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Abstract. Background: The study which consists of two parts: theoretical and empirical ones, and contains the analysis of
the concept of insurance service quality in relation to travel insurance by employees of insurance institutions as well as by
individual customers.

Methods: The research was conducted by means of the SERVQUAL method among individual customers who hold travel
insurance contracts in Swietokrzyskie, Matopolskie Lubelskie and Podkarpackie voivodships. The aim of the study was to
identify the factors of travel insurance service quality in the conditions of the changing tourist market in Poland, as well as
to define the hierarchy of their importance.

Result: Moreover, on the basis of the SERVQUAL method, some discrepancies were established between customer expecta-
tions and the perceived services. This study is a continuation of the research conducted and another study of the series of

studies of service quality in the market of property insurance in the voivodeships of eastern Poland.

Keywords: SERVQUAL, insurance service quality, travel insurance, tourism and recreation.

JEL Classifications: G22, M12, D83.

Introduction

High service quality leads to the growth in competitive
advantage as buyers feel satisfied, i.e., willing to continue
buying products from a given insurer and, thus, unwill-
ing to accept an offer of the competition. Therefore, it is
necessary to systematically measure service quality and to
determine the areas in need of improvement.

The object of the study is to indicate the position and
the role of management of travel insurance in the system
of business insurance of Sector II. Whereas, the research
aim of this paper is to find the factors of travel insurance
service quality in the changing conditions of the Polish
tourist market. Moreover, it is essential to establish how
useful the SERVQUAL method is in building the quality
of the service offered by insurance institutions of Sector
IT offering travel insurance, among which we can distin-
guish: health insurance, luggage insurance and car insur-
ance policies. Moreover, this study is also an attempt to
sort out, as well as to characterise, the analysed insurance
against the basic, classical concepts of business insurance,
using the most important criteria, i.e., subjective, objec-
tive and related to the freedom to enter into an insurance

agreement or its lack, the character of risk, insurance pro-
gram, legal regulations and the type of industry.

According to such a research problem, the structure of
this study was subjected to the following hypothesis: cus-
tomers of property insurance institutions do not have one
and the only standard model to evaluate travel insurance
service quality. Its effect should be the systematic analysis
of customer needs and expectations by the management of
an insurance institution so that it could correspond to the
total value of the service offered to the customer.

In order to accomplish this aim, there was directly
measured research conducted in four voivodeships of
eastern Poland: Swietokrzyskie, Malopolskie, Lubelskie
and Podkarpackie in the years 2016, 2017, 2018 and 2019.

1. Travel insurance in managing a property
insurance institution

1.1. Insurance service

Bearing in mind the main components of the service sec-
tor, according to Przybytniowski (2018), services are a spe-
cific form of activity where work is performed as a result of
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which neither a new object nor product comes into being.
Using services is connected with the change in customer’s
features or products that they possess. They either maintain
their usability or add new usability to the existing products.
They represent the stream of economic goods. By means of
services the service provider places an offer to the customer.

Looking through the literature on management, it is
rather difficult to find some research on the use of insur-
ance service in managing an insurance institution. It is
difficult to define in which of the areas of management
studies the problems of insurance service should be lo-
cated. Perhaps the best would be a discussion within the
framework of such areas as managing the organisation
continuity of activity of an organisation. This thesis may
be confirmed by, firstly, the aims of insurance use, and
secondly, functions of insurance services.

An insurance service should be understood as a set
of elements and interactions which appear between an
insurance institution, its environment and the customer,
in order to meet the customer’s needs. Due to their char-
acter such services have some features which significantly
distinguish them from typical tangible products, namely,
intangibility, inseparability, heterogeneity, perishability
and impossibility of ownership acquisition - so called 5N
(Przybytniowski, 2019). The above mentioned features of
insurance services can almost fully refer to the service sec-
tor. Whereas, due to the specificity of insurance there are
such features which characterise only this type of services
(e.g., insurance compulsion, limited availability of insur-
ance products, individual character of their price (insur-
ance premium) and uncertain and delayed character of
their use. Thus, on the basis of the theory of insurance,
an insurance service is a process aimed at meeting the needs
and, consequently, the expectations of a properly selected in-
surance cover, procedures of insurance agreement execution
and damage liquidation, meeting the deadlines and prompt
realisation of obligations by employees of a property insur-
ance institution and people cooperating with them.

