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Abstract. In today's society, all companies face constant changes that cause unrest within
the company. The stimuli that have the greatest impact on change are unexpected fluctuations
that usually occur from the outside environment. One of the priority factors that has strong
impact on the success of the company is the users of the goods or services provided.
Customer satisfaction is considered to be one of the most important factors in determining a
company's success [14]. Companies that give priority to management oriented towards the
users of the provided services (goods) have the greatest prospects and advantage in other
respects. In the context of corporate dependence on consumers, it is important to ensure a high
quality and fully refined customer service process while improving corporate management.
The widespread choice of corporate management methods and alternatives to their
improvement creates opportunities for companies that, unfortunately, are sometimes far from
being one of the most important factors in a company's profitability and authority in the
market - its customers.The energy supplier is AB “Energijos Skirstymo Operatorius” (Energy
Distribution Operator) (hereinafter - ESO AB), which has more than 1.6 million customers,
and is the dominant energy service company in Lithuania. A dominant energy service
company often allows itself to make predetermined or unplanned changes in corporate
management, regardless of the quality and expectations of consumers’ opinion when
evaluating the quality of service. For these reasons, scientific, practical, analytical research
into customer service quality in public service delivery is particularly relevant and significant.
Problem and relevance. One of the most emphasized factors in both the theoretical and
practical activities of a company in providing services is the quality of customer service.
Continuous processes to improve corporate management regardless of customer expectations
create barriers to customer service quality. The discrepancy between experienced and
expected quality in customer service creates deficiencies in customer service, leading to
resentment, mistrust and frustration with the service users, and creates a negative image of the
company nationally and internationally. For these reasons, the practical and theoretical
question of whether the ongoing reorganization of the management of the energy sector
company in the field of public service provision is based on the improvement of customer
service remains a challenge. The aim of the research - to evaluate the improvement of the
management of the company oriented to the quality of customer service in accordance with
the theoretical and practical provisions of management. The object of the research is the
customer service system of AB ESO. Research objectives: To identify the interrelationships
between customer service and quality management aimed at improving corporate
management; after analyzing the application of quality management in enterprises to present
the main and common elements of management improvement. To describe the peculiarities of
the management and customer service process of ESO AB. To evaluate the experienced and
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expected quality of customer service of ESO AB, on the basis of which to research the
opinion of the company's representatives on the management elements to be improved.
Research methods - analysis of scientific literature; document analysis; data analysis;

questionnaire; graphic representation

Keywords: customer, quality of service, human resources, corporate management,

strategy, prestige.

CUSTOMER SERVICE
QUALITY CONCEPT AND
ASSESSMENT METHODS
In today's scientific literature,

customer service is an integral
component of both the service and
goods sectors. Over the last few
decades, the attitude towards the
customer and the influence he has
been undergoing has been constantly
evolving until finally he has begun to
exert an increasing influence on the
business operations of the company,
the strategy.

Customers and their service can be
attributed not only to low-control
environmental factors [8], but can also
be used as a resource for businesses to
provide better and high quality
services. In this case, it is important to
identify the customer and their service
as an external factor or resource
contributing to the value creation
process. By interacting directly with
each other, the client and the company
create a collaborative partnership that
is characterized by dialogue. In the
common sphere, the on-going service
process between the company
providing the service and the
customer enables both parties of the
action to better understand the mutual

benefits.  Customer  involvement
brings economic, relational and
psychological benefits to both

employees [23] and increases the
productivity and efficiency of the
company and encourages the

company to continually improve
management. According to the
researchers, the antecedent of
customer  service  focuses  on
company-customer relationships,
customer knowledge and motivation
[23]. Quality customer service can be
defined as the internal and external
resources of a company [6], in this
case customer interaction with each
other, creating added value for the
company while strengthening
customer relationships.  Customer
retention is important for all
companies, regardless of their type
and size [3].

Customer service in service
companies can be associated with
evaluating customer experiences from
a service quality perspective. This
insight reveals the broader content of
the customer service concept by
incorporating an experience

management element that
combines elements such as consumer
emotion, satisfaction, cognitive and
emotional values, memory,
recommendation exchange, and more
[2] what is necessary for quality
assurance. It is noticeable that the
very definition of customer service in
its content is related to quality, which
Is revealed in particular through
continuous analysis of the customer,
which subsequently influences certain
changes in the company.

