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ABSTRACT

The contemporary market for products and services is marked by intense and continually increasing competition,
ongoing economic and technological shifts, and customers who are steadily more demanding and informed. The
growing competition and the awareness of the 21 century customers require to link the new and more aware
customer requirements with innovation in the services sector. The best source of information regarding changing
demands comes from customer feedback, which guides modifications aimed at enhancing quality. Through their
level of satisfaction, the customer imparts information about the extent, nature, and range of innovation required to
fulfil their expectations. The article suggests a model utilising the Servqual method, which helps to indicate sectors
within service enterprises that require modification or advancement, as well as the essence and category of said
alterations. Suggestions for innovation are linked with the maximum value of the calculated indicator (RA1). The
analysis of the data shows that the greatest scope for enhancement is in the E1 enterprise, where RA1 in all domains
exceeds the value of 30. The second business which requires quick alterations is E6. Two companies (E1 and E3)
require innovation in the area related to “responsiveness”.

Keywords: quality, servqual, services, innovation.

INTRODUCTION

The role of a customer in shaping products and
services has undergone a significant evolution. The
modern customer is increasingly aware of their
needs and has an ever-growing knowledge and
skills. Increasing competition and the awareness of
the 21 century customer mean that the customer
does not want and does not have to adapt their needs
to what the market offers, because it is the market
that must adapt its products and services to their
needs, their perception of quality. The combination
of quality and [1, 2] significantly affects the success
and profitability of an organisation [3, 4], as well as
customer satisfaction [5, 6] and customer retention
[6]. It contributes to market share and return on in-
vestment [ 7], thus becoming a key strategic compo-
nent, as well as influences the reduction of produc-
tion costs and enhancement of productivity [8].
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The assessment of service quality, and meth-
ods of measuring it, have drawn the attention of
numerous researchers [9, 10] due to its inherently
elusive, non-concrete, and even abstract nature.
Conducting customer satisfaction research is a
crucial aspect of a company’s operations, aiding in
the ongoing increase in the quality level [11, 12].
It is crucial for service institutions to continuously
assess and measure customer satisfaction, as it
provides valuable insights into how well a service-
based business is meeting the quality expectations
of their customers and how is it perceived by the
customers. Customer satisfaction level serves as
a measure of service quality and simultaneously
drives the efforts towards constant improvement
of the business and to enhance its market position.
Nevertheless, there is still no universal method,
while each current method has its own set of pros
and cons. The search for methodologies which
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permit for the identification of customer require-
ments and to meet them to the maximum possible
degree. The objective of these methodologies is to
minimise the discrepancy (or the gap) between the
customers’ anticipations of the service and their
actual perceptions (the service received), thereby
satisfying customer requisites to the maximum
extent feasible and consequently contributing to
the prosperity of the enterprise. Consumers find it
challenging to express their service requirements,
complicating the definition and quantification of
an abstract idea. Sources of increasing importance

of services can include [13]:

e The increase of societal wealth.

e Increasing levels of education of consum-
er (associated with increased aspirations and
expectations).

e The increase in free time (the social pressure
to extend the amount of free time leading to
a greater need for transportation, IT and tele-
communications services).

e Strong integration of production activities with
service activities in modern sectors of economy.

Both manufacturing and service businesses
must not only consider the customer’s point of
view in their product and service designs, but also
largely rely on their expectations. A company that
disregards a customer must expect that others will
exploit this gap. The terms ‘traditional needs’ and
‘standard customer’ are giving way to the ‘indi-
vidual needs’ of the customer. These elements are
heightening the requirements and anticipations
imposed on the products, services, and market
conduct of their providers. Economic globalisa-
tion, technical and technological advancements
have resulted in modifications in the relationship
between customers and suppliers. There has also
been a shift in how the customer’s role in busi-
ness processes is perceived. The customer does
not solely serve as a source of economic value
expressed in financial value, but has also transi-
tioned to become an engaged party in the ongoing
procedures. Consequently, the supplier’s role in
relationships with the customer has undergone a
transformation. A company must not only gener-
ate value based on its own resources and exper-
tise, but it also needs to satisfy the demands of the
customer. That is why understanding the custom-
er’s needs is so crucial. The customer shapes the
service, triggers alterations, extra functionalities
and innovations. Getting feedback for products is
less challenging than for services. Owing to the

