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Abstract. There are many service enterprises on the market, which offers different type of services 
practically every day. Quality assessment of such services is very difficult. There are many methods 
that can be used in such a situation, but it should be emphasized that in such researches customers’ 
opinions are usually used. The purpose of the paper is to present a survey on the use of methods of 
service quality assessment. In the paper preliminary results of the survey from point of view of the 
service enterprises are presented. The enterprises were asked to indicate what methods they used, what 
information they received thanks to such research, what happened to the obtained results and what 
problems they encountered. Preliminary research was carried out between September and December 
2017. The research will be continued throughout 2018. At the same time, the research is conducted from 
the point of view of the customers of such enterprises. The final results of the research will help the 
service enterprises to choose right research method and can be used by various service companies. 
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1. Introduction 

Services are present at every step of our lives. We 
use some of them every day, others only from time 
to time, without being aware of it. It should be re-
membered that there is a lot of competition on the 
service market. Enterprises must fight to survive 
and to convince customers to their services 
(Borkowski, Ulewicz, Selejdak, Konstanciak, & 
Klimecka-Tatar, 2012; Kotus, Holota, Paulicek, 
Petrik, & Sklenar, 2013; Chen & Barrows, 2015; 
Nilsson-Witell & Fundin, 2005). 

In addition to the price, which is often a de-
cisive element for customers, the services must be 
properly prepared, manufactured, delivered. That 
is why it is so important to maintain the quality of 
services by enterprises. Service enterprises have 
begun to look for appropriate solutions, methods 
that could help in assessing the quality of these 
services (Frost & Kumar, 2000; Ulewicz, 2014; 
Guglielmetti, 2001; Galgano, 1993; Rivière, 
Monrozier, Rogeaux, Pagès, & Saporta, 2006). 

Unfortunately, in contrast to products qual-
ity, service quality is difficult to be assessed (Kar-
das, 2016; Ingaldi & Jursova, 2013; Dulska, Stud-
nicki, & Szajnar, 2017). In the available literature 
(Frąś, 2014; Kujawiński, 1998; Wong, Hideki, & 
George, 2011; Matzler, Bailom, Hinterhuber, 
Renzl, & Pichler, 2004; Stoma, 2012), the various 

methods of the service quality assessment are de-
scribed in detail, it is possible to find a lot of prac-
tical studies on this topic. But in addition to scien-
tific applications, they also have real, practical 
application. Many enterprises use these methods 
to assess their services. Some of these methods are 
more popular, others less.  

The most popular methods of service quality 
assessment, according to literature are Servqual, 
CIT, Mystery Shopper and different types of in-
dexes. While those methods, which are often 
skipped, are for example Servperf, IPA, Kano, 
penalty/rewards, problem detecting (Frąś, 2014; 
Stoma, 2012). 

The most difficult element of the service 
quality assessment is actually the proper choice of 
method and the creation of an appropriate tool in 
the form of e.g. a questionnaire. Such method 
should provide as much information as possible 
about the quality of services offered by the enter-
prise, so that the research problem can be truly re-
flected. On the other hand, such method often in-
volves a large number of employees, customers, 
creates a large amount of data for analysis (Stoma, 
2012; Parasurman, Zeithaml, & Berry, 1985; 
Reichheld, 2003; Wong et al, 2011). 

It should be remembered that customers al-
ways have to take part in such assessments, they 
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are the source of information and data that are an-
alysed. Unfortunately, they are not always eager 
to help, to answer questions, and often if they do, 
they do not care about it. Often such analyses is 
too long according to customers, it contains diffi-
cult terms, so they do not want to waste their time. 
Very often they fill in surveys carelessly, answer 
questions randomly or interrupt the study when 
they get bored (Ciavolino & Calcagni, 2015; 
Gołąb-Andrzejak & Badzińska, 2015; Lupo, 
2015; Mbise & Tuninga, 2016). 

