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1. THE RESEARCH TOPIC: JUSTIFICATION 

„Leaders must provide continuous education of employees because only trained staff is able to 

operate effectively business processes.  Efficient internal processes can produce more value to 

customers and thereby satisfy their needs. Satisfied customers will remain loyal to the business 

and even new customers can be acquired, which increases the company‟s income that will lead to 

the satisfaction of the owners.” (Salamonné,2002, p.83) 

The core objective of businesses is to satisfy customer demand while achieving profit goals. The 

main means of meeting this goal in addition to customer orientation is appreciation of the 

employees in order to develop long-term attachment. 

The importance of customer orientation is not new in business since it can be considered one of 

the cornerstones of marketing literature as well as business practices. Based on my 

understanding, the connotation of customer orientation is that the company recognizes the 

value of their important customers and for their acquisition and retention develops such 

integrated processes that support long-term cooperation with customers, from the period of 

initial market exploration to interactive cooperation. 

Employee satisfaction research and development of motivational system are included to a lesser 

degree in the domain of innovation of Hungarian industrial companies. Similarly as customer 

orientation, employee orientation can also be inferred from the fact that the company 

recognizes the value of important employees and for their acquisition and retention, 

develops such processes which support long-term cooperation with employees, from the 

selection of appropriate staff (in cooperation with HR department) to trust-based 

interactive cooperation. 

Rigid adherence of increase in market share, turnover orientation results in the fact that soft 

human-psychological factors are barely dealt with, however these are essential for the 

fundamental business purposes. This greatly hinders creativity, education and involvement of 

employees, making it less concentrated in the committed people, the internal customer
1
 

(employee). 

I noticed in my corporate environment that in addition to rapid market expansion, turnover rate 

has also increased. It got my attention that in addition to such an asymmetric development 

(deviation of customer and employee satisfaction) what is the reason that customer satisfaction-

loyalty is to a large extent ahead of employee satisfaction-loyalty. The question is whether long-

term competitive advantage is sustainable despite the spectacular business success. 

As long as companies achieve good results without the proper management of employees, 

they only feel they need to carry out investigations in this direction because of the high 

corporate culture. However, one needs to be aware of the fact that one of the conditions of 

long-term sustainable competitive advantage is the equal treatment of the external and 

internal customer satisfaction, since without employees dedicated to the company it is not 

possible to produce quality service and maintain competitiveness. The importance of the 

task has been recognized by the businesses but in many cases, implementation techniques 

                                                 
1
 By external customer, I mean the organizational buyer which throughout the thesis is synonymous to customer, 

consumer user phrases. By internal customer I mean the organization‟s employee, coworker which is synonymous to 

internal customer. 
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are not relevant and in even fewer cases are they dealing with exploring factors relevant to 

the employees as subjects.  

Based on the abovementioned reasons, I decided by using both domestic and international 

outlook, drawing on secondary sources to reveal the contribution of employee and customer 

satisfaction-loyalty to successful industrial enterprise activities. 

The main purpose of preparing my thesis is to make the leaders in metal industrial sector realize 

that internal customers should be integrated to the value innovation process as equal partners to 

external customers.



 5 

2. RESEARCH OBJECTIVES 
 

In the field of manufacturing wires for metal processing products there are two producing 

companies present in the Hungarian market: Prysmian MKM. Hungarian Cable Works Ltd.
2
 

which belongs to the multinational company Prysmian Group. It has the revenue of 78 billion 

HUF, staff of 500 people and an extensive international producing network. The other one 

investigated is Fux Corporation
3
, which is a 100% Hungarian-owned medium-sized company 

with revenue of 7,8 billion HUF and 220 employees. 

 Despite the size difference, the audited company serves as an essential model in terms 

of my research topic in relation to Hungarian manufacturer corporate culture and the 

technical management‟s approach, primarily due to the lack of research and 

development in the field of employee satisfaction. Prysmian conducts “employee 

interviews” once a year but employee satisfaction research for the Hungarian 

subsidiary has not occurred yet. Innovation activity achieves a high level of 

compliance with the quality management system, R&D development, customer value 

recognition. However treating employee and customer value equally is not adopted. 

 For FUX, the first customer and employee study was conducted within the present 

research. 

In the organization markets, B2B relations, customer satisfaction through management, 

marketing, public relations and sales activity is becoming increasingly significant. Satisfaction 

and loyalty become central category in order to develop economic success. 

To achieve effective and efficient strategic and operational sales and communication activity 

adjusted to the values and characteristics of the customer and customer relations, it is useful to 

create the assessment model, methodology and practical experience of the customer and customer 

relations. The measurement of customer value supports increasing marketing efficiency, 

satisfaction and also the customer base optimization, as asset-increasing investment. 

Aim of the research 

▪ Analyzing the factors of economic success. 

▪ Development of a complex model for customer-employee satisfaction research which 

along the analysis of customer loyalty includes the analysis of long-term employee 

attachment. 

▪ Analysis of factors influencing customer and employee satisfaction and their interaction in 

Hungarian metal industrial sector. 

▪ Proving that managers working in metal industrial sector do not include employee value 

and value of employees among the factors of value innovation. 

 

The specific aim of the research: 

▪ Exploration of personalized employee values. 

▪ Analyzing the causes of employee fluctuation. 

With the help of these, I will reveal the contribution of employee and customer loyalty to 

achieving long-term economic success in domestic metal industrial sector. 

                                                 
2
 Prysmian MKM. Hungarian Cable Works Ltd hereinafter referred to as Prysmian. 

3
 Fux Corporation hereinafter referred to as FUX. 
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2.1 Research methodology 

Before planning and carrying out the primary research, I perform a comprehensive secondary 

research, which relies on two main pillars: 

 reviewing international and domestic literature in order to lay the foundations of the 

model, 
 summary of external environmental adequate market information and research carried out 

on a similar topic in related fields. 

As a result of secondary research, I will create the initial assessment and evaluation model with 

the most important features: 

▪ exceeds the traditional quality-oriented satisfaction measurement; 

▪ goes beyond the limits of monetary customer rating approach; 

▪ enshrines the primacy of human factors in the study of employee and customer satisfaction; 

 

I will analyze the complex impact of these on the economic success. 

