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Abstract: The conducted study focused on a multinational ITC (Information Technology and
Communications) company. Empirical research aimed to evaluate organizational culture based on
Denison’s model through four features: capacity development, basic values, customer orientation,
and goals and objectives. At the same time, the study analyzed service provided to customers,
taking into account its three phases: pre-transaction, transaction, and post-transaction. As research
methods, we used a questionnaire-based survey and direct observation. The results of the study
demonstrate that the company has a strong culture based on an adequate core value system (shared
by company members), innovative and effective human capital management practices, and customer
orientation. All characteristics ensure the integration of sustainability principles into strategies,
policies, and management practices of the company. At the same time, the authors develop a design
and analysis model of the impact of organizational culture features on customer service effectiveness,
highlighting that the four organizational culture features are good predictors for improving customer
service effectiveness, which promotes an ethical business model and sustainable pursuit of economic,
social and environmental performance. The study identified a set of good management practices and
solutions in the design, operationalization, and monitoring of customer service.

Keywords: organizational culture; customer service effectiveness; sustainability; capability
development; core values; customer focus; goals and objectives

1. Introduction

For most companies, customer service represents an important factor in retaining customers and
in maintaining high profits, as well as in securing new customers. The issues related to customer
service may negatively affect not only a company’s image and the performance of frontline employees,
but also the sales volume and customer retention. An increasing number of companies carry out
surveys regarding customer needs and expectations in order to determine competitive customer service
levels [1], (p. 63). The effectiveness of customer service is an important factor in ensuring a competitive
advantage. A business company cannot grow and be competitive if it does not fully meet the needs
and expectations of customers [2].

Improving the level of customer service from the perspective of sustainability is essential for a
company’s orientation towards ensuring customer satisfaction by customer loyalty, which costs much
less than regaining lost customers or attracting new ones [1,3–6]. The improvement of customer service
effectiveness can significantly enhance organizational effectiveness, as well as customer and employee
satisfaction [7,8].
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We cannot speak of effective service provided to customers without a strong organizational culture
that integrates the principles of sustainability according to the “triple bottom line” concept, based on a
firm and informed commitment from a company’s leadership. A company’s culture determines not
only the employees’ behavior and attitudes, but also supports the creation and strengthening of a
customer service culture, helping to maintain and attract new customers. At the same time, respect for
the customers and leadership setting an example are essential prerequisites in supporting the effort
of managers and of other employees involved in the services provided to the customers, in order to
maintain high standards [9].

This paper proposes a conceptual framework that examines the impact of organizational culture
on customer service effectiveness at a multinational company in the IT industry from the perspective
of integrating the principles of sustainability into the business model in order to help achieve current
and strategic sustainability objectives in business.

The study of the literature indicates a deficiency—in terms of a solid methodology assessing
the impact of organizational culture on customer service effectiveness—as a significant factor in
securing customer satisfaction and loyalty from the perspective of sustainability. In this context,
we believe that identifying key success factors to ensure the effectiveness of customer service as a
measure of the organization’s performance, as well as to effectively integrate sustainability objectives
into the company’s strategy and practices, allows managers to identify service malfunctions and
develop appropriate measures to improve and monitor it. Emphasizing customer service effectiveness
as a non-financial performance indicator, without disregarding the business’ financial dimension,
is adequate for the analyzed company, which has a strong orientation towards customers and innovation.

From the perspective of sustainability, the research focus on improving key management processes
in the field of customer service, taking into account that the most important issue in achieving
performance is not its measurement, but how key management processes are performed at the
company level [10].

From an internal perspective, we believe that the business model developed in the paper made it
possible to connect with the company’s strategy, policies and management practices, and capitalizing
on the positive customer experience database to improve customer service effectiveness. On the
other hand, the study, from the client’s perspective, allowed the ranking of the most important
criteria/indicators for ensuring a high level of service to the client. In this context, regarding the
principles of sustainability in the corporate culture, the study contains an analysis of the ways of
effective integration in the company’s strategy, policies, and practices.

Starting from the belief that business models in the current economic and social context must
develop their potential to integrate sustainability into the business of the analyzed company [11,12],
the business model developed in this paper aims not only to obtain better economic performance
by increasing the efficiency of customer service, but also to improve the contribution to achieving
ecological, environmental and social performance. There are studies on the characteristics of sustainable
business models of corporations that argue that social and environmental concerns are included in the
mission and objectives of corporations that aim to create positive social effects for stakeholders [13].

From a sustainability perspective, the business model that includes processes, procedures, practices
and operational and strategic management systems, has the potential to provide a holistic perspective
of the company’s customer relationship processes, which allows it to reconfigure its business capacity
to adapt as quickly and effectively as possible to a constantly changing business environment. As some
authors argue, the integration of sustainability into business models requires a systemic vision that takes
into account the global perspective and its various components, together with the interrelationships
between them [14].

Despite all the important contributions of some recognized authors in the field, there is a lack of
clarity, conceptual consensus and consistency in defining, promoting and applying business models for
sustainability in some business areas [15–19]. At the same time, there is a lack of in-depth theoretical
substantiation and applied studies in some specific areas of the business environment, including the IT
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industry. The low number of case studies and empirical analyses on sustainable business models and
innovation in the field reflects the lack of theoretical substantiation [11,14,20].

The inclusion of economic, environmental, and social aspects in a company’s business model
ensures the alignment of the interests of all stakeholder groups with a priority focus on customer
expectations by creating superior value for them [17]. The company will need to transform these
relationships by adopting a broader, long-term vision, enabling it to move to develop trust-based
relationships with both key internal and external stakeholders [18,21].

2. Literature Review

2.1. Organizational Culture

The interest in organizational culture is owed to the recognition of its role in ensuring company
performance [22–31].

As organizational objectives become more specific over a longer term, organizations become
increasingly formal and more institutionalized. The development of organizational values, beliefs and
practices ensures the differentiation of the organization from others and it may determine its success.
Ouchi [32] finds that interest in organizational culture has seen a considerable increase, considering
that it is a key factor of organizational effectiveness.

Organizational culture is regarded as a difficult and complex concept by numerous researchers,
having a common significance, which contains both explicit and implicit elements [26,33,34]. It can be
approached as a collective and social system, built and shared by the members of the organization,
which contains values, beliefs, rules, ideologies, myths and rituals that facilitate the employees’
motivation and involvement in the performance improvement process, thus constituting a valuable
source of effectiveness and efficiency within a company [33,34]. At the same time, it is considered a
key element, whereby the strategic managers may influence and direct the organization’s development
and course of action, being aware that values and beliefs determine the mode in which people think,
feel, behave, solve problems, decide, plan and organize their economic systems [24,26,27,30,33,34].

Organizational culture is considered a critical factor in achieving success in business, including
the implementation of sustainability based on an approach that promotes the achievement of social,
environmental and economic objectives of companies [35].

More and more companies are concerned with developing a culture oriented towards sustainability,
which ensures the integration of economic, social, and environmental policies in the vision, mission,
values, and processes of the organization. The goal is to simultaneously improve social and
human well-being while reducing environmental impact and ensuring the effective achievement
of organizational goals [36]. In this context, companies have to face changes and transformations
in corporate culture, and to respond not only to economic but also social and environmental
challenges [37–39]. At the same time, the integration of sustainability principles into a company’s
strategy and practices involves a significant change in policies, products, and/or processes to
minimize pollution and resource use, together with improving relationships with the community
and stakeholders.

Organizational culture is conveyed throughout an organization and, at the same time, it is adjusted
to certain internal and external contexts and to the organization’s objectives, which requires continuous
effort from a company’s management in order to attain their objectives.

Managers who have a high level of expertise and adequate skills are capable of strengthening
organizational culture by promoting fundamental values which they share with the other members of
the organization. Cultural changes require continuous development of managers from all hierarchical
levels in order to develop the potential of a company’s employees. The major challenge that company
managers face is supporting a culture based on competitiveness, subsequently enabling the promotion
of an ethical and sustainable business model which facilitates changes when they are necessary [33,34].
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For this purpose, we aimed to examine more carefully the concept of customer service and its
relationship with organizational culture, for the development of an ethical and sustainable business
model. The study also seeks to identify ways to consolidate and promote an organizational culture for
sustainability, taking into account the company’s concerns for the voluntary integration of social and
environmental issues in the strategy and practices of the organization. Starting from the characteristics
of the company, of the human resources, of the supplied products, and the clients, we must emphasize
the fact that the management of the service provided to the clients has elements of uniqueness in terms
of the different types of supplied products, clients and market segments. For this reason, starting
from the similarities and differences in the implementation and operationalization of customer service,
we aim to develop a model for its design and analysis.

To determine the impact of organizational culture on customer service, we sought to develop
a model of organizational culture based on its dimensions/features, on the company’s value system
and on how the principles of corporate sustainability—with its three pillars: economic, social and
environmental—influence organizational culture as a possible predictor of customer service.

The adoption of sustainability policies by the company facilitates the integration of corporate
sustainability principles, not only by institutionalizing them throughout the organization through
organizational culture but also in the form of specific objectives in the organization’s strategies
and practices.

Companies that adequately and effectively integrate the principles of sustainability must
demonstrate a high level of orientation towards employees, customers, processes, the community,
and the environment, which they must integrate into their strategy and business model [40,41].

