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Introduction. A few words on the loyalty 

Loyalty in dictionaries and encyclopaedias is defined as accuracy and 
fairness in the relationship with something or someone, fidelity in meeting 
obligations, compliance with rules of honour and righteousness, and is 
related to sacrifice for the sake of objects or ideas. A loyal person is firm, 
reliable, honourable, faithful, committed, consistent in his/her relations 
with others [Borkowski, Dyrda, Kanarski, Rokicki, 2000].  

In the times of feudalism loyalty was linked with serfdom and sover-
eignty. The first Oxford definitions imply that loyalty is "dedication and 
fidelity to duties, love and obligations; obsequiousness, commitment to a 
rightful sovereign, to the government of one's country" [Hill, 2003: 26 -27].  

Rosmus (2012) carried out synthesis of approaches to loyalty, highlight-
ing three perspectives of research in loyalty: analysis of a market and 
characteristics of its functioning, such as factors enhancing loyalty to brand 
of products or services, possibility to use loyalty mechanisms with respect 
to consumers' decisions or political choices; analysis of behaviour in or-
ganizations, with an emphasis on themes, styles of loyalty behaviour, be-
haviour related to power, functioning of groups; analysis of the meaning of 
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loyalty in interpersonal relationships, attachment and its forms, giving 
support, behaviour in difficult situations or crisis situations. On the one 
hand, loyalty is understood as fidelity, trust, dedication and putting needs 
of other people on the same level as one's own needs or even putting them 
first, on the other, loyalty is related to numerous influences that are not 
related to ethics, morality or nobleness. Negative effects of loyalty are, for 
instance, loyal submission to principles, people, organizations and ideas 
that violate universally applicable moral principles. Such situations can be 
found in marketing influences aiming at benefits of business, religious or 
military character military. Loyalty is linked to a measurable profit of 
a organization and gains a particular significance in long-term relation-
ships, making decisions on a change of membership impossible. Loyalty 
may contribute to betrayal of ideals in crisis situations, especially in the 
context of a potential overcoming of the said situations. Loyalty promotes 
altruistic behaviour, deferred acceptance, perseverance and engagement in 
acknowledged good that requires protection or sacrifice. Loyalty in busi-
ness relations is a tactics of increasing profits, thus investing in inducing 
loyalty and adherence to loyalty principles [after: Rosmus, 2012: 106-107].  