1.2. The concept of travel insurance

Although the literature does not provide definitions of
travel insurance, we can say it is the insurance which is to
meet financial needs of customers (households and com-
panies) of insurers which appear as a result of risks for an
entity undertaking any activity in the area of tourism and
recreation.

Of many definitions of insurance (including the char-
acter and specificity of individual fields of science con-
nected with insurance), bearing in mind the aim of this
article, the most important are those which emphasise
the role and significance of an insurance service for the
customer of an insurance institution. From this perspec-
tive, the role of insurance is to give back to an individual
the economic position which he held before the damage
arose (compare: Michalski & Sliwinski, 2015; Al-Tit, 2015;
Tsu-Wei & Tso-Jen, 2018). From the point of view of the
buyer, insurance is a business tool which enables us to
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replace the uncertainty of incurring losses at a certain, yet
rather low, cost which is an insurance premium (compare:
O’Hare et al.,, 2015; Przybytniowski, 2016; Kerr & Kelly,
2018; Olya et al,, 2019).

1.3. Systematics of travel insurance

The literature does not provide definitions of insurance
directly connected with tourism and recreation. Also such
definitions are missing in the provisions of insurance law
(compare: American Academy of Actuaries, 2018; ljuo &
Kayode, 2020). Bearing in mind that each person who in-
tends to leave for holidays or a trip, should know about
the existence of insurance policies connected with tourism
and recreation. In general we can say that travel insur-
ance refer to meeting the buyers’ financial needs which are
connected with the realisation of risk by the customer of
an insurance institution who undertakes an activity in the
area of tourism and recreation. Whereas, bearing in mind
the insurance practice, the concepts which are useful are
those which directly refer to products which are directly
or indirectly related to tourism and recreation.

The above way of defining tourism and recreation in-
surance makes it easy for policy-holders to present their
detailed needs for insurance cover to an insurance institu-
tion representative, as well as to select such an insurance
agreement which will be adjusted to the level and type of
risk.

Considering the above, insurance in tourism includes
various products oriented at typical tourist companies,
as well as at natural persons. This division may be based
on the following criteria: objective, subjective, connected
with: building an insurance program, spatial character of
risk, freedom of entering into an insurance agreement or
the lack of it, legal regulations and the criterion of indus-
try.

Table 1 contains a synthetic presentation of division
and classification criteria and examples of insurance prod-
ucts which are included in insurance types selected by
means of these criteria (compare: American Academy of
Actuaries, 2018).

In terms of insurance cover, namely the liability of an
insurance institution for the damage arising from the in-
surance agreement, there are (Dror, 2018):

- basic tourist insurance - this agreement mainly con-
centrates on the needs of an individual customer and
should include: cost of medical treatment, assistance,
consequences of personal accidents (NNW) and civil
liability in private life.

- extended tourist insurance, where the customer may
additionally extend the basic option to include: lug-
gage, resignation from or shortening of an organised
tour/trip, passive participation in the acts of terror
or riots and worsening or complications of chronic
diseases.

Moreover, customers who do high risk sports, the so-
called extreme sports, may extend their insurance cover to
include recreation sports or high risk sports.
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Table 1. Travel insurance division criteria (source: prepared
by the authors on the basis of legal acts (Dz.U.2018.0.473

(Internetowy System Aktéw Prawnych, 2018); Dz.U.2019.0.381

(Internetowy System Aktow Prawnych, 2015)

Insurance :
- Types of travel insurance
criterium
For business entities, e.g., tourism organisers,
hotel owners, mass event organisers, agro-
o tourist farm owners.

Objective -
For natural persons, e.g., connected with
organised or individual tourism, recreation
(NNW*, casco**, luggage).
Personal, e.g., NNW and health.
Property, including:

Subjective - possessions: e.g., luggage, sport equipment

for tourism and recreation;
- OC***: e.g., contract and tort insurance for
tourism organisers and for tourists.

