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Abstract:

E-commerce is becoming more and more popular. The COVID-19 pandemic made its development even faster.
Currently, an enterprise that does not provide its services via the Internet is suffering heavy losses. Online shop-
ping is largely different from traditional purchases, so their assessment should be made on the basis of different
criteria. The aim of the paper was to assess the quality of services provided by the selected e-shop, in terms of its
commercial services. The first stage of the research was the analysis of the literature in terms of hierarchical mod-
els of e-service quality, which in their structure indicate the areas of assessment. This allowed for the construction
of the author’s hierarchical model of e-services and for making a list of attributes that were used in further re-
search. On the example of the clothing e-shop, an analysis of the provided services was made, taking into account
the opinions of its customers. The Importance Performance Analysis (IPA) was selected as the basis for conducting
the survey research and analyzing its results, which facilitates the commenting of the obtained results. The re-
search allowed to indicate the strengths and weaknesses of the examined e-shop, but also to identify areas re-
quiring improvement in order to increase the quality of the offered services, as well as the customers satisfaction.
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INTRODUCTION

The key to the functioning of each enterprise is the concept
of elasticity, which is mainly associated with adapting to the
very dynamically changing requirements of customers and
the market [1]. The elasticity not only in the case of service
and e-commerce enterprises, means the possibility of ad-
justing the offer by taking into account the changing mar-
ket, its conditions, but also the constantly changing require-
ments of customers who have learned that they are the
most important elements in the market, that they decide
what to buy and what to pay for. It is especially visible in e-
commerce, where the development of technology, applica-
tion possibilities, and the number of e-stores are constantly
changing.

People make bigger or smaller purchases practically every
day. At the beginning of the Internet, the first e-shops were
created. Their offers, operations, payments, and interfaces
are constantly changing, adapting to the constantly chang-
ing requirements of their customers but also to technolog-
ical changes which appear. It can be seen that the competi-
tion in the e-commerce market is increasing, and the fight
between e-shops is taking new forms [2]. The rapid devel-
opment of e-commerce, especially in the last two years,

was caused by the COVID-19 pandemic, which caused
many solutions to be implemented faster than expected. As
a result, people who were locked at home could make eve-
ryday purchases, despite the closure of shops. Some people
decided to continue using this purchasing channel even
when the pandemic situation was partially stabilized.

In addition, it should be emphasized that in recent years,
the global economy has been dominated by the develop-
ment of Industry 4.0, which has revolutionized the way the
industry operates in terms of technology [3]. This also ap-
plies to e-commerce, where modern technology and the
development of communication channels play a very im-
portant role. The Revolution 4.0, but also the earlier stages
of introducing new products and solutions to the market,
allowed for the very wide development of modern com-
puter technology and many fields of science, especially in
the field of production engineering, it enabled the virtual
simulation of real production processes, as well as virtual
customer service [4]. The concept of Industry 4.0 is a new
reality of the modern economy, as the progress in the digi-
tal transformation and growing interconnections pose new
challenges for many organizations, including service and
commercial enterprises. Certainly, the implementation of
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this concept will have further consequences for the man-
agement and operation of enterprises [5]. This may mean
further development of the possibilities of using online
stores and improving their operations.

Nowadays, due to the constantly growing competition, the
overriding goal of any company is to meet or even exceed
the requirements of its customers, which allows building
strong relationships between the company and its custom-
ers [6]. This means, foremost, offering products and ser-
vices that will be considered by customers to be of good
quality and that will result in the satisfaction of these cus-
tomers and the fact that the next time they decide to buy
products or services from the same company again.
Klimecka-Tatar [7] stated that the value of the product/ser-
vice depends on the activities included in the process, in-
cluding the service provision process. One of the most im-
portant determinants is the estimation of the quality level
of the implemented process at each stage, which is also the
basis for management in accordance with the principles of
TQM and in relation to the quality management standards
ISO 9001:2015. One of the stages is the sales process,
whether it is stationary or online sales. Of course, in both
cases, the sales process will be assessed by customers dif-
ferently, and the attributes that should be taken into ac-
count during customer satisfaction surveys will be differ-
ent.

