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THE OPINIONS OF THE PRINCIPALS ABOUT THE EFFECTIVENESS OF
VALUES EDUCATION AND THEIR SUGGESTIONS ABOUT HOW TO TEACH
THEM
* Recep Hatipoğlu, Lecturer, , İnegöl Vocational School, Bursa Uludağ University, Turkey
rhatipoglu@uludag.edu.tr
ABSTRACT
Values play an important role in affecting and forming peoples’ attitudes and behaviours.
They are an important part of our daily life. We usually lead our lives and decide according
to these values. We gain most of the values that we share with people at educational
institutions. At this point, the opinions of the principals become very important because they
can always observe how effective the teaching of the subjects related to values is. This study
was conducted to determine the opinions of the principals about the effectiveness of the
teaching of the subjects related to values and their solution suggestions about it. Data were
collected by interviewing face-to-face with 15 principals from different schools. Content
analysis and codification method were used to analyze the data. Data analysis is going on.
The collected data will be discussed in terms of the methods of values education applied in
Turkey and the primary, secondary and high school students’ attitudes and behaviours about
values.
Keywords: Values, values education, principals in values education, principals’ opinions
Main Conference Topic: Educational Sciences

INTRODUCTION
Halsted, Taylor & Taylor (2000) describe values as “the principles and fundamental
convictions which act as general guides to behaviour, the standards by which particular
actions are judged as good desirable.”

According to Ergil (1984), “social values are

moral beliefs and principles that are accepted by the majority so as to ensure the
continuity of a society.” Values play an important role in affecting and forming peoples’
attitudes and behaviours. They are an important part of our daily life. We usually lead
our lives and decide according to these values. We gain most of the values that we share
with people at educational institutions. Türkkahraman (2014) states that “human beings
evaluate the universe and knowledge with what they hold as values.”
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As it is known, one of the aims of the education is to transfert the values of the society
from a generation to another and educators play an important role in transferring these
values. Akbaba Altun (2003) states that educators should ask themselves some important
questions such as ‘what values should I own as an educator; what kind of principles
related to working ethics should I own’. The whole educational environment plays an
important role in gaining the values and being sociolized.

In The New Zealand

Curriculum for English-medium Teaching and Learning in Years 1-13 (2008), values are
specified as follows:


Excellence, by aiming high and by preserving in the face of difficulties



Innovation, Inquıry and Curiosity, by thinking critically, creae, and



tively and reflectively



Diversity, as found in our different cultures, languages and heritages



Equity, through fairness and social justice



Community and participation fort he common good



Ecological sustainability, which includes car efor the environment



Respect, for themselves, for others and for human rights



Integrity which involves
-

Being honest

-

Being responsible

-

Being accountable, and

-

Acting ethically

Türkkahraman (2014) points out that “continuity of values in the 21st century is especially
important because of the qualities of this age that is characterized by technological advances
and in the globilized world, to set the principles of values education in an era in which values
move around senselessly.
Türkkahraman (2014) classifies the hierarchy and the categorization of values as follows:

Some values such as working, producing, and being honest are

more

important than the others in the social life. Secondly, individulas achieve
their desires one by one an done after another. Hence, we can

always

talk about the hierarchical structure of values such as a pyramidal one.
What rest behind an individual’s success are not one or two values, but
a set of values.
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As for the categorization of values, Türkkahraman (2014) states that values are divided
into three categories: social values, national values and global values.
Social values are criteria shared by the majority of a society in an ideal
sense, all of which lead them to the better society. Social values regulate
and organize daily life. Such values as honesty, sedulity, helpfulness,
and modesty are some of these social values. (…)
National values are values that are necesssary for a nation’s unity and
existance. For example, for Turks, the sacredness of the flag and love for
the country and the indivisibility of the country are among national values.
Global values are the values that are shared by all societies.

Just as

traditional values differ fromone society to another and change in time,
globalization brings new dimensions to modern societies which do not
differ from traditional ones. In other words, the way societies see virtue and
morals, neighborhood relationships, trust and patronage, fidelity and betrayal,
secrecy and privacy, love and tolerance, respect and fear either change or
deteriorate under the influences og globalization. (Türkkahraman, 2014).

According to Fichter (1990), some functions of values are as follows:
1) They show the ways of thinking and behaving ideally.
2) Values are used as means in judging.
3) They make people focus on useful and important cultural objects.
4) They play a role as a guide to adopt and realize social roles.
5) They perform as social control and resistant tools.
6) They provide solidarity.
Türkkahraman (2014) points out that “the purpose of values education is to give the
individual confidence and the consciousness of being an individual and variables such as
learner, teacher, school environment or atmosphere, family, society, environment etc. are
considerably important in the acquisition of values.” According to Türkkahraman (2014), the
most important issues in value education are as follows:


One of the most important issues of value education is to determine which values to
be gained. For example, social values (traditions and customs) and official authority
3
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(government) are the sine qua non of value education. Therefore, the authority’s
decision on which values to teach as well as what the society values are the main
problems of values education.


Another vital issue in value education is to decide on to waht extent social, national
and global values should be included into programme.



Additionally, deciding on the level of learners, the way and quantity of teaching are
also important in values education.

For instance, the most crucial years in the

formation of permanent values are the childhood years when children’s minds are
pure. It is very difficult to change the values that are gained in these years.


The last issue in values education is to decide the lind of model or method that will be
followed. Many factors (such as family, school, religion and media) play roles in
forming the individual’s mental or moral world. Unless these social institutions
constitute a synergic blend, the values that are taught at school will be inadequate for
the values education. In this sense, it is essential, for this kind of institutions, to
collaborate for the target within the framework of blended model.

To sum up, school environment is very important for values education and principals and
educators play an important role in teaching them.

1. The aim
The aim of this research is to investigate the opinions of the principals about the
effectiveness of values education and their suggestions about how to teach them. The
questions to investigate the principals’ opinions about the effectiveness of values
education and their suggestions about how to teach the values were as follows:

1. Do you think that values education is necessary at school?
2. Do you think that values education is useful?
3. At which stage should values education be given? Pre-school, elementary,
secondary, high school?
4. Which value (s) should be given at pre-school, elementary, secondary and high
school stage?
5. What teachers (teacher of moral values and religion, teacher of history,…) should
give values education?
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6. How should values education be applied so that it can be more useful?
7. When we take today’s living conditions into consideration, what is the most
important issue in values education?
8. What is role of families in values education?
1.1. Participants
The participants were the principals of public elementary, secondary and high
schools. A total of 15 voluntary principals ( 5 elementary school, 5 secondary school
and 5 high school) at the 2016-2017 Academic Year participated in this study.

2. Research Methodology
In this study, the face-to-face interview technique was used and a 8-items interview
form was developed by using national and international sources related to literature
review. Within this scope, the principals participated in the study were interviewed
face-to-face.

2.1. Data collection
In this study, the data were collected through a semi-structered interview technique.
An interview form of 8 open-ended questions was prepared by the researcher. In order to
make reliable, these questions were asked to two specialists in educational sciences and they
were formed according to the specialists’ opinion and suggestions. The data were collected
by interviewing 15 voluntary principals between 12-30 June 2017. The answers given by the
principals were written on the interview form by the researcher during the interviews. The
interviews lasted about 25-50 minutes
Ekiz (2009) states that the data collected through the interviews and the analysis are
presented to the participants and controlled if the researcher’s understanding and
interpretation are correct;
participant’s tells.

if there is a mistake, it is corrected according to what the

In this context, the opinions and suggestions of the principals were

confirmed and it was tried to get the reliability.
The following questions were asked to the principals during the interviews:
1. Do you think that values education is necessary at schools?
2. Do you think that values education is useful at schools?
3. At which stage should values education be given? Pre-school, elementary,
secondary, high school?
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4. Which value (s) should be given at pre-school, elementary, secondary and high
school stage?
5. What teachers (teacher of moral values and religion, teacher of history,…) should
give values education?
6. How should values education be applied so that it can be more useful?
7. When we take today’s living conditions into consideration, what is the most
important issue in values education?
8. What is the role of families in values education?

2.2.Data analysis
The data obtained by determining the principals’ opinions about the effectiveness of
values education and their suggestions about how to teach them were analyzed
according to the main category and subcategories. The content analysis technique
was used in analysing the quantitative data obtained through open-ended questions.
The content analysis gives researchers the possibility to analyze the data in dept and
to expose the category which is not explicit before and its dimensions. The main
object in content analysis is to reach the concepts and relations that will be able to
explain the obtained (Yıldırım and

Şimşek, 2006).

The data obtained through

interviews were analyzed at three stages: the identification of the categories, the
sampling and the codification (Mayring, 2000). In the study, the main categories and
subcategories were presented first, and some examples of the principals’ opinions
obtained through questions were cited. Since the participiants’ private professional
lives and opinions will come in view, using their names directly is not ethic (Ekiz,
2003). In general, researchers are suggested to change the participants’ real names
and use nicknames. This is an important way to hide the participants’ identities in
researches (Patton, cited by Kılıç, 2009: 42). In this study, the direct citations were
used to quote the principals’ opinions by giving a number to each principal. Instead
of their reals names, codifications like P1 (principal) or P2 were used. The principals’
answers to the questions were coded by two researchers separately. The identified
codes were examined by the researcher first, and then by an instructor specialized in
her field and educated in data analysis separately, and in the end, the ‘agreed’ and
‘disagreed’ codes were identified. Later, necessary arrangement were done. The
percentage and frequency values were used in analyzing the data.
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3. Findings
In this part, the findings obtained from 15 principals working at elementary,
secondary and high schools in İnegöl, Bursa, Turkey and the implications related to
these findings were presented. All of the participants were male and 5 of them were
the principals at elementary schools, 5 at secondary schools and 5 at high schools.
1. The first question was ‘Do you think that values education is necessary at school?’
The analysis was indicated in Table 1.

Table 1. The necessity of values education at elementary, secondary and high
schools in general.
F

%

Absolutely necessary

2

̴ 13,3

Necessary

11

̴ 73,3

Not much necessary

1

̴ 6,6

Necessary for some points

1

̴ 6,6

Total

15

100

When Table 1 is examined, it can be seen that the ‘necessary’ category has the highest
frequency.
P1 stated that values education is extremely necessary because children learn a lot of bad
things through media. According to P3, it is necessary since parents are at work and they
can’t care of their children enough.
The question ‘Do you think that values education is useful at schools? was accepted as the
main category. The categories obtained from the analysis and the subcategories were
indicated in Table 2 and 2.1.
Table 2. The effectiveness of values education at elementary, secondary and high
schools.
F

%

Useful

9

60

Not % 100 useful

5

̴ 33,3

Not efficient

1

̴ 6,6

Total

15

100

When Table 2 is examined, it can be seen that the ‘useful’ category has the highes
frequency.
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Table 2.1. The conditions of being useful of values education at schools.
F

%

4

̴ 26,6

4

̴ 26,6

Feedback should be received

1

̴ 6,6

Application

be

1

̴ 6,6

very

5

̴ 33,3

15

100

Everybody should be a good
model for students.
Teachers

should

be

enthusiastic about teaching
values.

should

correct.
Application

is

important.
Total

When Table 2.1. is examined, it can be seen that ‘Application is very important’ category has
the highest frequency. P10 thinks that the teaching of values education can be more useful if
the teaching staff are eager. According to P11, everybody should be a good model for
children so that values can be useful. P12 stated that children should internalize values so
that they can be permanent. Onthe other hand, P2 said that the teaching method should be
more practical than theorical.
Table 3. The education level to teach values.
F

%

At pre-school

3

20

At elementary school

7

̴ 46,6

At secondary school

3

20

At high school

-

-

At every level

2

̴ 13,3

Total

15

100

As seen in Table 3, the ‘Elementary school level’ item has the highest frequency. Nobody
said that values education is necessary at high school level. P7 stated that values education
should be given at secondary level because children are at adolescence period and they begin
to become distant at this period. According to P8, they should be given especially at the
elementary school level because “As the twig is bent so is the tree inclined.”
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Table 4. The matching of school levels and values.
The interview question, ‘Which value (s) should be given at pre-school, elementary,
secondary and high school stage?’ was accepted as the main category and the obtained
categories and subcategories were shown at Table 4.

Table 4.1. Pre school and elementary school
F

%

Tolerance

1

̴ 6,6

Honesty

2

̴ 13,3

Responsibility

3

20

Being respectful

5

̴ 33,3

Loving others

3

20

Being a good human

1

̴ 6,6

Total

15

100

As the table 4.1. is examined, it can be seen that the ‘Being respectful’ category has the
highest frequency.

Table 4.2 Secondary school
F

%

Being respectful

5

̴ 33,3

Patriotism

3

20

Moral values

2

̴ 13,3

Responsibility

2

̴ 13,3

Honesty

2

̴ 13,3

Industriousness

1

̴ 6,6

Total

15

100

As seen in the table 4.2. the ‘Being respectful’ category has the highest frequency.
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Table 4.3. High school
F

%

Moral values

4

̴ 26,6

Patriotism

3

20

Being a good human

1

̴ 6,6

Tolerance

1

̴ 6,6

Being respectful

3

20

Empathy

1

̴ 6,6

Responsibility

1

̴ 6,6

Honesty

1

̴ 6,6

Total

15

100

When Table 4.3. is examined, it can be seen that the ‘Moral values’ category has the highest
frequency. In addition to his response, P2 also pointed out that values may be taught without
categorizing them.
The fifth interview question was ‘What teachers (teacher of moral values and religion,
teacher of history,…) should give values education?’ The analysis was shown in Table 5.

Table 5. The branches of teachers to teach values.
F

%

Elementary school teachers

1

̴ 6,6

All teachers

14

̴ 93,3

Total

15

100

As seen in Table 5, all of the principals think that all teachers should be responsible of
teaching values. P2 stated that the issue should be taken into consideration from the
humanistic point and as a result, all teachers should be responsible.
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Table 6. The teaching type of values to ensure the permanence of values.
F

%

Families should be educated.

3

20

Families should engage in

3

20

2

̴13,3

4

̴ 26,6

2

̴ 13,3

1

̴ 6,6

15

100

teaching values.
Visits to some places (for
example, nusing home,…)
should be organized.
Theatre

plays

related

to

values should be performed
by students.
All teachers and personel
should be a model.
Social activities should be
organized.
Total

When Table 5 is examined, it can be seen that the ‘Theatre plays related to values should be
performed by students’ has the highest frequency, but the ‘Families should be educated’ and
‘Families shold involve in teaching values’ have also a frequency close to ‘Theatre plays
related to values should be performed by students.’ According to P1, good examples should
be shared out with other schools. P3 also stated that club activities related to values can be
organized. P10 pointed out that campaigns can be organized; for example, Money can be
collected among students to buy a wheel chair for a handicapped student in order to teach
helpfulness.
The seventh question was ‘When we take today’s living conditions into consideration, what is
the most important issue in values education? And the results were shown in Table 7
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Table 7. Today’s most important value to be taught according to the principals
F

%

Tolerence

1

̴ 6,6

Empathy

1

̴ 6,6

Being respectful

4

̴ 26,6

Responsibility

5

̴ 33,3

Being a good human

1

̴ 6,6

Loving other people

1

̴ 6,6

Honesty

1

̴ 6,6

Mercifulness

1

̴ 6,6

Total

15

100

When the Table 7 is examined, it can be seen that the ‘Being respectful’ and ‘Responsibility’
have a close frequency but the ‘Responsibility’ has the highest frequency. P12 stated that
being a good man is more important than occupation or faith.
The last interview question was ‘What is the role of families in values education? And the
results were shown in Table 8.

Table 8. The role of families in teaching values.
F

%

1

̴ 6,6

Parents should be educated.

7

̴ 46,6

Messages related to values

2

̴ 13,3

1

̴ 6,6

4

̴ 26,6

15

100

Family is the most important
factor in teaching values.

should be given through
public service ads.
Soap
moral

operas
values

emphasizing
should

be

produced.
Parents should be a good
model.
Total

12
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As seen in Table 8, most of the principals think that parents should be educated about
teaching values. The ‘Parents should be educated’ has the highest frequency as it was seen in
Table 8. According to P12, soap operas evoking moral feelings should be increased on TV,
the ones affecting in an negative way should be banned and public service ads related to
moral values should be emitted on TV at prime time. P1 stated that parents should follow
their children if they behave in a good way. According to P11, the most important factor in
teaching values is the families and the rate of the family’s role is %90, but the teacher’s is
%10.

4.Discussion
The findings of this research carry implications for principals, teaching staff and families
especially within domestic schools.

The primary implication for school managements

concerns their awareness of the importance of social values and the methods to teach values
at schools. Most of the principals think that teaching values at schools is necessary but the
teaching method should be chosen properly. They also think that if values are taught at
elementary school, it will be more permanent for students.

In a study carried out by

Çengelci, et al. (2013), it is stated that, according to the teachers, basic values that should be
given at school are loving others, being respectful, tolerance, helping each other and
responsibility. It is also stated, in the same study (2013), that school, parents and community
should collaborate with each other to make students gain values. In another study by Tay and
Yıldırım (2009), it is stated that teachers are important in teaching values. According to the
principals, everybody (family members, all the teachers and the staff at school) should be a
good model for students they want that values be permanent. Ekşi (2003) states that one of
the most important tasks
(related to values education) of schools is to bring succesful students adopting basic values
and academically succesful. In a study by Kurtdede Fidan (2009), according to the candidate
teachers, families have importance in teaching values.