At the same time, companies that succeed in promoting long-term relationships based on
cooperation and mutual trust with key stakeholders will be able to integrate social and environmental
issues into their business strategy and model.

The values, convictions and principles underlying organizational culture make it a foundation for
the management system and for the system of practices of an organization’s management, also for
the behaviors illustrating and strengthening such basic principles. The messages originating from
an organization’s culture are closely related to the organization’s strategy and to the management
practices, having a significant impact on the employees, behavior and performance [35,42]. A clear
understanding of organizational culture is important to all leaders, as they influence the mode in which
their organizations react to the business change requirements in relation to the dynamics of the external
environment, respectively of the market. The attempt to change some values of the organization and
of its members is only beneficial inasmuch as there is a change in the mode in which the company
operates and the modalities in which the employees share its fundamental values.

Denison, in ”Cultural Research Survey” [43], demonstrates that organizational culture is a strong
instrument allowing key leaders, stakeholders and employees to understand the impact it has on
organizational effectiveness as a performance indicator, thus learning how to redirect their culture in
order to improve it [25–28,30,44,45].

Summarizing our review of the literature, we can say that the approach of organizational culture
relies on theoretical perspectives, as well as on the increase in its survey area [45].

2.2. Customer Service

Customer service can be an excellent competitive weapon. It is more difficult to be imitated by
competitors than other variables of the marketing mix, such as price or promotion. The company that
can provide a high level of service provided to customers will find that it has a strong sales advantage
in the market [46].

Customer service is currently regarded as a basic instrument in improving customer satisfaction
and in securing a competitive advantage, taking into account the shifting of the emphasis from the
creation of the brand to the creation of effective customer relations, by means of effective management
and marketing services and by creating positive experiences with them [47]. At the same time, we can
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ascertain a change which focuses not only on the customer’s behavior, but also on organizational
strategies, aiming to improve the value provided to the customers, as well as their satisfaction [7,48–50].

The meaning of the concept of “customer service” is different from one company to another;
moreover, suppliers and their customers have a different perception of this concept. An increasing
number of specialists regard customer service as an interface between management and marketing.
In terms of sales, customer service can be considered a measure of the management’s performance in
relation to this interfacing activity between management and marketing, which also includes aftersales
services. A competitive customer service retains customers, repeatedly fosters businesses, boosts
customer purchases, creating a climate of trust, credibility and satisfaction. As a factor, improving
customer satisfaction and loyalty can be associated with a successful marketing mix [7,51–56].

Lambert and Stock [57] view customer service as a significant component of a company’s logistics,
being ‘materialized in management activities, methods, techniques and instruments ensuring the
supply by the company of the products the customer wishes to procure’ [57] (p. 118). If we take
into account the benefits obtained by the customer together with the supply of the product, with the
tangible features and intangible benefits (image, reputation) rendered by the product, we can say that
customer service, as a component of management, adds value to the customer and, as a marketing
component, ensures satisfaction and loyalty [7,56].

In the fight for competitiveness, a company aims to achieve high customer service levels, using
the fewest possible resources. Against this background, managers need to clearly define the customer
service strategy, based on a rigorous scientific substantiation, without disregarding their customer
experience. Without a scientifically substantiated customer service strategy and policy, having as
support a customer base providing adequate information in real time, a company cannot attain a
competitive advantage. The strategic approach of customer service, together with its positive customer
experience, constitutes a means to successfully face strong competition ([58] (p. 226), [8] (p. 16)).

Only a strategic vision perceives customer service as essential for the end customer’s experience
and for the relation with the customers. Managers with a vision understand the true role of customer
service and they manage to see the opportunities and the risks within the customer’s experience.
Customer service, ‘when it is strategically approached, together with their positive experience,
constitutes a means to successfully face the economic storm from an increasing number of markets’ [8]
(p. 15). Only an effective and performant customer service can become part of a company’s culture,
in which the employees have excellent performance, taking into account the fact that such performance
is part of the organizational essence [59] (p. 2).

Customer service becomes an important weapon in the fight of ensuring competitiveness on the
market in view of the diversification of products and the enhancement in customer requirements in
an increasingly competitive market, which escalates difficulties in satisfying customer expectations
and requirements. Companies with a strategic approach to customer service will reach adequate
decisions in order to satisfy customer requirements and expectations in an effective manner, facilitating
investments into employees and processes, as well as a prompt and effective answer to customers
complaints by treating them in a wider context by which they can be differentiated on the market.

3. Material and Methods

The purpose of this study is to conduct research based on the perceptions of members of the
analyzed company regarding customer service design and its operationalization in order to satisfy
customer expectations and needs and provide adequate support to the decision-making system in the
elaboration and monitoring of standards and of the measures for the improvement of this service’s
effectiveness. The general objective of this study consists of the development of a model for the
assessment and analysis of the impact of organizational culture, represented by four traits (capacity
development; core values; customer focus; goals and objectives), on customer service effectiveness
within a multinational company from the ITC industry in Romania. This model is based on the
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Denison model, which highlights the interrelations between organizational culture and organizational
performance, measured using the organizational effectiveness indicator.

The study’s specific objectives refer to the assessment and analysis of the four traits of organizational
culture within the analyzed company; the assessment and analysis of customer service and of
its main components within the investigated company; the assessment of organizational culture,
the determination and analysis of its impact, represented by the four traits, on customer service
effectiveness; raising the awareness of the managers and of the other employees for a strategic approach
to customer service (beyond service operationalization functions) to respond to customer questions
and issues; ensuring appropriate support for the decision-making system in the process of not only
strengthening the organizational culture but also developing monitoring standards and measures to
improve customer service effectiveness to promote an ethical and sustainable business model.

The construct was based on relevant indicators, built on the basis of the questionnaire items,
and was represented by primary variables, which allowed for an in-depth study of the potential
statistical relations with direct application in analysis and decision-making. The employed indicators
and the aggregated variables (obtained by adding up the primary variables) are: capacity development,
represented by the variable CD; core values, represented by the variable CV; customer focus, represented
by the variable CF; goals and objectives, represented by the variable GO; effectiveness of customer service
management practices, represented by the variable CSMG; pre-transaction effectiveness, represented
by the variable PRTP; transaction effectiveness, represented by the variable TP; post-transaction
effectiveness, represented by the variable PSTP; customer service effectiveness, represented by the
aggregated variable CSE, made up by adding up the variables CSMG, PRTP, TP, PSTP.

The main working hypotheses are as follows:

Hypothesis 1 (H1). Between the variable capacity development (CD) and the variable customer service
effectiveness (CSE) with its components (CSMG, PRTP, TP, PSTP), there is a significant and positive link.

Hypothesis 2 (H2). Between the variable core values (CV) and the variable customer service effectiveness
(CSE) with its components (CSMG, PRTP, TP, PSTP), there is a significant and positive link.

Hypothesis 3 (H3). Between the variable customer focus (CF) and the variable customer service effectiveness
(CSE) with its components (CSMG, PRTP, TP, PSTP), there is a significant and positive link.

Hypothesis 4 (H4). Between the variable goals and objectives (GO) and the variable customer service
effectiveness (CSE) with its components (CSMG, PRTP, TP, PSTP), there is a significant and positive link.

The research is exploratory and explanatory and is based on the questionnaire-based survey and
direct observation, which allowed for a more in-depth analysis regarding the impact of organizational
culture on customer service effectiveness. The basis from which the questionnaires were designed
for the four features of organizational culture was Denison’s model with all necessary adaptations
imposed by the realities of the company in order to capture the specifics of the corporate culture of the
analyzed company, as well as some aspects resulting from the Excellence Awards (MBNQA—Malcolm
Baldrige National Quality Award and EFQM—European Foundation for Quality Management).

The empirical study is based on a homogenous sample made up of 215 members of the analyzed
company, whose representativeness is provided by the fact that all employees (managers and employees
without managerial functions) directly involved in the design, implementation, operationalization,
and monitoring of customer service are included. After the collection and checking of the questionnaires,
186 valid questionnaires resulted with a response rate of 86.52%. The statistical research conducted
in order to identify the importance of the elements defining customer service from the viewpoint of
customers for the segment selected of the research relies on a random sample made up of 28 customers.
The random nature of the sample is secured by the systematic extraction procedure, which ensures the
credibility of the information.
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The instrument employed for the opinion poll is the questionnaire, used for the registration of the
data resulting from the statistical observation. The first questionnaire, as a source of data from the
internal perspective (that of the processes), contains the corresponding items for assessing the traits
of organizational culture considered in the study (Part A) and for assessing the defining elements of
customer service (Part B). The second questionnaire, from the perspective of customers, measures the
importance of the customer service elements, assigned by the customers upon making the purchases.
The items for the assessment of the agreement, for both questionnaires, were measured on a Likert-type
scale, with values ranging from 1 to 5 (1: total disagreement; 5: total agreement). The simplicity of the
questions and the codification of the answers facilitated the processing of the data and the statistical
analysis of the results, without requiring complicated intermediate statistical analyses.

The obtained statistical data constitute the source for loading a database accessible for processing,
using the STATA 16 software package for this purpose. The characterization of the statistical population,
respectively of the research sample, was performed with the aid of the descriptive statistics indicators.
The results of the statistical analysis of the association relations and the simple linear regression analysis
facilitated the calculation of complex indicators that provide a valuable information base for strategic
decision making to strengthen the organizational culture and improve customer service, effectively
improving customer satisfaction and loyalty. At the same time, all the variables used in the study
were the subject of reliability analysis which shows that all of them have good internal coherence
(Cronbach’s alpha coefficient > 0.8). As a source of information, we mention the data provided by the
questionnaires, the experience with the customer provided by the databases of the analyzed company,
direct observation both regarding the company’s employees and the human capital management
practices used in the field, as well as effective contact with relevant clients.