 

 

2.2. Primary research 

Within the framework of the primary research, quantitative and qualitative research is carried out 

with the latter helping to fine-tune the quantitative research. 

“Quantitative research is characterized by induction based on numbers (Brannen,1992). One 

basic question in any case is that how much and what kind of test specimen possesses the unique 

properties or characteristics in the examined sample or in the population. The aim of the research 

is to find connection between the variables and the studied multitude. In case of qualitative 

research, the definitions and categories themselves are of interest rather than their incidence. “In 

other words, qualitative research does not contemplate the scene but digs into the depths of it”. 

(Mandják, 2002. p.83.) 

Within the quantitative research project, a descriptive questionnaire survey is employed for FUX 

company, covering the whole headcount on both customer and employee sides. Thus the 

satisfaction survey carried out in the company can be considered as entirely representative. The 

total sample size is 26 people from employee side and 27 people from customer side. During my 

foreign and inland business travels I was able to hand over personally the questionnaires to the 

investigated company‟s customers. Before completing, I provided brief conceptual information on 

the main research objectives. The same activity was carried out with the company‟s employees 

one by one individually. 

Consequently, the question groups were built up along two dimensions: 

 the importance of the subject in the company‟s life 

 and the degree of satisfaction with it. 

Employee satisfaction research was treated partly as a mirror of customer research, considering 

the employee as internal customer the same methodology was applied. Thus the full comparison 

and correlation analysis of customer and employee results became possible.  
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The qualitative research at FUX was realized within the framework of semi-structured in-depth 

interviews. This allowed exploring the attitudes and motivations of the leaders in connection with 

the interpretation of value innovation and the extent of satisfaction. 

The interviewees are leaders, working in different areas of the audited company with a long 

history of professional experience. Each interview lasted typically one hour.  

 

Qualitative research was also carried out at Prysmian among economic, commercial and technical 

managers, completely in line with the qualitative research carried out at FUX within the 

framework of semi-structured in-depth interviews. The interviewees were leaders working in 

different areas of the studied company. Each interview lasted typically 1,5 – 2 hours.  

To further strengthen the results received from the managers, I carried out the research applying 

the same methodology with the top leaders of the companies as well. 

I compared the views of senior executives with the replies of corporate managers and I 

researched differences and similarities in value judgement of executives of multinational and 

domestic metal industrial companies. Additionally, I will explore the corporate culture of FUX‟s 

new Swedish joint owner (from 2012) and his management and then compare it with the 

approach of domestic leaders. 

Constraints of the research 

 Quantitative research on employee and customer satisfaction could not be made in case of 

rival company Prysmian. 

 Research in metal industry cannot be extended to the whole range of industrial companies 

in Hungary, due to different industrial traditions, corporate culture, different approach of 

multinational companies and SMEs. 

 

 

Direction of extending the research 

 

 Developing such an employee motivational – incentive system, which may include a fair 

compensation element recognizing organizational loyalty. 

 Complex development of CWRM (customer-worker relationship management) IT-

supported system in metal industrial sector. 
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Thesis 1 

In the extended interpretation of value innovation, market-driven company is replaced by 

internal and external customer-driven company, creating the concept of value participating 

in business interactions as active (proactive) partners, simultaneously focusing on value 

expectations created by personal and corporate standards, megatrends. 

 

3.  NEW AND NOVEL RESEARCH FINDINGS 
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Figure 1: Pillars of economic success basic model  

 

 

           Source: own editing 

In the pillars of economic success basic model I created, the value of customer and employee 

appears as two pillars in the focus of value innovation, which through a complex relationship 

leads to the satisfaction of customer and employee values, creating their loyalty based on their 

satisfaction, not always through cause and effect relationship. 

Long-term 

Economic success 

Customer loyalty Employee loyalty 

Customer value Employee value Customer value 

judgment 

Coordination of 

the corporate strategy 

for the comprehensive 

service of customers 

 

 

Value of worker 

Implementation of 

“silent services” 

manifested in internal 

processes 

for serving employees 

 

 

Value of customer 

Value innovation 

 

The center of the innovation 

process is the customer, 

manufacturer only 

does production and selling 

Reorganization of business 

processes, positions, structures, 

corporate culture, management 

and evaluation system 

CWRM customer-

worker relationship 

management 

CRM+WRM 

supporting systems 

Corporate value 

judgment 

Customer satisfaction Employee satisfaction 



 10 

The employee too should be made valuable for the company and positioned for this insert or 

modify organizational culture implemented in inverse direction, including formal and informal 

units, regardless of the strategic position of the company. 

In the basic model illustrated previously, integrating the employee as a main pillar in the process 

of achieving economic success, I created the concept of WRM (Worker Relationship 

Management). This is understood as customer relationship management by the employees, 

namely recognizing the right employees, recruiting and keeping them, taking into account the 

human motivational factors. 

Similarly to the CRM (Customer Relationship Management) helping service of customers, 

employee-related processes must also be included in a system, supporting the optimal service of 

workers / internal customers. During my research, I merged the two support systems as 

CWRM, Customer Worker Relationship Management, since it contributes to customer 

attachments reinforced with the help of the solid IT system. 

It can be stated, that along CRM systems, the long-term operation of WRM systems has the same 

importance and weight in achieving economic success. The customer-driven company extends 

the concept of value to the customer and employee equally and with the help of WRM systems, 

introduces “silent service” in the internal processes for the sake of serving the worker. Company 

employees themselves can become the weakest links, therefore through fitting them to the 

processes of WRM; they must be integrated into the company-level CWRM systems. 

Starting from an overview of value innovation theories, I arranged the concepts that are important 

with respect to my subject. In my view, in order to achieve long-term economic success 

companies should treat the internal customer, the employee and the external client, the customer 

equally. The equal judgment of the value of customer and employee has to become the 

foundation of corporate culture. 

Based on the processed national and international literature and various assessments, it can be 

stated that authors mostly focus on customer satisfaction research. In some cases, however, 

customer satisfaction is conducted from employee satisfaction. 