In this study, the principals think that at preschool, elementary school and secondary school
the value ‘Being respectful’ should be taught primarily, but the values ‘Responsibiliy’ and
‘Loving others’ are also other values to be taught. At secondary school, in addition to the
value ‘Being respectful’, ‘Patriotism is another value that should be taught primarily. At high
school, the principals think that social values, without making a distinction, should be taught
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together; ‘Patriotism’ and ‘Being respectful’ are other values that should be taught according
to them. On the other hand, the values ‘being respectful’ and ‘Responsibiliy’ are the most
important ones to be taught primarily according to the principals. On the other hand, the
values ‘being respectful’ and ‘Responsibiliy’ are the most important ones to be taught
primarily according to the principals. In the study by Yiğittir and Öcal (2011), according to
the high school history teachers, students should be taught the values such as patriotism,
historical awareness, sensitiveness about cultural and historical heritage, having moral and
national values, being respectful and industriousness. In the study by Çengelci, at al. (2013),
it is stated that, according to teachers, responsibility is an important value that should be
taught.

To teach values, all teachers (not only teachers of moral values, teacher of history, or another
one) should engage in the process according to the principles. The importance and effect of
particularly family and social environment have been shown with a lot studies in literature
(Berkowitz and Bier, 2005; Çengelci, 2010; Kuş, 2009; tepecik, 2008; Yıldırım, 2009;
Yiğittir, 2010). In the study by Çengelci, at al. (2013), it is pointed out that ‘teachers
perceive values education as a multi-dimensional field that covers school, family and
environment. It is also stated in the same study (2013) that
‘honesty, rights and responsibilities are the values at the forefront at the school where the
study took place.’

The permanence of values is very important, so to ensure the permanence, they think that
theatre plays are very important, so plays related to values should be organized frequently
and students should involve themselves in plays. In a study by Yeşil and Aydın (2007), it is
pointed out that teachers should choose suitable methods to teach values so that students learn
them by experience and discussion, role-play, drama, case study can be good methods.
Özmen and et al., (2012) found out that teachers chose the most being a role-model and moral
reasoning as values teaching methods. In a study by Çengelci (2010), it is stated that teachers
try to be a good model for students. Akbaş (2004), Fidan (2009), Meydan and Bahçe (2010)
point out that teachers should be a role-model for students in teaching values. Brady (1967)
points out that
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Another factor affecting the teaching of values is that families should be educated about the
importance of values and they should be engaged in teaching process. It is a fact that families
have great importance in teaching values, so the principles think that parents should be
educated primarily and they should be a good model for their children so that the values can
be permanent. In the study by Kurdede Fidan (2009), according to the candidate teachers,
families have great importance in teaching values.
5.Conclusion
This study shows that teaching values have great importance in educational process in
schools. It can be said that education should be helpful in the development of human being
and values are important components within this process. As Milan Darák (2004) points out,
“values are fundamentals, aims and also resources of education.” Values and effective
teaching should be taken together and, in that sense, the role of teacher has great importance
for effective teaching and the students. Since human beings gain important values at early
development stages, preschool, elementary school and secondary school periods are
especially important to make students gain values. In addition to teaching at school, families
are another factor which is very important in teaching values. So that families can engage in
teaching values, they should be educated through different means. To ensure the permanence
of values for students, family members, teaching staff and other personnel at school should be
a good model.
6.Some suggestions for further research
1.The bad behaviours that teachers face with their students can be studied according to
different levels and the ways to rehabilitate them can be investigated.
2. To find out the negative effects of parents on children, both parents and children can be
interviewed and the ways to rehabilitate them can be investigated.
3.Parents can be interviewed to learn their opinions on children’s bad habitsand the ways to
rehabilitate them in cooperation with the school can be investigated.
4.To find out the positive effects of theatre plays on children, parents and teachers can be
interviewed and some extra activities can be suggested.
5.To find out the negative effects of cartoon films on children, parents can be interviewed and
some proposals can be brought forward for the related authorities.
6. The boards at schools related to values can be investigated semiotically and their effects on
students can be studied.
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Abstract
In this paper are briefly presented the main results of a research conducted in Bulgaria in the
framework of the international project “International Standards training in vocational
education and training /VET/ for promotion of market relevant education” -ISTRA № 20161-BG01-KA202-023738, which is funded by the EC under the Erasmus+ programme. The
first section presents the ISTRA concept about technology enhanced VET in standardization.
Section 2 of the paper describes the research methodology, scope and the tools used for
conducting an extensive research focused on detecting the needs and requirements for
provision of modern and easily accessible training on standardization. Section 3 is focused on
the expectations of VET and Continuing vocational education and training /C-VET/ trainers
and students regarding the e-learning courses for obtaining the theoretical and practical
knowledge and skills regarding the ISO 31000 and ISO/IEC 27000 standards’ series. The
comparative analysis of results obtained by the elaboration of the collected data is briefly
presented. In the last section some conclusions are described.
Keywords: Vocational Education and Training (VET), Continuous VET, E-learning
Environments, ISO Standards.
Main Conference Topic: Education, Teaching, Learning and Learning

Introduction
Training in standards and standardization will increase the quality and relevance of
education as the ability for practical application of standards is a valuable asset to any
professional qualification. As pointed out in the European strategy for smart, sustainable and
inclusive growth Europe 2020 (Europe 2020) the economic crisis has brought high level of
unemployment in Europe and especially amongst graduates and young professionals.
Employment and education are two of the five measurable EU targets to 2020. The idea of
the ISTRA Project (ISTRA website) is related to the EC flagship initiative "An agenda for
new skills and jobs" to modernize labor markets and empower people by developing their
skills throughout the lifecycle with a view to increase labor participation and develop better
matching between skills and labor market needs. Enriching the knowledge and skills
provided by VET and C-VET with e-training on application of standards would be significant
and sustainable asset for the realization of this initiative. A key factor in this will be provision
of world–class level education about standardization, using a wide spectrum of learning
approaches including conventional and innovative methods”. (JWG-EaS)
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1.

Technology enhanced VET in standardization - the ISTRA Project
context

The project ISTRA is focused on the elaboration and promotion of open and innovative
digital materials and e-tools for teaching and learning how to apply and use internationally
recognized series standards ISO/IEC 27000 (for information security management systems)
and ISO 31000 (for risk management systems) (ISO/IEC 27000 family, ISO 31000:2009).
The requirements of these standards are generic and are intended to be applicable to all
organisations, regardless of type, size or nature. They can be used by any public, private or
community enterprise, association, group or individual and is not specific to any industry or
sector and can be applied to a wide range of activities, including strategies and decisions,
operations, processes, functions, projects, products, services, assets.
In the ISTRA partnership are involved 7 organisations from 4 EU countries – Burgas
Free University – Bulgaria, responsible for the overall project coordination; Bulgarian
Institute for Standardization (BDS); Bureau of Standards of the Standardization,
Accreditation and Metrology Centre of Latvia (LVS); Latvian College of Culture;
Technological High School “George Bibescu” - Craiova, Romania; Secondary School of
Technical and Electrical Engineering - Presov, Slovakia; Vocational Trade School - Burgas,
Bulgaria.
Two of the three project target groups are VET students and C-VET learners who will
benefit from the knowledge and skills in standards and standardization gained in addition to
their basic studies/profession. The third target group is trainers that will be qualified to teach
the standards curricula in digitalized virtual learning environment for VET and C-VET
training.
The partnership has planned the activities and expected outputs under the project
aiming to be able to provide at the end of the project high quality innovative learning
resources for the target groups, stakeholders and all interested in the topic in two dimensions:
• The elaborated training courses in series standards ISO/IEC 27000 and ISO 31000
addressed to VET students and C-VET trainees aiming at the improvement of the
qualification related to the expertise and the application of standards.
• The virtual learning environment /VLE/, based on the open source Moodle platform,
and a train-the-trainers course “Teaching in VLE” aiming to equip the VET and C-VET
trainers with skills and competences for flexible and efficient teaching through variety of
ICT-based approaches and tools adaptable to different levels and training needs.
According documents of the European Centre for the Development of Vocational
Training [CEDEFOP] the electronic learning (e-learning) is “education and training,
mediated by information and communication technologies, including different formats and
hybrid methodologies”. The VLE should assure working spaces that keeps the expectations
of a real world and in the same time is safety for the users (Monova-Zheleva, & Tramonti,
2015).
In order to detect the needs and gaps in VET and C-VET training in standardization
was conducted an extensive research in all countries involved in ISTRA project. The survey
is carried out in each partner country of the project. The survey was attended by 160 trainers
and 437 trainees, as 51.88% (84 responses) of the trainers and 24% (193 responses) of the
trainees are from Bulgaria. This article presents only the results of surveys conducted in
Bulgaria.
The main goal was to be performed in-debt comparative analysis of VET and C-VET
trainers and trainees’ actual knowledge and of knowledge needs for identifying the current
performances and gaps. The project consortium takes into account the results of this survey
as well as the outcomes of International Federation of Standards Users /IFAN/ Guide 4:2014
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[IFAN a, IFAN b] on the needs for education and training related to standardization in order
to identify the different standardization education and training needs for different main
functions of an enterprise or organization.

2. Scope and specifics of the survey
The research methodology is based on a survey method. Two types of questionnaires
have been developed:
• Type 1 consists of 24 multiple choice questions (where only 3 allow more than one
answer) aiming to examine the opinion of the lecturers in the areas such as: profile of the
surveyed lecturers; establishment of the common perceptions and attitudes of the surveyed
lecturers on topics related to using the opportunities of ICT in teaching (developing
application, experience, and etc.); preferences and needs of the lecturers in developing etraining course through VLE.
• Type 2 consists of 44 questions (36 multiple choice questions, 7 questions provided an
opportunity for more than one answer, and 8 open answer questions) addressed to
pupils/students/trainees and focused on the following areas: profile of surveyed respondents;
perceptions and attitudes to the ICT-based learning and training; preferences and needs of the
learners regarding the functionality of VLE and the e-courses integrated in it; awareness
about standards ISO 31000 and ISO/IEC 27000.
The following strategy for selection of representatives of the main target groups for
participation in the survey was adopted:
• Meetings with teachers from secondary vocational education were held in each partner
country where the objectives and content of the project were explained. One of the results of
these meetings was the contact lists with e-mail addresses of the teachers and students with
different professional profiles, who are interested in ISO/IEC 27000 and ISO 31000.
• Invitations for participation in the survey were sent to university lecturers in the field
of e-learning or active users of electronic and distance learning, dealing with training for
teachers or trainers.
• The partnership entered into contact with centers for vocational training and lifelong
learning and sent survey invitations to the trainers;
• Contacts were established with adult learners from companies interested in ISO/IEC
27000 and ISO 31000 and invitations for participation were sent to them along with the
questionnaire under the survey.
• Meetings were held with members of the Bulgarian Institute for Standardization
(potential trainers) staff who were interested in e-learning activities and they also received the
questionnaire to participate in the survey.
The responding rate for the survey participants from Bulgaria for the first questionnaire
is 75%, and for the second - 71%. The first survey was attended by university lecturers who
worked as lecturers for more than 5 years. For this reason, the majority of the interviewed
trainers have a PhD or a Master's degree. The majority of respondents are between the ages of
25 and 45 as women prevail. Unlike the other countries participating in this survey, the
Bulgarian sample includes participants from the three listed degrees - BA, MA and PhD. The
group of surveyed students has precedence over women. Around 47% of respondents aged
between 20 and 25 years and the degree to which they are taught, is BA. The respondents are
from the following educational degrees: High School (40%), Bachelor (50%), Master (3%),
Doctor (1%) and Continuing Professional Development (6%).
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3. Expectations and requirements of trainers and trainees towards e-course
in standardization – comparative analysis results
The particular interest for the research team conducting the survey was the
identification and evaluation of the possibility for usage of Moodle platform functionality to
support the main educational activities in order to provide effective process based on needs
and requirements of the trainers and trainees. The questions 19-25 from the first questionnaire
aim to determine the preferences and needs of the trainers in developing e-training course
through VLE. The main results are presented on the Figure 1. According to the majority of
the surveyed trainers (over 98%) each e-training course through VLE should start with a brief
introduction to the objectives of the course, its duration, requirements, etc. More than 97%
consider that it is important each e-course to have a modular logical arrangement of topics.
About 80% consider that each topic should be briefly presented at the beginning. Transition
to the next topic of the content to be possible only if the trainee has shown positive test
results for the previous topics. In the opinion of the majority of respondents, the course
should support the development of e-collaboration as the team activity can improve learning
outcomes. The expectation of the trainers is that the developed courses under the project will
cover different topics in the field of standardization. The online content can be in the form of
educational materials, which may be created by the trainees. The courses should allow the
trainees to work above the level of the group and to attend additional advanced courses if
preferred. About 76% of the respondents from Bulgaria prefer creating practical skills in an
e-course than to give priority to theoretical basis. About 72% of them will benefit from the
opportunity for a Web Conference. Only above 40% of the trainers from Bulgaria
recommend limiting access to blended learning. (Figure1)
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Figure 1: Opinions of trainers about the capabilities of an e-training course in a VLE
Concerning the model of the blended training the trainers show preferences to the
flexible blended training (43%) and to the instructor-led training (33%). On the Figure 2 are
illustrated the trainers’ preferences regarding the structure of the e-course content.

Figure 2: Opinions of trainers about structure of the e- course content
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Figure 3: Distribution of the results from evaluating the items in an online training
According the surveyed trainers the most important characteristics of the VLEs are:
(Figure 4): simplicity of the operation (51%) and functionality in general (64%). Obviously
the respondents put on the first place the functionality of the VLE provided. The useful
functionality implemented through mechanisms based on simple operations is a key factor for
achieving the effectiveness of e-training.

Figure 4: Distribution the results from evaluating the characteristics of the VLE
A large percentage (over 60%) of the trainees and trainers selected „Lessons and/or
sections with questions for self-assessment at the end of each section“ as a most preferable
organizational structure of the e-course. (Figure 5)

Figure 5: Opinions of the trainers and trainees about the e-training organizational structure
Comparison of the opinions of the trainers and trainees for the organizational structure
of the e-course shows a common position on the matter. The favorite approach for access to
learning materials is "Free access to all topics of educational materials during the entire
course" (Figure 6). Comparison of the opinions of the trainers and trainees for access to
learning materials shows a common position on the matter.
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Figure 6: Opinions of the trainers and trainees regarding the access to the learning materials
As the most preferred educational technology is indicated "Content Management
(Wikipedia, a wiki, blogs and etc.)" (it is over 50% - Figure 7). The established habits to
participate in discussion and teamwork in the trainees led to a positive response to questions
26 and 27. About 43% of them would prefer every month to be assigned tasks that require the
use of web space (Figure 8).

Figure 7: Distribution of the results from evaluating the educational technologies

Figure 8: Results for the frequency of assigning tasks that require use of the web
The preferred form of organization of the e-courses predetermines the preference when
to assess knowledge/competence: "During the lesson or course" (36%, Figure 9).

Figure 9: Distribution of the results from evaluating the appropriate time for testing
Despite the desire to exploit the opportunities of e-courses and experience of their
participation in joint training, most trainees prefer classic exam (30%, Figure 10), expecting
the examination variant to contain quizzes with multiple choice and open questions, and
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questions with short answers (Figure 11). The comparison of the views of the trainers and
trainees from Bulgaria on the form of self-assessment shows the different positions on the
subject - for the trainers, this is a "Practical assignment" or "Individual course project", while
for the trainees it is "Online exam" or "Classic test" (Figure 10). Comparison of the opinions
of the trainers and trainees from Bulgaria for the form of self-assessment again shows the
different positions on the matter (Figure 11). While the majority of the teachers preferred
„Test containing open questions and test tasks with multiple choices“, the preferred form of a
self-assessment of the student's is “Test tasks with multiple choices” only. "Chat" and "online
forum" is the most appropriate relationship with other participants in the course for the
trainers.

Figure 10: Opinions of the trainers and trainees about the form of the learners’ knowledge
assessment

Figure 11: Opinions of the trainers and trainees about the form of self-assessment
Finally, the recommendations of the trainees to the creators of the training courses in
Standards ISO 31000 and ISO 27000 are: easy to operate courses that contain a variety of
teaching materials; possibility for self-organization of the training; structured in lessons with
a self-assessment module at the end of each section; free access to all topics of educational
content during the entire course; possibility for communication among participants via chat.
The trainees’ preferences summarized above refer to implementation of the training
environments and courses which provide a wide variety of learning experiences, instructional
approaches, and academic-support strategies that are intended to address the distinct learning
needs, interests, aspirations, or cultural backgrounds of individual students and groups of
students.
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Conclusion
The survey’s results show that the existence of intuitive interface and useful
functionality implemented through mechanisms based on simple operations is key factor for
achieving the effectiveness of the vocational e-training focused on standardization. Too
complex and sophisticated tools and mechanisms take lot of time to be learned and mastered
by the users instead the participants in the training to be focused on the key elements of the
learning and the content matter itself. This conclusion is especially in force for the
participants in the training from VET schools and C-VET organisations. Concerning the
organizational structure of the e-course all respondents show a common position on the
matter. The e-courses have to be organized in modular basis. The majority of the both target
groups, the trainers and the trainees, consider that it is important the course content to have a
logical arrangement of topics where each topic to be briefly presented by a lecturer in order to
allow the trainees better to understand the essence. Taking this result into account we
conclude that the blended learning methodology is the most appropriate in this case.
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Abstract
Every day we are facing technology development that makes a need to integrate and
develop already known approaches. With the usage increase of the Internet in everyday life, it
has become important for enterprises to adapt to that market - a virtual and interactive. One
of the problems faced by many companies is a complete transfer of its activities in the
Internet environment, without considering its characteristics and specifics.
Enterprises are interested into long-term relationships with their customers and trying
to increase their loyalty level. The main idea the author comes up with is to see differences
between online and offline loyalty. To do this, turn your attention to the phenomenon such as
the relationship marketing, which can form and affect loyalty.
The main purpose of the paper is to identify the main problems that is connected to
the customer loyalty in the Internet environment.
The main objectives of the paper to identify the main differences of the concept of
loyalty in the offline and online environments, to carry out a comparative analysis of them
and to find out the main problems of the customer loyalty in the Internet.
As a result of this study there will be a list of the main problems of customer loyalty
in the Internet, knowing that the company will be able to prevent and correct them, that can
be use in their working practice. The results can be used theoretically as well as practically.
Keywords: Customer loyalty, internet trade market, relationship marketing, loyalty problems
Main Conference Topic: Computer Science, Security and Information Technology (alter
with the topic that relates to your paper)

Introduction
Nowadays it is impossible just to imagine our lives without internet and it’s
environment. The number of internet market participants is growing everyday. Regarding to
the Ecommerce report the online B2C sales in Europe reached €455.3 billion in 2015. For
2016, it is expected that the growth rate will decline somewhat more, to 12.0%. As a result,
the European B2C ecommerce turnover is forecast to reach the €500 billion mark in 2016
(€509.9 billion) (European B2C Ecommerce Report 2016).
In this article, the author analysed and assessed customer satisfaction and loyalty in the
Internet market. After the evaluation, the author proposed a model of loyalty transformation,
which reflects loyalty to online trading. This topic is becoming more popular every year
because of the growing number of online trade users in Latvia and all other countries.
The main purpose of the paper is to identify the main problems that is connected to the
customer loyalty in the Internet environment.
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The main objectives of the paper to identify the main differences of the concept of
loyalty in the offline and online environments, to carry out a comparative analysis of them
and to find out the main problems of the customer loyalty in the Internet.
Research methods of the article: theoretical analysis of scientific literature, statistical
and empirical analysis of data.

