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Abstract 
Today’s digital world has completely changed the way people are using the services specially the digital or online service. The changing lifestyles , better education, increased income levels, with more women taking up jobs, information availability  has not only changed their expectations but also the way perceive the quality of the service provided. In the banking sector too we have witnessed tremendous changes from the time digital technology was introduced creating a lot of competition among public and private sector banks. Service quality is a major determinant of customer satisfaction leading to customer loyalty In their endeavour to provide better  service banks have to focus more on factors influencing service quality . Most of studies related to service quality have thrown light on the influence of demographic factors on service quality dimensions. The present study attempts to check whether there is any association between gender and service quality dimensions. The findings suggest that there is association between gender and reliability and responsiveness.
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1.Introduction
Indian Banking industry is going though many changes due to revolution in technology and specially due to digital and social media. The Public sector banks are competing with private players to provide satisfaction through better service quality. Tremendous amount of information available online and the social media have increased the significance of customer experience and reviews. This has led to change in the customer perception of services. Of-late customer perception has been changing with time, with changing trends in technologies. Perceptions are shaped by the world we live . They are reflection of our personality. Perceptions differ and are influenced by individuals background, income and their lifestyles. Difference in the perception of users and providers of service is posing a major problem as service quality adds value making measuring and managing it vital for banks.
2.Need for the study
The service industries are facing severe competition to sustain in the market by maintaining an edge over their competitors through a differentiating factor. Banks are no exception. Service quality is the major determinant of success for banks to maintain their market share and to earn profits. With revolution in technology , digitisation of services and innumerable alternatives available, customer expectations are  changing. The success of service organisations depends on how customers perceive service quality. To retain the customers and to sustain in the competitive environment banks  not only need to determine the factors influencing the perception but also to maximize the perception of customers leading to satisfaction. Demographic factors like age, income and education levels have greater influence on service quality perception. In this context the association between gender and service quality dimensions was taken up as more and more women are educated , working  and playing a crucial role in decision making.
3.Objective of the Study
The main objective of the study is to know  the association between Gender and Service Quality Dimensions to measure service quality perception based on performance (Nyeck, Morales, Ladhari, & Pons, 2002).
4.Literature Review 
Customer perception of service quality plays a major role in deciding the  existence and also the profitability of any organization. Customer perception is all about how they think and feel about a product or service by selecting, organizing and interpreting the information

Service Quality is defined as “a measure of how well a delivered service matches’ customer expectations” Lewis and Booms, (1983). Parasuraman, Zeithmal and Berry (1985) defined service quality as gap between customers’ expectation and perception.  According to Parasuraman, Zeithmal and Berry (1985) Perception are defined as Consumers’ beliefs concerning services received. As per Brown and Swartz (1989) Perceptions are service experiences received. According to Gronroos (1993) “service quality is the difference between the perceived and actual service.” Bolton and Drew ( 1991) described service quality as a form of  attitude which is an outcome of comparison of expectation with performance. Cronin and Taylor (1992) based on their study decided that measuring service quality is enough to evaluate service quality. Gefen (2000) defined service quality as “the subjective comparison that customers make between the quality of the service that they want to receive and what they actually get.”
Parasuraman, Zeithmal and Berry (1985) indicated that customers assess service quality on the basis of five dimensions: tangibility, reliability, responsiveness, assurance and empathy. Parasuraman, Zeithmal and Berry 1988) came up with SERQUAL tool, that assesses customer  perception of service quality. SERQUAL is a popular measure of service quality (Teas, 1994, Sureshchander et al,. 2002, Allan, 2004)

Zhou (2004) observed that service quality and customer satisfaction in banking sector are highly influenced by reliability and assurance. Arasli et al. (2005) indicated that tangibility, reliability, and responsiveness influenced service quality in Cyprus banking industry. Sudesh (2007) indicated that service quality is poor in public sector banks due to lack of tangibility, responsiveness and empathy, where as service quality in private sector banks is better. Ravichandran et al (2010) suggested that responsiveness is the only important dimension of service quality that effects the satisfaction of customers positively. Tan et al., (2016) observed that tangibility dimension is the significant independent variable followed by reliability, empathy, assurance and responsiveness. 

