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A. GRANCEA1   M. BĂLĂȘESCU2 
 

Abstract: The study focuses on evaluating the level of customer 
satisfaction of the Kaufland retailer using the SERVQUAL method. Through a 
comprehensive analysis, various aspects of the quality of services provided 
by Kaufland will be examined, including reliability, responsiveness, 
assurance, empathy, and tangible aspects of the shopping experience. 
Respondents were surveyed through a specially designed questionnaire to 
assess their perceptions and expectations regarding service quality. The 
conclusions obtained will provide insight into how Kaufland satisfies its 
customers and will offer valuable suggestions for improving the shopping 
experience and customer loyalty within their chain of stores. 
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1. Introduction  
 

Currently, there is a significant increase in the purchases of food products among 
Romanians. At the same time, there is a growing preference for products sold by major 
retail chains, such as hypermarkets and supermarkets. As the volume of purchases 
grows, the importance of the quality of the services offered by retailers becomes 
increasingly clear to most consumers. This quality of service is considered essential for 
every aspect of the shopping experience, from product selection to completing the 
transaction and the immediate subsequent period. In this context, we aim to initiate a 
marketing research project to evaluate the quality of services provided by the company 
Kaufland. The main objective of this research is to identify the level of customer 
satisfaction regarding the quality of services offered by Kaufland. 

 
2. Literature Review 
 

Several authors have argued that the vast majority of consumers can be seen as both 
emotional and rational decision-makers, a concept introduced in literature that has led 
to numerous studies aimed at determining customer experience across various 
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industries. In the context of the retail industry, modern retailing has become 
synonymous with providing customers with more control, choice options, comfort, and 
a memorable experience (Ong et al., 2024; Sumrit, Sowijit, 2023; Hoque et al., 2023; 
Jonkisz et al., 2021;). As the emphasis on customer experience has grown, retailers have 
realized the need to differentiate their offerings and services (Bonfrer et al., 2022; 
Fornari et al.,2020; Odongo, Motari, 2022; Jiang et al., 2023; Lai et al., 2022; Shiwakoti et 
al., 2022). 

Moreover, studies have highlighted key elements of consumer experience in the retail 
sector, including the social environment, service interface, specific in-store atmosphere, 
product diversity, pricing policies, promotional offers, and loyalty programs (Roggeveen 
et al., 2020; Lyu et al., 2022; Paz, Delgado, 2020; Karasan et al., 2022). On the other 
hand, other existing research has emphasized that pricing strategies, product quality, 
supply chain management, geographical location, and promotion are key elements in 
shaping customer experience in this sphere (Jimo et al., 2022; Bonfanti et al., 2023;). 

In addition to the aforementioned aspects, it is also asserted that consumer 
experience extends beyond the mere quality of various products or services. Rather, it 
encompasses various impressions and interactions that are formed during and after the 
experience with the product or service (Siqueira et al., 2020; Chunhui, Keat, 2023; 
Lizarelli et al., 2021). Loyal consumers also play an important role for major retail 
companies. Essentially, a loyal customer is one who is fully dedicated to the brand, 
consistently making purchases and thereby aiding in profit growth. However, it is 
noteworthy to mention that customer satisfaction is the key determinant for loyalty 
(Arul et al., 2023; Hwang et al., 2021; Martínez, Casielles, 2021). Additionally, service 
quality is an extremely important factor in re-stimulating product purchases. It should 
be emphasized that the quality of the service provided is crucial, as it determines the 
overall success of both the product and the service in achieving maximum customer 
satisfaction (Afroj et al., 2021; Mosimanegape et al., 2020; Glavelia et al., 2023). 
 
3. Material and Methods 
 

It is important to mention that the main objective of the study was to identify the level 
of consumer satisfaction using the SERVQUAL method for assessing service quality. The 
research was conducted among residents of the Brașov County and throughout 
Romania. At the same time, this research specifically targeted individuals over the age of 
18, who have visited and purchased food or non-food products from the Kaufland 
hypermarket. Additionally, it is noteworthy that the research addresses both individuals 
with low to medium income and those with medium to high income. Furthermore, it is 
stated that the research is conducted among both female and male individuals. 

The chosen research method is the survey-based inquiry. The survey was conducted 
electronically. Responses were obtained by completing an online questionnaire. The 
form was created in “Google Forms” and then distributed on social media networks. The 
sample consisted of 223 individuals, which is considered non-representative, and the 
results cannot be extrapolated to the entire population. 

The 24 variables included in the research instrument, namely the questionnaire, were 
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identified through a brainstorming process involving 10 individuals. This process entailed 
the generation of ideas and suggestions in a collaborative environment aimed at 
identifying the most relevant aspects to investigate. These variables have been selected 
and shaped with the assistance of research from specialized literature to ensure 
comprehensive coverage of the domain of interest. 

