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Abstract: 
The analysis of individual customer styles and values (analysis Life Styles 

Inventory LSI) is a development tool that allows people in any environment to identify 
and understand their preferences and patterns of thinking styles and how they perceive 
themselves. 

LSI analysis offers the opportunity to discover and improve behavior and 
thinking styles, which will lead to increased productivity in socio-economic and cultural 
life, better results, better use of own resources, and other structural changes which will 
help increase performance. 

The implementation of a statistical survey questionnaire can turn into 
statistical information the processing the customers’ preferences. Customer preferences 
can be analyzed but also influenced to some extent and method comparison and 
statistical survey provides relevant data necessary for overlapping strategic decisions. 
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Subject to statistical analysis of customer preferences, the analysis 
of individual customer styles and values (analysis Life Styles Inventory 
LSI) is a development tool that allows people in any environment to 
identify and understand their preferences and patterns of thinking styles 
and how they perceive themselves. 

This tool is based on research of the effects of thinking styles and 
the way in which people perceive themselves. Life Styles Inventory 
analysis (analysis of styles of thinking) is based on the idea that in order to 
understand and change a certain behavior it is necessary first to identify 
feelings and thoughts that are sources of motivation in everything we say 
and what we do. Analysis of LSI allows people to decide themselves what 
they want to change the way they perceive themselves and others, so the 
final result to be a significant improvement in their behavior effectiveness. 

Our thoughts say something about us and how we run our life. 
The way how we think determines how we perceive reality, how we relate 
to others, how we solve problems and take decisions that affect us. Thus, 
the effectiveness with which we run our life is directly related to the 
quality of our thoughts. Considering the styles that have developed over 
time affects us what we intend to achieve in general, how you deal with 
pressure and crisis, how we relate together, how to develop relationships 
with them and even how we gain support and cooperation. The 
researches demonstrated the success of an organization, regardless of the 
activity is directly influenced by the quality of its customer thinking styles 
you need to understand their needs deciphering. 

The Analysis of LSI offers people the opportunity to go through a 
structured approach to self-observation to help them identify the 
consequences of their behaviors both in their personal life (as a result of 
their perception assessment) and on others (as a result of evaluating 
perceptions other people). LSI analysis offers the opportunity to discover 
and improve behavior and thinking styles, which will lead to increased 
productivity in socio-economic and cultural life, better results, better use 
of own resources, and other structural changes which will help increase 
performance. 

The LSI analysis provides a model that describes 12 styles which 
can be positioned on circumflex-disc diagram according to the needs that 
they promote.  
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Thus, styles can be classified into two categories: styles that 
promote satisfaction needs and styles that clearly promote security needs 
to be task oriented or relationship to the (people). 

The styles can  also be classified into three categories: 
Constructive styles - styles which reflect the thinking and 

behavior-oriented needs of satisfaction: the ability to determine the 
relationship between others and work effectively with others and 
effectiveness in performing their duties. Styles that are in this category are: 
style results, self-development style, humanistic-encouraging style and 
style affiliation. All styles are constructive ways of thinking and behavior 
and positive benefits that result directly obtain personal satisfaction of 
customers.    

Passive-defensive styles. These styles of thinking and behavior 
reflect self-protection that ensures the security needs in interaction with 
others (relationship orientation). Styles that are in this category are: style 
approvingly, conventional style, style subordination and avoidance style. 
Styles that are part of this group is characterized by personal security 
needs. These styles show a defensive approach to life. People with high 
scores for these styles behave as if at any time must defend the people or 
situations that they find threatening. Usually, people / customers with a 
high score in these styles believe that to enjoy the appreciation of others is 
important to do what others want from you, being a person<<normal>>, 
which does not threaten others in any way and do not attract attention. 
The <<passive>> of these styles comes from the fact that people who 
have this style works to fulfill security needs. They choose to be 
influenced and act according to others, without resistance or opposition. 
People with high scores for these styles prefer relationships. However, 
these styles affect the quality of relationships and paradoxically just people 
limit their potential. 

Aggressive-defensive styles – these styles of thinking and behavior 
reflect normal self-promotion that provides security needs related to 
maintaining the status / position in its efforts to accomplish their tasks 
(task oriented). Styles that are in this category are opposition style, power 
style , competitive style and perfectionist style. This group of styles 
highlights the individual's inner need to protect the interests of the tasks. 
People with high scores for these styles protect their sense of self-worth 
and position through aggressive promotion of the self. And these styles, 
just like the passive connotation of a strong defense. However, the 
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difference between the two types refers to the fact that people defend 
aggressive styles of others, directly or by force. Rather than do what they 
want others and not stand in the way, aggressive-defensive styles people 
defend themselves by trying to control people or situations themselves are 
facing. 