In the narrower sense, the interpretation of corporate partnership is mainly related to 

customers and forming appropriate partnership with employees is less affected. In my 

thesis, I use the ability of partnership in a wider dimension. Beyond employee and customer 

orientation, it means a dynamic and interactive connection between the parties involved 

and includes the company’s long-term commitment to achieve customer and employee 

loyalty, taking into account social expectations of sustainable development. 

Based on my own definition, value innovation is nothing more than thinking of strategy and 

new ways of implementing the strategy, which can provide competitive advantage and can also 

lead to a market without competition. The company is able to connect innovation with usefulness, 

price and cost positioning. The satisfied customer and employee are the transmitter and receiver 

of value creation, which must constitute the basis of the company‟s innovation activities. 

I have created the consistent concepts of customer and employee value by further developing 

Jain‟s (2001) definition. 

Customer value is the seller‟s supply; offer to solve the customer‟s given problem. It is 

multidimensional and largely depends on the context. When choosing a new supplier, the 
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organizational customer compares the available alternatives along the coordination of measurable 

business benefits and different corporate cultures. The rational organizational customer makes the 

decision based on their own subjective confidence filter. The central category of customer value 

is trust, which is based on the interactive and dynamically developing social network between 

companies. 

Employee value is the company‟s formulated and granted offerings in order to motivate the 

employees. It is multidimensional and largely depends on the context. When choosing a new job, 

the employee compares the available alternatives with respect to economic, functional and 

psychological benefits and along with the coordination of personal and corporate culture. The 

rational employee makes the decision based on their own subjective confidence filter. The central 

category of employee value is trust, which is based on the interactive and dynamically developing 

employee and corporate social network. 

I found it important to make a distinction between value for the customer and employee and 

customer and employee value, since the orientation of the latter has a drawback on the company, 

while the value for the customer and employee can be regarded as an immaterial corporate asset 

from the company‟s perspective. 

The traditional approaches treat the value of the customer in a financial sense, only as profit that 

can be realized on the customer. The origin of the customer value centralized approach is in 

relation with the brand value just like with the field of direct and connection marketing and with 

the service quality as well.   

According to Dorsch and Carlson (1996) the value for the customer is the value of the resource 

that the customer invests in exchange for the service that the company offers. According to this 

theory the customer needs to be considered as an investor, the value of the investment is the value 

for the customer, which means mutual dependence between the customer and the company. 

In balance with customer value, when employee value is defined one has to overstep the 

monetary approach, involve the employee as an active partner into the value making process of 

the company. The contribution of employee value to the business successes of the company is 

examined along the following factors: 

Table 1: Dimensions of employee value 

Resource potential elements Satisfaction based loyalty elements 

 

 Reference potential (factors increasing 

the company‟s image in partnership 

abilities: good professional team, 

reliable employees, presence of 

innovators.) 

 Value creating potential of customers 
(The internal customer‟s contribution to 

economic success based on sustainable 

long-term relationships of trust with 

external customers.) 

 Information potential, (the influence 

on the company with his opinion, data, 

information with the help of determining 

needs, development directions, quality 

requirements) 

 Recommendation potential (along the 

employee‟s professional commitment, 

emotional attachment appears. Personal 

recommendation of the company, its 

products and services to the external 

client, with which performing credible 

external PR activity). 

 Innovation potential, (cooperation at  Development, increasing potential, 
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the developments, the information 

influence appears). 

(Forming a working circle within the 

company that is capable of and wants to 

keep up with time. Has the ability to 

cooperate irrespective of personal and / 

or prestige considerations in combating 

inevitable defects and dysfunctions in 

the company‟s internal processes, 

develops willingness to joint knowledge 

development and sharing.) 

Cooperation (integration) potential 
(cooperation is expanded in addition to 

R&D to distribution, abilities, skills and 

their intensity)  

 

 Cross-buying potential, (value increase 

with the widening and deepening of the 

worker‟s activity. They enhance their 

work productivity; extend their activities 

to the related areas. In an atmosphere of 

trust, they take on higher-level tasks that 

require urgent solutions or long-term 

tasks). 

Source: own editing based on Piskóti I. (2008 p.31) 

Resource potential elements are continuously available for companies recognizing employee 

value due to the employment contract de jure, the reasonable work ethic and mandatory 

performance of employees de facto.  

The potential elements of satisfaction based loyalty can only be formed if the company, beyond 

the employee‟s value includes values of the employee to the process of value innovation. In this 

case, within resource potential, reference becomes value creating potential of the customer, 

information activity becomes coworker recommendation, potential for innovation becomes path 

for business development and growth, cooperation (integration) becomes cross-buying potential. 

In case employee satisfaction reaches high levels, satisfied staff can bring about positive synergy 

effects.  

Separate departments within the organization cooperate unconditionally for the most effective 

performance, and employees intensify their personal external relations for the benefit of the 

company. 
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Thesis 2 

Customer value services of industrial companies should be inserted into the gap 

model of offers. 

 
Internal customers working in „supported‟ and trustful environment will become the major 

supporters of the company and the customers, enhancing external customer satisfaction by 

satisfying customer values, which further strenghtens internal customers‟ attachment to the 

company. 

 Customer relationship management (CRM) itself is a system based on value innovation 

and “combed” business processes. 

 The role of soft factors for customers has increased and in many cases it is also a key 

source of their loyalty. 

 The rational organizational customer has a subjective value judgment of the expected 

and perceived services. 

 

Sellers offer their products more and more in combination with services, even in industrial 

markets, it is therefore essential to clarify the characteristics of the services, the “subjective” 

sides. Consumer behavior based on the limited cognitive abilities of humans shows the following 

characteristics: 

 Organizational buyers are not always able to clearly identify the most favorable solution. 

 Since to obtain the information required for decision-making is time- and cost-

consuming, the information acquisition and processing of the customers is not perfect. 

 Customers are seeking satisfaction, namely if the alternative exceeds the level of 

expectations, they stop searching and choose that alternative. 

