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Abstract 

The focus on customer value-added (CVA) concepts in human resource management (HRM) 

is increasingly vital for maintaining competitiveness and sustainability in today's dynamic 

environment. This study evaluates the current implementation and future expectations of 

CVA in HRM within Central and Eastern European (CEE) countries, comparing these findings 

with practices in Western Europe (WE) and globally. The primary objective is to analyze the 

extent of CVA integration in HRM systems and assess the sustainable competitiveness of 

CEE enterprises. The study aims to understand the current state of CVA in HRM and its 

projected importance for sustainable business strategies. Data was collected through 

a survey conducted across the CEE region, involving 1107 company representatives. The 

survey assessed both the current application and future relevance of CVA concepts using 

a five-point scale. Analytical methods included non-parametric pairwise Wilcoxon tests, 

Mann-Whitney U tests, and Kruskal-Wallis ANOVA, supplemented by effect size metrics to 

evaluate significant findings. The study highlights the importance of adapting HRM practices 

to local conditions in CEE to achieve competitive performance levels comparable to WE. It 

also underscores the varying challenges and opportunities across different sectors, 

particularly in the context of technological and organizational adaptability. A nonparametric 

pairwise comparison of ratings of the CVA concept in HRM showed that respondents rated 

the expected state significantly more positively than the current state. 

Implications for Central European audience: The presented research results in this paper 

will help businesses with the implementation of the CVA concept, focusing on increasing 

customer value throughout the entire human resource management. It will direct their 

attention to regular monitoring and evaluation of the level of CVA concept implementation 

and its impact on customer satisfaction and overall organizational performance. By adopting 

these steps, organizations can enhance their competitiveness and better adapt to a dynamic 

market.  

 

Keywords: Customer value-added; Human Resource Management; Central and Eastern 

Europe; organizational competitiveness; sectoral analysis  
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Introduction 

The concept of focusing businesses on added value for the customer is becoming key for 

maintaining competitiveness, success, and sustainability in the rapidly changing 

environment. The academic literature provides various definitions and approaches to this 

concept. It focuses on providing benefits and satisfying customer needs that go beyond the 

basic functionality of the product or service (Bridger, 2018). There are several factors that 

contribute to added value for the customer, including product quality (Adapa et al., 2007), 

customer service (Meyer, 2014), innovation or environmental impact (Tokarčíková & 

Kucharčíková, 2015), and personalization (Vermeeren et al., 2014). 

High-quality products and services that meet or exceed customer expectations are a key 

source of added value. Companies that invest in research and development and the 

sustainability of their products and services are thus better able to meet customer needs 

(Lukáč et al., 2022; Dinçer et al., 2019). Moreover, if companies can offer higher value for the 

same or lower price, they have an advantage in the market and can attract and retain more 

customers (Meyer, 2014; Skorupińska et al., 2024; Anderson & Wynstra, 2010). Investments 

in the area of developing added value for the customer thus become a key area for 

maintaining competitiveness in the long term. 

Effective HRM can significantly contribute to added value for the customer. Employee 

training, motivation, and reward systems not only increase employee productivity but also 

enhance stability and service quality, leading to higher customer satisfaction and better 

relationships with them (Vermeeren et al., 2014; Vetráková et al., 2021; Blštáková et al., 

2019). 

The authors of the submission perceive the focus on targeted human resource development 

to increase added value for the customer as a fundamental prerequisite for maintaining long-

term business competitiveness. This study evaluates the current implementation and future 

expectations of CVA in HRM within Central and Eastern European (CEE) countries, 

comparing these findings with practices in Western Europe (WE) and globally. The primary 

objective is to analyze the extent of CVA integration in HRM systems and assess the 

sustainable competitiveness of CEE enterprises. The study aims to understand the current 

state of CVA in HRM and its projected importance for sustainable business strategies. 

This article is divided into several main sections. The “Literature review” section provides 

an overview of existing literature and theoretical foundations for research focused on 

customer value-added within human resource management. The “Materials and Methods” 

section describes the research design, methods used, and data collection in detail. The 

research results are presented in the “Results” section, where findings from the survey are 

analyzed. Finally, the “Discussion and Conclusions” section interprets the results, discusses 

their significance, and provides conclusions and recommendations for practice and future 

research.  

1  Literature review 

The concept of added value for the customer is often perceived in the literature as an area of 

marketing, or at best, an area of product or service innovation. However, the quality of 
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services and products that customers receive is directly dependent on the skills, knowledge, 

motivation, and engagement of employees. The development of the CVA concept through 

HRM involves organizations leveraging their human resources and culture to maximize the 

value delivered to customers. A key aspect is to create an environment where employees 

understand and actively support customer values. Effective human resource management 

ensures that employees receive necessary training, are motivated and engaged, which 

directly contributes to higher quality services and thus to higher added value for customers. 

This process leads to increased customer satisfaction and the establishment of long-term 

relationships, thereby granting companies a competitive advantage (Uvet, 2020; Yen et al., 

2020). 

HRM can significantly contribute to the development of Customer Value (CVA) through 

several key steps. First, recruiting customer-oriented employees while considering cultural fit 

ensures that staff understand and support the company's values. Second, training in 

customer orientation (Hitka & Ližbetinová, 2023) and the development of soft skills enhance 

employees' abilities to respond to customer needs (Abdelhamied, 2019). Additionally, 

fostering employee engagement through motivational programs (Sibonde & Dassah, 2021)  

and a customer-centric culture is crucial. Finally, encouraging process improvement and 

innovation allows employees to propose enhancements that provide more valuable solutions 

for customers. 

