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Abstract 

The present paper focuses on evaluating Service Quality perception of cellular phone service between 
Male and Female in India. The initial instrument was developed based on qualitative work, 
conceptualization and adaption of scales of researchers. A sample of 1494 respondents was selected 
through stratified sampling procedure. Independent t test was used to test the hypotheses formulated. 
The researchers found that for Assurance and Empathy dimensions of service quality, there is no 
significant difference in the value between male and female and that there is significant difference in 
value between male and female for the service quality dimensions of Pricing, Reliability, Perceived 
Network Quality and Convenience. 
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Introduction 

Measuring service quality enables organization to understand its position in the market and 
provides a strategic advantage to enhance its competitiveness. Measurement of service quality 
presents areas of strengths and weaknesses that offer opportunities to the organizations to initiate 
appropriate targeted response to improve salient attributes of customer perceived service quality. 
In cellular phone services, the emphasis in the business is both on complex technical issues and the 
issues more closely related to quality and versatility of services. In cellular mobile service 
researchers have done studies on identifying dimensions of service quality, impact of service 
quality on customer satisfaction, Loyalty, Retention etc. This study aims to study Service Quality 
perception of prepaid cellular phone service between Male and Female in, India.  
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Indian Mobile Phone Industry 

Telecommunication services are now recognized as one of the forces for overall economic 
development in a nation. Communications works as backbone for various sectors of the economy. 
At the end of September 2014, the wireless subscriber base was 930.2 million with overall tele 
density of 74.55. (Source: The Indian Telecom Services Performance Indicators, July-September 
2014).The wireless market with 96.9% share dominates the telephone subscription market. As of 
September 2014, In India more than 95% of users are prepaid, against 80% in Jan 2008). (Source: 
The Indian Telecom Services performance Indicators, July-Sep 2014, page 46-55). As the market is 
growing, a large number of cellular service providers have joined in. Intense competition among 
service providers has led to low tariffs and a wide range of services. This has further resulted in 
growth of usage of mobile phones and demanding customers. 

Demographics 

Demographics is well-accepted basis for segmentation of customers (Kotler & Armstrong, 2008). 
Even though other segmentation variables are used (e.g. geographic, psychographic or behavioral); 
a marketer should know demographics to know the target market (Kotler & Armstrong, 2008). Age, 
Gender, educational qualification, and income are one of the most frequently used demographic 
profiles for segmentation of the market. By Age segmentation one determines how needs and wants 
change as a person ages (Evans et al., 2006). Education has an effect and influences a person’s 
decision making, preferences and evaluation of products and services (Hawkins & Mothersbaugh, 
2010). Income suggests predicting a person’s ability to purchase. Gender is a critical demographic 
factor, because women and men can behave differently as consumers.  

Literature Review 

The subject of service quality is very vast in context of definitions, measurements and models. 
Researchers have explored the subject with different perspectives and methodologies. In the past 
few years, there have been considerable studies on different aspects of service quality leading to a 
sound conceptual base. Gro¨nroos, 1982, suggested that managing perceived service quality means 
that the firm has to match the expected service and perceived service to each other so that 
consumer satisfaction is achieved. The author identified three components of service quality, 
namely: technical quality; functional quality and image. Parasuraman et al., 1985 proposed and 
developed a service quality model based on gap analysis. Cronin and Taylor, 1992), the authors 
investigated the conceptualization and measurement of service quality and its relationship with 
consumer satisfaction and purchase intentions. They compared computed difference scores with 
perception to conclude that perceptions only are better predictor of service quality. 

