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Summary:The study examined a possibility of developing the methodology that would enable, by 
applying quality tools, benchmarking of the identified significant characteristic of the insurance 
companies services. The objective of benchmarking of the identified significant characteristics of 
the insurance companies services is a selection of the characteristics that are not at the level of 
the competitors. Their reengineering and raising to a higher level would increase the satisfaction 
of buyers and consequently also market participation and quality of the insurance companies 
management. The first phase of the research referred to the development of the model for 
benchmarking of the identified significant characteristics of the quality of the insurance 
companies services based on the criteria of their significance for the satisfaction of buyers. In the 
second phase, based on the developed model, benchmarking was performed of the identified 
significant characteristics of the services of the selected insurance company with the insurance 
companies that are competitive in the given environment.  The research proved that the 
application of adequate quality tools could bring about the characteristics of the quality of 
services that were not at the level of best ones in the class.  
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1. INTRODUCTION  
 
 The problem of service quality at the world market in the circumstances of a very 
strong competition and all the faster changes in the environment, nowadays gets more and 
more attention. The research proved that the services nowadays in the OECD countries 
represented more than 60% of the overall economic activity, and in the most developed 
countries even more than 70% [10]. Therefore, the problem of management of the service 
quality nowadays gets an exceptional importance both from the practical, but also from 
the research point of view. If the services are considered in the context of marketing and 
overall economic activity, they are inseparable from the very consumer, i.e. user of the 
specific service.  
 For the mentioned reasons, the quality of services became the most significant 
strategic factor of the success of an organization. When the organization gets a bad 
reputation with regard to the quality, it takes it a long time to change the situation. In case 
the organizations want to remove bad reputation, they have to manage competitive 
advantages, particularly the quality of the significant cahracteristics of the service quality, 
because an adequate meeting of the users’ requirements can express satisfaction – 
enthusiasm of the user of services and get the reputation - epithet of an "extraordinary 
supplier". 
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 Exactly within the framework of this study, the possibility will be considered of 
developing the methodology for benchmarking of the identified significant characteristics 
of the service quality for the purpose of their reengineering and raising to a higher level, 
which would increase satisfaction of the buyers and consequently also market 
participation and quality of the company operations. How should we know what are the 
requirements of the buyers with regard to the significant characteristics of the services 
that need to be raised to a higher level, is one of the most frequent questions nowadays 
addressed to the organization of any kind. For that purpose different quality tools are 
developed and used to serve for benchmarking of the identified significant characteristics 
of services. One of the first companies that developed and applied a whole series of the 
quality tools is the "TOYOTA COMPANY". By the development and correct application 
of different quality tools the company achieved a big success. That was a great motivation 
for other big companies to develop and implement new quality tools. 
 The subject of the research is a business process of service organizations. In this 
case we shall consider the business process of Kosig Dunav Osiguranje (Kosig Dunav 
Insurance), which provides services in the field of insurance of property and persons. In 
most general terms, the goal of this research is benchmarking of the identified significant 
characteristics of the service quality with the purpose of their reiengineering aimed at 
increasing the satisfaction of buyers. The purpose of a bigger attention paid to the 
significant characteristics of the service quality is to act by a feedback towards raising the 
observed use value of the service. The observed use value implies the value that the buyer 
is aware of when buying or using the service. That is why the organizations aspire to 
increase their competences, necessary for a permanent increase of the observed use value 
of the services [4]. 
 
2. BENCHMARKING OF IDENTIFIED SIGNIFICANT CHARACTERISTICS OF 
INSURANCE COMPANIES SERVICES 
 
2.1 Development of the model for „benchmarking” of identified significant 
characteristics of insurance companies services 
 