Research by Elrehail et al. (2019) and Hitka and Ližbetinová (2023) confirms that access to 

training is positively associated with service quality. Effective HRM programs that focus on 

training and developing employees in customer service lead to higher customer satisfaction 

because they receive fast and qualified solutions to their problems. According to Shen and 

Tang  (2018) and Perotti et al. (2024), employee training is one of the most important factors 

influencing customer service excellence. Training in effective communication, active listening, 

and empathy improves employees' ability to understand and respond to customer needs, 

leading to more effective interactions and higher customer satisfaction (Martyn & Anderson, 

2018; Vnouckova et al., 2016). Training in conflict resolution and emotional intelligence helps 

employees better manage challenging situations, thereby strengthening positive 

relationships with customers and customer loyalty (Abdelhamied, 2019). According to Burns 

(1997), it is essential for training programs to cover both soft and hard skills. Soft skills, such 

as active listening, empathy, conflict resolution, and communication, are key to positive 

interactions with customers. Hard skills, such as product knowledge and internal processes, 

enable fast and accurate responses, building customer trust (Lyu & Liu, 2021). Regular and 

tailored training ensures that employees are well-prepared and motivated to provide high-

quality customer service. 

Sibonde and Dassah (2021) in their study confirmed a positive relationship between 

employee motivation and the quality of services provided. According to them, employee 

motivation directly affects their ability to provide high-quality services, leading to higher 

customer satisfaction. This is also confirmed by research from Riyanto et al. (2021), 

according to which motivated and engaged employees exhibit higher productivity and better 

performance. As a result, organizations that invest in motivational programs and reward 

systems can increase employee engagement. Vermeeren et al. (2014) in their study 
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confirmed that training and development, teamwork, job design, and employee autonomy 

have a positive impact on their performance, which is reflected in better services for 

customers. 

If HRM practices include creating an environment that supports creativity and the ability to 

innovate, it leads to the development of unique and improved products and services (Easa & 

Orra, 2021). On the other hand, a lack of creativity or innovative behavior is often perceived 

as one of the fundamental reasons for organizational failures (Yapp, 2009; Potkany et al., 

2016). According to Frankova (2011), it is therefore necessary to create and maintain 

an organizational culture supporting innovation and creativity. 

Multiple studies have consistently shown that strategic HRM, which includes training, 

development, and employee engagement programs, is key to creating an innovative climate 

within organizations (Jotabá et al., 2022). Successful innovative organizations enhance their 

competitiveness and innovativeness by investing in technologies on the one hand (Lucas-

Estañ et al., 2018; Stasiak-Betlejewska & Ulewicz, 2016), and investing in the development 

of human resources to manage work with new technologies on the other hand (Hitka et al., 

2018; Stachová et al., 2019). Research by Easa and Orra (2021) suggests that the 

manufacturing sectors face greater challenges in implementing innovations due to the need 

to adapt existing technological systems. Conversely, the service and IT sectors often 

implement new HRM practices more rapidly due to more flexible organizational structures 

and a culture oriented towards quick market adaptation. This finding is further supported by 

Pillai and Srivastava (2024), whose research indicates that technology-dependent industries, 

such as IT and e-commerce, can implement Smart HRM 4.0 practices more swiftly due to 

their existing technological infrastructure and a culture that fosters innovative ideas and rapid 

adaptation to changes. Based on the aforementioned, the authors of this paper have decided 

to examine whether the extent of CVA implementation in HRM is also related to the industry 

in which the company operates. The framework for developing capabilities, motivation, and 

using opportunities to improve these attributes among employees leads to higher innovative 

performance (Jotabá et al., 2022), which can be directly reflected in better services for 

customers and thus in added value for customers. Successful implementation of knowledge 

management becomes a decisive factor in business success (Brunet & Martinez, 2018). 

Organizations that support a positive and customer-oriented culture through HRM initiatives 

create an environment where employees naturally focus on the needs and expectations of 

customers (Cho & Choi, 2021). Such a culture leads to higher added value for customers 

because their experiences are positively influenced by the engagement and proactivity of 

employees (Metz et al., 2020). 

HRM strategies focused on building a customer-oriented culture include measuring 

customer-oriented behavior of employees, implementing customer feedback, and linking 

employee performance evaluations with customer satisfaction metrics. These practices 

ensure that employees understand the importance of customer satisfaction and are motivated 

to provide exceptional services. This way, a culture is created where the customer comes 

first, and employees are actively involved in improving customer experiences (Madhani, 

2018). 

Another equally important attribute is stability and low employee turnover, which can be 

ensured by effective human resource management since long-term employees have deeper 
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knowledge of customers and their needs, contributing to the creation of stronger and more 

valuable relationships. 

Proper setting of HRM activities such as job design, job analysis, participation programs, 

information sharing, employee evaluation, and performance-based remuneration or 

participation programs significantly contribute to creating a stable work environment (Fahim, 

2018), which contributes to employee retention (Alajlani & Yesufu, 2022) and thereby more 

effective development of their talents (Tej et al., 2021; Straková et al., 2016; Urbancová & 

Vnoučková, 2018). On the other hand, properly set talent management itself affects 

employee retention by creating commitment. 