Related work
To enjoy the purchase from the whole process of buying, as well as from
communication with a representative of the company and further use of the product is
extremely important for the consumer. However, this must be considered by the company
with which the consumer communicates. Initially, it is worth understanding of satisfaction of
consumer needs have different interpretations in the literature.
So, in 1997, Oliver (Pires, Stanton 2005) defined satisfaction as a psychological
result, when the result from emotions is higher than expected. In 2009, Levin described
customer satisfaction as the most important source of competitive advantage, which
ultimately enhances consumer loyalty, and facilitates re-purchase.
The author supports both explanations, because one shows the process of creating
satisfaction, while the second explanation indicates the result. Of course, from the point of
view of satisfaction, it is necessary to note the competitive development and work with the
consumer for a long time, since the purchase process is important, but also the further process
of using the product and communicating with the consumer.
In the Internet market, it is very important to satisfy consumers directly in the online
measurement. When analysing the article (Udo GJ, KK Bagchi, Kirs PJ, 2010), it is possible
to investigate several theories and conclude that the quality of the variables has three basic
dimensions - information, the quality of the whole system and the quality of the product. The
author of the article determined that these measurements directly affect the satisfaction of
customers in the online trading mode. In each dimension, one can pointed out its own factors,
so let's say the quality of service consists of five factors affecting it: benevolence, trust,
responsibility, confidence and empathy. The author agrees to such a separation, but believes
that the quality of service should be added such a factor as the reaction time. For the
consumer, it is important not only to use a well-designed website, to which the consumer has
already become accustomed and where the guarantees and good attitude towards the
consumer have been well-written, but also where various kinds of issues are solved quickly
and effectively. However, the author would also add to the quality of such a division as the
quality of the delivery, now there is a large selection of different delivery methods that affect
speed, price and location, and there are also countries, cities and other locations where
delivery is sometimes impossible.
A study by Gemius (Gemius, 2017) on the e-commerce market in Latvia and within it
revealed that in Latvia, compared to 2016, 5% more users use the Internet as an opportunity
to shop. Similarly to the results of the previous year, both women (53 percent) and men (47
percent) are equally active on the Internet, while almost half, or 48 percent of all users who
shop online, are 25-44 years old.
Interestingly, similar data is available on women (51 percent) and men (49 percent)
who say they have not bought, but are planning to buy a product or services on the Internet in
the near future. By contrast, when responding that they do not intend to buy any goods or
services on the Internet, only 46 percent of the respondents are women, while men account
for 54 percent.
Most often, online stores are used by people with an average net income of 255 to 499
euros (30 percent) per household member. In this group also the most users have admitted
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that they have not bought anything in the last year, but in the near future they plan to do this
(35 percent).
Most of those who buy online use the most frequently used Latvian e-commerce sites
(92 percent), but China e-commerce pages (45 percent) are also used to this end.
Among top-of-mind e-commerce sites, the most admitted eBay.com (32 percent),
followed by the Asian e-commerce giant aliexpress.com (30 percent) and the first trio
completes 220.lv (29 percent).
The study is based on a specialized internet survey - gemiusAdHoc. The research is
based on data from pop-up Internet questionnaires that were shown randomly to Internet
users in the largest news sites in Latvia: tvnet.lv, delfi.lv, eradio.lv, andelemandele.lv,
city24.lv, lsm.lv, brivbridis.lv, sportacentrs.lv, gismeteo.lv, kurpirkt.lv, salidzini.lv and
jauns.lv. The study was conducted between May 18th and 24th, 2017, and 2787 respondents
were interviewed in the age group of 18-74 years.

Loyalty Model Transformations
The author would like to note that the process of online purchase differs from the
traditional one. It can be divided into three stages: the pre-purchase phase, the online
purchase phase and the after-sales service phase (N. Subramanian, A. Gunasecaran, J. J.,
Cheng, Ning K., 2014). These stages are similar to traditional trade, but they have their own
differences and specifics. The stage that precedes the purchase directs the consumer to
purchase from a particular vendor, doing this with the availability of information and the
completeness of the website. The stage of buying on the Internet should be simple and
understandable for the consumer so that he can simply choose the method of payment, make
sure that the money from the credit cards will be sent to where it is necessary to make him
feel safe when buying online. Payments using cards remotely - this is an urgent issue when
buying online (terminals accepting virtual cards) or when using the phone. In 2014, payments
by payment cards in Latvia totalled 21.2% in terms of quantity and 22.4% in volume (in
2013, 15.8% and 12.5%). As Latvian citizens began to use increasingly e-commerce
opportunities, including online shopping (Haka, 2015). The stage of after-sales service
associated with delivery in a specially and pre-agreed period of time, previously reported to
the consumer, the product is the same as described and corresponds to the picture, and if
necessary, the product can be returned, and any consumer problem is quickly resolved. If all
these steps are carried out on time and will be of appropriate quality, the consumer will feel
satisfied and he will want to reuse a particular online store, which will increase the level of
loyalty to the Internet trading market or a particular store.
Although there are many interpretations of customer satisfaction and loyalty, which can
only be expressed as a repeat purchase, the author wants to emphasize that this is not the only
way to show it. Loyalty is a behavioural and perceived component and a set of interactions,
as shown in Figure 1, which is the author's model of the study 2014-2015, which was
conducted as part of the master's work (Radionova, 2015). In turn, loyalty directly affects
customer satisfaction, which can be influenced by various values, such as functional value,
purchase value (monetary value), social and emotional values. Such a model, developed by
the author, indicates that there are factors that can influence the loyalty of consumers from
outside, such as socio-demographic character, duration of use, variety of marketing activities.
The model can be used in its entirety, but each sector has its own peculiarities, and, of course,
the Internet market has its own peculiarities that allow you to modify a model and apply it to
online stores.
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Figure 1: Consumer loyalty model
There is a need working with consumers on the Internet to find a special approach that
could be integrated into this environment. Various sources indicated three main approaches to
increasing consumer loyalty in the Internet (Yi, 2103):
1) Professional approach - of course, in terms of traditional marketing, professional
services related to direct service and staff skills. On the Internet everything becomes
different. First, it's honesty, when selling products on the Internet, photographs of good
quality and a full description are displayed, the prices must be up-to-date. If there are any
failures in receiving the product, the consumer will see that the product in real life and the
picture are two different things, then there is no doubt that he will return the goods. The same
applies to prices - both to the product, and to the delivery and taxes. Here, the consumer
should immediately see the full price, and not just at the very end, when he sees that the
amount is greatly increased. In this case, the consumer often refuses to buy and seeks other
alternatives from other traders.
2) Interaction with consumers - on the Internet you can leave feedback - both positive
and negative. No doubt, only positive reviews are not received even by the best online store,
which also should not forget that reviews are written by people, and also take into account
psychological factors. After receiving any feedback, you need to quickly process it. This
interaction with the consumer and requires two-way communication to build a stable
relationship that will be trusting and long-lasting. Thus, the consumer should turn to a
benevolent, understanding and respectful seller; Any problem that may arise should find a
solution that could satisfy both sides. There should be an opportunity to return the product,
receive cash compensation, etc. In any situation, it is necessary to demonstrate to the
consumer that it is important and that the merchant cares about it. In addition, you need to
provide a convenient process for buying, delivering and invoicing. That is, the process of
buying a product must ensure the satisfaction and comfort of the consumer.
3) Stimulation - do not forget that for any online store it is important to make a profit,
which means that the consumer will have more chances to visit the site and make as many
purchases as possible. For example, various promotions and discounts very well motivate
consumers to make purchases. Sometimes such actions are coordinated with traditional
stores, if the company has both stores in a traditional and Internet environment. Loyalty
programs become relevant and stimulate to purchase in a online store in order to accumulate
bonus points, free shipping, discounts, various gifts, etc. It is important to approach each
client personally - a personal approach, such as a thank you note, congratulations on the
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holiday, faster delivery, etc. After such a service, a consumer will want to share a positive
experience with his friends or acquaintances or in social networks and blogs or elsewhere,
thereby creating a positive pression of the company.
After compiling the theoretical information, the author modified and adapted the
model of customer loyalty to the Internet market (online store) (Figure 2)

Figure 2: Consumer loyalty model to the internet store
The loyalty models created by the author indicate that the process of creating loyalty
on the Internet and in online stores is a more complicated process, because it is influenced by
several factors. In this case, you can talk about repeated purchases that will appear when
there is a high level of trust that affects satisfaction. Although the Internet is much faster to
find the right products, you can also find a product that is not available in a traditional store,
so because of foreign stores in Latvia are more popular than local ones.

Results
According to the statistical office of Latvia, consumers are increasingly ordering goods
or services on the Internet. So, for example, in 2016, compared to 2015, the percentage of
Latvian residents who order goods increased from 0.55% to 2.5% monthly
(http://www.csb.gov.lv/dati/statistikas-datubazes-28270 .html), which shows that the
population is ready to buy goods much more often through the Internet. Also, according to
statistics, it can be seen that consumers are mostly satisfied and satisfied with orders in the
online environment. Figure 3 shows that the biggest discontent (3.01% of men and 3.49% of
women) causes quality of delivery, namely that they come not corresponding to the
description or damaged. Also, consumers are concerned about the security of online
payments (0.94% of men and 1.63% of women) and the possibility of delivery (1.26% of men
and 1.01% of women). There are other problems, but it can be seen that the percentage of
dissatisfaction is not great.
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Main problems ordering goods or services
online(residents ordering goods or services
online last 12 months, %, 2015)
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Figure 3: Main problems ordering goods or services online (2015)
Also, statistics show (Figure 4) that Latvian residents use the local online platforms
for shopping more. Here the author wants to note that one should not forget about the
services of Internet banks, telecommunications companies, the possibility of buying food,
even pharmacies. So men in 2016 bought goods or services from local producers in 82.2% of
cases. But it is worth noting that the tendency to buy in overseas online stores is growing, for
example, for women from 2013 to 2016 this indicator rose from 16.5% to 38.9%.
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Figure 4: Region for ordering goods or services online 2013-2016 (Male VS. Female)
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Conclusion
1. The satisfaction of consumers in the Internet market affects the quality, which can be
divided into four aspects: the quality of information, quality of service, product quality,
delivery quality. Satisfaction causes customer loyalty, so traders in both markets must focus
on quality in all dimensions, for which different customer studies can be done to assess not
only satisfaction and loyalty, but also to find the cause of the results.
2. The online purchase process consists of three stages: the pre-purchase phase, the
online purchase phase, the after-sales service phase. At the first stage, the consumer is
directed to a specific website of a seller / store. The second stage is when the client is
provided with complete information and a secure purchase through the Internet. The third
stage is fast delivery to the buyer, and the product must completely coincide with the
information provided by the seller, and feedback should be provided to express gratitude or
complaints, evaluate the service, return the purchase or ask questions. Interacting with
consumers, sellers must specify complete and relevant information that will not confuse
consumers, increasing not only satisfaction, but also confidence in the seller. After this
process, sellers must react quickly so that you can increase the level of trust that affects
satisfaction and loyalty.
3. Professional skills, interaction with consumers and stimulation of consumers can be
used to increase customer loyalty in the Internet environment. The formation of loyalty to the
Internet and online shopping is influenced by such factors as opportunities, quality (in all
dimensions), reaction time, duration of use and convenience. Internet traders must expand
their territorial delivery capabilities and product range; Which can not only attract new
customers, but also contribute to the satisfaction of existing and customer loyalty. Due to the
large number of other sellers and opportunities, Internet sellers should find the most effective
way of communicating with the consumer in order to have a long-term relationship with the
consumer.
4. It could be said that satisfaction in the online measurement depends on the factors
different from the offline environment, because there is a reaction rate and quality in the new
variations. Consumers are mostly satisfied with the online purchase processes, which was
confirmed by the statistical bureau. Consumers prefer to buy online in overseas stores - in
part, currently dominating in local stores, but the trend of foreign development is extremely
high. To improve the situation, sellers should analyse what consumers like in foreign stores,
and improve communication, making changes to all qualitative measurements, which will
increase satisfaction and confidence level.
5. It is recommended to react as quickly as possible to various situations and to improve
all quality parameters to satisfy consumers and improve the level of effective communication
with customers. This helps to increase the level of loyalty to both the product and the seller.
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Abstract
This study explores whether airline companies in Turkey use the most preferred social media
site, Facebook, as a medium to disclose their corporate social responsibility (CSR)
information and identify what types of information they share. For this purpose, the
information revealed on Facebook in 2014 and 2015 as well as in the first 4 months of 2016
by seven airline companies operating in Turkey was analyzed through content analysis
method. The analysis was carried out twice to minimize errors. Within the period analyzed
the total number of posts shared by the companies is 4.764; however only 42 of which
contained corporate social responsibility information. The results suggest that airline
companies in Turkey use Facebook not for corporate social responsibility communication but
for marketing and brand management. The information unveiled on Facebook by the airline
companies is pertaining to flight destinations, prices and campaigns.
Keywords: CSR, CSR communication, social media, airline companies, Turkey
Conference Topic: Economy, Management and Marketing

Introduction
CSR, an output of post-world war II period, developed as a result of the increase in
environmental movements and awareness in women’s rights, consumer rights as well as civil
rights (Carroll, 2015, p. 87) and became a standard implementation with an increasing
number of businesses’ engagement to CSR (Illia et al., 2013, p. 16). The improvements in
issues such as environment, human rights, political changes, consumer awareness,
sustainability of resources enabled businesses to focus more on social responsibility beyond
their financial goals (Kaplan, 2013, p. 78). With the rise in public awareness, businesses have
started to be expected to benefit the society and to fulfill their social responsibility. In harsh
competition conditions, businesses cannot make a profit by only offering products in
accordance with the consumer demand or focusing on their own interests (Kalyoncu, &
Akkoyunlu, 2014, p. 126). Therefore, corporations have increasingly considered CSR as one
of their main implementations and trying to show their social awareness.
Corporations act as a member of the society whether they operate globally or within the
national borders. Hence in today’s business world, it is not possible for corporations to ignore
the expectations of stakeholders and the society in general. The profits needed for a
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corporation to survive can only be provided by the society that the corporation operates in,
which is to say that CSR has emerged from this interaction between the society and the
corporations; and the interdependent relationship (Werther, & Chandler, 2011, p. 14). Even
though it is a cliché to say that corporations and the society need each other, this obviously
saves the corporations from the muddle of the current corporate responsibility thinking
(Porter, & Kramer, 2006, p. 83). Corporations’ effort to convey their CSR activities to
stakeholders indicates that they cannot stay indifferent to the expectations and give utmost
priority to the social benefit as much as their economic interests. Today, corporations allocate
funds from their budgets for CSR communication and release their CSR activities to the
stakeholders by several communication channels.
Undoubtedly, communication plays an outstanding role in the success of CSR
activities. As in many fields, social media is a frequently preferred platform by corporations
in CSR communication. Characteristics such as low cost, interactivity and speed offer great
number of opportunities in the announcement of CSR activities and in maintaining the
relationships with the stakeholders. Within the scope of this study, official Facebook accounts
of seven airline companies operating in Turkey, namely Turkish Airlines (THY), AnadoluJet,
AtlasGlobal, Borajet, Onur Air, Pegasus and Sun Express, were analyzed in order to unveil
how they use social media in their CSR communication.