Nowadays, in times of economic
toughness and increasing competition,
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quality of customer satisfaction in
customer service is essential as it
increases customer loyalty [9,11,12].
Quality can be measured from
several different disciplines such as:
economics, marketing, psychology or
performance research [4], so these
factors are important in customer

Service: customer recognition;
courtesy: elementary polite
communication with the client,

including words such as: please and
thank you; delivering service on
time: most clients are tolerant of
waiting time if there are good reasons
such as: there are no free staff
available to serve because they are
serving other customers, but if the
customer is forced to wait without
reason, for example, employees
communicate with each other and pay
no attention to the waiting customers,
then the perceived concept of service
quality is affected and leads to
customer dissatisfaction;
professionalism: the recipient of the
service expects to have a variety of
skills such as: quick and detailed
answers to his / her questions and
services that match expectations;
empathy: the  willingness  of
consumers to understand, especially
when clients are confronted with a
language barrier or some disability
that reduces their communication
effectiveness; patience: the customer
may be dissatisfied with the service
the company provides and may cause
the customer annoyance. Enthusiastic
service: customers come to the
company for one reason to meet their
needs. Providing additional services
and information will help the
company ensure a positive customer

service experience. In order to
increase the wvalue, prestige and
competitive  advantage of the
company, the customer service must
be of high quality, taking into account
the key elements contributing to the
quality of customer service.

STAGES OF DEVELOPING
CORPORATE MANAGEMENT
TO IMPROVE THE QUALITY OF
CUSTOMER SERVICE

Corporate management, as well as
its improvement, is a process that
consists of these stages: planning,
organizing, management and
controlling activities using financial,
human, material and immaterial
resources [20]. Customers are one of
the resources of a company [8] and
therefore an important component
contributing to management,
especially its improvement. With this
in mind, it is important to include it in
improving corporate management.
Management improvement is a kind
of response to ongoing changes in the
environment, and in a general sense,
management improvement can be
described as a change within the
company [17]. The main changes
affecting management changes can be
identified from external environment,
management, internal environment
and company culture [17].

Taking into account that in this
case the improvement of corporate
management is based on consumer
opinion and experience, one of the
first stages in improving corporate
management focused on the quality
of customer service is to capture
current customer perceptions of
services / goods provided and measure
service satisfaction [21]. A variety of
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quantitative and qualitative service
evaluation methods are used to assess
the current situation and provide a

more detailed understanding of
consumers'  views. Stage two:
evaluation of the information

collected / results of the study [17].
Based on the information received,
further steps and sequences of actions
are taken internally within the
company to improve customer
satisfaction through quality
management. The company-wide
analysis of the customer service
process, detailing the gaps in the
company management  structures,
goals, vision, strategy, resource-based
interfaces to customer service. Stage
three: planning management
development by improving customer
service quality. The steps of the
planning process, in this case directed
at managing the company to improve
customer service, are referred to as

[7]:

1. Initiating planning:
managers, stakeholders, senior
managers.

2. Assessment of future

situation. The aim is to focus on
the key factors determining the
success of change.

3. Formulating aims with clear
goals.

4. Implementation of
alternatives: different ways and
changes are envisaged to ensure
the realization of the goals.

5. Assessment of alternatives:
the strengths and weaknesses of
the chosen alternatives are
examined in the light of the
objectives and assumptions made.

6. Choosing the  best
alternative. A final step on the
way forward.

7. Implementation. Prepare
and implement a final plan, in this
case management development by
Improving  customer  service
quality, prepare sub-plans and
implement them.

It is important to include the
involvement of all business units in
the planning stage [20] as each level
of the company structure can be
important. At this level, it is important
to evaluate the resources, their scale
and nature, their strategy. Taking into
account that the planning process has
a direct influence on the organization,
management and control, it defines
clear guidelines for these corporate
management functions. Stage four:
organization with one of the main
goals to create structures for realizing
the tasks set during planning [7]. At
this level, the distribution of labor,
resources, and power is predominant
(ibid.). This stage of the corporate
management development process is
characterized by:

1. Adjustment of operational
objectives and strategy;

2. To distribute the goals set
among the units of the company;

3. To clearly define the
management functions required to
achieve the goals set;

4. To allocate the human resources
needed to perform the functions;

5. To select organizational
characteristics: distribution of power,
number of management levels, etc.;

6. To review structural units for
their functions, relationships, rights,
responsibilities, and more.

Developing corporate management to improve the quality of customer service
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7. To re-regulate and redefine
company characteristics, management
activities procedures, information
processing, determine
interdepartmental activities,
management costs, etc. [7].

Stage five: leadership ensuring
management improvement. At this
level, the employees are motivated
and joined for common work, very
often motivated by personal goals to
achieve corporate goals aimed at
management improvement.
Leadership is an impact on employees
[19] and therefore the role of the
manager is significant at this stage of
change. Stage six: control of
management development by
improving customer service quality.
At this level it is important to compare
the planned and actual state [20].
There are many controls that help you
compare actual results such as:
measurement, recording, calculation,
surveys, and more. The main
objective of the control phase is
linked to the implementation of
management improvement objectives
focused on the quality of service to
consumers. In this case, it is important
for the company to keep track of such
indicators as service, quality.