Cover Cross-border insurance, e.g., for individual

program tourists abroad, for business trips abroad.

(building the ;

product) Home insurance, e.g., for home travels.
Compulsory OC, e.g., for car owners for
damage occurring due to traffic; for farmers,

Compulsion | farm buildings.

orno Voluntary, e.g., professional OC (for teachers,

compulsion | tutors and guardians, lifeguards); private OC;
OC for guides, tourism organisers, tour leaders
and travel insurance.
marine, e.g., OC for ship-owners.

Sources of - -

law land, e.g., for skiers; NNW for mountain
hikers.
Sector I, e.g., accident life insurance.

Industry Sector 11, e.g., NNW for tourists; casco; water
tourism organisers.

Note: *NNW - consequences of personal accidents; **casco —
comprehensive cover; ***OC - civil liability.

2. Quality in travel insurance

Service quality in travel insurance is determined by technical
quality and functional quality. The differences which appear
between these dimensions are included in questions which
the customer asks himself after entering into an insurance
agreement: “Have I been well served?”, “Does the insurance
cover I have been given meet my expectations and needs?”.
Considering the technical (i.e., objective) dimension of an
insurance agreement where a product is based on broad eco-
nomic knowledge (Przybytniowski, 2013, 2014; Chen et al.,
2021; Naik et al., 2010; Walstad, 2017), as well as on legal
and social knowledge (Lee et al., 2012) - it is difficult for a
customer to evaluate the insurance cover provided.

In order to knowingly asses the service provided, the
customer should get acquainted with: general terms and
conditions of insurance (OWU), insurance premium cal-
culation, professionalism of the staff of an insurance in-
stitution, clarity of damage liquidation procedures, timely
damage liquidation and timely payment of compensation
or benefits.

According to Post (2014) the subjective dimension
of quality is defined through the company image which,
in turn, has an impact on customer opinion on service
quality. It is extremely important for insurance institu-
tions which are considered the institutions of public
trust. In this case, the assessment of travel insurance ser-
vice quality focuses on functional quality, i.e., customer
service. Grzebieniak (2015) emphasises that by stating
that “..in the process of building the trust and reputa-
tion, insurance companies must use not only traditional
instruments of “public relations”, but also much broader
instruments defined as “client relations”, i.e., the instru-
ments of managing and protecting the relationships be-
tween an insurance institution and its most important
clients. Therefore, it is reasonable to speak about the
perception of service quality which is the result of com-
parison, i.e., what the client expects in relation to what
he has received (Choe et al., 2022). An important ele-
ment of proper service provision quality is the insurance
awareness of customers of insurance institutions. It also
appears while providing travel insurance where there is
direct contact between a customer and the staft of an
insurance institution.

3. Research materials and methodology

3.1. Research procedure

In order to verify the level of insurance service quality, in-
dividual customers’ perception and expectation of changes
in service provision, the SERVQUAL! (Service Quality)
method was used which is a universal measure to study
the perceived quality of any kind of service. By means of
this method, insurance institutions may foresee the expec-
tations of their customers, as well as potential customers,
and identify the level of assessment of their services by the
buyers (more: Przybytniowski, 2018).

The data used to study the level of travel insurance ser-
vice quality were collected by pollsters in the years 2016,
2017, 2018 and 2019 in the months: May-June?, among
individual customers holding any type of travel insurance
agreement, in four voivodeships: Swietokrzyskie, Podkar-
packie, Malopolskie and Lubelskie. The property insurance
institutions selected for the survey were those institutions
which had the assessment of service quality available for
the four years, at least, and which also had their branches
(or agencies) in all the four studied voivodeships.

First of all, the list of selected features was verified by
an opinion poll by means of a questionnaire and direct in-
terview (group count n; = 40 of each polled voivodeship).
The research group also included customers of property
insurance institutions holding a travel insurance agree-
ment (concluded not later than in 2016), coming from the
databases of insurance intermediaries (agents and brokers).