 
4. Results and Discussion 

In this process, the 24 customer expectations have been ranked in a table, and an 
average score has been calculated for each variable. This undertaking involved analysing 
and classifying customer expectations based on their relative importance.  

The hierarchy of expectations and the average score obtained for each variable    Table 1 

Expectations   Average 
Score 

1) The prices of products displayed in the online catalogueue should match those in the 
hypermarket 

5 

2) Shopping carts should be clean 5 
3) The hypermarket should have fresh food products 5 
4) Cashiers should behave kindly towards customers 5 
5) Products within the hypermarket should not be expired 5 
6) Product prices should be visible 4,9 
7) The waiting time at the checkout should be maximum 5 minutes 4,8 
8) Through the loyalty card, customers should benefit from discounts 4,8 
9) The staff within the hypermarket should quickly resolve any issues that arise 4,8 
10) The hypermarket should provide self-service checkout counters for customers 4,8 
11) The hypermarket should be clean 4,8 
12) Aisles should be properly labelled 4,7 
13) The hypermarket should offer a wide range of products 4,7 
14) Payment with POS should be available at the checkout 4,7 
15) Products on offer should be highlighted 4,7 
16) The working schedule of the hypermarket should be convenient for customers 4,7 
17) Products should be easily found on shelves 4,6 
18) Sales staff should be willing to answer customer questions 4,6 
19) The online catalogue should function efficiently 4,5 
20) The interior of the hypermarket should have good lighting 4,5 
21) The hypermarket should provide customers with sufficient parking spaces 4,2 
22) The design of the hypermarket should be pleasing 4,2 
23) Sales staff should have appropriate attire 4 
24) The equipment and technologies used by the hypermarket should be modern 3,8 

 
Following the obtained results, it was found that respondents have high and very high 

expectations from hypermarkets. As observed in the graph above, the highest scores 
were given for the following variables: “The price of products displayed in the online 
catalogue should match that in the hypermarket”, “Shopping carts should be clean”, 
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“The hypermarket should have fresh food products”, “The cashier should behave kindly 
towards customers”, "Products within the hypermarket should not be expired". 
Following the calculations performed, for all mentioned variables, an average score of 5 
points was obtained, indicating that respondents have very high expectations. 
Additionally, from the data analysis, it can be inferred that respondents have lower 
expectations from hypermarkets when it comes to its design (obtained average score = 
4.2 points), shop assistants’ attire (obtained average score = 4 points), or the equipment 
and technologies used (obtained average score = 3.8 points). Therefore, it is also noted 
that for the remaining analysed variables, the obtained average score is close to 4 points 
on a scale from 1 to 5. 

The perceptions of respondents regarding the Kaufland hypermarket have been 
ranked in the table below. Additionally, it is mentioned that an average score has been 
calculated for each variable. 

                                        
   The hierarchy of perceptions                                                  Table 2 

Perceptions Average 
Score 

1) The products within the  Kaufland hypermarket are not expired. 5 
2) Payment with POS is available at the checkout counter. 4,9 
3) The Kaufland hypermarket offers fresh food products. 4,7 
4) The Kaufland hypermarket provides a wide range of products. 4,7 
5) The working hours of the Kaufland hypermarket are convenient for customers. 4,7 
6) The Kaufland hypermarket provides self-service checkout counters for customers. 4,6 
7) The Kaufland hypermarket is clean. 4,6 
8) Shop assistants within the Kaufland hypermarket have appropriate attire. 4,5 
9) Shop assistants within the Kaufland hypermarket are willing to answer customer 

questions. 
4,4 

10) The price of products displayed in Kaufland's online catalogue matches that in the 
hypermarket. 

4,3 

11) Shopping carts at the Kaufland hypermarket are clean. 4,3 
12) Promotional products are highlighted within the Kaufland hypermarket. 4,2 
13) The Kaufland hypermarket's online catalogue functions efficiently. 4,2 
14) Cashiers at the Kaufland hypermarket are friendly with customers. 4 
15) Through the loyalty card, the Kaufland hypermarket customers benefit from 

discounts. 
3,9 

16) The equipment and technologies used by the Kaufland hypermarket are modern. 3,9 
17) Products are easily found on shelves within the Kaufland hypermarket. 3,9 
18) Product prices are visible within the Kaufland hypermarket. 3,7 
19) The Kaufland hypermarket provides sufficient parking spaces for customers. 3,7 
20) Inside the Kaufland hypermarket, the lighting is good. 3,7 
21) Aisles are properly labelled within the Kaufland hypermarket. 3,6 
22) The design of the Kaufland hypermarket is pleasant. 3,2 
23) Shop assistants within the Kaufland hypermarket have appropriate attire. 3,1 
24) The waiting time at the checkout counter is maximum 5 minutes. 2,5 
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Following the evaluation of respondents' perceptions regarding the quality of services 