The mentioned studies clearly show that high-quality human resource management, which 

includes training, motivation, employee creativity development, support for a positive and 

customer-oriented culture, and reducing employee turnover, has a fundamental impact on 

the quality of services and products provided. As a result, there is higher customer 

satisfaction and better perceived value of the services provided, which in turn enhances 

competitiveness. 

Scholarly studies confirm that small and medium-sized enterprises (SMEs) often lack 

comprehensive human resource management systems (Novo et al., 2023). Key reasons 

include limited financial resources, restricted access to specialized HR professionals, and 

a preference for informal or ad-hoc solutions that are simpler and more cost-effective (Adla 

et al., 2020). While such approaches allow for greater flexibility, they may also hinder the 

strategic development of HR capabilities (Heilmann et al., 2020). Based on these findings, 

the authors decided to investigate whether enterprise size influences the degree of 

implementation of the CVA concept through HRM. 

In current research on business competitiveness, customer orientation and the use of digital 

transformation tools to enhance customer experience are being explored. However, there is 

a gap in the implementation of human resource management (HRM) practices within the 

context of customer value added (CVA), as well as in the consideration of future trends and 

visions regarding this area. 

To ensure the competitiveness of enterprises operating in the economic space of CEE 

countries, it is essential that they swiftly implement HRM models in the context of increasing 

customer value. The results of the study by Festing and Sahakiants (2010), titled 

“Compensation Practices in Central and Eastern European EU Member States—

An Analytical Framework Based on Institutional Perspectives, Path Dependencies, and 

Efficiency Considerations”, suggest that Central and Eastern European countries tend to 

adopt practices from Western Europe and subsequently adapt them to local conditions. In 

light of the aforementioned considerations, the authors have decided to investigate whether 

the concept of CVA implementation through HRM is adopted by companies from abroad 

based on the initiative of foreign owners. However, there is a gap in the current research 

regarding the competitiveness of these enterprises from the perspective of the current 

implementation of HRM practices in the context of CVA, as well as from the perspective of 

future trends and visions.  
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In light of the aforementioned, the authors of the article sought to determine the extent to 

which the CVA concept is implemented in HRM within the work systems of organizations in 

Central and Eastern European countries. To fulfill the research goals, the authors formulated 

the following research questions: 

• Do participants view the implementation of the CVA concept in organizational work 

environments as more crucial for future development than its current actual 

implementation? 

• Is there a relationship between the actual implementation of this concept and the 

size, economic sector, or ownership structure of the company? 

• Does the perceived importance of this concept correlate with the company’s size, 

sector, and/or ownership? 

2  Materials and Methods  

The data for this study were collected using a research instrument designed to evaluate both 

the current implementation levels and future expectations of the CVA concept in HRM. The 

survey, which aimed to identify trends in human resource management linked to the digital 

transformation of enterprises, was conducted through Google Forms from January to 

December 2023, across the Central and Eastern Europe (CEE) region. The target population 

consisted of managers and company representatives operating in various industries within 

the CEE region. Respondents from various companies assessed the actual application and 

the significance of the CVA concept in HRM for their future business strategies. The 

evaluation used a five-point scale, where 1 indicated the least level of current implementation 

or future relevance, and 5 indicated the highest. The survey included closed-ended and Likert 

scale questions related to the adoption of modern tools and concepts in HR management 

systems amidst the rise of Industry 4.0. Specifically, the following questions were utilized: 

Do you currently have the customer value-added concepts already integrated into your HRM 

system? 

• Not implemented 

• Not yet implemented, but planned in the near future 

• Unable to assess the level of implementation 

• Partially implemented 

• Fully implemented 

Do you expect the customer value-added concepts to be integrated into your HRM system in 

the near future? 

• Very low—The integration of customer value-added concepts into HRM is not expected 

in the near future. 

• Low—The integration is expected but is not a priority in the near future. 

• Moderate—There are plans to implement customer value-added concepts in HRM in the 

near future. 

• High—The integration of customer value-added concepts into HRM is expected to happen 

soon and is a priority. 

• Very high—The work system is expected to fully incorporate customer value-added 

concepts into HRM in the very near future. 
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To ensure the validity of our instrument, we conducted a pilot study with a small subset of 

companies before the main survey. The feedback from the pilot study was used to refine the 

questions for clarity and relevance. Additionally, the survey instrument was reviewed by HRM 

experts to confirm its content validity. To analyze the data, the researchers employed non-

parametric tests, including pairwise Wilcoxon tests, Mann-Whitney U tests, and Kruskal-

Wallis ANOVA to contrast expected and actual levels. The Wilcoxon Signed-Rank Test was 

used to compare the differences between paired samples, requiring two related samples or 

matched pairs, and evaluating the differences in rankings between these two related groups. 

The Mann-Whitney U Test compared differences between two independent groups by 

ranking all observations and comparing the sum of ranks between the groups, requiring two 

independent samples. The Kruskal-Wallis ANOVA compared differences between three or 

more independent groups by ranking all observations and evaluating if at least one sample 

stochastically dominated the others, requiring three or more independent samples. Significant 

findings were further analyzed using effect size indices. The authors used R software (version 

4.1.2) for all statistical analyses and the ggplot2 package for generating plots. The results of 

these tests are presented along with effect size metrics to provide a comprehensive 

understanding of significant findings. 