 In order for any organization to be successful, it has to permanently reaearch the 
external and internal environment for the purpose of identifying the factors that affect its 
efficiency and effectiveness. In doing so, it is very important for the organization to 
understand and satisfy the present and future needs and expectations of the current and 
potentially interested parties. Therefore, the organization should identify the needs and 
expectations of the interested parties and maintain a balanced response to their needs and 
expectations[8].   
 According to M. Bobrek [3], the needs and expectations of the current and 
potentially interested parties are satisfied by the significant characteristics of the quality 
of products and services. Since the quality of significant characteristics of services is a 
result of a process, it is necessary for the organizations to identify the processes by which 
significant characteristics of the service quality are achieved. That is performed with the 
goal of reengineering the process by which the wanted significant characteristics of the 
service quality are not achieved.   
 „Benchmarking” as the process of measuring and comparing the characteristics of 
products and services with the best ones in the class is performed with the goal of acting 
upon the characteristics of the process for the purpose of raising the level of the 
characteristics of products and services that are not at the level of best  ones. The 
comparison is performed within the own scope of activities or out of it in order to provide 
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long-term advantages. The procedure relies upon the comparison of own dimensions 
(characteristics: processes, products, services, etc.) with some companies that deserve to 
be a measure of the value.  
 The purpose of „benchmarking” is a systematic search for the „best practice”. In 
that manner „benchmarking” becomes one of the instruments based on which a learning 
organization is built. In its essence, „benchmarking” is a process of learning and 
acquiring knowledge in order to apply what has been learned and improve one’s own 
business practice. Important things for the true success in the implementation of this 
instrument are the process orientation of comparison and organizational-cultural 
preconditions.  
 In order to resolve the mentioned problem, a model was developed of 
„benchmarking” of the identified significant characteristics of services by applying 
adequate quality tools. According to it, the process of „benchmarking” of the identified 
significant characteristics of services is performed in the following three phases: 

1) Selection of competitors for  „benchmarking” of the significant characteristics of 
services,  

2) Selection of the manner of measuring quality of the chosen significant 
characteristics of services and 

3) „Benchmarking” of the measured significant characteristics of services [6].  
 
Selection of competitors for „benchmarking” of the significant characteristics of 
services  
 
The precondition for a successful „benchmarking” is a good-quality selection of the 
competitors for comparison in order to obtain the information about where our insurance 
company is placed. A successful „benchmarking” should answer the questions:  

• what (which useful experiences the competitor has) and  
• how (i.e. how they were reached).  

The essence of „benchmarking” is composed of the following characteristics:  
• „benchmarking” is explicitly directed towards the individual product/service, 

process or functional area, and not towards the company as a whole;  
• „benchmarking” is a decentralized process, which for each individual function 

looks for an adequate model;  
• central theme in „benchmarking” is not a global total comparison, but a specific 

individual comparison.  
Exactly in the above mentioned terms, a greater number of competitors should be 
selected, since each of them possesses some characteristics of services that give it certain 
competitive advantages. The imposed most expedient solution seems to be the selection 
of the competitors for „benchmarking” of the significant characteristics of services by 
using the „Pareto” method. That would according to certain criteria (market participation, 
scope of sale…), on the diagram by a descending order, show the significance of 
individual competitors. In that manner we would come to several significant competitors 
(competitors from group A and B), which we would perform „benchmarking” with.   
 
Selection of the manner of measuring quality of the chosen significant 
characteristics of services  
 
 The maximization of the satisfaction of service users is the basic task of each 
company, which bases its business both on the short-term and long-term efficiency and 
effectiveness. Namely, we could see that a bigger level of quality also provides a bigger 
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loyalty of the service user [1]. That is why the companies that operate in a dynamic and 
competitive environment, characterized by the processes of liberalization and 
globalization of the market, are faced with the problem of measuring the quality of 
significant characteristics of their products and services and satisfaction of service users. 
According to Todorovic[11], measuring is the process consisting of a certain number of 
operations for determining the unknown value of some characteristic of the product, 
service, process, etc. It can be quantitative and qualitative.  
 A special problem is measuring the satisfaction of the service user in the service 
sector due to the specificity of its output (e.g. impalpability, indivisibility of production 
from consumption, etc.), since the service sector is more abstract and demanding than the 
production sector. That is why the developed quality tools have a common goal, and that 
is to create conditions both for management, but also for the measurement of the service 
quality[4]. Hentschel [9] mentions that measuring the satisfaction of buyers by the service 
quality is one of the most critical elements in the mutual relation of the company that 
“produces quality” and the consumer that “perceives quality”.  
 The basic problem of the user in using services of the insurance companies is that 
in case they are dissatisfied, they cannot replace it with some other and they often will not 
even complain. However, the user can take a simple decision in future services of the 
insurance companies to use the service of some other company. Therefore, satisfying 
needs and wishes of more and more demanding users at the markets due to more intensive 
competition is the imperative of every insurance company.  
 In order to prevent migration of users towards competition, the insurance 
companies should continuously do research in order to measure the quality and degree of 
the user satisfaction. Namely, attracting new users is a lot more difficult and expensive 
than making efforts to keep the existing insurance companies, which base their operations 
on a high quality of services. That is why the companies should understand quality as an 
absolute, and not as a relative value.  
 Therefore, the focus of insurance companies should be directed towards the 
expectations of current and/or potential service users, where it is also very important for 
the insurance companies to understand that their basic task is a maximal satisfaction of 
the service users. That is why there is a need for changing the approach to forming the 
structure of services of the insurance companies so as to achieve an optimal mix of 
obligatory, needed and desirable elements aimed at maximizing satisfaction of the service 
users.  
 Due to the above mentioned, all the bigger number of service companies decide to 
undertake different activities of measuring the quality of their services. They do that 
mainly by measuring the satisfaction of users, where they can choose among different 
qualitative (e.g. consumer panels) and quantitative methods and techniques of market 
research (e.g. examining satisfaction in a survey questionnaire). That is why in this stage 
it is necessary to conduct: 
 