CHANGES OF
MANAGEMENT ELEMENTS TO
IMPROVE THE QUALITY OF
CUSTOMER SERVICE

The retention of service users is
particularly  relevant in  today's
competitive and unstable financial
market world [13]. It is important to
clearly define not only the key phases
but also the elements, their changes
and the interaction with each other in
the process of improving the

management of a company aimed at
improving the quality of customer
service. The following elements are
important:  external environment
(customers) - customers are a factor
in the external environment, triggering
changes in corporate management that
is linked to other elements of the
company. It is not always that external
environmental factors influence all
elements of the company, the stimulus
can only be associated with a few
elements. The customer plays a major
role in the value creation process of
the company; vision / mission - the
element most often revealing the
purpose of the existence of a
company. Vision is an idealized
concept of expected events and
situations and its presentation that
gives motivation, confidence [7].
Meanwhile, the mission in the
scientific literature can be divided into
two  perspectives: strategic and
cultural [5]. At the company level,
vision is the highest measure of
mission formation and aims to
implement them. These management
elements may not always influence
the quality of customer service while
improving the management of a
company, but they often have strong
interrelationships; goals - an element
based on the results to be achieved
and realized [7]. Properly chosen
goals will provide more appropriate
and clearer conditions for achieving
customer service quality. Goals are a
very important element in every
company and their wrong choice can
negatively impact the company's
performance and market success;
strategy is one of the most important
factors for a company, the right choice
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of which equates to the key to success
[1]. Companies have little control
over macroeconomic changes, but
companies that choose a suitable
strategy have greater opportunities
and flexibility to adapt to changes

taking place in the external
environment. Customers are one of
the factors behind the external

environment, so changes in the
medium between the company and the
consumers are a particular strategy of
choice; communication channels that
help enter into relations encourage
communication influencing loyalty,
trust, and satisfaction [10]; company
culture - an element of critical
importance to a company for faster
and more efficient results and an
important factor for success [17];
human resources are one of the
factors that have continued to play an
important role in customer service for
decades and in today's society, where
more and more talk is being given to
the customer, the human factor is
becoming even more important.
Human resources and their
management are identified as number
one determinant of business success in
all Western countries as well as in
China in the ten-tier system [15];
technologies - Technical systems are
the foundation of the company as they
enable the company structures to
perform operations. Technology is a
key element in enabling employees to
perform the necessary operations to
enhance customer experience [18].
Today, technology systems are of
increasing importance to companies,
as they are not only a tool for process
optimization, but also cost savings for
the company; service is the element

most commonly expressed through
the application of knowledge and
skills, or by the act, processes for the
benefit of another entity or company
[8]. In the customer service process
this is an element that, in the minds of
consumers, can often be seen as a
factor that has been proven to be
successful or largely unsatisfactory;
processes is a component that
includes service upgrades and their

continuous improvement [18] that
focuses on improving customer
service quality. This element
combines  the links  between

management and quality, helping to
structure the company, the division of
tasks between managers and their
teams; methods - a management
element, the choice of which is
usually determined by the particular
area. If the main process of
improvement is human resource then
we will use one of the following
methods: motivation methods,
methods of application of the pay
system, etc., while to anticipate
changes in process improvement we
will use other methods; structure - a

factor closely related to the
improvement of corporate
management.

Based on the structure there are
chosen such elements as: culture,
human resources, decision-making
period, etc.; management technique
- management activity can only be
successful if specific knowledge
systems and appropriate management
techniques are used [22].

Based on the diversity of
management elements, it is noticeable
that company management as well as
management improvement is a

Developing corporate management to improve the quality of customer service
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complex process involving a range of
different elements. For a company, the
elements are intertwined and
complement each other, so most often,
when improving management or a
particular area of management,
several elements are included.
RESEARCH
METHODOLOGY
Based on the literature review, the
analysis of customer service process
of public supplier AB “Energijos
Skirstomojo  Operatorius”( Energy
Distribution Operator) was carried out
in providing electricity  services,
highlighting key process elements and
taking into account the key elements
of customer service quality and the

main principles of SERVQUAL
approach focused on management
improvement; there was carried out a
quantitative research, the tool of
which was questionnaire survey. The
main purpose of the quantitative
research is to evaluate the quality of
customer service of ESO AB. The
questionnaire is based on the
SERVQUAL approach, which
measures customer service on five
dimensions: tangibility, reliability,
response, certainty and empathy. The
questionnaire used a five-point Likert
scale range. The reliability of the
dimensions is evaluated based on the
Cronbach's alpha coefficient.

Dimension Experienced quality Expectations
(Cronbach‘s alfa coefficient) (Cronbach‘s alfa coefficient)
Tangibility 0.945 0.980
Certainty 0.937 0.974
Reliability 0.921 0.976
Empathy 0.928 0.975
Response 0.938 0.981
Taking into account that the management in a company with the

Cronbach's alpha coefficient for all
dimensions is bigger than 0.7, the
guestionnaire is considered reliable.
According to the Paniotto’s formula,
applying 5% of error and the
reliability of the sample to be 95%, in
order for the opinion of the
respondents to be representative of the
general population, it is necessary to
interview 400 electricity consumers
who were interviewed during the
survey, and therefore it is considered
that a representative sample was
composed.