The Results-style indicates a interest in style and our ability to 
obtain quality results in projects that challenge us. People who have a high 
score of this are people who easily solve the problem, make plans, and 
start working with enthusiasm. They are willing to achieve their goals. The 
question that characterizes people with this style is: <<What should I do 
and how? >>. Scores high on style results correlate positively with 
indicators of personal and professional effectiveness. People who have a 
high score for this style are characterized by the following types of 
behavior: their own motivation to achieve success that comes from their 
beliefs and values, realize and believe strongly that they can make a 
difference in what they do, they set their own references to measure 
success in everything they do, have a direct approach to tasks and orient 
themselves toward their achievement, are people who do not hesitate 
media to take risks, know how to choose the most suitable members for 
their teams, see the core problem and solve it so easily, long-term plan 
and have a good capacity for anticipation. 

Self-development style is characterized by an unconventional but 
very personal approach to success in life. People with this are people who 
have a high level of acceptance of self and they struggle to accept the 
highest degree and others. They are people who approach life as a 
continuous process of development and are interested in experiences that 
often cause them to evolve. The question that people with this style are 
characterized is:  << What can I do to benefit as much from this 
experience and therefore to enjoy everything?>>. 

People who have a high rating for this style are characterized by 
the following types of behavior: they are interested in its evolution and 
development they enjoy and live fully the present moment, are responsible 
for their person, are interested in new experiences that open approach and 
direct, they have a great capacity for creativity and innovation, are people 
confident in their powers, are responsive, honest and direct, become very 
involved in what they believe. 

Humanist-style indicates a strong interest in encouraging people 
and to the growth and development. Managers, leaders who have a high 
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score for this style have a fine knowledge of human psychology and are 
willing to spend time to understand others. They know that if you spend 
time with their subordinates, this will be reflected in the motivation that 
they have, which will result in increasing their level of performance. 
Humanistic-encouraging style reflects the interest and our ability to inspire 
people around them. To get this style, you need to accept yourself and 
others as you. These people have confidence in the ability of others to get 
things to finish and therefore support and encourage them in every effort. 
The question that characterizes people with this style is: <<What are and 
what their needs are those from me? , How can i help in the evolution / 
their personal growth?>>. People who score high in this style is 
characterized by the following types of behavior: know how to identify 
the strengths of others, believe in their potential for growth and 
improvement and encourages, have a healthy approach to relationships, 
based on growth, provide a positive environment and support that I 
inspire others to grow sis to develop, ask relevant questions to help others 
find their own answers. 

Affiliate style is characterized by a desire for social interaction. 
This style measures the degree to which style membership appreciate the 
relationships we have with others, as well as our ability to develop and 
maintain. People with this style of social relationships and appreciate the 
pleasure of being in the company of other people. The question that 
characterizes people with this style is: <<What do I have to do to enjoy 
the other’s company?>>. People who have a high score for this style are 
characterized by the following types of behavior: they feel the need to 
develop relationships based on reciprocity, and have developed excellent 
skills relational easily share their feelings, others support them and make 
him feel important and valuable, cooperate and work well in teams. 

While the desire to be liked by others is natural, approver style is 
characterized by desire, need to be accepted by others. If not satisfied, the 
need for approval may have consequences such as disappointment, hard 
feelings and only one side benefic relationships. Approver style indicate 
the extent to which we feel need to be approved internal so others in how 
to feel valued and appreciated. People are so interested approver style to 
please others that many times the price paid is giving up convictions, 
beliefs and values. At work, a high score for style approver may suggest 
indecision, procrastination and inability to act. 
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Conventional style is characterized by a constant need for 
integration of environmental and seemed <<Normal>> in front of 
others. Bureaucratic organizations tend to attract people with 
conventional style: these are the platforms that are comfortable in an 
environment you know that are familiar and you have to execute things in 
ways predetermined known in advance.  

Conventional style measures concern individuals to pass 
unnoticed. People with conventional style can be agreeable and co-
workers that you can rely on but who lack creativity and imagination and 
therefore has a high resistance to changing. He question that characterizes 
people with this style is: <<how this thing was done before?>> People 
who have a high score for this style is characterized by the following types 
of behavior: they obey the rules and authorities without questioning, they 
have a lack of initiative on the rules as a source of comfort and security 
will go unnoticed. 