4. Results and Discussion

Through the use of information technology, the analyzed company creates cutting-edge technology
and offers solutions for sustainable development to their customers and to society, while contributing
to solving social problems through their corporate activities that consider cultivating IT talent and the
promotion of an ethical and sustainable business model.

In the business field, the company pursues innovation to provide social infrastructure and
solutions specific to the business category based on advanced technologies, as well as maintaining a
high level of customer service.

In social terms, within the group to which the analyzed company belongs, the CSR (corporate
social responsibility) committee was established, elaborating the CSR charter of the group and outlining
the specific priority issues among which the environmental protection occupies an important place.
At the company level, all these aspects are included in the CSR manual that promotes IT education for
the community, also securing and developing its own IT resources.

In the environmental field, answers to climate change are provided by reducing greenhouse gas
emissions and promoting energy efficiency in data centers and office buildings, saving resources and
energy, and green procurement as well as pollution prevention.

Notably, the CSR initiatives of the multinational group, respectively of the companies that the
multinational group consists of, were appreciated and included in the following “Environmental, Social
and Governance” (ESG) indices that promote sustainability: Dow Jones Sustainability World Index
(DJS); FTSE4Good Index; FTSE Blossom Japan; Prime Rating by oekom; RobecoSAM Sustainability
Award Gold Class.

The ESG criteria for sustainability are the basis of the company’s evaluation, which is the subject
of the study and the reason why the sustainable development objectives are incorporated in the
management strategy of the group and the component companies in the medium term (2019–2021).
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4.1. Organizational Culture Trait Analysis

In this study, organizational culture is assessed based on the respondents’ perception regarding
the following four traits: employee capacity development; sharing of core values; customer focus;
goals and objectives, represented by the variables CD, CV, CF, and GO.

To capture the relevant aspects of the organizational culture and customer service, the perceptions
of the survey respondents depended on the aggregation at the sample level. At the same time, it sought
to focus on observable and measurable aspects of culture, such as human capital management practices,
fundamental values of the company, and customer orientation, together with goals and objectives.

For the purpose of statistical analysis, reliability analysis was conducted in advance, and its
synthetic results (Table 1) indicate that all four variables, in terms of their construction, have good
internal coherence, stated by the Cronbach’s alpha coefficient, which registers the following values for
the variables: CD (0.8324); CV (0.8713); CF (0.9667); GO (0.8079).

Table 1. Reliability analysis test scale.

Variable Sign Number of Items
in the Scale

Average Interitem
Covariance

Scale Reliability
Coefficient Alpha

CD + 9 0.2254628 0.8324
CV + 14 0.1775736 0.8713
CF + 15 0.351012 0.9667
GO + 8 0.1468286 0.8079

Note: CD—capacity development; CV—core values; CF—customer focus; GO—goals and objectives.

Next, we will characterize these variables with the aid of the descriptive statistics indicators
(mean, standard deviation, standard error, coefficient of variation), as presented in Table 2.

Table 2. Tabstat CD CV CF GO, statistics (count mean sd semean cv); number of observations = 186.

Stats CD CV CF GO

N 186 186 186 186
mean 4.1174771 4.2310280 4.214953 4.184579

sd 0.5239403 0.4429169 0.3852967 0.4848366
se(mean) 0.0506512 0.0428184 0.0372480 0.0568709

cv 0.1307407 0.104683 0.0914119 0.1158627

4.1.1. Capacity Development

Capacity development, represented by the variable CD, expresses the fact that the analyzed
company makes continuous investments in the development of employees’ skills in order to remain
competitive and to respond to the ongoing commercial needs, as well as the modalities in which it
ensures the development of employees’ skills and competences for the most effective involvement
possible [30,31].

The aggregated variable CD, made up of 9 primary variables, has an average of 4.1174 and it has a
standard deviation considered good in terms of variation of responses in relation to the mean (0.5239).
The standard error (0.0506) indicates good contiguity between the variable’s average and its true value
in relation to the total statistical population. The low variation coefficient (0.1307) means that the
statistical population on which the calculation of this variable was based has good homogeneity rate
(Table 2).

According to the respondents’ perception, the primary variables which register the best scores
refer to the following aspects: employee capacity development is regarded as an important source
of competitive advantage (4.2813); the employees’ specific job skills enable the solving of issues in
the company (4.2182); permanent investments in the development of employees’ skills to secure
competitive advantage and to respond to customer needs (4.1967); the securing of the skills needed
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for the employees’ specific tasks to facilitate problem solving at the workplace, achieved by means of
adequate and effective training (4.1093).

The analysis and interpretation of results indicates that the development of employees’ skills and
competences, represented by the variable CD, ensures good employee involvement and cooperation,
organized in teams, in view of fulfilling the company’s objectives.

“Capacity development” analysis as a feature of organizational culture provides a vivid and
systematic picture of employee capacity development through appropriate training programs, together
with innovative and effective human capital management practices, and facilitates the integration of
sustainability principles into the analyzed company culture.

4.1.2. Core Values

Core values, represented by the variable CV, refers to the fact that the members of the company
share a system of values which creates a sense of identity, together with a clear set of expectations, and it
expresses the modes in which its development and strengthening are ensured, as well as performance
improvement at organizational level. The aggregated variable CV, made up of 14 primary variables
(items), registers an average value of 4.2310 and it has a standard deviation considered good in terms
of variation of responses in relation to the average (0.4429). The standard error (0.0428) indicates
good contiguity between the variable’s average and its true value in relation to the total statistical
population, and the low variation coefficient (0.1046) means that the statistical population on which
the calculation of this variable was based has good homogeneity rate (Table 2).

According to the respondents’ perception of the mode in which the company’s leadership promotes
a system of values based on high standards, shared with the other members, the primary variables
registering the highest appreciations (scores) refer to the following aspects: the existence of a clear and
coherent system of values in the company, that ensures the promotion of an ethical and sustainable
business model (4.3092); the members of the company share a set of values that create a sense of
identity and a clear set of expectations (4.2911); the actual involvement of the company’s leadership
for the elaboration and clear definition of an adequate system of values shared with the company’s
employees (4.2864); the managers prove responsibility for their actions and results and for successes
and failures (4.2429); the company’s managers show care for people (4.2588); the company’s managers
adopt a conduct based on the recognition of performance (4.2395); company culture is formed around
its fundamental values, based on high standards (4.1401).

The following are also based on the perception of the respondents to the questionnaire regarding
the first 10 basic values of the investigated company, ranked in the order of their average scores: clients
first (4.78); innovation (4.75); team work (4.66); communication (4.62); care for people (4.59); leadership
(4.52); integrity (4.48); the right to private life (4.37); responsibility (4.34); dedication (4.18).

These results confirm that the analyzed company has managed to strengthen a system of
common values, shared by its members, thus ensuring the promotion of an ethical and sustainable
business model.

The analysis of “core values” as features of organizational culture highlights the fact that the
analyzed company managed to consolidate a system of fundamental values that are shared by its
members, thus ensuring the integration of sustainability principles in the organization’s culture.

4.1.3. Customer Focus

Customer focus expresses the mode in which the company’s members understand and react
with regard to the satisfaction of customer requirements and expectations, thus anticipating their
future needs. At the same time, it indicates the extent to which the individual members of the
company are prompted to deal with customer satisfaction and the fulfillment of customer requirements
and expectations.

The variable CF, made up of 15 primary variables (items), registered an average of 4.2149 and it
has a standard deviation considered good in terms of variation of responses in relation to the average
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(0.3852). The standard error (0.0372) indicates good contiguity of the variable’s average to its true value
in relation to the total statistical population. The variation coefficient is low (0.0914), which means that
the statistical population, based on which this variable was calculated, has good homogeneity.

In the respondents’ perception, the most appreciated aspects (items) related to customer focus
with the related scores refer to the fact that:

• The company’s leadership: takes into account customer recommendations and its experience
with them (4.2910); is effectively concerned with the determination of customer requirements,
expectations and preferences (4.2857); encourages direct contact of frontline employees with
customers (4.2614); determines the key factors which induce the effectiveness of customer relations
(4.2382); maintains a permanent relation with customers to inform them accurately and in due
time regarding the orders and any potential delays (4.2102).

• The values of the organization are connected to customer requirements and expectations (4.3288).
• The employees prove in-depth understanding of customer needs and desires (4.2007).

As indicated below, the company has a strong customer focus, which helps the managers to
effectively and efficiently manage the organization in order to improve operational performance and
the performance standards of customer service.

The analysis of the “customer focus” feature and the sustainability objectives contained in
the company’s CSR charter, and effectively integrated into management practices, shows that the
company’s leadership ensures the integration of sustainability principles in the company’s strategies,
policies, and practices, for constructing “the future society” together with its customers.

4.1.4. Goals and Objectives

Successful organizations also have a clear sense of purpose and of direction, which defines the
organizational and strategic objectives, expressing a vision of what the organization will look like in the
future [25,27,31,60]. If the organizational strategic goals and objectives are related to the mission, vision
and strategy, they provide a clear course of action for the company and its members in their activity.

