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Abstract

The gas station business enterprises are constantly trying to find ways to influence
customers through a variety of services and improve the level of these services, which
will ultimately lead to customer satisfaction. Assessing the quality of customer service
becomes a prerequisite for this gas station business. This research paper is a theoretical and
practical review of SERVQUAL and the Retail Service Quality Scale (RSQS) as a tool for
measuring service quality in the gas station sector. The aim of the research is to determine
and evaluate the quality of customer service in a network of Lithuanian gas stations.
The theoretical part of the article analyses the quality of customer service, its evaluation
models and factors, as well as means of assurance in the field of retail trade - in the
network of petrol stations. The methodological part presents and describes the access,
procedure, instruments and methods of data processing and presentation of the
conducted research. The research was conducted using a quantitative research instrument
- a questionnaire. The questionnaire was developed using SERVQUAL and RSQS methods.
The empirical part of the article presents the analysis of the research data on the quality
of customer service in the gas station network. The article closes with conclusions and
recommendations for improving the quality of customer service in the gas station
network. Key findings: all five dimensions of customer service were significant and
positively rated by customers. However, in each dimension there are minor problems
with the quality of the service: the equipment and cleanliness of the toilets; the modernity
of the technologies used to pay for the services; the personal attention paid to the customer
by the staff and the information provided on current promotions and discounts available
during the service; the greater feeling of security and timely provision of services; the
listening to the customer's comments; the confidence in the policy on the protection of
personal data.
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1 Introduction

Quality customer service is one way of meeting
customers' wants and needs. The right quality of
service makes customers feel satisfied or even
happy. Customers tend to use the provided services
repeatedly if they were previously satisfied with
the quality of the provided services and especially
with the attitude towards the customer - quality
service and communication. Therefore, it is necessary
to perceive customers and their quality service as a
certain value — the basis of the company's success
(Jurgilevi¢iaté & Suadzius, 2010; Riseetyawan,

Sularto, Sari, & Badrunsyah, 2022). Zilinskiené and
Norkus (2021) state that customer service is directly
related to the quality of the service and vice versa,
so companies must constantly assess the quality of
their activities by evaluating feedback from their
customers. Usually, customers whose needs are not
met search for and choose alternatives that better
meet their needs and expectations, and in this case
companies lose revenue (Bliujuté & Korsakieng,
2014). It is worth noting that continuous
improvement of service quality helps to avoid
material losses and ensures further efficient
operation of the company and its competitiveness
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in the market (Bagdoniené and Hopeniené, 2015).
Service quality, including the level of customer
service, is one of the main factors in achieving
and strengthening customer loyalty. Achieving
service quality must be a consistent, long-term and
demanding work, thanks to which relationships
with  customers as business partners are
established (Vysedvorskyté & Vilkaité-Vaitoné, 2020;
Ingaldi, 2021).

In Lithuania there is a lot of competition
between the operating gas station networks.
Currently, there are more than 15 gas station
chains operating in Lithuania, so it is necessary to
avoid factors that reduce the attractiveness of gas
station chains: poor customer service, low quality,
and a small selection of services and products
(Salkauskiené & Pozelaite 2014). The analysed
network of gas stations in Lithuania has been in
operation for more than 20 years, but prior to that,
no research had been conducted on the quality of
customer service in this network of gas stations.
Taking this into account, the authors pose the
following problematic questions: what do customers
think about the quality of service at the network
of gas stations participating in the study and what
factors have the greatest influence on customer
satisfaction, what are the problem areas of
service quality and what are the directions for its
improvement? What is the most appropriate research
methodology to study the quality of customer
service in gas station networks?

The object of the research is the quality of
customer service.

The aim of the research is to determine and
evaluate the quality of customer service in a network
of Lithuanian gas stations.

The objectives of the research:

1. To analyse the concept of customer service
quality and the factors that determine quality.

2. To study the models of service quality assurance
and their suitability for assessing the quality of
customer service of a filling station chain.

3. To assess the quality of customer service of
a gas station chain by identifying its problem areas.

4. To provide directions for improving the quality
of customer service in the gas station network.

Limitations of the research. The research was
conducted to explain the quality of customer service
in one of the gas station networks in Lithuania.
The data collected during the research reflects the
opinion of only one gas station network on the
quality of service, which cannot be equated or
absolute for the entire gas station business in
Lithuania.

Originality/Significance. The research is original
in the sense that gas station networks and their
activities, the quality of services provided in them
and customer service are rarely the subject of research
in Lithuania. The research was conducted after
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preparing an original questionnaire and combining
two methods of service quality assessment:
SERVQUAL and RSQS. The research instrument was
adapted to study the service quality of customers
in the gas station network, thus contributing to the
validation of the RSQS survey scale. The presentation
of results can influence the reader's assessment
of the quality and credibility of a study. The content
identified should be considered by authors hoping
to make the results of their service quality research
more accessible and understandable to readers.

