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ABSTRACT

ANALYSIS OF EMPLOYEE LOYALTY AT FORTIS TR ESPECIALLY WITH REFERENCE TO THEIR DEMOGRAPHIC CHARACTERISTICS AND THEIR PARTICIPATION TO A DEVELOPMENT PROGRAM
The Institute of Social Sciences, Business Administration Program
Merih Guney

June 2009, 46 Pages

In this study, differences between loyalty of employees at Fortis TR especially with reference to their demographic characteristics and their participation to a development program have been analyzed. The concept of loyalty, the importance of employee loyalty in today’s business climate, the ways in order to increase employee loyalty and the former studies about employee loyalty have been explained in the first two parts of the study. Development Academy- a specific training program- has been examined in the third part. In the last part, in order to analyze employee loyalty at Fortis TR, a survey research has been done between Fortis employees that are selected from various cities in Turkey and the study results have been interpreted.   

Key Words:  Employee Loyalty, Fortis TR, Development Academy

ÖZET

FORTIS TÜRKİYE ÇALIŞANLARININ BAĞLILIKLARININ DEMOGRAFİK BİLGİLERİNE VE GELİŞİM AKADEMİSİ PROGRAMINA GÖRE ÖLÇÜMLENMESİ

Sosyal Bilimler Enstitüsü, Genel İşletmecilik Programı

Merih Güney

Haziran 2009, 46 Sayfa

Bu çalışmada Fortis Türkiye çalışanlarının bağlılıklarının demografik bilgileri ve Gelişim Akademisine katılım durumlarına gore analizleri yapılmıştır. İlk iki bölümde bağlılık konsepti, çalışan bağlılığının önemi, çalışan bağlılığını arttırmak için sunulan öneriler ve bu konu ile ilgili yapılmış eski çalışmalar anlatılmıştır. Gelişim Akademisi çalışmanın üçüncü bölümünde incelenmiştir. Son bölümde ise Fortis Türkiye genelinde çalışanlara uygulanan çalışma ve sonuçları anlatılmıştır.  

Anahtar Kelimeler:  Çalışan bağlılığı, Fortis Türkiye, Gelişim Akademisi 
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1. INTRODUCTION

In our contemporary world, under the effect of global crisis, competition among companies becomes more complex than before. Nearly all big companies are in the same level when we compare them in terms of their technological progress, financial resources and high-class staff. They are also in the same trouble because of the global crisis which shows its effects more day by day. For this reason, they have to take every step more carefully and take all possibilities into consideration not to come across with any surprise in today’s business climate.
As the business climate is getting more competitive and the global crisis is getting more effective, it becomes more difficult for companies to obtain a sustainable place in the market and to be the one which is most popular and preferable by everyone. They have to define realistic objectives and strong strategies if they want to show that they are different from their competitors. For this reason, it is time to develop new market strategies which emphasize strong relation between product, consumer and employee.
It is discernible that people’s purchasing power is declining with the economic crisis. They do not want to consume as much as in the old days. Such a business climate; keep on consuming certain kind of product brings out a competitive advantage to the company which produces it. Consuming always same product is directly related with consumers’ recognition about that product. The recognition about a certain kind of product leads people to be loyal to that product gradually. If you have a product which has already had brand loyalty, you will also have loyal customers. In order to have products that have brand loyalty and loyal customers, you have to have loyal employees. For this reason, it is necessary for a company to provide loyalty among employees firstly. 
As the employee loyalty is important in the sense that customer loyalty and brand loyalty are stemmed from it, there are some ways that employers are applying to foster employee loyalty within the companies. These ways show differences due to the corporate climate of companies. While one company chooses the social responsibility programs in order to make all employees together, other may choose training programs in order to lead employees to feel themselves important. Fortis TR, the company I am working for, is one of the companies which release a training program in order to foster employee loyalty. The program, called Development Academy, has been in progress for 3 years aims to foster employee loyalty at Fortis TR.
My objective in this study is to analyze whether or not there is a difference between loyalty of employees at Fortis TR especially with reference to their demographic characteristics and their participation to a development program. In order to analyze this, a survey research consisting of 11 questions applied to a sample of Fortis employees in Turkey and the results were evaluated in terms of gender, age groups, location, municipalities and participation to the “Development Academy” by implementing Independent Samples T Tests and One Way Anova Tests.
The first part of the study includes some definitions of loyalty, the concept of employee loyalty, the importance of employee loyalty and the ways in order to foster employee loyalty. In the second part, two former studies about employee loyalty are examined and in the third part, Development Academy is briefly explained.

In the last part, you will find the results of a survey which aim to measure employee loyalty at Fortis TR in terms of such variables; gender, age groups, location, municipalities and Development Academy.
2. LOYALTY
2.1 THE CONCEPT OF LOYALTY
To analyze employee loyalty, we have to look at first the concept of loyalty which is important in order to understand the effects of loyalty on employees. Dictionary definition of loyalty is “a feeling or attitude of devoted attachment and affection” and “the state or quality of being loyal”.
(http://education.yahoo.com./reference/dictionary/entry/loyalty)
In another dictionary definition, loyalty is accepted as “a feeling of friendship or duty towards someone or something”.
(http://www.thefreedictionary.com/loyalty)
According to Wikipedia definition, “Loyalty is faithfulness or a devotion to a person or cause”.  
(http://en.wikipedia.org/wiki/Loyalty)

The broad and complicated definition of loyalty is coming from Britannica “Loyalty, as a general term, signifies a person’s devotion or sentiment of attachment to a particular object, which may be another person or group of persons, an ideal, a duty, or a cause. It expresses itself in both thought and action and strives for the identification of the interests of the loyal person with those of the object. Loyalty turns into fanaticism when it becomes wild and unreasoning; and into resignation when it displays the characteristics of reluctant acceptance. A man without loyalty does not exist. It stirs and arouses him, brings meaning, direction, and purpose into his life and unifies his activities. At the same time, loyalty has a social function. Only man’s willingness, in cooperation with others, to invest his intellectual and moral resources generously and wholeheartedly in something beyond his own narrow circle has it been possible for communities of various kinds to emerge and continue to exist; among them, family, church and nation”. 