• selection of manner of data collection and  
• selection of target groups.  

  
 For the solution of the first problem there is a possibility of collecting data by 
questionnaires and interviews with the target focus groups. What manner will be chosen 
depends on the activity of the organization. Since this is about the insurance companies 
where clients rarely use the same kind of service from two or more companies, and it is 
difficult to get such clients, the problem will be solved by the method of a questionnaire. 
In drafting the questionnaire, it is necessary to resolve the manner of evaluation. Namely, 
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evaluation can be done in many ways: description, numbers, Likkert scale, etc. Each of 
these solutions has its advantages and disadvantages, but numerical evaluation comes as a 
rational solution. Namely, it was proved that the process of benchmarking of the 
measured significant characteristics of services is most simply performed if the evaluation 
is numerical. 
 According to Arsovski[2], it is very important that each company recognizes and 
chooses the key indicators of performances that provide specific information regarding its 
basic activity, risks and possibilities. In doing so, it is very important in setting the level 
of performances for the goals to be challenging and realizeable. 
When it comes to target groups, they can be divided in the following sectors: Industry, 
Trade, Tourism, Traffic, Agriculture, Services, State and Local Government, Public 
Sector, Professional Organizations and Energy. 
 
„Benchmarking” of the measured significant characteristics of services  
 
 „Benchmarking” is the instrument that enables a continued process of comparing 
the organization with others aiming at finding and performing the best business practice 
for the purpose of ensuring long-term competitive advantages. The goal of comparison is 
to reveal comparative advantages or disadvantages of insurance companies. That is why 
nowadays a question is often asked whether quality precedes satisfaction, or it is 
satisfaction that precedes quality. Still the opinion prevails that quality precedes 
satisfaction, which was proved in their study by De Ruyter, K., Bloemer and J., Peeters 
[7].  
 The experts dealing with the problem of management of the service quality try to 
define the parameters of service that create satisfaction of the service user in order to 
manage it in the best possible manner. In order to achieve that, they define different target 
activities by which to try to act on establishing the realistic level of expectation of their 
service users, in order to be able to influence the increase of the level of perceived service 
quality[7]. 
 Exactly the aim of the last phase of „benchmarking” is to present and analyze data 
on the measured significant characteristics of services. In that sense, it is necessary to 
present in tables the evaluations by each insurance company that was subject to 
„benchmarking” of the significant characteristics that were considered. Finally, it is 
necessary to give the analysis of evaluation of significant characteristics of the insurance 
companies services, which should be the entrance to the next stage, and that is 
reengineering of the process of wanted values of the significant service characteristics.  
2.2 Application of the developed model for benchmarking of the identified 
significant characteristics of the services in „Dunav osiguranje” 
 
 The process of benchmarking of the identified significant service characteristics in 
„Dunav osiguranje” was performed according to the previously developed model. For that 
purpose, for each phase a special expert team was formed because of: a big scope of 
services, complexity of the process, specificity of the process and expertise of the 
personnel in solving specific problems, etc. „Dunav osiguranje” offers its services mainly 
at the level of the RS, and to a smaller degree at the level of BiH. The wish of  „Dunav 
osiguranje” is to raise the level of its services both at the level of the RS, but also at the 
level of BiH. Because of that, there was a need for „Dunav osiguranje” to also perform 
„benchmarking” of the characteristics of services with the best insirance companies at the 
level of BiH.  
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The process of „benchmarking” will be performed through the following three phases:  
1) Selection of competitors for  „benchmarking” of the significant characteristics of 

services, 
2) Selection of the manner of measuring quality of the significant characteristics of 

services and 
3) „Benchmarking” of the measured significant characteristics of services.  

