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Abstract
This study explores the determinants of online banking service quality in Madurai district, 
focusing on Convenience, Accessibility, Usefulness, Trust, Information Quality, and Security. 
Using factor analysis and mean ranking, the research identifies Security as the most critical 
factor, followed by Convenience. These findings suggest that robust security measures and user-
friendly services are essential for enhancing customer satisfaction in online banking.
Keywords: Online Banking, Service Quality, Security, Convenience, Customer Satisfaction, 
Madurai District, Factor Analysis, Mean Ranking

Introduction
 The advent of the digital age has revolutionized the way services are 
delivered and consumed across various sectors, and the banking industry is no 
exception. Online banking, also referred to as internet banking or e-banking, 
has emerged as a pivotal service in the financial sector, providing customers 
with the convenience of conducting banking transactions from the comfort of 
their homes or offices. This shift from traditional banking to online banking 
has not only enhanced operational efficiency for banks but also offered 
numerous benefits to customers, including round-the-clock availability, faster 
transactions, and reduced need for physical branch visits.
 Despite its numerous advantages, the success of online banking largely 
depends on the quality of service delivered through these digital platforms. 
Service quality in online banking is a multi-dimensional construct that 
encompasses various factors influencing customer satisfaction and loyalty. 
Understanding these determinants is crucial for banks to develop strategies 
that enhance user experience, build trust, and foster long-term customer 
relationships
 Online banking has grown exponentially in recent years, driven by 
advancements in technology and the increasing internet penetration globally. 
The COVID-19 pandemic further accelerated the adoption of online banking 
services as customers sought to minimize physical interactions. As a result, 
banks have been compelled to invest heavily in their digital infrastructure to 
cater to the rising demand.
 However, the rapid growth of online banking also brings challenges, 
particularly in ensuring a high level of service quality. Unlike traditional 
banking, where face-to-face interactions allow for immediate resolution of 
issues and personalized service, online banking relies heavily on technology. 
Any failure in service delivery, such as technical glitches, security breaches, 
or user interface issues, can significantly impact customer satisfaction and 
trust.
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 This article aims to explore the determinants 
of online banking service quality through a  
survey-based approach. By collecting and analyzing 
data from a diverse group of online banking users, it 
aims to identify the key factors that influence their 
perceptions of service quality. This research will 
provide valuable insights for banks to improve their 
online services, address customer concerns, and stay 
competitive in the ever-evolving digital landscape.

Review of Literature
 Online banking has transformed the financial 
services industry, providing customers with 
unparalleled convenience and accessibility. The 
quality of online banking services plays a crucial role 
in shaping customer satisfaction and loyalty. This 
review of literature explores various determinants of 
online banking service quality, focusing on variables 
such as convenience, accessibility, security, 
usefulness, trust, information quality, and access.

Convenience
 Convenience is one of the most significant 
factors influencing customer satisfaction with online 
banking services. It refers to the ease with which 
customers can conduct their banking transactions 
anytime and anywhere. According to (Laukkanen), 
the convenience of online banking is a primary driver 
of customer adoption and satisfaction. The ability 
to perform transactions without visiting a physical 
branch provides substantial time savings and 
enhances the overall user experience (Lichtenstein 
and Williamson).

Accessibility
 Accessibility in online banking pertains to the 
availability and ease of access to banking services 
through digital channels. Ensuring that online 
banking platforms are accessible to all users, 
including those with disabilities, is critical for 
service quality. A study by (Pikkarainen et al.) found 
that accessibility significantly impacts customer 
perceptions of online banking quality. Features 
such as multi-device compatibility and user-friendly 
interfaces contribute to higher accessibility and 
better customer experiences.
 Access in online banking refers to the ease with 
which customers can reach and use banking services. 

It includes factors such as the availability of internet 
connectivity, the performance of the online banking 
platform, and the efficiency of customer support. A 
study by (Lee and Lin) found that ease of access to 
online banking services is a significant determinant 
of customer satisfaction. Ensuring that the online 
banking platform is always available, responsive, 
and supported by efficient customer service can 
enhance the overall quality of service (Yang and 
Fang).

Security
 Security is a paramount concern in online 
banking, as it directly affects customer trust and 
confidence. Customers expect robust security 
measures to protect their personal and financial 
information. (Yousafzai et al.) emphasize that 
perceived security is a critical determinant of 
customer trust and satisfaction in online banking. 
The presence of advanced encryption technologies, 
secure authentication processes, and transparent 
privacy policies can enhance customers’ sense of 
security and positively influence their perceptions of 
service quality (Suh and Han).

Usefulness
 Usefulness refers to the degree to which 
online banking services meet customers’ needs and 
expectations. It encompasses the functionality and 
practical benefits provided by the online banking 
platform. (Davis) posits that perceived usefulness 
is a key factor in technology acceptance and 
continued usage. In the context of online banking, 
a study by (Pikkarainen et al.) found that customers’ 
perceptions of the usefulness of online banking 
services significantly impact their overall satisfaction 
and loyalty.

Trust
 Trust is a crucial element in the relationship 
between customers and online banking services. It 
reflects customers’ confidence in the reliability and 
integrity of the online banking platform. (Gefen et 
al.) argue that trust is a fundamental determinant 
of customer engagement and loyalty in online 
environments. Building trust requires consistent and 
transparent communication, reliable service delivery, 
and robust security measures (McKnight et al.).
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Information Quality
 Information quality pertains to the accuracy, 
completeness, and relevance of the information 
provided through online banking platforms. High-
quality information enables customers to make 
informed decisions and enhances their overall 
experience. (Wang and Strong) highlight that 
information quality is a critical component of service 
quality in digital contexts. In online banking, clear 
and concise information about account balances, 
transaction history, and financial products contributes 
to higher customer satisfaction (Jun and Cai).