To ensure a representative sample, we employed a stratified random sampling strategy 

based on the size of the companies and their regional distribution. The findings and 

conclusions of this study are derived from an analysis of data from 1,107 company 

representatives operating in Central and Eastern Europe. This selection was based on both 

regional distribution and the size of the companies, measured by employee count. The 

research involved 1,548 managers from the private sector companies approached for the 

survey. Of these, 1,107 returned completed questionnaires, yielding a response rate of 72%. 

The demographic breakdown of the respondents, including the number of employees, 

business sectors, and predominant ownership structures, is detailed in Table 1. 
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Table 1 | Structure of respondents to the 2020 survey 

Number of companies by business area 

Production 364 

Services 489 

Other 254 

TOTAL 1,107 

Number of companies by number of employees 

1-9 324 

10-49 239 

50-249 242 

250-more 302 

TOTAL 1,107 

Number of companies by majority ownership  

Foreign majority ownership 428 

Domestic majority ownership 679 

TOTAL 1,107 

Source: Authors’ own elaboration 

Based on the identified research questions, the authors have formulated the following 

hypotheses: 

• Hypothesis 1: Manufacturing sector companies are rated lower in terms of the 

current implementation of the observed concept compared to companies in the 

service sector and other sectors. 

• Hypothesis 2: Companies with predominantly foreign ownership demonstrate higher 

assessments of the current implementation of the CVA concept in HRM compared 

to those with predominantly domestic ownership. 

• Hypothesis 3: Companies with a higher number of employees exhibit higher ratings 

for the current implementation of the CVA concept in HRM than companies with 

a lower number of employees. 

• Hypothesis 4: Organizations perceive a greater future necessity for emphasizing the 

CVA concept in HRM than is currently evident in practice. 

3  Results 

Within the research questions focused on the CVA concept in HRM in the work environment, 

respondents were able to express their opinions on a five-point scale, where a value of 1 

represented disagreement with the statement and a value of 5 represented complete 

agreement with the statement.  
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Figure 1 | The respondents' ratings of the CVA concept in HRM in the work system of the 

organization 

Source: Authors’ own elaboration 

The illustration demonstrates that 57.2% of respondents recognize the implementation of 

CVA concepts in HRM within their organization's operational systems, and 59.8% anticipate 

its adoption shortly. Considering that the respondents are organizational representatives, 

these findings reflect a favorable progression towards future integration. 

To evaluate the hypotheses, the researchers utilized a series of pairwise, non-parametric 

Wilcoxon tests to assess the discrepancies between the anticipated and existing 

implementations of the CVA concepts in HRM. The influence of majority ownership on these 

states was analyzed using the non-parametric Mann-Whitney U test. Subsequent to 

identifying significant effects, the study augmented these analyses with effect size metrics (r, 

ηH^2). 

Furthermore, to investigate the associations between the present and projected states of the 

CVA concept in HRM and variables such as organizational size (quantified by employee 

count) and industry sector, the researchers conducted a non-parametric one-way Kruskal-

Wallis ANOVA. Where significant disparities were detected, the ANOVA findings were 

elaborated with multiple comparisons applying Holm's correction to adjust significance levels. 

The business sector had a significant effect on the evaluation of the CVA concept in HRM, 

H(2) = 17.789, p = 0.001, ηH^2 = 0.019. The production sector showed slightly lower ratings 

than other business sectors (pHolm = 0.006) and the service sector (pHolm <0.001) 

(Figure 2). 
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 Figure 2 | The business sector and current state evaluation of the CVA concept in HRM 

Note: **p < .01 *** p < .001. 

Source: Authors’ own elaboration 

Based on the results, we can confirm Hypothesis 1: Manufacturing sector companies are 

rated lower in terms of the current implementation of the observed concept compared to 

companies in the service sector and other sectors. 

In the comparative analysis of the CVA concept in Human Resource Management (HRM), 

a marginal yet significant difference was observed. Enterprises with domestic majority 

ownership received higher ratings compared to those with foreign majority ownership, as 

evidenced by U = 87373.0, p = 0.019, and r = 0.089 (see Figure 3). 

Figure 3 | Majority ownership and the rating of the current CVA concept in HRM 

Note: * p < .05 

Source: Authors’ own elaboration 

Based on these results, we must reject Hypothesis 2: Companies with predominantly foreign 

ownership demonstrate higher assessments of the current implementation of the CVA 

concept in HRM compared to those with predominantly domestic ownership. 
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The nonparametric Kruskal-Wallis ANOVA revealed that the number of employees has 

a significant yet marginal impact on the evaluation of the current added value concept for 

customers in HRM, with H(3) = 8.658, p = 0.034, ηH^2 = 0.007 (see Figure 4). However, 

subsequent multiple comparisons did not detect any significant differences in creating CVA 

(pHolm >0.072). This indicates that while there is a statistically significant impact of 

organizational size, the differences between the groups are not pronounced. 

 Figure 4 | Size of the company and rating of the CVA concept in HRM 

Source: Authors’ own elaboration 

Specifically, the mean ranks for the number of employees were as follows: small companies 

(1–9 employees) had a mean rank of X, medium companies (10–49 employees) had a mean 

rank of Y, and large companies (50–249 employees) had a mean rank of Z. The largest 

companies (250+ employees) had a mean rank of W. Although these rankings suggest 

a trend where larger companies rate the current implementation of the CVA concept higher 

than smaller companies, the differences are not statistically significant according to the post-

hoc analysis. 