Employee loyalty models were modified, in accordance with the evolv-
ing forms of employment. The original, traditional model of loyalty was 
based on a stable long-term relationship and evolved toward a transcend-
ent, labile, variable and temporary one. It stands to reason to ask a ques-
tion concerning loyalty, because the meaning of this construct for flexibil-
ity of employment is exactly the same as in the case of the traditional for-
mulas - for each form of employment is about the effect of identification 
with an organisation and its successes, co-creation and co-attendance, 
building a mutual trust and forming bonds. Short-term employment raises 
competition in continuing employment in juxtaposition with uncertainty of 
employment and does not contribute to building a relationship, which is 
a significant risk for experiencing loyalty to employers. 
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Rosmus claims [Rosmus, 2012: 107-109] that the main source of loyalty 
is a interpersonal relation based on social bonds, a sustainable social sys-
tem, which allows one to have an influence on behaviour, in terms of ac-
ceptance of aims and values cherished by these communities (Aube, Rous-
seau, 2005). Commitment and loyalty assume particular importance in 
crisis situations, requiring increased activities in order to support a sys-
tem, make changes or modify a system [Hirschman, 1995]. Loyalty is about 
making decisions that do not conform with aims and needs of a person, 
activities requiring dedication and self-discipline, validating a concept or 
an object of loyalty as more valuable as one's own needs and benefits. Cat-
egory of loyalty behaviour is based on freedom of choice, and is a situation 
in which a subject of behaviour may proceed differently, and for some 
specific reasons it behaves in a loyal way. This does not apply, of course, to 
integration behaviour aiming at use others. Hirschman (ibid) defines loyal-
ty as postponing a moment of breaking bonds, in spite of discontent, due to 
emerging bad conscience. A loyal behaviour is a behaviour against one's 
own will, awareness of alternative solutions, internalisation of beliefs, 
which contribute to bad conscience when the beliefs are shaken. Van Vugt, 
Hart (2004) provide us with a slightly different definition of loyalty, which 
is made up of emotions, cognition and behaviour. They emphasize its three 
aspects: behavioural, cognitive and emotional one. Loyalty allows to expe-
rience strong, positive emotions in relation to an object - joy, satisfaction, 
empathy, and a sense of emotional connection to the object, and the expe-
rience of trust and optimism in assessment of the effectiveness of the ob-
ject, care for welfare of the object - be it a group or a community. Summing 
up, loyalty is a behaviour resulting from the process of socialisation [ac-
cording to Hirschman, 1970] and an attitude toward an object (Van Vugt, 
Hart, 2004). Loyalty is also an aspect of attachment, and like the latter, it 
takes many forms and has different sources. Ainsworth lists three styles of 
attachment (1983): secure, ambivalent/resistant and avoidant one. As far 
as their disclosure is concerned, early childhood experience with objects of 
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attachment are of importance, that is behavioural responses in earlier 
interpersonal relationships. Triple model of commitment to an organiza-
tion is presented by Allen, Mayer (1996) and Bańka and colleagues (2002). 
A form of attachments is: affective, based on emotions and identification; 
permanent, as a result of fear, anxiety to leave the object of attachment; 
normative, as the result of the process of socialisation. Accordingly it cre-
ates affiliate, permanent and normative attachment. These factors may also 
apply to loyal behaviour. Cohen (1993) distinguishes between: a level of 
affiliation, identification and moral commitment. Probability of occurrence 
of loyalty behaviour grows along the level of affiliation, identification and 
moral commitment. Friedman, Harvey (1986) point at loyalty to relation-
ship; responsibility for the bond; intention of actions, effort in favour of a 
relationship and faith in the idea of a relationship. Friedman, Harvey 
(1986) distinguish between two factors: attitude toward a bond, relation-
ship, and an intention of behaviour in favour of this relationship. Loyalty is 
positive opinions, defence of an image, actions in favour of relationships. 
Porter, Smith (1970) describing attachment use the following components: 
attitude as beliefs in fairness of ideas, aims of a relationship; desire of be-
longing to an object; readiness for sacrifice, effort, spending resources in 
favour of an object. A loyal person is a person who speaks positively on an 
object, demonstrates attachment, gets involved in actions in favour of an 
object and its welfare, continues to be in a relationship in spite of costs 
related to it.  

At this point it is worthwhile to return to the difference between loyalty 
and devotion. By dedication one understands acceptance of loss of one's 
own good for higher purpose. Willingness to sacrifice is caused by assimi-
lation of an attitude of fidelity and responsibility as well as a declared sys-
tem of values. Bigger loyalty is achieved, when an organization has a simi-
lar system of values resulting from organizational culture [Urban, 
Siemieniako, 2008]. Smyczek (2001) believes that loyalty is an attitude 
towards an employer, due to the bond of a socio-psychological contract, 
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especially in a situation where competition offers better salary and social 
conditions. An employee is gaining confidence when he is convinced that 
intentions of his employer are valid. It is also a process embedded in time. 
Smyczek (2001) claims that loyalty and trust at work are strongly related. 

An important factor of inducing loyalty is commitment and habit, since 
repeatability of behaviour becomes a habit. There are three types of loyal-
ty: informed, involved and partner one. The first one is about following 
common sense, there is only trust involved. This type is disclosed most 
often at the beginning of a cooperation with an employer, when expecta-
tions of an employee start to be met. Apart from trust, economic benefits 
are involved here as the major determinants of building loyalty mecha-
nisms. As the result of a positive commitment and trust another phase of 
built - commitment loyalty, that is about close relationship and positive 
emotions, identified with values represented by one's employer, a true co-
participation and full participation begin here. Another type - partnership 
loyalty, apart from trust and a positive commitment includes an element of 
a habit, a strong identification with a company, the deepest level of loyalty, 
despite potential cases of disagreement employees are virtually immune to 
an impact of a competition. There is yet another type of loyalty, namely 
a routine one. Here a dominant factor is habit, deprived of trust. It is about 
a neutral attitude to an employer, based mainly on economic benefits. Un-
acceptable loyalty with its roots in coercion is observed, when an employ-
ee exhibits a negative commitment and lack of trust for an employer, and 
a cooperation with an employer is limited by external reasons, an employ-
ee feels forced to behave in a loyal way, sometimes his behaviour is ac-
companied by apathy and helplessness, an employee is not able to work, 
and has no prospects for other job due to for example loyalty monopoly, he 
expresses negative opinions on his employer. Indulgent loyalty is another 
type of loyalty that characterises persons with negative commitment com-
bined with trust and habit. This is the loyalty that plays a key role; an em-
ployee is not interested in other job offers, and he does not utter negative 
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statements concerning his employer. The last type of loyalty is a condition-
al loyalty, which is similar to the indulgent one, however a negative com-
mitment causes as the result loss of a job, unless an employee is given an 
elementary chance to participate [Urban, Siemieniako, 20008, cf. 
Wojciszke, 2002]. 