(http://www.worldfreeinternet.net/archive/arc3.htm)

By looking of the definitions of loyalty, we see that loyalty includes the terms devotion and attachment which can be linked with different kind of contexts; someone may be loyal to his/her country or loyal to the company which is working for. 

2.1 THE EMPLOYEE LOYALTY

In the article “Employee Loyalty in the New Millennium”, Powers suggests new definition for employee loyalty instead of Meyer and Allen’s definition of employee loyalty to the organization as an attitude. He suggests that employee loyalty is not so an attitude but rather it is the bottom-line action component. There are some specific actions -written or not written- that indicate employee loyalty such as adhering rules, working safely and offering suggestions. He continues;

“In summary, four main themes seem to capture the essence of the assorted definition of employee loyalty: 

1. A willingness to remain with the organization (Solomon, 1992). 

2. Productivity that exceeds normal expectations, i.e., goes beyond the call of duty (Mowday, Porter & Steers, 1982). 

3. Altruistic behavior (Laabs, 1996). 

4. Reciprocal, i.e., the employee's loyalty to the organization must be matched by the organization's loyalty to the employee (Solomon, 1992)”.
(http://www.allbusiness.com/human-resources/workforce-management-attendance/623610-1.html)
Powers’ suggestions about the definition of employee loyalty make sense when we think today’s business conditions. First of all; employee loyalty and company loyalty is linked to each other in some ways. It is clear that employee and employer are related to each other in the way that each cannot be exist without other’s existence. Moving from this point, we can say that employee loyalty is possible as far as company loyalty is possible. One can be more loyal to his/her company when s/he thinks that the company is loyal to her/him.

(http://www.nfib.com/BusinessResources/Staffing/TrainingandRetention/)

Here the question comes; “How is company loyalty perceived by the employees?”  When we think today’s business climate, we find that job security is the important thing that employees are concerned with. Layoffs are common in those days and this leads each employee to feel themselves insecure.

(http://www.businessknowhow.com/manage/employeeloyalty.htm)

They do not want to lose their jobs and they want to feel that their employers are really cared for them. The employer which provides its employees these conditions gains their employers high level of loyalty to them in return. Employees who feel themselves secure in terms of their jobs are tended to be remain in the same company more years than the ones who do not feel themselves secure. So, showing willingness to remain in the same company can be roughly expressed by the employee loyalty to the organization. 
To the some extent, employee loyalty can be translated as “Altruistic Behaviour” as Laabs suggests (1996) and also “Productivity that exceeds normal expectations” as Mowday, Porter & Steers suggests (1982). 
(http://www.allbusiness.com/human-resources/workforce-management-attendance/623610-1.html)
We witness the employees who make overtimes not because they cannot complete their daily tasks but rather they want to add values from themselves to their jobs. Such type of employees is also accepted as the loyal employees from their employers. But, the starting point of these definitions is the definition of employee loyalty as “Reciprocal” (Solomon, 1992). All these definitions of employee loyalty are emerged from the relationship between the employee and employer. As suggested above, the employee loyalty exists as far as company loyalty exists. Keep in mind that “loyalty is a two-way street”; Being loyal to your employees results in being loyal to your company. 
(http://www.allbusiness.com/human-resources/workforce-management-attendance/623610-1.html)
2.1.1 The Importance of Employee Loyalty

In authored interview of his book “The Loyalty Effect, Fred Reichheld argues that we should care loyalty because there is a loyalty crisis and this loyalty crisis wrecking our lives, our businesses, and our economy. According to him, there is a cause and effect relationship between the customer and employee loyalty; that it is impossible to maintain a loyal customer base without a base of loyal employees and employee loyalty is dependent on investor loyalty because there can be no employee loyalty if the employers are short-sighted and unreliable. 
(http://www.loyaltyrules.com/loyaltyrules/effect_author.html)
If business loyalty has three dimensions-customer loyalty, employee loyalty and investor loyalty as he expresses and if there is a loyalty crisis that affects our lives, businesses and economy, it is quite right to say that this crisis is most likely emerged from the deficiencies in employee loyalty. High turnover rates are the one thing that can be showed as a deficiency employee loyalty. If a company experiences high turnover rates, it means that there is a problem in the organization. Maybe, its employees can not feel themselves safe anymore and do not show any willingness to stay in the organization. Leaving from the company because of that reasons leads to increase in turnover rates. Increase in turnover rates means increase in the staff costs of the company when selection, recruiting and training processes of newcomers are taken into account. This is an undesirable situation for all companies when we regard today’s business climate where cutting costs becomes more common action that is taken by all of them. Then, we can say that employee loyalty is important in terms of turnover rates of companies. If there is a high employee loyalty in the organization, it means that this company is succeeded in employee retention and for this reason, it experiences low turnover rates and this means that it does not have to bear extra staff costs that are emerged from leaving employees. Employee loyalty is also important in the sense that it enhances the company’s growth and the profitability. It is commonly accepted that loyal employees work hard than the disloyal ones. Because they embrace their business like their own business, they work hard in more productive and more honest way and add values to the business that they are dealing with. The company which is composed of loyal employees serves their customers in more qualified way. The customers who are getting better service are satisfied with it and start to demand more services from that company. Hence, the company begins to profit more from their existing customers. Besides this, the company attracts more customer than before because customer satisfaction increases its prestige in its business environment. Gaining new customers, in return, affects company’s profits in the positive way.  Because of that reasons, we can say; employee loyalty leads to increase in the quality of services or products, more qualified services or products leads company’s existing customers to demand more, better services or products and satisfied customers lead company’s prestige to increase, prestigious company starts to attract more customers and at the end of this chain, the company starts to grow and profit more than before.  So, it is right to say that employee loyalty is one, maybe the most effective, factor that has direct impact on the increase in the profits of companies. 

