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process of identifying, measuring, and developing indivi­
duals or teams, and of aligning that performance with the 
strategic goals of an organization (Aguinis 2009, Cascio and 
Aguinis 2011). Currently, there is a lot of competition in 
most sectors and businesses are in more and more difficult 
situation to resist the pressures of these competitors. It is, 
therefore, necessary to devote more effort to the search for 
options how to collect better information about customer 
needs, how to increase the efficiency of business processes 
and improve their situation. 

Measuring and managing business performance is a 
relatively complex and difficult process. It is possible to 
undergoing significant changes both in practice and in re­
search. Despite the ongoing effort to improve the methodol­
ogy used, it seems that the traditional business performance 
management based primarily on financial management has 
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Introduction

Corporate performance – a concept that very often occurs 
in the context of various analyses of the enterprise. Why 
do we hear so often about performance? The performance 
of the economy indicates the ability of the drive to achieve 
specific results, comparable on the basis of certain criteria, 
with the results of other units. In addition, the performance 
is considered to be the ability to achieve such results after a 
certain period of time. One of the fundamental problems 
of the company performance is how to measure the perfor­
mance, as for different target groups around the company 
the performance has a different meaning. For this reason, 
the relevant procedures have been developed as well as the 
methods measuring the individual ratios and relationships 
(Kislingerová 2009, Milichovský 2015). Other authors have 
reported that the performance management is a continuous 
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reached its limits and in recent years we have seen the de­
velopment of new non­traditional indicators, methods and 
models based primarily on non­financial methods, in partic­
ular on strategic and other qualitative indicators. The current 
dynamic business environment makes it essential to under­
stand the importance of one of the company’s most valuable 
and volatile intangible assets – it is knowledge. Knowledge 
is sometimes considered a fifth factor of production in the 
current economy and its generation plays a critical role in 
the firm’s competitive advantage and its economic perfor­
mance. Organizations attempt to use knowledge in order 
to strengthen their competitiveness for both customers and 
employees (Singh and Samalia 2014, Rajnoha et al. 2016). 

The results of this empirical scientific paper provides in­
teresting and valuable findings that the overall performance 
of companies from Information and Communication 
Activities in Czech Republic is to be looked at comprehen­
sively strategically and not just in financial terms. Which 
areas are important for evaluation of performance in se­
lected area? Are socially responsible companies behave 
responsibly to their employees also in the area of working 
environment? The answers to these questions can be found 
in the paper.

1. Theoretical background 

1.1. Corporate performance 

Over the time, the performance has been measured either 
by the company size or its productivity and profit – so called 
financial corporate performance. The scientific literature 
divides financial indicators of the company performance 
into three categories:

 – Accounting results and derivative indicators – the 
accounting result is the result from the financial 
statement. The basic indicator, which can be explai­
ned by means of the structural analysis of the profit 
and loss statement. Accounting indicators express 
the company’s performance in absolute values. The 
application of these indicators is recommended for 
various comparisons: proportion of personal costs to 
turnover; productivity rate; proportion of business 
margin to turnover, etc. These indicators provide a 
clear picture of productivity (Brignall 2007).

 – Traditional production indicators (indicators of fi­
nancial productivity) – these indicators provide in­
formation through the value of invested assets. The 
best known indicator is ROI (return on investment), 
calculated as the ratio of the economic result to the 
cost of investment. Another traditional productivity 
indicator is the ratio of the net economic results to 
the equity capital (ROE = return on equity). Ratio 
indicators of financial productivity provide informa­
tion helping the company to compare its productivity, 

expected by shareholders, i.e., to evaluate so­called 
financial attractiveness. 

 – New category of financial indicators – represented by 
the metrics EVA (Economic Value Added); its positi­
ve value indicates that from purely financial point of 
view the company has successfully generated value 
after the payment of all capital investments, in parti­
cular from capital shareholders (Nicu 2012).