 

During my research, I further developed the Gap Model of Services (Parasuraman-

Zeithaml–Berry 1988). New gaps and bridges (positive gaps) were inserted thus providing a more 

detailed picture for the analysis. 
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Figure 2: Gap Model of Corporate Offers 

 

 

Source: own editing based on Parasuraman -Zeithaml– Berry, 1988 

I created my own definition to the concept of bridge: bridge is a consciously created bond 

between seller and customer, which can be manifested at the same time as gaps or in a way that 

precedes the development of gaps. They can also be understood as positive gaps. While gaps can 

be defined as factors causing the failure of services, bridges can be determined as unexpected 

added value at different steps of the service. In terms of their intensity, they can manifest 

simultaneously as gaps, in which case the resultant occurs as gap reduction. In case of their 

independent existence they precede the formation of gaps thus causing positive reputation. 

I extended the 5 gaps of the original model and at the same time made them applicable to 

organizational customers as well. I also explored the dynamics and interactive nature of 

relationships. The additional gaps are:  

 6
th

 gap: The original model does not include the analysis of the interaction between the 

initial factors determining the expected service of the consumer. A direct connection can 

be discovered between past experience and personal needs of the customer. If the 
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Thesis 3 

Leaders of Hungarian industrial companies mean increase in market share and 

technological advancements by value innovation. 

 

customer did not receive an adequate service, they can increase their demands and 

become difficult to manage. In case previous cooperation generated customer satisfaction, 

in the atmosphere of trust the customer becomes more cooperative, and can participate in 

joint problem solving in crisis situations. 

 7
th

 gap: Further direct connection can be discovered between the customer‟s past 

experiences and the company‟s communication towards them. With an effective external 

communication, the past experiences of the customers can be modified, placing the 

perceptions of the product or service in new light. This mechanism may have gap 

reducing effect. 

 8
th

 gap: The original model does not address the connection between the communication 

of customers and the company‟s external communication. In my opinion, a credible and 

interactive external communication encourages customers‟ communication about the 

product/service. Positive interactive communication between the customers can react to 

corporate communication thus improving the reputation of the company and its services. 

The proper management of newly discovered gaps may result in a bridge depending on the 

positive direction and strength of the connection. 

Trust increases the loyalty of the concerned for the relationship, which increases the value of the 

relationship for all parties. Business relationships are helped by monitoring and evaluating the 

expectations and satisfactions of customers, suppliers, employees and competitors. The various 

gaps and bridges are extremely important between the perceived usefulness and penetration and 

the observed and expected values but their study is pushed into the background compared to other 

economic analyses. 

 

 

 

Leadership studies support the fact that leaders working on different fields interpret innovation, 

corporate support functions, the role of post-production, culture of the workplace and the 

question of trust from different standpoints. 
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Table 2: Research on managerial attitudes towards the innovation activities of the 

examined companies 

Topics FUX  PRYSMIAN 

Answer of 

production 

manager 

Answer of 

financial 

manager 

Answer of 

foreign sales 

manager 

Answer 

of 

producti

on 

manager 

Financial 

manager 

Sales 

manager 

How do you 

define 

innovation? 

Production 

developments 

New 

product‟s 

development, 

for example 

new software 

Innovation based 

on customer 

demand and 

worker‟s training 

Research 

and 

develop

ment 

Financial 

operation 

supported by 

integrated 

information 

system 

The 

involvement 

and full 

service of 

customers. 

Ensuring 

customer 

loyalty 

What do you 

mean by the 

extension of 

innovation? 

No other 

territory  

Alternatively 

the 

organizationa

l structure 

could be 

changed 

Development of 

cooperation 

between workers 

Technica

l 

worker‟s 

continuo

us 

educatio

n 

Creating 

accelerated 

self decision 

More efficient 

marketing 

strategy for 

customers and 

suppliers 

Is it important 

to work for 

innovative 

company? 

Yes It means 

stability. The 

termination 

of such 

company is 

less likely. It 

makes me 

proud. 

Makes 

cooperation with 

customers and 

employees easier. 

Yes, it is 

importan

t because 

we are 

always 

facing 

new 

innovatio

ns 

The financial 

regulations 

are highly 

process 

controlled and 

limit the 

possibility of 

independent 

decision 

Yes, the high 

level product 

range helps 

sales 

The definition 

of supporting, 

sponsoring 

activity 

A company 

can be 

supportive 

towards its 

employees. 

Moreover the 

support of 

sports 

activities. 

Charity 

events. 

Sponsoring 

sports, culture and 

workers 

Educatio

n of 

workers 

Cafeteria 

system. 

Language and 

sales training 

of employees. 

Why do 

customers 

choose this 

company? 

Customer 

minded. 

Customer 

minded. 

Customer minded 

flexibility 

Quality Customer 

minded. 

Customer 

minded. 

How should 

the executive 

management 

evolve to 

create a better 

place to 

work? 

Enhancing 

the 

information 

flow and 

delineate 

responsibilitie

s 

More trustful 

atmosphere  

needed 

Should be more 

worker minded 

The 

manage

ment 

transferri

ng more 

informati

on 

I am satisfied Taking into 

consideration 

sales people‟s 

personal 

experiences 

                                                                            Source: based on managerial in-depth interviews. 
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In case of the audited companies, even mid-level managers cannot extend the concept of 

innovation towards employee orientation; they put the technical and commercial services of the 

customers in the forefront. However they experience the lack of information flow and trustful 

atmosphere from the senior management. 

The management imagines innovation in product development and does not perceive how the 

employees could contribute to the extension of innovation in a complex way. The concept of 

outstanding quality is also applied to the product and the questions of supporting and sponsoring 

are not extended to the motivation of employees either. Not in one case did the managers identify 

the employees as the most important factor in creating customer value.  

Table 3: Research on managerial attitudes in connection with the innovation activity of 

FUX and Prysmian 

 FUX Prysmian 

Topics Owner, CEO 
Managing 

director 
CEO 

How do you define 

innovation? 

Continuous 

reformation 

Development 

process from 

concept to 

implementation 

The pursuit of market leadership 

by the production of specific 

world-class products 

What do you mean by 

the extension of 

innovation? 

Extension of the 

company in all 

areas of expertise 

All in-house 

processes 

Development of the Hungarian 

plant in a way that further to the 

parent company‟s international 

standards, the domestic 

innovations are also integrated 

Is it important to work 

for an innovative 

company? 