Appropriate methods of the service quality 
assessment may affect the information that the en-
terprise can obtain in this way, and thus this enter-
prise can effectively manage the quality of its ser-
vices. Therefore, properly selected method and 
questions addressed to the customers are the basis 
for the success of such research (Abalo, Varela, & 
Manzano, 2007; Cho, Kim, & Kwak, 2016; 
Ingaldi, 2016; Mahmoud & Khalifa, 2015). 

The purpose of the paper is to present a sur-
vey on the use of methods of the service quality 
assessment. In the paper preliminary results of the 
survey from point of view of the service enter-
prises are presented. The enterprises were asked 
to indicate what methods they used, what infor-
mation they received thanks to such research, 
what happened to the obtained results and what 
problems they encountered. Preliminary research 
was carried out between September and Decem-
ber 2017. The research will be continued through-
out 2018. At the same time, the research is con-
ducted from the point of view of the customers of 
such enterprises. 

2. Methodology 

The research on the use of methods of the service 
quality assessment was carried out in the form of 
a questionnaire. The survey covered service enter-
prises from the region of Czestochowa (Poland). 
The questionnaire was developed by the author of 
this paper and it is a part of a larger research pro-
ject. 

The questionnaire consisted of three sec-
tions: introductions to the questionnaire, proper 
questions and respondents characteristics. The in-
troduction provides a brief description of the re-
search and a formula with a request to fill in the 
questionnaire. In the main part, 22 questions were 
mentioned. In the first four questions the approach 
to the quality of services and customers was as-
sessed. Next questions concerned the methods of 
the service quality assessment and their use by the 
research enterprises. Respondents were also asked 

how they develop the results of such research, the 
use of these results, but also about the problems 
they encounter. 

The responses include the option “I have no 
opinion” or “I do not know”, because the respond-
ents could be ordinary employees or employees 
not from quality departments who do not know the 
details of the enterprise's operation in this area. 

The respondent data section includes 4 dif-
ferent characteristics of the participants. 

In the survey different type of questions were 
used to additionally assess how people respond to 
them and if they have will to do it. All questions 
were obligatory due to the fact that in the title and 
description of the survey its purpose was clearly 
indicated. 

A Google form was used to construct the sur-
vey. This enabled a quick correction in case of sty-
listic, grammatical errors, etc. It also helped in 
reaching a wider group of respondents and facili-
tated data collection. 

The link to the surveys was sent by e-mail to 
service enterprises from the research area. The 
questionnaire was also made available through 
various websites, social networks. 

In the article, only the most important results 
are presented due to the editorial limitation. This 
is a preliminary research, treated as pilot research.  

The pilot research covered 42 enterprises. Its 
purpose was to check the willingness of coopera-
tion on the part of the service enterprises from the 
region of Czestochowa, to evaluate the proposed 
survey and to check potential errors. It will also 
help in identifying the initial results and applica-
tions. 

3. Results 

In the first question respondents were asked about 
the approach to the customer in their enterprise 
(Table 1). They could choose more than one an-
swer. 83.6% of respondents replied that they 
should take care of the customer's good, 66.7% in-
dicated that each customer may have different re-
quirements, while 56.7% that each customer is 
different. Therefore it can be concluded that the 
research enterprises put the customer as an im-
portant element to care for. However, they do not 
indicate that the customer is the most important. 

In the next question respondents were asked to 
indicate definition of service quality according to 
their customers (Table 2). The answer „meeting 
customer requirements” was the one indicated that 
the most often (86.7% of respondents). This is an 
important judgment of the entrepreneurs, because 
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the customer decides to use the service, he 
chooses the service and the service provider. That 
is why meeting his requirements is so important. 

Table 1. What is the approach to the customer in your 
enterprise? (option to choose more than one answer) 
(source: own study) 

What is the approach  
to the customer in your enterprise? 