Recently, performance evaluation methods have sig­
nificantly changed. Performance evaluation can be de­
fined as the ability of a company to boost investments, put 
into business activities, contributing to continuous self­
improvement and accomplishment of business objectives 
(Šulák and Vacík 2005). Performance evaluation is one of 
the tools helping the company management to decide how 
to do the business activity effectively (Arena et al. 2015). 
Performance is needed in some way to monitor and evaluate 
the while that made sense to her in the company to deal with. 
Performance can be selected using the appropriate tools to 
increase, mainly the creation and implementation of such a 
system performance measurement and management, which 
will be used in accordance with the vision and strategy of 
the company and will integrate different perspectives on 
performance (Gaiardelli et al. 2007). It only depends on the 
enterprise itself, if only focus on one area (one indicator), 
or view the performance will take a comprehensive view. 
Dobbs and Koller (2005) point to the fact that the company 
is able to create a comprehensive performance assessment 
tool that measures to create value and thus can assess how 
well the company is on the overall. Such assessment is much 
better and more effective than the individual performance 
metrics. The reason is mainly the fact that only some of the 
indicators are directly measurable and the overall evalua­
tion is necessary to take into account both metrics long­ 
and short­term performance (Paladino 2007, Kotane and 
Kuzmina­Merlino 2012).

Business performance is closely linked with its strate­
gies. The strategy outlines long­term objectives of the com­
pany, progress of each strategic operation and utilization of 
company resources necessary to meet the defined objectives 
in such a way so as the particular strategy would be based 
not only on the needs of the company alone, but would also 
take into account changes in its resources and abilities and, 
at the same time, would adequately respond to the changes 
in the environment. The basic aim of each corporate strategy 
is to maintain and improve the performance of the company 
(Porter 1998, Dedouchová 2001, Morgan et al. 2002, Marr 
2006, Boyd and Gessner 2013, Saunila 2016).

It is up to every company where to pay its attention 
within the framework of the performance improvement. 
Some companies focus on the economic results; the others 
prefer intangible assets, which also largely contribute to the 
development of the company. The point is that employees 
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are often just a competitive advantage, thanks to which the 
enterprise is able to achieve its stated goals, i.e., achieving 
the profitability. An enterprise should realize that employees 
are very important as they create the added value.

A certain relation must exist between the performance 
and company staff; it is the only way how the company 
can accomplish its objectives. The American National 
Standard on performance management (American National 
Standards Institute 2012) states these three elements that 
are closely related to this issue:

 – Goal setting – the process of establishing objectives 
to be achieved over a period of time;

 – Performance review – the process of assessing pro­
gress towards goals;

 – Performance improvement plans – the process of 
addressing a specific individual performance issue. 

Goal setting helps to communicate expectations. 
Performance verification provides a feedback; performance 
improvement plans are supposed to help the employees to 
develop their knowledge, thus maximizing their potential. 
While a thorough treatment of performance management 
issues is beyond the scope of this article, it is important at 
least to comment on the feedback process (Bersin 2013). 

Recently, researchers have begun to examine firm perfor­
mance as a function of alternative managerial orientations 
such as an entrepreneurial orientation (Ross and Westgren 
2009, Verhees et al. 2011), market orientation (Verhees and 
Meulenberg 2004, Johnson et al. 2009), and strategic choice 
(Hansson 2007). For a firm to achieve success in implement­
ing orientations different from a production orientation, the 
manager must have a willingness to change and to question 
current business strategies (Michaels and Gow 2015).

Given this, it is necessary to take into account also other 
indicators, especially some social one, which also affect the 
performance of the company, i.e., the rate of staff turnover and 
the number of applications that the company receives when 
looking for new candidates. An employee, who does not feel 
from his employer a certain level of motivation, would look 
for another company where he or she would gain a greater 
appreciation for the work done (Milichovský and Koleňák 
2014). The social area is one of the most important part of the 
business management and corporate performance.

1.2. Relationship between corporate performance and 
stakeholder’s area

The relationship between corporate activities and stake­
holders, employees and other interest groups are presented 
using the concept of Corporate Social Responsibility (CSR). 
A business that does not respect integration of socially res­
ponsible behaviour (they are not socially responsible) into 
their strategies, systems, and procedures, will probably re­
main behind the competition. In fact, since the beginning 
of the emergence of the concept of CSR both its supporters 

and opponents exist, who are presenting their belief in the 
correctness of their opinion. Many experts have begun to 
focus on the empirical impact of CSR on the economic and 
financial performance. However, it should be added that to 
this day no general scientific consensus on this issue has 
been achieved and the views of many groups of experts and 
scientists are quite different. One of the first studies with 
the impact of CSR on economic performance is the work 
of Milton Moskowitz from the year 1972. The author out 
of 67 companies selected the 14 best in terms of the level 
of CSR and calculated the average growth in value of their 
shares. The result was the average appreciation of 7.28% 
while the Dow­Jones Industrial Average exhibited a value 
slightly lower. This result was considered to confirm the 
hypothesis that CSR had a positive impact on the economic 
performance of the company (Moskowitz 1972).