1 This method was created by three American scientists from Miami
University: A. Parasuraman, V. Zeithaml, L. Berry.

2 The selection of these two months indicated above was connected with
the fact that this is the beginning of a change of seasons.
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Table 2. Data of respondents from voivodeships (source: prepared by the author)
Total Average
Voivodeship 2016 2017 2018 2019 (2016-2019) | (2016-2019)
No. % No. % No. % No. % No. %
Podkarpackie 89 25.1 88 24.6 88 24.7 89 24.9 354 24.8
Malopolskie 88 24.7 88 24.6 89 24.8 89 24.9 354 24.8
Lubelskie 91 25.5 90 25.3 90 25.2 89 24.9 360 25.2
Swiqtokrzyskie 88 24.7 91 25.5 91 25.3 90 25.3 360 25.2
Total 356 100.0 357 100.0 358 100.0 357 100.0 1428 100.0

The people were asked to complete a prepared question-
naire. At the same time, they were interviewed face-to-face.
They were also asked to analyse some suggested primary
features of travel insurance offered and to add their own
remarks and possible suggestions. The final effect of this
research was to prepare new content of the questionnaire,
adding these primary features of property insurance which
were perceived as important, from the point of view of in-
dividual customers of insurance institutions.

Bearing in mind the above stage of the research, in the
next one a new measurement tool was prepared — a ques-
tionnaire which referred to the already formed primary
features, related to 5 areas of the SERVQUAL method. In
order to evaluate the statements by the responders of prop-
erty insurance institutions, there was a 6-grade scale used in
the questionnaire, where: “1” — means “the level very un-
satisfactory for the customer”, and “6” — means “the level
very satisfying for the customer™. Customers were asked to
mark with a cross one of the levels on the scale for each
given statement, which characterises their attitude best.
On the basis of the pilot study whose aim was to check the
reliability of the measurement tool, as well as its positions
(Oksenberg et al., 1991), and to verify the comprehensibility
of the statements appearing in the prepared research tool,
there was a target group selected (customers of property in-
surance institutions) of the group count n, = 50 in each of
the studied voivodeships®.

The further part of the research was the statistical analy-
sis which allowed us to verify the statements included in
the questionnaire. Proper determination of importance of
individual statements played an important role in this as-
sessment and, consequently, had a significant impact on
managerial decisions which are made on the basis of re-
search results acquired (compare: Hong-Bin et al., 2011).
Next, conformity was analysed by means of Cronbach’s
a coefficient (the value of Cronbach’s « adopted: a x =
0.8) (according to R. E. Anderson, R. L. Tatham’s theory
(Hair et al., 1998), Cronbach’s « should exceed 0.6 (per:

Adopting a 6-grade scale was caused by the fact that the central value
was eliminated because during the pilot study most of the question-
naires (82%) had number 4 marked, which meant: I do not know,
which significantly distorted the research results. The next stages of
the research confirmed that adopting a 6-grade scale was right.

For the phenomena of normal distribution it is 3, which indicates the
count of the pilot group at the level of 50 people (Zasepa, 1991).

Hanudin, 2007); whereas, according to Al-Thubaiti (2018),
it should be higher than - 0.7). The effect of these analyses,
and the next step, was to conduct the final correction of the
questionnaire in those items which significantly distorted
the results of the poll. Having the appropriate research in-
strument, the customer target group was created. In the next
stage of the research, the analysis was conducted again of
the reliability of the questionnaire consisting of 22 ques-
tions, and the data acquired were comparable. Then the
analysis was conducted to reorder the factors from the most
to the least important, which made it possible to present
an initial method of assessing the level of service quality
for travel insurance, perceived by individual customers on
the territory of the voivodeships studies (Przybytniowski,
2019). Moreover, the questionnaire included: knowledge
of risks connected with travel insurance cover and insur-
ance institutions offering this kind of cover, decisions on
alleviating financial effects of insurance accidents which
have occurred and damage liquidation and customer ser-
vice quality.

The respondents also assessed the relations between
the travel insurance agreement offered and the factors in-
fluencing the quality of this service, taking into consid-
eration: professionalism of insurance institution staff, as-
sistance at damage liquidation, promptness and timeliness
of benefit and/or compensation payment.

