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Abstract

Overwiev

Internet banking is promising opportunities for banks in recent years. On the other hand, a significant number of customers are avoiding internet banking. In this study, the effect of personality traits on the tendency to use internet banking will be examined.

Literature and The Rationale of The Study

Competition in the banking sector has increased considerably in recent years. Providing the services of the banks to the consumers with fast, easy and affordable prices provides a considerable competitive advantage. Internet banking is vital to the banking competition. One of the most important advantages of internet banking is offering the service to the customer at low cost. The advantage of internet banking to the customers is that they can provide the service at the desired time, desired place and at the appropriate cost.

On average, a banking service can be ten times less than the cost of a service received from the Internet. Due to the this reason, banks are trying to direct their customers from branch and ATM machines to internet banking. To this end, the banks carry out various promotion activities. These activities include;

• Continuous updating of internet web sites,

• Continuous development of internet banking technology,

• Providing customer ease of use web design,

• Consumers are not charged or undercharged for various transactions on internet banking

• Internet banking is trying to offer customers more deposit rates or lower credit rates.

However, some consumers do not use this service even though they are aware of the advantages of internet banking. In the literature, it is seen that the studies about the reasons why bank customers prefer internet banking are focused on issues such as trust, information need, accessibility of internet banking, ease of use of internet banking site, technological characteristics of internet banking site, content of internet banking site, intention to use internet banking. On the other hand, it seems that there is a limited number of studies about the effect of the personality traits of bank customers on internet banking preference and use. Peoples’ behavior and attitudes are different from each other as much as the physical appearance of people. The reactions people show to the events they experience are different from each other in terms of their thoughts, feelings and behavior. It can be said that these differences among people are generally caused by the personality traits of individuals.

Methodology

Due to the above explanations, in this study, the relationship between the reasons that motivate bank customers to use internet banking and personality types will be investigated. The data will be collected by questionnaire. 300 questionnaire will be gathered with convenience sampling method. The Turkish validity and reliability study of the scale developed by Friedman and Roseman to measure the personality types of the students in the study will use the "Personality Trait Test" scale developed by Arıkan and Aktaş (1988). The scale is composed of 14 questions of Likert type 8 grades. Other scales to be used in the study are Davis et. al (1989). The perceived utility, perceived ease of use, social impact, perceived security, web site features, internet banking usage scales by Şiker (2011) will be used. The study findings will be analyzed by SmartPLS, Lisle 8.8 and SPSS programs.
Conclusion

The study findings will contribute to academicians, bank managers, sector representatives and other policy makers.
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