Yes 
Yes, it is very 

important 

It makes me proud, provides 

confidence 

The definition of 

supporting, sponsoring 

activity 

Part of the 

company‟s profit 

should be given to 

supporting out of 

work activity 

Supporting young 

engineer students 
International sports activities 

Why do customers 

choose this company? 

Innovative, fast, 

reliable 

Price, quality and 

reliability  
Reliability 

How should middle 

management evolve to 

create a better place to 

work? 

They should be 

more open-minded, 

honest and 

cooperative 

More trustful 

atmosphere is 

needed. 

The Hungarian company should 

get higher independence. 

Source: based on managerial in-depth interviews. 

The interviews conducted with the company owner CEOs and senior managers strongly support 

the business and technology related interpretation of innovation, ignoring the importance of soft 

elements. The basic element of corporate strategy is the very intense increase of revenue, a 

significant part of technical innovations also supports this process.  It is typical of the audited 

companies that the methods of employee motivation and identifying their personal interests are 

not even formally regulated.
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Comparing the attitudes of the two company leaders it can be stated: 

 

- At the management of both companies innovating activity is identified primarily with 

research and development. However the commerce leaders and the executives extend it to 

the customer value, moreover they are researching customer value. On the one hand, FUX 

has limited opportunities, resources in the field of research and development. On the other 

hand FUX is faster, has more flexible activity and as a medium-sized company it can 

apply for European Union resources for innovation development.   

- At the management of both companies customer orientation strongly prevails. „Formally‟ 

it can be seen that at Prysmian there are compulsory customer satisfaction surveys while 

at FUX such study was conducted within present thesis.    

- The vocational leaders at both companies have similar opinions about value innovation. 

However at FUX, the Hungarian medium-sized company, company processes are not 

clearly controlled yet, they do not have integrated corporate management system. 

Moreover, the responsibility of the leadership is even higher because here, in contrast 

with the multinational companies, they do not have the parent company‟s centrally 

standardized rules concerning the improvement of employees‟ professional and personal 

competences. The leaders of the domestic company make short-term, subjective decisions 

although they should develop employee-related strategies in order to create a good 

working atmosphere and establish employee satisfaction. 

- The strategy of both companies focuses on measurable business results, make an 

aggressive market acquiring activity and they do not take the internal client, employee‟s 

loyalty towards the company into consideration. The Prysmian does not consider 

employee loyalty as an important factor since according to multinational corporate culture 

the long-term employee loyalty is not always desirable. In line with the international 

standards they organize worker trainings frequently. At FUX the workers have more 

personalized bonds towards clients, because of the company‟s small size, and in many 

cases employee loyalty are based on the innovative nature of the company, the affection 

of the clients and employees to each other. From the side of FUX leaders, until now, the 

sub component research and employee satisfaction has not been revealed even on the 

level of a worker satisfaction survey. It is typical for the Hungarian medium-sized 

corporate culture that training for the employees and their personal interest revealing 

methods are not even formally controlled. The first employee satisfaction survey was 

completed during my research. 

- In case of both companies, executives expect trust from their middle management, who 

lacks the same from their top management. They do not recognize, however, that the 

atmosphere of trust should be established by leaders on the top of the hierarchy towards 

their own subordinates. 

 

In 2012, the Swedish AMO Kraft AB became a co-owner at FUX. The results of the interviews 

with the Swedish management reflect different approaches. In some cases, the importance and 

appreciation of staff appears. 
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Table 4: Research on managerial attitudes in connection with the innovation activity of 

Amo Kraft AB  

 

Topics 
Owner, CEO Production 

manager 

Financial 

manager 
Sales manager 

How do you define 

innovation? 

Continuous high 

level of customer 

and employee 

satisfaction 

Product 

developments 

Developments 

coordinated with 

customers 

Recognizing new 

market demands 

with ongoing 

employee training 

What do you mean by 

the extension of 

innovation? 

Everything and 

everyone 

The whole 

company 

The company and 

its environment 

The participants of 

the process 

Is it important to work 

for innovative 

company? 

Of course. 
Yes! It keeps me 

going. 

It is very 

important. 

Yes, because it is 

our element. 

The definition of 

supporting, sponsoring 

activity 

Who legitimately 

asks, receives. 
Social support.  Charity events. 

Supporting 

employees. 

Why do customers 

choose AMO Kraft? 
Reliability. Good quality. Customer-minded. 

Customer-

orientation, 

flexibility, stability 

and warranty. 

How should middle 

management evolve to 

create a better place to 

work? 

Spend more time 

with employees. 

In sports. I cannot say. 
I would think about 

this. 

                                                                     Source: based on managerial in-depth interviews 

 The Swedish executive extends the domain of innovation to customer and employee 

satisfaction, and managers interpret it as developments coordinated with customers and 

employees. 

 The establishment of trust is considered extremely important and the executive includes 

spending more time with the employee in his own goals for evolvement. 

 The management does not have a definite idea on creating a better work environment yet. 

 The sales manager‟s opinion is notable as the development of trust is not culture-specific but 

rather depends on corporate culture. 

 Satisfaction with employees, however, is not assigned to customer ties. 

 

Overall it can be concluded that in FUX‟s corporate culture, the management of the Swedish co-

owner brought about positive change, value of the employee is „better accounted‟, but employee 

vales and their interaction with customer values are not yet included in the research field of value 

innovation. In cooperation with the Swedish management, the development of a correct employee 

motivation system is expected, which will ease the leaders‟ conflicts with each other and their 

employees which will lead to higher level of employee satisfaction.
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Thesis 4: 

The contents and orientation of satisfaction does not match the contents and orientation of 

loyalty. 

. 
 

Satisfaction applied to the customer, based on Kotler‟s (1999) definition: the person‟s joy or 

disappointment, which arises from the comparison of expectations towards the product as 

opposed to the perceived performance (or outcome). 

In my view, employee satisfaction is also the person‟s joy or disappointment which arises from 

the comparison of expectations of received goods or services as opposed to the perceived 

performance (or outcome). The content of satisfaction is emotional and its orientation always 

originates in the subjective, so even rational organizational buyer has his own subjective 

judgement. 