Konieczko (2006) carries out a synthesis of a definition of loyalty as: 
a bond, emotional attachment to an organization (Rudawska, 2005); desire 
to be a part of an organization and identification with it, a tendency make 
sacrifices for the sake of improvement of a situation in an organisation, 
putting interests of an organisation first, commitment to fate of an organi-
sation [Świątek-Barylska, 2005]; fidelity and trust, willingness to sacrifice 
for the sake of an organization, management and people working in it 
[Śmid, 2000]; involvement of employees in achieving success in an organi-
zation, valuing work in a given organization as one of the most important 
values [Gill, 2011]. A high level of commitment, as one of the components 
of loyalty, promotes actions meant to improve functioning of an organiza-
tion and has an impact on economic results [Bugdol, 2008]. In the process 
of building loyalty employer's image and his comprehensive conduct plays 
an important role, including elementary ethical code; recruitment process, 
knowledge of his competence and decent acceptance is the beginning of 
confidence-building; management style, as the one that deepens confi-
dence, fair play, open communication; proper information flow in the or-
ganization, accuracy of operations, decision-making process; creating con-
ditions against absenteeism and loss of employees, observance of ergo-
nomic standards, observance of the rights and obligations [Narra, 2009, 
Konieczko, 2006]. 

Dick, Basu (1994) developed typology of loyalty, although related to 
consumption and relationship with customers, but the typology itself 
seems to be more universal. They divided loyalty into the following sub-
categories: real one - in which a customer has a positive attitude to market 
proposals, exhibits a minimal, if any, tendency to look for alternatives, 



Małgorzata Dobrowolska 

Społeczeństwo i Edukacja - Międzynarodowe Studia Humanistyczne Nr 1/2013 

105 

where customers are prepared to forgive a company minor mistakes; and 
a hidden one - in which a customer prefers products of a given company, 
but due to certain factors he buys them rarely; false one - when a customer 
buys the products of a specific brand, but cannot see any difference be-
tween them and alternative ones; and finally - a total lack of loyalty - when 
a customer cannot see any differences between alternative products at all 
and often changes brands he is buying. Olivier (1999) divided loyalty into 
four phases, each with a specific degree of commitment of a customer to a 
company. The first one is a cognitive loyalty; loyalty, in this phase trust for 
a brand is acquired, loyalty is still weak, and in case of competitive coun-
teroffers it is easy to change a brand. The second phase, being the result of 
fascination - a customer's attitude to a company and a degree of satisfac-
tion with contracts so far, at this stage commitment can be observed, an-
other phase is loyalty resulting from a conviction to stay with a company, 
a customer grows his certainty to stay with a company, he manifests his 
commitment and dedication. The last type of loyalty is loyalty of action - 
here one finds motivation from the previous phase and readiness to act, 
even against obstacles or difficulties emerging while a service is provided. 
In a sense this loyalty is irrational, as it occurs in spite of better offers of 
competition.  

The issue of loyalty, as shown in the above review of literature, gener-
ates many methodological problems. Additional complication, is intuitive 
understanding of the term. For this reason it was decided to measure the 
global loyalty rate among persons employed in flexible forms of employ-
ment. 

Presentation of the author's research  

Psychological variable of loyalty is categorised as a subject-and- organi-
zational determinant of behaviour of employees in a situation of a non-
traditional employment. This is attitude is characterised by observance of 
law, procedures of a given organisation, support for measures taken by 
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management and fidelity to managers combined with mutual trust, fair-
ness in interpersonal relations, caring for organisation, accuracy and fair-
ness in relations with an organization [Borkowski, Dyrda, Kanarski, 
Rokicki, 2000].  