Based on the results of the
questionnaire, a qualitative study was
conducted to hear the expert's
assessment of the key elements of

greatest impact on customer service.
The selection of experts shall be based
on the level of competence of the staff
and their experience in meeting
customer needs
RESEARCH RESULTS

Results of questionnaire survey.

Tangibility dimension.
According to the survey data, it is
seen that both business (4.21) and
private (4.26) customers expressed the
highest expectations for the neat
appearance of the employees, whose
experience was higher than expected:
private - 4.45, business - 4.62. Based
on the views expressed by consumers
regarding the company's advertising,
the perceived quality rating between
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business (3.92) and private (3.82)
customers was below expectations. In
terms of customer service quality of
ESO AB, the quality of business
customers  (3.74) was  above
expectations (3.36), while the quality
of private customers (3.88) was below

expectations (3.97). Meanwhile, the
satisfaction of customer service
centers look for business (4.23),
private (4.17) exceeded expectations:
business (4.15), private (4.10) (see
Figure 1).

The promotional material is clear and neat

The self-service website www.manogile.It is understandable
and easy to use

Neat staff

Business Customers

Modernity of customer service centers

The promotional material is clear and neat

The self-service website www.manogile.lt is understandable
and easy to use

Neat staff

Private Customers

Modernity of customer service centers
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Figure 1. Tangibility dimension from the point of view of business and

private customers

Reliability dimension. It provides
consumer opinion on the reliability of
customer service through the
measurement of sub-dimensions such

as: response to individual needs,
delivery of services at promised times,
etc. (see Figure 2).

We always respond to the individual needs of our — 4,20
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g Services are provided at the promised time m 405
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é All terms and conditions of the supply contract are _ 4,21

2 complied with 41
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= All terms and conditions set out in the connection _ 4,25

a contract are complied with 4,03

Encountered problems are resolved during the first 4,28
contact 3,69 .
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Figure 2. Reliability dimension from the point of view of business and

private customers
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The opinion expressed by the
business customer reveals that when
assessing reliability none of the sub-
dimensions provided met consumer
expectations.  Business  customers
expected the company to always
respond to individual needs (4.20), but
the quality experienced was lower
(4.15). Also, the service provided at
the promised time did not match the
expected situation and varied by 0.2.
There is a big gap between the quality
obtained (3.69) and the expectation
(4.28) in order to solve the problem in
the first contact. Respondents
representing business stated that the
terms and conditions of both
connection and supply were often not
met in the company contracts, they
expected that the terms and conditions
in the connection contract would be
met (4.25), but the fact was lower
(4.03), expectation of terms and
conditions (4.21) was higher than
quality experienced (4.10). When
analyzing the opinion of private
customers, it is noticeable that the
experienced quality (4.21) while the
company responded to consumers
'individual needs exceeded the
respondents’ expectations (4.17). The
quality fact of the remaining sub-
dimensions was less than expected:
the services are expected to be
provided at the promised time (4.19),
the quality experienced (3.85);
expectation of compliance with all
terms and conditions of connection

contract (4.22), expected quality
(3.95), expectation of compliance
with all terms and conditions of

supply contract (4.15), experienced
quality (4.01) ); the problems
encountered are expected to Dbe

resolved during the first contact (4.15)
and the quality experienced is 3.94.
Response dimension. The
purpose of this dimension was to pay
more attention to the company's
human resources, which is constantly
emphasized in the social
responsibility reports of the joint-
stock company "Energijos Skirstymo
Operatorius" (Energy Distribution
Operator). There is relevance of the
views expressed by private and
business clients in evaluating response
sub-dimensions. Both the business
and the private sector representatives
state that the experienced quality of
smooth and fast actions of the staff
(business customers - 4.08; private
customers - 4.14) exceed expectations

(business customers - 4, private
customers - 3.91). In terms of
employee response, business

customers ‘expectations (3.93) were
lower than the quality received (3.93),
and the private customers® expressed
opinion on perceived quality was in
line with the expected (4.03).
According to the response dimension
assessment, the views expressed by
both business and private customers
revealed that the  expressed
willingness of employees to help
(business customers - 4.07; private -
4.12) was lower than the respondents’
expectations (business representatives
4.34, private - 4.34). Regarding the
fourth  statement - information
provided by the staff, the experienced
quality of business customers (4.13)
was lower than expectations (4.23),
the opinion of the representatives of
private customers agreed with the
business, and the experienced quality
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assessment (4.16) was lower than

expected (4, 34) (see Figure 3).