Subordination style is characterized by the need for security and 
self-protection. Style of thinking and behavior of subordination is often 
the result of temporary changes in life such as a promotion or a divorce. 
When appearing as a result of such changes, an attitude of subordination 
disappears as soon as the situation is resolved. Subordinate style measures 
the degree to which we believe that our efforts matter. People with 
subordination style lack the feeling of being in control of their lives: they 
are happy to let others to lead or direct them. If there are feelings of 
helplessness left voluntarily on their persons subordinate style may 
decrease self-esteem and can lead to trouble. People who have a high 
rating for this style are characterized by these types of behavior: they are 
people who feel threatened by others and who are afraid to be rejected, 
they have a passive attitude, no respect for themselves, have difficulty in 
adopting decisions, they feel helpless, they rely on others to be led. 

A low score for the Avoiding style shows a tendency for normal 
avoidance style to adapt to new situations that people respond to or 
exposure to a new environment and a high score indicates difficulties of 
adaptation.  

When this is the predominant style of a person, a consequence is 
the less confidence in themselves and others. Avoiding style shows us a 
tendency / preference to withdraw when we are confronted.  
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This may involve hiding true feelings and immediate withdrawal 
when a threat is perceived. Isolating a person can cause emotional and 
physical difficulties. 

While trying to clarify someone and refine his ideas through 
questions can be an important ability, a high score in the opposition style 
indicates a destructive way to gain important and to feel better. 
Opposition style shows the degree to which people use the disapproval 
strategy in order to attract attention. People with this style disapprove 
others opposed him for the sake of argumentation. Their weakness is the 
desire to be seen as superior to other people, for which they use sarcasm 
and verbal aggression in order to reduce to silence the opponents. 

Power-Style indicates the tendency to control others for the sake 
of the feeling of power. People with high scores for this style are 
preoccupied with their own prestige status. There are people who lack 
trust in others and believe that force, intimidation and coercion are 
necessary to achieve desired results. The style reflects the extent to which 
we value our ability to dominate others. 'The “need'' to be in control at all 
times can lead people with a sense of distancing style power to others: it 
prevents them develop positive and healthy relationships with others. 
People who have a high score for this style are characterized by the 
following types of behavior: they feel threatened by attempts to 
undermine the authority are, on other what to do rather than direct them, 
use their power to get what they want and have difficulty accepting 
criticism. 

Although society promotes competitive style and therefore the 
idea that to achieve success you need to be competitive, this style is not an 
effective predictor of success in any area of life. Competitive style show 
extreme concern to see that the we are <<better>> than the one next to 
us. This makes our attention to move the focus to something better, the 
concentration to do better than that from me. Competitive style scale 
measures our need to feel valued by comparison with others. People with 
high scores for this style need to be competing to solve their doubts about 
the person and their skills. 

Although usually we think that perfectionism is a way to achieve 
better results, the term actually describes a perfectionism defensive 
approach to life which can lead to very painful in the physical 
manifestations of people. Thus, perfectionism usually can be correlated 
with a number of diseases. The perfectionist style is characterized by an 
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intense need to work <<To highest level>> in order to get 
<<impeccable>>  results. People who adopt this style in everything they 
do show their inner desire to be not reproach anything to be seen by 
others as being <<perfect>>. In their pursuit of perfection people with 
this style, they set unrealistic goals typically and then blame them not 
reaching for. They are tensioned people who can relax very hard, and this 
fact alienates them from others. Also, usually they don’t have a clear list of 
priorities in their life.  

People who have a high score this style are characterized by the 
following types of behavior: ask a lot from themselves and from others, 
linking the value of its own capacity to perform its tasks, are excessively 
concerned with details, notability to manage or express emotions. 

The Styles of serving clients and customers were researched, 
developed and analyzed by Professor Robert A. Cooke and his team, 
according to the model below: "How would you describe how you usually 
treated by the people of the organization or department that you were 
asked to /measure it? " 

Below there are 48 statements that refer to behaviors and personal 
styles that might be shown by customers, sales people, respectively, 
customer-care employees or other persons who interact directly with 
clients and buyers.  

 
Choices: 
1. Not                                 4. Largely 
2. In lesser extent                5. Heavily 
3. Moderate                        6. Do not know 
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I believe that the implementation of a statistical survey 
questionnaire can turn into statistical information the processing the 
customers’ preferences. Customer preferences can be analyzed but also 
influenced to some extent and method comparison and statistical survey 
provides relevant data necessary for overlapping strategic decisions.  

A system of indicators for assessing the financial and banking 
activities not only provides information about customer preferences. Each 
client has an aggregate of preferences adjusted to their needs, which can 
be influenced depending on what the market offers at a time 
corresponding to the culture and society level. Thus, the customers’ 
preferences manifest in a social, economic and cultural context. 

Therefore, we can subscribe to six psychological influence 
principles that can be applied in any socio-cultural space, and these are: 
reciprocity, lack or deficit, authority, consistency, sympathy and 
consensus. 
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