Methodology
 This study employs a survey-based research 
design to identify and analyze the determinants of 
online banking service quality. The survey approach 
is selected due to its effectiveness in collecting 
quantitative data from a large sample, allowing for 
comprehensive statistical analysis. This method is 
particularly suitable for understanding customer 
perceptions and identifying key factors influencing 
their experiences with online banking services. The 
target population for this study consists of online 
banking users in Madurai district. A convenient 
sample of 125 respondents were chosen for the 
study. A structured questionnaire is developed 
as the primary data collection instrument. The 
questionnaire is designed based on an extensive 
review of the literature on online banking service 
quality and customer satisfaction. The questionnaire 
uses Likert scale (ranging from 1 to 5) to measure 
respondents’ agreement with various statements 
related to online banking service quality.

Analysis 
 To test the formulated objectives an exploratory 
factor analysis using principal component analysis is 
carried out. After the factors were identifies a mean 
comparison of the dimensions were carried out with 
summated scores. 

Exploratory Factor Analysis 
 Prior to the commencement of the factor analysis 
procedure, KMO and Bartlett’s test of sphericity 
were employed to assess the suitability of the dataset 
for factor analysis. The examination of these tests 

resulted in outstanding outcomes in both instances, 
affirming the appropriateness of the data for further 
analysis. Following a varimax rotation of the items, 
a total of seven factors comprising 29 items were 
identified. These factors were selected based on 
the analysis of the scree plot and Eigen value 
data, ensuring the retention of the most significant 
factors. All seven factors were retained due to their 
factor loadings surpassing the threshold of.50, 
indicating a strong relationship with the underlying 
constructs. The comprehensive findings of the factor 
analysis, as depicted in Table 1, provided valuable 
insights into the underlying structure of the data. 
Moreover, the reliability of the dimensions was 
confirmed by Cronbach’s alpha scores exceeding.70, 
underscoring the consistent internal consistency of 
the measurement instrument.

Table 1 Rotated Component Matrix
Rotated Component Matrixa

Component
1 2 3 4 5 6 7

Conv1 .875
Conv2 .868
Conv3 .733
Conv4 .814
Conv5 .840
Acc1 .868
Acc2 .877
Acc3 .838
Acc4 .815
Acc5 .846
Sec1 .846
Sec2 .817
Sec3 .761
Sec4 .720
Sec5 .728
Use1 .835
Use2 .732
Use3 .822
Use4 .842
Tru1 .720
Tru2 .709
Tru3 .838
Tru4 .705
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Tru5 .686
IQ1 .839
IQ2 .772
IQ3 .738
IQ4 .736
IQ5 .733

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

Mean Comparison of Study Variables
 To identify the important factors representing 
online banking service quality, mean comparison 
was carried out. Mean scores for each construct 
were computed by adding and finding the average 
scores. Table 2 indicates that ‘Security’ is the most 
important factor perceived by the respondents as it 
has the highest mean score (M=4.23), followed by 
‘Convenience’ (M=4.21) 

Table 2 Mean Comparison of Study Variables
Dimensions Mean SD

Convenience 4.21 .607
Accessibility 4.03 .596
Usefulness 4.09 .695
Trust 4.01 .678
Information quality 4.11 .556
Security 4.23 .661

Discussion and Conclusion
 The investigation concerning the determinants 
of online banking service quality in the Madurai 
district offers valuable insights into the perceptions 
and priorities of customers. Through the utilization 
of factor analysis and mean ranking techniques, the 
study pinpoints crucial variables that have a significant 
influence on service quality. Among the factors 
scrutinized, such as Convenience, Accessibility, 
Usefulness, Trust, Information Quality, and 
Security, it is apparent that Security stands out as the 
most pivotal determinant. This particular discovery 
underscores the utmost importance that customers 
attribute to the safety and security of their financial 
information while engaging with online banking 
services.

 The aspect of Security, characterized by 
the highest mean score, accentuates the fact that 
customers give precedence to secure transactions 
and the protection of their personal and financial 
data above all other considerations. This recognition 
is fundamental for banks that aspire to enhance 
their online offerings since it directly impacts 
customer trust and contentment. Subsequent to 
Security, Convenience emerges as the second most 
crucial factor. This suggests that customers place a 
premium on the simplicity and accessibility of online 
banking services. Features that streamline banking 
procedures, save time, and offer hassle-free access 
play a vital role in meeting customer expectations 
and elevating their overall banking experience.
 The implications of this research are substantial 
for banks that are operational in the Madurai 
district. In order to amplify customer satisfaction 
and loyalty, banks must give precedence to robust 
security measures and continually enhance the 
convenience of their online services. By investing 
in advanced security technologies and ensuring 
user-friendly interfaces, banks can cultivate trust 
and cater to the evolving requirements of their 
clientele. To summarize, this study underscores the 
critical significance of Security and Convenience 
in molding customer perceptions of online banking 
service quality. Through a focused approach on these 
key determinants, banks can strategically improve 
their service provisions, nurture customer trust, 
and sustain a competitive advantage in the realm of 
digital banking.
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