Research methodology. Comparative analysis of
scientific literature, quantitative research method,
using a written online survey (questionnaire).
Statistical data processing was carried out using
SPSS 23.0 and Ms Excel programmes.

2 Literature Review

Determinants of customer service quality. Service
quality can be defined as the perceived difference
between the actual service experienced by customers
and their expected expectations, i.e., it is a measure
of how well the level of service provided meets
customer expectations. For customer satisfaction to
be positive, two different aspects of service quality
must be considered: technical quality and functional
quality. Technical quality is the external expression
of quality and reflects what the customer receives
during the service. Functional quality is the process
by which quality is experienced and achieved. Both
technical and functional quality must meet or exceed
customer expectations, then service quality is high
and customers are satisfied, and conversely, if
expectations are not met, then quality is low and
customers are disappointed (Tjiptono & Chandra,
2005; De Keyser & Lariviere, 2014; Ingaldi, 2021).
Thus, service quality can be described as a momentary
experience, as it is assessed at the time of receiving/
delivering the service. Since the user is the main
evaluator of service quality, companies need to
consider not only technical and functional quality,
but also what quality the customer expects. It can
be assumed that customer service quality equals
perception — expectations (Zeithaml, 2002).

Riseetyawan, Sularto, Sari, & Badrunsyah (2022)
explain that consumer satisfaction is a person's
feelings of satisfaction and disappointment resulting
from comparing their perceptions or impressions
of the purchased product or service received with
their expectations. Customers expect impeccable
service and to receive a product or service that is
appropriate in terms of price and quality. The main
criteria used by customers to assess service quality as a
component of service quality are:

—trust is the fulfilment of promises by the
company and its employees, honesty, self-
confidence of service personnel, competence and
problem-solving skills;
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— assurance means providing reliable and sufficient
information about goods and services, creating
the impression of a competent and professional
employee;

- responsiveness and attentiveness — this means
responding promptly to customer requests, speed
of service, helpfulness and initiative;

- sensitivity and empathy - this is the ability and
desire of the institution's staff to understand
the client, his qualities related to feelings and
needs, fostering the client's sense of need,;

- fostering self-esteem - this is showing clients
that they are important and visible, the ability
to feel and understand clients' needs and
their situation (Matuszynski, Gajewska, &
Matuszyniska, 2016).

According to Salkauskiené (2018), customer
satisfaction is mainly determined by: emotional
satisfaction when wusing the product, feeling of
prestige, fashion, availability of the product (service)
(does it take a long time to buy the product (service);
service quality (70% of it depends on the human
factor, i.e., on the service personnel). The quality of
customer service is important not only for customer
satisfaction, but also for the development of the
company, as well as for satisfaction with the work
and behaviour of the service personnel. Customer
service consists of four successive stages: acceptance
of the customer, clarification of the situation (need),
satisfaction of the need, feedback communication
(finding out whether the customer was satisfied).

In most cases, the quality of customer service
is determined by the work of the service employee
(Salkauskiené & Pozelaité 2014). Falter & Hadwich,
(2019) also state that direct customer-employee
contact has a significant impact on the customer's
perception of service quality. According to them,
service employees need to be well trained and
prepared in order to be able to spread positive
emotions and maintain good mutual relations when
meeting with customers. Therefore, service staff
should be qualified, professional and well versed
in their work. Service personnel must be familiar
with the products and services in order to answer all
customer questions. Therefore, company managers
must be responsible for preparing employees,
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improving their qualifications and organising
training. Service personnel need to be introduced
to the company's customer service culture, the
company's policies and values, and the service
standards to be followed when serving customers.
When improving the quality of customer service,
it is very important to involve employees in the
process as much as possible. Active participation of
employees in considering the principles of
customer behaviour ensures that the quality
of customer service will contribute to building
relationships with customers (Salkauskiené, 2018).
The quality of customer service is influenced by
objective and subjective factors Salkauskiené &
Pozelaité (2014) (Table 1).

It is very important for companies to identify,
shape and manage consumer expectations. The
tools for forming user expectations can be divided
into four main groups: communication actions
(information messages of various types), acquired
experience, word-of-mouth communication and
product/service features (Bakanauskas & Rackaus-
kaité, 2010). Another important determinant of
service level is the satisfaction of customer needs.
In order to meet customer needs, it is necessary to
know what they are. Once the needs have been
clarified, we know not only what the user expects, but
also what he or she really wants.

Internal and external factors also have a
significant impact on the quality of customer service.
Internal factors include the company's attitude
towards the customer and service personnel, company
culture, staff qualifications and professionalism, staff
involvement in the service quality improvement
process, training and staff motivation. External
factors are related to users/customers' expectations,
their attitude towards the chosen company,
recommendations from relatives or friends, price,
means of public information. All these factors
have an impact on service quality.