provided by Kaufland, it was found that the products within the hypermarket are not 
expired (obtaining an average score of 5 points), payment with POS is available at the 
checkout counter (obtaining an average score of 4.9 points). Additionally, it was 
observed that the Kaufland hypermarket offers a wide range of products (obtained 
average score = 4.7 points) and has convenient working hours for customers (obtained 
average score 4.7 points). Lower scores were given for variables such as "Products are 
easily found on shelves within the Kaufland hypermarket" (average score = 3.9 points), 
"The hypermarket provides sufficient parking spaces for customers" (obtained average 
score), "Aisles within the Kaufland hypermarket are properly labelled" (obtained average 
score = 3.6 points).            

                     
Respondents' Satisfaction with the Kaufland hypermarket                      Table 3 

 

    Perceptions – Expectations   Results  

1. Shop assistants within the Kaufland 
hypermarket have appropriate attire. 

Shop assistants should have appropriate 
attire. 

0,5 

2. Payment with POS is available at the 
checkout counter. 

Payment with POS should be available at 
the checkout counter. 

0,2 

3. The equipment and technologies used by 
the Kaufland hypermarket are modern. 

The technologies and equipment used 
by the hypermarket should be modern. 

0,1 

4. The working hours of the Kaufland 
hypermarket are convenient for 
customers. 

The working hours of the hypermarket 
should be convenient for customers. 

0 

5. The products within the Kaufland 
hypermarket are not expired. 

The products within the hypermarket 
should not be expired. 

0 

6. The Kaufland hypermarket offers a wide 
range of products. 

The hypermarket should offer a wide 
range of products. 

0 

7. The Kaufland hypermarket is clean. The hypermarket should be clean. - 0,2 
8. Shop assistants within the Kaufland 

hypermarket are willing to answer 
customer questions. 

Shop assistants within the hypermarket 
should be willing to answer customer 
questions. 

-0,2 

9. The Kaufland hypermarket provides self-
service checkout counters for customers. 

The hypermarket should provide self-
service checkout counters for 
customers. 

- 0,2 

10. The Kaufland hypermarket offers fresh 
food products. 

The hypermarket should have fresh food 
products. 

- 0,3 

11. Promotional products are highlighted 
within the Kaufland hypermarket. 

Promotional products should be 
highlighted. 

- 0,5 

12. The Kaufland hypermarket provides 
sufficient parking spaces for customers. 

The hypermarket should provide 
sufficient parking spaces for customers. 

- 0,5 

13. The price of products displayed in 
Kaufland's online catalogue matches that 
in the hypermarket. 

The price of products displayed in the 
online catalogue should match that in 
the hypermarket. 

- 0,7 
 

14. Inside the Kaufland hypermarket, the 
lighting is good. 

Inside the hypermarket, the lighting 
should be good. 

- 0,8 
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    Perceptions – Expectations   Results  

15. Shopping carts at the Kaufland 
hypermarket are clean. 

Shopping carts at the hypermarket 
should be clean. 

- 0,8 

16. Through the loyalty card, the Kaufland 
hypermarket customers benefit from 
discounts. 

Through the loyalty card, customers 
should benefit from discounts. 

- 0,9 

17. Products are easily found on shelves 
within the Kaufland hypermarket. 

Products should be easily found on 
shelves. 

- 0,9 

18. The design of the Kaufland hypermarket 
is pleasant. 

The design of the hypermarket should 
be pleasant. 

-1 

19. The Kaufland hypermarket's online 
catalogue functions efficiently. 

The online catalogue should function 
efficiently. 

- 1 

20. Aisles are properly labeled within The 
Kaufland hypermarket. 

Aisles within the hypermarket should be 
properly labeled. 

-1,1 

21. The cashier at The Kaufland hypermarket 
is friendly with customers. 

The cashier at the hypermarket should 
be friendly with customers. 

-1,1 

22. Product prices are visible within The 
Kaufland hypermarket. 

Product prices should be visible. -1,2 
 

23. Staff within The Kaufland hypermarket 
quickly resolves any issues. 

Staff within the hypermarket should 
resolve any issues quickly. 

-1,7 

24 The waiting time at the checkout counter 
is a maximum of 5 minutes. 

The waiting time at the checkout 
counter should be a maximum of 5 
minutes. 

-2 

Average score obtained -1,27   
 
Following the calculations, it emerged that respondents are disappointed with the 

services provided by Kaufland. For the variable “Checkout time is maximum 5 minutes”, 
respondents' expectations are very high (obtained score = 4.8), while perceptions are 
very low (average obtained score of 2.5). The difference is -2 => P<A – customers are 
disappointed. 