 
Selection of competitors for „benchmarking” of the significant characteristics of 
services 
 
 The precondition of a successful „benchmarking” is self-comparison, i.e. 
knowledge about which significant characteristics of services are: 

• better than competitors, 
• at the level of a competitor and 
• below the level of a competitor.  

 
 Since „benchmarking” is a decentralized process, which for every single 
characteristic of the service requires an adequate model, in this case „benchmarking” will 
be performed of the significant characteristics of the services of „Dunav osiguranje” with 
its competitors. Exactly for the above mentioned reason there is a need to select a bigger 
number of competitors, because each of them possesses some characteristics of services 
that give to it certain competitive advantages.  „Pareto” method was taken as the most 
appropriate solution for the selection of competitors for „benchmarking” of the significant 
characteristics of services. For that purpose, based on the criteria of the total revenue, the 
ABC analysis was conducted of the insurance companies that operate at the level of the 
RS according to the total revenue (Table 1) [6].  

 
Table 1: ABC analysis of the total revenue of the insurance companies in BiH in 2013 

 

Name of the insurance 
company 

Total revenue 
[KM] 

Participation 
in the 

revenue [%] 

Cumulative 
[%] Category 

JAHORINA osiguranje 24,448,520 16% 16% 

A 

DUNAV osiguranje 17,253,226 11% 27% 
BOBAR osiguranje 16,385,739 11% 38% 
BRČKO-GAS osiguranje 14,357,563 9% 47% 
DRINA osiguranje 14,066,545 9% 56% 
NEŠKOVIĆ osiguranje 11,508,564 7% 64% 
TRIGLAV osiguranje 10,181,881 7% 70% 
GRAWE osiguranje 9,443,213 6% 77% 
KRAJINA osiguranje 6,261,282 4% 81% 

B 

Osiguranje AURA 4,668,895 3% 84% 
MERKUR BH osiguranje 4,534,743 3% 87% 
UNIQA osiguranje 4,353,359 3% 90% 
SARAJEVO osiguranje 3,548,083 2% 92% 
EUROHERC osiguranje 3,473,435 2% 94% 
MIKROFIN osiguranje 2,762,059 2% 96% C 
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ZOVKO osiguranje 2,544,838 2% 98% 
BOSNA SUNCE osiguranje 1,373,675 1% 98% 
VGT Visoko 1,350,579 1% 99% 
CROATIA osiguranje 897,898 1% 100% 
CAMELIJA osiguranje 132,519 0% 100% 

 
Selection of the manner of measurement of the quality of significant characteristics 
of services 
 
 Measuring as the process of determining the unknown value of the quality of 
significant characteristics of services can be performed by using different qualitative and 
quantitative methods. However, there is opinion that the problem is best solved by 
measuring the satisfaction of the service users, since measurement is performed exactly 
for the purpose of increasing satisfaction of the current and future service users, as well as 
for the purpose of increasing profitability. That is why in this stage it is necessary to 
conduct: 

• selection of the manner of data collection and 
• selection of target groups.  

 Since the insurance companies in case are those where clients in a specific period 
of time rarely use the same kind of service from two or more companies, the problem, as 
previously said, will be rather solved by the questionnaire method. Namely, the target 
focus groups are mainly used in selling the wholesale goods[12]. When it comes to the 
manner of evaluation, as reasonable for further research, numerical evaluation will be 
used. For the above mentioned reason, the method used for collection of quantitative data 
was the questionnaire one. Namely, it is considered that the main method of research of 
satisfaction of service user is the survey questionnaire. The questionnaire must not be 
considered exclusively as a series of questions that the examinee should answer. That is 
the main instrument by which the researcher realizes research objectives.  
 When it comes to the target groups, they are divided in four groups for the 
specificity of the activity of „Dunav osiguranje” and selection of service users. Those are:  

• citizens of the RS, 
• industry, 
• service activities and 
• budget institutions. 

The questionnaire was delivered to 78 different service users, those being:   
• citizens of the RS – 55 questionnaires, 
• industry – 41 questionnaires, 
• service activities – 50 questionnaires and 
• budget institutions – 28 questionnaires.  

Number (percent) of answers was as follows: 
• citizens of the RS – 35 answers (63.6 %), 
• industry – 25 answers (60.9 %), 
• service activities – 28 answers (56 %) and 
• budget institution – 16 answers (57.1 %). 