Service quality measurement and assurance. To
achieve impeccable service quality, companies must
continuously analyse customers' opinions and
expressed satisfaction, the main goal of which is to
eliminate gaps related to customer service. The main
goal of the company - to improve the quality of

TABLE 1 Factors influencing the quality of customer service

Subjective factors Objective factors

i — The customer's sympathy for the staff
: - The customer's trust in the staff and the company

. - The staff's sincere attention and concern for the customer's well-being
: — Staff respect for the customer and honesty in offering goods or services

i - Personal characteristics of the staff
i — Staff competence
i — Pleasant environment

i — Service culture (cleanliness, customer confidence, staff
appearance, courtesy, helpfulness)

. - Staff qualification

: - Clarifying customer needs and presenting the best offer

: — Quick response to the customer and their needs

{ — Communication skills :
: — Availability (convenience of location and working hours) :
- Attention to regular customers :

Source: Salkauskiené & Pozelaité (2014)
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customer service — must be based on the users'
expectations, on the evaluation of the quality
experienced, and only then the measures to improve
the quality of customer service will ensure greater
satisfaction with the services. Measuring the
quality of customer service is a component of
measuring the quality of the company's overall
activity (Salkauskiene, 2018).

In order to control service quality, companies
need to be aware of evaluation methods and how
to choose them correctly when improving and
analysing the quality of customer service. There
are many different quality evaluation models. They
allow researchers to assess quality in different
aspects and to identify shortcomings in service
delivery. The abundance of service quality assessment
models presented in the scientific literature reveals
the complexity of service quality assessment and
reflects the search for a universally applicable
quality assessment model (Kinderis, Zalys & Zaliene,
2011; PJ. et al., 2021).

In order to better manage the quality of the
services provided, companies should use several
service quality management models, as this would
allow quality to be studied more accurately. In most
cases, companies use only one model to save time
and money, but it is likely that such studies do not
reflect the real situation regarding service quality in
companies.

Parasuraman, Zeithaml & Berry (1985) proposed
the SERVQUAL methodology to measure and
describe the overall quality of service. SERVQUAL
is a methodology that helps to determine the level
of quality of services provided using 5 dimensions:
tangibility, reliability, responsiveness, sensitivity
and empathy. Tangibility is defined as the physical
appearance of equipment, technology, staff and
means of communication. Reliability is defined as
the ability to deliver services reliably and thoroughly.
Responsiveness refers to the willingness to help
the user and the speed of service. Responsiveness
reflects the characteristics of staff knowledge and
respect for the consumer and the ability to instil
confidence. Empathy includes caring and individual
attention to customers. All of these dimensions
include a number of service characteristics, which are
presented to consumers in the form of statements
and a rating scale. Traditionally, a survey based on the
SERVQUAL methodology consists of 22 statements
on service quality criteria that are rated using a Likert
scale, the limits of which can vary depending on
the SERVQUAL modification chosen. Later, all
statements are grouped into the 5 dimensions of
service quality mentioned above, which help to deter-
mine the differences between expected and experien-
ced service quality and to identify gaps in service provi-
sion, i.e., areas where service providers should improve.

In their work, Finn & Lamb (1991) emphasised
that the measurement of service quality in the retail
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sector differs from the methods used to measure
service quality in other sectors. To overcome this
limitation, the Retail Service Quality Scale (RSQS)
was developed (Dhabolkar, Thorpe and Rentz, 1995).
Later, Siu & Tak-Hing Cheung (2001) conducted a
study recommending the refinement of the RSQS
scale to be applicable to retail organisations,
focusing on the consistency of measuring the
quality of goods sold and services provided, and
noting the lack of research on retail service quality
and the importance of ratings. The researchers
emphasised the need for regular research on service
quality to assess the need for and consideration
of improving the services and products sold, their
range and customer satisfaction.

This scale has five dimensions:

- physical aspect, which measures the appearance
and convenience of the shop/station;

- reliability — how staff deliver on their promises;

— personal interaction — measuring whether staff
are courteous and build trust;

— problem solving — how they respond to customer
complaints, changes and returns of unsuitable
goods;

- policy - convenience of shop/station working
hours, parking facilities, quality of goods and
ability to pay by credit card.

Identifying and assessing the above dimensions
helps to determine service quality from the customer's
point of view. The RSQS consists of 28 scales,
17 of which belong to SERVQUAL, and 11 scales
were determined based on the analysis of scientific
literature and qualitative research with the help of
researchers (Dabholkar, Thorpe, & Rentz (1995),
Siu & Tak-Hing Cheung, (2001). This scale (model),
a number of empirical studies have shown high
validity in assessing service quality in different retail
units (Mehta, Lalwani, & Li Han, 2000; Siu & Chow,
2004; Kaul, 2007; Martinez & Martinez, 2010;
Nallamalli & Shekhar, 2011; Sriram, 2019).