traits of services (intangibility, temporariness, di-
versity, indivisibility, heterogeneity), methods to
enhance its quality are constantly being sought.
Improvement in service quality is inseparably
connected with broadly defined change. An in-
novation represents a value and/or quality pro-
duced by a specific kind of change, namely, an
innovative change. This kind of innovation can
also represent a mutation or a value/quality shift
from other systems — it is however important for
it to constitute a novelty for the specific system
[14]. Multiple definitions of innovation exist,
some of which originated in the 1970s; [15, 16].
The following definition still appears relevant and
comprehensive: “Innovation consists of the gen-
eration of a new idea and its implementation into
a new product, process or service, leading to the
dynamic growth of the national economy and the
increase of employment as well as to a creation of
pure profit for the innovative business enterprise.
Innovation is never a one-time phenomenon, but
a long and cumulative process (..)” [17]. Further-
more, the drivers of change and innovation in
both manufacturing and service businesses have
been the object of numerous studies [18+20]).
In a broad context, innovation is perceived as a
purposefully introduced changes that consist in
substituting current solutions with enhanced ones
that yield economic and social advantages. There
is an absence of studies demonstrating the corre-
lation between customer expectations in various
sectors of service quality and the type of innova-
tion required to satisfy them.

The purpose of this article is to suggest a
model allowing to indicate service areas which
require innovation utilising the Servqual method.
The research outcomes allow for the identifica-
tion of innovation paths for service companies
based on customer perceptions of service quality.
The objective was achieved using the Servqual
method. The service was rated by customers of
six different service providers in five areas. The
authors believe that the Servqual approach allows
for the identification of sectors which require in-
novation for the purpose of enhancing customer
satisfaction and in turn, increasing the competi-
tiveness of a business.

BACKGROUND

In the Servqual method, discrepancies be-
tween customer expectations for the service
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and their perception after the service is pro-
vided are subject to [21, 22]. The complex
nature of services requires the evaluation of
their quality from multiple perspectives (ar-
eas) [23, 24]. The specifics of the services may
cause these areas to vary [25, 26]. The study
examines the expectations and viewpoints of
customers in five key sectors, which in a way,
characterise a specific service area [27]. Vari-
ous ways of interpreting service expectations
and perceptions are demonstrated in Figure 1.
According to the authors of the method [10,
28] it is possible to assess service quality on
the basis of aspect evaluation in five areas for
each service business. According to Parasur-
maman et al. [31] their validity is as follows:
(1) reliability, (2) assurance, (3) responsive-
ness, (4) materiality, (5) empathy. The charac-
teristics related to this area are referred to as
reliability. In addition, it indicates that organ-
isations are making efforts to fulfil their prom-
ises and focus on outcomes. The SERVQUAL
service quality model recognised reliability as
its first dimension. Keeping promises is most
often associated with this area. Another area is
assurance. Assurance has been defined as the
politeness and knowledge held by the employ-
ees, together with their ability to gain the trust
of the customers [29, 30]. Assurance implies
communicating with customers and hearing
them out, irrespective of their educational sta-
tus, age or nationality. This area, often referred
to as expertise, is a significant characteristic
of employees that should not be ignored when
evaluating service quality [31]. He asserts that
assurance reflects the attitudes and behaviour
of employees, in addition to the personnel’s

O=P Satisfac-
tion of the
service

Customer
expecta-

tions for
the service

Perception
of the
service by
the  cus-

=| O<P Surpris-

ingly the

quality of
service

—

O>P Expectations
of the service were

not met

Figure 1. Opportunities for interpretation of the
fifth gap between the expectations of the service and
notion after being provided the service
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ability to deliver competent services in a wel-
coming environment. Another area is Respon-
siveness/Reaction to something. This area pro-
vides information regarding delivering precise
updates to customers regarding the completion
date of tasks, dedicating unwavering attention
to them, advertising services, and catering to
their requests, including reacting promptly to
customer inquiries. In the SERVQUAL 1994
study, responsiveness was identified as the
third dimension.

The final two sectors are materiality/tan-
gibility and empathy. Materiality/tangibility
(tangibility) — tangible items such as furnish-
ings, equipment, and the neat appearance of
personnel are included in this area. This is
the tangible representation of the service that
customers will utilise to evaluate its quality.
This encompasses infrastructure and devices
utilised for providing services. Empathy — the
customer’s perception that they are receiving
individualised treatment, and that their order
or service is given priority by the organisation.
The customer feels special.

