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Abstract: The main goal of the article is to analyze customer satisfaction in the selected company. The role of the 
partial goals of the research was to determine whether product prices affect satisfaction with their offer. Furthermore, 
if the satisfaction with the employees is influenced by the recommendations made by acquaintances. As part of the 
methodology, we used frequency analysis, reliability testing, and we used statistical dependence to meet the goals of 
the study. The study works with data from the CRM information system and data collected for the purpose of the 
questionnaire survey. 
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1. Characteristics of basic theoretical foundations 

       There are a lot of definitions for the word customer. Many managers now consider the customer as one of the 
most important elements of the marketing micro-environment. In general, we understand the concept of a customer as 
the entity to whom we offer products or services. The customer provides some consideration for these products and 
services. It's not just a classic monetary commitment. As a counterpart can serve to spread the good name of the 
company among other potential customers. Both the company and the customer are making the exchange benefit to 
both parties (Smith 2003). The customer is one of the most important factors of the marketing micro-environment. 
Therefore, an enterprise, regardless of the customer, must examine the markets of its consumers (Dudinská 2000). A 
customer is a person, organization, or household who, in a certain form, pays for a service or product and obtains some 
benefit from ownership. The customer is the most important person for any business whether it is a physical or legal 
person, regardless of whether it comes in person or communicates with the enterprise in a different way, for example 
by fax, telephone or via the Internet (Allen 2004). The customer can also be characterized as one of the two basic market 
players who represents the demand on the market as a result of the desire to meet their needs which are motivated by 
deficiencies (Jedlička 1996). Barbara Glanz (1996, p. 22) divides customers into external and internal customers. 
External people are outside the company who buy their products. Taking care of these customers is the basis for building 
the customer loyalty in the company. An internal customer is a person who needs the work of a company to complete 
their job. Customer satisfaction is very closely related to customer value. Sometimes it seems to be the same, but 
customer satisfaction is somewhat more global in value for the customer (Chlebovský 2005). The term “customer 
satisfaction” means the result of a complex mental comparison process. The customer compares their experience after 
using a product or service. The satisfied customer comes and buys again, so customer satisfaction forms one of the 
cornerstones of a long-term business relationships (Malý 2004). A satisfied customer is always satisfied when his needs 
and expectations are met throughout the life of the product. If a service provider or a product does not meet the 
customer's expectations, the chance gets competitive. An important circle of permanent customers is an enterprise. A 
satisfied customer comes and again demands a product which has satisfied his needs. When we talk about customer 
satisfaction, there is a market orientation of marketing for long-term satisfaction, during which the customer does not 
accept competitive offers (Zbořil 1996). 

We can define CRM as an interactive process which aims to achieve an optimal balance between corporate 
investment and customer satisfaction while the optimum balance is determined by the maximum profit of both parties 
(Storbacka, Lehinen 2002). According to Kotler (2003, p. 120) the initials CRM means the process of acquiring more 
customer data using information technology, allowing individual access to each customer. CRM is a suite of tools which 
support marketing, sales and customer service. A prerequisite for the proper functioning of these features is the precise 
knowledge of the customer. This enables the company to maintain stable customers and, by the right marketing 
methods, to acquire new ones. In the market economy, only those companies can survive which can adapt to changing 
market requirements and therefore the CRM system allows companies to create a precise map of customer needs. 
Therefore, CRM systems are increasingly being used in most companies and it is practically difficult to find a company 
where the system can not be found (Zamazalová 2009). 

CRM (Customer Relationship Management) projects can increasingly be linked to two contradictory concepts of 
efficiency and effectiveness. On the one hand, organizations need to be effective in the marketing environment to 
manage customer relationships, maintain their market share and improve enterprise penetration into new markets, but 
on the other hand, an enterprise must be efficient in spending resources where there is a problematic estimate of return 
on the investment (Rajola 2003). 

Recently, the Customer Relationship Management has gained a significant and integrated position in corporate 
strategies as part of the marketing strategy of the customer-centric organization. From international corporations to 
small businesses, businesses in all areas are investing more and more in CRM, which gains important customer status 
(Kumar 2012). According to Tomek CRM is (2011, p. 37) need to be seen in three levels, such as: Operative CRM - 
serving to promote sales and services. It uses detailed information and historical contacts, identified priorities and the 
purchasing potential to manage sales and provide the necessary services to customers. Analytical CRM - represents the 
evaluation of all data from different operating systems. It provides the basis for deciding on the future need for customer 
care, about the possibility of implementing marketing campaigns, or allowing a new definition of target groups and 
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market potential. Communicative CRM - is aimed at optimizing internal business processes, but mainly on 
communication channels, direct to the customer, personal letters, e-mail, telephone and internet. 

