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ABSTRACT

Service quality is a competitive weapon in the banking industry. Better understanding of customer’s perception 
of service quality in the banking industry and the drivers of such perceptions will be a sound basis for 
continuous improvement in the quality of service offered to customers, customer satisfaction and customer 
retention in the industry. An earlier study by the same authors (Ibrahim and Bokkasam, 2016) revealed that 
the six SERVQUAL determinants are significantly related to and explain about 84% of overall customer 
satisfaction. It was also observed that the female customers perceived higher level of positive perception 
towards SERVQUAL determinants. The present study carries out a micro-analysis of the influence of gender 
on the constituents of the service quality and customer satisfaction for all the six dimensions of the 
SERVQUAL: Access, Communication, Competence, Tangibility, Empathy and Reliability, in Saudi banking 
sector.  The study also analyses gender-wise levels of satisfactions with regard to individual components 
constituting various factors of the constituents of SERVQUAL. It was observed that the male customers have 
significantly low levels of satisfactions with regard to promptness in solving conflicting issues and comfort 
during waiting time in the bank.
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1. Introduction

Service quality is the conformance of customer requirements to the service delivered 
(Chakrabarty et al, 2007). Many studies have been shown that customer  characteristics  such  as  
gender  have  a  great impact  on  the  level  of  customer  satisfaction (Mittal et al, 2001; Akinyele, 
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2010). Gender effect on customer satisfaction in a commercial bank of Zimbabwe (Musekiwa et al, 
2011) showed that female customers gave higher rating on staff and organization that was 
courteous gave personal attention, accurate information, helpful and had clean facilities while male 
customers gave higher rating on staff and organization that was professional, was respectful, gave 
realistic information, and had extended working hours and modern technology. According to 
Chavan and Ahmad (2013), bank business depends very much on the quality of the customer 
service provided and overall satisfaction of customers.

De Matos et al (2013) suggested that women are more likely to remain loyal to their bank when 
compared to men, which can be attributed to the fact that men are more willing to take risks than 
are women, and socially, men are expected to behave in this way, in agreement with the social role 
theory. Analysis of Service quality and customer satisfaction in Ghanaian retail banks has been 
carried out by Bedman (2018). Gender wise comparison of influence of service quality on 
customer satisfaction is presented by Safiek (2012). A study exploring moderating role of branch 
managers as gender on the service quality and customer’s loyalty in Private Banks of Pakistan has 
been presented by Qaisar et al (2016). A study focusing on the measurement of service quality in 
commercial banks in India, according to the gender's perspective was carried out by Vanniarajan 
and Manimaran (2008).

An investigation of the relationship between gender and the major attributes of satisfaction and 
loyalty of the banking clients was carried out by Belas et al (2015). It was found that women, 
relative to men prefer the following satisfaction factors: quality of banking products and services 
and convenient and friendly service in a branch. More women than men believe that the bank staff 
has a genuine interest in understanding their financial needs. Further, women were found to have 
more often reported that their bank’s staff would explain to them the advantages and disadvantages 
of the bank products that were of interest to them. In addition, it was found that women are more 
loyal to their banks than men. 

Ibrahim and Bokkasam (2013) have analyzed customers’ satisfaction of male customers using 
traditional banking channels and female bankers using women-only banks in Saudi Arabia. Also 
the study suggested that the global satisfaction level, the branch banking, ATM banking and phone 
banking satisfaction levels are significantly higher for females compared to males, at 5% level of 
significance.

Further, Ibrahim and Bokkasam (2016) have analyzed bank customers’ perception of service 
quality and customer satisfaction in Saudi Arabia by considering the six dimensions of the 
SERVQUAL: Access, Communication, Competence, Tangibility, Empathy and Reliability. The 
study was based on a survey conducted in order to measure the various determinants of 
SERVQUAL vis-à-vis the overall customer satisfaction levels of Saudi customers of different banks. 
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The survey focused on measuring customers' SERVQUAL and satisfaction levels and preferences 
for the purpose of determining the association between SERVQUAL determinants and satisfaction 
levels as well as determining how customers’ satisfaction is affected by demographic factors. The 
study revealed that the six SERVQUAL determinants are significantly related to and explain about 
84% of overall customer satisfaction. It was also observed that the female customers perceived 
higher level of positive perception towards the SERVQUAL determinants and customer 
satisfaction as compared to male customers.

However, a micro-analysis regarding the details of gender-wise significant differences with 
regard to each of the factors constituting various dimensions of SERVQUAL have not been carried 
out. The present study focuses on analyzing the gender differences in perception of service quality 
and customer satisfaction for all the constituting factors of the six dimensions of the SERVQUAL. 
Such an analysis provides significant insights to the bank management on specific significant 
constituents of SERVQUAL components which needs to be addressed, both for male and female 
customers.

2. METHODOLOGY

This paper adopts the questionnaire used by Ibrahim and Bokkasam (2016) for collection of 
data. The final questionnaire for measuring SERVQUAL comprises of six dimensions of the 
SERVQUAL: Access, Communication, Competence, Tangibility, Empathy and Reliability; each 
dimension followed by relevant questions. A seven-point Likert-type scale (1=Very Poor to 
7=Excellent) is considered for measuring the respondents’ perceptions and attitudes. The 
questionnaire, apart from questions on socio-demographic characteristics, contained 20 
statements which measured the service quality determinants and customer satisfaction in 7 groups.

The sampling frame for the study consisted of Saudi bank users. A total of 758 responses were 
received. However, 145 responses had to be ignored, in view of incomplete data provided for all 
sections of the questionnaire. Thus, finally data from 613 questionnaires were used for analysis. 
The combination of both descriptive and inferential statistics is used as methods of data analysis.