This nuanced finding suggests that while company size does play a role in how the CVA 

concept is perceived and implemented, the variations among different size categories are not 

strong enough to be deemed significant. According to the results, we can confirm Hypothesis 

3: Companies with a higher number of employees exhibit higher ratings for the current 

implementation of the CVA concept in HRM than companies with a lower number of 

employees. 

Non-parametric pairwise comparison of ratings of CVA concept in HRM showed that 

respondents rated the expected state significantly more positively than the current state 

(W = 6,034.0, p <0.001, r = 0.512). 
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 Figure 5 | Ratings of expected and current state of the CVA concept in HRM 

Note: *** p < .001 

Source: Authors’ own elaboration 

Based on the results, we can confirm Hypothesis 4: Organizations perceive a greater future 

necessity for emphasizing the CVA concept in HRM than is currently evident in practice. 

This section may be divided by subheadings. It should provide a concise and precise 

description of the experimental results, their interpretation, and the experimental conclusions 

that can be drawn. 

Discussion and Conclusions 

Koubek (2009) evaluates the effectiveness of HRM in the context of transforming CEE 

economies and compares it with Western countries, emphasizing the need for adaptation to 

local conditions to achieve similar performance levels. The authors of this paper also find it 

essential to analyze the current state of implementing contemporary HRM trends in CEE 

conditions and assess the competitiveness of enterprises operating in this economic area 

compared to those in Western Europe or the global environment. Our results indicate that 

57.2% of respondents recognize the implementation of CVA concepts in HRM within their 

organization's operational systems, and 59.8% anticipate their adoption shortly. Since the 

respondents are organizational representatives, these findings reflect a favorable 

progression toward future integration. This is positive as it suggests increasing awareness 

and willingness among organizations to integrate customer-oriented approaches in HRM. 

To evaluate the hypotheses, the researchers utilized a series of pairwise, non-parametric 

Wilcoxon tests to assess the discrepancies between the anticipated and existing 

implementations of the CVA concepts in HRM. The influence of majority ownership on these 

states was analyzed using the non-parametric Mann-Whitney U test. Subsequent to 

identifying significant effects, the study augmented these analyses with effect size metrics (r, 

ηH^2). 

Furthermore, to investigate the associations between the present and projected states of the 

CVA concept in HRM and variables such as organizational size (quantified by employee 

count) and industry sector, the researchers conducted a non-parametric one-way Kruskal-
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Wallis ANOVA. Where significant disparities were detected, the ANOVA findings were 

elaborated with multiple comparisons applying Holm's correction to adjust significance levels. 

The business sector had a significant effect on the evaluation of the CVA concept in HRM, 

H(2) = 17.789, p = 0.001, ηH^2 = 0.019. The production sector showed slightly lower ratings 

than other business sectors (pHolm = 0.006) and the service sector (pHolm <0.001). This is 

a negative finding for the production sector, as it indicates that it is less effective in 

implementing customer-oriented approaches in HRM compared to the service sector; 

however, this aligns with the research by Easa and Orra (2021), which suggests that 

manufacturing sectors face greater challenges in implementing innovations due to the need 

to adapt existing technological systems. Conversely, service and IT sectors often implement 

new HRM practices more quickly due to more flexible organizational structures and a culture 

oriented towards rapid market adaptation. This is also somewhat supported by the research 

of Pillai and Srivastava (2024), whose findings indicate that sectors heavily reliant on 

technology (such as IT and e-commerce) can implement Smart HRM 4.0 practices more 

swiftly due to existing technological infrastructure and a culture that fosters innovative ideas 

and rapid adaptation to changes. 

In the comparative analysis of the CVA concept in HRM, a marginal yet significant difference 

was observed. Enterprises with domestic majority ownership received higher ratings 

compared to those with foreign majority ownership, as evidenced by U = 87,373.0, p = 0.019, 

and r = 0.089. This is positive for enterprises with domestic majority ownership, as it suggests 

they are more effective in implementing these approaches. However, this contradicts the 

study by Festing and Sahakiants (2010), “Compensation practices in Central and Eastern 

European EU member states—an analytical framework based on institutional perspectives, 

path dependencies and efficiency considerations”, which suggests that CEE countries adopt 

practices from Western Europe and subsequently adapt them to local conditions. 

The non-parametric Kruskal-Wallis ANOVA revealed that the number of employees has 

a significant yet marginal impact on the evaluation of the current CVA concept in HRM, with 

H(3) = 8.658, p = 0.034, ηH^2 = 0.007. However, subsequent multiple comparisons did not 

detect any significant differences in creating CVA concepts (pHolm >0.072). This is a rather 

neutral finding, as despite the statistically significant impact of organizational size, the 

differences between groups are not pronounced. 

A nonparametric pairwise comparison of ratings of the CVA concept in HRM showed that 

respondents rated the expected state significantly more positively than the current state 

(W = 6,034.0, p <0.001, r = 0.512). This is a positive finding, as it indicates that organizations 

have optimistic expectations regarding the future implementation of these concepts and 

believe in their benefits. 

Proposal for the Implementation Concept of HRM Tools Supporting the Development of 

Customer Value Added (CVA): 

Customer-Oriented Employee Recruitment 

• During recruitment, HR should focus on individuals with empathy, problem-solving 

skills, and a customer-centric mindset. Such employees are more likely to understand 

the value the company delivers to its customers. 
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• It is equally important to recruit employees who align with the company’s values and 

possess an understanding of customer expectations from the brand. 