According to Simmers & Keith (2015), the
RSQS is specifically designed to measure service
quality in the retail sector. According to them, the
physical dimensions of the RSQS scale are somewhat
broader than the material values dimension of
SERVQUAL, as they include the appearance and
convenience of the store layout. RSQS is a perfor-
mance-based measure of service quality specific
to the retail sector (Farooqi & Banerji, 2013).
However, the aforementioned researchers point
out that this scale (model) cannot be generalised
and applied to study the quality of goods and
services (including service) of all retail entities.
The RSQS needs to be modified and adapted
to study retail trade entities in countries with
different cultures, so the authors of this article
also considered the specifics of the country and the
business context of gas stations when preparing the
research instrument.
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3 Materials and Methods

There are more than 20 gas station networks in
Lithuania. For the purpose of the study, it was decided
to select one of the 5 largest gas station networks.
One of them, which was established in 2000 and
currently has 80 gas stations in Lithuania with
578 employees, agreed to participate in the study.
One of the selection criteria was that the network
should not only sell gas and goods, but also provide
additional services.

The quantitative research was conducted through
a written questionnaire. The advantage of a written
questionnaire survey is that it takes less time to
collect information, it is inexpensive and the
reliability of the questionnaire can be assessed using
mathematical-statistical methods.

The research instrument — a questionnaire — was
prepared on the basis of the analysis of scientific
and theoretical material. The questionnaire
contained 21 questions: 18 closed questions with
multiple choice answers and 3 semi-open questions.
The first part of the questionnaire contains
questions about the reasons for choosing the
company, the goods purchased, the purchasing
methods and the services used. The second part of
the questionnaire contains questions on the quality
of services. The questions have been compiled on
the basis of the SERVQUAL methodology and the
Retail Trade Service Quality Scale (RSQS)
methodology, resulting in a unique questionnaire.
The third part of the questionnaire is designed to
determine the socio-demographic parameters of the
customers (age, gender, education, income, etc.).
Respondents rated the statements in the question-
naire on a 5-point symmetrical Likert scale.

The research period was 2 weeks, April 2022.
The study was conducted in the following
stages: theoretical systematic analysis of scientific
literature, preparation of the research methodology,
creation and testing of tools, collection of
research data, their analysis and preparation of a
research report.

The survey sample was formed by a probabilistic
method through a survey of the company's
customers on the website www.apklausa.lt. About
40,000 people visit the entire network of gas
stations every day. This number can be considered
as the size of the research population. Based on
Paniotto's formula calculation, the planned size of
the research sample was 381 respondents, after
applying 5% error and 95% probability. However,
186 respondents were interviewed during the time
allotted for the study. As a result, the results cannot
be extrapolated to the entire population.

The research data was analysed using the SPSS 23.0
statistical =~ programme  for  social  research.
Descriptive statistics were used and the percentage
distribution of responses was calculated. Graphical
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data analysis was carried out using a Ms Excel
spreadsheet and presented in a descriptive manner.
Research ethics. The ethical principles of social
research were followed during the research. It was
not difficult to maintain the principles of protection
and confidentiality, as it was not possible to
establish a direct link between the respondent and
the questionnaire, he/she filled in, since neither
the name nor the surname or any other identifying
information was required in the questionnaire, so
the principle of anonymity was guaranteed. The
introduction to the questionnaire described who
was conducting the research, for what purpose and
where the data collected would be wused. This
information was available to all participants in the
study. Completion of the questionnaire was treated
as consent to participate in the study. Respondents
were free to decide whether or not to participate
in the research, so the principle of voluntariness
was not violated. Respondents were protected
from emotional, financial and physical harm. The
principle of honesty was also followed, with data
presented exactly as it was received. The research
was conducted according to the principles of
clarity, relevance, universality and plausibility. There
were no right' or 'wrong' answers in the questionnaire.

4 Results and Discussion

Socio-demographic features of the respondents.
The majority of respondents were women -
67.2%, compared to 32.8% for men. The age of the
respondents who participated in the survey was
mostly between 18 and 30 years old - 45.7%,
30.6% participated between 31 and 45 years old.
The respondents who participated in the survey were
at least — 1.6%. the respondents who participated
in the survey were 61 years old and older, and one
respondent (0.5%) did not indicate his age. Most of
the respondents were from Klaipéda County (54.3%).
Most of the respondents had higher education
(38.2%), 31.2% were students, 16.1% had vocational
education and 12.9% had secondary education.
The analysis of the social status of the respondents
showed that the majority of the respondents who
took part in the survey were working people — 47.8%,
working students - 24.2%, students — 22.6%, 2.2%
of the respondents were on maternity leave. 41.9%
of the respondents had an average monthly income
of 500-1000 EUR, 32.3% of the respondents earned
1000 EUR or more and only 1.1% of the respondents
did not state their monthly income.

