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Abstract
Regarding the nowadays increasing energy consumption it is vital important to focus to customer
behavior. In this study paper, the authors undertook examination of research studies in order to
reach a broad overview and understanding the behavior and tendencies of synergy between
customer satisfaction and energy consumption.
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Introduction
In recent years, practitioners and academic community have dedicated their attention for the
importance of synergy. Synergy is the fundamental foundation for the successful performance of
multi-business firms due to its ability to mitigate costs, enhance efficiency, generate profits. Hence,
the prevalence of synergy is obvious. So, attaining synergy is the priority of multi-business firms.
Such authors like Hoskisson, Hill and Kim, 1993, Iversen (1998) who also state that researches on
this concept ends with inconclusive results in the context of academic world. But the shortage of
scholarly insights on this particular notion requires more investigation. Specifically, this article aims
to scrutinize the synergy within two elements – customer satisfaction and energy consumption.
Analyzing the energy consumption coming from various fuel types, it is seen that the World‘s
demand is constantly growing. And since electricity usage is such a complex process and consists of
various behavior modifications, it is difficult to link all the activities and develop a comprehensive
model of what electricity conservation could mean in everyday life. But nevertheless, it is an
interesting research area which aims to dig deeper - to be more precise, via human’s psychology
analyzing energy consumption problem.
The object of the study is: synergy between customer satisfaction and energy consumption.
The problem of this particular paper: how to capture synergy between satisfaction and
energy consumption?
The aim of this paper is to analyze the synergy within two elements – customer satisfaction
and energy consumption.
The objectives comprise of these main steps:
1. To present the theoretical background of synergy.
2. To examine customer satisfaction.
3. To analyze energy consumption.
Novelty of the article: This paper will be useful to extend the understanding of the synergy
through two aspects – customer satisfaction and energy consumption. It will help to the current and
future strategic managers, scientists understand and take faster and more proper decisions while
seeking their goal of gaining the synergy in the companies or extending the theoretical literature’s
findings.
The methods of the study are:
• Logical and comparative analysis of literature;
• Synthesis and deduction;
• Graphical methods.
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Theoretical perception of synergy
According to Goold and Campbell (1998) the roots of word “synergy” has derived from the
Greek word “synergos” and has meaning of working together. This concept was firstly represented
for the business literature by Ansoff (1965). Witcher and Chau (2010) explained synergy as a
concern of every large company where the main issue is to make each part collaborate efficiently in
order to attain the strategically important aims. The same authors admit that it is the fundamental
reason for the company’s development. But traditionally, synergy is related with value generation
through mergers and acquisitions (Indanon, 2007). And this is also pinpointed by Sharma and
Thistle (1996) who stated that generally, the primary motive for merger is synergy. Meanwhile,
Capon (2009) associated synergy with opportunity regarding firm’s capabilities and resources.
Further, Delios and Sing (2005) think that it is the combination of assets which aim to increase the
efficiency, effectiveness or value. The value aspect as the outcome of synergy is stressed by Goold
and Campbell (1998), Martin and Eisenhardt (2001). As Singh and Montgomery (1987) highlighted
that value is generated through the strengthening capabilities and crucial positions. The beneficial
outcomes of synergy have been listed by Morden (2007, p.557) and encompass:
• Scale effects or movement down the experience curve
• Capability enhancements that permit the enterprise to compete in wider national and
international markets
• Entry to markets that were hitherto inaccessible
• The ability to employ more highly specialized and productive capacity and personnel. This,
in turn, may lead to the development of new and distinctive competencies that again
increase the scope or scale of the operation, or yield competitive advantage
• Increased investments in knowledge management, competence development, research and
development, innovation and new product or process development.