The emergence of e-services, as well as e-commerce, made
scientists think about how to evaluate such services and
what to take into account. Kowalik [8] drew attention to the
development of electronic banking, which allowed for the
appearance of new types of services on the e-market, the
extension of payment methods, and the adaptation of ser-
vices to the needs and expectations of customers who use
the Internet on a daily basis. Whereas Suvittawat [9] drew
particular attention to the need to develop the logistics in-
dustry in terms of the possibility of delivering products or-
dered online and then delivered to the customer in a tradi-
tional form.

It should also be emphasized that small and medium-sized
enterprises often deal with e-commerce. They often only
become intermediaries in e-commerce, linking customers
with manufacturers. This type of activity is also one of the
driving forces in the development of the national economy
in many countries [10]. Moreover, it is the enterprises of
the SME sector that dominate e-commerce and are the ba-
sis of the GDP of any national economy.

There are many examples of factors whose development is
directly related to the development of e-commerce, i.e.
caused the e-commerce development or the e-commerce
forced its development. However, it should be remem-
bered that the most important element of the entire e-
commerce service chain is the customer. That is why it is
essential to analyze his satisfaction, shopping opinions, and
how he assesses the quality of services provided by a given
e-shop. However, it should be remembered that such an
assessment should be based on a specific set of attributes,
which should be selected in such a way that the survey is
not burdensome for customers, because the assessment of
the quality of services is based on customer opinions, i.e.

customers take part in such a survey. On the other hand,
the attributes should be selected in such a way as to obtain
as much as possible and the most detailed information on
the research topic.

The aim of the paper was to assess the e-shop's activity in
terms of its commercial services. First the selection of the
attributes should be done. In order to do this, at the begin-
ning, the author decided to analyze selected hierarchical
quality models, which in their structure indicate the areas
of assessment. On the basis of such an analysis, the author
created her own hierarchical model of e-services and made
a list of attributes that she used in further research. On the
example of an e-shop with clothes, the services provided by
this entity, taking into account the opinions of customers
who made purchases in them, were analyzed. The Im-
portance Performance Analysis (IPA) was selected as the
basis for conducting the survey research and analyzing its
results, which facilitates the commenting of the obtained
results. The research allowed to indicate the strengths and
weaknesses of the examined e-shop, but also to identify ar-
eas requiring improvement in order to increase the quality
of the offered services, as well as the satisfaction of cus-
tomers.

LITERATURE REVIEW

The basis for assessing the quality of any service is most of-
ten questionnaire surveys based on a set of attributes
(quality dimensions) that describe the assessed service. Un-
fortunately, the selection of attributes for assessment is not
as easy as it seems. Too many attributes will make the sur-
vey too long, and thus many customers will not want to
complete it. On the other hand, too few attributes may not
be enough to give the right amount of information.

Most of the models of service quality are the basis for the
selection of attributes. Since the end of the seventies of the
twentieth century, many models that relate generally to
the quality of services or to selected types of services, have
emerged. Some of them have been verified, some have
been modified by subsequent authors. Their aim is to help
in understanding the issues of service quality assessment.
In the paper, selected hierarchical models, less known, but
indicating areas requiring assessment, and thus helping in
the selection of attributes for the study, were taken into ac-
count. It should be remembered that those sample models,
according to the author, are most helpful for shops and e-
shops.

Dabholkar, Thorpe and Rentz [11] suggested and tested a
service quality model to develop dimensions and structures
based on the Servqual and Servperf methods. It was a re-
sponse to the most famous gap model, created in 1985 by
Parasuraman, Zeithaml and Berry [12]. The gap model is
used in many service sectors (it has been verified from sur-
veys on the quality of service in retail banking, credit cards,
securities brokerage, product repair and maintenance sec-
tors), but is not always suitable for certain sectors, such as
retail shops.