Although service quality literature is found to be rich in empirical studies on different service 
sectors, service quality modeling in cellular mobile services needs to be investigated more. Md. 
Motaher Hossain and Nusrat Jahan Suchy (2013) conducted their study in Bangladesh to explore 
influence of customer satisfaction on customer loyalty. The study focused on six factors Price 
Structure, Communication; Value Added Service, Convenience, Customer Service and Sales 
promotion. Studies found out five factors except sales promotion have positive correlation with 
customer loyalty. Dr. Abdul Ghani Kanesnbin Abdullah and AnanthaRaj A.Arokiasamy (2013) while 
doing their study in Malaysia, identified Empathy, Tangibility, Responsiveness, Reliability, 
Assurance as factors of service quality in Malaysia.  Setyesh Sattari, Esmail Salehi Sangari, Kaveh 
Peighamari (2007) from Lulea University of technology, Sweden concluded that in Iran Empathy, 
Network Quality, Assurance and Reliability are main determinants of perceived service quality in 
Iran, while Tangibles and Responsiveness are not salient dimensions. Seyed Yaghoub hosseini et al. 
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(2013) in their study in IRAN found that customer makes his perception of service quality based on 
evaluation of seven dimensions Network quality, Value Added Services, Pricing Plans, Employee 
Competency, Billing System, Customer Service and Service Convenience. Nimako et al. (2012), in 
their study of confirmatory factor analysis of service quality dimensions within mobile telephony 
Industry in Ghana. The Researchers came out with four dimensions customer relations 
(Responsiveness, Empathy Assurance), Tangibles, Image and Real Network Quality as critical 
factors in evaluating service quality. Responsiveness and technical quality were not found to be 
important with Ghanian customers. Anita Seth, K Momaya and Gupta, concluded that SERVQUAL is 
not a generic scale. In case of mobile, service quality needs to be measured using a seven 
dimensional structure (convenience and customer perceived network quality to be added). The 
study showed that responsiveness is the most important dimension, followed by reliability, 
customer perceived network quality, assurance, convenience, empathy and tangibles. 

Butler, Oswald, and Turner (1996) found significant effects of gender and age on service quality in 
perceived health-care. Stafford (1996) found that age and gender were significantly related to 
different factors of service quality in banking industry. Spathis, Petridou, and Glaveli (2004) found 
that service quality perceptions are affected by gender. Keaveney and Parthasarathy (2001) found 
that less educated and lower income customers’ assessments remained uncertain. Abdulrahman Al-
Aali et al.(2011), in their study in Saudi Arabia concluded that there is a significant difference 
between males and females regarding the perception of tangibility, reliability, responsiveness, 
assurance, empathy, and time convenience. Only one factor of network quality showed insignificant 
results, demonstrating that there is not much difference between male and female customers 
regarding this factor. They suggested that in case of Educational qualification significant results can 
be found in reliability, assurance, and empathy, while other factors explain insignificant results. 
Willy F. Zalatar (2012), in their study, Quantifying Customers’ Gender Effects on Service Quality 
Perceptions of Philippine Commercial Banks conclude that gender differences affect the relative 
importance attributed to the five dimensions as well as customers’ expectations and perceptions of 
service quality in banks. As per Safiek Mokhlis (2012), Requirement of physical appearance, 
personal interaction, and reliable services may be more important to females than males while 
transacting with the local authority. Younger age group (below 35) are more concerned than those 
aged 36-45 and over 46 with the equipment and physical facilities local authority. Customers with 
secondary qualifications are less concerned with the tangible elements of service than the other 
groups. Less educated customers are more concerned with service assurance, whereas those with 
higher educational attainments are more concerned with service reliability. In their study with 
international students at higher education institutes , Min & Khoon (2013)found that the gender 
groups have significant differences in the satisfaction of the service. D. Sasikala, (2013). In their 
study of Impact of demographics on service quality, customer satisfaction and loyalty in the Indian 
banking in Vellore district conclude that There exists an association between high quality and the 
gender and conclude that the women did not score significantly higher than men in certain 
variables like excellent quality, right service, interest earned high, bank charges low, pay a little bit 
more, short waiting period. Mukta Dewan, Dr Sadhana Mahajan (2014), for their study at HDFC 
bank concluded that the perceptions of male and female customers vary significantly for all the 
dimensions, namely: reliability, responsiveness, assurance and empathy. The differences on the 
basis of age were significant for tangibility, responsiveness and empathy. The high mean scores of 
the older age groups for tangibility and empathy indicated that they had a more positive perception 
about the banks visually appealing facilities and personal attention they got from the staff. Income 
groups varied significantly for their perception of the tangibility, reliability, responsiveness, 
assurance and empathy dimensions. S. Muthumani and R. Saranya (2014) while studying pre-paid 
customers concluded that there is a significant difference between male and female customers with 
regard to the dimension of perceptions on cellular phone services. They also concluded that there is 
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a significant difference between age groups of customers with regard to the dimension of overall 
importance of cellular service. Akshaya Kumar Sahoo, Brajaballav Kar, Srikant Das ,(2015) in their 
study, Differentiated Service is the Success Measure: An investigation in Telecom Industry Odisha, 
India, conclude that “the rank order of preference for the factors for females were Tangibility, 
Economy, Image, Reliability, Technology, Assurance, Responsiveness, and Empathy. It could also 
indicate that they may not be the actual buyers, they could be users of the services, but the services 
were bought by other family members. Similarly in case of any issue during the usage, they might 
ask the family members to resolve such issues. Thus for them assurance, responsiveness and 
empathy could be lower.” Male rank order preference was different from that of females as 
Empathy, Responsiveness, Assurance, Technology, Reliability, Image, Economy, and Tangibility.”  