In addition to this, Knoll (2008) has proposed a rationale for not gaining absolute potential
of combined resources. And the solid argument for this is the reason that putting resources together
and managing them is expensive activity. The costs could accommodate restructuring, layoffs,
investments in new assets, also it would require time (Delios and Singh, 2005). In this particular
case, some authors have suggested the expressions like “net effect synergy” (Knoll, 2008), or “net
synergy” (Whitaker, 2012; Emott, 2011, DePamphilis, 2012) and both examples demonstrate the
difference between total synergy potential and dyssynergy (Karenfort, 2011) or costs to attain it.
The visual aid (Figure 1) of this process is offered by Knoll (2008).
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Figure 1. Formation of net synergy.
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Source: Knoll (2008), p.15.
In this context the aforementioned features of synergies leads to a general understanding of
this concept which could be examined in various means. And it is obvious that authors have not yet
agreed on the consensus of synergy classification.
Academic perspective of customer satisfaction
The concept of customer satisfaction id commonly used in the business world. According
to the document of Kenya Institute for Public Policy Research and Analysis: „It is a measure of how
products and services supplied by a company meet or surpass customer expectation“. So, generally
it is stated to be the main business activity or service delivery indicator. Meanwhile customer
satisfaction is the client‘s evaluation of the particular service or product and taking into
consideration the extent to which product or service has met his or her expectation. Hence, it can be
interpreted as the emotional form of assessment. Regarding the idea of Aldlaigan & Buttle (2005)
customer satisfaction is the term which explains the presence of consumers wants that should be
realized. What is interesting, Hill, Roche & Allen (2007) call customer satisfaction as a comfortable
phrase that explains the overviews and feelings of customers regarding their perception of
organization. But consumer satisfaction index is an economic indicator which enables to measure
the customer satisfaction. Therefore, this particular index has become of a vital importance for the
companies and organizations in order to maintain the customer loyalty and gain the competitive
advantage in the volatile market place.
The importance of customer satisfaction is based by the advantage of better company
performance and it is also proved by Stokes (2000). To be more precise, Zekiri and Angelova
(2011) note that customer satisfaction has a positive impact on the profitability. Rich & Orr (2011)
also agree that customer satisfaction leads to higher revenues. Moreover, Chen (2006) convinces
that enhancement of customer satisfaction is the key element in the company‘s competitive strategy.
The involvement of customer satisfaction in strategy planning is based by Cochran (2003) who
gives trivial arguments and these are:
• Customer satisfaction is the furthermost goal. So, if a human quest is being
reached via positive outcomes there is an obvious fact to gain the financial goodness.
In addition to this, this relation – correlation between customer satisfaction and
revenues - is being proved scientifically.
• Customer satisfaction is an investment. It should be noted that customer
satisfaction cannot result in positive outcomes within overnight. Of course, it
requires time to identify, examine, upgrade or integrate the tools and elements,
which play a key role in the perception of customer satisfaction.
• Everyone must be brought in. The same author Cochran(2003) stresses that all
personnel have the capability to influence the customer satisfaction at some level.
Therefore, synergy has to be reached among all employees. This can be reached, for
example, via clear communication or good rapports among employees.
For instance, Varma (2002) highly believes that customer satisfaction is becoming a next
competitive factor. The explanation for this could be based by the wide spectrum of benefits raised
from customer satisfaction and these are higher loyalty, market share, improvement of reputation,
new customer base attraction, which also results in costs reduction (Sheth & Sisodia,1999).
Taking into consideration the customer satisfaction index it is worth noting the model.
Mainly it is based on the great variety of theories examining consumer behavior, customer
satisfaction, service quality (Fornell et al., 1996). Of course, there is a standard type of the model
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with some variations regarding the countries for instance, Swedish, American, European,
Norwegian or other. For example, European Customer Satisfaction Index adopts 6 constructs:
image, customer expectations, perceived quality of hardware and software, perceived value,
customer satisfaction, and customer.
In overall, it could be concluded that customer satisfaction is one of the chief performance
indicator that positively influence company’s financial position. As customer satisfaction could be
used for the future behavior prediction (Oliver,1999), so, it should not be considered as a nondurable object, on the contrary, it should be implemented in every single activity due to its wide
network of interrelationships with loyalty, word-of-mouth, profitability, market share. And
therefore, should be regarded as a tool to obtain competitive advantage.