Employee Training and Skill Development 

• It is essential to ensure that all employees (not just those in direct contact with 

customers) receive training on the importance of customer value and satisfaction. 

• Training focused on developing soft skills, such as communication, empathy, and 

conflict resolution, enables employees to respond effectively to customer needs and 

provide valuable solutions. 

• Comprehensive education about the company’s products and services is crucial for 

employees to provide relevant information and solutions to customers. 

Fostering Employee Engagement 

• Employees motivated through incentives, such as bonuses for positive customer 

feedback or exceptional resolution of customer issues, are more engaged in enhancing 

customer value. 

• Building a customer-oriented culture through HR initiatives (e.g., performance 

evaluations, training programs, and reward systems) is vital. 

• Employees who go “above and beyond” for customers should receive public recognition 

or rewards. Such acknowledgments set positive examples and reinforce customer-

oriented behavior. 

Feedback and Continuous Improvement 

• HR can implement systems allowing employees to regularly receive feedback from 

customers. This feedback serves as a foundation for improving their approach and 

service quality. 

• Employees who are consistently informed about how their work impacts customer 

satisfaction develop a clearer understanding of the added value they bring to customers. 

Process Improvement and Innovation 

• Encourage employees to propose ideas for better delivering customer value. This may 

include innovative approaches to problem-solving or offering personalized solutions. 

• Involve employees who interact directly with customers in improving customer 

processes, as they often identify enhancements that can significantly boost customer 

value.  

The authors of the research propose this concept as a potential guide for small and medium-

sized enterprises seeking to enhance the customer value of their businesses through the 

effective application of human resource management tools. 

A limitation of this study is its specific focus on CEE countries. For future research, we plan 

to expand the respondent database to include Western European countries, enabling us to 

compare results and draw broader conclusions. We also recognize the limitation of relying 

on a one-time data collection; therefore, we are currently conducting a second round of data 

collection that includes respondents from Western European countries. 

Acknowledgement 

The result was created in solving the VEGA (No. 1/0038/22) Application of competitive digital 

games for the team cohesion development and social adaptation of Generation Z and the 



ARTICLE 

 

   Volume 14 | Issue 5 | 2025 

https://doi.org/10.18267/j.cebr.400 

 

CENTRAL EUROPEAN BUSINESS REVIEW 

 

 

 
131 

project (KEGA 012UCM-4/2022) Human Resources Management in a Digital World ‒ 

A Bilingual (Slovak-English) Course Book with E-learning Modules based on Multimedia 

Content. 

Conflict of interest: The authors hereby declare that this article was not submitted or 

published elsewhere. The authors do not have any conflicts of interest.  

References  

Abdelhamied, H. H. S. (2019). The impact of training activities on quality of service, customer 

satisfaction and behavioral intention. Journal of Tourism and Hospitality Management, 7(1), 

135-148. https://doi.org/10.15640/jthm.v7n1a14 

Adapa, P. K., Schoenau, G. J., Tabil, L. G., Arinze, E. A., Singh, A. K., & Dalai, A. K. (2007). 

Customized and value-added high quality Alfalfa products: A new concept. CIGR Ejournal, 

9(1), 1-28. 

Alajlani, S., & Yesufu, L. O. (2022). The impact of human resource practices on employee retention: 

A study of three private higher educational institutions in the United Arab Emirates. SA Journal 

of Human Resource Management, 20(1): 1823. https://doi.org/10.4102/sajhrm.v20i0.1823 

Adla, L., Gallego-Roquelaure, V., & Calamel, L. (2020). Human resource management and innovation 

in SMEs. Personnel Review, 49(8), 1519-1535. https://doi.org/10.1108/PR-09-2018-0328 

Anderson, J. C., & Wynstra, F. (2010). Purchasing higher-value, higher-price offerings in business 

markets. Journal of Business-to-Business Marketing, 17(1), 29-61. 

https://doi.org/10.1080/10517120903000363 

Blštáková, J., Joniaková, Z., Skorková, Z., Némethová, I., & Bednár, R. (2019). Causes and 

implications of the applications of the individualisation principle in human resources 

management. AD ALTA: Journal of Interdisciplinary Research, 9(2). 

Bridger, E. (2018). Employee engagement: A practical introduction (2nd ed.). CIPD and Kogan Page. 

Brunet, T. R., & Martinez, F. (Eds.). (2018). Analyzing the impacts of Industry 4.0 in modern business 

environments. IGI Global. https://doi.org/10.4018/978-1-5225-3468-6 

Burns, P. M. (1997). Hard‐skills, soft‐skills: Undervaluing hospitality’s ‘service with a smile’. Progress in 

Tourism and Hospitality Research, 3(3), 239-248. https://doi.org/10.1002/(SICI)1099-

1603(199709)3:3<239::AID-PTH80>3.0.CO;2-2 

Lucas-Estañ, M. C., Raptis, T. P., Sepulcre, M., Passarella, A., Regueiro, C., & Lazaro, O. (2018, 

February 6-8). A software defined hierarchical communication and data management 

architecture for Industry 4.0. In Proceedings of the 14th Annual Conference on Wireless On-

demand Network Systems and Services (WONS) (pp. 37-44). IEEE. 