Taken together, all of the aforementioned studies provide clear evidence that service quality 
perceptions tend to vary across demographic profiles, including genders. The present paper focuses 
on evaluating perceptions between Male and Female in India. 

Objectives of Study 

The primary objective of this paper is to study Service Quality perception of cellular phone service 
between Male and Female in India .The service quality dimensions considered for the subject study 
are Pricing, Reliability, Assurance, Perceived Network Quality, Empathy, and Convenience. 

Instrument 

The research instrument used formulated has been divided into three parts. The first part consisted 
of demographic questions to register the demographic data for correlations and interpretations 
with responses. The second part was designed to measure perception and experience of consumer 
regarding service quality. This part of the instrument with 32 scales was developed based on 
qualitative work, conceptualization and adaption of scales of researchers like Anita Seth, K Momaya, 
and H M Gupta (2008), Kim et al (2004), xin shu (2010) and SERVQUAL (Parasuraman et al., 1988). 
All the closed-ended questions were designed to generate responses on a five point Likert scale to 
measure the perception of service quality indicated as 1 strongly disagree, 2 disagree, 3 neither or 
nor, 4 agree and 5 strongly agree. The third part of the instrument was designed with five 
statements to examine the respondents’ perceptions of overall satisfaction provided by cell phone 
service provider. The five-point Likert scale is the most widely used form of scaled items where the 
respondent chooses a point on a scale that best represents his/her view. Scoring for the scale was 
follows: (1) strongly disagree, (2) disagree, (3) neutral, (4) agree and (5) strongly agree. 
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The Cronbach’s alpha of 0.95 confirmed the internal consistency of the instrument. The individual 
dimension’s Cronbach’s alpha score of > 0.9 confirmed the internal consistency. 

Factor Number of Items Cronbach’s Alpha 

Pricing 8 .889 

Assurance 6 .870 

Reliability 6 .869 

Perceived Network Quality 5 .871 

Convenience 3 .851 

Empathy   3 .745 

  

The content validity in the research was ensured as the service quality dimensions and items were 
identified from the literature, reviewed by professionals from the same industry and academicians.  

Data Collection 
 

The researcher used stratified sampling for the purpose of survey. For the purpose of the study, 
primary data was collected with the help of a well-drafted Questionnaire given to prepaid cell 
phone users in U.P. West, India. A total of 2075 samples were sought for cell phone users’ responses 
for the purpose of study. A total of 1494 accurate responses were received.  