Heinz (1976) used the correlation analysis of ROE, 
ROA and margins and in this case he showed a positive 
correlation between CSR and ROE. Cochran and Wood 
(1984) used several financial indicators in their work, and 
their conclusion was that the strongest correlation existed 
between CSR and the age of corporate assets, i.e., the enter­
prises with legacy assets reached lower valuation in terms 
of social responsibility.

Regarding the relationship between CSR and CFP (cor­
porate financial performances), several studies found that 
CSR impacted CFP positively (Bird 2007, Nicolau 2008). 
Inoue and Lee (2011) did not find any significant effect of 
CSR both on ROA and Tobin’s q across three different di­
mensions of CSR. In another recent empirical study, Barnett 
and Salomon (2006) examined 61 mutual funds applying 
social responsibility screens and found a curvilinear rela­
tionship between the social investment and financial per­
formance. They further found that financial performance 
varied with the type of social screens; while community 
relations screening helped financial performance, labor and 
environmental relations did not, underlining the impor­
tance of considering that different kinds of socially respon­
sible activities could have different results (Lee et al. 2013).

How it is mentioned before, business performance is 
closely linked with its strategies. Strategies, especially strate­
gic management it is aimed at stakeholders. Some empirical 
studies conducted around the world in recent years have 
also confirmed the relationship between strategic planning 
and business performance (Rudd et al. 2008). According to 
such studies, we can conclude that strategic planning has a 
positive effect on the business performance of the firm, re­
spective of the sector in which it operates (Andersen 2000). 

Some authors conclude that strategic planning has the 
potential to have a positive effect on firm’s performance in a 
highly unstable environment and strategic planning is thus 
an important added value for the company in terms of its 
higher performance (Brews and Purohit 2007). 
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Other similar research from Czech Republic was inter­
ested in the relationship between management tools and 
techniques and organizational performance. The study in­
dicates that there is a positive significant relationship be­
tween management tools and techniques utilization and 
organizational performance (Afonina 2015).

Based the results of research of companies from the 
selected economic industrial segments in Slovakia, which 
show above­average business performance, have a strong 
focus on the systematic management of its strategic per­
formance by applying modern management concepts and 
methods. Authors report that the key tool in increasing 
the overall performance of the enterprise in the selected 
Slovak industries seems to be employing a system of stra­
tegic performance management of the firm, supported by a 
knowledge­based Business Intelligence Information System 
(Rajnoha et al. 2016).

2. Materials and methods

The aim of this article was achieved using the qualitative 
primary data type. Primary data were collected through 
questionnaires and interviews held with a competent staff of 
enterprises. The questionnaire, which was compiled within 
the primary research, was designed based on the informa­
tion gathered through the analysis of literary sources and 
company reports (mostly annual reports).

The selection of suitable respondents was used from the 
Czech Statistical Office and database from the producer 
Bureau van Dijk (Amadeus). For the purposes of the au­
thor’s research, businesses meeting the following two condi­
tions were selected: 

 – Registered economic companies from section J 
(CZ­NACE) – Information and Communication 
Activities in the Czech Republic; 

 – Enterprises with > 250 employees. 
A basic sample was made of 56 companies which re­

ceived the questionnaire. In total, 32 out of 56 companies 
answered (effectiveness almost 57.14%). In terms of identi­
fication, it can be significantly statistically evaluated which 
types of legal form predominated: joint­stock companies 
(43.8%) and limited liability companies (56.3%). 

During the analysis of the data, these statistical methods 
were used:

 – The arithmetic mean is a statistical quantity, which 
in a sense reflects the typical value that describes a 
set of several values. Mean dataset {x1, x2, ..., xn} is 
defined as:
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It is a therefore a sum of all values divided by their num­
ber (Hendl 2012).