For the variable "Staff at Kaufland resolves issues quickly," respondents' expectations 
are high (average obtained score = 4.8), while perceptions are lower (average obtained 
score = 3.1). The difference is -1.7 => P<A – customers are disappointed. 

For the variable “Product prices are visible at Kaufland”, respondents' expectations are 
high (average obtained score = 4.9), while perceptions are lower (average obtained 
score = 3.7). The difference is -1.2 => P<A – customers are disappointed. 

For the variable “Aisles are properly marked at Kaufland”, respondents' expectations 
are high (average obtained score = 4.7), while perceptions are lower (average obtained 
score = 3.6). The difference is -1.1 => P<A – customers are disappointed. 

For the variable “Kaufland's online catalogue operates efficiently”, respondents' 
expectations are high (average obtained score = 5), while perceptions are lower 
(average obtained score = 4). The difference is -1 => P<A – customers are disappointed. 

For the variable “Products are easily found on shelves at Kaufland”, respondents' 
expectations are high (average obtained score = 4.6), while perceptions are lower 
(average obtained score = 3.7). The difference is -0.9 => P<A – customers are 
disappointed. 
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For the variable “Kaufland offers a wide range of products”, respondents' expectations 
are equal to perceptions. The difference is 0 => P=A – customers are satisfied. 

For the variable “Equipment and technologies used by Kaufland are modern”, 
respondents' expectations are lower (average obtained score = 3.8), while perceptions 
are higher (average obtained score = 3.9). The difference is 0.1 => P>A – customers are 
pleased. 

For the variable “POS payment is available at Kaufland checkout”, respondents' 
expectations are lower (average obtained score = 4.7), while perceptions are higher 
(average obtained score = 4.9). The difference is 0.2 => P>A – customers are pleased. 

For the variable "Staff at Kaufland have appropriate attire," respondents' expectations 
are lower (average obtained score = 4), while perceptions are higher (average obtained 
score = 4.5). The difference is 0.5 => P>A – customers are pleased. 
 
5. Managerial Implications 

 
The quality of services offered by the company Kaufland was evaluated using the 

“Servqual” method. The analysis of the results revealed significant discrepancies 
between customers' expectations and their perceptions regarding the Kaufland 
hypermarket. In light of these findings, certain recommendations are necessary to 
enhance the customer experience within this company. 

The first aspect identified is the waiting time at the checkout, which was perceived as 
prolonged by customers. To address this issue, we suggest additional staff should be 
hired and the number of available checkout counters increased. Additionally, installing 
new self-service checkout counters could help reduce waiting time and improve the flow 
of customers. 

Another crucial aspect is how staff handles customer issues and requests. Customers 
appreciate promptness and efficiency in resolving their problems. Therefore, it is 
recommended to implement a reward system for staff that provides quick and efficient 
assistance, while those who do not adequately respond to customer needs should 
undergo disciplinary measures. 

Regarding the visual and informational aspect, the design and labelling of product 
prices should be improved to facilitate navigation and identification by customers. 
Additionally, it is important for the prices displayed in the online catalogue to be 
regularly updated to accurately reflect those in the hypermarket. 

Managers should pay special attention to the behaviour and attitude of staff towards 
customers. Staff should be polite and courteous in their interactions with customers, 
and managers should take disciplinary action if these standards are not met. 

Furthermore, another important aspect is cleanliness and hygiene within the 
hypermarket. Shopping carts should be regularly inspected and sanitized to ensure a 
clean and safe environment for customers. 

Finally, products on sale should be clearly and attractively displayed to draw 
customers' attention and provide them with a more enjoyable and efficient shopping 
experience. 
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6. Conclusion  
 
After careful examination of customers' perceptions and expectations regarding the 

services provided by the company Kaufland, several important conclusions can be drawn 
to enhance the customer experience: 

Firstly, the analysis reveals significant discrepancies between what customers desire 
and how they perceive the services offered by Kaufland. This disparity highlights the 
need for a review of how the company delivers its services to better align with customer 
expectations. 

A key area that requires increased attention is the waiting time at the checkout and 
the ability to quickly resolve customer issues. Improving efficiency and response time in 
these areas could lead to a more pleasant experience for customers and increase their 
satisfaction. 

Additionally, aspects related to the design and labelling of prices, as well as hygiene 
and cleanliness in the hypermarket, play a crucial role in customer perception. Investing 
in these areas can significantly contribute to increasing customer satisfaction and 
loyalty. 

Another important aspect is the attitude and behaviour of the staff towards 
customers. A well-trained and courteous team can create a positive atmosphere and 
positively influence the customer experience in the store. 

In conclusion, addressing the needs and expectations of customers is essential for the 
success and sustainability of any business. Implementing improvement measures 
revealed by the analysis of customer perceptions can play a crucial role in strengthening 
Kaufland's position in the market and increasing customer satisfaction and loyalty. 
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