Formulation of Hypotheses: Following Hypotheses have been formulated: 

H01: There is no significant difference in the value of Pricing as a dimension of service quality in 
cellular phone service between male and female 

H02: There is no significant difference in the value of Assurance as a dimension of service quality 
in cellular phone service between male and female 

H03: There is no significant difference in the value of Reliability as a dimension of service quality 
in cellular phone service between male and female 

H04: There is no significant difference in the value of Perceived Network Quality as a dimension 
of service quality in cellular phone service between male and female 

H05: There is no significant difference in the value of Convenience as a dimension of service 
quality in cellular phone service between male and female 

H06: There is no significant difference in the value of Empathy as a dimension of service quality in 
cellular phone service between male and female 
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Demographics: The demographic characteristics of the customers are summarized in below Table. 
Most of the respondents (76.8%) were male. Respondents in the age group 31-40 yrs. (42.6%) and 
21-30 yrs. (28.2%) were the major contributors. 73% respondents were Graduate or more. 12.7% 

of the respondents were students 

 

 

 

Demographic Characteristics 

 
Respondent’s characteristics % of Respondents 

Age group in years 

  

  

  

  

18-20 12.6 

21-30 28.2 

31-40 42.6 

41-50 9.8 

>50 6.8 

Monthly expenditure per 
month on Cell Phone 
services (Rs.) 

Up to Rs. 100 21 

Rs.101-200 30.7 

Rs.201-500 28 

>Rs.501 20.3 

 Education 

  

  

  

Higher Secondary or lower 27 

Graduate 39 

Masters and above 24.1 

Others 9.9 

Occupation 

  

  

  

Service 40.6 

Business 26.1 

Student 12.7 

Others 20.6 

Gender 

  

Male 76.8 

Female 23.2 
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Analysis 

Hypotheses testing using independent t test: 
Table 1: Analysis of Pricing with Gender 

From the output of independent t test the significance of is found to be 0.00. This indicates that at 
95% confidence level, test proves that the gender mean are different. In other words the responses 
from male and female are significantly different from each other. 

 Based on the above results, H01, which states that there is no significant difference in the value of 
Pricing as a dimension of service quality between male and female is not supported. 

Table 2: Analysis of Assurance with Gender 

From the output of independent t test the significance of is found to be 0.00. This indicates that at 
95% confidence level, test proves that the gender mean are not different. In other words the 
responses from male and female are significantly not different from each other. 

 Based on the above results, H02, which states that there is no significant difference in the value of 
Assurance as a dimension of service quality between male and female is supported. 

Table 3: Analysis of Reliability with Gender 

From the output of independent t test the significance of is found to be 0.02. This indicates that at 
95% confidence level, test proves that the gender mean are different. In other words the responses 
from male and female are significantly different from each other. 

 Based on the above results, H03, which states that there is no significant difference in the value of 
Reliability as a dimension of service quality between male and female is not supported. 

 

 

 

Gender Mean Std. Deviation T Sig Remarks 

Male 3.53 0.90 -2.9 .00 Not supported 

Female 3.69 0.92 

Gender Mean Std. Deviation T Sig Remarks 

Male 3.59 0.93 1.84 .06 Supported 

Female 3.69 0.87 

Gender Mean Std. Deviation T Sig Remarks 

Male 3.36 1.00 -2.28 .02 Not supported 

Female 3.49 0.91 
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Table: 4: Analysis of Perceived Network Quality with Gender 

From the output of independent t test the significance of is found to be 0.00. This indicates that at 
95% confidence level, test proves that the gender mean are different. In other words the responses 
from male and female are significantly different from each other. 

 Based on the above results, H04, which states that there is no significant difference in the value of 
Perceived Network Quality as a dimension of service quality between male and female is not 
supported. 

Table 5: Analysis of Convenience with Gender 

From the output of independent t test the significance of is found to be 0.00. This indicates that at 
95% confidence level, test proves that the gender mean are different. In other words the responses 
from male and female are significantly different from each other. 

 Based on the above results, H05, which states that there is no significant difference in the value of 
Convenience as a dimension of service quality between male and female is not supported. 

Table 6: Analysis of Empathy with Gender 

From the output of independent t test the significance of is found to be 0.00. This indicates that at 
95% confidence level, test proves that the gender mean are not different. In other words the 
responses from male and female are significantly not different from each other. 

 Based on the above results, H06, which states that there is no significant difference in the value of 
Empathy as a dimension of service quality between male and female is supported. 