The frequency of the respondents' visits to the gas
stations in the network was also determined: 2.7%
of the respondents visit the company's gas stations
every day, 9.7% visit them once a week, 13.4%
visit them several times a month. There are 28% of
respondents who visit the gas station network several
times a year. In summary, almost half (45%) of the

10
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respondents visit the service station network often
enough to be able to assess the quality of service.

The aim of the survey was to find out which
services were used by the gas station network and
which goods were bought most frequently by the
gas station customers who took part in the survey.
Most of the respondents bought fuel (51%), coffee
and groceries (35%), washed their cars (4.5%), less
often bought goods for their cars and used the trailer
rental service at the gas station network.

The majority of respondents chose gas stations in
the chain because of their convenient location (29.9%),
pleasant and quick service (19.9%), good price/quality
ratio of fuel (18.3%), professional staff (10.2%),
detailed and attractive company advertising (1.7%),
almost 3% chose because of the attractive image of the
company. 5.2% used the recommendations of friends
and relatives. 4.7% of respondents said it was because
of the wide range of goods, 7.6% gave other reasons.

Assessment of customers' attitudes to the quality
of service in the gas station chain. The survey asked
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respondents to rate the physical aspects of the gas
station, personal communication, reliability, problem
solving and company policies.

Respondents were presented with 11 statements
based on which they could evaluate the physical
environment of gas stations (Table 2).

The research data shows that the majority
of respondents (over 65%) rated the physical
environment of gas stations (all statements) as very
good and good. The appearance and dress of staff,
the layout and cleanliness of the premises for the sale
of services and goods are highly rated, but a small
percentage of respondents rate the equipment and
cleanliness of toilets and the modernity of payment
technologies less well. It is worth noting that men
and women rate the physical environment similarly,
with almost 72% of women and 66% of men rating
the environment as good or very good.

Another set of questions was designed to assess
the communication and cooperation between the
staff of the service station network. 6 questions were

TABLE 2 Assessment of the physical environment of gas stations

Statement

It's easy to find one's way around the gas station's sales area

. The customer service area is clean and comfortable

- Toilets at gas stations are clean and properly equipped

: Convenient entry and exit from the gas station

: Convenient gas station opening hours

Strongly A
agree

44,4%

Neither agree
gr 3
nor disagree

37,6% 15,2%

Strongly

Disagree disagree

16,3%

24,3%

17,4%

: Gas stations provide a modern fuel payment system (payment '

: 4 1 2 2 2

. through self-service cash desks or a mobile application) 3,3% 51,6% 0.5% 3% 3%
Info.rmatlon on available fuels and their prices is available at 41,9% 35,5% 20,9% 0.6% 1.2%
: the information stand and at each fuel dispenser

Convenient layout of the gas station sales area and placement 39,4% 34,7% 21.8% 2.9% 1.2%
: of goods

. Appropriate and tidy appearance and clothing of employees 46% 33,5% 17.6% 0,6% 2.3%

¢ (wearing work clothes with company attributes)

Source: compiled by the authors

TABLE 3 Assessment of communication between employees of the gas station network

Statement Strongly Agree Nelth?r agree Disagree Sfrongly
agree nor disagree disagree
Employees are competent and have the knowledge to provide ' '
¢ customers with information about the products available at 35,8% 17% 1,7% 0,6%
. the gas station and the services provided
Gas station employees serve customers promptly 39,8% 15,3% 0,6% 1,7%
. Customers receive individual attention at gas stations 36,7% 23,7% 3,6% 1,8%
Employees are polite to customers 42.3% 13,1% 1,1% 1,7%
Employees admit their mistakes 31,5% 31% 1,8% 3,6%
Employees inform about current promotions and discounts 32% 25% 4,1% 2,3%

Source: compiled by the authors

11
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submitted for evaluation, the distribution of the
answers can be seen in Table 3.

The respondents who took part in the survey (the
vast majority of them) gave a positive assessment
to the communication of the employees of the
gas station network with the customers; in their
opinion, the company employs competent, helpful,
polite and attentive employees who are able to
admit their mistakes. There was a slight lack of
individual attention from staff and information
about ongoing promotions and discounts. After
analysing how women and men rate the communi-
cation of the gas station network's employees, it
became clear that representatives of both sexes rate
it as very good and good, but the rating of women
is 10% higher (72.60%) than that of men.

In order to assess the quality of customer service,
the issue of customer trust is very important, so
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a set of questions was presented to find out whether
customers trust the network of gas stations analysed.