3.2. Population analysis

The size of the target group of the four voivodeships
in the studied period was 1428 respondents, of whom:
354 (24.8%) from Podkarpackie and Malopolskie, while
of the remaining two voivodeships (Lubelskie and
Swietokrzyskie) the number of people polled was: 360
(25.2%) in each, which assured the representativeness of
results for the 18+ population of Poland holding a travel
insurance agreement (Table 2)°.

> In terms of methodology, it is worth indicating that it was a panel
study. Questionnaire forms (as indicated earlier) were handed out to
insurance intermediaries (agents and brokers), who had their own
data bases and records of individual customers who took part in the
first round of the research, i.e., in 2016.
The selection of the research group was established assuming the level
of trust at 95%, of the maximum error of 0.5%, which may confirm
the reliability of the group selection (compare: Jeziorski & Borkowski,
2008, p. 197 and further).
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4. Research results

Customers of property insurance institutions, aware of the
threats surrounding them and the possibility of travel dam-
age often leading to irreversible loss in life and in prop-
erty, are looking for protection against negative effects of
accidents. Insurance practice shows that we are unable to
foresee all the threats and, what is more, to prevent them.
Therefore, customers decide to protect themselves in case a
random event occurs, by entering into an insurance agree-
ment (Przybytniowski, 2013). First of all, it is to ensure the
feeling of safety when an insurance event occurs by the
possibility of removing the effects of damage pursuant to
liquidation procedures stipulated by law. Thus, bearing in
mind the object and aim of the study presented in the in-
troduction, one of the fundamental questions, which was
asked to customers, referred to the general assessment of
tourist services provided by employees of property insur-
ance institutions in the studied voivodeships.

The highest score was achieved in Malopolskie
Voivodeship where the average of positive scores in the
four years was — 31.6%, of which the most active was
Krakéw County, where most of the respondents polled
came from - almost 48.1%. Next was Podkarpackie
Voivodeship (the average of 4 years — 29.4%) and here
the most active country was Jarostaw — nearly 63.3%. The
lowest number of active respondents willing to answer
the questions included in the questionnaire was noted
in Lubelskie Voivodeship - the average of four years was
17.8%. In terms of location, the highest percentage of peo-
ple answering the questions came from urban areas.

Every fourth respondent while evaluating insurance
institutions in terms of travel insurance, indicated Ergo
Hestia, giving it a positive score (29.2%), considering
damage liquidation and employees’ professionalism, and
also declaring the willingness to continue the insurance
cover in this institution. The assessment, in relation to
the research in 2016, changed in favour of this institution
by 3.1 pkt. proc. The lack of satisfaction was indicated by
8.1% and the ratio remained practically the same in rela-
tion to 2016. The next, Warta and Allianz received posi-
tive scores with a low number of negative scores. Whereas,

at the other extreme was Link4 (3.1%) in terms of flood
damage liquidation and not only that, with a simultane-
ous high ratio of negative scores. It is worth noticing, that
PZU, at the ratio of 5.9% — was in the middle in terms of
positive scores, with quite a high ratio of negative scores
(25.3%), placing this insurance institution on the last po-
sition. According to the survey, this ratio was, first of all,
influenced by damage liquidation and the attitude of em-
ployees of this institution towards customers. As a result,
most of the polled declared the change of the insurer. Of
other insurance institutions, customers also mentioned
Allianz, Compensa and Generali.

The next stage of the study related to the evaluation of
the relations between the factors of travel insurance service
quality and these services as offered by the employees of in-
surance institutions, the SERVQUAL method was applied.

General SERVQUAL scores calculated below showed
that each of the five assessed areas defining travel insur-
ance service quality in the studied period, was assessed
negatively by the respondents (Table 3, 4, 5, 6).

We can see that the value of all the scores is not high
and is in the area of the threshold point 0,00, i.e., the lack
of quality optimum. Hence, a conclusion can be drawn
that the insurance premium which customers of insurance
institutions pay for the service offered to them, related to
travel insurance, as well as the process of damage liquida-
tion, does not fully satisfy the respondents and does not
meet their expectations. Therefore, customers also incur
higher costs for the quality lower than they expect. Here,
in all the studied voivodeships we deal with the lack of sat-
isfaction with the travel insurance service offered to them,
i.e., with “the quality deficiency’.