 – Modus is the value of the variable, which is set in 
the most common, so it is a typical (most frequent) 
character value. Is a typical value of the reference 
file and destination file by requiring sorting permu­
tations character. 

 – Median, which represents an intermediate value of 
a structured set and therefore its relevance close to 
the arithmetical average value, a value which divides 
a series of increasingly aligned results in two equally 
large halves (Hendl 2012). 

 – Variance and standard deviation are among the ba­
sic rate variability data that characterize the serenity 
units file. Show how the values are distributed file 
or how the individual character values are different. 
Both quantities refer to the arithmetic mean – it 
measures the dispersion around the average cost. 
Variance reflects variability in the distribution of a 
random set of values around the mean. Variance can 
be defined as the arithmetic average of the squared 
deviations of individual values observed variables xi 
from the average of the entire file. The calculation 
uses the following formula: 
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 – The square root of the variance is called the standard 
deviation. The standard deviation expresses how va­
lues differ from the mean value. It tells us how much 
they differ from each other typical cases investigated 
in the file numbers. Achieves its amount lower values 
are a set of elements mostly similar to each other, 
the opposite case indicates mutual differences (Hendl 
2012). Formula for calculating the standard deviation 
has the form: 
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 – Fisher’s exact test was used to verify the statistical 
hypotheses. To use the χ2 test, it is necessary that the 
theoretical frequency n′ij was greater than 5. In the 
event that any frequency satisfies this condition, its 
performance can be achieved by combining several 
adjacent classes. It is necessary, therefore, to look a 
certain way similar groups, factually related together. 
In the case of low frequency and the impossibility of 
merging the rows or columns can be used Fisher’s 
exact test (test the independence of two characters), 
which ranks among the nonparametric tests, working 
with data on the nominal scale and in its simplest 
form in two classes. Fisher’s exact test is based on 
the assumption that the marginal rate is considered 
constant. In this case tests H0: π11 = p1 + p + 1 to the 
two­sided or one­sided alternative hypothesis. For 

74 J. Hornungová. Nonfinancial performance evaluation as significant area of strategic business management



each variant frequency can calculate the probability 
that, given the marginal frequencies n1, n2, n.1, n.2 
created a table with the frequencies n11, n12, n21, n22. 
So we get:

 1. 2. .1 .2

11 12 21 22

! ! ! !
! ! ! ! !
n n n n

P
n n n n n

= . (4)

The minimum levels of significance, from which we re­
ject H0, calculate for right­sided and double­sided alterna­
tive hypothesis as:

 · ,A p′α =∑   (5)

where: A is for:
 – two­sided test – a set of tables, where p is less than or 
equal probabilities observed frequency;

 – one­sided test – a set of tables with the same values as 
a p­sided test while n11 is either equal to the frequ­
ency observed, or in the same session as the findings 
to the theoretical frequency (Anděl 2011, řezanková 
2010).

All calculations in the paper were analysed using the 
statistical program IBM SPSS 20.

3. Results and discussion

3.1. Descriptive statistics

First of all, the importance of the individual areas of the 
company within the assessment and performance mana­
gement has been evaluated. It is a matter in which firms 
have scale­determine how the various areas are important 
to them or vice versa. The results are presented in Table 1. 

The evaluation scale range was from 1 to 5, wherein 
the value 1 was defined as the least important and 5 as the 
most important. On average, businesses identified as the 
most important in the evaluation of the performance the 
area of customer, employee and on the third position IS/IT. 
Customers are certainly important in the above strategies, 
thus in increasing sales and profits. Therefore, this area 
should not be neglected; the companies – correctly – assess 
this area as one of the most important ones. Furthermore, 
the staff is certainly another important area; many times, 

just the people create a competitive advantage and constitute 
the important component for sale.

The median, representing the mid­point value of the 
arranged file, i.e., its explanatory value is close to the arith­
metic mean, reaches in all cases the values 4 and 5; de­
spite the arrangement of the individual answers, these two 
weights have been the most frequently selected value for 
the individual areas.