After analysing the data presented in Figure 1,
it can be said that most of the respondents who
took part in the survey trust the gas station
network and believe that gas stations fulfil their
promises at the agreed time and that the fuel and
the bill for it are correctly accounted for. However,
there is a small number of respondents who would
like to see a greater sense of security and timely
delivery of services.

After finding out how respondents assess the
reliability of petrol stations, it is necessary to find
out what respondents think about how gas station
employees solve problems that have arisen (Figure 2).

The survey data shows that forecourt staff usually
respond promptly to problems that arise and solve
them, give change and receipts honestly and replace
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B Gas stations care about the safety of their customers
= Services at gas stations are provided at the specified time
Gas stations fulfil their promises at the agreed time
Gas stations always accurately fill and calculate the price of fuel
FIGURE 1 Assessment of trust in gas stations
Source: compiled by the authors
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m Gas station employees always give customers a purchase receipt and change

Gas station employees listen to customer comments

Gas station employees promptly respond to customer complaints and incidents and resolve them

immediately

FIGURE 2 Assessment of trust in gas stations

Source: compiled by the authors
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= Assessment of the solution to the problems that have arisen

FIGURE 4 Assessment of trust in gas stations

Source: compiled by the authors

unusable goods where possible. However, it should
be noted that around 6% of respondents felt that
staff did not listen to their comments.

Another important aspect is to find out what
respondents think about the company's policies.
The gas station chain is committed to handling
customers' personal data responsibly and securely
and to complying with its privacy policy. It is also
possible to pay for goods and services in all the
chain's stores by cash, bank transfer and bank
cards, as well as to purchase the company's loyalty
cards. In order to find out the respondents' opinion
on the company's policy, four statements were
presented for the respondents to rate (Figure 3).

After analysing the responses, it can be said
that most respondents rate the company's policy as
very good and good, but not all respondents knew
that it was possible to pay with bank cards at

gas station chains. Also, not everyone trusts the
company's privacy policy.

Thus, after summarising the research data
obtained, it is possible to present a summary of the
quality dimensions of all 5 service stations in the
network (Figure 4).

The customers of the gas station network analysed
rated the physical environment of the stations and
staff communication as the best, while the imple-
mented network policy, problem solving and trust
aspects were rated slightly worse.

Respondents were also asked whether they
planned to continue using the gas station network
in the future and whether they would recommend
it to others. Around 50% of respondents would
recommend the gas station network to others, but
only 30% of respondents planned to use the gas
station network again in the future.
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Both men and women rated the quality of
services and goods in the gas station network very
similarly, with no significant differences observed,
so the data were not analysed by gender.

Respondents were also free to make suggestions and
recommendations that they believe would help the
network improve the quality of customer service.
37% of respondents believe that the quality of
customer service could be improved by increasing
staff motivation, almost 17% believe that staff
training, service standards and monitoring would
improve the quality of customer service, and even
14.5% of respondents suggested a mystery shopper
survey. Respondents were also given the opportunity
to provide their own answers. This option was used
by 2.2% of respondents who felt that higher salaries,
improved working conditions, etc. could improve
service quality.

Based on a systematic approach, the analysis of
scientific literature and empirical research helped
to obtain data on the object of research, supple-
mented the theory and methodology of customer
service quality. The conducted research confirmed
the results of the scientific literature analysis -
RSQS is suitable to study gas stations (which sell
goods, provide minimal catering and rental services).
However, while preparing the research tool, the
authors noticed that although the established
dimensions of RSQS are very suitable for studying
the service quality of customers of gas station
networks, the attention paid to the dimensions
and the number of their criteria were the same. The
authors paid more attention to two dimensions:
physical environment and personal communication,
and used SERVQUAL for this purpose. This decision
was dictated by the peculiarities of the research area,
as the gas station business is developed differently
in countries with different cultures. The research
made it possible to answer the set problematic
questions and purpose. In the future, with this
methodological basis, the researchers plan to
conduct a representative survey on customer
service in the gas station network in order to
complete and adapt the research instrument as a
tool for the gas station networks to prepare the
customer service standard.

5. Conclusions and Discussions

Quality customer service means providing
efficient, prompt and friendly service, building
strong customer relationships, dealing with
complaints quickly and efficiently, and responding
to customer issues in a timely manner. Quality
customer service is the best way to ensure customer
loyalty and long-term business success. The quality
of customer service is influenced by both internal
and external factors. The most important internal
factors are: attitude towards the customer, corporate
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culture, qualification and professionalism of service
personnel, involvement of employees in the process
of improving service quality, training, motivation of
employees. Service quality is strongly influenced by
external factors related to consumers' expectations,
their attitude towards the chosen company,
recommendations from relatives or friends, price,
means of information and the behaviour of service
personnel.