The purpose of a customer satisfaction sur-
vey is to gather insights about whether the cus-
tomer is content with the service, thereby allow-
ing to identify any gaps. Understanding the gaps
is the source of transformation and innovation,
holding the potential to enhance customer sat-
isfaction. Numerous definitions of innovation
exist [32, 33]. They vary in the extent of this
concept, the type and scope of modifications.
They all agree that it is a change which aims to
improve [34]. Pursuant to the management en-
cyclopedia, innovation (derived from the Latin
word innovatio, meaning renewal), involves a
series of actions that result in the creation of
new or enhanced products, technological proce-
dures or organisational frameworks. The inter-
pretation of innovation is broad in the definition,
encompassing areas extending beyond technol-
ogy. The literature does not contain many stud-
ies discussing the methods that trigger the ne-
cessity for innovation, particularly within the
service sector. In the literature [35+37] there is
considerably more data on product innovations
than on service innovations. Given that evaluat-
ing the quality of a service is more challeng-
ing than evaluating the quality of a product, it
is also more difficult to implement changes or
innovations that would enhance the service and
consequently, its quality [38, 39].
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MATERIALS AND METHODS

The study was carried out for six service busi-
nesses: a business providing food services (E1), a
catering business (E2), a business providing cou-
rier services (E3), a transportation service business
(E4), a language school (E5), and a hotel (E6). The
research employed the Servqual method, carried
out among the customers of six distinct service
businesses (E1, E2, E3, E4, ES, E6). The study was
carried out among service providers from six ser-
vice businesses. The study was conducted between
2020 and 2024. In total, 505 individuals utilising

Oral communi-
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various service providers were examined. Specifi-
cally, we received 88 questionnaires from the per-
sons who used the services rendered by business
El, 78 from E2, 96 from E3, 76 from E4, 79 from
ES, and 88 from E6.

The study utilised the gap quality model and
the Servqual technique. Service quality model
by Parasuraman et al. (1985), pinpoints five dis-
tinct inconsistencies (gaps) between the antici-
pated and actual service quality experienced by
customers in the framework of business-to-con-
sumer interactions (Fig. 2) The characteristics of
the individual gaps [28 + 31] are listed in Table 1.
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Figure 2. Gaps in the service quality model. Source: [10, 38, 39])
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Table 1. Characterization of the gaps

Gap Characteristics
Gap 1 | Determines the difference between customer expectations and perception of these differences by the service provider
Gap 2 Is defined as a difference between perception of customer expectations by enterprise managers and physical fea-
tures of the service
Gap 3 | Represents the difference between the specification of the quality of services and actually provided services
Gap 4 | The difference between the provided service and information about this service obtained by the customer
Gap 5 | Means the difference between customer expectations and his or her actual perception of the quality of purchased services

A seven-point Likert scale of 1-7 was uti-
lised in the study (where 1 means ‘I disagree’
and 7 means ‘I strongly agree’). For each busi-
ness, twenty-two claims were drafted that were
grouped into five sections (Table 2). The differ-
ence between the perceived service quality re-
ceived (P) and the prior expectations of it based
on past experiences (O) is shown in Table 4.
This is the mean deviation for each of the five
sectors calculated using the formula:
_ X(P-0)

nsa

Ay (1)

where: A — average for the area; P — customer’s
view on the quality of service; O — ex-
pectations of the customer regarding the
quality of the service; n, — number of

statements in the area. Average A . ..
eliability,

Assurance, AResponsability, ATangibility, AEmpathy

An example of the analysis for one of the
companies analysed (a courier company) is pre-
sented in Table 3.

The overall Servqual arithmetic mean was
calculated using the formula presented below:

§ =24 )
5
where: A, — average for the area; S — overall

A
Servqual arithmetic mean.

The type and scale (level) of innovation
should be suggested based on the findings based

Table 2. Streamlined version of the Servqual method

on Servqual surveys. Ongoing process enhance-
ment must be taken into account. In our pursuit to
meet customer satisfaction and enhance the busi-
ness competitiveness, we must bear in mind that
the enhancement process needs to be ongoing,
hence the inclusion of the PDCA (plan, do, check
and act) cycle in the model.

The Servqual method is used in a model to
choose the investment type and level, as shown
in Figure 3.

The four key aspects are related to the service
itself, the process, the organisation, or marketing.
They will assist in identifying if the business re-
quires incremental small innovations, such as minor
enhancements to current services, aesthetic modifi-
cations intended to set apart products and boost the
competitiveness of the company. Average (incre-
mental) innovation — refers to the reorganisation of
the company caused by the upgrading of a product
or technology. Radical innovation is a major step
forward in the development of a service, process, or
system. It typically involves creating something en-
tirely new which then becomes accepted by custom-
ers as an alternative to existing or services.