2.1.2 The Ways In order to Increase Employee Loyalty

Because employee loyalty has such impact on our business environment, there should be some ways that are presented to foster employee loyalty in the organization.  There are some ways in order to foster employee loyalty that are suggested by different authors. While McConnell suggests in the article “Recreating Company Loyalty” that employee loyalty can be achieved through decreasing the turnover rates by job posting programs, the opportunity for internal job transfers and a clear, well publicized and honestly implemented policy of promotion and growth within the organization, Johnson suggests in the article “Rethinking Company Loyalty” that commitment to company is ensured by the new skills that support the employees’ professional advancement. 
(http://hbswk.hbs.edu/item/5000.html)
Aaron Green, on the other hand, suggests in his article “What is Loyalty and how do you develop it?” that there is no single approach works for everyone since each employee is a unique individual and expresses ten ways in order to foster employee loyalty;

Offer more than just a job: Employees who view their current job as a rewarding career are more motivated and invested in their work.

Generate goodwill through good deeds: If the employees are offered the opportunity to participate in outreach efforts or to have their own involvement in charitable causes supported by the company, their loyalty can be improved; since being involved in a company “does good” makes employees feel good about their jobs and their employer.
Get out the checkbook: Employees should not be paid less than what he/she is worth.

Empower employees: Giving opportunity to your employees about presenting ideas and influence company practices promotes team spirit.
Invest in training and development: Investing your employees will result with their investment to your company.

Share your vision: If the employees know the vision of the company, they feel themselves more trusted.
Challenge employees: Setting and meeting high expectations makes employees feel more positive about their jobs. 

Recognize and reward often: Giving positive feedbacks and praise to the employees makes them more productive and motivated.

Find common ground: Company goals should be compatible with career developments, since a concession that will be made for the employees should be good for both the company and the employee.

Get to know your employees: Treating employees as individuals and fostering solid relationships will improve their loyalty.
(http://www.boston.com/jobs/on_staffing/022007.shtml)
All ten ways presented by Green are efficient in a way that they will help to improve employee loyalty. As your employees are not unique and specific individual, the same method in order to increase their loyalty may not be working efficiently for everyone. While some employees are motivated and become more loyal to his/her company by offering them brilliant career paths, others may be motivated and become more loyal to the company by participating in training programs. If you implement the method of training and development programs to someone who just cares about career paths that are offered by her/his company, you will not be succeeded to increase her/his employee loyalty. For this reason; it is beneficial to have more than one method in order to increase employee loyalty depending on employees’ attitudes toward loyalty. It is important to note that the methods that will be implemented to increase employee loyalty should be compatible with the expectations of employees about the concept of loyalty and it is important to implement right method to the right employee. Otherwise, it can be useless to implement such a method in order to increase employee loyalty.

2.1.3 The Former Studies about Employee Loyalty
It is argued that the level of employee loyalty shows differences according to some variables. These variables can be gender, age, location, job satisfaction and also other things that affect working conditions of someone. For instance, someone may claim that older workers show high level of employee loyalty whereas younger employees do not or employees who are more satisfied with their jobs are more loyal than the others who are not. There are some former studies that show how employee loyalty can be varied through different factors. Factum Group’s international research in 2007 about workers’ attitudes, loyalty to their employer and job satisfaction in seven countries is one of these former studies that show how employee loyalty changes through some variables such as age, gender, job satisfaction and motivation. In the article “Older workers show highest levels of company loyalty”, Rasa Zabarauskaite mentions about that study which was carried out in Lithuania by the Market Research and Analysis Group RAIT (2008). This research took place between March and May 2007 in order to identify workers’ attitudes towards work and assess their loyalty to their employer. It involved an interview-based survey of 414 employees in different companies throughout Lithuania. In that study, Factum Group’s employee research tool was used and workers were divided into four basic categories in terms of their commitment to the company that they work for. These categories include:
“leaders’, who are involved in and committed to both their job and their company. They represent ‘the most valuable company asset’; 

‘careerists’, who are dedicated to their job, but uncommitted to the company. They mainly care about their own career and personal achievements, and are thus open to competitive offers from other potential employers; 

‘loyalists’, who are loyal to their company in the long term. However, they show less enthusiasm and dedication in relation to their job tasks, which can reduce their work efficiency; 

‘passengers’, who lack commitment to both their job and their employer. These people often provoke disagreements among colleagues and may act against the company’s interests at critical moments” 
(http://www.eurofound.europa.eu/ewco/2008/07/LT0807019I.htm)

Results showed that 61 percent of Lithuanian workers were ‘passengers’, 19 percent were ‘leaders’, 14 percent were ‘Careerists’ and 6% were ‘loyalists’. The employees in ‘Leader’ category mainly consists of men with the proportion of 21 percent when it is compared to women whose proportion in that category is 17 percent. Gender differences among “passengers” were insignificant (61 percent of men compared with 60 percent of women). Women with 16 percent proportion are found to be more devoted to their jobs, but not to the company (‘careerists’) than men whose proportion is 13 percent and also women are more committed to the company with 7 percent proportion, but not devoted to the job (‘loyalists’) than men with 5 percent proportion.