The staff always show a willingness to help

The staff act smoothly and promptly

The staff provide all necessary information about
the services and their terms and conditions

Business Customers

The staff are quick to respond to customer needs

The staff always show a willingness to help

The staff act smoothly and promptly

The staff provide all necessary information about
the services and their terms and conditions

Private Customers

The staff are quick to respond to customer needs
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Figure 3. Response dimension from the point of view of business and

private customers

Certainty dimension. Taking into
account that the service is inherently
intangible for the purpose of
measuring the certainty of customer
service quality, the main subject
matter is the employees. Service
personnel are an integral part of
customer service for the electricity
service with respect to the company,
which is responsible for providing a
quality service to the customer (see
Figure 4). A closer examination of the
relationship between experienced and
expected quality with respect to
business customers it is revealed that

the amount of information provided
by the company's employees was
lower (4.1) than expected (4.15).
According to the representatives of
the companies, the courtesy and
reliability of the employees was lower
(3.98) than the expectations (4.36),
the expectations of the customers
(4.34) regarding the qualification of
the staff were higher than the
experienced quality (4.34). Assessing
the competence and knowledge of
employees, business customers stated
that the quality experienced (3.92)
was lower than expected (4.08).

Developing corporate management to improve the quality of customer service
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The amount of information provided by the staff is
sufficient

The staff are always courteous and trustworthy towards
the customers

The staff are highly qualified

Business Customers

answering all customer questions

sufficient

The staff are always courteous and trustworthy towards
the customers

The staff are highly qualified

Private Customers

The staff are highly competent and knowledgeable in
answering all customer questions
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Figure 4. Certainty dimension from the point of view of business and private

customers
According to the opinion of
private customers, it was

distinguished from business customers
in terms of the quality of information
received from ESO AB employees
(4.23) and exceeds expectations
(4.15). Also, the competence and
knowledge of the representatives of
the company regarding the
experienced quality of private
customers (4.16) is better than
expected (4.14). In the course of the
survey, private customers when
expressing their opinion agree with
business representatives about the
lack of competence of the employees,
which is explained by the difference
between experienced (4.09) and
expected (4.23) quality, as well as not
always  expected (4.29) and
experienced (4, 06) courtesy and
credibility on the part of the staff.

Empathy dimension. The primary
purpose of evaluating this dimension
with  respect to the company
represented by the service staff is to
assess whether the company is able to
establish and maintain communication
with the customer through
attentiveness, convenient working
hours, specific needs, and other areas
(see Figure 5).

After evaluating the opinion of
business customers, we conclude that
the experienced quality measuring the
empathy dimension across all sub-
dimensions exceeds or corresponds
with the expectations of the
respondents. The greatest difference
between the experienced quality
(4.02) and the expectations (3.95) is
particularly pronounced in the staff
perception of the specific needs of the
business customers. It is noticeable
that the experienced quality in relation
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to the renewal of working hours and
service offers compared to the
expectations of business
representatives is similar and differs
by ~ 0.07 points. When looking at the
results of the opinion of private

is radically different from that of
business. Among private respondents,
there is a marked difference between
the experienced quality (4.10) and the
expectations (3.93) when the staff
perceive the specific needs.

customers, it is seen that the situation

Services are provided during convenient working [ 403

hours P . 4,11
. . : 3,95
The working staff give you personal attention _ 398
P 3,95
The staff are aware of your specific needs 402

Business Customers

The staff take your interests into consideration _02 B

i P——— 4,05
The company takes care of service offer updates e mawm

Services are provided during convenient working _ 4,11
hours 4,09

4,05

m Expectations
m Experienced quality

The working staff give you personal attention [ e

ifi . 3,93
The staff are aware of your specific needs L s 010

Private Customers

The staff take your interests into consideration [ e 411

; ]
The company takes care of service offer updates | 4 1>

3,80 385 390 395 4,00 405 410 4,15 4,20

Figure 5. Empathy dimension from the point of view of business and private
customers

The experienced quality of the 1. The overall assessment of

remaining sub-dimensions according
to private consumers is lower than
expected, this is felt when measuring
the employee consideration and
concern for consumer interests, when
the experienced quality is 0.12 points
and the personal attention received
from the employees is 0.13 lower than
desired.

SUMMARY OF THE
QUANTITATIVE AND
QUALITATIVE STUDY

customer service quality is below
consumer expectations. Particularly
when assessing the quality of
customer service, there is a gap
between private and  business
customers. Taking into account the
dimensions of certainty, response,
reliability, empathy and tangibility as
a result of experienced quality and
expectations, the total deviation of the
quality parameter in the scores is:
Kdeviation = 33193-34612=-1419
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Quality deviation signals the
necessary changes within the
company that shall be focused on
improving customer service quality.

2. Consumers see a number of
discrepancies when evaluating
customer service quality through the
criteria of expected and experienced
quality.

3. Processes, technology and
organizational culture have the
greatest impact on the quality of
customer service and corporate
management. Taking into account the
company's weaknesses, in order to
develop corporate management to
improve customer service quality the
focus should be on contract-related
processes, first-time customer service
and working hours. The planning
process should further explore and
incorporate the technological elements
related to the self-service website, the

provision of promotional material and
the accessibility of information
provided by employees to users. The
results of the qualitative study
revealed that company management
should pay more attention to the
organizational culture that influences
situations  that reduce customer
satisfaction such as: staff courtesy,
staff responsiveness to customer
needs, etc.