Energy consumption
Analyzing the sectors of energy consumption it is seen the four key consumption sectors and these
are: residential, transport, commercial and manufacturing. The main consumer sector of petroleum
products is transport sector. This sector is followed by manufacturing sector and some subsectors
such as agriculture, tourism and etc. Scholars often face an issue of analyzing and planning the
demand of energy products. Following this issue the most common analysis of energy demand is
made as a whole. As an example can be taken the split of theory which states that household energy
demand is used for consumption and the commercial and industrial sectors are using the energy as
an input of making a product. Each source of energy has its advantage and disadvantage, the
implementation of various policies and strategies are used to impact the access, secure the supply
and achieve the efficiency to satisfy the energy demand. This policy and strategy is implemented by
each of the country or unions (Kippra, 2010).
Analyzing the energy consumption coming from various fuel types, it is seen that the World‘s
demand is constantly growing. The oil is the biggest provider of energy and it is growing constantly
as all of the energy sources, the only source which has a constant supply of energy in the World‘s
market is coal.
Figure 2. World final consumption from 1971 to 2012 by fuel (Mtoe)

Source: International Energy Agency (2014).
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According to Fischer (2008) electricity and sustainable consumption hardly correlate together and
households are difficult target to analyze. Taking one country from the scope, as the author
considers Germany’s example, energy consumption in households has very fast growth while
electricity consumption is growing even faster. Analyzing the index of energy consumption can
have various interpretations as for example the end users are receiving more electricity from
renewable or other less environmentally harmful sources, or it could be the indicator of increased
usage of appliances and the increased duration of usage which is the negative outcome of the global
goal to decrease the energy consumption. These days the conservation of electricity is difficult task
and it cannot be compared to other consumer goods. The electricity is abstract, untouchable and
also invisible. Also comparing its consumption with other consumer goods, it has no direct usage, it
is used indirectly through various energy services. These days electricity is used in every step,
cooking cleaning, playing, everything requires electricity. Also, the electricity conservation starts
not at the point of its usage, but at the point when particular equipment is bought, as an example,
television, washing machine, microwave, hair drier. As electricity usage is such a complex process
and consists of various behavior modifications, it is difficult to link all the activities and develop a
comprehensive model of what electricity conservation could mean in everyday life. Adding to the
point, the customer usually receives a feedback for the whole consumption, but the information is
not sufficient for analysis or special actions even for each individual.
Concluding remark: how to capture synergy between customer satisfaction and energy
consumption?
Capturing synergy between customer satisfaction and energy consumption requires strategy. In this
particular case, the previously mentioned Cochran (2003) steps could be the main pillars as the
starting point. And these are customer satisfaction is the furthermost goal, customer satisfaction is
an investment and everyone must be brought in.
So, firstly, citizens should be presented with the proof that there is an obvious fact to gain the
financial goodness, meaning saving their money. Darby (2006) states that key action for electricity
consumption sustainability improvement is the feedback on consumption cost and environmental
impact. According to the analysis of an author was found that improved feedback could reduce the
electricity consumption by up to 20%. All in all the energy saving is directly linked to
psychological model, so it is important to have feedback design which would provide the best
results. Secondly, there should be arguments prepared that it is a long term investment which pays
back. And, thirdly, collaboration of all stakeholders is vital for reaching the result.
But on the other hand, Darby (2006) states that electricity, as a product, has a low emotional
involvement in customer satisfaction, so it is hard to be proud of usage of behavior and making the
influence to other people or to worry about. Of course, electricity is a necessary product for each
person and the supply of this product is crucial for daily life, however the specific features do not
matter much. But comparing it to products such as organic food or other sustainable products, the
sustainable electricity is not easy to transfer as sustainable element of lifestyle. In addition to this,
electricity’s price is not worth to have big influence on household’s budget. Concluding, these days
the electricity can be called to be a low interest product.
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