5.Research Methodology
The Study is exploratory in nature. The population for the study consists of customers of SBI bank. Convenient random sampling was used to collect data from customers of Hyderabad The primary data was collected from customers by administering   a structured questionnaire with 22 variables based on SERQUAL model. A five point Likert scale was used to measure responses. Questionnaire was distributed to 200 respondents of which192 are valid. Independent sample t-test is used to study the association between gender and service quality dimensions(tangibility, Reliability, Responsiveness, Assurance and Empathy).
	Table No. 1 - Group Statistics

	
	Gender
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Tangibility
	Male
	94
	3.5963
	.95177
	.09817

	
	Female
	102
	3.7995
	.62941
	.06232

	Reliability
	Male
	94
	3.3532
	.90574
	.09342

	
	Female
	102
	3.7412
	.70062
	.06937

	Responsiveness
	Male
	94
	3.4660
	.83222
	.08584

	
	Female
	102
	3.7333
	.57799
	.05723

	Assurance
	Male
	94
	3.6090
	.88715
	.09150

	
	Female
	102
	3.7917
	.67586
	.06692

	Empathy
	Male
	94
	3.4085
	.91201
	.09407

	
	Female
	102
	3.5363
	.73737
	.07301


5.1 Interpretation 

One sample T test was conducted to know is there any significant difference exist between the means of Gender and Service Quality Dimensions. In descriptive statistics (Table No. 1) The comparative mean values for all the dimensions under the study are shown for Male and Female.
5.2 Hypothesis

H01: There is no association between Gender and consumers evaluation for Tangibility dimension of service Quality

Ha1: There is  association between Gender and consumers evaluation for Tangibility dimension of service Quality

H02: There is no association between Gender and consumers evaluation for Reliability dimension of service Quality

Ha2: There is association between Gender and consumers evaluation for Reliability dimension of service Quality

H03: There is no association between Gender and consumers evaluation for Responsiveness dimension of service Quality

Ha3: There is association between Gender and consumers evaluation for Responsiveness dimension of service Quality

H04: There is no association between Gender and consumers evaluation for Assurance dimension of service Quality

Ha4: There is association between Gender and consumers evaluation for Assurance dimension of service Quality

H05: There is no association between Gender and consumers evaluation for Empathy dimension of service Quality
Ha5: There is association between Gender and consumers evaluation for Empathy dimension of service Quality
	Table No. 2 - Independent Samples Test

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	Lower
	Upper

	Tangibility
	Equal variances assumed
	11.095
	.001
	-1.776
	194
	.077
	-.20323
	.11443
	-.42891
	.02245

	
	Equal variances not assumed
	
	
	-1.748
	159.251
	.082
	-.20323
	.11628
	-.43288
	.02642

	Reliability
	Equal variances assumed
	4.790
	.030
	-3.369
	194
	.001
	-.38798
	.11517
	-.61512
	-.16085

	
	Equal variances not assumed
	
	
	-3.334
	174.879
	.001
	-.38798
	.11636
	-.61764
	-.15833

	Responsiveness
	Equal variances assumed
	7.141
	.008
	-2.629
	194
	.009
	-.26738
	.10170
	-.46795
	-.06680

	
	Equal variances not assumed
	
	
	-2.592
	164.185
	.010
	-.26738
	.10317
	-.47108
	-.06367

	Assurance
	Equal variances assumed
	2.694
	.102
	-1.629
	194
	.105
	-.18262
	.11213
	-.40378
	.03853

	
	Equal variances not assumed
	
	
	-1.611
	173.410
	.109
	-.18262
	.11336
	-.40637
	.04112

	Empathy
	Equal variances assumed
	3.074
	.081
	-1.082
	194
	.280
	-.12776
	.11806
	-.36060
	.10508

	
	Equal variances not assumed
	
	
	-1.073
	178.990
	.285
	-.12776
	.11908
	-.36274
	.10721


One sample T-test (Table No.2) the equal variance was not assumed and the Sig. value for 2 tailed test was observed for all dimensions under the study. The Values for Tangibility (t = -1.748, P > 0.00, 0.082), Reliability (t = -3.334, P < 0.00, 0.001), Responsiveness (t = -2.592, P < 0.00, 0.010), Assurance (t = -1.611, P > 0.00, 0.109) and Empathy (t = -1.073, P > 0.00, 0.285). It is observed that the p values for Reliability and Responsiveness are less than 0.05 and hence the null hypothesis for these variables is rejected and can be concluded that there is association between Gender and consumers evaluation for these (Reliability and Responsiveness) dimensions of service Quality

6.Conclusion 

From the above analysis it can be concluded that there is difference in the perception of male and female customers. Since the t value for Tangibility, Reliability, Responsiveness, Assurance and Empathy is negative, it can be said that the average perception of service quality of females is more than the average perception of males. It is proved that there is association between gender and consumer evaluation of reliability and responsiveness dimensions of service quality.
7.Future Research
The limitations of the any study provide opportunities for further research. The gender variable can be used to study the change in perception due to customer education (of Products), the extent of use of technology by different genders, association between gender and customer expectation of service quality.
8.Limitations of the study
The study has few limitations such as the sample used for data collection was convenience sampling and most of them have savings account. Branches were selected based on location convenience and number of branches were only two which may not represent population affecting the findings. Since the sample size is small the result cannot be generalized. 
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