Literature Review
Corporate Social Responsibility
There have been several concepts substituting each other on corporate social
responsilibity; with this in mind, corporate citizenship, corporate accountability, business
ethics, sustainability and corporate responsibility can be listed among those concepts
(Amaladoss, & Manohar, 2013, p. 66). Goodman and Hirsch (2010, p. 116) indicate that
corporate citizenship, corporate social responsibility and sustainability evoke almost the same
meaning. According to Goodman and Hirsch, these concepts tell one thing: “The central
tension in contemporary society’s view of what corporations need to do to deserve a license
to operate.” Dahlsrud (2008) stating that there has been an ambiguity in terms of the
definition of CSR in business and academic world, puts forth on his study that definitions are
compatible.
Even though there have been ongoing discussions on what CSR means, where its
borders begin and end, which studies should be classified within the scope of CSR, whether
CSR is a tool for marketing and branding, corporations keep carrying more projects on CSR.
CSR has been shifted from theory to practice and regarded as a necessity for corporations in
accomplishing their roles and implementing social and ethical standards (Parsa et al., 2015, p.
250). Taking all the above mentioned definitions and arguments into consideration, CSR has
almost gone beyond a choice and become an obligatory business implementation.
CSR is an ever-growing, complex and dynamic concept that both follow and shape
social norms and expectations (Boulouta, & Pitelis, 2014, p. 351). Overall, CSR means the
voluntary activities of corporations to support their social and environmental objectives and
to minimize the social and environmental damages resulting from the corporational activities
(Clapp, & Rowlands, 2015, p. 42). With a strategic approach, McElhaney (2010, p. 35)
defines CSR as "a business strategy that is integrated with core business objectives and core
competencies of the firm, and from the outset is designed to create business value and
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positive social change, and is embedded in day-to-day business culture and operations." As
a strategic imperative, CSR is a commitment to the corporations’ long term economic, social
and environmental good with management practices, policies and resources (Du et al., 2010,
p. 3). A CSR driven corporation can be defined as an organization offering proactively social
benefit and public service and minimizing detrimental implementations with no legal
obligation (Vitell, 2015, p. 767). Thus, a corporation giving importance to social objectives as
much as economic objectives should integrate social benefits to all their activities and should
accept that they have responsibilities beyond economic interests. To recap, the fundamental
idea rooted in CSR is that corporations have responsibilities for social betterment (Frederick,
2006, p. 37).
CSR consists of diverse and complex issues such as human rights, environmental
conservation, human resources management, workplace security and health, ethics, relations
with local communities, and suppliers and consumers (Branco, & Rodrigues, 2006, p. 111;
Moir, 2001, p. 17). In addition to the aforementioned statement, CSR understanding and
implementations are influenced by the historical period of the country and the area.
Therefore, CSR focuses on the development level of the country and the region; and also
social and environmental problems according to relations between organizations, states and
publics (Celma et al., 2014, p. 83–84). In this sense, strategies and implementations are
shaped not only by the corporation’s perspective but also by the expectations of the society
and the stakeholders. Except the idea that lies behind CSR arguments on corporations’
adaptation of basic obligations and minimization of the possible damages, it is also important
to create value for the enterprise (Deneçli, 2015, p. 317). To be more precise, while
corporations meet their social responsibilities, they have also expectations on gaining benefit
for themselves.
The increase in public interests towards CSR coincides with corporations’ view to meet
different stakeholders’ needs. In other words, establishing two way relationship with the
stakeholders is a requirement to compete in today’s business world (Harjoto et al, 2015, p.
644). Socially responsible corporations make special effort in order to integrate their policies,
decisions and activities to stakeholders’ interests (Carroll, 2015, p. 87).
On the other side, opponents of CSR argue that the main responsibility of a corporation
is to increase the profit for stakeholders. According to this perspective, engaging with the
stakeholders with corporations’ resources would decrease the profit distributed to
stakeholders. In response, proponents of CSR believe that surviving in today’s business world
depends on meeting the needs of both investing stakeholders (shareholders) and noninvesting stakeholders (customers, employees, community) (Harjoto, & Laksmana, 2016).
Porter and Kramer (2006, p. 81) list four main arguments of proponents of CSR as obligation,
sustainability, license to operate, and reputation. In this sense, while corporations allocate
their sources for social benefit, they also take several advantages.
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Corporate Social Responsibility and Social Media
Beyond obeying the laws and earning money, stakeholders have expectations from the
corporations (Carroll, 2015, p. 87). Apart from meeting the expectations of the stakeholders
in the social domain, the corporations also provide information their stakeholders. Showing
the social responsibility awareness and receiving the stakeholders’ support can be realized
through effective communication activities. Therefore, communication strategies should be
developed in order to reflect the transparency, honesty, reliability and the harmony between
the corporation and its CSR activities (McGunagle et al., 2016, p. 38). In this sense, CSR
communication and reporting mainstream becomes a management function as a requirement
for eliminating transparency concerns and building trust on stakeholders (Chaudhri, 2016, p.
419-420). In today’s global economy, a corporation’s success, at a certain extent, depends on
its reporting of CSR activities to its stakeholders (McGunagle et al., 2016, p. 37).
Although corporations increasingly transforms their corporate values to concrete CSR
implementations, the resemblance between the stakeholders’ values and the corporate values
is not guaranteed; therefore it necessitates an establishment of communication and feedback
mechanism with the society as a whole (Colleoni, 2013, p. 231). Since CSR is a
communicative representation of dynamic continuum of meanings and stories on different
and competing corporate roles in the society, it can be asserted that CSR is fundamentally a
communicative event and a symbolic resource (Schultz et al., 2013, p. 685). As a known fact
today, consumers not only look for transaction but also relationship. Since relationships are
not easy to be established around a purchasing transaction, CSR appears as an effective way
to build relationships (McElhaney, 2010, p. 39).
Corporations’ activities might be different from the stakeholders’ expectations. Thus,
when the expectations of the stakeholders are not known, building trust becomes difficult.
Hence it is important to know what kinds of activities are expected from the corporations for
building trust relationship with principle constituents (Ingenhoff, & Sommer, 2011, p. 74).
This requires more attention to the messages of the corporations and more engagement of
stakeholders to the process. As a result, corporations can reach more easily to the
stakeholders for fitting the interest of both parts and receiving support on implementations. In
CSR communication, the independency of the resources (company-controlled versus third
party-controlled) has an impact upon the reliability of the communication and thus its
effectiveness with regards to change stakeholders’ attitudes and behaviors (Eberle et al.,
2013, p. 732).
In this context, it can be suggested that communication activities which include
stakeholders for content generation are more effective. In transmitting CSR activities, the
corporations anticipate financial and social benefits and for this purpose social media
becomes an increasingly important tool and environment (McGunagle et al., 2016, p. 38).
Indeed, online communication is among the most crucial information resources in
augmenting stakeholders’ awareness on CSR efforts (Colleoni, 2013, p.233). As Scott (2010:
23) states clearly people do not want propaganda but participation that offered by social
media.
In deed non-spatial and time independent interactive communication enables publics to
express their expectations from the corporations (Schultz et al., 2013, p. 681). With the
advent of social media, previously passive information consumers have become powerful
creators, transmitters, and discussants of information (Lee et al., 2013, p. 792). Social media
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has changed the production and consumption of the information (Hays et al., 2013, p. 212) by
enabling individuals to interact, participate, cooperate, collaborate and generate content
thanks to its many-to-many communication approach (McCann, & Barlow, 2015, p. 273).
Since it has become easier to reach information and media outlets with the popularity of
social media, consumers gain more control over message and media in general (Keagan et al.,
2013, p. 58). In the interactive social environment, the data is extremely rich yet
corporations’ control over content is limited (Kilgour et al., 2015, p. 327). Stakeholders’
participation in CSR context is a critical function as an ultimate goal in the social benefit.
While CSR is shaped by stakeholders’ expectation, providing stakeholders’ engagement in
the interactive environments enables building fiduciary and long-term relationships between
the stakeholders and corporations.

Method
The aim of this study is to explore whether airline companies in Turkey use the mostly
used social media site, Facebook, as a medium to share their corporate social responsibility
(CSR) information and identify what types of information they disclose. For this purpose, the
information disclosed on Facebook in 2014, 2015 and in the first 4 months of 2016 by seven
airline companies operating in Turkey, namely Turkish Airlines (THY), AnadoluJet,
AtlasGlobal, Borajet, Onur Air, Pegasus and Sun Express, was analyzed through content
analysis method. The analysis was carried out twice to minimize errors.

Results and Discussion
Social media has become an integral part of everyday life in terms of communication
and information sharing (McCann, & Barlow, 2015, p. 273). It has inevitably changed
significantly the way people, communities and organizations communicate and interact (Ngai
et al., 2015, p. 33). As discussed in the previous sections, CSR necessitates stakeholders’
active participation and support; and in this sense social media becomes a golden opportunity.
In the literature it is often suggested that if CSR communication activities are carried out
effectively, it is highly possible to establish long-term relationships with both consumers and
stakeholders. Reaching consumers and stakeholders directly is revolutionary part of social
media tools and environments as Twitter, Facebook and LinkedIn (Kent, & Taylor, 2016, p.
62). The more stakeholders engage in process, the easier becomes the realization of social
objectives.
Beyond reporting of CSR activities, CSR is an opportunity to build long-term and trust
based relationships with stakeholders. However according to this research on airline
companies’ CSR policies and implementations, while 4.764 posts were shared by the airline
companies within the period analyzed, only 42 posts contained corporate social responsibility
information. The posts in total and the post concerning CSR are given in the table below.
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Table 1: Facebook Post of Airline Companies
Company
THY
AnadoluJet
AtlasGlobal
Borajet
Onur Air
Pegasus
Sun Express

Total

395

2016
(4 months)
126

2

2

1

5

Total

414

322

100

836

CSR

3

2

1

6

Total

339

149

46

534

CSR

2

-

-

2

Total

224

370

87

681

CSR

3

6

-

9

Total

84

215

37

336

CSR

-

-

-

0

Total

316

315

106

737

CSR

2

-

-

2

Total

298

321

106

725

CSR

5

12

1

18

Post

2014

2015

Total

394

CSR

915

Total

4.764

CSR
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As shown above airline companies use Facebook frequently and post regularly. In this
sense Facebook can be regarded as one of the main communication tools and platforms for
airline companies. However, only few part of the post is about CSR. In general the post are
on ticket discounts, flight destinations and the destination information. The data suggests that
Facebook is seen more for marketing and branding rather than CSR communication.
Undoubtedly this does not mean that these companies do not involve in CSR activities.
Indeed, it is observed that companies that do not share CSR activities on Facebook could
have consciousness raising information on environment policies on their corporate web sites.

Conclusion
Social media offers opportunities in transmitting CSR efforts to stakeholders thanks to
its features as user generated content and fast information flow. Tourism is among the fields
that include CSR (Henderson, 2007). Within this scope airline companies conduct projects
for issues as environment awareness, education and health. Social media is especially
important in stakeholder participation and support. In this study it has been investigated how
seven airline companies operating in Turkey use Facebook to deliver their social
responsibilities.
According to the data acquired, corporations use Facebook not for transmitting their
CSR efforts but for marketing and brand management. The information disclosed on
Facebook by airline companies suggests that the posts on CSR are mostly on issues such as
health and education. In more detail the posts on CSR can be listed as events for infant
patients, practices for disabled passengers, free children’s theatre, environmental
consciousness, awareness raising efforts on health and disaster relives.
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Social media offers several opportunities to corporations and serves an important bridge
to reach stakeholders. It also provides stakeholders to be part of CSR activities. However the
data obtained in this research reveals that Facebook is not preferred by airline companies
operating in Turkey for CSR communication. CSR communication efforts are more effective
if traditional communication tools and platforms are integrated with social media especially
in terms of stakeholder engagement. For further researches it is important to investigate social
media usage of corporations in different fields on CSR for acquiring large-scale data and
comparing the results.
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Abstract
European Union can be considered as a full integration process including political, safety,
social or economic aspects. Economic integration is process of interconnection otherwise
separated national markets (by removal of economic borders). This assumes removal of all
obstacles (in economy, trade, tax, administration or industrial area) and establishment of
common rules for market competition. Basic benefit of economic integration is occurrences of
real or potential competitiveness effects. The aim of this article is research on impact of
European integration on business environment and competitiveness of Czech Republic.
European integration influenced number of factors of business environment mainly in area of
legislation, taxes, public competition or harmonization of norms which can result in overall
Czech Republic competitiveness abroad. For DB and GCI indexes have been used also
subsequent indicators and their trends. Growing DTF trend for DB index since 2004 shows
improvement of business environment after accession to the EU in contrast with non- EU
members (Switzerland, Norway) which remains flat. The biggest benefit for Czech business
environment seems to be trade liberalization as Czech companies were able to compete
successfully at foreign markets. On the other hand, according to GCI remains biggest
challenge non- effective bureaucracy, tax regulation, corruption, political instability and low
business sophistication. Czech Republic should focus, consistently with Lisbon strategy, on
qualification of labour forces, increase of innovation capacity and support of more
sophisticated businesses with higher added value.
Keywords: doing, business, global competitiveness index, European, integration
Main Conference Topic: Economics, Management and Marketing
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Introduction
Competitiveness
Competitiveness can be defined as ability to produce products and services and
compete at international markets while increasing real incomes, assuming free trade and fair
competition. Deeper meaning of competitiveness can be find in ability to compete, win and
gain leading position in market in order to increase market share, profitability and eventually
to consolidate commercially successful activities.
Category of competitiveness is defined in a relatively unclear way as a category not
objective or exact but rather influenced by subjective approach (Plchova, 2011). Controversial
competitiveness category highlighted already Krugman when criticize extended
understanding of competitiveness in macroeconomic context at international level. Krugman
emphasized microeconomic aspect and importance of entrepreneurship area in
competitiveness of country.
For Czech Republic was increase of competitiveness at foreign market important task
resulting from fulfilling of economic Copenhagen criteria as a condition when accessing to
the EU (ability to compete successfully at foreign market). Competitiveness has not been
understood as a certain clearly defined and final status rather than long-term process of
growth. Last trend of economic integration of the EU captured in Lisbon strategy, shows
clears orientation for increase of competitiveness of member states based on innovations and
knowledge economy with key role of human capital.
Information about actual status and changes of indicators of competitiveness are
clearly a benefit not only for macroeconomic evaluation, but also for keeping business area
updated and providing strong base for highly qualified decisions. Competitiveness at domestic
and foreign market strongly influences success in business (Capek, 2002). Entrepreneurs
should in their long-term goals focus on objective information about international
competitiveness of relevant productions, production fields or production services. Keeping
management informed about latest trends of international competitiveness enable taking
timely decisions regarding trade focus and providing timely necessary needed changes.
Factors of business environment and competitiveness
Business environment includes different factors and influencing items such as:






Legal forms defining business activities
Rules of public competition
Taxes, subsidies, donations
Rights enforcement
Prices, wages, employment

Further extended definition at global level include also factors such as for example
innovation potential. European integration influenced many factors which contribute to
creation of business environment in Czech Republic and hence influence development of
economic subjects (companies). Viturka (2010) defines factors and typological groups of
business environment shown in table 1:
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Table 1: Factors of business environment
Factors with high importance

Typological group

Entrepreneurs and knowledge base
Labor forces accessibility
Market accessibility
Accessibility to main customers
Labor force quality
Factors with middle importance
Real estate prices
Quality or road and railways
Labor price
Information and communication
technology
Support services
Urbanistic and natural activity of the
region
Factors with low importance
Presence of international competitors
Environmental quality of the region
Public governance quality
Accessibility of airports
Labor flexibility

Regional and local factor
Labor factor
Trade factor
Trade factor
Labor factor

Impact of European
integration
High
Medium
Medium
Low
Medium

Price factor
Infrastructure factor
Price factor
Infrastructure factor

Low
Medium
Medium
High

Trade factor
Environmental factor

Medium
Low

Trade factor
Environmental factor
Regional and local factor
Infrastructure factor
Labor factor

Low
High
Low
Low
Low

Source: Viturka (2010, own elaboration

Theoretical part and related work
There are existing a lot of indexes such as AB (Agency Bloomberg), WB DB (World
Bank- Doing Business), WEF GCI (World Economic Forum- Global Competitiveness Index),
ČS index or RCI (Regional Competitiveness Index) which describe quality of business
environment or competitiveness based on defined factors. Research on those indexes can be
considered as quantitative analysis as they are constructed by using hard data or by
questioning thousands of relevant respondents at top management level.
According to WB Doing Business can be business environment described by using
following factors (World Bank, 2017):
STARTING A BUSINESS
o Procedures to legally start and operate a company (number)
o Time required to complete each procedure (calendar days)
o Cost required to complete each procedure (% of income per capita)
o Paid-in minimum capital (% of income per capita)
DEALING WITH CONSTRUCTION PERMITS
o Procedures to legally build a warehouse (number)
o Time required to complete each procedure (calendar days)
o Cost required to complete each procedure (% of warehouse value)
o Building quality control index (0-15)
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GETTING ELECTRICITY
o Procedures to obtain an electricity connection (number)
o Time required to complete each procedure (calendar days)
o Cost required to complete each procedure (% of income per capita)
o The reliability of supply and transparency of tariffs index
o Price of electricity (cents per kilowatt-hour)*
REGISTERING PROPERTY
o Procedures to legally transfer title on immovable property (number)
o Time required to complete each procedure (calendar days)
o Cost required to complete each procedure (% of property value)
o Quality of land administration index (0-30)
GETTING CREDIT
o Strength of legal rights index (0–12)
o Depth of credit information index (0–8)
o Credit bureau coverage (% of adults)
o Credit registry coverage (% of adults)
PROTECTING MINORITY INVESTORS
o Extent of disclosure index
o Extent of director liability index (0–10)
o Ease of shareholder suits index (0–10)
o Extent of conflict of interest regulation index (0– 10)
o Extent of shareholder rights index (0-10)
o Extent of ownership and control index (0-10)
o Extent of corporate transparency index (0-10)
o Extent of shareholder governance index (0–10)
o Strength of minority investor protection index (0– 10)
PAYING TAXES
o Tax payments for a manufacturing company in 2015 (number per year adjusted for
electronic and joint filing and payment)
o Time required to comply with 3 major taxes (hours per year)
o Total tax rate (% of profit before all taxes)
o Post filing Index
TRADING ACROSS BORDERS
o Documentary compliance
o Border compliance
o Domestic transport
ENFORCING CONTRACTS
o Time required to enforce a contract through the courts (calendar days)
o Cost required to enforce a contract through the courts (% of claim)
o Quality of judicial processes index (0-18)
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RESOLVING INSOLVENCY
o Time required to recover debt (years)
o Cost required to recover debt (% of debtor’s estate)
o Outcome
o Recovery rate for creditors
o Strength of insolvency framework index (016)

Global competitiveness index- GCI
GCI index is dedicated for comparison of global competitiveness of individual
economies. EWF (World Economic Forum) define competitiveness as a set of institutions,
politics and factors, which determines country productivity level which influence as
a consequence prosperity, which can be reached at certain economy. Productivity level also
influence investment returns in economy, which is fundamental driver for ate of growth, the
more is economy competitive, the faster it growths (Chovanec, 2005). GCI represent series of
components which contributes to the final index based on weighted average. These
components are sorted out into 12 pillars of competitiveness (figure 1).