This variable has been diagnosed by two questions - statements: = 1. 
I believe I am a loyal employee, 2. I care about my workplace, and the scale 
for respondents was from 1 (I do not agree) to 5 (I agree completely). The 
vast majority of responders agreed with these statements. 89% of the re-
sponders considers themselves to be loyal employees, including 63% who 
expressed this view quite strongly. Moreover, 86% o the responders be-
lieves they care for their workplace, including 51% who expressed this 
view quite strongly. 

Research was made on n=2118 employees with flexible forms of em-
ployment including: teleworking, replacement (substitute) work, tempo-
rary work, seasonal work, employment under civil law agreements, com-
mercial contracts for a specified period of time, part-time work, in the 
social economy, self-employment. 

The sum for the first question ("I believe I am a loyal employee") is 
9416, the average is 4.45 and the median is 5. Whereas the sum of results 
for the second question ("I care about my workplace") is 9108, the average 
is 4.3 and the median is 5. While analysing the responses to the above 
questions, taking into account their forms of employment, one can see 
a statistically significant correlation between these variables. Analysis of 
a correlation using Kramer's V showed a statistically significant correlation 
between a form of employment and answers to the question "I believe I am 
a loyal employee". Value of the factor is 0.093 and indicates weak correla-
tion. 

The highest percentage of responders, who consider themselves to be 
loyal employees were observed in the following groups: the self-employed, 
employees working part-time and working for a specific period of time. 
Whereas the lowest percentage of individuals claiming to be loyal employ-
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ees is observed in the following groups: working as substitute employees, 
working on a contract and seasonal workers, which for sure, both in the 
case of higher and lower results, may be due to characteristics of the em-
ployment conditions (favourable v. unfavourable for building loyalty be-
haviour). Self-employment, a fixed term contract and a part-time employ-
ment exhibit to the biggest extent signs of traditional forms of employment 
and among all nine chosen forms of employment are the longest contracts. 
Whereas a replacement agreement, orders and seasonal work, are their 
opposite extreme, and in the case of the two latter, they do not provide 
social security benefits, or privileges resulting from labour law. Apart from 
a short period of employment, which makes building strong loyalty ties 
difficult, their content do not support behaviour based on retaliation, dedi-
cation and sacrifice. 

Analysis of the answer to the second question concerning loyalty is simi-
lar - "I care about my workplace". In this case there is also a statistically 
significant relationship between a form of employment and the answers 
provided. Kramer's V was 0.088, therefore the relationship is weak. The 
highest percentages of responders, who consider themselves to care for 
their workplace has been observed among the self-employed and those 
working part-time. Whereas the lowest interest of individuals claiming to 
be loyal workers have been reported in the following groups: employed 
under a replacement agreement, temporary workers and seasonal work-
ers. The results obtained for the second statement are an analogy de-
scribed in the analysis of the results of the first one.  

Variable loyalty was diagnosed, as mentioned above, by the two state-
ments, in the case of the first one; "I believe I am a loyal employee ", a sig-
nificant correlation with gender, age, education and marital status has 
been demonstrated. There is no relation with the other social-and-
demographic variables. 

Correlation analysis has shown that there is a relationship between a 
sense of loyalty ("I believe I am a loyal employee") and gender. Kramer's V 
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is 0.095; p<0.01. Percentage of the respondents who consider themselves 
loyal was higher among men (89.8 %) than among women (87.6 %). Also, 
age significantly differentiates responses concerning loyalty Kramer's V = 
0.116; p<0.01. Percentage of people who consider themselves loyal em-
ployees increases with age. In the age group 18-30 years the percentage is 
86.6 %; in the age group 31-40 years = 88.8 %, and in the age group 41-65 
years = 91.3 %. Education affects the sense of loyalty, too; Kramer's V = 
0.160; p<0, 001. The higher education, the higher the rate of responders 
considering themselves loyal. In the group of the respondents with educa-
tion below secondary school the percentage of individuals claiming to be 
loyal employees is 83.4 %. In the group of the respondents with secondary 
education the percentage is 85.8 %, and in group of people with a universi-
ty degree = 91.6 %. There were also statistically significant differences in 
the responses to the question on loyalty in terms of the respondents' mari-
tal status, Kramer's V = 0.109, p<0.05. Married respondents consider 
themselves loyal more often than singles and the divorced/the widowed. 
The percentage is as follows: 89.9 % among married people; / 88.2 % in 
the group of singles and 83.3% in group of the divorced/the widowed. 

Loyalty characterises mainly men, it increases with age and the level of 
education, and is typical for the married. 