According to the data in Table 2, the variable GO, made up of 8 primary variables, registers an
average of 4.1845 and it has a standard deviation considered good in terms of variation of responses in
relation to the average (0.4848). The standard error (0.0568) indicates good contiguity of the variable’s
average to its true value in relation to the total statistical population. The variation coefficient is low
(0.1158), which means that the statistical population, based on which this variable was calculated,
has good homogeneity.

According to the perspective of customers, the primary variables (the items) with the highest
scores which make up the GO variable refer to the following aspects: there is wide consensus within
the company regarding the organizational objectives (4.2782); there is a clear set of objectives, based on
vision, mission, and strategy, which provides each member of the company with a clear direction
in their activity (4.2087); the company’s leaders establish and communicate the objectives in a clear
manner, at all organizational levels (4.1687); the company’s leaders determine clear, realistic and
challenging objectives (4.1977); the company’s strategic goals and objectives, defined clearly, are based
on high, well-substantiated standards (4.1016), and they create a joint feeling of commitment and
responsibility for the company’s members (4.1772).

We also found that the company has a clear sense of purpose and definition of the organizational
objectives, thus ensuring the promotion of an ethical and sustainable business model. At the same
time, the company’s management monitors the progress recorded in relation to the fulfillment of the
declared objectives in an effective manner.

As it results from the analysis of the “goals and objectives” feature, the analyzed company, through
the sustainability objectives, ensures the integration of the economic, social and environmental aspects
in the mission, vision, values, and processes of the organization.



Sustainability 2020, 12, 6240 11 of 27

Following the analysis of the four variables, we can see that the company has a strong organizational
culture based on the commitment of leadership that emphasizes common core values, customer
orientation, innovation, and human capital practices, that promotes without neglecting employees,
thus facilitating the integration of sustainability principles and objectives into company strategies,
together with policies through effective collaboration with stakeholders, confirmed by the organizational
model of sustainability proposed by Hollingworth [52] and other authors [35,53].

4.2. Customer Service

The diversity of IT companies, categorized by organizational features, the provided products
and the quality of the employees (to which the customer features are added and in our case are
of “business-to-business” type), make customer service impossible to be generalized for all the
market segments in which the company acts, even if its analysis indicates common practices or
certain similarities.

To identify the most important elements which ensure a competitive customer service,
a representative market segment was selected for the products of the analyzed company that secure a
significant share of the sales. The emphasis was placed on the assessment of the services provided to
the company’s main customers, respectively on their requirements and expectations.

We shall approach customer service from an internal perspective (that of processes specificity),
which measures the efficacy of the processes whereby the organization creates value by implementing
competitive effective organizational processes, without disregarding the perspective of customers,
which, in turn, measures the effectiveness of the service by how the customers experience the
relation with the supplier [61]. Murphy and Knemeyer define customer service through the ability
of management to satisfy customers in terms of trust, communication and ease of doing business
(convenience) [46] (p. 137). Other authors focus on defining customer service in terms of product
availability, ease of ordering, speed of delivery, and after-sales support [54].

Against this background, starting from the specific nature of the products, activities and processes,
and taking into account the features of the analyzed company, it was considered appropriate to use
the LaLonde and Zinszer model [62], based on a major study of customer service practices, to assess
and analyze customer service. The authors suggested that customer service can be examined in three
stages, with the following composition: pre-transaction: customer service policy, commitment to the
customers, organizational structure, accessibility, system flexibility; transaction: the consistency of the
order cycle, information on the order status, system accuracy, order response rate, etc.; post-transaction:
monitoring and warranty at the level desired by the customer, availability of technical assistance
post-warranty, management of complaints, etc. [7,54,55,57,63–68].

4.2.1. The Customer Service Effectiveness Variable

The use of non-financial indicators for customer service effectiveness, represented by the variable
CSE with its components, is adequate for the research as it ensures a good relationship with the
company’s strategies and policies, based on the vision, mission, and key success factors [8,69,70],
which allows measurement of customer service performance based on the information regarding the
satisfaction of their requirements and expectations. This is facilitated by the company’s strong focus on
innovation, by providing customers with services that leverage digital and other advanced technologies.
At the same time, it allows the company to identify the strategies which offer the highest potential
to attain the objectives of customer service and supports the alignment of management processes,
decision-making and the measurement of performance with the achievement of strategic objectives,
thus contributing to the awareness of the managers and of the other employees regarding the importance
of customer service as a key success factor in ensuring competitive advantage [7,8,46,54,57,63,71,72].

If the construct of variables that express the features of organizational culture is based on Denison’s
model, the variables identified and analyzed in customer service research, strategically approached,
are represented by related management practices and organizational behaviors integrated into the
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company’s business strategy and associated with customer service effectiveness as a non-financial
indicator of performance, both from an internal perspective and from a customer perspective.

The construct and the analysis of the CSE variable from an internal perspective are based on a
customer service audit. Thus, the internal audit conducted from an internal perspective, based on
the perception of the respondents to the questionnaire, allowed for the measurement and analysis of
the specific objectives, respectively of the standards and of the customer service level attained by the
company; the relation between its key departments, to ensure a competitive service; the provision
of corporate information for the development and update of the customer database and of the
opportunities and methods for its improvement. As an effective instrument for the analysis of these
variables and of the components which make it up, the internal audit facilitated the highlighting
of management factors and practices that have an effective contribution to the competitiveness of
customer service within the company, as well as awareness among the company members regarding
its importance and customer experience, with positive effects observed on the improvement of service
effectiveness, an important source of customer satisfaction [57] (p. 133). All this means that the
effectiveness of customer service is closely linked to the company’s ability to satisfy the customer.

For the analysis of customer service and its components, represented by the variables: CSMG,
PRTP, TP, PSTP and CSE; we shall resort to the reliability analysis (Table 3), which indicates that all five
variables have very good internal coherence, highlighted by Cronbach’s alpha coefficient, whose values
range between 0.9164 and 0.9647 (Table 3).

Table 3. Reliability analysis test scale.

Variable Sign Number of Items
in the Scale

Average Interitem
Covariance

Scale Reliability
Coefficient Alpha

CSMG + 18 0.3720405 0.9362
PRTP + 16 0.2542458 0.9373

TP + 11 0.2484527 0.9647
PSTP + 13 0.2813421 0.9164
CSE + 4 0.2104685 0.9624

Note: CSMG—effectiveness of customer service management practices; PRTP—pre-transaction effectiveness;
TP—transaction effectiveness; PSTP—post-transaction effectiveness; CSE—customer service effectiveness.

Next, we will move on to the characterization of these variables with the aid of the descriptive
statistics indicators (mean, standard deviation, standard error, coefficient of variation).

Regarding customer service, according to the data in Table 4, the indicators of the descriptive
statistics point out the fact that all variables regarding customer service register relevant values for
the employed statistical model: as a standard deviation, values range between 0.4008 and 0.6779;
as a standard error, values range between 0.0863 and 0.0961; as a coefficient of variation, values range
between 0.0911 and 0.1172, which confirms the validity of the construct. In the order of the average
scores registered, the best values are registered by the variable PRTP, closely followed by the variables
CSE, TP, PSTP, CSMG.

Table 4. Tabstat CSMG PRTP TP PSTP CSE. Statistics (count mean sd semean cv); number of
observation = 186.

Stats CSMG PRTP TP PSTP CSE

N 186 186 186 186 186
mean 4.171405 4.295238 4.215517 4.196429 4.219647

sd 0.6779183 0.495192 0.4942714 0.4008919 0.4310058
se(mean) 0.0940104 0.0863524 0.0917839 0.0883571 0.0961376

cv 0.1025156 0.0911885 0.1172505 0.0955317 0.1013042
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4.2.2. The Effectiveness of Management Practices Variable

The effectiveness of management practices, represented by the variable CSMG, as a component of
the variable CSE, contains 18 primary variables (items) and it registers an average of 4.1714 (Table 4).
It highlights the company’s factors and practices that determine the effectiveness of customer service
and express the modalities whereby the company provides significant support to customer service
design and operationalization.

An analysis of the primary variables which make up the CSMG variable based on the respondents’
perceptions regarding the questionnaire, highlights the existence of strong support of management
practices to ensure customer service effectiveness. We emphasize in this regard the fact that the
management of the analyzed company has coherent and adequate customer service strategies (4.16);
ensures a strong commitment to the top management regarding customer service strengthening (4.17);
ensures effective cooperation between the key departments involved in the relationship with the
customers (4.13); focuses on innovation (4.28); organizes training for employees to provide working
instruments (guidelines, operational procedures, working instructions etc.) in order to optimize
the customer’s internal activity (4.08); effectively implements customer relationship management
(4.28); through its employees, communicates efficiently with the customer regarding the exchange of
information (4.27); through its analysis of customer profitability, facilitates the decisions regarding
customer service design and operationalization (4.29); through the marketing efforts, in its relationship
with the customer, focuses on customer retention (4.11) and on acquiring new customers (4.04);
maintains a high quality of customer service by successfully applying the TQM (Total Quality
Management) principles (4.18); sets up standards and monitors the technical performance of customer
service (4.19); develops customer assistance standards, so as to constantly provide excellent customer
services (4.25); ensures effective communication in the relationship with the customers (4.16).