Fig. 1: GCI index structure
Source: World Economic Forum (2016)
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It is important to emphasize, that results for pillars can be overlapping while result in
one pillar can be influenced by similar factors as in another pillar. Structure of indicators for
GCI calculation is as following (WEF, 2016).


















Population and GDP (population, GDP per capita)
Institutions regional level (Corruption, Quality and accountability of government
services, Impartiality of government services)
Institutions country level (Country level corruption perception, Regional level
corruption perception, Voice and accountability, Political stability, Government
effectiveness, Regulatory quality, Rule of law, Control of corruption, Ease of doing
business index, Property rights, Intellectual property protection, Efficiency of legal
framework in setting disputes, Efficiency of legal framework in changing regulation,
Transparency of government policymaking, Business costs of crimes and violence,
Organized crime, Reliability of policy services)
Macroeconomic stability (Government surplus/deficit, Gross national savings,
Government bond yields, Government debts)
Infrastructure (Accessibility of motorways, Accessibility of railways, Accessibility to
passenger flights, Intensity high- speed railways)
Health (Road fatalities, Healthy life expectancy, Infant mortality, Cancer disease death
rate, Heart disease death rate, Suicide)
Basic education (Low achievers in reading, Low achievers in math, Low achievers in
science)
Higher education (Population 25-64 with higher education, Lifelong learning, Early
school leavers)
Labor market efficiency (Employment rate, Long- term unemployment,
Unemployment, Labor productivity, Gender balance unemployment, Female
unemployment, Share of population aged 15-24 not in education, employment or
training)
Market size (Disposable income per capita, Potential GDP in PPS, Potential POP)
Household technical readiness (Households access to broadband, Individuals buyer
over internet, Households access to internet)
Technical readiness enterprise (Availability of latest technologies, Firm-level
technology absorption, Technological adoption, FDI and technology transfer,
Enterprises having purchased online (at least 1%), Enterprises having received orders
online (at least 1%), Enterprises with fixed broadband access)
Business sophistication (Employment, K-N sector, GVA, K-N sector, Innovative
SMEs collaborating with others)
Innovation (Total patent applications, Core creative class employment, Knowledge
workers, Scientific publications, Total intramural R&D expenditure, Human
Resources in Science and Technology, Employment in technology and knowledgeintensive sectors, High-tech-inventors, ICT inventors, Exports in medium-high/high
tech manufacturing)
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Data and methodology
Doing Business index
Based on chosen parameters creates Doing Business 2 aggregated measures- distance
to frontier (DTF) and ranking in ease of doing business (World Bank, 2017). Distance to
frontier compares countries to the best regulatory practice showing absolute distance to the
best of each of Doing Business indicators. Distance to frontier presents change of regulatory
environment for local entrepreneurs in economy in absolute values while ranking in ease of
doing business shows how was changed regulation of business environment relatively to other
countries.
Calculation of distance to frontier for each economy includes 2 steps. In the first step
are indicators of individual components normalized to the current unit and each of 36
indicators is re-scaled by using linear transformation. Frontier represents best value of
indicator in economies since 2005 or third year in which were data for indicator collected.
The best and the worst performance are measured every 5 years based on Doing Business data
and remain at this level for next 5 years. Hence in an economy can be adjusted frontier for
indicator which will not occur for next years in line of current frontier. The best and also the
worst values are calculated after outliers value are removed from data group. For indicators
with the most variable distribution is used 95th percentile and 99th percentile is used for
procedures calculation (World Bank, 2017). In a second step is calculated distance to frontier.
Individual score for each indicator and each country is aggregated by simple re-routing to the
unified distance to frontier firstly for each area and later for overall 10 measured areas. More
complex methods such as principle components or unobserved components lead to almost
identical results. Doing Business hence assign to each indicator and each subcomponent equal
weights. Distance to frontier for each economy is expressed by the values 0 to 100. Accuracy
of the calculation is 5 decimal places. Difference in distance to frontier between previous and
actual year presents how much was in an economy increased or decreased status of observed
index. Ranking for ease of doing business is in range 1 to 190 (according to number of rated
countries) and it is determined according to ranking of aggregated distances to frontier while
being rounded to 2 decimal places.
GCI index
GCI and RCI overall index is based on aggregated score of individual indicators of
higher level and calculation based on arithmetic average. Indicators are in case of both
indexes the same. Lower level of indexes is on the opposite calculated as weighted average
while weights are assigned based on economic development of the country (according to 3
classifications grades). Higher values of individual indicators presents increasing
competitiveness (WEF, 2016). RCI is evaluating and comparing level of the European regions
while GCI whole countries. Based on overall index value are countries or regions ordered into
competitiveness ranking. In case of hard data indicators are values transformed to scale 1- 7
(Annoni, Dijkstra & Gaargano 2017). Disadvantage of GCI is a risk of subjective
respondent’s judgement while 1/3 of the indicators is based on questionnaire investigation.
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Results
Ranking
DB Rank: 27

Figure 2: Visualization of Doing Business ranking for Czech Republic in period 2016- 2017
Sources: World Bank (2017), own elaboration

Ranking according to DB enables to compare relative quality of business environment
with other countries (in total 191 evaluated). From WB DB 2017 spider analysis for Czech
Republic at figure 2 is obvious that Czech Republic was excellent in areas of trading with
abroad. Relatively easy is in Czech Republic also getting electricity including prices which
positively supports competitiveness of manufacturers. Czech Republic has good results also in
areas or insolvency resolving, property registration or getting credits. Worse results can be on
the opposite observed in area of construction permits, starting business or enforcing contracts
where long-term issue is low quality of Czech justice system. Key aspects of European
integration is access to the single market and removal of trade barriers which enabled Czech
entrepreneurs trading more easily abroad. Czech companies were competitive enough to win
also at the foreign markets.

DTF score
DB DTF: 76, 71 (annual change of +0, 28)

Figure 3: Visualization of DB DTF score of Czech Republic for period 2016- 2017
Sources: World Bank (2017), own elaboration
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DTF enables evaluation and comparison of Czech entrepreneurship area in an absolute
value while benchmarking with the best observed value of the indicator. Spider analysis
results on chart 3 are logically linked with countries ranking. For DTF is obvious dominancy
in are of trade, electricity and relatively high value of paying taxes parameters. European
integration could have positive effects via liberalization on trade or tax harmonization as
equal conditions enabling perfect competition on European markets is one of strategic goals
of EU.
World Bank dataset does not show ranking of Czech Republic for specific indicators
before 2015 and hence it is not feasible to provide time line of individual values. From 2016
and 2017 data comparison is possible to see only small changes in total ranking of individual
indicators. It shows long-term character of changes for observed parameters or relatively
small changes in all areas. Improvement of Starting business indicator can be possibly linked
with EU strategy in area of small and medium businesses or establishment of Expert group
and its implementation plan for those areas.

DTF trends of DB indicators for Czech Republic
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Figure 4: Timeline for DTF indicators of DB index for Czech Republic
Sources: World Bank (2017), own elaboration

From figure 4 is obvious several growing trends but also constant values for different
indicators for period 2004 to 2017. Czech Republic has achieved several significant
improvements since accession to the EU in 2004. Separated impact of European integration is
difficult to estimate however in line with Lisbon strategy it is reasonable to assume that
improvements in tax area, starting business and trading can be linked directly to process of
European integration. Tax harmonization, program of support for small and medium
businesses and trade liberalization are obvious effects of EU (Baldwin & Wyplosz, 2013). It
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is not recommended to provide any complex statistics on data sets due to changes in
composition of indicators and relatively little data points available.
Available data set in DB database does not included data from period before 2015.
From comparison of Czech Republic ranking in 2016 and 2017 are obvious only minor
changes which shows long-term effects of this index and its impact on overall ranking of the
countries (Bartelsman & Doms, 2000). Obvious leaders are Norway, Switzerland and
Germany. However, it is important to highlight that first mentioned countries are not part of
EU. From central European economies reached best ranking Poland, Czech Republic and
Hungary.

DTF trends of DB index for selected countries
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Figure 5: Comparison of DTF trends for Czech Republic and other countries
Sources: World Bank (2017), own elaboration

At figure 5 is obvious growing trend in general for all EU countries which provide
evidence on improvements of business environment. On the opposite top developed European
economies like Switzerland, Germany or Norway kept constant DTF level. Hence it is
obvious that in terms of comparison of quality of business environment EU countries
convergence which is in line with EU strategies. Common single market, barriers removal, tax
harmonization, common duty politics or legislation positively contributed to equalization of
conditions on the EU markets. It is in line with EU principles to ensure equal competition
conditions all member states (Bič, 2008).
Evaluation according to GCI
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Leaders at global market in terms of competitiveness are North America, western and
northern Europe, Australia, China or Saudi Arabia. Strategic target of EU is to ensure
competitiveness of European Union member states‘ companies at global level.
Czech Republic is included between economics based on innovations and hence group
of the most developed economies. Key categorization parameter is GDP per head however it
is not a rule that all innovation based economies are the most competitive. The main goal of
categorization is to highlight existence of specific factors of competitiveness which can help
to develop economics in different development phases even further. Visualization for Czech
Republic is shown at figure 6.

Figure 6: GCI indicators` score for Czech Republic in period 2016-2017
Sources: WEF (2017), own elaboration

Entrepreneurship area plays key role in terms economy competitiveness while a lot of
pillars are directly or indirectly influenced by European integration. Czech Republic reached
31st position in GCI index ranking where higher score among all rated countries was reached
in segments like macro economy, elementary education and qualification, technical readiness
(including accessibility to modern technologies, FDI, transfer of new technologies to home
economy, internet quality) or financial market development. On the opposite the worst results
were reached in relative comparison to other countries in pillars of institutions or
effectiveness of labor market (flexibility for wage determination, impact of labor taxation or
regulation of hiring and firing people). From this perspective is Czech Republic 13th most
competitive EU country being rated better than PIGS countries, other V4 countries, Malta and
Cyprus. From new member states being more competitive only Estonia. Long-term impact of
EU integration could be positively reflected to pillars of education or infrastructure due to
euro funds possibility (El-Agraa, 2001).
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Figure 7: The most problematic factors of doing business in Czech Republic
Sources: WEF (2017), own elaboration

According to survey and respondent opinion is currently biggest issue non effective
government bureaucracy, tax regulation, corruption or political instability (figure 7). From
future trends can be issue problematic and insufficient innovation capacity, infrastructure or
inadequately qualified labor force (Glopolis, 2014). In line with Lisbon strategy should be just
those areas strongly supported and hence positive future trends can be expected.
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The biggest problem in comparison with other countries is for Czech Republic
institutional framework. According to figure 8 is relatively ineffective labor market but also
goods market. Relatively low values can be found in area of business sophistication as Czech
companies get focused on areas with lower valued added and lower utilization of qualified
labor capital or less sophisticated activities. This is in contract of long-term goals and
strategies of EU and also Czech Republic. Industrial products and plants situated in Czech
Republic which have grown under FDI effect (but also EU single market access) set up future
direction of Czech Republic which should be in the future transformed to economy based on
innovations and knowledge.
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Figure 9: GCI indicators` trends for Czech Republic
Sources: WEF (2017), own elaboration

Trends for GCI indicators at figure 9 express worst rating in areas of innovations,
institutional framework and business sophistication. Czech Republic did not successfully
create working ecosystem for support of research and development or hi- tech technologies in
spite of strong support of EU and euro funds in this area (Neary, 2010). Beside EU
institutions are key players also government institutions, ministries, educational system and
historical trend and focus of Czech economy for industrial production. International
companies establish in Czech Republic mostly production sites with lower value added while
research and development centers remain placed in western economies. Single market, barrier
removal or 4 freedoms have supported emphasizing of competitive advantage and sectors
specialization.
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Ranking of GCI index for selected countries
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Figure 10: Comparison of Czech Republic ranking according to GCI index with other
countries
Sources: WEF (2017), own elaboration

When comparing competitiveness of central European countries (figure 10) it is
obvious that Czech Republic hold stable position at the 30th place which is best from all
central European countries. There is no obvious impact of European integration on changes in
competitiveness of Czech economy.
Analogical trends as in the case of country ranking is possible to see also at GCI score
trend. However, direct impact of European integration can be only hardly estimated.
Relatively stable trend presents sustainable global competitiveness which is based on ability
of individual companies to compete at foreign markets.
From GCI analysis is obvious that most competitive economies are countries in
Northern Europe (Sweden, Norway), North America (USA, Canada) or Western Europe
(Germany, UK) or Switzerland. Some countries of original EU 15 reached worse results in
ranking than 30th (Greece, Spain), New member states of EU (central Europe) kept position
between 40th to 50th place with better position of Czech Republic and Slovenia. Result of
Czech Republic has been thus the best from all central European countries. Overall ranking of
new member states countries can be concluded as average. On the other hand most of the
indicators shows growing trend and hence improvement of competitiveness since accession to
the EU. Some real indicators which can be considered as objective because they are based on
hard statistical data shows better trend than multidimensional rating which can be more
subjective because of questionnaire survey. Total actual and long-term orientation of policies
is captures in Lisbon treaty while obvious is focus on competitiveness growth based on
innovations and knowledge economy with dominant role of human capital. The worst rated
pillar remains institutional and governmental sector which shows decreasing trend within past
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years. Reasons are limited number of started reforms, higher corruption level and low justice
and jurisdiction system quality. To keep global competitiveness sustainable it is important to
keep building transportation infrastructure, information technologies and enable smooth
supply of energy for reasonable price, which is necessary needed condition for competitive
industry. Existing problems are also obvious in all levels of technical education- elementary
school, high school and also universities. The most important factor of competitiveness are
innovations which are dominant tool on the way to long-term economic prosperity.

Conclusion
In total evaluation of business environment according to Doing Business reached
Czech Republic 29th position (from 191 countries) in year 2017 with DTF value of 76,71.
Separated impact of European integration can be only hardly estimated however in line with
strategical goals of EU obvious is improvement in area of taxation or starting business. Tax
harmonization, programs of support for small and medium businesses or trade liberalization
are obvious effects of European integration (Nerudová, 2005). From Central European
economic reached the best score Poland, followed by Czech Republic, Slovakia and Hungary,
From DTF is obvious growing trend since 2004 which is evident improvement of quality of
business environment since accession to the EU. Developed countries such as Norway or
Switzerland reached better score but overall trend is constant with stagnation.
In GCI index was Czech republic rated as 31st country (from total 138 countries) and
overall score 4,7 (scale 1- 7). It reached best rating from Central European countries. Czech
Republic belongs to group of well developed countries where economic growth is based on
innovations. Strongly positive results can be observed in pillars of macroeconomic stability,
elementary education and qualification, technical readiness or development of financial
sector. On the other hand biggest issues are ineffective government bureaucracy, tax
regulations, corruption, political stability but also low business sophistication. Resulting
issues in the future could be insufficient innovation capacity, inadequately educated labor
forces or insufficient infrastructure. In line with EU long-term goals should be all mentioned
areas strongly supported for example via Euro funds.
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Abstract
The basic motivation of the study is built upon the opinion that the use of fiction elements
will gain new insight into the field when examining social phenomena that are not completed
and frozen structures. The art of Novel; with its flexible and dynamic structure, variety of
narration and the form of its own specific phraseology, has the ability to open different
windows into social sciences. In the study, entrepreneurship and cultural relations were
discussed through a Muslim-Turkish entrepreneurial novel character in the last periods of the
Ottoman Empire, on the eve of the II.Constitution, on the basis of the novel Orhan Pamuk
Cevdet Bey ve Oğulları. Given the history of entrepreneurship, it is quite difficult to put
entrepreneurs into a specific type and explain. Despite this, there are many myths and
typologies that determine how an entrepreneur should be. At this point, the importance of
sociocultural values is a size that cannot be underestimated. The work of art namely Cevdet
Bey ve Oğulları is a family chronicle written in a social and historical perspective. The
equation between the political, social and economic events of the period and the characters
has given a panoramic feature to all parts of the novel. This is why it is open to sociological
reading.
Keywords: Entrepreneurship, Fiction, Social Science, Culture
Main Conference Topic: Economy, Management and Marketing

Introduction
The use of fiction items in social sciences in general and that is, in management science
in special terms, is becoming increasingly widespread, yet it is a phenomenon that is
approached by a certain group of people with suspicion or remain distant optimistically. One
of the most important reasons for this is the conventional approach generally shown to art
works and scientific studies.
Steinbeck's statement, "Politics in a literary work is like a gun exploding in the middle
of a concert..." (Belge, 1975: 40), has always been used to demonstrate the difference
between art and politics. This view is based on the idea that an engaged artistic work of art is
in the service of the adopted ideology, rather than, universal values and principles. But this
statement can be used from the perspective of art, also for traditional scientists without too
much difficulty. Yet, the view that an objective scientific research based on observation and
experiment and a work of art which is created by human hands and formed by imaginary
power, are performances that are distant from each other has found a significant number of
supporters. This approach, which is true for some scientists, is a threshold that must be
overcome for other social scientists who think it is a need for a new methodology for social
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sciences and that social phenomena cannot be understood by a positivist logic, they are
ongoing construction processes, not completed structures.
According to Bourdieu (2013), social reality is twofold, on the one hand, objective
structure and elements of society that are existed long ago than the individual, and on the
other hand, individual work in the production and reproduction of objective structure have
importance. That is why society is a constantly built reality. Reality is not independent of the
individual and is socially constructed. The investigation of this reality can be done in
different ways besides traditional methods. The question to be answered here is that the
representation is merely implicit to scientific researches.
When describing social life, Goffman (2014) takes advantage of the performing arts
jargon intensively and states that the world is a kind of scene, even not the same. The
sociology literature has introduced two dramaturgical concepts by him. These are the 'front'
and 'rear' regions. The stage is described with the concept of front, the individual performs
the play expected from them in the stage, where nothing is used as inappropriate with the text
and the audience is finessed. On the other hand, there is a backstage in the rear region with
costumes and hidden from the audience. The players are only themselves here. The artworks
show the scene by focusing on the backstage. 'A representation of society' is something that
someone tells or talks about one aspect of social life to follower community. Becker asserts
that there are constant representations and narrations in social life. In addition to
representations made by social scientists, the way visual artists, novelists, playwrights,
photographers, and filmmakers represent society is also important (Becker, 2007).
This study, from another form of representation, focuses on a Muslim-Turkish
entrepreneur novel character, in the last periods of the Ottoman Empire, at a time on the eve
of II. Constitution, based on the Novel of Orhan Pamuk, Cevdet Bey ve Oğulları. The main
objective of the study is to reveal the motivation of the Muslim-Turkish entrepreneur class of
the period by the character Cevdet Bey in particular.