Percentage 
fraction 

Customer is the most important 30.0 

Each customer is different 56.7 

Each customer may have different  
requirements 

66.7 

We should take care of the customer’s 
good 

83.6 

The number of served customers is 
important regardless of their  
satisfaction 

10.2 

Profit is important, not the customer 3.3 

I do not know 0.0 

Other 0.0 
 

According to respondents the service quality 
can be defined by precision of execution (66.7% of 
respondents) and price adequate to the service 
(63.3%). The precision of execution can affect 
meeting of customers' requirements and percep-
tion of the finished service. The degree of compli-
ance of individual service characteristics depend 
on the precision of execution. However, the price 
is often one of the factors that determine the pur-
chase of a given service. Many people in Poland, 
when using a variety of services, are unfortunately 
forced to choose this factor. 

In the next question, it was checked which 
methods of the service quality assessment were 
most often used by Polish enterprises (Figure 1). 
Respondents replied that they most often used 
chosen satisfaction indexes (60% of respondents), 
chosen customer loyalty indexes (43.3%) and own 
surveys of service quality assessment (42.8%). 
The methods, which are the most often described 
in the literature, i.e. Servqual, IPA, CIT, Mystery 
Shopper are often skipped. It is not known whether 
this is due to the ignorance of these research meth-
ods, or perhaps the belief in the difficulty of their 
use. 

It was also checked who usually collected data 
on the service quality for the research enterprises 
(Figure 2). Most often it is a designated employee 
of the enterprise (33.3%) or e-form (i.e. customer) 
(26.1%), less often a executive’s representatives  
 

(20.1%). Only in 10.5% of cases it is an external 
person. Polish enterprises do not want to out-
source such research to other enterprises or exter-
nal people, they prefer to do them themselves. 
Some data is collected in paper or electronic form, 
so no one is needed. Perhaps this is due to the fact 
that the majority of service enterprises are small 
once that decide for financial reasons for their 
own research. 

Table 2. How do you think, what defines the service 
quality according to customers? (option to choose 
more than one answer) (source: own study) 

How do you think, what defines  
the service quality according 

 to customers? 

Percentage 
fraction 

Meeting customer requirements 86.7 

A large range of services 33.3 

A large selection of service features 26.8 

The amount of information available 
about the service 

50.0 

Possibility to change the service at  
various stages of its provision 

36.5 

Speed of execution 47.9 

Precision of execution 66.7 

Friendly service providers 46.7 

Experienced service providers 53.3 

Helpful service provider 56.8 

Place of providing the service  
at the appropriate level, 

20.2 

Satisfaction with the provided services  52.3 

Price adequate to the service 63.3 

I do not know 0.0 

Other 0.0 

 

 

Figure 1. What method of the quality service  
assessment is used in your enterprise? (option to choose 

more than one answer) (source: own study) 
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Figure 2. Who usually collects data on the quality  
of services? (source: own study) 

It was also checked, what form of data collec-
tion was used in the research enterprise (Table 3). 
In Polish service enterprises, it is most often a direct 
conversation straight after the service provision (di-
rect interview) (46.7%) and online survey (40.8%). 
These are two extremely different forms of data col-
lection. The first form contains an element of the 
first impression on the part of the customer, often in 
such situations the customer is unable to indicate 
the good or bad sides of a given service, based on 
the first felling towards the service. The second one 
contains some thoughts, a sentence after getting fa-
miliar with the given service. 

10.2% respondents chose answer “other”. 
Among the additions of the answers in this option, 
regular telephone interviews, evaluation sheet, com-
plaint sheet, other documents were mentioned. 

Table 3. What form of data collection is used in your 
enterprise? (option to choose more than one answer) 
(source: own study) 

What form of data collection  
is used in your enterprise? 

Percentage 
fraction 

Direct conversation straight after the 
service provision (direct interview) 

46.7 

Telephone call after service provision 
(direct interview after the customer’s 
visit) 

26.7 

Paper survey handed to the customer 32.1 

Paper survey placed in the lobby 13.3 

Online survey 40.8 

Business card with a link to an online 
survey 

12.5 

E-mail with questions or survey 20.1 

Survey for Mystery Shopper 13.3 

I do not know 6.7 

Other 10.2 

Respondents had different opinions about the 
basis of choosing the research method (Table 4). 
Mostly they were guided by the previous experi-
ence of conducting research (67.9%). Perhaps this 
is the reason why they do not use the research 
methods which are the most often described in the 
literature. Especially that the available literature is 
very often omitted by them (only 3.6%). The en-
terprises used also information from employees 
(35.2%) and external consulting (30.2%). 

