment, insurance payments and etc. As mentioned before Turkish banks offer a very broad range of services with high quality. Although there are slight differences, the top three transactions for Internet branches are money transfer, bill payments and credit card transactions if the information display (i.e. balance display) of any kind is excluded.

Internet Banking Data 

The Internet banking data section of the survey focus on market shares, effects of the Internet banking on the physical branches and demographics. Analysing the answers of the respondent banks, findings are presented in an aggregated manner. 

The three out of five respondent banks claimed that their Internet banking market share is around 25%, while the other two refrained from sharing this information. Though they all agreed that Internet transactions grow continuously and as they do so the operational transactions in branches decrease that compared to telephone banking, Internet banking do impact branch operations. Yet, they all think that Internet banking itself does not increase the overall market share of the bank yet. 
Respondent 2: “In the future we believe that the Internet banking quality will directly affect traditional market share. People will be working with a bank just because the bank has good Internet banking.”

As for the effect of Internet banking services on branch operations, a migration from branch to the Internet is observed for some services. Most popular Internet services are ranked as money transfers, credit card payments, investment services and bill payments. The motivation behind this migration is cost saving. However respondent banks also mention that some of the increase in Internet banking transactions is a natural outcome of total market growth. On the other hand, they all agree that with the use of Internet banking, new product demand has increased substantially. The new service adoption time of customers has also changed; it is reported as 1-3 months on average. 
Respondent 2: “The customers have changed. New customers have demands and they want these demands to be fulfilled. If you do not serve something interactive on the Internet, then it turns into a useless business model.”

Meanwhile, considering the Internet banking related commoditization and imitation speeds, Turkish banks are very fast. Both parameters rarely exceed 3 months. As for its effect on profit margins not much effect is observed.

Respondent_5: “Sometimes the transaction fees might be lowered, because some banks do not charge fees. But, there is not an important decrease since once the customer get used to a service, he/she is willing to pay for it.”

All banks also mention that the overall transaction costs have decreased with the use of Internet banking as the efficiency increased, but this does mean a decrease in the number of physical branches. 
Respondent 5: “You can not decrease the number of branches because banking always involves human element. However, the content of branch services is changing due to Internet banking. Branches focus more on marketing and sales.”  

There has not been a downsizing due to the Internet banking as well. All respondent agree that there is not a decrease in the number of employees. In fact, Internet banking departments have been enlarging in terms of employees.

Respondent 1: “There is not an employee number decline that is related to Internet banking. When we first started Internet banking, we decreased number of branches by branch mergers. However, this practice was given up some time later. The branch number of the bank increased 6% and employee number increased by 18% between 2002 and 2006.”
As for the profitability, all banks share the same opinion that Internet banking is more profitable than the branches due to low costs and on average 42% of the transactions (as number of transactions, not transaction volume) are made through Internet. 
Respondent 2: “Internet banking should not be seen as an operational base but a profit center.”

And finally, the general customer profile for all banks consists of mostly male customers, aged between 25 and 45, white-collar, at least high school graduates with middle and high income.

7. CONCLUSION

Internet banking is regarded as a strategic instrument in information society objectives of the EU. The candidate status of Turkey to the EU brings into the scene the obligations to cope with the EU policies for Internet-banking. Internet has changed the dimensions of competition in the retail banking sector which is also very important impetus for Turkey. The survey shows that the respondent banks have started to offer Internet banking services at the end of 90’s and Internet banking had gained popularity within the past few years. Cost, global trends and customer satisfaction are regarded as the main factors to start Internet banking. The the adoptation rate is stil far behind the EU level, the lowest among the EU member states. However; the issue of foreign bank acquisitions have provided very interesting outputs in the survey. Even though the adoption rate is lower; the respondents generally think that that Internet banking services in Turkey are much more developed than the European banks. As the major trend in the European countries is to achieve developments in the Internet banking, with the motivation of the mergers and acquisitions undertaken by the foreign banking groups increasing the competition; the situation in Turkey is totally the contrary. Turkish banks offering Internet services do not expect any impact from foreign investors in the near future since they believe that Turkish banks provide better service on the Internet.
Today; all Turkish banks apply hybrid strategies in case of Internet banking; providing a wide range of services over the Internet. These services include credit card payments, money transfer, payments of bills, portfolio investment, insurance payments and etc. What is expected in Turkey may be outlined as a higher adoptation capability accompanied by new services provided to the customers.
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Tables 

Table 1. Registered and Active Customers
	 
	Retail
	Institutional
	Total

	 
	Registered 

Customers
	Active Customers
	Registered 

Customers
	Active Customers
	Registered 

Customers
	Active Customers

	Period
	
	
	
	
	
	

	2005*
	13,319,566
	2,803,482
	838,501
	373,222
	14,158,067
	3,176,704

	March 2006
	14,741,561
	2,350,461
	654,390
	332,759
	15,395,951
	2,683,220

	June 2006
	15,368,206
	2,478,523
	752,797
	355,700
	16,121,003
	2,834,223

	September 2006
	15,510,826
	2,605,673
	812,314
	380,390
	16,323,140
	2,986,063


* includes January-December 2005 data.Source: The Banks Association of Turkey
Table 2. Financial Transactions other than Investing
	
	March 2006
	June 2006
	September 2006

	
	Transaction quantity (thousand)
	Transaction Volume

(Million YTL)
	Transaction quantity (thousand)
	Transaction Volume

(Million YTL)
	Transaction quantity (thousand)
	Transaction Volume

(Million YTL)

	EFT
	21.893
	66.465
	24.372
	93.996
	23.776
	99.444

	Payments
	8.300
	1.483
	8.535
	1.584
	9.210
	1.866

	Credit Card Transactions
	3.472
	1.871
	3.891
	2.386
	3.883
	2.382

	Other Financial Transactions
	840
	4.495
	916
	5.760
	853
	5.992

	Total
	34.505
	74.315
	37.714
	103.726
	37.722
	109.684

	EFT/Total Ratio
	
	0,89
	
	0,90
	
	0,91


Source: The Banks Association of Turkey
Table 3. Investing

	
	Transaction Volume (million YTL)

	Period
	Mutual Funds
	Foreign Currency
	Time Deposits
	Equity Transactions
	Repo Transactions
	Bill / Bond Transactions
	Gold
	Total

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	2005*
	56,209
	17,823
	6,970
	33,594
	11,206
	3,859
	17
	129,678

	March 2006
	13,817
	5,049
	2,253
	10,454
	2,968
	735
	15
	35,292

	June 2006
	18,410
	7,770
	3,299
	9,646
	4,681
	1,357
	86
	45,248

	September 2006
	14,501
	7,769
	2,685
	8,293
	6,060
	1,212
	35
	40,555


* includes January-December 2005 data. Source: The Banks Association of Turkey
Table 4: Internet banking adoption

	Country
	% of Internet users who use online banking services

	Finland
	70-80

	Sweden
	60-70

	Denmark
	50-60

	France, UK, Belgium, Luxemboug, Germany, Austria
	40-50

	Spain, Ireland, Latvia, Lithuania
	30-40

	Slovakia, Italia, Portugal
	20-30

	Poland, Czech Rep, Hungary, Turkey
	10-20


Source: Deutsche Bank Research, 2006, p.16.
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