In the new model [11], its authors proposed a hierarchical
structural model of service quality based on a literature
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analysis, taking into account dimensions and subdimen-
sional levels. In the proposed model, they introduced three
stages (dimensions): quality of service (quality of retail ser-
vices), basic dimensions (physical aspects, reliability, per-
sonal interaction, problem solving, and enterprise policy),
and sub-dimensions for three dimensions, i.e. physical ap-
pearance and comfort, promises and making correct for the
reliability dimension, and inspiring confidence and helpful-
ness in the personal interaction dimension. To test the
model and construct the validity of the model, they decided
to measure and analyze customer perception in the sim-
plest way to avoid psychometric problems with different
outcomes. However, the construction of the model and the
coefficients is based on a method that confirms the identi-
fication of service quality gaps.

The hierarchical model developed a new way of measuring
service quality due to the strong support in the literature
and the combination of several models. In later years, sci-
entists used this model to study the development of a hier-
archical model. This hierarchical model is generic and appli-
cable to various service industries, as well as allowing and
flexibly considering various factors depending on different
businesses [13, 14].

Until now, this model has been the most appropriate and
adequate model for measuring the service quality. How-
ever, this is a general model and requires different factors
for some services. This model has the ability to take into ac-
count other dimensions and subdimensions related to a
specific industry. Some researchers investigated this model
and proposed a hierarchical-multi-level model specifically
for the service industry based on a hierarchical-multi-level
model. [15, 16], e.g. in healthcare [17] mobile healthcare,
telephone subscribers, and hairdressing [14]. By using dif-
ferent (multi-level) and multi-dimensional stages in this
model, it enables managers to identify problems at the core
of service delivery and find customer needs and service
weaknesses to improve consumers' perception of the ser-
vice quality.

Brady and Cronin [13] proposed a new hierarchical model
by comparing the previous models to each other. They
adopted the concept of Dabholkar and its co-authors [11]
saying that the perception of service quality is multi-level
and multi-dimensional. They tried to expand the dimen-
sions of the Servqual method by refining its dimensions to
what should be credible, responsive, empathetic, certain,
and tangible.

The first attempt by these researchers was to prove that
customers shape perceptions of service quality based on
their assessment of three basic dimensions, which are: out-
put, interaction, and environment. The first two dimen-
sions, i.e. the (technical) result and the (functional) interac-
tion, were adapted from Gronroos' study [18, 19], in which
the service quality was analyzed on the basis of assess-
ments of customer performance and interactions with ser-
vice employees.

Brady and Cronin [13] argue that each of the core dimen-
sions of service quality has three sub-dimensions and that
customers aggregate their sub-dimension scores to frame

their perception of the enterprise's performance base un-
der the three core dimensions. These insights then lead to
a general perception of the service quality. According to
these researchers, this means that customers shape the
overall perception of the service quality based on perfor-
mance scores on multiple levels, and ultimately combine
these scores to get an overall perception of the service
quality.

Finally, the results of Brady’s and Cronin’s research also in-
dicate that three of the nine sub-dimensions presented by
the North American school they represented, namely relia-
bility, responsiveness, and empathy from service providers,
are important in delivering the highest quality service. They
further argue that these items are sub-dimension modifiers
as opposed to direct determinants. That is, they represent
a way of assessing each sub-dimension (fair or not, corre-
sponding or not, etc.), while the sub-dimensions answer
the question of what should be fair, responsive, and empa-
thetic in the service. Therefore, based on the results of this
study, managers can identify weak areas by focusing on the
nine sub-dimensions.