Similar data also contains line mode that represents 
a value which is within the typical examined group. It is, 
therefore, the most frequent character value.

Then there are the basic characteristics of variability: 
variance and its root – standard deviation. Measures of vari­
ability characterize serenity units file, show how the values 
are distributed in the file or how the individual character 
values are different. The standard deviation expresses how 
values differ from the mean value. The standard deviation 
is rather low for all areas. I.e., it can be observed that all 
answers are very similar. The responses of respondents have 
deviated the least in the area of employment.

Maintaining the % reliability of the test, the values for 
connection between individual areas and company profit 
have been determined within 0.05, which represents 5% 
reliability level. Established values of α for the variables are: 
α Staff = 0.000; α Customers = 0.000 (i.e., less than 0.05). 
Therefore, that bring us to the conclusion that an alternative 
hypothesis is applied – there are dependencies between two 
individual areas and company profit.

Past results have revealed the relationship between com­
pany profit and company’s areas. Subsequently, the degree 
of such dependence has been examined. To that end, the 
intensity of dependence determined by means of contin­
gency coefficient as per formula (6) has been used.
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where: Cp – contingency coefficient; N – number of cases; 
2
p

 – Pearson’s chi­square.
The intensity of dependence ranges between <0; 1>. That 

means that the higher the absolute value, the greater the 
intensity of dependence. For the first connection (staff and 

Table 1. Importance of the undertaking in the performance evaluation (source: own calculation)

Variable F C IP S I Spl IS/IT

Mean 4.41 4.78 4.29 4.78 4.38 4.09 4.72

Median 5.00 5.00 4.00 5.00 5.00 4.00 5.00

Modus 5 5 4 5 5 4 5

s 0.712 0.553 0.643 0.420 0.793 0.689 0.581

s2 0.507 0.305 0.413 0.176 0.629 0.475 0.338

F – finance; C – customers; IP – internal processes; S – staff; I – innovation; Spl – suppliers.
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company’s profit) the value 0.772 has been calculated, i.e., 
the intensity inclines to be strong. For the second connec­
tion (customers and company’s profit) the value 0.485 has 
been calculated, i.e., the intensity inclines to be medium. 

3.2. Statistical hypothesis

While the company employees stand for one of the most 
important areas of the performance evaluation, the idea 
has been tested whether socially responsible companies 
behave responsibly to their employees also in the area of 
working environment. So the second part of this paper 
statistically evaluated the following statistical hypothesis 
that was established: 

 – Statistical hypothesis: “The introduction of responsi­
ble behaviour into the company strategy has an impact 
on the responsible behaviour in the area of the working 
environment”.

It has been suggested that companies with the estab­
lished responsible behaviour as the part of their strategy 
are responsible in the working environment. To test this 
hypothesis, respondents’ answers from the questionnaire 
to these questions: “Is responsible conduct part of your cor­
porate strategy?” and “In which of these areas are behaving 
responsibly CSR (working environment)?” were used. To 
verify the statistical correlation the null hypothesis H0 was 
tested that the random variables were independent versus 
the alternative hypothesis H1.

 – H0: there is no relationship between the established 
responsible behaviour in corporate strategy and res­
ponsible behaviour in the working environment.

 – H1: there is a relationship between the established 
responsible behaviour in corporate strategy and res­
ponsible behaviour in the working environment.

Fisher’s exact test has been used to validate the hypoth­
esis owing to the low frequency in the pivot table for two 
dichotomous variables and the impossibility to merge col­
umns or lines (only answers “yes”, “no”). The result of this 
test can be seen in Table 2. The output was obtained using 
IBM SPSS Statistics software.

The resultant value of the minimum level of significance 
was tested at 5% significance level (α = 0.05). If the value 
is less than or equal to α = 0.05, H0 is rejected. Using the 
Fisher’s exact test result, the P­value = 0.088 of the two­sided 
test was found­out. This value is higher than the selected 
level of significance (0.088 > 0.05); therefore, in this case H0 

at the 5% significance level is not rejected, while rejecting 
H1. Within the framework of this verification, we will leave 
H0 as no relationship between the responsible behaviour 
established in the strategy and responsible behaviour in the 
working environment has been demonstrated.