Table 4. On what basis does your enterprise choose 
the method of the service quality assessment? (option 
to choose more than one answer) (source: own study) 

On what basis does your enterprise 
choose the method of the service quality 

assessment? 

Percent-
age  

fraction 
Previous experience of conducting  
research 

67.9 

Based on available literature 3.6 

External consulting 30.2 

Benchmarking 16.7 

Based on information from employees 35.2 

I do not know 0.0 

Other 0.0 
 

There are many reasons for the choice of re-
search methods that are important for the research 
enterprises (Table 5). First of all, the respondents 
took into consideration ease of use (52.3%) and 
the amount of gained data (46.5%). Again, this ex-
plains the omission of the methods of the service 
quality assessment which are frequently described 
in the literature. These methods are more compli-
cated, require more work and take time to learn 
how to use them. 

Other important features that affect selection 
are the form of gathering data (36.8%) and the 
possibility of drawing conclusions (33.3%). Alt-
hough this may be surprising, because for exam-
ple the online survey frequently used by the re-
search enterprises (Table 3) may be used in case 
of the Servqual or other method, it needs only 
proper construction. 

An interesting conclusion can be drawn in case 
of the question about the types of questions that 
bring the most information to the research enter-
prises (Figure 3). A question about the opinion was 
indicated by 42.7% of respondents. Despite this, the 
respondents differently treated similar type of 
questions in the survey presented in this paper. 
Sometimes they marked the answer “other” but 
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they did not provide additional answer. And it’s 
like denying themselves. 

Table 5. Which feature of the method decided about 
its choice? (option to choose more than one answer) 
(source: own study) 

Which feature of the method decided 
about its choice? 

Percentage 
fraction 

Complexity of the method 16.7 

Ease of use 52.3 

Amount of gained data 46.5 

Number of respondents 13.3 

Number of involved employees 23.9 

Form of gathering data 36.8 

Methodology for the results develop-
ment 

23.9 

Possibility of drawing conclusions 33.3 

I do not know 16.7 

Other 0.0 

 
For the respondents a closed question with 

one answer (36.08%) and with multiple choice 
(42.3%) are also important. In such questions, it is 
easier to limit potential answers of respondents 
and avoid mistakes but also to have an impact on 
respondents' answers, giving only the once “cor-
rect” and avoiding potential “problematic”. 

 

 

Figure 3. What type of questions, according to you, 
brings more data to your enterprise? (option to choose 

more than one answer) (source: own study) 

While conducting research on the service 
quality, the frequency of data collection is also 
important (Figure 4). After all, the ability and 
speed of responding to quality problems and tak-
ing into account customer feedback depend on it. 
36.7% respondents do it ongoing, constantly (re-
quest to each customer) and 21.2% ongoing, con-
stantly (specific number of customers). This 
form gives the opportunity to quickly respond to 
the negative elements of the customer's assess-
ment. 

 

Figure 4. How often is data collected from  
customers? (source: own study) 

Unfortunately, during the research it is pos-
sible to encounter various problems that affect the 
course of these research (Table 6). In the case of 
data collection from customers by Polish service 
enterprises, the biggest problem is a refusing to 
participate in the research (53.3%). Customers are 
not willing to participate in such activities. If they 
do, they are often reluctant, without commitment. 
It should be emphasized that in the case of service 
quality assessment, in most methods there are cus-
tomers who are the data source. 

Other, often mentioned problems are avoid-
ing questions and interrupting the research (each 
42.5%). The result is that the survey or research 
does not have full value and it is not known 
whether this data should be included as research 
material or not. Although it may be a signal that 
the research method needs improvement. 

A small percentage of respondents indicated 
the answer “other”. Among the additional answers 
provided directly by the respondents are: diplo-
matic responses, insufficient approach. 