Dealing with customer satisfaction and loyalty is important for the business. When applying feedback, customer 
satisfaction measurement procedures are the most effective. Without a response, no enterprise in a competitive 
environment has a chance for long-term development. Just by measuring customer satisfaction, businesses are forced 
to deal with the examination of their customers' requirements. Measures obtained by measuring and evaluating allow 
the management to know and monitor the performance indicators such as the economic performance. Customer 
satisfaction is one of the most important impetus for a continuous business improvement process (Mateides 2000). 

2. Methodology and methods of the research 

The questionnaire survey was conducted in a month and included 12 questions addressed to customers of the 
selected food retailer. This questionnaire was aimed at finding customer satisfaction at a branch office in a city with a 
population of up to 30,000. Our target group was exclusively customers of this field, the age category did not matter. 
The main goal of the article is to analyze customer satisfaction in the selected company. The role of the partial goals of 
the research was to determine, whether product prices affect satisfaction with their offer. Furthermore, if the satisfaction 
with the employees is influenced by the recommendations made by the acquaintances. As a part of the methodology, 
we used frequency analysis, reliability testing, and we also used statistical dependence to meet the goals of the study. 
A sample of the customer satisfaction survey was made up of 150 respondents. The sample was made exclusively by 
customers of this field and regardless of the gender or age category. Customers replied to predefined questions. After 
considering the time we used a sample, which consisted of 150 returned and properly filled out questionnaires, to be 
suitable for evaluating and interpreting the achieved results. The amount of the information was sufficient to draw up 
the measures and conclusions from the survey conducted. Respondents' responses were recorded in Microsoft Office 
Excel 2007. We performed a frequency analysis of first-order segmentation, reliability testing, and statistical 
dependence detection using the Cramer V correlation coefficient in the SPSS statistical program. Based on assumptions 
and theoretical knowledge, the following hypotheses are set for the analytical part: 

Hypothesis I.: We assume that the price of the products (average price) statistically significantly influences the 
product satisfaction. 

Hypothesis II.: We assume that the overall satisfaction with employees statistically significantly influences the 
recommendations made by acquaintances.  

Results and discussions 

Hypothesis I.: We assume that the price of the products (average price) statistically significantly influences the product 
satisfaction. 

All questions about the satisfaction with the prices of the selected products (price of the yoghurt, cheese, cream, 
paste, milk and butter) entered the inquiry scale and the question of satisfaction with the offer was also on the ordinal 
scale. Questions about the price were developed using the arithmetic mean. Whether the file is suitable for this 
investigation is answered by the following reliability testing. Six variables were entered into the survey with a number 
of 150 respondents. The reliability output shown in the previous table tells us that the variables are suitable for the 
intended processing using the average. We got this claim due to an output of 0.874 which is greater than the minimum 
allowable limit of 0.7.  
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Table 1. Summary statistics and Cronbach alpha testing 

 

H0: We assume that there is no statistically significant dependence between the variables. 
H1: We assume that there is a statistically significant dependence between the variables.  
 

Table 2. Kendall Tau - C correlation test 

 

First of all, we are interested in the value of 0.011 shown in the last column of the table that is the p. This value is 
less than 0.05 so it is possible to reject the H0 hypothesis and adopt its H1 alternative. We accept the view that product 
prices statistically significantly affect product satisfaction. The first line shows the output of the Kendall Tau-C 
correlation coefficient value, which is suitable for use in larger categories and ordinal scales. Based on this, it can be 
argued that the higher the price of products at a lower level of dependence decreases the satisfaction with the product 
offerings. 

Hypothesis II.: We assume that the overall satisfaction with employees has a significant impact on the 
recommendation made by acquaintances.  

In the test, questions were asked about the total satisfaction with staff in the ordinal scale, and whether or not the 
customer would recommend the operation to his or her acquaintances in the nominal scale. 

 
H0: We assume that there is no statistically significant dependence between the variables. 
H1: We assume that there is a statistically significant dependence between the variables.  

 

Table 3. Cramer’s V test 

 

For the testing, we used a coefficient suitable for testing primary nominal scales, but also suitable for one nominal 
and one ordinal variable. We focus on the value of Cramer's V output in the last column, it has a value of 0.083. The 
value of p is higher than 0.05, so we recommend to reject the H1 hypothesis and assume that there is no statistically 
significant dependence between the variables, so we accept the hypothesis H0.   
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2. Conclusion 

In the results of our research, we have found that the price of the products affects the satisfaction of customers 
with the product offerings in the given business and that we can claim that the higher the price, the lower the satisfaction 
of the customers with the product offerings. In the second hypothesis, we find that the employee satisfaction is affected 
by the recommendation made by acquaintances and that there is no statistically significant dependence between these 
variables. Nowadays, it is advantageous for every business not only to acquire new customers but also to keep those 
who are faithful. Businesses should not forget that even loyal customers need to be constantly worried.  
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