 
 The analysis took into consideration only the questionnaires of the insurance 
companies from group A. The reasons for this should be looked for in the fact that 40% of 
the insurance companies are placed in group A. Other insurance companies also have a 
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portion at the market smaller than 5%. In doing so, there was an attempt to provide as big 
as possible objectivity of the collected data (non-involvement of researchers).  
 The deepened analysis of the insurance companies from group A shows that four 
companies have a broader program of services („Nešković” osiguranje, „Dunav” 
osiguranje, „Jahorina” osiguranje and „Bobar” osiguranje), and that they represent a good 
basis for „benchmarking”. Other four companies have a narrower program of services. 
That means that: 
 
 „BRČKO-GAS” osiguranje, provides chiefly the services from the field of 

insurance of motor vehicles, 
 „DRINA” osiguranje, provides chiefly the services from the field of insurance of 

motor vehicles, 
 „TRIGLAV” osiguranje, provides chiefly the services from the field of insurance 

of motor vehicles, 
 „GRAWE” osiguranje, provides chiefly the services from the field of life 

insurance. 
  
 Although the mentioned four companies have a a narrower program of services, it 
is very important to consider them as an entirety, because it may happen that they have 
some important characteristics to be compared with, so that by providing it at the level 
higher than the competitor's to increase the participation of „Dunav osiguranje” at the 
market of the Republic of Srpska.   
 The research is structured in order to enable the comparison and repeated making 
of the experiment after a certain period of time.      
 
„Benchmarking” of the measured significant characteristics of services 
 
 Since the process of „benchmarking” is revealing advantages and disadvantages of 
„Dunav osiguranje” with regard to the competitors, in this phase the evaluations were 
presented by the target groups and insurance companies that were subject to  
„benchmarking” and significant characteristics of services that were subject to 
consideration. In table 2. average evaluations were presented for all target groups marked 
with „A”, „B” and „C”. For the protection of data, the insurance companies in the text 
below were replaced by the grades that only the authors of this study are familiar with[6]. 
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Table 2: Average grades of the characteristics of services by the insurance  
companies that were subject to „benchmarking” 

 
    

AVERAGE GRADE OF THE 
SERVICE CHARACTERISTICS 

 

Doc. sign:  
QM 38 – Rev A 

List: 
Lists: 

 

NAME OF THE 
CHARACTERISTICS 

SERVICE FROM THE INSURANCE COMPANY 

Dunav 
osiguranje 

 
“
A
” 

“B” “C” Other insurance 
companies 

Quality - (justification) of 
paid damages 3.9 3.

6 2.3 2.6 2.7 

Completeness - (entirety of 
service) 4.3 3.

5 2.8 2.8 3.2 

Consistency -  (unique 
approach to clients from 
the aspect of offer/payment 
of damages) 

4.0 3.
3 2.4 2.4 3.0 

Quality of documentation - 
(correctness of the filled 
policy) 

4.1 4.
3 2.9 3.0 3.4 

Professional capability of 
employees 4.5 3.

4 3.3 2.9 3.8 

Reliability - (confidence  
client has in agent) 4.0 4.

2 2.9 3.0 3.6 

Brand of the Company - 
(size, capital, tradition) 4.8 3.

2 3.3 2.9 3.6 

AVERAGE GRADE 4.2 3.
6 2.8 2.8 3.3 

 
 
4. CONCLUSION 
 
 The research performed within this study had the objective of proving that by 
developing the methodology for benchmarking of the identified significant characteristics 
of quality of the insurance companies with the application of quality tools it is possible to 
select the service characteristics that will in the best possible manner satisfy the needs and 
expectations of the current and future service users. In that way the observed use value of 
service is increased by the service user, and consequently market participation and quality 
of business of the company also get increased.  
From the above stated, we can make the following conclusions: 

1) It is possible to develop the model for benchmarking of the identified significant 
characteristics of the service quality,  

2) By developing models it is possible to properly direct the process of 
benchmarking of the identified significant characteristics of the service quality for 
the purpose of their improvement,  
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3) The application of the developed model in a real system proved that 
benchmarking of the identified significant characteristics of the service quality  
requires a team approach and 

4) The significant characteristics of the service quality should be permanently 
reconsidered by benchmarking, since that is also done by those best in the class, in 
order to raise the observed service value.  
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