4. The overall assessment of the
changes in customer service that have
taken place is very good. The
development of remote channels has
had a great influence on customer
service.

5. The technological elements that
receive a lot of attention in the
management of the company will
have a strong influence on the quality
of customer service in the last five
years and in the future.
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PO3BUTOK KOPIIOPATUBHOI'O YIIPABJIIHHA 151
HOKPALIIEHHSA AKOCTI OBCJYI'OBYBAHHS KJIIE€HTIB

AHoTaunisi. B cygacHOMy cycniibcTB1 BCl KOMIaHIi CTUKAIOTHCA 3 TMOCTIHHUMHU 3MiHAMH,
SKi BUKIUKAIOTh HECMOKOi BcepeauHi komrmadii. CTUMyNH, sIKi 3MIACHIOIOTh HAWOUTHIINI
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BIUIMB Ha 3MIHM, - II€ HEOUIKyBaHI KOJIMBAaHHS, SIKi MPOSBIAIOTHECS Yy 30BHIIIHHOMY
cepenoBuilll. OAHUM 3 NPIOPUTETHUX YMHHUKIB, LI0 Ma€ CWIBHUN BIUIMB, € KOPUCTyBaul
TOBApIB 1 TOCIYT, MO HATAIOTHCSA. 3aJ0BOJICHICTh KJIIEHTIB BBAXKAETHCS OJHUM 3 HAHOUIBII
BOXJIMBHUX YWHHUKIB, IO BU3HAYae ycmix kommadii. Kommanii, sfiki BiggalOTh HPIOPUTET
YIIPaBIIHHIO, 30PIEHTOBAaHOMY Ha KOPUCTYBauiB MOCIYr (TOBapiB), IIO HAIAIOTHCS, MAIOTh
HaWO1IBII MMEPCIEKTUBH 1 IepeBary 1o BIAHOMIEHHIO 70 1HIMX. Y KOHTEKCTI KOPIOPaTUBHOI
3aJIOKHOCTI  BiJl CHOXHBA4YiB BaXJMBO 3a0€3MEYUTH BHUCOKOAKICHHH 1 IOBHICTIO
YIOCKOHAJIEHUH Tmpolec OOCIyroByBaHHS KJIE€HTIB IPU OJHOYACHOMY IOKPAIllEHHIO
KOpHOpaTUBHOTO ynpawiiHHs. [locraBmmmkom eneprii € kommanis Energijos Skirstymo
Operatorius AB (mami - ESO AB), mo mae Oimbmi 1,6 MJIH. KIHEHTIB, € JIOMIHYIOYOIO
eHeprocepricHOIO KommaHiero y JIuTei. JJomiHytoua eHeprocepBicHa KOMITaHis 103BOJISIE COO1
BHOCHUTU HemepenadauyBaHI YW HE3aIlUTaHOBAaHI 3MIHM y KOPIIOPATHBHOMY YIPAaBIIiHHI,
HE3AJIEKHO BiJl SKOCTI 1 OYIKyBaHb CIOYKMBAUiB MPH OLIHII SKOCTI 0OCIYrOBYBaHHS. 3 IMX
MPUYMH HAYKOBI1, MPAKTHYHI, aHANITUYHI JOCHIKEHHs SIKOCTI 0OCIyroBYBaHHS KIII€HTIB Y
cepli HamaHHS NEPKABHUX MOCIYT OCOOJIMBO € aKTyalbHUMHU 1 BaxumBUMH. OmHuM i3
HaWOLIBII BaXIMBUX YMHHHKIB SIK TCOPETHYHOI, TaK 1 MPAKTUYHOI TIsITbHOCTI KOMITaHii 1010
HA/IaHHS TIOCIIYT € SIKICTh OOCIyroByBaHHS KIi€HTIB. be3mepepBHiI mpolecu MOKpameHHs
KOPIOPATUBHOIO YIIPaBIIHHS HE3aJIEKHO BiJl OUYIKYBaHb KJIIEHTIB CTBOPIOIOTH Oap’epu Ams
SIKOCTI OOCITyrOBYBaHHsI KJIi€HTIB. HEBIAMOBIMHICTE MiX pPEaTbHOK 1 0akaHOIO SKICTIO
00CITyroByBaHHS KJIIEHTIB CTBOPIOE HEJIONIKH B OOCIYyTOBYBaHHI KIII€HTIB, 110 TPUBOAUTH J10
HE33JI0BOJICHOCTI, HEJOBIPH 1 po3dapyBaHHS KOPHCTYBadiB MOCIYT 1 CTBOPIOE HETATHBHHN
IMI/DK KOMIaHIl Ha HAI[IOHAJFHOMY 1 MDKHApOAHOMY DIBHSX. 3 IHMX MPUYHH TEOPETHYHE 1
MPAaKTUYHE MUTAHHS MPO MOTOYHY PEOPraHi3allilo YIPaBIiHHA KOMIIAHIEI0 €HEPreTHYHOTO
CeKTopy y cepl HagaHHS JAEp’KaBHUX MOCIYT LIOAO MOKPAIIEHHsS SKOCTI 0OCIyroBYBaHHS
KJIIEHTIB 3QJIMIIAETHCA CKIJIAIHUM 3aBJIaHHAM. MeTa OCHIKEHHS — OIIHUTU yOCKOHATICHHS
yIIpaBIIiHHS, OpPIEHTOBAHOTO Ha SKICTb OOCIYrOBYBaHHS KII€HTIB y BIANOBIAHOCTI 3
TEOPETUYHUMH 1 MPAKTUYHUMH NpUHIMIAMU yripaBiaiHHSI. O0’€KTOM JOCIIKEHHS € CUCTEMa
obciyroByBanHs kiieHTiB AB ESO. 3apnanus 10oCHiKeHHs: BU3HAYUTH B3a€MO3B’ 130K MiXK
OoOCIIYyrOBYBaHHSIM KIII€HTIB Ta YIpPaBIIHHS SKICTIO, HAlpaBiICHUM Ha MOKpALICHHS
yIIpaBJIiHHS KOMIIAHI€I0; MPOAHAi3yBaTH OCHOBHI 1 3arajibHi €JEeMEHTH YAOCKOHAJIECHHS
MEHE/DKMEHTY; OI[IHUTH pealibHy 1 OdYiKyBaHy fKIiCTh oOcimyroByBaHHs kimieHTiB ESO AB.
Metoau pobOoTu — aHami3 HAyKOBOi JIITEpaTypH; aHali3 JOKYMEHTIB; aHaji3 JaHUX
JOCTIIKEHHSI; aHKETHE ONUTYBaHHS; rpaiuHe 300paKeHHS.