The Art of Novel
The novel has attracted the greatest attention among literary genres in all periods.
Because of its flexible and dynamic structure, variety of narration and its own way of
phraseology, it has been widely preferred. So much so that, many philosophers who wrote
theoretical writings have been attracted to attention, and they have benefited from the
narrative form of the art of novel to reach their views to large audiences (Voltaire, Nietzsche,
Sartre, Rousseau, Diderot). The novel is a type brought to the world literature by the
bourgeois class.
The archetype of the popular novel was born as the product of a new cultural industry,
composed of mostly female readers, appealing the urban bourgeoisie. This audience expected
from the novel to substitute religious values specific to both noble slaughter and the popular
segment, in a sense, to put in a sense of emotion instead of faith, imagination built upon
reality based on possible truth instead of knowledge based on supernatural (Eco, 2017). Now
factual is important, and as much as the novel appeals to emotion, must have the potential to
represent reality for the class in which it is born, which is the bourgeois class.
The systematic use of fiction art works in social sciences can be traced to Marx's work.
Marx used literary works intensively while forming his theoretical background. Capital often
refers to Robinson Crusoe, to Goethe's Faust, to Cervantes. Marx has not only cited these
literary works simply to better explain his theory, but also because he saw them as an
opportunity to put forth an alternative version of social relations beyond capitalism (Prawer
1976).
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Entrepreneurship
In the view of entrepreneurship history, it is quite difficult to introduce entrepreneurs into
certain types and explain them. (Shane and Venkataraman, 2000). Nevertheless, there are a
lot of myths about entrepreneurs who take high risk and make revolutionary innovations, and
typology that determines how an entrepreneur should be in the literature (Kavanagh and
Hisrich, 2010). According to some researchers, the entrepreneurs are characterized by their
personality characteristics (Mueller and Thomas, 2000) and according to other researchers,
cultural, sociological and economic factors are more determinant (Basu and Altinay, 2002).
Individuals' avoidance of ambiguity, resistance to change, low tolerance shown to differences
is influenced by the general approach of the community, however, stereotyping should be
avoided in this respect (Erdem, 2001). Nevertheless, the importance of socio-cultural values
is the size not to be underestimated.
Especially in intercultural researches, it is determined that there is a relationship between
social values and various variables such as welfare, socioeconomic structure, corruption,
bribery, democratization, organizational structures, leadership style and productivity
(Hofstede, 2001, Trompenaars and Turner, 1993, Schwartz, 1999). Certainly, Culture that
affects so many variables also affects entrepreneurial behavior. However, culture is not a
frozen form, on the contrary it is a constantly changing, varying element.

The First Modern Muslim Merchant Cevdet Bey
Historical Background
The fact that the novel named Cevdet Bey ve Oğulları is a family chronicle, in addition to
putting family members in the center, it also provided a social and historical perspective. The
equation between the political, social and economic events of the period and the characters
has gained a panoramic feature to all parts of the novel. The first part of the novel passes
through a period in which westernization suffered during the last years of Abdülhamid (18761909) period.
In terms of the history of Turkish democracy, the period of Abdülhamid II is an
interesting time period which contains contradictions in itself. The two great democracy trials
until the Republic had the opportunity to practice during his time and the political parties
which left its mark in Turkish history were established in this period and the same period
known as Autocracy in Turkish history was also experienced during Abdülhamid period.
During the reign of Abdülhamid II, Yıldız Palace became the center of İstanbul. Since
Abdülhamid II did not trust the police or the gendarmerie units, he established a kind of
"secret" service, which kept the people of Istanbul under pressure during the Period of
Autocracy (Çetiner, 2008). As it is known, due to this reason, at that time, many writers went
abroad and continued their opposition through the newspapers and magazines they published
abroad. At this point, it is necessary to open a separate bracket for Young Turks. Young
Turks, is the common name of the Ottoman intellectuals who had an ideas of setting up a
system based on a constitutional principle, entrusting the future of the country to the
parliament formed by the constitutional law, struggled for it and chose the Western example
as its target, in the second half of the 19th century.
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Cevdet Bey's Dreams of Growth
The trading period of Cevdet Bey is a period that the competition for Muslim / Turkish
traders is difficult. Liberalism of the II. Constitutionalist Period has reflected not only in
political life but also in economic life; liberal economy has further increased the activities of
non-Muslims and foreigners who were already sovereign in the Ottoman State in trade. The
concrete result of this can be observed in the number of company establishments. Between
1908 and 1913, the number of joint stock companies established with foreign capital
increased significantly (Toprak, 2017).
Cevdet Bey looks at newspaper advertisements when he comes to the hardware store
where he has also done electrical work. The newspaper he got is "Moniteur D'Orient, whom
other merchants bought, reflected trade life and read for his benefit to the French,"(P: 16)
newspaper. The announcements in the newspaper are related to foreign traders and their
liquidation or their new goods.
Cevdet Bey thinks that he should imitate the non-Muslim merchants around to take part
in this world. He believes that he should also post an advertisement in the newspaper, then he
would give up this idea. He wants to exist and expand in commercial life. It is an
understandable situation that Cevdet Bey is always trying to imitate the non-Muslim traders
since the examples around are all them. However, Cevdet Bey imitates non-Muslim
merchants not only in commercial life, but also in the way of life. From the house where he
lives, to the desire to establish a big and modern family, from european style toilet in the
house to curiosity of the garden; he desires to live a project life that he draws. But at this
point, Cevdet Bey differs from the Turkish novel heroines criticizing the early period
european style. Because Pamuk also reflects the complexity of suffering and wooziness that
Cevdet Bey wants to living a life in his dream. One of the symbolic examples of this is the
turkish style toilet. It turns the lower floor of the closet to the Turkish style. Even he does it
for the servants at first, but then he starts to use it himself.
In his novel, Pamuk, affirmingly gives feelings of loneliness and strangeness of Cevdet
Bey, while trying to grow in commercial life.
‘’He was greeting the Sirkeci's other merchants, familiar faces. The merchants who
saw him smiled at the glances that they were watching with surprise and interest this
Muslim who joined them. Looks to Cevdet Bey, they say 'Let's see if this merchant with fez
will join us? We appreciate your courage and determination!’ "(p 17-18).
"I am bored because I am the one alone among them ... How many people like me are
both a wealthy merchant and a Muslim? In the whole Sirkeci, in Mahmutpaşa, there is
only a draper shop in the street of the Thessalonians, a shop that Fuat Bey has just
opened, and a pharmacist of Ethem Pertev. I am also the richest, among them. I'm alone
among them " (P: 18)

The trade for the Muslim / Turkish people until the Second Constitutional Period was a
matter of disdain. The local notables instead of being successful in trading and gaining
power, they pursued a bureaucratic seat occupancy (Heper, 2006; Boratav, 2003). After 1908,
the articles emphasizing the importance of trade emerged in newspapers and magazines that
increased in the number significantly. With the Second Constitutional Period, Muslim
Turkish elements started to take more place in trade (Toprak, 2017: 154
Cevdet Bey sees a friend of his brother on his way back to his outfit to collect a dept. The
approach of the friend of his brother who is a military doctor, to Cevdet Bey, shows the
commercial approach of the Muslim / Turkish bureaucrat at that time.
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" 'Well, what are you doing? Again and again trade... " said (his brother’s friend) and
gave a half-salute greetings, and got into the Sirkeci crowd. (P:28)

In the same way, while Nusret, the brother of Cevdet Bey, who is also a Young Turk
who lived in Paris for a while is talking with him, he despises Cevdet Bey because of his
wish to earn money and because he does not understand the political events of the period and
does nothing to change the order. Nusret represents Young Turk thought and believes that the
system should be changed by a sudden and bloody revolution just as it is in the West.
"'Do you know what revolution mean? Or civil insurrection? A revolution with
guillotine that the blood is browled.. But what would you know? There is only one thing
you know that you love is ... 'He did not continue his word, or he did not want to say it
clearly. Only he rubbed his fingertips together like people who say 'money'. " (P: 28).

Anatolian territories have been located on transit trade routes by geographical location. It
has always been arguable topic that this area has been left to non-Muslims in a large scale,
although trade must be an important source of livelihood in that place. It can be said that in
the last period of the Ottoman Empire, there are three basic approaches that explain the
Muslim Turks being away from commercial life. The first of it discloses the facts with
cultural factors and states that the social attitude towards entrepreneurial activities is
negative, and there is a traditional lack of respect for this activity. For this reason, a
commercial venture is a moral question that needs to be avoided among the society. The
second approach explains the situation with the affiliation type of the empire to Europe after
the industrial revolution. The traditional industry in the country lacks competitiveness with
modern European industry and as a result, it has entered the decline period since the 18th
century. Especially the changes brought by the capitulations have a special significance in
this context. The protection provided by the European ambassadors to their own citizens has
led to the emergence of different nationally-identifiable trade groups that have, over time,
become real or acquired. According to another approach brought to the same subject in the
first years of the Republic, the reason why the Muslims cannot succeed in business life is
seen as an outcome of the Tanzimat period. This is the creation of a modern bureaucracy that
offers attractive employment opportunities in the Tanzimat reform. A brighter future in the
state bureaucracy has made trade and business life a second-class occupation (Buğra, 2013).
There is no single cause of the phenomenon, and these three approaches have share the truth
in the explanation of the phenomenon. As a result both the last periods of Ottoman
governments and the Republican governments have entered into an effort to create a domestic
trade class together with the strengthening of the non-Muslims in commercial life and some
adjustments on the decline of the domestic industry.
After the friend of Cevdet Bey’s brother whom he saw on the way despised him because
he chose to trade, while talking himself Cevdet Bey admits that it is a kind of necessity for
him to choose to trade. He accepted that he has not the opportunity to grab position in the
bureaucracy.
"What was I supposed to do? I could not be a military doctor like him... He
remembered his childhood and his first youth. His father was a small officer in Kula...
When his mother got sick, his father asked for his job in Istanbul to put his wife in the
hospital, but they did not. After that, the father resigned, he came to Istanbul, laid the
mother in the hospital, and he opened a small woodman shop in Haseki... Six months later,
not the mother, suddenly the father died and then, Cevdet had to look at both the woodman
shop and the chronically sick mother’’ (P: 19).
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Trade is a necessity for Cevdet Bey, but he thinks that it is different from ordinary
tradesmen because he grows up his business life in a short time which he started with wood
shop. However, Cevdet Bey does not deny that the main factor in his growth is that it is a
very unethical shopping with municipality.
"My shop, he murmured. He thought that his greatest success was not the passage from
woodcut to this shop, but the lamp business he had achieved five years ago. After having
obtained the privilege of purchasing all the lamps of the municipality and Şirket-i Hayriye,
the 'The Lighter Cevdet Bey!' He began to be remembered around. After this lamb job, he
had grown the store and the company four times. He gave bribe to everyone in the city. It
was a bit boring memory, but it did not overshadow its success "(p: 20).

Abdülhamid II’s political developments are taking place in the last period to bring the
state to the declaration of the Second Constitutional Period. Especially everybody who is
close to Babıali or who works with him is influenced by these developments from one side.
Cevdet Bey's friend Fuat Bey, is different from Cevdet Bey, coming from a family with a
tradition of commerce. It is a Jewish family of Thessaloniki who returned to Islam. Because
Fuat Bey is from a merchant family, he looks both trade and politics different from Cevdet
Bey. He believes that Cevdet Bey should take advantage of his opportunities and also involve
in politics.
"Abdülhamid will soon be either leave or die ... After that, Young Turks will grow in
importance. They will go to the head of state... Be a little more flexible, change your
opinion of all or nothing "(p. 45-46).

In the second part, it is understood that Cevdet Bey has complied with this
recommendation. Cevdet Bey is now aged and has left the administration to his sons. In
a scene that he remembers the past, by mentioning all his historical events through his
commercial moves, he proves that he lived through and in a sense lived his life as an
efficient merchant who took advantage of them and benefited from them. He pulled out
a win door in every case.
"I know the history of everything. I bought the house in 1905. I got married. They had
bombed Abdülhamid. Then the Constitution was good. I also bought the side garden. I
gave all the money I got from the sugar trade to put the whole thing into the order . The
company has grown. We went to the top floor for the sake of Osman. Four years after the
Republic ... "(p: 106).

Cevdet Bey made a great deal of business by trading in sugar in warfare. Cevdet Bey
doesn’t accept the accusations made by his nephew that he is selling sugar at a high price and
profiteering, but admits that he is trading sugar (p: 162-163). But he confesses in the last days
of his life that he received support from the government for this work. He gained the support
of İsmail Hakkı Pasha in order to bring sugar (p: 181). In addition, Cevdet Bey's friend Fuat
Bey saw the benefit of being close to İttihat ve Terakki, and earned much money by wagon 1
trading. (P: 203). These events are examples reflecting the practice of İttihat staff in the war
years, which pursues the politics of nationalization of the market.

1

In the warfare period, the control of the railway is given to military. Wagons that are not necessitated by the
Military distributed to tradesmen. However, some vigilants who do not aim to make trade in reality, obtained
wagon sertificates from the War Office (Harbiye Nezareti) and earned lots of money by transferring the
wagons they rented with high prices to the tradesmen having goods facing to deterioration.
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Conclusion
The novel Cevdet Bey ve Oğulları is the first novel of Orhan Pamuk and is similar in
form to 19th century classical novels and centered on a family as often seen in such novels
frequently. It is a development and panoramic age novel. It not only tells Işıkçı Family for
three generations, but also, it reveals the transformation of the society in a certain historical
period. The assassination attempt against Abdülhamid, Young Turks, the military
memorandum, the attitudes of the intellectuals of that period towards the Eastern and Western
problems, the bureaucracy of the period, and the political life, are some of the elements that
make up the panorama of the novel. The novel covers a period of about 70 years.
In the novel, in the specific case of Cevdet Bey, the desire to engage in trade, to earn
money, to establish a new business for an entrepreneur or trader of the period is not a
phenomenon that can be explained only by the economic field and the extensions of this field.
For an entrepreneur, what can be said about, Cevdet Bey can be said in general terms.
However, the temporal and cultural context separates him from the others at several points.
Modernization, Westernization and identity problems parallel to these concepts are always in
the commercial life for Cevdet Bey, or for the Muslim-Turkish entrepreneur of the time.
Because the development of economic life is seen synonymously with the development of the
state. Trade is not merely an individual action, but evaluated as a national mission, and the
internalization of this view brings legitimacy to all kinds of commercial activity.
Cevdet Bey does not only act with the motivation of earning money, but also wants to be like
non-Muslims making money around him. He does not just want to look like them to find out
how to make money, he also wants to be like them to learn how to live with the money
earned. Cevdet Bey can be differed from other novel heroes by his suffering and complexity
of his mind while he wishes to live the life in his dream. Here, is not an imitation like
caricature but an intimate desire.
Cevdet Bey feels lonely because it is a phenomenon which is underestimated for the MuslimTurkish elements to engage in trade at that time. Perhaps it is therefore he is in search of a
legitimacy by showing his individual success as a national achievement. However, the period
when Cevdet Bey strengthened is also a period when the government wants to create a
Muslim-Turkish trade class. Cevdet Bey has also gained some privileges from the state and
has benefited from the state which is a special element of the Turkish business system.
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Abstract
The Financial Times titled “Consumers absolutely love Amazon - it makes their life
more bearable”. Moreover investors love companies like Amazon with their extremely high
customer focus, too. But how can Investors find such information about customers and their
value in a balance sheet or how can they predict any future development from financial
valuation models? Facing the customer equity approach, it is necessary to investigate the
customer equity (CE) model and the customer lifetime (CLV) model. Both are directly
related and customer equity is the aggregation of a firms expected customers lifetime value
considering existing and new attracted customers. The hybrid customer equity model figures
out a strategic framework to validate management problems and intangible information.
Moreover this model identifies the key drivers for firm´s customer equity and may lead to
more results to maximize the long-term performance of a firm.
Keywords: Customer Equity, Customer Lifetime Value, Brand Equity, Value Equity,
Relationship Equity
Main Conference Topic: The 11th Multidisciplinary Academic Conference in Prague 2017,
Czech Republic (The 11th MAC 2017)

