
    AJSHR, Vol. 3, No. 10, Oct 2022  
 

26 

ISSN 2690-9626 (online), Published by “Global Research Network LLC"  
under Volume: 3 Issue: 10 in Oct-2022 https://grnjournals.us/index.php/AJSHR 

 
Copyright (c) 2022 Author (s). This is an open-access article distributed under the terms of  

Creative Commons Attribution License (CC BY).To view a copy of this license,  
visit https://creativecommons.org/licenses/by/4.0/ 

 

  

 

 

Quality of Service and its Characteristics in Retail Enterprises 
 

Y. M. Urinov 

Researcher, Bukhara Engineering Technological Institute 

 

 

ABSTRACT: The article is devoted to the research of the quality of services in retail trade enterprises and its 

characteristics, requirements for the quality of services, criteria for the quality of service and the main 

directions of the quality of services of retail trade enterprises and develops recommendations for the increase 

of the quality of services in retail enterprises. 
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Introduction 

In the current conditions, an innovative approach to the issue of improving the quality of services in retail 

trade enterprises is required. By rapidly introducing digital technologies and modern scientific achievements 

to retail enterprises, it is necessary to create new competitive advantages that allow them to expand their 

activities and increase the efficiency of retail service provision processes. This is one of the urgent tasks of 

improving the quality of service by optimizing the activities of retail trade enterprises. 

Currently, retailers pay special attention to the quality of trade services, which is caused by the imperatives of 

the external environment, characterized by: excess supply over demand; the introduction and wide 

distribution of new formats of retail enterprises, which, along with the sale of goods, provide consumers with 

the most comfortable conditions in the process of their purchase; increase in incomes of the population and 

consumer demand; development of market infrastructure, etc. 

A comparative analysis of different points of view on the subject of the study made it possible to establish 

that the quality of trade service is interpreted as the activity of the seller, aimed at meeting the needs of the 

buyer in the process of acquiring a product or service, etc. Along with this, the term under study is presented 

in the economic literature as a set of characteristics of the process and conditions of trade services or a set of 

means and methods that ensure the satisfaction of the needs of buyers in goods and services. Taking into 

account the fact that this concept is multidimensional and its content is interpreted by individual scientists 

ambiguously, the author proposes an object-oriented approach to the essential interpretation of the quality of 

trade services, according to which it is most expedient to single out such components as the product offer and 

the quality of goods, the form of service and methods of selling goods, merchandising, services, personnel. 

Based on this, the author understands the quality of trade services as a set of characteristics that reflect the 

properties of goods in terms of their use value and the conditions of the process of trade services, from the 

position of maximum compliance with the consumer's perception of the quality of trade services in retail 

trade enterprises. 
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Results 

With economic development, increased competition, complexity and a significant increase in the range of 

sold consumer goods, the issue of the quality of services provided in retail enterprises is becoming more 

relevant, and the quality of these services has become one of the necessary conditions for the success of the 

enterprise in the consumer market. The provision of retail services is directly related to the economic 

category of "utility", which is the consumer's satisfaction with the consumption of goods and services that 

increase the utility of the goods. Realization of services is subject to the law of added utility, according to 

which, with an increase in the consumption of a particular product, if the consumption of other goods remains 

unchanged, the total utility increases, but on a smaller scale.  

The quality of the provided services is also important in foreign developed countries. According to US 

statistics, in the last 25 years, about 80% of new products fail because of poor after-sales services and 

information services. According to 41% of US business leaders, providing quality customer service is more 

important than the latest modern technology or innovation in the production of material products. 

The reduction of added utility is the basis of the "ordered choice" theory, according to which consumers 

spend a limited household budget based on the maximization of total utility in the process of comparing the 

usefulness of various goods and services, rationalizing the consumption structure. 

Retail services have a certain utility in the process of using them, and at the same time, customers who visit 

retail establishments accept them not only from the point of view of purchasing consumer goods but also 

from the point of view of satisfying their other needs for services. 

The usefulness of services provided by sellers, including, in our opinion, in retail enterprises, determines the 

effectiveness of sales processes from various points of view. 

From the point of view of profitability, the quality of services of retail enterprises represents the use of 

services in terms of the efficiency of exchange processes, and how well the provided services correspond to a 

set of specific needs and expectations, taking into account the price that market subjects are willing to pay for 

this type of service. 

In our opinion, four aspects of the service quality of retail establishments should be considered. 

Features of the quality of retail services: 

 functional aspect: speed and order of service, service time, staff appearance, staff skills, service culture; 

 technical aspects: quality of goods, an assortment of goods, condition of the building, interior 

appearance, provision of modern equipment and devices, room equipment; 

 hygienic aspects: conformity of the provided services with sanitary and hygienic requirements; 

 social aspects: ensuring the security, reliability and compliance of the services of the retail enterprise 

with social requirements. 

It should be noted that all four qualities of services are closely related to each other. Installation of new 

modern retail equipment (technical aspect) increases the speed of service, improves sales techniques and 

allows for reducing the time of receiving service to the customer (functional aspect). The ethnic aspect of 

service quality is important in the long term, as it is aimed at preventing harmful situations for customers, and 

depends on the condition of buildings and structures, the quality and the assortment of goods sold (technical 

aspect). 

Factors that determine consumer satisfaction with goods and services are: the company's image; consumer 

expectations; conceptually, perceived quality is divided into robust components, which are quality aspects of 
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products and services, and human components, which are interactive elements related to the consumer in the 

service; perceived value. 

Each of the latent variables is defined by two to six measurable variables (indicators) observed through a 

consumer survey. In terms of latent variables, consumer loyalty is determined by several indicators 

representing the following consumer preferences: repeat purchase; purchase another product from the same 

company; switching to a competitor (price resistance); recommending this brand/company to other 

consumers. 

By summarizing the given data, the services of retail enterprises allow them to offer an individual quality 

model. 

The quality of services is an important indicator of the enterprise's activity, and its increase is an indicator of 

intensive development determined by the survival of the enterprise in the market, the rate of scientific and 

technical development, the growth of production efficiency, and the saving of all kinds of resources used in 

the enterprise. 

Conclusions. 

Requirements for the quality of services of retail trade enterprises are classified according to functional, 

social, working conditions, aesthetic and technological aspects, as well as general and special features related 

to safety and environmental protection. Criteria and indicators representing the quality of services in retail 

trade enterprises are determined by their consumption characteristics. Accordingly, the factors determining 

the effectiveness of services in retail trade enterprises, the satisfaction of consumer demand, the reduction of 

the duration of services, and the satisfaction of consumers with goods and services were determined. 
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