The results of the analysis will indicate the di-
rection of innovation and its level (incremental or
radical). This relationship is presented in Figure 4.

In contrast to incremental innovations which
only build upon existing technologies and pro-
cesses, radical innovation creates new ones from
scratch. Significant (breakthrough) — are formed

Statements Areas P O Servqual P-O
1 Reliability Ay
Certainty Assurance
Response to something Responsibility”
Materiality ATang\bility'
2:2 Empathy AEmpathy
Total arithmetic mean Servqual 2(P-O)/5

176



Advances in Science and Technology Research Journal 2025, 19(3), 172-183

Table 3. Servqual sheet for a courier company (E3)

Statements P-O
TANGIBILITY
1. Couriers are garbed in suitable, neat, company-representative clothing
2. The vehicles of couriers are labelled and identifiable
3. The InPost app works reliably
4. The application is simple and intuitive to use
5. The parcel lockers operate efficiently, they do not jam, they are not damaged and consistently maintained clean
6. Information relevant to the customer can be quickly and conveniently located on the company’s website
Arithmetic mean (A))
RELIABILITY
7. The parcels that are delivered always get to the correct individuals and the proper address
8. Packages that are delivered are maintained in a suitable condition (not bent, undamaged, positioned with the
topside pointing up)
9. Besides ensuring the parcel is correctly delivered, the company also caters to the requirements of the customers
(adheres to the stipulations mentioned in the “additional shipping guidelines”)
10. The customer consistently receives e-mails detailing the dispatch of the parcel, its intended delivery location, its
storage in a parcel locker, the parcel collection date, and the capability to track it
Arithmetic mean (A))
TIMELINESS
11. The business adheres to the anticipated parcel delivery times
12. The business promptly replies to emails and phone calls
13. Couriers aim to deliver packages at times which closely match those given over the phone
Arithmetic mean (A))
COMPETENCE
14. Customer trusts couriers to deliver parcels safely
15. Couriers provide package delivery with respect, either “hand to hand” or using other previously agreed methods
16. If the previously chosen parcel locker runs out of space, the customer is promptly updated about the change in
the delivery address.
17. In the event of unforeseen circumstances, you can arrange with the courier for a different delivery address or time.
18. The helpline personnel is knowledgeable and capable of addressing any query.
Arithmetic mean (A))
EMPATHY
19. The operating hours of the helpline enable communication without the necessity of, for instance, taking a day off
20. Each customer is treated on an individual basis
21. Couriers demonstrate willingness to help in delivering packages to individuals who are unable to do so on their own
22. Individuals working on the helpline comprehend customer requirements and have the capacity to provide as-
sistance in a suitable manner
Arithmetic mean (A))
ZA
Table 4. The results of the averages A, A, A, A, A, for each of the areas
Area E1 E2 E3 E4 E5 E6
Reliability -1.95 -0.33 -0.16 -1.29 -0.28 -1.58
Assurance -2.3 -0.33 -0.18 -1.05 0.18 -1.94
Responsiveness -2.1 -0.59 -0.13 -0.21 0.15 -2.21
Tangibility -25 -0.26 -0.14 -0.55 -0.27 -0.58
Empathy -1.97 -0.3 -0.28 -1.01 0.16 -2.15
Av Servqual -2.16 -0.36 -0.18 -0.82 -0.012 -1.69
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4 N

® Which aspects of the service provision process do
customers perceive as the most lacking?

o What are the reasons for customer discontent?

o What do customers need and expect?

o What aspects of customer service do customers still
find insufficient and in need of enhancements?

Servqual metod

Calculation  of Importance of areas (I)

Servqual ratio (S) Reliability,  Assurance,
Responsiveness, Tangi-
\s: P-O bility, Empathy j
s
Ratio of average and importance.
Ai=S*1
1
1L

Interpretation on the choice of type
and level of Innovation
-

)8
Type of Innova- Innovation level:
tion: ¢ Incremental minor
¢ material, ¢ Incremental average
e process, o radical

e organisational.

Continuous improve-
ment

Figure 3. A model for selecting the investment type
and degree utilising the Servqual technique

through extensive research and development
works over time. They relate to a strategic shift
and may affect the entire economic sector.