Introduction
Looking on the balance sheet of a firm can provide a lot of tangible information of a
company, but what about the intangible ones? For example the Financial Times titled
“Consumers absolutely love Amazon - it makes their lives more bearable”. (Ito, 2017, p. 1)
Moreover John Authers established investors love companies like Amazon with their
extremely high customer focus, too. (Ito, 2017, p. 3) But how can investors find such
information about customers and their value in a balance sheet or how can they predict any
future development from financial valuation models?
This paper will focus on exactly this issue, the firms´ customers and their value and
even more their lifetime value in the future.
To allocate the customers´ value of a firm there has to be a definition of customer and
their specific value. A legal approach to define the customers’ value is to summate the
discounted expected earnings and subtract their acquisition costs. (Gupta, Lehman, & Stuart,
2002, p. 1) This approach may seem very simple on the first look. Therefore it’s necessary to
go some steps deeper to analyse the specific value of the customers and proof their relation.
Against movements at Wall Street which consider customer based approaches as
delusive, this paper will point out that customer based approaches have a great significance
on the firms´ value. (Gupta, Lehman, & Stuart, 2002, p. 4) While established financial
metrics mostly state the current situation, a customer based analysis enables to forecast a long
term value of a firm. There might be also differences between firms where established
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financial approaches work well and others where they are misleading. To understand the
power of customer based approaches it´s necessary to examine critically the composition of a
customer focused approach.(Gupta, Lehman, & Stuart, 2002, p. 4)
For example in traditional analysis the Return on Investment (ROI) is used to evaluate
and compare the success of activities and investments. (Aravindakshan, Rust, Lemon, &
Zeithalm, 2004, p. 1) The Return on Investment is nothing less than the sum of provided
resources and the resultant outcome. However this method might provide disadvantages,
when it comes to measure a marketing strategy. Or even more to make a marketing strategy
financially accountable. (Aravindakshan, Rust, Lemon, & Zeithalm, 2004, p. 2) Looking at
the history of economic science the age of product based view has moved on to a customer
centred perspective. Nowadays it’s nearly indispensable to evaluate firm´s marketing
strategies and to identify the main drivers of the firm´s customer equity. (Aravindakshan,
Rust, Lemon, & Zeithalm, 2004, p. 5) Even more the customer equity framework gives firms
a tool to calculate and rank their strategies on a mid and long-term perspective. Finally the
customer equity approach makes mostly intangible information measurable and accountable.
(Rust, Lemon, & Zeithalm, 2004, p. 109)

Customer Equity Models
Facing the customer equity approach it´s necessary to investigate the customer equity
(CE) model and the customer lifetime (CLV) model. Both are directly related and customer
equity is the aggregation of a firms expected customers lifetime values considering existing
and new attracted customers. (Hogan, Lehmann, Merino, & Srivastava, 2002, p. 30)
Therefore customer equity can be defined as the future oriented contribution of the customers
to the company value. (Blattberg, Getz, & Thomas, 2001, p. 17) A mathematical approach is
given by following formula.

Figure 1: The Customer Equity Formula
Where customer equity is the product of customer lifetime value, the relevant market
share and the total market size. (Aravindakshan, Rust, Lemon, & Zeithalm, 2004, p. 12)
Where customer equity is the product of customer lifetime value, the relevant market share
and the total market size. To operationalize the customer lifetime value (CLV) it has to be
broken down in its several items.

Figure 2: The model representation
Where pt is the price paid by a consumer at time t, ct are the direct costs servicing the
customer at time t, I is the discount rate or cost of capital for the firm, rt is the probability of
customer repeat buying or being alive at time t, AC are the acquisition costs and T the time
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horizon for estimating the customer lifetime value. (Aravindakshan, Rust, Lemon, &
Zeithalm, 2004, p. 13)

While the theoretical literature review on customer equity several models appear. This
paper will concentrate on the three main and different types of customer equity models and
select a suitable one for further research.
The “black-box model” based on a capital value formula in combination with an
additional customer loyalty rate. Therefore the customer lifetime value of each customer has
to be summed up. The controlling potential of a black-box model is highest with existing
customers. (Reinartz & Kumar, 2000) The influence on new customers is not sufficient
covered with this approach. (Blattberg, Getz, & Thomas, 2001)
The “behavioural model” based on a multidimensional approach. This customer equity
model is driven by different success potentials and customer relation measures. The
management potential of this model seems to be critical. (Burmann, 2003)The psychographic
environment variables are transformed into monetary measures. Therefore this approach is
still controversial discussed. (Blattberg, Getz, & Thomas, 2001)
The “hybrid model” can be seen as synthesis of both, “black-box model” and
“behavioural model”. (Burmann, 2003) The “hybrid model” uses specific behavioural
measures and connects them with a mathematical formula based on a capital value approach.
(Rust, Lemon, Zeithalm, 2004) For further discussion the hybrid-model based on RUST,
LEMON & ZEITHALM research shows the most accordance and theoretical exercise in the
area of customer equity approach.
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Figure 3: Contrast of Customer Equity models in style of Burmann, 2003

Hybrid Customer Equity model
The hybrid customer equity model developed by RUST, LEMON & ZEITHALM
figures out a new strategic framework to validate management problems. More over this
model identifies the key drivers for firm´s customer equity. The determination of hidden
vulnerabilities and critical success factors makes this approach very powerful in a
management decision making process. (Lemon, Rust, & Zeithalm, 2001, p. 21)
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Figure 4:Hybrid Customer Equity model of RUST, LEMON& ZEITHALM

This hybrid customer equity model is based on three main drivers: value equity, brand
equity and relationship equity. (Lemon, Rust, & Zeithalm, 2001, p. 22) To analyse the drivers
for customer equity it’s necessary to keep in mind that consumers are switching between
brands. (Aravindakshan, Rust, Lemon, & Zeithalm, 2004, p. 7)
First of all brand equity is based on image and meaning in the customers mind. The
brand equity of a firm can attract new customers as well as work as a reminder to keep
services and products in customers mind. Moreover brand equity can work as a connector to
the firm and their products. (Lemon, Rust, & Zeithalm, 2001, p. 22) The importance of a
brand is not new also the importance of brand equity was already mentioned in earlier days.
But the connection and integration of brand equity in a customer equity model brings up the
linking connection in a holistic approach. (Aravindakshan, Rust, Lemon, & Zeithalm, 2004,
p. 5) Additionally brand awareness as well as strong consumer attitudes through direct
marketing is playing an important role in building or maximizing a firm’s brand equity.
(Lemon, Rust, & Zeithalm, 2001, p. 2)
Second value equity is the outcome of what is given up for what is received. If the
brands promise meets the expectation of the firms customers. Moreover value equity
reproduces the rational and objective part of the customers’ decision making process.
(Aravindakshan, Rust, Lemon, & Zeithalm, 2004, p. 5) The ratio of a products´ price, quality
and customer convenience is driving the firms´ value equity and in the end also the customer
equity. (Lemon, Rust, & Zeithalm, 2001, p. 22)
Finally high brand equity and high value equity may not be enough to hold customer to
the firm. There has to be glue between customers and the firm. The definition of relationship
equity is the willingness of a customer to stay with a brand and a firm. (Lemon, Rust, &
Zeithalm, 2001, pp. 22-23) Main issues on brand equity are the switching costs of the
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customers. All relationship programs aim to increase those switching barriers.
(Aravindakshan, Rust, Lemon, & Zeithalm, 2004, p. 7)

Conclusion
Looking at these different customer equity models and different methods, the main
drivers have a huge influence on a firms´ long-term success. This framework enables deeper
analysis on critical drivers of customer equity and may lead to more findings for example in
channel management to maximize the long-term performance of a firm.
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Many familiar global corporations have well developed CSR policies that enunciate socially
caring values that include the dignity and well-being of their employees. Yet opposition to
independent employee voice from many companies with trumpeted CSR credentials indicates
an uncomfortable contradiction between rhetoric and reality in the treatment of employees as
valued stakeholders. There are numerous examples of companies with espoused CSR policies
advocating the dignity and wellbeing of their employees with often explicit coercive antiunion practices. These practices are a constraint on the negative freedom of employees and
are unethical. We argue that that such anti-union and coercive behaviour towards employees
who seek independent representation can undermine the entire ethical edifice of CSR policies
by obscuring a company’s coercive anti -union behaviour, facilitate the expansion
of a non-union sector and the spread of a culture of authoritarianism in the
workplace and wider society.
Key words: CSR, ethics, employee voice, trade unions
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Introduction
In general the notion of corporate social responsibility (CSR) is a form of corporate selfregulation that encourages a company to make a positive impact on the environment and
stakeholders including consumers, employees, investors and communities. CSR allows
organisations to define their roles in society and apply social and ethical standards to their
businesses (Lindgreen and Swaen, 2010; Lichtenstein et al, 2004). The stakeholder
perspective of CSR encompasses the set of views of corporate social responsibility held by all
groups or constituents with a relationship to the company (Branco and Rodrigues, 2008).
Here we focus on employees as an embedded stakeholder and the ethical issues of
independent employee representation. At its simplest, ethics is a system of moral principles
that affect how people make decisions and lead their lives and is also concerned with what is
good for individuals and society. An organisations’ CSR policy can be taken as a set of
principles and rules that guide the norms and actions of management and employees.
Independent representation refers to an employee voice that is not established, resourced or
provided by the employer. Such independent voice can only be legitimately provided by
labour unions. Many familiar global corporations such as Amazon, McDonalds, Ryanair, and
Dell have well developed CSR policies that enunciate socially caring values that include the
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dignity and well-being of their employees coupled with often hostile behaviour towards
allowing any independent representation for their employees (Gall, 2004; Royle, 2005).
Opposition to independent employee voice from many companies with trumpeted CSR
credentials indicates an uncomfortable contradiction between rhetoric and reality in the
treatment of employees as valued stakeholders. Avowed values at the core of CSR conflict
with actual behaviour ensuring that no intermediary entity such as a trade union undermines
the direct relationship between the individual employee and the corporation. Recognition of a
trade union is essential if employees are to have independent voice in decisions affecting their
working lives. Independent representation in the workplace provides employees with the
autonomy to voice their concerns without fear of victimisation or discrimination. Our
argument here is that any actions by a company that prohibit or inhibit employees choosing
independent trade union representation is unethical because it violates an individual’s
capacity for freedom and autonomy and often contradicts the espoused tenets of CSR. In this
paper, we consider the disjunction between CSR policies and company behaviour towards
trade unions. First we outline the unitarist and pluralist perspectives on trade unions and
explore the utilitarian concept of ethics in the employment relationship in a capitalist market.
Next, we examine the Kantian perspectives of positive and negative freedom. We conclude
by summarising our findings and their significance for CSR as an ethical framework for
firms, discussing the importance of ethical behaviour in expediting workers’ rights to
independent representation.

Capitalism, employment and ethics
Firms in capitalist market societies operate in a system characterised by free competition and
profit maximisation. Survival and expansion depend on the rational and efficient exploitation
of all the factors of production including labour in the search for stable and continuous profit.
Economic relations dominate all other considerations and labour is bought and dispensed
with like any other factor or commodity. Consequently Friedman (1970) argued that the only
ethical obligation of the entrepreneur is to maximise profits subject to conformity to legal
requirements. The only social responsibility of business according to Friedman (1962: 133) is
to use its resources to increase profits so long as it engages in open and free competition
without deception or fraud. From this perspective the employer’s duty to the owners and
shareholders is the pursuit of maximum profit. A firm that puts the ethical considerations of
other stakeholders such as employees first and business second could undermine the overall
welfare of the firm and its shareholders/owners and even its employees (Van Meerhaeghe,
2006).
These arguments essentially reflect the utilitarian position that the foundation of ethics and
morals should be the welfare or greatest happiness or pleasure of the greatest number.
Utilitarianism holds that actions are judged right or wrong solely by their consequences rather
than their intent. Thus the actions of individuals pursuing their self-interests in competitive
markets leads to a moral result from a utilitarian perspective by generating efficient outcomes
in which profits and welfare are maximised (Budd, 2004: 70; Delaney, 2005). A core
principle of unitarism is that trade unions interfere with management’s prerogative to
manage. Management and employees are assumed to share common interests and the
employer/management are fundamentally the only source of legitimate authority in the firm.
Trade unions are a competing and illegitimate if not alien source of authority and an
unwarranted intrusion in the workplace (Fox, 1966). In non-union firms mechanisms to allow
workers have a voice are generally established and run by the employer. Unitarism and
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utilitarianism are clearly related since the former would claim that owners/managers are the
best qualified to run the business and interference from outsiders like trade unions is likely to
have an adverse effect on profits and company welfare that amounts to an unethical outcome.
However the view of the employment relationship as predominantly an economic exchange
ignores the substantive social and ethical aspects of the relationship. Although employers and
potential employees meet in the labour market as buyers and sellers of labour power there is
often disagreement and conflict over the wage bargain itself (Offe, 1985: 14). Ethical
considerations can arise over what constitutes a fair day’s wage, the efforts levels required
from employees and how employees are treated (Thompson, 1989). As organisations are
essentially hierarchical structures of power the relationship between management and
employees is essentially one of domination and subordination with the possibility for
coercive and unethical behaviour (D’Art and Turner, 2006a; Edwards, 1995). This
understanding of the employment relationship focuses not just on the economic exchange but
also on the social relations as a potential ethical nexus in an organisation. In this vein Kant’s
moral system represents an alternative ethical approach to utilitarianism. From a Kantian
perspective owners, managers and workers in organisations are both an economic/business
and a moral community. When labour is used primarily like a commodity to be bought and
sold in the sole pursuit of profit it appears to breach Kant’s second formulation of the
categorical imperative that ‘One should always treat the humanity in a person as an end and
never as a means merely’. What distinguishes humans from other things on the planet is that
humans are free. For Kant this capacity for freedom gives us dignity. Violating a person’s
humanity occurs when they are coerced into accepting a situation not of their choosing or
when they block a person from choosing ends of their choice (Bowie, 2005).

Kantian ethics and employment relations
A number of commentators have addressed the implications of Kant’s concept of freedom to
organisations, the provision of meaningful work and the employment relationship (Bowie,
1998a and 1998b; Ciulla, 2012; Bowie, 2005). These draw on an analysis of Kant’s moral
philosophy that divides freedom or liberty into negative and positive freedoms. Negative
freedom is to be free from causal necessity that is freedom from constraints on the ability to
make choices. For Kant negative freedom is to act independently of determination of alien
causes and is a necessary condition for the meaningfulness of actions (Bowie, 1998b).
Consequently having negative freedom requires a degree of autonomy in the workplace.
Coercion and deception are a violation of negative freedom because they prevent an
individual from freely choosing ends (Delaney, 2005). For Kant negative freedom is not
freedom in its fullest sense (Bowie, 2005). More significantly positive freedom means the
freedom to control and direct one’s own life. It allows an individual to consciously make their
own choices, create their own purposes, and shape their own life – to act rather than be acted
upon. Positive freedom is the freedom to become a moral agent with the autonomy to be a
law unto themselves and above all to treat humanity as an end in itself (Hill, 1992: 35).
Yet it seems fanciful to argue that the concept of positive freedom applies unreservedly to
actors in a capitalist market with its logic of exploitation and profit maximisation. In a
capitalist market system the scope to act as a moral agent appears at times to be severely
curtailed by economic imperatives. Firms are compelled to act somewhat morally by the
norms, social values and laws of the democratic society within which they operate. Workers
can, to a limited extent, shape the societal constraints on firms through their participation in
the political process and voting for social democratic parties in the hope that this will regulate
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the behaviour of firms. These constraints most often involve a minimal ‘floor of rights’ for
workers and depend on individual workers to seek justice if these are breached. On the
whole, there are very few repercussions for firms that operate outside of moral norms in the
pursuit of profit. A tension between the use of labour as a commodity or factor of production
and its human essence exists that stems from the nature of capitalism and a free market for
goods and services. Substantial evidence indicates that people are often used as a means
towards an end rather than as an end in themselves in organisations (Watson, 1986: 23;
Thompson, 1989: 242-3). A capitalist market society cannot operate effectively without
treating labour as a commodity to some degree. In this regard the imperatives of competition,
survival and profit limit and constrain the firm as a pure moral arena. Consequently a more
nuanced and practical interpretation of Kant’s categorical imperative is more appropriate that
emphasises the negative rather than the positive freedom of employees (see Ciulla, 2012).
Creating an ethical context that permits workers a relative degree of freedom from constraints
on the ability to make choices requires a degree of autonomy and the absence of coercion and
deception. A denial of negative freedom and the use of coercion against workers effectively
amount to unethical behaviour. However negative freedom requires some mechanism to
prevent organisations from interfering with workers autonomy and freedom. Such a
mechanism must address the power imbalance in the employment relationship and satisfy the
criteria for an independent worker voice. At the heart of Kant’s moral system is an emphasis
on the freedom and humanity of the individual. Individual freedom is also at the core of
independent employee representation. Freedom implies being self-determined in control of
one’s destiny and the pursuit of own interests. Trade unions act as an instrument for workers
through which to exert some influence on the terms and conditions of employment and check
the exercise of absolute and arbitrary employer power (D’Art and Turner, 2006a).
Unionisation can be seen as an attempt to offset the superior market power of the employer in
the bargaining relationship and the subordinate control position of the worker in the
enterprise. Balancing the power relationship between employer and employees does not
imply rejection of managerial authority or legitimacy in the exercise of its power but more a
qualified acceptance. Indeed the origin of trade unions representing workers is inextricably
linked to the emergence of a capitalist industrial society in the 19th century. Independent trade
unions have in general accepted and acted within the market system where businesses fail,
jobs are lost and redundancies occur on a regular basis. The enduring raison d’etre of trade
unions is to represent workers’ interests within the confines of the market system and allow a
degree of negative freedom. The behaviour of firms in acting ethically or otherwise can
significantly impact on the ability of trade unions to do this. Arguably, given the power
imbalance in the employment relationship trade unions depend on firms to act in an ethical
manner.
Trade unions - an ethical necessity?
For an organisation to act in an ethical fashion it would seem that its policies and rules ought
to be consistent with human freedom and based on some degree of consent rather than
coercion. It may be argued that unitarist (non-union) firms can provide an ethical context for
negative freedom where employees are free from constraints on their ability and autonomy to
make choices and especially are free from coercion and deception. Many large and medium
non-union firms provide mechanisms for employee voice such as ‘open-door’ policies,
grievance procedures, peer review processes, arbitration and the use of ombudsmen
(Peterson, 1994). Yet the empirical evidence of these voluntary voice mechanisms show that
non-union firms face major challenges as the mechanisms are initiated, controlled and
resourced by the firm and must be seen to contribute to the financial goals of the firm (Van
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Burren and Greenwood, 2008). Where there is no mechanism or room for principled public
‘dissent’, any individual dissent maybe labelled as destructive behaviour where workers risk
their reputation and suffer retaliation (Richards, 2008: 670; Donaghey et al., 2011). The most
frequent mentioned concerns for remaining silent in non-union firms was the fear of being
labelled a ‘trouble maker’ or ‘complainer’ and the futility of speaking up – that it was not
worth the effort and would make no difference (Meager et al, 2002). Such voluntary voice
mechanisms in non-union firms may not intrinsically be unethical but are simply inadequate
for establishing an ethical context of negative freedom in the workplace. However such
practices when used to exclude trade unions represent a form of coercion and deception.
Indeed, research shows that union avoidance is one of the main reasons why non-union firms
institute voice mechanisms such as grievance systems (Ackers et al, 2004; Logan, 2006).
Widespread use of oppressive tactics and intimidation of union members by employers is
well documented in Anglo-Saxon countries such as the US, UK and Ireland, the use of such
tactics by Irish employers to suppress union organisation appear to have become more
‘sophisticated and intense’ in recent years (D’Art and Turner, 2005:129; Gall 2009; Cullinane
and Dundon, 2014). Excluding a union from the workplace allows the employer to
unilaterally determine the rules of the workplace with often scant regard for the wishes of
employees (Flood and Toner, 1997: 270). Overall employee voice in non-union firms is
partial and limited in that there is no evidence that they extend to negotiation on the
substantive issues of the terms and conditions of employment. Secondly the voice
mechanisms are established, controlled and resourced wholly by the employer and lack the
independence crucial to concepts of natural fairness and justice. Thirdly they fail completely
to address the power imbalance in the employment relationship exposing the weaker party to
being coerced. Alternatively trade unions and collective bargaining provide a mechanism and
process that appears to conform to at least a limited form of negative freedom as it allows
workers an independent voice free from coercion to negotiate their terms and conditions of
work. For Kant freedom does not consist in being bound by no law, but by laws that are in
some sense of one’s own making. Collective bargaining appears to conform to Jurgen
Habermas’s idealised conception of practical discourse. That is only those norms are justified
and valid that meet with the approval of all affected in their capacity as participants in a
practical discourse and could be accepted without coercion (Mingers, 2009: 181-2). As such
collective bargaining provides a coherent moral framework that allows the stakeholders in an
organisation some freedom to determine their own destiny. Consequently to deny or oppose
workers lawful representation is to violate the freedom and dignity of the individual and
breaches the categorical imperative to treat workers as an end rather than a means. From a
Kantian perspective any firm that attempts to (i) use any measures to avoid trade unions or
(ii) denies union recognition and representation when sought by workers is acting in an
unethical fashion.