After analysing the scientific literature, it can be
stated that various quality measurement models,
methods and scales are used to study the quality
of customer services and satisfaction with the
services themselves. The most popular are the
SERVQUAL methodology and the RSQS retail
service quality scale methodology, which help
to clarify the difference between expected and
experienced quality, as well as the quality of
retail services, including service quality. Both
methodologies are validated, but require revision
and some adaptation to be applied to different
areas of research.

Analysing the data from the service quality
survey of gas station customers, it can be said
that gas station customers are satisfied with the
quality of service. Almost three quarters of
respondents rated the five aspects of service
quality assessment (physical environment of the gas
station, personal communication by staff, company
policy, trust in the company, problem solving) as
good or very good. However, there are some
minor problem areas in terms of service quality:
equipment and cleanliness of toilets; modernity
of technologies used to pay for services; personal
attention of employees to customers and provision of
information on current promotions and discounts
available during the service; greater feeling of
safety and timely provision of services; listening
to comments made; confidence in the policy on
protection of personal data.

Several directions for improving service quality
have been identified. One of them is to increase
the motivation of employees by using different
and effective means of encouragement and
motivation. Incentives should encourage employees
to communicate politely and pleasantly with
customers, to show more empathy for their
complaints, etc. It could be an increase in salary
or bonus, announcement of the best employee,
etc. Another approach is to provide continuous
training for employees on the quality of customer
service and to introduce customer service standards
in the gas station network. It should also be
remembered that the physical condition of the gas
station network is an important part of service
quality: functional modern design, new and
modern customer service technologies help to serve
customers faster and more professionally and make
them feel more comfortable.

14



MANAGEMENT Economics & Education 2023 08(01) May

References

[1] Bagdoniené, L. & Hopeniené, R. (2015). Paslaugy marketingas ir vadyba. Kaunas: Technologija.

[2] Bakanauskas, A., & Rac¢kauskaité, I. (2010). Vartotojy lukes¢iy formavimo modelis. Organizacijy vadyba:
sisteminiai tyrimai, 54, 7-20. E-source: https://etalpykla.lituanistikadb.lt/fedora/objects/LT-LDB-0001:
J.04~2010~1367171790605/datastreams/DS.002.0.01.ARTIC/content

[3] Bliujuté, G., & Korsakiené, R. (2014). Peculiarities of Customer Relationships Management: A Case of
Lithuanian Companies / Santykiy Su Klientais Valdymo Ypatumai: Lietuvos Jmoniy Atvejis. Mokslas -
Lietuvos Ateitis, 6(1), 9-16. DOI: https://doi.org/10.3846/mla.2014.02

[4] Dabholkar, P. A., Thorpe, D. I, & Rentz, J. O. (1995). A Measure of Service Quality for Retail
Stores: Scale Development and Validation. Journal of the Academy of Marketing Science, 24(1), 3-16.
DOL: https://doi.org/10.1177/009207039602400101

[5] De Keyser, A., & Lariviere, B. (2014). How technical and functional service quality drive consumer
happiness. Journal of Service Management, 25(1), 30-48. DOI: https://doi.org/10.1108/josm-04-2013-0109

[6] Falter, M., & Hadwich, K. (2019). Customer service well-being: scale development and validation.
The Service Industries Journal, 40(1-2), 181-202. DOI: https://doi.org/10.1080/02642069.2019.1652599

[7] Farooqi, R., & Banerji, R. (2013). Evaluation of Retail Service Quality by Using RSQS Model: A Case
Study on Big Bazaar Hypermarkets in NCT of Delhi (India). SSRN Electronic Journal. DOI: https://doi.org/
10.2139/ssrn.2578865

[8] Finn, D. W, & Lamb, C. W. (1991). An Evaluation of the SERVQUAL Scales in a Retailing Setting.
Advances in Consumer Research, 18, 338-357. E-source: https://www.acrwebsite.org/volumes/7137/

[9] Ingaldi, M. (2021). Retail Service Quality Scale (RSQS) as an Example of Quality Service Scale
Used in Traditional Trade. Multidisciplinary Aspects of Production Engineering, 4(1), 431-441.
DOIL: https://doi.org/10.2478/mape-2021-0039

[10] Jurgileviciate, L., & Sudzius, V. (2010). Santykiy rinkodaros ypatumai teikiant finansines paslaugas.
Verslas: Teorija Ir Praktika, 11(2), 116-123. DOI: https://doi.org/10.3846/btp.2010.13

[11] Kaul, S. (2007). Measuring Retail Service Quality: Examining Applicability of International Research
Perspectives in India. Vikalpa: The Journal for Decision Makers, 32(1), 15-26. DOI: https://doi.org/
10.1177/0256090920070102

[12] Kinderis, R., Zalys, L., & Zaliené, I. (2011). Paslaugy kokybés vertinimas viesbu¢iy versle [Evaluation
of service quality in the hotel business, in Lithuanian]. Ekonomika ir vadyba: aktualijos ir perspektyvos,
1, 86-100. E-source: https://etalpykla.lituanistikadb.lt/object/LT-LDB-0001:J.04~2011~1367174927148/
J.04~2011~1367174927148.pdf