Due to the increasing popularity of e-services, a hierarchical
model was also created that applies in this case. This model
was developed by Blut and his colleagues [20], then verified
by himself [21]. On the basis of the conducted research, the
attributes that, in the authors' opinion, should be taken into
account in the assessment of the e-services quality have
been identified and verified. Four groups of attributes were
distinguished: website design (9 attributes), filling (3), cus-
tomer service (2), security/privacy (2). It is noteworthy that
the developed model includes attributes not included in
the previous scales. There is one very important detail to
note. A lot of space in this model, and thus in the e-service
quality, is devoted to the website itself. This is an element
that will often affect whether the customer decides to buy
something in a given e-shop. It takes into account, not only
the appearance of the page itself, but also what infor-
mation is included there and how to use it. This model
should be treated separately, as it does not apply to tradi-
tional services, which are ordered, provided, and delivered
in a traditional way. It can be said that it is a kind of com-
plement to other models of service quality, but due to its
application, it has to be treated separately.

A very simple conceptual model for e-services has been de-
veloped and validated by Sharma [22]. The first part of the
model deals with the drivers of e-satisfaction in the online
environment. The variables are website design, customer
service, and trust. In this case, these variables act as de-
pendent variables, and e-satisfaction acts as an independ-
ent variable. In addition, the quality of e-services influences
e-satisfaction. Another variable, e-loyalty, acts as an inde-
pendent variable. The author showed the connections be-
tween the various factors influencing e-customer satisfac-
tion.

METHODOLOGY OF RESEARCH

The aim of the study was to assess the quality of services
offered by the selected e-shop. The shop operates through-
out Poland, has its seat in southern Poland, and its profile is
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the clothing trade. It is a small family business from the SME
sector. Clothes are products that are often bought over the
Internet. According to the E-Commerce Report [23] on av-
erage, in 2021, a resident of Poland spent PLN 199 per
month on online purchases of clothing, accessories, and
add-ons, and their purchase was declared by 48% of online
buyers. The authors of the report also emphasized the high
dynamics of online shopping in recent years.

The first step was to define an e-service quality model that
could apply to e-commerce. The hierarchical model of the
e-services quality was created on the basis of literature re-
search, which mainly included the analysis of various mod-
els of the service quality. This model has not been published
yet.

According to this model, the e-services quality consists of
three elements: physical aspects, provision quality, and re-
sult quality. As for the physical aspects, the convenience of
purchasing is important, but so is what the website through
which the customer can place an order looks like. When or-
dering, the customer takes into account the available offer,
the possibility of personalizing the e-service, but also the
completeness of information about the products offered,
which can help to make a choice of products.

The customer chooses and orders the products himself,
and therefore takes into account the operation of the web-
site (e.g. availability, navigation) and its capabilities (e.g.
search engine, basket, registration). In the case of online or-
ders, the customer would like to have great options when
it comes to payment methods. Some people prefer, for ex-
ample, cash on delivery in the case of home delivery. The
last element, which is probably the most important, is the
possibility of contact with the service provider. This means
that the customer knows from whom he is ordering the ser-
vice, he can easily find the contact details of the service pro-
vider and, if necessary, contact him. All these elements con-
sist of the provision quality.

The final element of the model is the result quality. This
group includes the waiting time, both in terms of e-services
delivered in electronic and traditional ways. In the case of
the second form of delivery, the result quality will be influ-
enced by materiality, i.e. what the customer receives. Secu-
rity should not be forgotten. In the case of e-services, the
importance of this factor clearly increases. This is due to the
appearance of not only hackers and malware, but also the
website itself, which may turn out to be a fake. The cus-
tomer also wants to be sure about the delivery of the ser-
vice and whether he can handle it (e.g. in the case of pur-
chasing e-software). The last factor that affects the result
quality is, as in the case of traditional products, the compli-
ance of the e-service with the order.

This model may be very general, but it can apply to various
types of online services, including e-commerce services and
also e-services delivered in electronic and traditional ways.
It can be expanded, and the use of its elements to assess
the services quality can be the basis for the selection of at-
tributes.

The research on the quality of the clothing e-shop services
was carried out with the use of a questionnaire prepared

on the basis of the model presented above. It was assumed
that each of the elements included in the model must be
referred to by at least one attribute. According to the
model, the attributes were divided into three groups: the
physical aspects, provision quality, and result quality. The
attributes are summarized in Table 1.