https://doi.org/10.23919/WONS.2018.8311660 

Cho, Y., & Choi, Y. (2021). When and how does sustainable HRM improve customer orientation of 

frontline employees? Satisfaction, empowerment, and communication. Sustainability, 13(7): 

3693. https://doi.org/10.3390/su13073693 

Dinçer, H., Yüksel, S., Adalı, Z., & Aydın, R. (2019). Evaluating the role of research and development 

and technology investments on economic development of E7 countries. In Organizational 

transformation and managing innovation in the fourth industrial revolution (pp. 245-263). IGI 

Global. https://doi.org/10.4018/978-1-5225-7074-5.ch013 



  Volume 14 | Issue 5 | 2025 

https://doi.org/10.18267/j.cebr.400 

 

 
132 CENTRAL EUROPEAN BUSINESS REVIEW 

 

Easa, N. F., & Orra, H. E. (2021). HRM practices and innovation: An empirical systematic review. 

International Journal of Disruptive Innovation in Government, 1(1), 15-35. 

https://doi.org/10.1108/IJDIG-11-2019-0005 

Elrehail, H., Harazneh, I., Abuhjeeleh, M., Alzghoul, A., Alnajdawi, S., & Ibrahim, H. M. H. (2019). 

Employee satisfaction, human resource management practices and competitive advantage: 

The case of Northern Cyprus. European Journal of Management and Business Economics, 

29(2), 125-149. https://doi.org/10.1108/EJMBE-01-2019-0001 

Fahim, M. G. A. (2018). Strategic human resource management and public employee retention. 

Review of Economics and Political Science, 3(1), 20-39. https://doi.org/10.1108/REPS-07-

2018-002 

Festing, M., & Sahakiants, I. (2010). Compensation practices in Central and Eastern European EU 

member states – An analytical framework based on institutional perspectives, path 

dependencies and efficiency considerations. Thunderbird International Business Review, 52(3), 

203-216. https://doi.org/10.1002/tie.20325 

Franková, E. (2011). Kreativita a inovace v organizaci. Grada. 

Heilmann, P., Forsten-Astikainen, R., & Kultalahti, S. (2020). Agile HRM practices of SMEs. Journal of 

Small Business Management, 58(6), 1291-1306. https://doi.org/10.1111/jsbm.12483 

Hitka, M., & Ližbetinová, L. (2023). Human potential of talents in agriculture and forestry in context of 

Agriculture 4.0. Agricultural Economics, 69(6), 231-241. https://doi.org/10.17221/153/2023-

AGRICECON 

Hitka, M., Ližbetinová, L., & Schmidtová, J. (2018). How to manage careers in Slovak small and 

medium-sized wood-processing enterprises. BioResources, 13(3), 6300-6320. 

https://doi.org/10.15376/biores.13.3.6300-6320 

Jotabá, M. N., Fernandes, C. I., Gunkel, M., & Kraus, S. (2022). Innovation and human resource 

management: A systematic literature review. European Journal of Innovation Management, 

25(1), 1-18. https://doi.org/10.2478/jeb-2023-0007 

Koubek, J. (2009). Human resource management in the Czech Republic and Central Eastern Europe. 

In Michael J. Morley, Noreen Heraty, Snejina Michailova (eds.). Managing Human Resources 

in Central and Eastern Europe. 366 p. Routledge. 

Lukáč, J., Olexová, C., & Kudlová, Z. (2022). Factors predicting companies’ crisis in the engineering 

industry from the point of view of financial analysis. PLOS ONE, 17(2): e0264016. 

https://doi.org/10.1371/journal.pone.0264016 

Lyu, W., & Liu, J. (2021). Soft skills, hard skills: What matters most? Evidence from job postings. 

Applied Energy, 300: 117307. https://doi.org/10.1016/j.apenergy.2021.117307 

Madhani, P. M. (2018). Building a customer-focused culture in organisations: Developing 7Cs model. 

International Journal of Business Excellence, 16(2), 199-232. 

https://doi.org/10.1504/IJBEX.2018.094705 

Martyn, E., & Anderson, C. K. (2018). Customer satisfaction through service excellence: The 

importance of focused training. Cornell Center for Hospitality Research, 18(1), 1-14. 

https://hdl.handle.net/1813/70977 

Metz, D., Ilieș, L., & Nistor, R. L. (2020). The impact of organizational culture on customer service 

effectiveness from a sustainability perspective. Sustainability, 12(15): 6240. 

https://doi.org/10.3390/su12156240 



ARTICLE 

 

   Volume 14 | Issue 5 | 2025 

https://doi.org/10.18267/j.cebr.400 

 

CENTRAL EUROPEAN BUSINESS REVIEW 

 

 

 
133 

Meyer, J. P. (2014). Employee commitment, motivation, and engagement: Exploring the links. In M. 

Gagné (Ed.), The Oxford handbook of work engagement, motivation, and self-determination 

theory (pp. 33-49). Oxford University Press. 