In addition to the gender differences, the results showed that there are also differences in job satisfaction and work motivation depending on respondents’ age. In Lithuania, the greatest proportion of employees  who fell under the category of ‘leaders’ was in the 25–34 and the 45–54 age groups at equal 24 percent proportions while the lowest proportion of ‘leaders’ was in the 24 and 35-44 age groups at 9 percent and 12 percent proportions.   The proportion of ‘passengers’ in 25-34 and 45-54 age groups was 56 percent. The greatest proportion of ‘passengers’, 68 percent, was found among employees in 35–44 age group.
The highest proportion of ‘leaders’, who show loyalty to both their job and their company, are those aged 55 years and over (31 percent). This situation was explained through social characteristics of this age group in the way that employees in that age group give importance to financial and social stabilities more than their careers.  The employees from the 24 and below age group formed the greatest proportion of ‘careerists’ (18 percent). This is because they are at the start of their professional career and previous RAIT research has found that employees’ job satisfaction and work motivation are at the lowest proportion in the early years of employment.
(http://www.eurofound.europa.eu/ewco/2008/07/LT0807019I.htm)

The 2008 Middle East Employee Loyalty, Satisfaction and Engagement Survey is another study that points out the factors that drive employee loyalty, engagement and job satisfaction in the Middle East and North African countries. Respondents of that study are professionals who are at all career levels from different business lines in Dubai, Abu Dhabi, Kuwait, KSA, Qatar, Bahrain, Jordan, Lebanon, Morocco and other countries in the Middle East and North Africa. 
Results of that study showed that the higher your satisfaction & loyalty, the more engaged, satisfied, proud, loyal, committed & motivated you are and the longer willingness to remain in the same organization. Pakistan was found to be as the country which has the highest loyalty and long term retentions. Bahrain, on the other hand, was the country who showed decreasing lower satisfaction and loyalty levels to the organization and Kingdom of Saudi Arabia followed Bahrain in terms of lower satisfaction and loyalty levels. Finally, the United Arab Emirates was found to be as the country which is lower than the average on satisfaction and loyalty to job and organization. 
(http://www.bayt.com/en/research-report-2121/)
After discussing some former studies about employee loyalty, it is time to analyze my study about how employee loyalty shows differences according to various gender and age groups, location, metropolitan cities and Development Academy -specific training program that is designed for Fortis’ employees- at Fortis Turkey. Before starting to analyze my study, it is beneficial to represent what Development Academy is in more detail way.
3. DEVELOPMENT ACADEMY
3.1 WHAT IS DEVELOPMENT ACADEMY 
In 2006, the Talent Department presented a project, called Development Academy, which serves as a branch manager pool including managers in different functions in Retail and SME Banking. This project is decided to be conducted once in a year and first one was carried out in May 2006.  In order to participate in this project, some criteria are defined in order to restrict the number of participants. 

Criteria of the Project

Entitled as a manager

Mobility

Min. 5 year seniority in banking sector

Not any active disciplinary punishment
High performance scores
As can be understood from these criteria, managers who are mobile in Turkey, have high performance scores, do not have any penalty and have 5 year seniority in banking sector have a right to participate in this project.
This project had two goals; it aims to increase employee loyalty to the bank and to raise branch manager staff within the bank by supporting participants in terms of personal and managerial developments. Before discussing whether or not it achieves its goals; I would like to explain the processes of this project.

3.2 PROCESS OF DEVELOPMENT ACADEMY
In accordance with the criteria that are defined above, the selection process is starting. The first step is the selection of “Stars”. “Stars” refer to the staff that are compatible with all the criteria and also have positive references from their department heads. This type of staff is worthy for Fortis’s growth and for this reason coaches who are already managers in some levels of important positions are assigned to each of “Stars”. These coaches are responsible for participants’ personal and managerial developments throughout the project. 
After the selection of “Stars” and assigning their coaches, participants are put on some tests in terms of competence and profile; on some simulation and case studies which is designed specifically for Fortis and also on some competency based interviews. The data concerning the results of these actions are gathered and reported as a person based. By taking these reports as basis, road maps which show the strengths and also weaknesses that have to be improved are determined for all participants. These reports are presented to the HR Department and top management and then, feedbacks are given to participants, their managers and coaches. 
The first appraisal study comes to an end with giving feedbacks. Now, all participants are known in terms of their strengths and weaknesses. For this reason, some actions are started to be taken to improve their weaknesses and foster their strengths. Firstly, one to one interviews are started between coaches and participants. In these interviews, coaches support them in terms of road maps by taking their experiences into account. Also, they are supplied with various types of books which are specifically served for their personal developments and finally, training programs which are specific to each participant are released to them. These training programs take nine months and candidates are closely monitored by their coaches in each level of these processes. 
After completing the training programs, the second appraisal study is made for participants. The results of the second appraisal study are compared to the first one and set as comparative personal development reports. Then, these reports are presented to the top management and like the first one; feedbacks are given to participants, their managers and coaches. The participants who improve themselves in terms of their weaknesses and accomplishes the first and the second appraisal studies successfully have right to be a branch manager. Assignments to branch manager positions are done in accordance with vacant positions and participants’ options.
3.3 DEMOGRAPHIC INFORMATIONS OF DEVELOPMENT ACADEMY