Kiao4oBi cioBa: KIi€HT, SKICTb OOCIYrOBYBaHHS, JIIOJICBKI PECYpCH, YIpPaBIIiHHSA
KOMITaHIEI0, CTPATETIs, TPECTHIK.

IATPOILIEHE BUPYTE — nextop, Mapusmmonbckas koymierust (Mapusimioste, JIntsa)

E-mail: bir.petr@mkolegija.lt, ORCID ID: 0000-0002-5160-8249

NBAHAYCKEHE PYTA - crynenTka nporpammsl «byxranrepckuit yuer»,
Mapusimnonbsckast kosterust (Mapusmmnosne, JIutsa)

E-mail: rut.ivan@mbkolegija.lt, ORCID: 0000-0002-6877-6003

PA3BBUTHUE KOPIIOPATUBHOI'O YIIPABJIEHUA J1JIAA
YJIYUYIIEHUA KAYECTBA OBCJIYKUBAHUSA KIIMEHTOB

AHHoTanus. B coBpemeHHOM 00111eCTBE BCE KOMIAHUM CTAJIKHUBAIOTCS C MOCTOSHHBIMHU
HU3MCHCHUAMHU, KOTOPBIC BbI3BIBAIOT BOJIHCHUA BHYTPHU KOMIIAHUU. CTI/IMy.]IBI, KOTOPBIC
OKa3bIBalOT HamOOJbIlIEe BIUSHUE HA WU3MEHEHHUS - 3TO HEOXKHJIaHHbIE KOJIeOaHUs, KOTOPbIe
OOBIYHO MPOSBISIOTHCS BO BHEIIHEH cpene. OIHUM U3 MPUOPUTETHBIX (PAKTOPOB, MMEIOLIHX
CIWJIbHOE BIIMSIHUE, SIBIISAIOTCA TIOJB30BAaTENIM MPEJOCTaBISEMBbIX TOBAapOB WA YCIYT.
YI[OB.HGTBOPCHHOCTL KIIMEHTOB CYUHTACTCA OJHUM U3 HaH60nee BaXHBIX (I)aKTOpOB,
ompeAessitolUM  ycriex kommaHuu [14]. Kommanuu, KOTOpbIe OTHAIOT MNPUOPUTET
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YIPaBICHUIO, OPUEHTUPOBAHHOMY Ha II0JIb30BATENEH IMPEAOCTaBISIEMBIX YCIyr (TOBapoB),
UMEIOT HauOOJbIIINE NMEPCIEKTUBBI H MPEUMYIIECTBA [0 OTHOIICHHUIO K APYyruM. B KoHTeKcTe
KOPIIOPATHUBHON 3aBUCUMOCTHU OT MOTPEOUTENEH BaXKHO 00ECIICYUTh BRICOKOKAYECTBEHHBIA U
MOJIHOCTBIO YCOBEPILIEHCTBOBAHHBIN MpoLIecC 00CTYKUBAHUS KIHUEHTOB MPU OJTHOBPEMEHHOM
YJIYYIIEHUH KOPIOPATUBHOIO ympasieHusa. llocTaBIIMKOM »HEPruM SBISETCS KOMIIAHUSA
Energijos Skirstymo Operatorius AB (nanee - ESO AB), umeromas 6omnee 1,6 MIH. KJIMEHTOB,
ABJISIETCSL  JOMMHUPYIOIEH DJHEProCepBUCHOM KommaHuen B Jlutee. JlomuHupyromas
SHEProcepBUCHAS KOMIIAHMSI 4YacTO TMO3BOJSIET ce0e BHOCUTh HENPEABUACHHBIC WU
HE3aIUIAHUPOBAHHBIE U3MEHEHUs B KOPIIOPATUBHOM YIIPABJICHUH, HE3aBUCUMO OT KayeCTBA U
OXXUJAHUM moTpeOuTesnell mpu OIeHKe KadecTBa oOchmyxkuBaHusa. [lo sTum npuumHam