All this information demonstrates that the analyzed company, using a coherent system of
management practices, has the support needed to ensure customer service effectiveness by satisfying
the current and future requirements and expectations of customers.

4.2.3. The Pre-Transaction Variable

Pre-transaction, as a component of customer service, represented by the variable PRTP, contains
16 primary variables (items) and it registers an average of 4.2952 (Table 4). It highlights the activities
regarding the determination of customer service policies and objectives, customer information, adequate
organization, flexibility of the system, and counseling, particularly in the case of customers with
insufficient experience in the field.

Taking into account the respondents’ perceptions regarding the primary variables that form the
variable PRTP, it is found that the most relevant aspects which determine pre-transaction effectiveness
refers to the fact that within the company, the priorities of customer service are established based on
the clear and objective understanding of customer requirements (4.38); the employees have adequate
abilities to satisfy the customer’s orders in accordance with their requirements (4.34); a customer
service policy exists, which is adequate and known by customers and employees (4.33); there are clear,
specific and measurable objectives for customer service (4.29); the key components of customer service
are identified, taking into account their expectations and requirements, as well as the features of the
organization (4.29); statements regarding customer service are accompanied by specific objectives
with reference to modalities in which objectives need to be attained (4.28); customer service standards,
stated in specific terms, ensure the general success of sales (4.26); the key factors influencing the
procurement decisions of customers are determined (4.23); advisory programs are elaborated for the
less experienced customers (4.21).
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4.2.4. The Transaction Variable

Transaction, as a component of customer service, represented by the variable TP, contains
11 primary variables (items) and it registers an average of 4.2155. It indicates activities related
to the determination of customer service policies and objectives, customer information, proper
organization, flexibility of the system and counselling, particularly in the case of customers with
insufficient experience.

Observing the respondents’ perceptions regarding the primary variables that form the TP variable,
we find that the most relevant aspects which determine the effectiveness of the transaction refer to
the fact that the company’s management ensures compliance with the technical specifications of the
products which are the object of the offer (4.33); ensures that the time standards that are established to
respond to customer requirements are strictly observed (4.27); ensures accurate information, in real
time, regarding the orders and the potential issues with the customers (4.25); initiates effective response
actions to the urgently requested orders (4.23); evinces firm commitment for compliance with the order
supply schedule as established with the customers and for their information in real time on potential
delays which may occur (4,21); ensures that the incoming orders are monitored and reported on a daily
basis in the processing system (4.19); ensures that the order cycle corresponds to customer expectations
and requirements, based on compliance with the contractual clauses (4.17); ensures that the documents
regarding the orders are simple, precise and highly accurate (4.17); ensures that there are clear rules
and procedures of conduct, which ensure confidentiality (4.29).

4.2.5. The Post-Transaction Variable

Post-transaction, as a component of customer service, represented by the variable PSTP, contains
13 primary variables (items) and it registers an average of 4.1964 (Table 4). It expresses the activities
regarding the provision of technical assistance and of the guarantee regarding the levels expected
by the customers, the monitoring of product functionality, the treatment and solving of customer
complaints, the solving of the issues requested by the client (in the warranty period, as well as in the
post-warranty period) according to the contractual clauses, etc.

Starting from the respondents’ perceptions regarding the primary variables that form the PSTP
variable, we find that the most relevant aspects which determine post-transaction effectiveness refer to
the fact that the company’s management provides customer assistance/support, taking into account their
skills and experience (4.37); provides advice and recommendations to ensure the effective functionality
of the product in accordance with the technical specifications (4.25); notifies the delays in solving
potential issues related to the functionality of the provided product (4.23); has a systematic and effective
program based on feedback from the customers to assess and control customer service effectiveness
(4.21); updates the database on an ongoing basis according to its experience with them in order to ensure
consistent information regarding customer appreciations, issues and complaints (4.20); initiates prompt
and effective actions for the settlement of customer complaints (4.19); ensures employee availability
to solve issues requested by the customer regarding product functionality, such as the expansion of
the area of requirements and the improvement of performance (4.19); provides a prompt response to
customer requests for technical assistance (4.17); takes part in active partnerships with the customers
(4.17). The analysis of the variables that represent customer service shows that the results of the internal
audit are also supported by the conclusions of the external audit (based on the customer perspective)
regarding the assessment of element importance that makes up customer service. For this purpose,
a simple questionnaire addressing the customers was drawn up, which contained 18 criteria/indicators
as defining elements of customer service provided by the company. The questionnaire was addressed
to a sample of 28 customers who were considered relevant to the company’s business in the researched
market segment. They were requested to assess the importance of these criteria/indicators in their
relationship with the company as a supplier. Following the processing of the questionnaires received
from the customers, a list was made up, with a hierarchy of the criteria/indicators established and
accepted by them. In the order of importance awarded by the customers, the first 10 criteria with the
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related average scores are the following: the capacity to provide advice and assistance in the stage of
product implementation and operationalization with the customer (4.88); prompt response to customer
requests for assistance (4.85); competent technical representatives (4.82); ensuring and maintaining
confidentiality (4.73); quality (specific competencies) and honesty of the sales force (4.65); creating
and developing prompt partnerships with the customer (4.60); the company’s capacity to observe
the term for the performance of order (4.47); effective communication in real-time (4.43); mode of
treatment and response to complaints (4.28); the order cycle corresponds to customer expectations and
requirements (4.26).

If the company does not measure or analyze these criteria/indicators, the recognition of customer
service effectiveness, as a performance indicator, shall be as decided by the customer.

To establish the validity of the construct for the CSE variable and the relevance of the four
variables that compose it (CSMG, PRTP, TP, PSTP), we proceeded to measure and analyze the statistical
association/correlation relations between the CSE variable and the variables that compose it, using the
correlational analysis results as presented in Table 5. From the data analysis, it turns out that the
variable CSE registers significant, positive, and very strong correlations with all the variables that
compose it (the correlation coefficients are between 0.9201 and 0.9412).

Table 5. Correlate CSE CSMG PRTP TP PSTP (obs. = 186).

Variable CSE CSMG PRTP TP PSTP

CSE 1.0000 - - - -
CSMG 0.9412 1.0000 - - -
PRTP 0.9201 0.8152 1.0000 - -

TP 0.9396 0.8628 0.8242 1.0000 -
PSTP 0.9228 0.8444 0.7724 0.8157 1.0000

At the same time, we can find that there are significant, strong and very strong correlations
between all pairs of variables that form the CSE variable, taking into account the fact that the correlation
coefficients are positive and range between 0.7724 and 0.9412, which demonstrates that the construct
of the CSE variable is accurate and relevant for the needs of our analysis.

The analysis of the variables that ensure customer service effectiveness in increasingly competitive
markets with ever higher standards of competitiveness indicates that the company places importance
on customer service, which it considers a key factor of success in securing the competitive advantage
over the short and long term. Numerous studies confirm the fact that the consideration of competition
requires that companies focus on ensuring competitive customer service levels, which, together
with product quality, represent important sources for ensuring customer satisfaction and loyalty
([8,46,54,63,71–73], (p. 2)).

4.3. The Impact of Organizational Culture on Customer Service Effectiveness

Starting from the importance of customer service approached strategically and within a
multinational company from the ITC area, we aimed to determine the impact of organizational
culture through the four traits on the effectiveness of customer service with its components in order to
develop a program for its improvement based on the theory and the best practices in the field [74,75].
Conrad and his collaborators [76] investigated and highlighted the existence of a relation between a
company’s cultural typology and the activities dedicated to customer service.

To determine the impact of the independent variables, CD, CV, CF, GO, on the dependent
variables, CSMG, PRTP, TP, PSTP, CSE, we proceeded to conduct simple linear regression analysis.
Before applying linear regression analysis, we conducted a check regarding the validity of fulfilling
the conditions necessary for its application for all econometric models used in this study. Based on
the evaluation model and analysis used, at the level of the company employees, the extent to which
the variables that express the effectiveness of customer service change depending on the change in



Sustainability 2020, 12, 6240 16 of 27

independent variables expressing the organizational culture was quantified. The information obtained
is based on a valid statistical study concerning the most relevant statistical tests.

4.3.1. The Impact of the Independent Variable CD on the Dependent Variables CSMG, PRTP, TP,
PSTP, CSE

Based on the results of the regression analysis (Table 6), we can find that, statistically,
the independent variable CD has a significant and positive impact on the dependent variables
which state the customer service level. This statement is supported by the ”F” test, where Prob > F =

0.0000. We can also find that there is a linear econometric model between the independent variable
CD and the five dependent variables. The variation of the CD variable explains, to a rate of 47.02%,
the variation of the variable CSMG; the variation of the variable PRTP (34.29%); the variation of
the variable TP (38.47%); the variation of the variable PSTP (44.75%); the variation of the variable
CSE (46.17%).

Table 6. The impact of the independent variable CD on the dependent variables CSMG, PRTP, TP,
PSTP, CSE.