Up to this time, two group of Development Academy was completed and the third group is still in progress. 
Figure 3.1 indicates the number of participants by years;
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Figure 3.1: The Distribution of Participants By Year
As can be seen from the figure, total number of participants is equal to 97 which correspond to 43 in 2006, 35 in 2007 and 19 in 2008.
Because the first and second group of that Academy was completed, participants’ assignments to branch manager positions are started to be made in accordance with vacant positions. Not all participants are assigned as branch manager from these groups, there are still some participants waiting their turns in order to be a branch manager. Figure 3.2 indicates the final status of participants assigned either as a Branch Manager or in the pending status for possible future positions;
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Figure 3.2: The Final Status of Participants after Development Academy
Between the years 2006-2008, 78 employees participated in this project, 54 of them assigned as a branch manager and 24 of them is still in a pending status. Due to the vacant positions, their assignments will be made.
As already expressed in the beginning of this part, the first step of Development Academy is the selection of high potential employees in line with the predefined criteria so called "stars". This selection is not limited to big cities, but also others around Turkey.
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Figure 3.3: The Distribution of Participants by Location
Figure 3.3 indicates the distribution of participants due to their locations. As can be seen, the participants from Istanbul constitute the great slice of that cake.  Participants of Istanbul is followed by participants of cities; Antalya, Ankara, Izmir and Adana. But, there is other cities in which total of them are close to the proportion of Istanbul denoted by “Others” in the figure 3.3. 
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Table 3.4: The Distribution of Participants by Other Cities
As indicated in Table 3.1 above, the “Others” is composed of 18 different cities which are located in different regions of Turkey. Although these cities cannot take significant place in their own, total share is %32 which is enough significant in order to take into account. 
When we analyze the participants of Development Academy in terms of gender and age difference, we will find data that are indicated in following figures;
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Figure 3.5: The Distribution of Participants by Gender
By reference to this figure, we can say that men participated in this Academy little more than women, but difference between them is not significant; the number of them is almost same in every year that the program is carried out.
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Figure 3.6: The Distribution of Participants by Age
As indicated the figure above, the number of participants between the ages 34-38 is apparently more than the other age groups. When we regard the fact that minimum five year seniority in banking sector and entitled as a manager are necessary criteria in order to participate in Development Academy, it is likely to have more participants in that 34-38 age scale.
3.4 THE PURPOSE OF DEVELOPMENT ACADEMY
After analyzing the participants of Development Academy in terms of demographic information, I will express the purpose of that Academy in more detailed way.  As I said before, Development Academy has served for two purposes. The first one is to raise branch manager staff within the bank. Having that kind of branch managers has lots of advantages for the Bank. First of all, that kind of staff knows the products of Bank very well and well informed about the products is the key factor in order to be successful in banking sector. Besides this, this type of staff is also well informed about organization, procedures and implementations of Bank. This is another plus in the path of success because employees who are well informed about these points are also well informed about their employers’ demands and this provides them doing their jobs more qualified way. By doing their jobs in more qualified way is another key factor that brings success to the company. Therefore, having branch managers who know the products of bank well and are also well informed about organization implementations and procedures of the Bank is important in the sense that it brings out the success to the Bank and for this reason; it is beneficial to raise the branch manager staff within the company. 
The second purpose of Development Academy is to increase the employee loyalty. Having employees that are loyal to their company is important purpose that all companies want to achieve. First of all, employee loyalty is the crucial factor that determines the future of the company. The company who has loyal employees is long lived in the sense that it is stronger and more prestigious than its competitors who do not ensure its employees’ loyalty. Loyal employees are more motivated than the disloyal ones and for this reason; they are good at their work. They only care about doing their jobs well. They do not care about other things such as wages or titles. They work because they want their company to be the best in the sector. If a company has such type of employee, it has also customers that are loyal to that company. The reason for is that loyal employees produce in more qualified way and the products and services that are supplied from that company are more qualified than other products and services. Customers always want to consume qualified products or take qualified services and for this reason, they choose the company that has qualified products and services. The company which has qualified products and services is always more preferable than the ones that does not have such type of products and services. 
Being more preferable company means having more customers; having more customers means earning more money and on the whole attracting more customers, more qualified products and more money lead the company to become stronger and more prestigious. If attracting more customers, supplying more qualified products or services and earning more money is only possible with the employees who are devoted themselves to their company, it is true to say that employee loyalty is a crucial thing that all companies should ensure its existence for their own sake. 
As expressed before, there are lots of ways in order to increase employee loyalty. One of them is to invest in your employees by training and development programs. Investing in employees leads employees to feel themselves worthy and increases the sense of belonging to the company. This is the way that Fortis applies by presenting project called Development Academy in order to increase employee loyalty. 
4. SURVEY RESEARCH AT FORTIS TR
4.1 INFORMATION ABOUT SURVEY RESEARCH
In this final step, a survey research is done between Fortis employees that are selected from various cities in Turkey. The number of respondents corresponds to 151 among which 81 are men and 70 are women are aged between 26 and 54. 65 respondents participated from Istanbul while 86 of them participated from other cities that are located different regions of Turkey. 119 respondents’ location belongs to the Metropolitan municipalities and the rest of them belong to the small municipalities and finally, 77 respondents attended the Development Academy and 74 of them did not. The data collection was done between 1st and 28th February. By this research, we aim to show that Fortis employees who are participated to Development Academy show higher levels of employee loyalty than the others who did not participate. 
4.2 HYPOTHESES
There are 5 hypotheses about Fortis Employees in terms of their loyalty.
4.2.1 Hypothesis – 1

H0: There is NO difference between gender groups among Fortis’ employees in terms of employee loyalty
H1: There is a difference between age groups among Fortis’ employees in terms of employee loyalty

In order to test this hypothesis, we applied Independent Sample T Test. The results and comments are given below.
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Figure 4.1:  Group Statistics of Respondents in terms of their Gender
From the figure above, it can be seen that there is no significance difference between mean value of man and women since their number are close to each other.
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Figure 4.2: Results of Independent T Test in terms of Respondents’ Gender
The Sig. (2-tailed) value is bigger than the significance level (0, 05) for each question. That’s why H0 is accepted which means there is not a difference between gender groups among Fortis’ employees in terms of employee loyalty. 