The highest dissatisfaction index in 2019 is noted in
Matopolskie Voivodeship. The index grew by nearly 2%
in relations to 2016, and the lowest was in Swietokrzyskie
Voivodeship, with the increase by almost 1.2%. Taking
into consideration the results achieved for the studied
areas in all the voivodeships, in the years 2016-2019,
the greatest reservations in the opinions of the respond-
ents as to the travel insurance service quality were re-
lated to the factors characterising the area of reliability
of the service provided. Further in line were assurance

Table 3. General SERVQUAL score weighted and unweighted for the studied areas of Podkarpackie Voivodeship (N = 354) in the
years 2016, 2017, 2018 and 2019 (source: prepared by the author)

2016 2017 2018 2019
Areas

czS, czS,, czS, czS,, czS, czS,, czS, czS,,

Infrastructure -2.42 -0.29 -2.36 -0.26 -2.78 -0.25 -2.76 -0.24
Credibility -15.11 -0.69 -14.03 -0.65 -14.05 -0.64 -14.01 -0.62
Reliability -17.09 -0.70 -17.76 -0.62 -17.65 -0.62 -17.52 -0.63
Assurance -11.21 -0.58 -12.03 -0.54 -11.02 -0.53 -11.01 -0.52
Empathy -3.76 -0.35 -2.57 -0.25 -2.86 -0.24 -2.79 -0.23
-10.506 -0.522 -10.761 -0.515 -11.177 -0.509 -11.599 -0.504

Notes: S, - total arithmetic measure of service quality (unweighted value of SERVQUAL); S, - SERVQUAL score (total weighted

measure of service quality).
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Table 4. General SERVQUAL score unweighted and weighted for the studied areas of Malopolskie Voivodeship (N = 354) in the
years 2016, 2017, 2018 and 2019 (source: prepared by the author)

2016 2017 2018 2019
Areas

czS, czS,, czS, czS,, czS, czS,, czS, czS,,

Infrastructure -2.69 -0.33 -2.58 -0.29 -2.31 -0.24 -2.29 -0.22
Credibility -14.57 -0.67 -13.98 -0.64 -13.52 -0.65 -13.22 -0.61
Reliability -17.17 -0.76 -17.09 -0.68 -18.33 -0.69 -17.88 -0.67
Assurance -13.73 -0.61 -13.66 -0.57 -14.87 -0.56 -13.83 -0.55
Empathy -3.81 -0.36 -3.68 -0.35 -3.96 -0.34 -3.22 -0.31
-11.299 -0.519 -11.132 -0.511 -11.745 -0.509 -11.556 -0.508

Notes: S, - Total arithmetic measure of service quality (unweighted SERVQUAL value); S, - SERVQUAL score (total weighted measure

of service quality).

Table 5. General SERVQUAL score weighted and unweighted for the studied areas of Lubelskie Voivodeship (N = 360) in the years
2016, 2017, 2018 and 2019 (source: prepared by the author)

2016 2017 2018 2019
Areas

czS, czS,, czS, czS,, czS, czS,, czS, czS,,

Infrastructure -2.62 -0.22 -2.38 -0.21 -1.88 -0.19 -1.87 -0.18
Credibility -13.74 -0.61 -12.55 -0.59 -18.11 -0.58 -18.09 -0.55
Reliability -16.05 -0.62 -19.42 -0.65 -18.12 -0.64 -17.88 -0.63
Assurance -16.84 -0.64 -17.45 -0.63 -15.09 -0.61 -14.78 -0.60
Empathy -5.82 -0.36 -3.39 -0.34 -2.77 -0.31 -2.67 -0.29
-11.021 -0.506 -11.019 -0.505 -11.021 -0.502 -11.003 -0.500

Notes: S, - total arithmetic measure of service quality (unweighted SERVQUAL value); S,, - SERVQUAL score (total weighted measure

of service quality).