[13] Matuszynski, M. J., Gajewska, S., & Maluszynska, I. (2016). Dziatania z zakresu rewitalizacji stuzace
edukacji ekologicznej na wybranym przyktadzie. Europa Regionum, 28, 163-176. DOL: https://doi.org/
10.18276/er.2016.28-11

[14] Martinez, J. A., & Martinez, L. (2010). Some insights on conceptualizing and measuring service quality. Journal
of Retailing and Consumer Services, 17(1), 29-42. DOLI: https://doi.org/10.1016/j.jretconser.2009.09.002

[15] Nallamalli, U. B., & Shekhar, B. (2011). Impact of Service Quality on Apparel Retail Customer Satisfaction-
A Study of Select Metropolitan City Hyderabad. Journal of Management Research, 3(2). DOL: https://doi.org/
10.5296/jmr.v3i2.674

[16] Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of Service Quality
and Its Implications for Future Research. Journal of Marketing, 49(4), 41-50. DOI: https://doi.org/
10.1177/002224298504900403

[17] P. J, S., Singh, K., Kokkranikal, J,, Bharadwaj, R., Rai, S., & Antony, J. (2021). Service Quality and
Customer Satisfaction in Hospitality, Leisure, Sport and Tourism: An Assessment of Research in Web of
Science. Journal of Quality Assurance in Hospitality & Tourism, 24(1), 24-50. DOI: https://doi.org/10.1080/
1528008x.2021.2012735

[18] Riseetyawan, A., Sularto, Sari, A. E., & Badrunsyah (2022). The Effect of Facilities and Service Quality
on Customer Satisfaction of Gas Station in Setu Bekasi, West Java. Marginal: Journal of Management,
Accounting, General Finance and International Economic Issues, 1(2), 27-36. DOI: https://doi.org/10.55047/
marginal.v1i2.130

[19] Simmers, C. S., & Keith, N. K. (2015). Measuring Retail Store Service Quality: The Disparity between the
Retail Service Quality Scale (RSQS) and Comment Cards. Academy of Marketing Studies Journal, 19, 117.

[20] Siu, N. Y., & Tak-Hing Cheung, J. (2001). A measure of retail service quality. Marketing Intelligence &
Planning, 19(2), 88-96. DOLI: https://doi.org/10.1108/02634500110385327

[21] Sriram, V. (2019). Validation of Retail Service Quality Scale (RSQS) Among Organized Retail
Hypermarkets in India. Journal of Mechanics of Continua and Mathematical Sciences, 14(5).
DOIL: https://doi.org/10.26782/jmcms.2019.10.00012

15



Economics & Education 2023 08(01) May MANAGEMENT

[22] Salkauskiené, L. (2018). Klienty aptarnavimo kokybé: Siaurés Lietuvos regiono elektronines paslaugas
teikiancio tinklo atvejis. Aukstyjy mokykly vaidmuo visuomenéje: issukiai, tendencijos ir perspektyvos, 1(7),
200-206. E-source: https://alytauskolegija.lt/wp-content/uploads/2014/09/2018-konferencijos-leidinys.pdf

[23] Salkauskiené, L., & Pozelaité, R. (2014). Klienty Aptarnavimo Kokybeé: Siauliy miesto maZzmeninés
prekybos tinklo atvejis. Professional Studies: Theory & Practice/Profesines Studijos: Teorija ir Praktika, 14,
267-273. E-source: https://etalpykla.lituanistikadb.lt/fedora/objects/LT-LDB-0001:J.04~2014~15169763
34068/datastreams/DS.002.0.01.ARTIC/content

[24] Fandy Tjiptono, & Gregorius Chandra (2005). Service, quality & satisfaction / Fandy Tjiptono, Gregorius
Chandra. Yogyakarta: Andi.

[25] Vysedvorskyté, M., & Vilkaité-Vaitoné, N. (2020). Factors Affecting Customer Loyalty FOR Mobile
Service Providers. Mokslas — Lietuvos Ateitis, 12(0), 1-10. DOI: https://doi.org/10.3846/mla.2020.12448

[26] Zeithaml, V. A. (2002). Service excellence in electronic channels. Managing Service Quality: An International
Journal, 12(3), 135-139. DOLI: https://doi.org/10.1108/09604520210429187

[27] Zilinskiené, 1., & Norkus, J. (2021). Improving IT Service Management in Customer Service Business:
A Case Study. Information & Media, 91, 8-25. DOI: https://doi.org/10.15388/im.2021.91.48

Received on: 12th of April, 2023

Accepted on: 10th of May, 2023
Published on: 31th of May, 2023

16