 

 

 

 

Gender Mean Std. Deviation T Sig Remarks 

Male 3.62 1.01 -3.34 .00 Not supported 

Female 3.82 0.92 

Gender Mean Std. Deviation T Sig Remarks 

Male 3.26 1.16 -4.43 .00 Not supported 

Female 3.57 1.13 

Gender Mean Std. Deviation T Sig Remarks 

Male 3.37 0.98 -.39 .70 Supported 

Female 3.39 0.98 
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Table 7: Summary of hypotheses based on differences 

 
Dimension 

 

Hypothesis 

 

Sig. 

 

Remarks 

Pricing H01 .00 Not Supported 

Assurance H02 .06 Supported 

Reliability H03 .02 Not Supported 

Perceived network quality H04 .00 Not Supported 

Convenience H05 .00 Not Supported 

Empathy H06 .70 Supported 

 

Findings 

From the above applied independent t tests it can be concluded that: 

In case of value of Pricing as dimension of service quality, there is significant difference in male and 
female. (sig .00). In case of value of Assurance as dimension of service quality, there is no significant 
difference in male and female (sig.0.06), at 5% but significant difference at 10% levels. The results 
are similar in nature as shared by Safiek Mokhlis (2012) in study of banks and also with S.Franklin 
John , Gunaseelan (2014). In case of value of Reliability as dimension of service quality, there is 
significant difference in male and female. (sig .00).In case of value of Perceived Network Quality as 
dimension of service quality, there is significant difference in male and female. (sig .00). In case of 
value of Convenience as dimension of service quality there is significant difference in male and 
female. (sig .00). In case of value of Empathy as dimension of service quality, there is no significant 
difference in male and female. (sig 0.7). The results are similar to the study in banks by S.Franklin 
John1 , Gunaseelan (2014). However there is significant difference at 10 % levels. In the Pricing 
dimension, the female mean score 3.59 is higher than male mean score of 3.53, indicating that 
females score higher on this dimension than males. In the Assurance dimension, the female mean 
score 3.69 is higher than male mean score of 3.59, indicating that females score higher on this 
dimension than males. In the Reliability dimension, the female mean score 3.49 is higher than male 
mean score of 3.36, indicating that females score higher on this dimension than males. In the 
Perceived Network Quality dimension, the female mean score 3.82 is higher than male mean score 
of 3.62, In the Convenience dimension, the female mean score 3.57 is higher than male mean score 
of 3.36, indicating that females score higher on these dimensions than males. In the Empathy 
dimension, the female mean score 3.39 is very near to the male mean score of 3.37. 
 

Conclusion 

Services delivered must be looked at from customer’s perspectives to evaluate the quality of 
service. The study has tried to investigate Service Quality perception of cellular phone service 
between Male and Female in India.  It is concluded that for the service quality dimensions of Price, 
Reliability, Perceived Network Quality and Convenience, the responses from male and female are 
significantly different from each other. However, for the service quality dimensions of Assurance 
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and Empathy, the responses from male and female are significantly not different from each other. 
This means the companies must think in the direction of segmenting male and female while 
considering their strategy for Price, reliability of services, perceived network quality and offering 
convenience to consumers. However, there is no need to distinguish in context of assurance and 
empathy dimensions. 

Limitations of the study 

 Due to limitations of resources, funds, time the sample size could not be more than the current. The 
study could have been done with more number of samples covering large geographies, representing 
population in a better way. India is multi religious, multi-cultural, multi lingual and multi-regional 
country. The changes in demography can be seen in very small distances. Although researcher has 
been careful about the aspect but sample drawn may not be true generalization of the population 
and it needs a cautious approach. The study is limited by constructs. All surveys were done with 
same polarity in the response scales; it might have strengthened one sided response effect.  

Directions for Future Research 

Follow up studies should be conducted to confirm the results of current study due to constant 
change in demographics. The study may be done Telecom circle specific (Telecom area defined by 
department of telecommunication) so that recommendations can be given circle wise to telecom 
companies operating in specific telecom circles. There is continuous change in the way we have 
been using the service. There is shift in use of devices from feature phones to smart phones. The 
same along with technological changes and advent of applications based on smartphones are 
changing the way we use these services, which may be different for different genders. This change 
may bring in whole new dimensions to the current context and needs to be evaluated in future. 
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