 – The statistical hypothesis has not been confirmed.
I.e., with regard to the link between business strategy 

and support to working environment, no relationship has 
been proved in this particular case. Therefore, it is impos­
sible to say that when the companies – within their strate­
gies – operate with the social responsibility, they support 
particularly the working environment.

The author can undoubtedly say that disclosing value of 
the research could be increased if attended by more busi­
nesses. Nevertheless, the number of respondents was low 
enough that it is possible to evaluate the data and formulate 
certain conclusions. Among the main barriers to research – 
it was a reluctance of businesses in obtaining primary data. 
If most of the data were publicly available, the research could 
be better; however, this is a general problem of voluntary 
reporting in the Czech Republic.

In the results of the paper there are characteristics of 
future research possibilities. The results of the paper can be 
used for compared with other industries or can be used for 
other type of companies, not only for large one.

Conclusions

The sector of Information and Communication Activities in 
Czech Republic is dominated by classic performance mea­
surement systems (financial evaluation) and the simplicity 
and clarity of these approaches cannot be denied. Important 
in the management of business entities are objective va­
lues, as determined by the owners of the company, but the 
strategic success of the entity also increasingly affects its 
customers and employees. Integration of sustainability into 
the corporate strategies is very slow and rather limited to 
the introduction of voluntary instruments that are a con­
dition of customers purchase. How mentioned Arena et al. 
(2015) performance evaluation is one of the tools helping 
the company management to decide how to do the business 
activity effectively. And corporate activity we can do with 
the people around the company (stakeholders). From the 
results of research by authors Rajnoha et al. (2016), traditio­
nal business management based on financial performance 
only must be confronted with the strategic performance 
management methods and concepts as soon as possible. 

A content of this paper is to analyze the area of cor­
porate performance. The main research issue of this study 
was to identify areas of the company that play an important 
role in the evaluation of the performance or are consid­
ered to be important. The research showed that in assessing 
the significance of the individual business areas for large 

Table 2. Fisher’s exact test for the independence statistical 
hypothesis (source: own calculation)

Variable Two­sided alternative 
hypothesis

Fisher’s exact test 0.088
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companies from selected area (in the Czech Republic) the 
most important elements are employees and customers. In 
the third place IS/IT. For this purpose, the basic descrip­
tive statistics was used. Furthermore, it has been surveyed 
whether the introduction of the social responsibility into 
the business strategy of the company influences responsible 
behavior in the area of working environment (as this area 
is prevailingly focused on the employment area). I.e., as to 
the business strategy and support to working environment, 
in this particular case (tested by the Fisher’s exact test) no 
relationship has been proved. Thus, it is not possible to say 
that when the companies introduce the social responsibil­
ity into their strategies, they primarily support the work­
ing environment, i.e., their employees. Author’s research 
conclusions comply with the statements of the authors Bird 
et al. (2007) and Nicolau (2008), where is a positive relation­
ship between CSR and CFP (corporate financial perfor­
mances). At the paper, dependence among the company’s 
areas and company’s profit has been identified. There were 
two important areas in relation to profit. For the first con­
nection (staff and company’s profit), the intensity inclines 
to be strong (0.772). For the second connection (customers 
and company’s profit), the intensity inclines to be medium 
(0.485). Consequently, these areas are the most important 
from the point of dependence strength in relation to the 
company’s profit. 

Currently, the “firm’s survival” depends not only on the 
financial competitiveness, equally important is that the or­
ganization could prove its status to various interested par­
ties (stakeholders) that are affected by the activities of the 
enterprise. In other words, the fact those companies are fac­
ing increasing pressure from their environment to act in a 
socially responsible manner (Bučiūnienė and Kazlauskaitė 
2012, Cardinaels and van Veen­Dirks 2010). Before the com­
pany shall decide for the key areas of corporate performance, 
it is important to understand how they can be best used and 
include them in the internal management. Following the re­
sults of research should companies be aware that satisfied and 
motivated employee who will have the required expertise, 
should be the goal of every company. The reason is that such 
employee is able to implement customer requirements in the 
required quality. Quality customer service helps to create a 
profile satisfied customer who is undertaking further source 
of company’s revenue. Therefore, these areas should not be 
underestimated in the context of performance evaluation.
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