According to Oliver (1999), true loyalty is a deeply rooted commitment to re-purchase, 

continuous recommendation to others in the future, which results in repeated purchases, despite 

occasional negative impacts and marketing efforts promoting change. 

Based on my own definition: loyalty is a consequence of market economy, which all 

participants who expect loyalty of their customers, has to build consciously and constantly, 

based on mutual interest, trust and value. It is a rational and intellectual phenomenon, its 

orientation is pointing towards the company.  

Therefore loyalty in market economy is such a consequence for which all participants who expect 

their partners‟ loyalty, has to work hard, consciously and with determination. Trust and value 

cannot be redeemed solely with money, even if both can be and is expressed in monetary terms. 

Loyalty is a separate set in its meaning: it is not identical to satisfaction, not in physical, nor in 

intellectual sense. They can share a common set; however, there may be satisfaction without the 

formation of loyalty and a “false” loyal customer can also be dissatisfied. 

The direction of the two concepts is also different: loyalty is always reflected towards the 

organization, satisfaction arises in the subjective, and namely it is triggered by an intention, 

manifestation towards us, an object in our possession or a utilized service. 
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Figure 3: The connection system of customer satisfaction and loyalty 

 

      Source: own editing 

 

Forced loyalty can be developed without satisfaction for both customers and employees. In case 

of customers, it can be triggered by monopolistic situation of suppliers, long-term contractual 

commitments, difficulties in technological change. In case of employees, lack of other jobs, 

contractual commitments, convenience, or attachment to coworkers can cause forced loyalty. 

High level of satisfaction can occur without loyalty. It is typical of fast-growing industries, for 

instance in automobile industry, customers like experimentation. In case of employees, it is 

typical of young managers who want to test themselves in other workplaces in spite if their 

satisfaction. 

The matrix which was developed by Homburg and Stock in 2001 brings us closer to a solution 

and at the same time, it makes the loyalty-satisfaction connection more expressive. It is true that 

they prepared their figure starting from a different base: they considered employee satisfaction as 

a prerequisite from employee loyalty. (This does not contradict my previous description; a 

different approach obviously leads to different findings in the range of interpretation.) 
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Figure 4: Coworker satisfaction-loyalty matrix 

 
Source: Employees’ satisfaction loyalty matrix by Homburg and Stock 

 

 Coworkers “having persuasion” are highly satisfied and show strong loyalty towards 

their company. They are extremely independent and give above the average performance.  

 “Internal quitter” is the perfect opposite of the previous type. They are exceptionally 

dissatisfied and not loyal; therefore they are potential source of danger for the company. 

The active, dynamic and young coworkers of this situation usually look for new jobs. 

However, those are even worse who are capable of getting used to this and similar 

conditions and consequently in most cases they are too lazy to look for a new job, 

however they are creating an unpleasant work environment. Willingly or not, they are the 

intriguers. 

 “Sympathizer” is the combination of the previous two types. They are explicitly loyal, but 

not too satisfied. Dissatisfaction arises from years of routine work. If they were truly loyal 

coworkers, they would certainly not accept the situation that caused dissatisfaction. 

Rather they would find some form of protest which would contribute to the company‟s 

getting rid of the threatening situation of worsening performance caused by employee 

dissatisfaction. 

 The American expression for the lastly indicated coworker type is “job-hopper”. They 

are mostly entrants, for instance trainees, who haven‟t committed themselves 

professionally yet, and so far they only gather information – mostly within the sector. 

Such employees are fairly satisfied, but they are linked to the company for only a short 

period of time. On the markets that can be characterized by large reserves of labor, 

especially among young unemployed graduates either the multinational corporations or 

SMEs, even for a short period of time use the performance potential of “job-hoppers” 

quite effectively, knowing that they does not take them into account in the long run, 

perhaps might not be able to keep them. 

Homburg-Stock‟s matrix can be applied to customers as well with not too complicated 

modifications. 
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Figure 5: Customer satisfaction-loyalty matrix 

 

 

Source: own editing based on Homburg-Stock’s employee’s satisfaction-loyalty matrix 

 

 The “Problematic/ Doubtfully solvent” group of customers appear from anonymity 

because they already have had payment and/or legal disputes with their partners on the 

given product/services and they hope that they have not been preceded by their bad 

reputation with the new organization. Loyalty cannot be expected from them and it is less 

likely that they would express their satisfaction, since their dissatisfaction comes from 

within and is slightly related to the product, service or the organization.  

 The “occasional” customer group is recruited mostly from customers who are not regular 

customers on the market of the product/services; for reasons beyond their own system 

they become one-time customers. There is no reason to expect loyalty from them, on the 

other hand, their satisfaction is important, because either the product‟s or organization‟s 

prestige – goodwill, benchmark, brand – can be increased by them (and of course can also 

become worse otherwise). 

 The “involuntary” customer group is formed of those who purchase due to the 

requirements, conditions, and desire of their other partnerships or any financial or other 

market reasons. The knowledge of this background is of course a benefit for the company 

or organization, which can be used in the longer term to form satisfaction and loyalty, 

namely the members of this group can potentially be reconsidered to the fourth group.  It 

is also possible to take advantage of this information which can result in short-term 

benefits, but when the customer is freed from the constraint conditions, they cease to be a 

customer for the organization. 

 From the organization‟s point of view, naturally the “rational/ cooperative” customers 

are the highest positioned group, who are empirically, guided by their interests are stable 

customers of the organization. Their retention and maintaining, as much as possible 

increasing their satisfaction is a vital interest and responsibility for the organization or 

company. 

All things considered, it can be concluded that the two matrixes show correlation: employees‟ 

matrix shows what kind of self-image is drawn of the organization by its employees, since their 

degree of loyalty and satisfaction is a consequence of the management‟s decisions to a 

determining extent. Customers‟ matrix is a mirror image of the organization‟s perceived 

performance, the organization itself can improve or distort the image, but obviously the objective 

circumstances employees can considerably influence the completeness of the image. 
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The dimensions of customer and employee value are the same; the internal and external customer 

loyalty is influenced by the same factors only in a different context. Therefore, loyalty cannot be 

traced back to the same reasons, not even in the case of concurrence of customer and employee 

satisfaction values. 