RESULTS

The findings of the disparities between per-
ceptions and expectations across each of the six
enterprises are shown in Table 4 (average of the
discrepancies for each field).

Table 5 illustrates the average significance of
the areas (as pointed out by the respondents in the
surveys) for customers.

Level of innova-
tion

A
Radical
innovation
Servqual’s areas
Incremental
medium Empathy
innovation
/ Tangibilitv
/ Responsiveness
Incremental
small /
: . Assurance
nnovation Kind of
Reliabilitv nnovation
>
Marketing ~ Organizational ~ Process Service/product

innovations innovations innovation  innovation

Figure 4. Diagram of the correlation between Servqual
domains, innovation level, and innovation type

The average Servqual scores and the signifi-
cance of each of the five sectors for the examined
businesses are shown in Figures 5+10

The analysis of the Figure 5 suggests that re-
sponsivenes is the most important area for the sur-
veyed enterprises No. 1 in the food industry, while
empathy is the least valued. The area of reliability
was rated highest (-1.95). This implies that the best
alignment between customer service expectations
and their perceptions exist in this area. Tangibility
is an area of great importance to customers and it is
also the one causing the most disappointment. For
this reason, planning for innovation should primar-
ily focus on this area.

The Figure 6 analysis reveals a minimal vari-
ance between the expected and perceived service in
all the examined areas. The largest is in the area of
responsivenes (-0.59). The sectors most significant
to the survey participants received high ratings.

The courier service company received high
ratings from those surveyed. The discrepancy be-
tween the anticipated and the observed service var-
ies from -0.13 to -0.28 (Fig. 7-10). It must be kept

Table 5. Importance of the areas for the companies under analysis

Area E1 E2 E3 E4 E5 E6
Reliability 171 26.98 22.35 28.74 22.82 43.21
Assurance 19.21 14.32 18.32 16.84 21.22 13.82

Responsiveness 27.35 17.15 25.08 16.36 21.86 17.31
Tangibility 20.24 26.12 14.11 22.85 17.68 14.33
Empathy 16.1 15.43 20.14 15.21 16.42 11.33

Sum 100 100 100 100 100 100
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Figure 5. Servqual scores (P-O) and the significance of sectors for a food industry business (E1)

Empathy

Tangibility

Responsivenss

Assurance

Relizhility

Average

T T T
13 18 23 28

Impaortance oftheares

Figure 6. Servqual scores (P-O) and the importance of areas for the catering business (E2)

Empsathy

Tangibility

Areas
1

Responsivenss

Assurance

Relizbility

-3 2 7
Average

12 17 22 27

Importance of the ares

Figure 7. Servqual scores (P-O) and the importance of areas for the courier services company (E3)

in mind that the Servqual method is distinguished
by its capacity to exceed customer expectations,
which is achievable through ongoing development
and the implementation of innovations. Innova-
tions will yield the most significant effect in the
sectors which are of utmost importance, namely:
responsiveness, reliability, empathy.

In the ES company, the service rendered sur-
passed the expectations of the customer in three

sectors (empathy, responsiveness, assurance). At-
tention should be paid to the two remaining areas
— tangibility and assurance.

The analysis of the results for the hotel (E6)
indicates that it excels in meeting expectations in
the area of tangibility, however, it reaches the low-
est results in the category of responsivenes. with
respect to significance, the reliability area is of the
key importance to the surveyed customers.
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Figure 8. Servqual scores (P-O) and the importance of areas for the courier services company (E4)
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23
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Figure 9. Servqual scores (P-O) and the significance of sectors for a language school (E5)

. |
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Areas

Responsivenss

Assurance

Relizbility

Average

18 23

Importance of the area

Figure 10. Servqual scores (P-O) and the significance of sectors for a hotel (E6)

In order to indicate the areas which necessi-
tate innovation, first and foremost, the Servqual
score was initially multiplied by the weight (the
weights are exhibited in Table 5), and the Ratio of

average and importance (RA)) was obtained.
A=8x1 (3)

where: 4. — area; S — Servqual score for each
area; | — validity
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Ratio of average and importance for each area
of the service quality investigation for all busi-
nesses surveyed is shown in Figure 11. It shows
that for four out of the six enterprises E2, E4, ES
and E6, the area of reliability takes precedence.
This area also holds the second position of signifi-
cance in company no. 3. The Figure also shows
that responsiveness holds the second most signifi-
cant position.
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Figure 11. Ratio of average and importance for the specific areas of each of the six companies