The analysis of the answers resulting from the research
guestionnaire was carried out using the assumptions of the
Importance Performance Analysis (IPA) created by Martilla
and James [24]. Therefore, the respondents were asked to
evaluate all the attributes twice, i.e. theirimportance in the
case of the e-shop and the service provision (performance)
of online shopping [25]. A seven-point Likert scale was
used.

Table 1
Classification of e-shop quality assessment attributes
No|Group Attribute
11 The internet platform is convenient to use.
2. | The internet platform looks professional.
The internet platform includes the full offer
of the e-service provider.
The online platform has selection
of the personalization functions.
The internet platform contains an exact description
of the products.
The online platform contains detailed product
parameters.
The information contained on the internet platform
is up-to-date and comprehensive.
The internet platform is very easy to use.
The organization and layout of the internet platform
facilitate the search for products.
The internet platform contains precise contact details
with the e-service provider.
11. The internet platform is organized in an intuitive way.
There is a product search engine on the internet
platform.
The online platform informs about the availability
of products when searching.
Customer service staff responds promptly to your
question.
The customer can choose the payment option
"on delivery".
16. The customer can choose the payment method.
The transactions on this online platform are error-
free.
The transaction confirmation informs the customer
of the total charges.
19. The delivery schedule is clear.
The customer may refuse to accept the shipment
in the case of any non-compliance.
21. The shipment is in accordance with the order.
The ordered products are as described
on the platform.
The quality of the products ordered is high.
The return policy on the online platform is described
in detail.
The online platform has a security system that
protects all customer information.
26. The company that owns the internet platform is legal.

Physical aspects

(Bl e[~ ]v]r]w

Provision quality

Result quality
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The results of the analysis were presented in the form of
the IPA map, due to which it was possible to indicate areas
requiring improvement. The IPA map is a two-dimensional
model, divided into four areas according to two axes: the
X axis is performance or perception (performance), while
the Y axis is weight or importance. Quadrant | is labelled
as "Concentrate here". Attributes that fall into this quad-
rant represent key areas that need to be improved with
top priority — high importance and low performance.
Quadrant Il is labelled "Keep up good work". It is also
sometimes called "the area of reasonable property
needs" because of its high importance and high perfor-
mance. Quadrant Il does not require any serious action
from the service provider, only those necessary to main-
tain the current level of services. Quadrant Il is labelled
as "Low priority — low importance and low performance".
Thus, any of the attributes that fall into this quadrant are
not important and pose no threat to the organizations.
Quadrant IV is labelled as "Possible overkill" — low im-
portance and high performance. It is often called "the
area of quality excess". They should not be improved [26,
27].

The customers of the clothing e-shop were asked to fill in
the survey after the products they ordered were deliv-
ered. This survey was compiled using a Google form and
made available in electronic form. It was assumed that at
least 300 clients should take part in the study. The study
was conducted in June-December 2021.

RESULTS OF RESEARCH

319 respondents took part in the research (which means
that a sufficient number of responses were collected).
First, the respondent structure was analyzed to see who
participated in the survey. Most of the respondents were
women (over 70%). Most often, they were people aged
21-30 (almost 40%) and 31-40 (almost 30%). There were
no people over 61 years old among the respondents, and
people aged 51-60 years accounted for less than 1% of all
respondents. The respondents were mostly working peo-
ple and pupils/students (both groups-nearly 40%), and en-
trepreneurs (almost 20%). Most of the respondents were
people with higher education (almost 40%) or secondary
education (over 35%). In addition, almost 20% were peo-
ple with vocational education. When it comes to resi-
dence, the respondents' responses varied considerably.
They most often indicated cities with 201 to 400k resi-
dents (almost 25%), cities with 101 to 200k residents (over
20%) and cities with over 300k residents (almost 20%). In
the case of this feature, indications were recorded for all
selection options (at least 5% each). It can be concluded
that the structure of the respondents was dictated by the
activity profile of the surveyed e-shop (clothing e-shop).
The first stage of the analysis of the respondents' re-
sponses was the assessment of the reliability of the col-
lected responses using the Cronbach Alpha test (Table 2).
This analysis was performed for the importance and per-
formance groups separately. The results of the research
were commented on, taking into account the interpreta-
tive assumptions presented by Hair et al. [28].