4.2.2 Hypothesis – 2
H0: There is NO difference between Fortis’ employees from Istanbul and other cities in terms of employee loyalty

H1: There is a difference between Fortis’ employees from Istanbul and other cities in terms of employee loyalty

In order to test this hypothesis, we applied Independent Sample T Test. The results and comments are given below.
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Figure 4.3: Group Statistics of Respondents in terms of their Location
*The Others include the cities; Ankara, Adana, Antalya, Bursa, İzmir, Diyarbakır, Ordu, Eskişehir, Osmaniye, İçel, İskenderun, Gaziantep, Kocaeli, Kayseri, Tekirdağ, Konya, Muğla, Denizli, Uşak, Aydın, Adıyaman, Trabzon and Düzce
As can be seen, the mean value of Fortis employees from Istanbul and that from the others are close to each other for each question that is answered
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Figure 4.4: Results of Independent T Test in terms of their Location

The Sig. (2-tailed) value is bigger than the significance level (0, 05) for each question. That’s why H0 is accepted which means there is not a difference between Fortis’ employees from Istanbul and other cities in terms of employee loyalty

4.2.3 Hypothesis – 3
H0: There is NO difference between Fortis’ employees from metropolitan municipalities and small municipalities in terms of employee loyalty

H1: There is a difference between Fortis’ employees from metropolitan municipalities and small municipalities in terms of employee loyalty
In order to test this hypothesis, we applied Independent Sample T Test. The results and comments are given below.
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Figure 4.5: Group Statistics of Respondents in terms of Municipalities
As can be seen from the table, the mean value of Fortis employees from Metropolitan municipalities and that from the small municipalities are close to each other for each question that is answered.
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Figure 4.6: Results of Independent T Test in terms of Respondents’ Municipalities
The Sig. (2-tailed) value is bigger than the significance level (0,05) for each question. That’s why H0 is accepted which means there is not a difference between the employees from metropolitan municipalities and small municipalities in terms of employee loyalty
4.2.4 Hypothesis – 4
H0: There is NO difference among age groups at Fortis in terms of employee loyalty

H1: There is a difference among age groups at Fortis’ employees in terms of employee loyalty

In order to test this hypothesis we applied One Way Anova Test. The results and comments are given below:
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Figure 4.7: Results of One Way Anova Test in terms of Respondents’ Age Groups
As can be seen from the table above, respondents are separated into three age groups; aged between 26-30, aged between 31 and 35 and aged between 36 and over. When we look at Anova Table, we can see that significance value is higher than the significance level (0.05) for all questions except Q10, so H0 is true, that means there is no difference among age groups at Fortis in terms of employee loyalty for all questions except Q1O.  For Q10, significance value (0,017) is smaller than the significance level (0.05) so H1 is true, that means there is a difference among age groups at Fortis in terms of employee loyalty.
Q10: If I have an opportunity to work in a company which provides me better career paths, I will immediately resign from my current company
As can be seen from the Descriptive Table, the mean value gets smaller as the respondents’ ages increase. Since, this question is asked in the opposite way, it is very expected to give low scores to it. These low scores show that older Fortis employees are unlikely to leave from the bank when they have an opportunity to work in other company which has better career paths, so they are seemed to be more loyal than the younger employees. There are lots of reasons that explain this case. Firstly, 36 and over age group includes employees who are approaching their retirement period and for this reason, they want to be settled down in their current jobs. Changing job somewhat means starting from scratch. It brings out new responsibilities to the one who made this change. 
As a new employee, it is expected to prove yourself by your new employer. In order to prove yourself, you have to specify new objectives. In order to achieve the objectives, you have to work hard and this means that your workload will increase. This is an undesired situation for someone who approaches retirement period after working hard in many years and have already proved yourself in his/her current job and wanted to be settled down. 
Beside this, as a new employee, you will again go through performance appraisal and you have to be again exposed to legal probation period. This leads you to feel stress and pressure over yourself and this is again undesirable situation for all employees. Actually, changing job in the last years of working period necessitates courage to some degree because it is something to necessitate you to break your current system. It is something that takes over someone’s ambitions and ambition is something that is more common in younger employees. For older employees, changing job may affect their entire life.  
As I said before, changing job brings out new responsibilities to one’s life and new responsibilities bring out extra tasks. More tasks lead someone to work more than the past. Working more than the past in return affects one’s life order in negative way. All these changes in your life break your stability. In your current job, your wage is known, so your income is stable. The job which has better career paths does not always mean that you will earn more money. The employers that belong to this age group understand the difference between career and money very well. If there is any notion that will imply money in Q10, the responses will be different from our current responses. 
Earning more money in another job may also lead the employees in that age group to leave the Bank immediately. Because this question does not include any notion about earning more money, this age group of employees responded this question in the way that is different from their younger colleagues. In that age group, career is not something to sacrifice your entire life to it when we regard their current stabilities and current responsibilities. Changing job may lead you to lose your stable income. You may have a risk not to be successful in your new job and for this reason; your contract may be terminated in the probation period. Besides this, in our current business climate where employees lose their jobs, it is expected for employees who do not have much seniority to be the first one whose contract will be terminated. 
Seniority also affects employees in the way that employees who have much seniority are unlikely to change their current job since they do not want to lose their seniority payment. The employees in that age group are likely to be the ones who have much seniority in their current jobs and this is another reason why they do not immediately leave the Bank for another job that has better career paths.   
4.2.5 Hypothesis – 5
H0: There is NO difference between Fortis employees who participate to Development Academy and who do not in terms of employee loyalty

H1: There is a difference between Fortis employees who participate to Development Academy and who do not in terms of employee loyalty
In order to test this hypothesis, we again applied Independent Sample T Test. The results and comments are given below
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Figure 4.8: Group Statistics of Respondents in terms of Development Academy
When we analyze this table, we will find some mean value differences among questions. This difference is really significant for some questions. 
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Figure 4.9: Results of Independent T Test in terms of Development Academy
When we look at Table above, we can see that for Q1, significance value (0,000) is smaller than the significance level (0,05), for Q3, significance value (0,002) is smaller than the significance level (0,05), for Q4, significance value (0,003) is smaller than the significance level (0,05), for Q6, significance value (0,017) is smaller than the significance level (0,05), for Q7, significance value (0,000) is smaller than the significance level (0,05), for Q10, significance value (0,047) is smaller than the significance level (0,05), so H1 is true, that means there is a difference between Fortis employees who participate to Development Academy and who do not in terms of employee loyalty.
Q1: I think that I belong to this company