Hay4HbIE, TPAKTUYECKHUE, AaHATUTUIECKHE UCCIEIOBAaHHUs KauyecTBa OOCIYy)KUBAaHUS KIIMEHTOB
B c(hepe mpeaocTaBieHusl TOCYIapCTBEHHBIX YCIYT OCOOCHHO aKTyalbHbI U 3HAYUMBbL. OTHUM
U3 HanOoyee BaXHBIX (PAKTOPOB KaK TEOPETUYECKOH, TaK M MPAKTUYECKOH IESITEIbHOCTH
KOMIIAaHUM 10 TPEJOCTaBICHHUIO YCIYT SBISETCS KAa4eCTBO OOCIY)XMBaHHUS KJIHEHTOB.
HenpepsiBHBIE IIpoLiECCHl MO YJIYYIICHHIO KOPIIOPATUBHOIO YIIPABICHUS HE3aBUCUMO OT
OXXKUJAHUM KIMEHTOB CO3/Jal0T Oappepbl Ui KauecTBa OOCITYKHMBAaHUSA KJIMEHTOB.
HecooTrBercTBUE MEXy UCIBITAHHHBIM U OKUJAEMbIM Kau€CTBOM OOCIIYKMBaHHS KIMEHTOB
CO3/aeT HEeAOCTAaTKU B 00CTYKUBAHUU KIMEHTOB, YTO IPUBOJUT K HEOBOJILCTBY, HETOBEPHUIO
U PA304apOBAHUIO II0Jb30BATENEH YCIYyI M CO3/1a€T HEraTUBHBIM MMU/DK KOMIIAHUU Ha
HallHOHAJIBHOM M MEXIyHapOAHOM YypoBHAX. [lo 3TUM mnpuyMHaM NOpPaKTUYECKUH H
TEOPETHUYECKUI BOIPOC O TOM, OCHOBBIBAECTCS JIM TEKyLIas pPEOPraHHU3alus YIPAaBICHUS
KOMIIaHUEH SHEPreTHUECKOT0 CeKTopa B cepe MpeAoCTaBICHHs TOCYIapCTBEHHBIX YCIyT HA
yIAy4YIIEHUH KadecTBa OOCITY)KUBaHHS KJIMEHTOB, OCTAaeTCs CIOXHOM 3amaueil. Llemp
UCCJIEIOBAHNS - OLICHUTHh COBEPLICHCTBOBAHUE YIPABIICHUs, OPUEHTUPOBAHHOE HA KA4eCTBO
00CIyXMBaHUS KJIMEHTOB B COOTBETCTBUHM C TEOPETHUECKMMHU U TPAKTUYECKUMU
OpUHIUIAMU  yrpaBieHus. OObEKTOM HCCIEeOBaHMs SBISIETCS CHUCTEMa OOCITYXHBaHUS
kimuentoB  AB  ESO. 3agaum  wuccnenoBanusi:  OmnpenenuTh  B3aUMOCBS3h  MEXIY
00CITy’)KUBaHHEM KIIMEHTOB M YIpPaBIE€HHEM KayeCTBOM, HAIIPABJICHHBIM Ha YIIydllIeHUE
yIpaBieHUs] KOMITAaHWEH; MPEJCTaBUTh OCHOBHBIE U OOIME 3JIEMEHTHl COBEPILIEHCTBOBAHUS
MEHE/)KMEHTA; OLIEHUTh HCIIBITAHHOE U 0KUJJaeMO€ KaueCcTBO 00cmykuBaHus KiueHToB ESO
AB. Metonbl pabOThI - aHAJIW3 HAYYHOH JINTEPATYphl; aHAJIN3 TOKYMEHTOB; aHAJIU3 JTaHHBIX
UCCIIEIOBaHMSI; aHKETHBIN ONpoc; rpadudyeckoe U300paxxeHue.

KitoueBble cjioBa: KIMEHT, KadecTBO OOCIIYy)KMBaHMs, 4YEJIOBEUYECKHE PECYpCHI,
yIpaBJIEHUE KOMIIAHUEH, CTPATETUs, IPECTUK.
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