Dependent Variable N Prob > F R-Squared Coef. t p > |t|

CSMG 186 0.0000 0.4702 0.4697228 7.65 0.000
PRTP 186 0.0000 0.3429 0.4858687 6.43 0.000

TP 186 0.0000 0.3847 0.3698693 5.48 0.000
PSTP 186 0.0000 0.4475 0.4820633 6.56 0.000
CSE 186 0.0000 0.4617 0.4518810 7.01 0.000

Taking into account the fact that, in all cases, the regression coefficients of the CD variable with
the dependent variables are positive and estimated with p > |t| = 0.000 < 0.05, the existence of a
positive and significant impact between them results. Thus, a one-unit growth of the CD variable
generates growth in the effectiveness of customer service management practices (CSMG) of 0.4697
units; in pre-transaction effectiveness (PRTP) of 0.4858 units; in transaction effectiveness (TP) of 0.3698
units; in post-transaction effectiveness (PSTP) of 0.4820 units; in customer service effectiveness (CSE)
of 0.4518 units. In comparison, we can state that the variation of the CD variable best explains the
variation in the effectiveness of the management practices represented by the variable CSMG (47.02%).

If we take into account the results of regression analysis, we can highlight the fact that capacity
development, as a trait of organizational culture, is a good predictor for customer service effectiveness
and for its components.

4.3.2. The Impact of the Independent Variable CV on the Dependent Variables CSMG, PRTP, TP,
PSTP, CSE

Starting from the results of the regression analysis (Table 7), we find that, statistically,
the independent variable CV has a significant and positive impact on the dependent variables
CSMG, PRTP, TP, PSTP, and CSE.

Table 7. The impact of the independent variable CV on the dependent variables CSMG, PRTP, TP,
PSTP, CSE.

Dependent Variable N Prob > F R-Squared Coef. t p > |t|

CSMG 186 0.0000 0.7181 0.7820693 22.23 0.000
PRTP 186 0.0000 0.6368 0.892139 14.82 0.000

TP 186 0.0000 0.4881 0.7199097 14.90 0.000
PSTP 186 0.0000 0.6636 0.8825777 14.08 0.000
CSE 186 0.0000 0.7186 0.819174 21.80 0.000
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Thus, the variation of the CV variable explains, to a rate of 71.81%, the variation of the variable
CSMG; the variation of the variable PRTP (63.68%); the variation of the variable TP (48.81%); the variation
of the variable PSTP (66.36%); the variation of the variable CSE (71.86%). Taking into account the fact
that, in all cases, the regression coefficients of the CV variable with its five dependent variables are
positive and estimated at p > |t| = 0.000, this proves the existence of a positive and significant impact
between the CV variable and the five dependent variables.

The results of regression analysis highlight the fact that the basic values, as a trait of organizational
culture, are a good predictor for customer service effectiveness and for its components.

4.3.3. The Impact of the Independent Variable CF on the Dependent Variables CSMG, PRTP, TP,
PSTP, CSE

Starting from the results of the regression analysis (Table 8), we find that the independent variable
CF has a significant and positive impact on the studied dependent variables. Thus, the variation of
the CF variable explains, to a rate of 66.61%, the variation of the variable CSMG; the variation of the
variable PRTP (63.80%); the variation of the variable TP (52.28%); the variation of the variable PSTP
(56.25%); the variation of the variable CSE (68.70%). We can state, in this case, that the CF variable has
a moderate, strong, and positive influence over the five dependent variables.

Table 8. The impact of the independent variable CF on the dependent variables CSMG, PRTP, TP,
PSTP, CSE.

Dependent Variable N Prob > F R-Squared Coef. t p > |t|

CSMG 186 0.0000 0.66610 0.6367565 14.69 0.000
PRTP 186 0.0000 0.63800 0.7549161 13.22 0.000

TP 186 0.0000 0.52280 0.6298639 12.92 0.000
PSTP 186 0.0000 0.56250 0.6869208 10.43 0.000
CSE 186 0.0000 0.68700 0.6771143 15.48 0.000

The regression coefficients of the CF variable with its five dependent variables are positive and
estimated at p > |t| = 0.000, indicating the existence of a positive and significant impact between the CF
variable and all studied dependent variables.

Customer focus facilitates the collection and storage of significant information for the company in a
comprehensive database, which allows them to customize the offer on the market and customer service.

The results of regression analysis highlight the fact that customer focus, as a trait of organizational
culture, is a good predictor for customer service effectiveness and for its components.

4.3.4. The Impact of the Independent Variable GO on the Dependent Variables CSMG, PRTP, TP,
PSTP, CSE

Starting from the results of the regression analysis (Table 9), we can highlight the fact
that, statistically, the independent variable GO has a significant and positive impact on the
dependent variables.

Table 9. The impact of the independent variable GO on the dependent variables CSMG, PRTP, TP,
PSTP, CSE.

Dependent Variable N Prob > F R-Squared Coef. t p > |t|

CSMG 186 0.0000 0.5899 0.6701519 7.73 0.000
PRTP 186 0.0000 0.5258 0.4973777 8.49 0.000

TP 186 0.0001 0.3198 0.3804817 5.23 0.000
PSTP 186 0.0005 0.2993 0.4684347 4.21 0.000
CSE 186 0.0000 0.6408 0.6434689 8.06 0.000
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Thus, the variation of the GO variable explains, to a rate of 58.99%, the variation of the variable
CSMG; the variation of the variable PRTP (52.58%); the variation of the variable TP (31.98%); the variation
of the variable PSTP (29.93%) and the variation of the variable CSE (64.08%). We can thus note that the
variation of the GO variable best explains the variation of the variables CSE, CSMG, and PRTP. Taking
into account the fact that, in all cases, the regression coefficients of the GO variable with its five studied
dependent variables are positive and estimated at p > |t| = 0.000, we can determine the existence of a
positive and significant impact between the variable GO and the dependent variables indicating the
customer service level.

In conclusion, we can demonstrate that goals and objectives as traits of organizational culture
constitute a good predictor for customer service effectiveness and for its components.

The results of the regression analysis (Tables 6–9) highlight the fact that all four traits of
organizational culture, represented by the variables CD, CV, CF, and GO, are significant predictors
of customer service effectiveness improvement, as well as of the improvement of its components,
endorsed by responsible corporate governance practices that ensure the promotion of an ethical and
sustainable business model.

In conclusion, we can find that the variation of the CV variable best explains the variation of the
variables CSE (71.86%), CSMG (71.81%), PSTP (66.36%), PRTP (63.68%), TP (48.81%), with regression
coefficients between 0.7199 and 0.8921. The variation of the CF variable explains the variation of the
variables CSE (68.70%), CSMG (66.61%), PRTP (63.80%), PSTP (56.25%), TP (52.28%), with regression
coefficients between 0.6298 and 0.7549. The lowest influences are registered by the variation of the
GO variable compared to the variation of the variables PSTP (29.93%) and TP (31.98%), as well as the
variation of the CD variable compared to the variation of the variables PRTP (34.29%) and TP (38.47%).

4.4. The Link between Organizational Culture, Customer Service Effectiveness, and Sustainability

Based on the results obtained from the processing and analysis of questionnaire data and of
information acquired by direct observation of the four features belonging to the organizational culture,
we can see that the analyzed company has an organizational culture that facilitates the integration
of sustainability principles in the organization’s strategy and practices. In this sense, the company’s
leadership is firmly committed to:

• Developing employees’ capacity: employees are seen as an important source of competitive
advantage; innovative practices in the field of human capital management facilitate the involvement
of employees in social issues; there are adequate training programs to monitor not only
economic performance but also social and environmental performance; promoting teamwork
and collaboration; effective operational practices; improving the general and specific skills of
employees; improving productivity, involvement and employee satisfaction; attracting and
retaining IT talents; creating a work environment that stimulates both economic performance and
social and environmental performance; ensuring occupational health and safety.

• Sharing common core values is an important means of support in ensuring the sustainability
of a company, by improving financial, social, and environmental performance. As shown in
Section 4.1, out of the top 10 values appreciated by respondents, “customer first” and “innovation”
are essential for achieving economic performance, “teamwork”, “communication” and “care of
people” are essential for ensuring social performance, to which is added the “right to privacy”.
The concept of a work–life balance becomes a key component of social sustainability, both at the
level of individual organizations and at a more general level represented by global institutions [41].
At the same time, accountability demonstrates concern for the acquisition of appropriate skills,
promotes equal opportunities and socio-cultural diversity. The fundamental values of the company
the employees believe in guide them in making decisions and strengthen a corporate culture
oriented towards sustainability, which promotes strengthening the feeling of belonging to the
company. At the same time, it guides the company’s social responsibility policy concerning
the community.
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• Customer orientation ensures the building of strong relationships with customers for a better
understanding of their requirements and expectations, as well as for the development of a culture
in which each employee considers the customer as a priority. Employees have the appropriate
professional knowledge and skills to provide quality customer service as a source of competitive
advantage that aligns their functional capacity with the company’s strategy, thus facilitating
increased organizational effectiveness. The evaluation of customer relations takes into account
the promotion of appropriate and fair social practices, as well as the impact of the company’s
activities on the natural environment and business ethics.

• The development of a strong culture based on ambitious and realistic goals and objectives for
the economic, social and environmental dimension, with a strong customer orientation as well
as a system of common core values, shared by company members, facilitates meeting current
and strategic objectives at high-performance standards, financially, socially and environmentally.
Ensuring the appropriate flow of information to assess the impact of the company’s policies and
strategies on sustainability.

To be able to approach customer service from the perspective of sustainability, we must start
from the requirements underlying the company’s assessment as a supplier by its customers in the
business-to-business relationship in order to perform customer service according to their expectations
and requirements.