According to the assumptions, data for which the
Cronbach Alpha test was at least 0.7 should be considered
reliable. In both cases, the result was above 0.7, which
means that all the obtained dimensions can be subjected
to further analysis. The table also includes the average val-
ues of the grades and standard deviations. It can be seen
that the average importance of the attributes was much
higher than the average performance. Moreover, in the
case of importance, a smaller standard deviation was ob-
served, which means that the respondents were unani-
mous about the assessments given to the attributes in this
group.

Table 2
Cronbach Alpha and statistical analysis
Cronbach No Mean Standard
Alpha of items deviation
Importance 0.819 26 5.876 0.773
Performance 0.784 26 4.786 1.112

First, the average importance and performance values for
individual attributes were calculated (Fig. 1).
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Fig. 1 Average Importance and Performance for the clothing
e-shop

When it comes to importance, customers assessed the re-
sult quality the highest (6.25), then the physical aspects
(6.06), and then the provision quality (5.50). This means
that the attributes associated with result quality are the
most important for the customer. When it comes to per-
formance, customers assessed the provision quality the
highest (5.06). Physical aspects got a 4.75 and the result
quality was a 4.45.

One can also observe a large variation in the average as-
sessments for individual attributes. When it comes to im-
portance, many attributes were rated above 6, but it can
be noticed that not all attributes are so important to cus-
tomers, e.g. two attributes were rated below 4 (13 and
15) on average, with attribute 2 below 5.

Greater deviation can be observed in the case of average
performance assessment. Attributes 3, 13, 18, and 26
were assessed above 6. But there were also attributes
that were assessed very low, below 3 attribute 19, and be-
low 4 attributes 2, 4,9, 11, 20, and 24. It can be expected
that these will be attributes that require improvement, as
can probably be confirmed by the IPA map.

An important part of the analysis was to calculate the dif-
ference between performance, i.e. the assessment of the
service provided, and importance of the individual attrib-
utes (Fig. 2), although it is not a typical stage of IPA analy-
sis.
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Fig. 2 Difference between Performance and Importance for the
clothing e-shop

The average difference for all attributes in total amounted
to -1.09, which means that customers were generally ra-
ther dissatisfied with purchases in the research e-shop.
The worst situation was noted for the attributes related
to the result quality (-1.80), then those related to the
physical aspects (-1.31), while the attributes from the
group of provision quality in comparison with the other
groups caused slight dissatisfaction (-0.43). Only in the
case of four attributes this difference was positive (13, 15,
18, 26), additionally in the case of attributes 7, 10, 14 it
was negative, but the value was very close to 0. For the
attribute 19 the difference was much below -3, for the at-
tribute 4 exactly -3, and for attributes 9, 20 and 24 below
-2. These are the attributes that cause the greatest cus-
tomer dissatisfaction.

DISCUSSION

The most important stage of the Importance Performance
analysis is the construction of the IPA map for the results
obtained in the research (Fig. 3). This map helped to indi-
cate the strengths and weaknesses of the services offered
by the chosen e-shop. When analyzing the map, it can be
observed that in quadrant Ill, no points have been rec-
orded, and in quadrant Il, the most customer indications
are found. At the same time, Quadrant I, which stands for
"Keep up good work", is an area where points are im-
portant to customers, but are also highly assessed by
them. This is the area that indicates the strengths of the
services offered by the chosen e-shop, although point 8
(The internet platform is very easy to use) is very close to
quadrant |, which indicates that the research company
must be careful and perhaps introduce some features of
the online platform that will make it easier to use.