An important element of any research is to 
develop the results and to draw conclusions. The 
analysis should take place in a time similar to the 
data collection, because only in this way the en-
terprise can improve the service. What's more, it 
should be remembered that the situation of the en-
terprise, offered services, or customer preferences 
are constantly changing. So too late analysis and 
drawing conclusions will be unnecessary in 
changed operating conditions. 

Therefore, there was a question about how 
often the research enterprises develop the results 
(Figure 5). 15.9% of respondents answered that 
once a month, 33.8% once a quarter, and 26.9% 
once a half year. This means that the research en-
terprises try to analyze feedback on the services 
they have received from customers on an ongoing 
basis in order to improve their services. 
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Table 6. What problems do you face while collecting 
data from customers? (option to choose more than one 
answer) (source: own study) 

What problems do you face while  
collecting data from customers? 

Percentage 
fraction 

Refusing to participate in the research 53.3 

Refusing to answer one or several 
questions 

31.2 

Avoiding questions 42.5 

Wrongly filled out answers 31.2 

Random answers 3.3 

More responses were indicated than re-
quired 

16.7 

Avoiding answer “other” 18.2 

Marking the answer “other”, but with-
out providing another option 

23.4 

Avoiding open questions 25.7 

Interrupting the research 42.5 

Adding unnecessary comments 6.6 

Illegible handwriting 15.2 

Answers not connected to questions 12.1 

I do not know 6.7 

Other 3.3 

 

 

Figure 5. How often are research results developed  
in the enterprise? (source: own study) 

Not only the frequency of the results devel-
opment is important, but also the form of their 
presentation (Figure 6). Respondents indicated 
that their results were usually presented in the 
form of reports (63.3%). Basic statistics (42.5%) 
are also commonly used, what allow to compare 
results in different research periods, and conclu-
sions with proposals for improvement (36.7%). 
The conclusions are very important, because it is 
the purpose of conducting research: checking the 
level of service quality, but also determining pos-
sible corrective actions. 

 

 

Figure 6. How are the research results published?  
(option to choose more than one answer)  

(source: own study) 

In addition to problems in the data collection 
during the research, very often a variety of prob-
lems also occur during the development of results 
(Table 7). Only 15.9% of respondents do not en-
counter any problems. 

The biggest problem in the development of 
results are incomplete data (57.2%), which coin-
cides with problems in the data collection. Be-
cause it is not known whether incomplete data 
should be considered or omitted. 

Another problem is too few respondents, 
which makes that the sample is not representative 
(36.7%). Again, this coincides with the question 
of problems with data collection, as customers re-
fuse to participate in the research. 

Table 7. What problems do you face while developing 
results? (option to choose more than one answer) 
(source: own study) 

What problems do you face while  
developing results? 

Percent-
age  

fraction 

Too few respondents – the sample is 
not representative 

36.7 

Too many questions 12.1 

Too many answers 13.3 

Too few answers 16.7 

Rarely developed results 23.3 

Too fancy charts 13.3 

Mismatch of the forms of developing 
results with the method 

3.3 

Incomplete data 57.2 

I do not know 12.1 

We do not have any problem 15.9 

Other 0.0 
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drawn and they indicated areas that needed im-
provement (61.2% each). This is a positive aspect 
of the research enterprise and their service quality 
assessment. Because it indicates that such re-
searches are purposeful and necessary. 

 

 

Figure 7. What happens to the results? (option to 
choose more than one answer) (source: own study) 

In the next question respondents were asked 
if the results of the research were used to deter-
mine the enterprise’s strategy (Figure 8). This is 
important because for service enterprises provid-
ing services, to meet the requirements of custom-
ers is a priority. 

Respondents replied that the results are al-
ways (20%) or sometimes (60%) part of the strat-
egy. This is a positive result because whether or 
not research results should be the basis for devel-
oping a strategy depends on whether it is really 
needed. Good that enterprises think about it. 

 

 

Figure 8. Are the results a material to determine  
the enterprise's strategy? (source: own study) 

Respondents were asked if the results were 
published somewhere (Figure 9). Only 6.6% of re-
spondents confirmed. 36.6% of them did not 
know the answer to this question. If the results are 
published, then according to the respondents, they 
are published on the enterprise's website or as a 
newsletter. 