Q3: I proud of my company when I talk about it with other people
Q4: I advise other people to work in that company
Q6: I do not feel any loyalty to my company

Q7: I feel that I am the part of my company

Q10: If I have an opportunity to work in a company which provides me better career paths, I will immediately resign from my current company

As I expressed before, this Academy has two purposes; raising branch managers within the bank and increasing the employee loyalty of Fortis’ employees. This study showed that the respondents that have participated to Development Academy is precisely more loyal than the others especially in some questions and for this reason, it is right to say that this Academy is succeeded in increasing employee loyalty at Fortis. However, when we analyze the significance values of some questions, we found that respondents are seemed to be less loyal for some questions in the survey. For instance, when we look at the significance values of Q2, Q5, Q8, Q9 and Q11, we find that they are higher than the significance level (0, 05).  There seems to be some explanations for the attitudes of respondents towards these questions.
Q2: When I think as a whole, I precisely say that the bank I am working for is one of the best one in banking sector.
Q5: I prefer to work in that company than the other ones.
Q8: If I started from the scratch, I would again prefer to work in here

Q9: I do not think that leaving from the Bank for my own sake is not proper for me
Q11: If I leave the company, I cannot be sure that I immediately find another job similar to my current job.
It can be thought that if one is loyal to his/her company, then s/he should accept that it is the best in its sector. I do not think that it should be. The reason for this is that loyalty is a feeling of devotion in some sense and devoting or adhering oneself to something does not necessitate that thing to be better than its competitors or substitutes. One cannot be loyal to his/her company just because s/he thinks that it is the best company in its sector. There are other factors that make people to be loyal to their company. For instance, someone can be sure about that his/her company gives importance as an entity to its employees and offers services in order to develop them in terms of personal and managerial competencies. These are sufficient to make his/her to be loyal to his/her company. While s/he can be loyal to his/her company just because that reasons, s/he also knows that there are other companies in the same sector which are more prestigious and provides more benefits to their employees. Knowing this fact cannot change his/her feelings to his/her company, since s/he is not loyal to his/her company because his/her company is the best one in the sector. In other words, one can be loyal to his/her company although s/he accepts the fact that there are other companies in the same sector which are better in some sense than his/her company. Respondents may think in this way while they are answering Q2 and for this reason, its significance value became higher than the significance level. 
While Q2 can be explained in that way, Q11 can be explained in the way that this question evokes different feelings for respondents. When respondents encountered with this question, they think that this question asks for their competencies other than loyalty. They think that finding another job just like the current one is related with their competencies. If they answered this question in the way I prefer (giving scores 4 or 5 in 5 scale), they will accept that they do not find job because they are incompetent.  For this reason, it can be said that respondents answered this question because they are connected this question to the other things that are specific to them other than the concept of loyalty. 
On the other hand, respondents’ answers for Q5, Q8 and Q9 surprised me most. I do not even understand why respondents answer these questions in that way. For this reason, I talk respondents who I am good with and also answered all questions in the survey positively except these questions. 
For Q9, they mainly say that they are happy to work at Fortis. They are pleased with working conditions and the job and they think that they are loyal employees. However, they have some responsibilities such as taking care of their family or paying mortgage credits. If they are offered another job with more wages, they will accept it for the sake of their family. Moreover, they think that accepting such an offer does not point out that they are disloyal employees. They have been working for many years at Fortis Bank and they are working hard in order to make Fortis Bank one of the best Banks in Turkey. But, they claim that one should be professional in working life. If they have an opportunity to earn more money that provides them better life more than now, one should evaluate this opportunity. This evaluation has nothing to do with the loyalty and one should not be decided as loyal or disloyal according to the ideas about changing his/her job. If they are offered such a proposition and accept it, they will leave Fortis Bank with minimal hurt in the way that all processes are going on without any fault. In other words, they claim that they are loyal employees and changing their jobs does not show that they are no more loyal employees. 
Explanations why they answered for Q9 in that way are also same with the explanations of Q5. They claim that they are loyal employees and they have been serving their bank for many years. But, they know that there are other banks which have better conditions than of their Bank. By better conditions, they are implying the conditions which include more wages and more benefits. If they find an opportunity to work in one of them, they will leave Fortis and leaving from there cannot be accepted that they do it because they are not loyal to their bank. For this reason, they claim that they should answer this question in that way if they have such thoughts. 
Besides this thought, because of BNPP acquisition, there is an ambiguous ambiance that is dominant nowadays at Fortis TR. It is discussed that there will be a merger between Fortis TR and TEB after the acquisition of BNPP. This ambiguity emerged from these views leads employees to feel stress and pressure over themselves. They are afraid of being out of work if the top management of BNPP decides in the direction of the merger of Fortis Bank Turkey with TEB. They denote that this point as a reason for why they answer Q5 in that way. Again, they claim that they do not want to be judged as disloyal because they think in this way. Regardless of their feelings about Fortis, they experience sort of future anxiety and this feeling make all other feelings blurred. They denote that they are happy to work here, but facing with possible merger of Fortis TR and TEB, there may be some layoffs and they do not want to be one of them. It is unlikely for all employees to be at ease when they face with such a danger and they think that they have right to think in that way. For this reason, instead of experiencing such a stressful process, they prefer to work in another company. 
The ambiguity of Bank in terms of acquisition is also valid for the answers of Q8. Because of stress and pressure that they feel over themselves lead them to answer this question more negatively. They stated that if they foresee this ambiguity emerged from the acquisition before, they would most likely leave the Bank. By doing this, they do not even experience such a process; they feel themselves safe in terms of their job. 
Actually Q5, Q8 and Q9 were answered by relating these questions with the job security. Some Fortis’ employees do not feel themselves safe in terms of their employment because of the acquisition of BNPP leads to a merger between Fortis TR and TEB. As I said earlier in this project, job security is one of the important factors that lead employees to be more loyal to their company. When we analyze the results of some questions, we find out that some Fortis’ employees think that they are insecure in terms of their job. But they argue that they do not lose anything about their loyalty to their company. They are still loyal but only they have some conflicts about the current situation at Fortis TR and for this reason, they show that kind of attitude towards these questions.
4.3 FACTOR ANALYSIS