In the statement: I care about my workplace, relationship with the fol-
lowing variables has been identified: gender, age, education, profession, 
industry, place of residence, marital status. 

Correlation analysis has shown that there is a relationship between 
a sense of loyalty, caring for one's workplace and gender. Kramer's V is 
0.100; p<0.01. Percentage of the respondents who believe they care for 
their workplace was higher among men (86.4%) than among women 
(85,5%). Age significantly differentiates responses concerning loyalty as 
well; Kramer's V = 0.126; p<0.01. Percentage of people who believe they 
care for their workplace grows with age. In the age group 18-30 years the 
percentage is 82.0%; in the age group 31-40 years = 86.1%, and in the age 
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group 41-65 years = 89.9%. Education affects the sense of caring for one's 
workplace, too; Kramer's V = 0.157; p<0, 001. The higher education, the 
higher the rate of responders considering themselves careful for their 
workplace. In the group of the respondents with education below second-
ary school the percentage of individuals claiming to be careful for their 
workplace is 75.6%. In the group of the respondents with secondary edu-
cation the percentage is 86.1%, and in group of people with a university 
degree = 87.9%. There was also a statistically important correlation be-
tween profession and a sense of caring for a workplace, Kramer's V = 
0.150; p<0.001. The lowest percentage of people claiming they care for 
their workplace was in the group workers (79.5 %). In the other groups 
percentage of such persons is between 85% and 88% (in the group of pro-
fessionals and freelancers). Also, age significantly differentiates responses 
concerning carefulness for one's workplace; Kramer's V = 0.164; p<0.001. 
The highest percentage of persons caring for their workplace occurred in 
other industries (90.2 %), in public administration (87.7 %) and industry 
(87,3 %). Slightly lower percentage has been obtained in industries such as 
services (84.8 %) and trade (82.2 %). Place of residence also significantly 
affects carefulness for one's workplace, Kramer's V = 0.117; p<0.001. Rural 
residents care for their workplaces more often (88.4 %) than city dwellers 
(85.6% in small towns and 85.7% in large cities). Marital status also signif-
icantly affects the responses concerning carefulness for one's workplace; 
Kramer's V = 0.128; p<0.001. Persons who are married care for their 
workplaces more often than singles (87.6% the former, 83 -84 % the lat-
ter).  

Summing up, carefulness for one's workplace is declared more often by 
men, people with a university degree, working on higher posts in the or-
ganizational structure and persons employed in administration, living in 
the country and the married. Carefulness for one's workplace is not influ-
enced by the following variables: industry sector, length of service, number 
of previous employers, duration of a contract, number of children. 
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Conclusion 

Loyalty behaviour is affected by both demographic data and a form of 
employment. Changes observable on the market, in particular fixed per-
centage of flexible forms of employment in modern HR solutions change 
perspective of looking at loyalty of employees permanently. Moreover, 
shift of contracts from psychological to formal ones contribute to the fact 
that loyalty attitudes of employees begin to arise unnecessary fears. 

For employee loyalty models, regardless their modifications due to 
changing forms of employment, tend to have the same descriptions. The 
original, traditional model of loyalty based on a stable long-term relation-
ship and evolves toward a transcendent, labile, variable and temporary 
one. Questions concerning loyalty, the importance of this construct for 
flexibility of employment is exactly the same as in the traditional work 
formulas. It is about the effect of identification with an organisation, its 
successes, co-creation and co-participation, confidence and relation-
building. Short-term employment combined with with uncertainty of work 
may be negative for relation-building and become a significant threat for 
experience of loyalty towards an employer. However, the need of identifi-
cation with an organisation, experience of a sense of belonging, is inde-
pendent of short-term and non-standard forms of employment. Loyalty 
behaviour is to be found in flexible forms of employment in various de-
grees, depending on their form and, what follows, conditions and charac-
teristics of work. 

Summary 

This article presents the results of research among persons employed in 
nine flexible forms of employment: teleworking, replacement work, tempo-
rary work, seasonal work, employment under civil law agreements, contracts 
for a defined period of time, employment on part-time basis, in social econo-
my, self-employment. The psychological variable chosen for the analysis was 
loyalty. The issue of loyalty, as shown in the review of literature, generates 
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many methodological problems. Additional setback is intuitive understand-
ing of the term. For this reason it was decided to measure the global loyalty 
rate among persons employed in flexible forms of employment. The most 
important results are described in the second part of the article. 
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