 

The company must provide value for the customer, for this however corporate culture must be 

established and business skills should be strengthened in that direction. The theoretical 

foundations of employee satisfaction measurement show similarities in many respects to 

customer satisfaction measurement. The latter comes from somewhere the border areas of quality 

management systems and marketing. Two component questionnaires can be used where the 

importance of assessment criteria and compliance with the standards is compared. 

The following matrix illustrates the correlations in the satisfaction study conducted at FUX: 

 

Figure 6: Needs&Gaps matrix 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Basis: all respondents n=27 

 

Simultaneously examining the importance of the six components and the satisfaction with them it 

can be stated that on the upper right field of the matrix, on important and satisfied areas, the 
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Methodology: CLI= Value of Costumer Loyalty Index (Piskóti 2008. p.25.) 

 

 E=Satisfaction 

 A=Recommendation 

 U=Repurchase 

 

technical conditions of the contract and execution, performance received the best values. These 

are therefore the company‟s main strengths. On the lower right field of the matrix, the 

commercial conditions of contract was considered the most important, customers are less 

satisfied with it.  

There is a high level of satisfaction on the fields of quotation activity and cooperation after 

completion but they are less important in the company‟s life as the abovementioned factors. 

Preparation of personal meeting is displayed with low importance and satisfaction rate in the 

lower left field of the matrix. 

Overall it can be stated based on the study of the last six components that all components and 

their sub-groups have an absolute value high level of satisfaction based on the judgment of 

customers. 

Figure 7: To what extent do you agree with the following statements? 

 

 
Basis: All respondents, n=27 

In my research I used the complex index created by the Institute of Marketing, University of 

Miskolc [MiM], which is used for loyalty measurement and quantification in relation to 

companies and institutions, ranging from 1 to 5, where 1 is “not loyal at all” and 5 is “explicitly 

loyal” attitude. The model also highlights the contribution of satisfaction on loyalty; satisfaction 

is included twofold multiplier in the weighted average, while recommendations and repurchase 

appear only single-weighted. 

 

 

 

 

 

Customers of FUX can be considered explicitly loyal to the company [CLI=4,73] 
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Methodology: WLI= Value of Worker Loyalty Index 

 

 E=Satisfaction 

         A=Recommendation 
4

2 AMxE
WLI = (2x4,11+1,18+4,3)/4=3,425  

 M=Job retention 

 

The worker loyalty index (WLI) I created is constructed the same way as customer loyalty index 

(CLI). Its three main components include the following factors:  

4,40 I find joy in my work and duties 

4,59 My workplace provides complex challenges and tasks for me 

4,04 My tasks provide opportunities for self-realization 

4,66 I am proud to work for this company 

1,18 I intend to work for this company in the future 

3,80 All the information is available in the workplace 

3,76 Management always informs about possible changes in time 

4,27 The quality and quantity of information flow is appropriate within my own work group 

3,81 Certain units of the company sufficiently cooperate with my group 

4,04 People respect each other in my workplace 

4,52 I am happy to contact my coworkers for advice to carry out my tasks 

4,36 I like to meet my colleagues outside office hours 

3,90 There are often conflicts between my colleagues 

4,52 The atmosphere of the workplace is right for me 

4,22 My supervisor involves subordinates when making important decisions 

4,36 The working facilities are adequate and are available if needed 

 

The first four factors shown in red belong to recommendations group within worker loyalty 

index. Due to the scaled rating, it is sufficient to take the arithmetic average of the obtained 

result. Job retention factors are marked with black, satisfaction factors are marked with blue. 

The worker loyalty index I created (WLI) includes the same elements with the same weight 

ratio as customer loyalty index (CLI). The satisfaction component includes the same factors but 

with different priorities. 
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The research carried out at FUX strikingly shows the correlation of the participants within and 

outside the organization to the organization, moreover to the moral attitudes towards the product. 

However the similarity and even frequent coincidence between employee and customer reviews 

cannot certainly be traced back to the same reasons. 

 

For the components of employee loyalty index, satisfaction and recommendations to others are of 

a high value, but nevertheless the need of job change is of a high level, therefore the overall 

loyalty index is low. 

 

Figure 8: Components of Worker loyalty index 

WLI = (2xE+M+A) / 4=3,425 
 

                                                                 
                                 Basis: All respondents n=26 

 

Customer loyalty is highly developed towards the company while worker loyalty index reached a 

low value, despite the fact that the measured customer satisfaction values did not significantly 

exceed employee satisfaction values. 

 

 

 

 

Existing loyalty is forced loyalty in many cases for the employees. Loyalty can occur without 

satisfaction for the employees due to strong customer and coworker existential ties.  

It can be concluded that the sense of employee satisfaction can be decreased due to the lack of 

some key factors to such extent that can even lead to changing jobs. 

The formation of high degree of fluctuation is the management‟s responsibility for the audited 

companies. The management should pay more attention to human factors, in order to create 

lasting attachment and loyalty on employees‟ behalf. 

Worker loyalty index (WLI =3,425) <  Customer loyalty index (CLI= 4,7) 

 

   Recommendation / A/ 

 

       

          Job retention /M/ 

 

          Satisfaction /E/ 
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Thesis 5.  

An asymmetric company in terms of external and internal customer control – which is 

primarily customer-oriented – can achieve long-term economic success.  

 

Human factors, workplace atmosphere, contacts with colleagues and leaders and the various cross 

sections (decision-making power, time compression, recognition, advancements, addiction, 

financial opportunities, etc.) may hold back satisfaction in the workplace and in extreme cases 

may lead to a high level of dissatisfaction. 

It is important to note that there is no clear correlation between performance at work and 

employee satisfaction because the level of satisfaction is also influenced by individual needs. 

Based on my study conducted at the industrial company, the leaders‟ not suitable transmission of 

information, the delineation of responsibilities, and inadequate treatment of personal motivation‟s 

disclosure creates general dissatisfaction among the workers. Even those respondents whose 

satisfaction did not change or increased do not wish to be bound to the company due to the 

abovementioned reasons. 

 

 

According to my approach, satisfaction based loyalty is the true basis of achieving economic 

success, since loyalty can be induced by factors not related to the company‟s value innovation 

activities. 