We made factor analysis in order to find the factors which variables in the survey fall under. As a result of this analysis, we get the information of which variables measure the same factor. The results of the KMO and Bartlett’s Test are presented below:
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Figure 4.10: KMO and Bartlett’s Test
KMO and Bartlett’s analysis help us understand if it is meaningful to do factor analysis. If Bartlett’s Significance is under 0.05 and KMO is bigger than 0.50, we may say that factor analysis meaningful. From the table, we see that all KMO (0,852) is bigger than 0, 50 and Bartlett’s Significance (0,000) is under 0, 05. If the results were not reasonable, we had to check each factor and the variables again. Sometimes even when the KMO and Bartlett’s results are as expected, the variables do not compose a meaningful factor. If that happens, we have to delete the variable which causes problem. 
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Figure 4.11: Factors in the Survey

When we analyze the table above, we see that there are three factors that the variables in the survey fall under. 

As below table indicates; Q1, Q3, Q4, Q5, Q7, Q8 and Q9 fall under the factor 1; Q6 and Q10 fall under the factor 2 and Q11 falls under the factor 3.
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Figure 4.12: Rotated Components Matrix
Q1: I think that I belong to this company

Q3: I proud of my company when I talk about it with other people
Q4: I advise other people to work in that company
Q5: I prefer to work in that company than the other ones.

Q7: I feel that I am the part of my company
Q8: If I started from the scratch, I would again prefer to work in this company
Q9: I do not think that leaving from the company for my own sake is proper for me
The respondents classified these questions under the same category because these questions are directly related with the term loyalty. They directly ask employers in what level they are in term of their loyalty to their company
Q6: I do not feel any loyalty to my company
Q10: If I have an opportunity to work in a company which provides me better career paths, I will immediately resign from my current company
The respondents classified these questions in the same category because both question were asked to them in the opposite way. This opposite asked questions were perceived by them in the same way.
Q11: If I leave the company, I cannot be sure that I immediately find another job similar to my current job.

Q11 falls under the third factor because it evokes different thoughts in the minds of respondents. First of all, employees may not understand that this question measures their loyalty because it seems to ask employees’ competencies. They may think that they are asked such a question not in order to measure how loyal they are but rather revealing how they evaluate themselves in terms of their competences, capabilities and talents.  If employees scored this question 4 or 5, they would accept that they do not find another job because they are incompetent. It is unlikely for employees to accept it. This question challenges them in terms of their competences and talents and for this reason; they related this question with not loyalty but other things such as competencies and talents.
5. CONCLUSION

In this paper, firstly, the loyalty was defined by its dictionary meaning. Secondly, employee loyalty was explained and its importance and companies actions in order to foster it were examined. Then, two former studies about employee loyalty were analyzed and my study, special case at Fortis TR, was examined.
In my study, I prepared a questionnaire and implemented this questionnaire on sample of Fortis’ employees. By this study, I aimed to show that a specific training program, Development Academy, has positive impact on loyalty of employees. The employees who participated to Development Academy show higher levels of employee loyalty. Before analyzing this, employees were analyzed by taking other variables into account such as gender, age groups, location and municipalities. According to this analysis, it is found that older workers show more loyalty to their company than the younger colloquies when we regard Q10. There is no difference among Fortis employees when we take variables; gender, location and municipalities into account.
As it is expected, it is found that Development Academy has positive impact on loyalty of employees. For the questions; Q1, Q3, Q4, Q6, Q7, Q10, respondents who participated to Development Academy is found to be more loyal. For this reason, we can say that Development Academy achieves its goal; increasing employee loyalty at Fortis TR. 

The employees states that presenting such a training program shows that Fortis TR really cares for their employers. They feel that they are worthy for Fortis TR because Fortis TR are closely interested with them in order to improve themselves for personal and managerial. Knowing that, in return, makes Fortis TR to be more valuable for them and for this reason, they embrace their job as their own jobs and more loyal to their company. 
On the other hand, there are such questions which employees from Development Academy answered in a way that it surprised me. In order to understand why they answered these questions, I talked to them and tried to learn the thoughts about those questions. After the conversation, I learned that this situation most likely occurs because of the acquisition of Fortis with BNPP. Except this ambiguity, they stated that everything at Fortis TR is all right. 
There are three factors that the variables in the survey fall under. The first factor is that some questions are directly related with the term loyalty and for this reason; respondents classified those questions under the same category. The second factor is that Q6 and Q10 are the questions which are asked in the opposite way and for this reason; respondents categorized them in the same group. The third factor is that Q11 is perceived by employees in the way that it is more related with their competencies rather than their loyalty, for this reason, they classified this question in different category.
As it is expressed before, loyalty is very important in the sense that all companies want to have loyal employees in order to obtain a sustainable place in today’s business climate. Companies can become stronger in terms of their profitability with the help of their loyal employers. For this reason, companies should do something to provide and foster employee loyalty within their companies. Fortis’ action about employee loyalty is to present Development Academy to its employees. By this academy, it aims to foster employee loyalty within the bank. When we analyze the results of the survey, we can find that there is a difference among Fortis employees in terms of Development Academy. The employee who participated to Development Academy shows higher level of employee loyalty and for this reason, we accept that Development Academy achieves its goal and for this reason, it is beneficial for Fortis to keep that training program in progress.
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