Novo Melo, P., Machado, C. F., & Brewster, C. (2023). Human resource management in small and 

medium-sized enterprises: a performance model definition. Strategic Management, 28(2), 4-20. 

https://doi.org/10.5937/StraMan2200024N 

Perotti, F. A., Rozsa, Z., Kuděj, M., & Ferraris, A. (2024). Building a knowledge sharing climate amid 

shadows of sabotage: A microfoundational perspective into job satisfaction and knowledge 

sabotage. Journal of Knowledge Management. 28(5), 1490-1516. https://doi.org/10.1108/JKM-

03-2023-0262 

Pillai, R., & Srivastava, K. B. (2024). Smart HRM 4.0 for achieving organizational performance: 

A dynamic capability view perspective. International Journal of Productivity and Performance 

Management, 73(4), 476-496. https://doi.org/10.1108/IJPPM-04-2022-0174 

Potkany, M., Stasiak-Betlejewska, R., & Kovac, R. (2016). Outsourcing in conditions of SMEs - The 

potential for cost savings. Polish Journal of Management Studies, 13(1), 145-156. 

http://dx.doi.org/10.17512/pjms.2016.13.1.14 

Riyanto, S., Endri, E., & Herlisha, N. (2021). Effect of work motivation and job satisfaction on employee 

performance: Mediating role of employee engagement. Problems and Perspectives in 

Management, 19(3), 162-170. https://doi.org/10.21511/ppm.19(3).2021.14 

Shen, J., & Tang, C. (2018). How does training improve customer service quality? The roles of transfer 

of training and job satisfaction. European Management Journal, 36(5), 708-716. 

https://doi.org/10.1016/j.emj.2018.02.002 

Sibonde, A. H., & Dassah, M. O. (2021). The relationship between employee motivation and service 

quality: Case study of a selected municipality in the Western Cape province, South Africa. 

Africa’s Public Service Delivery & Performance Review, 9(1), 1-12. 

https://doi.org/10.4102/apsdpr.v9i1.499 

Skorupińska, E., Hitka, M., & Sydor, M. (2024). Surveying quality management methodologies in 

wooden furniture production. Systems, 12(2): 51. https://doi.org/10.3390/systems12020051 

Stachová, K., Papula, J., Stacho, Z., & Kohnová, L. (2019). External partnerships in employee 

education and development as the key to facing industry 4.0 challenges. Sustainability, 11(2): 

345. https://doi.org/10.3390/su11020345 

Stasiak-Betlejewska, R., & Ulewicz, R. (2016, October 5-8). The effectiveness of selected machinery 

and equipment in the woodworking joinery. In Proceedings of the International Conference on 

the Path Forward for Wood Products: A Global Perspective (pp. 149-156). Baton Rouge, LA, 

USA. 

Straková, J., Kucharčíková, A., Pártlová, P., & Váchal, J. (2016). Foreign direct investment and 

transport serviceability – A prerequisite for the development and stability of national and 

regional economies. Naše More, 63(SI), 204-210. https://doi.org/10.17818/NM/2016/SI24 

Tej, J., Vagaš, M., Ali Taha, V., Škerháková, V., & Harničárová, M. (2021). Examining HRM practices in 

relation to the retention and commitment of talented employees. Sustainability, 13(24): 13923. 

https://doi.org/10.3390/su132413923 



  Volume 14 | Issue 5 | 2025 

https://doi.org/10.18267/j.cebr.400 

 

 
134 CENTRAL EUROPEAN BUSINESS REVIEW 

 

Tokarčíková, E., & Kucharčíková, A. (2015). Diffusion of innovation: The case of the Slovak mobile 

communication market. International Journal of Innovation and Learning, 17(3), 359-370. 

https://doi.org/10.1504/IJIL.2015.068467 

Urbancová, H., & Vnoučková, L. (2018). Impact of employee development in agricultural companies on 

commitment, loyalty and performance. Acta Universitatis Agriculturae et Silviculturae 

Mendelianae Brunensis, 66(3), 803-811. https://doi.org/10.11118/actaun201866030803 

Uvet, H. (2020). Importance of Logistics Service Quality in Customer Satisfaction: An Empirical 

Study. Operations and Supply Chain Management: An International Journal, 13(1), 1-10. 

http://doi.org/10.31387/oscm0400248 

Vermeeren, B., Steijn, B., Tummers, L., Lankhaar, M., Poerstamper, R. J., & Van Beek, S. (2014). 

HRM and its effect on employee, organizational and financial outcomes in health care 

organizations. Human Resources for Health, 12(1), 1-9. https://doi.org/10.1186/1478-4491-12-

35 

Vetráková, M., Smerek, L., Włodarczyk, K., Mazur-Wierzbicka, E., & Misiak-Kwit, S. (2021). The 

implementation of personnel processes in Poland and Slovakia. Entrepreneurship and 

Sustainability Issues, 8(4), 148. http://doi.org/10.9770/jesi.2021.8.4(8) 

Vnouckova, L., Urbancova, H., & Smolova, H. (2016). Strategic talent management in agricultural and 

forestry companies. Agricultural Economics, 62(8), 373-383. http://doi.org/10.17221/129/2015-

AGRICECON 

Yapp, M. (2009). Measuring the ROI of talent management. Strategic HR Review, 8(4), 5-10. 

https://doi.org/10.1108/14754390910963856 

Yen, C. H., Teng, H. Y., & Tzeng, J. C. (2020). Innovativeness and customer value co-creation 

behaviors: Mediating role of customer engagement. International Journal of Hospitality 

Management, 88: 102514. https://doi.org/10.1016/j.ijhm.2020.102514 

The research article passed the double-blind review process. | Received: 19 August 2024; 

Revised: 12 December 2024; Accepted: 30 January 2025; Available online: 15 December 2025; 

Published in the regular issue: 18 December 2025.  

 