 

 

Figure 9. Are the results published somewhere? 
(source: own study) 

An important element of research and devel-
opment of the results of any research in the com-
pany is to present them to employees (Figure 10). 
This is particularly important in the case of service 
enterprises. They are often small enterprises 
where most or all employees participate in the 
provision of services. And these employees 
should know how the services are perceived by 
customers and what should be improved. 

In the case of the research service enterprises, 
in 42.5% of them, all employees are familiarized 
with the results. Only 12.1% of respondents de-
nied such a situation. 

 

 

Figure 10. Are employees familiar with them?  
(source: own study) 

4. Conclusions  

In the paper a pilot research on the use of methods 
of the service quality assessment from the point of 
view of service enterprises was presented. The 
preliminary research covered 42 enterprises from 
Czestochowa region. The research took the form 
of a survey. Some surveys were omitted because 
they were incomplete or had errors. 
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The most important results of pilot research 
are: 

 For research enterprises “meeting cus-
tomer requirements” is the base of their 
approach to the customers. The service 
quality can be defined by precision of ex-
ecution and price adequate to the service. 

 Enterprises that took part in the survey 
use mainly various types of indexes and 
their own surveys. The most often de-
scribed methods of the service quality as-
sessment are often omitted. It is not 
known what the reason is, perhaps igno-
rance of methods. And these methods also 
suggest how to present the results and 
their interpretation. 

 The data for the service quality assess-
ment are the most often collected by des-
ignated employee of the enterprise or e-
form (i.e. customer). They are collected in 
a direct conversation straight after the ser-
vice provision (direct interview) and in a 
form of the online survey. Most respond-
ents do it ongoing, constantly (request to 
each customer) or ongoing, constantly 
(specific number of customers). 

 A question about the opinion is the one 
which brings more data to the enterprises. 
But for the respondents a closed question 
with one answer and with multiple choice 
are also important.  

 Very often the answer “other” was 
marked, but no additional answer was 
given. The respondents did not want to 
express themselves in the semi-open 
questions, although asking for an opinion 
was one of the questions that bring the 
most information to these enterprises. So 
respondents act in a way that is opposite 
to their opinion. 

 There are lots of problems during such re-
search. First of all people refuse to partic-
ipate. If they agree to do it they often 
avoid questions or interrupt the research. 
When developing results there is a prob-
lem with incomplete data or non-repre-
sentative sample. 

 The results of such analysis are developed 
once a quarter or once a half year. Later 
the results are presented in a form of re-
ports or basic statistics. Later results are 
often used a material to determine the en-
terprise’s strategy. 

Thanks to pilot studies, it was possible to ob-
serve the reaction of service enterprises to the sur-
vey. It was possible to find out how the respond-
ents answered the questions and to introduce a 
small correction to the questionnaire before main 
study is conducted. 

As already mentioned, there are already 
some conclusions regarding the use of individual 
methods and the type of questions which are pref-
ered by the enterprises. 

The selection of an appropriate research 
method is not easy. It is influenced by many fac-
tors. They should all be taken into account and all 
the pros and cons should be examined. This is par-
ticularly important when choosing the method of 
the service quality assessment. 

It should also be remembered that the use of 
customers when analyzing the service quality, 
their opinions is not easy, because we have no in-
fluence on how they answer questions, whether 
they do it conscientiously. There is even one thing 
more important, what the management of the en-
terprise will do with the information obtained in 
this way. 

In the paper only preliminary results are pre-
sented while the research is continued in 2018. At 
the same time, research is conducted from the 
point of view of the customers of these enter-
prises. In the future there results form both points 
of view will be compared. 

Thanks to the research, it will be possible to 
indicate methods of the service quality assessment 
most often used by Polish enterprises, to deter-
mine the manner of conducting such an assess-
ment according to the opinions of customers and 
service providers, to determine the most frequent 
problems faced by customers and service provid-
ers. 
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