A company‟ success is better reflected in its efficiency (the economical nature of the company‟s 

activities) than in its sales revenue and achieved profit, in a broader sense, the company‟s 

competitiveness, with the following determining factors: functionality (the ability to give a good 

price), change capacity (response to demands), business performance (better than its 

competitors). 

I handle long-term economic success with the extended concept of competitiveness, which 

includes knowledge management: social capital and the immaterial assets of organizational 

capital. 
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Figure 9: The enhanced version of pillars of economic success model in metal industry 

 

 
Source: own editing 

 

In my enhanced basic model, recognizing the employee value leads to employee loyalty. 

Completing employee values and serving them with corporate WRM system does not belong to 

the important factors of corporate culture. In this case, employees are not satisfied with the main 

factors important for them, and their attachment to the company is not based on satisfaction but 

on forced loyalty. 
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Figure 10: Matched potential stars of employee and customer values for Fux Corporation 

 

 

 

Basis: all respondents 

 

Matching the customer and employee potential star clearly supports my finding that employees 

view their and their company‟s performance positively; moreover, sales results show that their 

evaluation is realistic. 

Given that both the company‟s employees and customers received the same questions regarding 

the company‟s market assessment, similar satisfaction indicators were formed for FUX. I would 

emphasize however that these questions did not cover corporate behavior concerning employees‟ 

needs and their satisfaction. Thus, in contrast with customer orientation, these high values do not 

support the company‟s employee orientation.  
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Figure 11: Changes in customer satisfaction with FUX in the last year 

 

 

Basis: all respondents, n=27 

Customer attitude towards FUX can be considered very positive. On the whole, four-fifths of the 

customer‟s satisfaction did not change or even increased in connection with the company‟s 

activities. This is a remarkable achievement because the customer circuit is not changing, have 

been bound to the company for nearly 20 years. The high level satisfaction of loyal customer base 

further supports the company‟s customer orientation. 

 

Figure 12: Development of FUX sales revenue 
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Figure 13: Development of Prysmian sales revenue 
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Source: based on 2012 company reports 

 

 

In the first four years of the studied period, a more than 10% growth in sales can be examined for 

both companies. However in the fifth year, for both FUX and Prysmian, 8% decline in revenue 

can be observed based on the predictions. 

 

My research at FUX confirms that customer loyalty is based on satisfaction as opposed to 

employee loyalty. Contrary to the expectations, the company achieved economic success in recent 

years, as a result of long-term customer ties.  

 

However, the concept of sustainable competitive advantage goes beyond long-term economic 

success, for which the employees‟ satisfaction based corporate attachment, identification with the 

corporate culture that also integrates social responsibility is inevitable. 

 

Sustainable competitive advantage interpreted on a corporate level, based on my own 

extension: a responsible company protects its environment, uses its resources reasonably, takes 

into account the interests and values of stakeholders in business processes, including the 

employees, and integrates them to the company‟s value innovation process through a web of 

trust.  

 

Loyal customers and employees can contribute to sustainable competitive advantage in several 

ways, on the one hand, measurable hard factors helping market operation and on the other hand, 

not directly measurable soft factors helping competitive advantage. 
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Figure 14: The contribution of satisfaction based employee loyalty to sustainable 

competitive advantage 

 

 
 

Source: own editing 

 

Loyal employees can help the formation of customer satisfaction; therefore loyal employees 

contribute to economic success. Satisfied employees‟ work is higher level in both qualitative and 

quantitative respect. In the atmosphere of trust, they are not afraid to become obsolete when they 

have shared their knowledge, or instead of individual success, they achieve results in team work. 

Satisfied employees are more likely to accept lower level income benefits, because they feel more 

secure and have esteem at their workplace and these soft elements balance the less favorable 

income effects. They become partners for the company‟s reorganizing tasks, solving urgent 

problems and joint solutions for crisis situations. Similarly to customer loyalty, the soft factors of 

employee loyalty‟s effects cannot be measured directly, but they are essential for the company‟s 

resistance in the market competition.  

 

At the same time I conclude that responsible corporate behavior includes responsibility for 

employees, development of high-level partnership, building individual career by creating 

appropriate vision and motivational system. 
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This was the first employee and customer satisfaction survey conducted at FUX, based on its 

results, declining sales revenues and increasing employee fluctuation, the company‟s 

management accepted the consideration of employee values and including them to the corporate 

culture. At the same time, they started to develop a motivational system in order to create 

satisfaction based employee loyalty.
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4. PRACTICAL APPLICATION AND THE POSSIBLE DIRECTION OF 

CONTINUATION OF WORK 

 
The satisfaction models presented in my work are aimed to contribute to this process, in which 

the indicators of employee satisfaction and the effect of value innovation‟s extension in this 

direction can be identified, and the claim that loyalty based on customer and employee 

satisfaction leads to sustainable economic success is supported. 

 

In my research during the analysis of primary and secondary sources, I selected the priorities 

which treated as partial mirror images made the levels of employee and customer satisfaction 

measurable. Occasionally, the same components were assigned differently in view of the extent 

of distinct employee and customer priorities. In my view, the analysis and documentation of 

research results enables the management of the audited company to put more emphasis on the 

development of employee satisfaction by the clear formulation of expectations, taking into 

account employee feedback and creating humane contact attitude.  I find it necessary to develop 

such a motivational system which includes fair compensation element recognizing organizational 

loyalty. 

I would like to extend my further research to the development of employee motivational – 

incentive system, moreover to the development of a CWRM system for metal industrial 

companies. 

The study of these is particularly important in cases where the owners perform management tasks 

as well, thus the focus is on results based on short-term profit interests rather than value 

innovation, without the exploitation of employee attachment resources. 

My research results confirm that the investigated company, FUX, is customer-oriented, the 

importance of customer value is incorporated into corporate culture. However the exploration of 

customer values cannot be fully realized because the related value of committed workers plays an 

important role, due to the demand of permanent, long-term cooperation based on mutual interests 

and values. 

I hope that with my current and future research I can contribute to describing the value of the 

employee, developing loyalty based on their satisfaction and the integration of this approach into 

corporate culture. 
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