Table 6. General SERVQUAL score unweighted and weighted for the studied areas of Swietokrzyskie Voivodeship (N = 360) in the
years 2016, 2017, 2018 and 2019 (source: prepared by the author)

2016 2017 2018 2019
Areas

czS, czS,, czS, czS,, czS, czS,, czS, czS,,

Infrastructure -2.88 -0.25 -2,58 -0.25 -1.88 -0.21 -1.79 -0.19
Credibility -13.56 -0.67 -12,71 -0.61 -17.16 -0.64 -16.56 -0.63
Reliability -16.12 -0.68 -18,95 -0.67 -17.87 -0.66 -17.45 -0.65
Assurance -16.55 -0.65 -16,48 -0.64 -15.65 -0.62 -14.35 -0.61
Empathy -4.62 -0.39 -3,61 -0.32 -2.77 -0.30 -2.69 -0.31
-11.019 -0.509 -11,017 -0.507 -11.119 -0.503 -11.108 -0.501

Notes: S,, - total arithmetic measure of service quality (unweighted SERVQUAL value); S,, - SERVQUAL score (total weighted measure

of service quality).

and credibility of the insurance service. The fewest com-
ments had the respondents on the attribute characterising
empathy and, finally, infrastructure, which was also con-
firmed by the analysis of the unweighted scores.
Comparing the SERVQUAL unweighted scores to
weighted ones, weighted values of assessed factors in
all the voivodeships increased on average in relations to
2016 by —-6.5%, of which the highest increase happened
in Matopolskie Voivodeship, by —12.5 p.p., and the lowest
in Lubelskie Voivodeship, by -3.3 p.p. The general SERV-
QUAL scores: unweighted (S,) and weighted (S,,), con-
firm that the level of travel insurance service quality in the

studied insurance institutions differs from customer ex-
pectations and, which follows, from their needs. The score
values inform that the achieved discrepancies in terms of
service quality desired by customers are not very high.
However, it must be noted that there was a continuous
slight increase in the SERVQUAL score in all the studied
voivodeships in relation to 2016.

Summing up the overall results related to the final
SERVQUAL score (weighted and unweighted), it can be
concluded that the areas connected with the staft and
personal contact of employees of property insurance in-
stitutions with customers were at the initial positions and
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were considered unsatisfactory by customers. Whereas,
the group of statements referring to the tangible aspects
of property insurance service provision was considered by
the customers as quite a satisfying dimension of service
quality.

In order to confirm the acquired results, yet another
research was conducted, where the relation between the
travel insurance service offered and the factors influenc-
ing the quality of such service was evaluated. Bearing in
mind the assessment of such a service, the most impor-
tant factors which drew the respondents’ attention were
(Table 7, 8):

1) professionalism of employees of insurance institu-

tions;

2) assistance at damage liquidation;

3) promptness and timelines of benefit and/or com-

pensation payment.

The data included in Table 7 show that in the studied
period among all the respondents representing a studied
voivodeship, there is a discrepancy between employee pro-
fessionalism and the choice of the insurer (insurance insti-
tution) of Sector II (property insurance) providing travel
insurance agreements. The statistics value is statistically
significant. Also, surprisingly, we can see that during the
studied period in all the studied voivodeships, the pro-
fessionalism of the insurer’s employees is systematically
declining (a fall by 1.1% in relations to 2016), which is
confirmed by the results referring to the level of service
quality of travel insurance offered.
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The analysis of the data included in Table 8 indicates
that during the studied period among all the respond-
ents there is a relation between the assistance in damage
liquidation and the choice of an insurance institution
providing travel insurance. The statistics value is statisti-
cally significant. Also, it is noted that during the stud-
ied period in all the studied voivodeships, assistance in
damage liquidation in the area of travel insurance, was
systematically improving (an increase by almost 1% in
relations to 2016).

Considering the location, the greatest percentage of
people who answered the questionnaire questions and
were also dissatisfied with the service offered came from
urban areas, of whom the largest percentage of dissatisfied
respondents came from Lubelskie Voivodeship - 61.2%
on average. Further were Swietokrzyskie Voivodeship
(58.6%), Podkarpackie Voivodeship (56.2%). The lowest
percentage of respondents dissatisfied with the travel in-
surance service offered, came from Matopolskie Voivode-
ship - 53.2%.