Suggestions for innovation are linked with the
maximum value of the calculated indicator (RA.).
The analysis of Figure 11 demonstrates that the
RA, index in companies E2, E3, ES does not ex-
ceed 10, which is an outstanding outcome. It is an
excellent result, however, a more precise analysis
of these indicators also yields insights into areas
that can be enhanced. Monitoring is required in
all cases, even if the situation is seemingly stable.
The greatest scope for enhancement is in the E1
enterprise, where RA, in all domains exceeds the
value of 30. The area of responsiveness that is of
most concern (above 50). The second business
which requires quick alterations is E6. The most
rapid alterations and advancements are required in
the area of reliability (RA, nearly 70). E1 and E3
companies require innovation in the area related to
responsiveness. Recommendations regarding the
scope of innovation depending on the RA, indica-
tor are presented in Table 6. Based on the informa-
tion presented in Figure 11, an area of innovation
can be suggested, as outlined in Table 7.

The analysis of results included in Table 7 re-
veals that only a single enterprise considers prod-
uct information paramount (E2). Alternatively,
all the businesses examined require the introduc-
tion of process and organisational innovation as a
foremost priority. The shortcomings experienced
by customers relate primarily to the areas of re-
liability and responsiveness, which require the
involvement of responsible personnel character-
ised with adequate expertise and an individual ap-
proach to the customer to improve the area.

CONCLUSIONS

The quality of service is fundamentally tied
to client satisfaction, but also to enhancement,
which suggests advancement, alteration, and in-
novation. An analysis of the literature on innova-
tion and innovativeness reveals their evolution-
ary nature and the non-homogenous definitions
provided even by the contemporary scientific

Table 6. Guidelines concerning the extent of innovation based on the RA, index

Innovation E1 E2 E3 E4 E5 E6
Material +
Process + + + + + +
Organisational + + + + + +
Marketing

Table 7. The requirements of customers and the type of information required

RA, Recommendations Level of innovation
0+10> Monitoring Incrgmenta] minor
innovations
(10+30> Improvement modelled on previously established products and processes Incremental average

(30 and more)

They emerge from scientific research activities, pertaining to new products or
processes.

Radical
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community. Moreover, these ideas are frequent-
ly identified with one another and mistaken for
originality or creativity. The subject of innovation
in services is insufficiently explored in literature,
a consequence of the intangible and non-tangible
nature of services. Formulating a method that
initially evaluates the satisfaction level of the
customer with the provided services, pinpoints
the dissatisfaction factor referred to as “holes,”
and thus allows to highlight areas for improve-
ment, the nature and extent of such modifications,
makes for a significant addition to the subject lit-
erature. The article suggests a model utilising the
Servqual method, which helps to indicate sectors
within service enterprises that require modifica-
tion or advancement, as well as the character and
category of said alterations. With this aim in mind,
deriving from the findings of satisfaction surveys
and the values that the participants conferred on
different fields (reliability, assurance, responsive-
ness, tangibility, empathy) developed an indica-
tor ratio of average and importance. Based on the
outcomes of the ratio of average and importance
ratio, one can consider three kinds of investment
by scale (minor incremental, medium incremen-
tal, radical) and four types according to their na-
ture (material, process, organisational, market-
ing). In respect of scale, the following should be
mentioned:

e Incremental small — a series of small improve-
ments made to a company’s existing products
or services. Generally, these low-cost im-
provements help further differentiate a com-
pany from the competition while building on
current offerings.

e Incremental averages which are based on the
previously developed products and processes.
They are associated with their enhancement.

e Radical innovation which involves major
changes to products (completely new prod-
ucts), services or technologies which com-
pletely replace products formerly utilised in
the specific sector. The launch of such innova-
tions in the market triggers a deep restructur-
ing of competition in a given industry.

The paper examines six distinct service enter-
prises to demonstrate the universal applicability
of the suggested model in diverse service busi-
nesses. In this case, the advantage lies in focusing
on customer satisfaction. In contrast to the qual-
ity of products, which must comply with speci-
fications, the quality of services is much more
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difficult to assess. Feedback from the customer /
service recipient is extremely important.

Based on the outcomes from the customer
satisfaction level achieved by the application of
Servqual analysis and the ratio of average and
importance, it is possible to suggest a type of in-
novation (the sector it aims to target) as well as
the level of innovation, which ultimately leads to
an enhancement in the quality level and the com-
petitiveness of a particular business.
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