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Abstract. With the rapid growth of China’s service industries, the supporting role of quality has
become increasingly prominent. With aview to mastering the quality situation of serviceindustriesin
adynamic way and promoting high-quality efficient and sustainable devel opment, the author makes a
statistical analysis on the quality of China’s key services in 2014 in terms of customer satisfaction,
brand growth and other dimensions.

Introduction

Analysis was made to the monitoring results of customers’ satisfaction towards the State Bureau of
the People’s Republic of China!¥, China National Institute of Standardization, China Tourism
Academy ¥ and China Banking Association ™!, etc. It was discovered from the analysis that the
quality of China’s servicestook on asteadily increasing trend and was rated as “Relatively satisfied”.

FIG. 1 CUSTOMER SATISFACTION RATINGS
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The Customer satisfaction evaluation modd struture is shown as follows:
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Fig. 2 Example of Customer Satisaction Evaluation Model

Where, cirlesindicate latent variables; the arrows between circles indicate the causal relationship
among latent variables; rectangles indicate observable variables; and the arrows between rectangles
and circles indicate the observable variable-latent variable response relationship.

The example of mathematical form for structural equation is shown as follows:
h=Bh+Cx +z

Where, h means endogenous latent variable; X means exogenouslatent variable; B means
relationship between endogenous latent variables; Cmeans impact of exogenous latent variable on

endogenous latent variable; and ¢ means residual of structural equation, which reflects the parts that
are unable to be interpreted in equation and subject to independent normal distribution with average
value being zero.

The example of mathematical form measuring the equation is shown as follows:
X=Lx+d
Y=Lh+e

Where, X means the vector formed by exogenousindexes; Y means the vector formed by
endogenous indexes; L, means the relationship between exogenousand endogenous indexes, or

factor loading matrix of exogenousindex on exogenous latent variable; L  means the relationship

between endogenous index and endogenous latent variable or factor loading matrix of endogenous
index on endogenous latent variable.

The customer satisfaction in life service industry gradually increased on average. Compared on a
year-on-year basis, customer satisfaction level was 3.5 up at gas stations (75.29), 2.74 up at express
hotels (74.26) and 0.78 down in tourism segment (74.10). However, the average level of customer
satisfaction in the production service industry slightly decreased. Customer satisfaction level was
4.49 down in terms of mobile communication (71.08), 0.38 down in terms of online shopping (75.86),
1 upintermsof expressdelivery (73.70), 1 up in terms of automobile after-sales service (79.00), 1.21
up in terms of automobile insurance (75.65) and 4.63 up at banking segment (76.93) compared to the
same period in the previous year. Additionally, monitoring was conducted on online video and news
for thefirst timein 2014, with customer satisfaction level being 74.33 and 76.58.
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Fig. 3 Monitoring Result of Customer Satisfaction in Service Industries
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The public service quality situation in ten cities of China, including Hangzhou, Dongying, Suzhou,
Wenzhou, Luzhou, Xinxiang, Tongling, Hebi, Yibin and Liuzhou, is analyzed as follows:. in terms of
segments, public utilities (water, electricity and gas supply) ranked top with the greatest customer
satisfaction (86.73), followed by retail and department stores (84.30), public transportation (83.39),
education (82.85), food and beverage (80.06), and medical treatment (76.22). Where, the customer
satisfaction slightly increased by 0.39 and 0.35; medical treatment, education, food and beverage, and
public utilities decreased by 2.33, 0.77, 0.46 and 0.39 respectively compared to the same period in the
previous year.
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Fig. 4 Monitoring Result of Urban Public Service Quality Satisfaction

2013

2014

Customer satisfaction level
Public transportation

Public utilities

Medical treatment
Education

Retail and department stores
Food and beverage

Segment




| ssues

(I) Overal Chinese quality standards should be urgently improved. According to the target set in
the Outline of Quality Development (2011-2020), the customer satisfaction in production service
industry in 2015 is expected to reach 80 or above and that in living service industry 75 or above. Seen
from the 11 industries monitored in 2014, only gas stations just exceeded expected target (75) and the
other 10 industries failed to reach such target, with alarge gap in mobile communication and express
delivery. From an internationa perspective, in contrast to the United States, the average customer
satisfaction was 2.23 lower in China’s service industry, 6.04 lower in terms of online shopping, 4.92
lower in terms of mobile communication, 0.74 lower in terms of express hotel. Low customer
satisfaction does not only harm the healthy development of China’s service industries but also
influence the competitiveness of these industries and service trade development. Also, the
development of service industriesis faced with huge transformation and upgrading pressure. The
development mode with capacity increase and expansion as focus should be urgently transformed.
And Chinawill undertake arduous tasks in adjusting and optimizing stock and improving quality
efficiency.

(I1) Brand effect should be enhanced. According to the “Top 100 Most Vauable Global Brandsin
2014” published by BrandZ, an international brand value evaluation institution, 9 Chinese service
industry brands were listed, namely Tencent, ChinaMobile, Industrial and Commercial Bank of
China (ICBC), Baidu, China Construction Bank (CCB), Agricultural Bank of China (ABC), Bank of
China (BOC), Ping’an Insurance and China Life Insurance. The average value of Chinese listed
brands totaled $257.238 hillion, 11.31% up on a year-on-year basis, and accounted for 8.98% of the
total value of the top 100 brands, 0.72% down on a year-on-year basis. Tencent, Baidu and other
internet brands witnessed a rapid increase in brand value, to 97% and 46% respectively while
traditional competitive areas including finance and telecommunication experienced a negative
increase (-3.85%). And the average increase in the brand value of top 100 enterprises was 17%.
Ping’an Insurance and ICBC witnessed an increase of 18% and 2%; BOC remained unchanged and
ChinaLife Insurance, ChinaMobile, ABC and CCB experienced a negative increase, namely -21%,
-10%, -9% and -7%. When the service industries continuously expand and becomes the leading
industriesin China, how to enable “China’s service industries” to “become larger and stronger, and
even stronger” would directly influence the quality efficiency and sustainability of industry
development.
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Fig. 5 Service Brand Value Increase in 2014
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Analysis

The above issues occurring to service industries have relation to the service industries’ characters
of focusing on small and medium enterprises and to the rapidly expanded primary development stage.
Also, those issues prove incomplete quality governance system of China’s service industries and
insecure quality foundation of service industry development. Seen from the devel oped countries and
regionsin terms of service, the EU formulated regulations on service quality inits Services Directive;
Both EU and the USA established the unions of service self-discipline; high-quality service marking
system wasimplemented in Singapore and Hong Kong. Also, the quarterly quality release system has
been built for 20 yearsin the USA, covering 33 mgjor industries, and the standard certification is
becoming popular in service industry. However, the quality coordination mechanism of China’s
service industries remained incomplete. Some areas are characterized by lack of law enforcement
basis, sufficient national standards and incomplete coverage of certification (Until the end of 2014,
there were only 1,466 service certificates, which relate to 815 enterprises, 0.16% and 0.19% of
voluntary certification). And service industry quality monitoring covers only 11 areas including
tourism, express delivery, banking, gas station, mobile communication and express hotel. It seems
hard to fully master the situation of the industry quality.
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