To develop long-term competitive relationships based on trust and collaboration with customers,
the company must demonstrate the application of appropriate corporate governance practices by
adopting strategies and practices at the operational level to meet current company objectives and
interested parties’ requirements, simultaneously interested in protecting, maintaining, and improving
the human and natural resources that will be needed in the future. To this end, the analyzed company
aims to integrate the principles of sustainability in its strategies and practices towards “forming the
future society along with its customers” by offering solutions for the sustainable development of its
customers and society, while contributing to solving social problems through its corporate activities,
considering the cultivation of IT talent, respecting diversity, and improving corporate sustainability.

In the field of the environment, the company integrates into its strategy and practices (including
those related to customer service), the following specific objectives: reducing greenhouse gas emissions;
promoting energy efficiency in data centers and office buildings; responsible use of natural resources,
reduction in water, gas, and consumables consumption, which are monitored monthly to find the
best solutions for their optimization. This is facilitated by the establishment of an environmental
council within the board of directors as an effective corporate governance structure that monitors
and maintains permanent contact with both the company’s management and employees through a
dedicated internal application.

Corporate governance as a means of support for sustainability aims to ensure the security and
confidentiality of information by protecting information assets not only of the customers but also of
the company against cyber-attacks and other risks.

In assuming responsibility of customers and other stakeholders, important support is provided by
implementing and operationalizing the requirements of voluntary standards on quality management
(ISO 9001: 2015), environmental management (ISO 14001: 2015), occupational health and safety
management (OHSAS 18001: 2007), information security management (ISO 27001: 2013) and social
responsibility management (ISO 26000: 2010), which operates in the form of an integrated management
system. Both the DSJ index criteria for the economic and social dimension, as well as the FTSE4Good
and RobecoSAM Sustainability Award Gold Class criteria for the social and environmental dimension
are added to these. To assess the level of sustainability of the analyzed company, we will further
present some relevant successful actions, starting from the business model presented in the study,
in addition to the achievements of leadership in integrating sustainability principles based on common
values shared with employees in corporate culture and sustainability objectives in the organization’s
strategy and practices, which are found in all of its processes and activities.
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As a member of the multinational group, the company implemented the concept of corporate
social responsibility (CSR) in a broad sense to ensure sustainable growth, which refers to the integration
of sustainability principles with a support system of common fundamental values in the organizational
culture, in its strategy and operations, as well as in the decision-making process—a point of view that
is sustained in the specialized literature [1,4,74,75].

Within the multinational group, a CSR committee was formed and a CSR Charter of the Group
was elaborated. In addition, the CSR manual at the company level was elaborated. The following are
the most relevant sustainability aspects in the three areas, namely, business, social, and environmental,
along with corporate governance:

• In the business field (innovation): has implemented the criteria of the DJS index regarding the
implementation of corporate governance’s principles, risk management, and ethics, through
the code of conduct. Likewise, offering social infrastructure and appropriate solutions based
on advanced technologies to provide customers with products/services that leverage digital
technologies to address societal issues and ensure a high level of service provided to customers.

• In the social field: has implemented the criteria of the DJS and FTSE4Good indexes (related to
employees) on human capital development, attracting and retaining talent, innovative human
capital practices, employee development, occupational health and safety, equal opportunity
policies, security and employee development in the IT field and the promotion of socio-cultural
diversity. In addition, in the relationship with the community, the behavior of the “good corporate
citizen” and philanthropy.

• In the field of the environment: as an information service provider, there is an environmental
policy that aims to deliver environmentally responsible systems and services to actively participate
in activities aimed at reducing the impact on the environment. The criteria of the FTSE4Good and
RobecoSAM Sustainability Award Gold Class indexes are implemented regarding the sustainable
development of the environment and reduction in greenhouse gas emissions. To achieve this goal
the company promotes energy efficiency.

• In the field of governance: ensuring the security of information concerning both the company
and the clients against cyber-attacks and other risks; properly ensuring the confidentiality of
information and protecting the rights of human beings, company customers and other stakeholders;
ensuring compliance by informing and training employees; promoting the company’s cooperation
with business partners in environmental protection; promoting CSR in the supply chain.

The results in meeting the objectives of corporate sustainability can be highlighted through
an integrative culture for sustainability and responsible practices. Said practices are to ensure
economic, social and environmental performance with regard to the effective implementation
and operationalization of customer service. We can exemplify this through several relevant
successful actions:

• In the economic field: the company has very good results if we refer first to the clients and their
maintenance, and second to the market share and the profitability.

• In the social field: digitization (largely) of contacts with customers; implementing the uses of
the digital signature in the relationship with clients; combating discrimination; ensuring health
and safety of employment, etc. Therewith we mention that in the relationship with the local
community, the analyzed company is acknowledged on two levels of social responsibility: the
support of institutions and socio-cultural events, respectively, and the support of critical social
situations and ensuring sustainable jobs for young graduates facing problems entering the labor
market (in mature markets).

• In the field of the environment: improving environmental management by equipping the
company’s office buildings with air conditioning with low energy consumption; the purchase
of electric cars in the car park; as a permanent objective, the company contributes to achieving
the group’s objective of improving long-term energy efficiency so that by 2030, at least 30% of
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the consumed energy is from renewable resources, in addition to the goal of producing zero
waste. Besides reducing waste, the company promotes the development of a system responsible
for the environment through active involvement in ecological procurement, together with the
implementation of effective policies for saving resources and energy, besides reducing waste.

• In the relationship with customers: collaborative platforms have been implemented between
the company and customers, which ensure the significant reduction in delegations generated by
direct contacts with customers (meetings, workshops), with a significant and positive impact on
the environment and care for people (employees). The company promotes progressive initiatives
in greening customers and society through its products and services; for example, construction
and implementation of fire protection systems in secluded forests that are difficult to access;
another project, regarding the implementation and monitoring of soil and air characteristics to
support an eco-agriculture; projects for optimizing transport routes of car fleets, etc. The company
implemented programs aimed at formalizing and increasing the quality of support services offered
to customers by defining their specific processes, commercial offers, and developing effective
practices for the operationalization of customer service.

• Corporate governance: the employees share a system of common values, thus supporting the
company’s social responsibility policy. The company has ethical and transparent corporate
governance practices, thus ensuring economic, social, and environmental performance, in addition
to compliance with environmental and social standards, as well as harmonization of relations
with the main stakeholders.

The taken actions and the obtained results demonstrate that the company can maintain its
performance for a long time, not only in the economic field (in our case improving the customer service
effectiveness) but also in the social and environmental fields. All these actions ensure a high level
of sustainability.

As a conclusion, we can say that the business model adopted in this study, from the perspective
of sustainability, reveals the impact of organizational culture, which integrates the principles of
sustainability with customer service effectiveness, which, in turn, integrates with the organization’s
strategy, practices and processes, demonstrating that the analyzed company successfully promotes
an ethical and sustainable business model, which through the results obtained can be considered a
benchmark in the field in which it operates.

5. Conclusions

The conducted research, in terms of theoretical contribution, based on relevant literature, provides
a contextual theoretical framework and a methodology suitable for conducting an empirical study
at a multinational company in the IT field. At the same time, the results of this study show that
organizational culture, represented by the four features capacity building, core values, customer
orientation, and goals and objectives, acts as an important predictor for improving customer service
and its components, respectively, effectiveness of management practices, pre-transaction, transaction,
and post-transaction.

The results of the analysis model confirmed that the organizational culture, through the four
features, largely explains the variation of customer service with all its components and has a significant
and positive impact on customer service with all its components (Tables 6–9). This means that the four
hypotheses, H1, H2, H3, and H4, are fully verified and explain that the analyzed company promotes a
strong culture, through appropriate and effective management practices on capacity development,
common core values, strong customer orientation, as well as goals and objectives, which ensure the
company’s ability to effectively implement, operationalize and monitor customer service to ensure
competitive advantage.

The empirical study highlighted the role of implementing strategies, policies, and practices
on strategic customer service. However, we must specify that there is no single approach in the
specialized literature of strategic customer service management. Thus, some authors mainly considered
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the different conceptual and methodological aspects, while others were guided by the principles of
measuring customer service practices in the three phases considered to provide guidance that can be
practiced, namely, pre-transaction, transaction and post-transaction. More specifically, practice-oriented
research examines individual practices such as operationalizing and monitoring customer service,
identifying those practices that contribute to increasing organizational effectiveness with the ultimate
goal of developing a guide to good practice in the field [7,8,47,57,63,67,77]. Other research, considered
principle-oriented, focuses on principles guiding the development of practices, such as the company
focusing on the customer (customer-centric company) [7,51,63,66,71,73,77–79].

Based on these findings, we can show that the distinction between practice-oriented and
principle-oriented research that underlies the effectiveness of customer service is important only
for the way researchers conceptualize its management in a strategic approach. Our study has a
multidimensional approach to customer service based on both guidelines, which can only be effective
if they are approached together, especially in empirical studies. At the same time, it provides suitable
support to the decision-making system in the process of developing and monitoring standards, together
with measures to improve the effectiveness of customer service, as well as awareness of its importance
by the members of the company.

Given that effective customer service management practices add value and can be a source of
tangible benefits that contributes to an effective and efficient use of the organization’s resources,
the empirical study, on the one hand, aims to highlight management practices as a source of competitive
advantage at all levels of the organization and, on the other hand, refers to the ability of the organization
to manage customer service.