7

[

mE]

Importance
S

w

Performance

Fig. 3 IPA map for the clothing e-shop

It is worth emphasizing that, despite the fact that the dif-
ference between performance and importance demon-
strated earlier was often negative, it may result not from
the low quality of the services offered, but from the high
expectations of customers. It should be remembered that
guadrant | means "Concentrate Here", so the area that re-
quires improvement, i.e., the weaknesses of the research
e-shop. The points included in it are attributes that are im-
portant to customers, but were not assessed too highly by
them for the service provided. Customers were not satis-
fied with the functioning of the e-shop as far as the attrib-
utes in this area are concerned. These are points 2 (The
internet platform looks professional), 4 (The online plat-
form has selection of the personalization functions), 9
(The organization and layout of the internet platform fa-
cilitate the search for products), 11 (The internet platform
is organized in an intuitive way), 19 (The delivery schedule
is clear), 20 (The customer may refuse to accept the ship-
ment in the case of any non-compliance), 24 (The return
policy on the online platform is described in detail). When
it comes to the attributes related to the appearance and
operation of the website (2, 3, 9, 11), it should be empha-
sized that the research e-shop is a small family business
run on its own by individual family members. The website
was created by one of the family members to reduce the
operating costs of the enterprise. Perhaps the e-shop
should, however, invest in a better website or ask some-
one to help improve the existing one. Delivery schedule
(19) and return policy (24) partially relate to the function-
ing of the internet platform itself, but also to what infor-
mation its owners want to share with their customers. It
should be emphasized that this is important information
for the customer. The customer often takes into account
how quickly the parcel will be delivered, but also wants to
know if and how he can return the ordered goods in the
case of any problems. In addition, the fact that the cus-
tomer may refuse to accept the shipment in the case of
any non-compliance (20) results from legal regulations. A
customer shopping online has increased rights. He has a
specified time to check the product and send it back to the
e-shop where it was purchased. He also has the right to
refuse to accept the goods if he believes that he detects
any damage. He has the right to open the parcel before its
acceptance in the presence of the courier or at the point
where he picks up the parcel. Therefore, the e-shop must
complete this information on its online platform and en-
sure that the legal regulations related to e-commerce are
respected. Perhaps the problem with the refusal to accept
the parcel is not the fault of the e-shop itself, but the ship-
ping company or the place of collection. However, such a
situation has a negative impact on customer satisfaction,
and thus on their opinion on the functioning of the e-
shop.

CONCLUSIONS

Understanding customer requirements and assessing
their satisfaction with the enterprise's products is the key
to success. This is especially important for various types of
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services, including e-commerce services. It is the cus-
tomer who determines the requirements he has for the
ordered goods, how important these requirements are to
him, and also assesses the course of the purchase. In the
case of e-commerce, where customers do not have direct
contact with employees, they pay attention to many de-
tails related to the functioning of the e-shop's website,
the entire purchase process, including the selection of
products, payment methods, or delivery methods, and
also that they get what they ordered. Their requirements
are completely different than in the case of the traditional
trade.

In the paper, the quality of services offered by a chosen
clothing e-shop was analyzed. The creation of a hierar-
chical model of e-services on the basis of previous litera-
ture research helped in the selection of the attributes
needed for survey research. On the other hand, the sur-
vey itself, conducted among the customers of the chosen
e-shop, allowed to indicate its strengths and weaknesses,
and, as a consequence, to identify areas that require im-
provement.

The research is not free from limitations. It should be em-
phasized that the proposed model was created on the ba-
sis of literature research and the author's experience with
the research topic. Certainly, it was not possible to find all
the models existing in the literature, and additionally, the
limitations were mainly to hierarchical models. For the
same reason, the selection of attributes is not free from
subjectivity. Perhaps some attributes should be removed,
and others added. The structure of respondents also de-
serves special attention. It is related to the activity profile
of the examined e-shop.

The author plans further research in this direction in order
to be able to verify or modify the proposed model. It is
noteworthy that the current form of the model is very uni-
versal and applies to various types of services that can be
ordered via the Internet.
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