2.1 SERVICE QUALITY AND CUSTOMER SATISFACTION HYPOTHESES 

Based on the findings of the exploratory investigations the following hypotheses were 
established for the quantitative study, for both male and female customers of banks in Saudi 
Arabia: 
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H1: There is a significant difference in perceptions between the male customers and female 
customers towards the service quality determinants and customer satisfaction. 

H2: There is positive relationship between the service quality determinants and customer 
satisfaction, for both male and female customers.

3. DATA ANALYSIS AND FINDINGS OF THE STUDY

The data collected were analyzed using PASW Statistics 21. 

3.1 RESPONDENTS’ PROFILE

The questionnaire included a section on socio-demographic characteristics. The study of 
demographics of the respondents provided the guidance to analyze the individual perception 
towards service quality determinants and customer satisfaction. Demographic factors included 
gender, age-group, occupation, education and income levels. Further the data on the most 
frequently used bank by the respondents were also gathered.  The survey included 291 males and 
322 female customers. About 47.5% of the respondents were males and 52.5% female customers. It 
is observed that about 42% of the respondents are in the age group of 25 to 35 years. Further about 
50% are employed in public sector organizations and about 87% are having bachelor’s degree or 
above. The income ranges of respondents is dispersed which provide the opportunity to study the 
perception of customers whose   earning can change the way of their thinking toward the customer 
service in banks. 

3.2 SIGNIFICANCE OF SERVICE QUALITY DETERMINANTS AND CUSTOMER 
SATISFACTION

The descriptive statistics of Tables 1 displays the male and female respondents' mean, standard 
deviation and standard error against overall level of customers’ satisfaction and each service quality 
determinant. These factors can be categorized as per their mean disperse. As the sample statistics 
show, all the factor means for male customers are between 3.8454 and 4.8436, the values for female 
customers are between 4.6832 and 5.5481. This clearly suggests that while each factor is showing 
clear indication of positive customer perception for females, it might not be the case for male 
customers, especially with regard to the dimensions of competence and empathy.  
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Table 1 Descriptive statistics for male and female customers

Independent samples t-tests to determine significant differences between male and female 
respondents with respect to overall level of customers’ satisfaction and each of the service quality 
determinants revealed that the females have significantly higher level of perceptions with regard to 
each of these factors. The results of the analysis are presented in Table 2.

Table 2  Independent-sample test results for comparing male and female customers

One Sample test is applied on each service quality determinant and overall level of customers’ 
satisfaction.  Tables 3 and 4 shows the results of the one-sample “t-test”. As the overall customer 
satisfaction and each service quality determinant are showing significant values for female 
customers’ perceptions, as evident from Table 4, we can conclude that the female customers of 
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banks in Saudi Arabia have a positive perception towards the service quality determinants and 
customer satisfaction. However, in case of male customers, it does not seem to be the case with 
regard to the two dimensions viz., competence and empathy. 

Table 3  One-sample test results for male customers

Table 4  One-sample test results for female customers

A micro-analysis of the factors of the dimensions - competence and empathy for male 
respondents yielded the descriptive statistics and test results as in Tables 5 and 6 respectively.

Table 5  Descriptive statistics for male customers for the factors of the dimensions - competence and empathy
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Table 6  One-sample test results for the factors of the dimensions - competence and empathy for male customers

It can be observed that the male customers have significantly low levels of satisfactions with 
regard to promptness in solving conflicting issues and comfort during waiting time in the bank, at 
5% level.

3.3 RELATIONSHIP BETWEEN THE SERVICE QUALITY DETERMINANTS AND 
CUSTOMER SATISFACTION

The correlation between the six service quality determinants and customer satisfaction is 
analyzed to examine the existence of any relationship. The results of the analysis are presented in 
Tables 7 and 8 for both male and female customers, respectively.

Table 7  Table of Correlations for male customers

Table 8  Table of Correlations for female customers
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The correlations, as shown in Tables 7 and 8, revealed that all the six service quality 
determinants are significantly related to the customer satisfaction, at 1% level, for both male and 
female customers. Further, as presented in the model summary of Tables 9 and 10, these 
determinants explain about 82% and 85% of overall customer satisfaction for male and female 
customers respectively.

Table 9  Model Summary for male customers

Table 10  Model Summary for female customers

4. SUMMARY AND CONCLUSIONS

An earlier study (Ibrahim and Bokkasam, 2016) revealed that the six SERVQUAL determinants 
are significantly related to and explain about 84% of overall customer satisfaction. The present 
study reveals that the SERVQUAL determinants explain about 82% and 85% of overall customer 
satisfaction for male and female customers respectively. It is also observed that the female 
customers perceived higher level of positive perception towards the overall level of customer 
satisfaction and each of the SERVQUAL determinants. Further, a micro-analysis of the influence of 
gender on the constituents of the service quality reveals that the female customers of banks in Saudi 
Arabia have a positive perception towards all the service quality determinants and customer 
satisfaction. However, in case of male customers, it does not seem to be the case with regard to the 
two dimensions viz., competence and empathy. The male customers have significantly low levels of 
satisfactions with regard to promptness in solving conflicting issues and comfort during waiting 
time in the bank. Thus the results of the research pointed to the fact that there are some differences 
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in the attitudes and opinions of men and women in the area of satisfaction of banking customers.
Hence men and women perceive some factors that determine their level of satisfaction in 

different ways. For this reason, it is necessary in banking practice to correctly assess the different 
trends and apply them to the customer care system. This study provides a good insight for bank 
managers to take appropriate actions to improve the financial performance of the bank through the 
growth of customer satisfaction and customer loyalty. 
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