In terms of novelty and practical contribution, both the results and conclusions of our study,
on the one hand, legitimize and support the opinions of recognized researchers and practitioners in
the field and, on the other hand, extend the conclusions of studies presented in the literature with the
analysis of the relationship between the four features of organizational culture and customer service
effectiveness in a multinational company from the ITC industry.

Our research supports the view that an important source of competitive advantage is not only
the ability to manage this service, which targets the company’s skills and dynamics of customer
relationships, but also the range of methods, techniques and tools applied in customer relationship
management, among which customer experience management plays a key role. As a result, the customer
service managerial perspective emphasizes not only the processes that underpin customer relationships,
but also the importance of employee skills that can be developed in response to positive customer
experiences, together with the dynamics of the internal and external environment.

The respondents to the study appreciate the ways and standards at which the activities and
processes that define the customer service of the company are performed in all its phases (pre-transaction,
transaction, post-transaction), representing the company’s ability to constantly provide a competitive
service. This means that for the success of the relationship with customers and to ensure the effectiveness
of customer service, a permanent balance between the company’s processes, employee skills, as well as
meeting customer expectations and requirements must be provided.

Good practices that have been taken into account in the design, operationalization and monitoring
of customer service can create value for the analyzed company. Equally, they can represent a
standard of performance in the internal benchmarking process, or a relevant evaluation performed by
external auditors.

The entire approach and the results of the study demonstrate that the analyzed company promotes
a business model, which expresses the integration of sustainability principles in the organization’s
culture and its impact on customer service effectiveness, thus integrating specific sustainability
objectives into the organization’s strategy and practices. All these ensures the successful promotion of
an ethical and sustainable business model, which could be a benchmark in the field in which it operates.

The use of the analysis model suggests that good practices can help managers identify and make
changes when required.
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The good practices we considered in the empirical study not only offer generic solutions but,
by appropriate measures, can be effectively applied within the analyzed company.

Starting from the results of the empirical study, from the analyses performed by the company on
the customer experience and from the effective contact of the authors with the customers, we consider
that ensuring service efficacy to the customer, as a source of competitive advantage, requires a firm
and informed commitment of the company regarding the following aspects:

• Customer service must be considered by the company’s members as an important priority,
as a source for ensuring market competitiveness, given the great diversity and complexity of
the products in its portfolio, to which is added the ever-increasing customer requirements in an
increasingly competitive market, which increases efforts to maintain the competitive advantage;

• Customer policy must be accompanied by a “mission statement”, which must include not only
performance standards but also the obligations and commitments of the departments involved in
ensuring a competitive level of customer service;

• The company’s managers, through adequate analyses, must highlight the links between the level
of performance of the service provided to the customer and the financial indicators (associated
costs and revenues);

• Identifying and implementing good human capital management practices for employees who are
involved in customer service to improve their contribution to achieving a highly competitive level;

• Employees should receive appropriate training and assistance through appropriate and effective
training programs to help them identify the principles and practices that underpin customer
service excellence to effectively design and operationalize their improvement programs;

• Adequate and effective communication to company employees, specific objectives and customer
service policy to understand the needs of customers, the market and the competitive environment;

• The development of a culture of excellence in customer service must be an essential goal;
• The strategic approach of customer service as a permanent business process and the alignment of

the strategies and of the policies with the improvement of customer service effectiveness and of
customer experience in order to involve them in the design and improvement process;

• The multidimensional approach of the customer experience, which contributes to the formation of
a holistic vision of all customer interactions, even if it involves costs and can create difficulties in
administration and control;

• Ensuring a flexible structure appropriate to customer service, allowing it to achieve its specific
objectives, and identifying the main areas for improvement;

• An adequate organizational infrastructure to ensure the effectiveness and efficiency of customer
service, by integrating the responsibilities of all those involved in customer service and functional
alignment to the highest possible standards of the service provided;

• Building strategic alliances with customers increasingly focused on understanding their needs and
expectations by developing active partnerships with customers for their effective involvement in
the production and provision of products and services to make the best use of market opportunities.

Given the specificity of the field, the study focused on a single company that has over 2000
employees in Romania, is part of a multinational group in the IT industry, and operates not only in
the Romanian market but also in the European and Asian markets. The limitations of the research
from a methodological and conceptual point of view refer to the choice of a case study of a single
company that does not facilitate the identification of all significant connections between the variables
that are the object of analysis and that cannot be generalized. Furthermore, the transversal type of the
research does not facilitate the study of evolution in time of the changes in the used variable change,
nor the examination of different processes relevant for the implementation and operationalization
of the service to the client. The case study allowed us to collect data on the actual activity carried
out within the company and to observe in detail the issues addressed. The analysis of the data and
information provided by the case study allowed us to identify the most relevant aspects regarding
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the design, implementation, and operationalization of customer service as well as the influence of the
organizational culture on it. At the same time, it allowed for improved understanding of the studied
field and additional refinement of the theory in the researched field, as well as the identification of
some ways of integrating the principles of sustainability in the company’s culture. We must emphasize
that the case study is relevant not only in terms of its systematic approach of the subject but also
its orientation towards the improvement of knowledge in the field. This was also facilitated by the
expertise and experience of the researchers participating through direct observation not only in the
collection of data and information but also in the qualitative analysis of documents.
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66. Crişan, E.; Ilieş, L.; Salanţă, I. Management Best Practices Used in Romanian Logistics Customer Service

Planning. Amfiteatru Econ. J. 2010, 12, 215–227.
67. Christopher, M. Logistics and Supply Chain Management; Pitman Publishing: London, UK, 1992.
68. Grant, D. Fundamentals of Logistics Management; McGraw-Hill Education: New York, NY, USA, 2006.
69. Al-Tit, A.A. Factors affecting the organizational performance of manufacturing firms. Int. J. Eng. Bus. Manag.

2017, 9, 9. [CrossRef]
70. Ittner, C.D.; Larcker, D.F.; Rajan, M.V. The choice of performance measures in annual bonus contracts. Acc.

Rev. 1997, 72, 231–255.
71. Kamin, M. Customer Service Training; Informa UK Limited: Oxford, UK, 2006.
72. Bowersox, D.J.; Closs, D.J.; Cooper, M.B. Supply Chain Logistics Management; Mcgraw-Hill: Boston, MA, USA,

2002.
73. Ukens, L.L. 101 Ways to Improve Customer Service; John Wiley & Sons, Inc.: New York, NY, USA, 2007.
74. Linnenluecke, M.K.; Griffiths, A. Corporate sustainability and organizational culture. J. World Bus. 2010, 45,

357–366. [CrossRef]
75. Berger, I.E.; Cunningham, P.H.; Drumwright, M.E. Mainstreaming Corporate Social Responsibility:

Developing Markets for Virtue. Calif. Manag. Rev. 2007, 49, 132–157. [CrossRef]

http://dx.doi.org/10.1177/097226290801200107
http://dx.doi.org/10.1108/09600030910985839
http://dx.doi.org/10.1177/0092070300281006
http://dx.doi.org/10.1509/jmkg.2005.69.4.167
https://iveybusinessjournal.com/publication/building-360-organizational-sustainability
https://iveybusinessjournal.com/publication/building-360-organizational-sustainability
http://dx.doi.org/10.1108/CG-01-2013-0004
http://dx.doi.org/10.1108/13598540810871262
http://dx.doi.org/10.1108/IJPPM-10-2012-0118
http://dx.doi.org/10.1177/1847979017712628
http://dx.doi.org/10.1016/j.jwb.2009.08.006
http://dx.doi.org/10.2307/41166409


Sustainability 2020, 12, 6240 27 of 27

76. Conrad, C.A.; Brown, G.; Harmon, H.A. Customer satisfaction and corporate culture: A profile deviation
analysis of a relationship marketing outcome. Psychol. Mark. 1997, 14, 663–674. [CrossRef]

77. Welsh, K. Happy About Customer Service? Creating a Culture of Customer Service Excellence; Happy About:
Silicon Valley, CA, USA, 2008.

78. Fawcet, P.; Mcleish, R.E.; Ogden, L.D. Logistics Management; Pitman Publishing: London, UK, 1992.
79. Gilmour, P. Logistics Management; Longman: Melbourne, Australia, 1993.

© 2020 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

http://dx.doi.org/10.1002/(SICI)1520-6793(199710)14:7&lt;663::AID-MAR2&gt;3.0.CO;2-E
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

	Introduction 
	Literature Review 
	Organizational Culture 
	Customer Service 

	Material and Methods 
	Results and Discussion 
	Organizational Culture Trait Analysis 
	Capacity Development 
	Core Values 
	Customer Focus 
	Goals and Objectives 

	Customer Service 
	The Customer Service Effectiveness Variable 
	The Effectiveness of Management Practices Variable 
	The Pre-Transaction Variable 
	The Transaction Variable 
	The Post-Transaction Variable 

	The Impact of Organizational Culture on Customer Service Effectiveness 
	The Impact of the Independent Variable CD on the Dependent Variables CSMG, PRTP, TP, PSTP, CSE 
	The Impact of the Independent Variable CV on the Dependent Variables CSMG, PRTP, TP, PSTP, CSE 
	The Impact of the Independent Variable CF on the Dependent Variables CSMG, PRTP, TP, PSTP, CSE 
	The Impact of the Independent Variable GO on the Dependent Variables CSMG, PRTP, TP, PSTP, CSE 

	The Link between Organizational Culture, Customer Service Effectiveness, and Sustainability 

	Conclusions 
	References