Conclusions, implications
Conclusions

The analyses connected with travel insurance service qual-
ity lead to the following conclusions:

1. The highest factor of the lack of satisfaction is noted

in 2019 in Malopolskie Voivodeship. In relation to

2016, this factor increased by almost 2%; whereas

Table 7. Professionalism of employees of insurance institutions as a factor determining the re-entrance into the travel insurance
agreement (source: prepared by the author)

Professionalism of an | Professionalism of an Professionalism of an Professionalism of an
agent agent agent agent
s 2016 2017 2018 2019
Description
Asymptotic Asymptotic Asymptotic Asymptotic
Value | df | significance | Value | df | significance | Value | df | significance | Value | df | significance
(2-sided) (2-sided) (2-sided) (2-sided)
Pearson Chi-square 42764 | 1| 0.00000 |42.665| 1 | 0.00000 |42.565]| 1 0.00000 |42.568 | 1 0.00000
Linear relationship test | 42.518 | 1 | 0.00000 |42.521| 1 | 0.00000 |42.524| 1 0.00000 |42.529 | 1 0.00000
N valid observations 356 357 358 357

Table 8. An insurance institution employee and assistance at damage liquidation as a factor determining the conclusion of a travel
insurance agreement (source: prepared by the author)

Assistance at damage | Assistance at damage Assistance at damage Assistance at damage
liquidation liquidation liquidation liquidation
. 2016 2017 2018 2019
Description
Asymptotic Asymptotic Asymptotic Asymptotic
Value | df |significance| Value | df |significance | Value | df | significance | Value | df | significance
(2-sided) (2-sided) (2-sided) (2-sided)
Pearson Chi-square 7.802 |1 0.005 7.804 | 1 0.005 7.819 | 1 0.005 7.821 1 0.005
Linear relationship test 7.767 | 1 0.005 7.765 | 1 0.005 7.763 | 1 0.005 7.761 | 1 0.005
N valid observations 356 357 358 357




Business: Theory and Practice, 2023, 24(1): 282-290

the lowest was in Swietokrzyskie Voivodeship - an
increase by nearly 1.2%.

2. Considering the results acquired for the studied
areas in all the studied voivodeships, the greatest
respondents’ reservation as to the service quality in
travel insurance in the years 2016-2019, referred to
the factors characterising the area of reliability of
the insurance service provided. Further were: assur-
ance and credibility of the insurance service.

3. The overall results of the final SERVQUAL score
(weighted and unweighted), show that the areas
connected with the staff and personal contact of
employees of property insurance institutions with
customers were placed in the initial positions and
were considered by customers as unsatisfactory.
Whereas, the group of statements referring to the
tangible aspects of property insurance service provi-
sion was considered by customers as, on average, a
satisfactory dimension of service quality.

4. The value of all the scores is not high and is posi-
tioned in the area of the threshold point 0.00, i.e.,
the lack of quality optimum. Thus, we can conclude
that the insurance premium which customers of
insurance institutions pay for the travel insurance
service offered to them, as well as the process of
damage liquidation, is not fully satistying for the re-
spondents and does not meet their needs. Therefore,
customers incur higher costs for the quality lower
than they expect.

5. The results acquired which refer to the assessment
of the relations between the travel insurance agree-
ment offered and the factors determining the quality
of this service: professionalism of insurance insti-
tution employees, assistance at damage liquidation
and promptness and timeliness of benefit and/or
compensation payment, indicate the lack of satis-
faction with the travel insurance service offered.

Implications

Considering the application conclusions, by conducting
further research and receiving additional empirical data,
it will be possible to assess more precisely:
1. The volume of the Polish travel insurance market in
terms of bundle agreements.
2. Increasing awareness of threats posed by such risks.
3. How well insurance institutions in Poland offering
travel insurance are prepared to implement the solu-
tions already functioning in Europe.
Moreover, it is necessary to conduct a large-scale pro-
gramme to increase the awareness of people at risk of
travel damage.
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