Discussion and conclusion
In many companies the use of union oppression tactics by the companies such as
intimidation, discipline and dismissal of union activists and the use of the courts and legal
systems to thwart any attempts to establish trade union recognition are widespread. In
essence many of the anti-union practices engaged in by companies can be classed as
coercive acts against employees, are a constraint on the negative freedom of employees and
are unethical. Such tactics sit uneasily alongside formal CSR policies that aim to provide an
inclusive ethical environment that treats employees as valuable stakeholders in the firm.
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Evidence of global firms that deny employees a choice of independent representation and
use coercive tactics to exclude trade unions is readily available online and in academic and
media publications. Well known firms such as Walmart, Target, Amazon, Coca Cola,
FedEx, Sports Direct, Apple, Foxconn and numerous others have policies that are explicitly
and militantly anti-union. Even seemingly benevolent employers such as Google, Microsoft
and Intel put great emphasis on union substitution strategies and soft HR policies and
practices to keep unions out. It can be plausibly argued that such anti-union and coercive
behaviour towards employees who seek independent representation undermines the entire
ethical edifice of CSR policies. Unless firms are willing to accept and support employee
choices for independent representation as unconditional moral obligations it calls into
question the ethical authenticity of their CSR policies. It appears that many firms are in
favour of CSR policies when they have a beneficial influence on sales and company
performance but baulk at allowing employees an independent voice and permitting a trade
union presence in the workplace. Ethics as a set of standards and rules of conduct is not
defined by its usefulness or profitability but rather on what is considered to be a correct
action binding in all circumstances. Firms that ‘cherry-pick’ actions that are perceived as
profitable or performance enhancing undermine the essence of ethics and ethical behaviour.
More egregiously CSR policies can act to obscure that reality of a company’s
coercive anti-union actions and facilitate the growth and legitimacy of a non union sector. In non-union companies the employer/management has the scope to structure
the dominant discourse of ideas, beliefs, attitudes and courses of action that construct a
particular world view (Butler, 2009). Non-union and unitary firms are likely to be more
authoritarian where employees are encouraged to identify wholly with management and give
unquestioned obedience to the organisation (Kitschelt, 2007). Frequently an essential part of
this discourse is the creation of a negative image of trade unions as inimical to the welfare of
the company and its employees (Gall and McKay, 2001). An ideology that stresses common
values and interests and eschews any notion of employee independent representation is
likely to desensitise actors particularly at managerial level to the ethical implications of their
actions.
In recent decades opposition to trade unions has increased sharply and is a central factor in
the decline in trade union density levels in most of the developed industrial societies
(Dundon, 2002). In the United States and most European countries trade unions
enjoyed continuous growth up to 1980 yet over the following decades the same countries
recorded often substantial declines in union density. Trade unions now represent a
smaller proportion of the employed labour force in Europe than at any other time
since 1950 (Verma and Kochan, 2004). Non-union firms are no longer an enclave
in a pluralist milieu but are now a pervasive and dominant presence. Over the
same period since 1980 authoritarianism in the United States and Europe as
measured by a weakening of support for democracy and its inst itutions has been
increasing (Stefan et al, 2016). The spill -over effect of the systematic
opposition to trade union representation displayed across the Anglo -Saxon
countries in particular such as the US, UK, Australia and Ireland is likely to
have contributed to this rise in authoritarianism. Trade unions tend to encourage
more liberal views in their members on economic and cultural issues (Kitschelt, 2013).
Unions foster democratic values and culture emphasising participation and autonomy at
work and enhancing democratic voice in the work place and wider society (Pateman, 1970:
38). Membership of a trade union has been shown to provide a stimulus to both electoral
and political participation and even increases the life satisfaction of citizens, particularly
83

The 11th MAC 2017
Multidisciplinary Academic Conference

the well-being of citizens with lower incomes (Flavin et al, 2010).
Consequently a workplace governed by a unitarist ideology is more likely to
dispose employees to more authoritarian alternatives in the wider society than a
pluralist workplace where trade unions are present. Traditionally workers were
associated with voting for left social democratic parties rather than mainstream right-wing
parties (Goldthorpe et al, 1968). However recent evidence indicates an overrepresentation of
workers among the electorate of new radical right wing parties (typically labelled as extreme
right, populist or radical right) that have emerged in the 1990s (Kitschelt, 2007; Rydgren,
2013). These working class supporters of new radical right wing parties in Europe are more
likely to be non-union. Low levels of unionisation are therefore likely to allow populist right
wing parties to gain ground inside the working class (Arndt and Rennwald, 2017). As Arndt
and Rennwald (2017: 158) observe ‘de-unionisation might well be a decisive element for the
phenomena of electoral de-alignment and realignment that many Western European
countries have faced since the 1970s’. Thus the actions of firms is crucial not just in creating
more ethical workplaces but in shaping the minds and actions of employees and other
stakeholders in sustaining a fair and democratic society. Companies can help to stem
the rise in authoritarianism by adhering to CSR policies that create a genui ne
ethical and participative environment free from coercion for all stakeholders.
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Abstract
Local governmental units are responsible for offering a wide range of services to citizens and
on improving the management of public resources. In this line, transparency of information in
local government is crucial to ensure the accountability of local leaders to the community,
and a tool to empower the citizens in order to play a better role in society by participating in
local decision taking. Considering the last developments in technology of information and the
uprising statistics of internet usage in Albania, online transparency of local government units
is an important issue to consider with regard to improving local governance and to ensure
transparency of information to the citizens. The purpose of this study is to analyze the local
government online transparency in Albania, and to identify the classes of information
voluntarily disclosed online for the public. To analyze the level of online transparency, an
index with four classes of information is assessed for 12 main municipalities, which also
allows us to make comparisons between them. As it results from the analysis, the information
technology communication in Albanian municipalities is still in the first steps of
development, offering poor access for citizens to relevant financial data or performing
bureaucratic operations online.
Keywords: information disclosure, online transparency, local government.
Conference topic: Economy, Management and Marketing

1. Introduction
The Internet provides a powerful tool for reinventing local governments; it encourages
transformation from the traditional bureaucratic paradigm, which emphasizes standardization,
departmentalization, and operational cost-efficiency, to the “e-government paradigm”, which
emphasizes coordinated network building, external collaboration, and customer services (TatKei Ho, 2002). Broadly speaking, e-government has five main aspects: interaction among
government agencies, web-based service delivery, e-commerce, digital democracy for more
transparent accountability of government, and e-finance (Moon, 2002; Wang and Rubin,
2004). Government’s use of the internet and other associated technologies, known as egovernment, could become the instrument that makes regular timely information on public
finances more forthcoming (Rodríguez Bolívar et al. 2007). The advantages in frequency and
timeliness, as well as the decrease in information distribution costs, have made the Internet an
indispensable communication channel in the relationship between public administrations and
their users/citizens. The development of e-government may constitute an important
opportunity to improve the informative and relational capacity of web sites, as well as to
contribute to public management transparency (Gallego-Álvarez et al, 2010). The official
web page of a municipality is probably the most durable form of internet-enabled technology
to provide local government information, thereby securing long-term transparency goals
(Jaeger and Bertot, 2010). More information delivered in a more timely fashion to citizens is
expected to increase transparency of government, empowering citizens to more closely
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monitor government performance. Enhanced interactivity of the technology is also expected
to improve government accountability as it makes government more responsive to the
demands of individual citizens (Wong and Welch, 2004).
Considering the last developments in technology of information and the uprising statistics of
internet usage in Albania, online transparency of local government units is an important issue
to consider with regard to improving local governance and to ensure transparency of
information to the citizens. The foundation of local government in Albania is based on the
opportunity for communities to make choices between different kind of local public facilities
or services and the promotion of effective participation of local residents in local government
(Law No 115/2014). Local governmental units are responsible for offering a wide range of
services to citizens and on improving the management of public resources. In this line,
transparency of information in local government is crucial to ensure the accountability of
local leaders to the community, and a tool to empower the citizens in order to play a better
role in society by participating in local decision taking. According to the Albanian law on
local government transparency, the local units must guaranty for the public the transparency
of their activities (Law No. 139/2015). Every decision of local government units must be
published in the official online web site of the institution or it should be declared in the
specified location for the public announcements. Also, every unit of local government is
obligated to assign a coordinator for transparency and to approve the transparency program,
ensuring the access of information for everyone, especially for the population living in
difficult economical conditions, in accordance with the law.
However, local government units must show more efforts in the disclosure of information for
citizens, by offering the right means to easily access relevant data at a lower cost. According
to the study conducted by the independent nongovernmental organization BIRN Albania
(Balkan Investigative Reporting Network) in 2016, the poll results show that municipalities
are more transparent regarding to the categories of information: “the right of information”
and “municipal council”, meanwhile the categories “financial transparency” and “public
consultation” are less transparent for the public and the stakeholders. In early 2006, in
Albania there was only 4.8% of internet penetration, a figure that today stands at
approximately 63% (World Bank, 2015). According to World Economic Forum Publication,
Albanians are among the most zealous internet users in Europe, having achieved the second
highest growth in this area in the world from 2006 to 2010. However, online access to public
information in Albania stands at low levels, where 41% of the municipalities do not have an
official web page, whereas in the rest of the units relevant information is limited. On the other
hand, in many cases, the information provided is not updated permanently. According to the
UNDP study, conducted in Albanian municipalities in 2015, 63% of the respondents believe
that the use of information technology can improve governance. Meanwhile, 56% of them do
not know if the local government unit offers information via an official webpage.
The purpose of this study is to analyze the situation of local government in Albania, with
regard to online transparency of governmental units and to identify the classes of information
voluntarily disclosed online for the public. To analyze the level of online transparency, an
index with four classes of information is assessed, which also allows us to make comparisons
between the governmental units studied. From the population of 61 municipalities according
to the new administrative division in Albania, we have analyzed 12 large municipalities that
are also important administrative areas and constitute local units with more than 25,000
inhabitants. The observation of official municipal websites exposes important remarks
referring to the level of local government online transparency in Albania and considerations
to be taken into account for the future development of local units meeting the rhythms of

88

The 11th MAC 2017
Multidisciplinary Academic Conference

development of communication technology and growing needs of citizens for inclusion and
accountability.

2. Methodology
In order to analyze the level of online transparency of municipalities in Albania, we have
modeled an information disclosure index divided into four subsections of information. The
methodology for this index is adapted from previous study of Gandia, J. and Archidona, M.
for Spanish city councils, 2008. The index consists on 33 items (as explained in details in
Annex 1.), grouped in four classes of information:
Presentation and Navigation - This section refers to the clarity and accessibility of the
information on the web, so that the citizens can easily access the interested rubrics or data,
and use the website as a tool to perform important procedures such as applying for services
online. Ten items are examined, including means of communication provided, security of the
website, search system, forums or opinion blogs, downloading of information in spreadsheet
format, etc. It represents 30,3% of the index.
General Information - In this section general aspects of city development, history, cultural
life, tourism, political programs and strategies, and services offered by the municipalities are
examined. Seven items are included, which represent 21,2% of the general index.
Budgetary Information - Information about budget and budget execution is important for the
citizens and an essential trait of transparency. Nine items are examined, to determine the level
of information regarding budgetary expenditure, incomes, taxes, investments and further
details by programs and classes for the present fiscal year and previous years. This section
represents 27,3% of the index.
Financial Information - It is orientated on the financial aspects of municipal operations, so
that the citizens can understand how the funds are administrated and the economic situation
of the municipal unit. Seven aspects are analyzed, orientated on management indicators
reports, economic and financial reports, balance sheet publication, and accounting rules used.
It represents 21,2% of the total index.
Table 1: Municipalities grouped by inhabitants
Over 150,000 inhabitants
100,000 - 150,000
50,000 - 100,000
25,000 - 50,000
10,000 - 25,000
Less than 10,000 inhabitants
Total number

Number of municipalities
2
5
7
19
18
10
61

Cluster chosen for the study
2
4
4
2
0
0
12

Source: INSTAT, Census 2011.
The cluster analyzed in this study was chosen based on two criteria. Firstly the number of
inhabitants for each municipality was taken into account. We have divided the 61
municipalities of the Albanian republic in six classes according to the number of inhabitants
as presented in table 1. The cluster chosen for the study consists of 12 municipalities,
representing 56,26% of the total population. Municipalities are chosen for each class of the
population groups, starting from units with 25,000 inhabitants and more. The second criteria
used for the cluster combination is the administrative traits of local governmental units; the
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12 analyzed municipalities are also administrative centers of regional councils of Albania.
These criteria are considered important related to the services offered widely to citizens in
areas with higher inhabitants and also with more capacities to facilitate administrative
functioning, as centers of regional development.
After identifying the traits of each information group, municipalities were assigned a score of
one if the information is provided and zero if there is no information about the correspondent
item. The disclosure index for each of the four groups of information and the general
disclosure index are measured on a scale from zero to ten. The result is calculated by dividing
the score obtained to the maximum obtainable score and multiplying it by ten.
Information Disclosure Index = (Score obtained / Maximum obtainable score) * 10
As it can be understood, the highest expected result would be ten and the lowest score would
be zero. We have calculated four different indexes for the general information, budgetary
information, financial information, and presentation and navigation. Lastly the general
disclosure information index is calculated, which allows us to evaluate the transparency of
online information in general and then identify specifics for different groups of information.

3. Data analysis and results
The disclosure of information in online web sites of twelve representative municipalities of
the local government in Albania were observed, the calculated indexes on information
disclosure are presented in table 2.
Table 2. Indexes of Website Information Disclosure for Albanian municipalities
Index value
Presentation and Navigation
General Information
Budgetary information
Financial information
Disclosure Index (general)

4.8
6
4.4
1.7
4,2

Source: Author calculations
Presentation and navigation index value is around the average (4,8) which indicates that the
level of accessibility and clarity of the information could be enhanced and it is only at an
average performance point. Most of the municipalities offer links to other related web pages
and institutions, and they also provide information on how to communicate with municipal
representatives, online or other ways of communication. Only seven of the municipalities
provide the information also in English language. Open forums to express the citizens
opinions are offered only in four municipalities. At a lower level it is observed the hyperlink
system within the page, the subscription to municipal newsletters, and accessing or applying
for bureaucratic processes (certificates, paying taxes, etc). About the format of the
downloaded information, in most of the municipalities it is not provided in a spreadsheet
format, which makes it difficult to analyze or access the financial and economic data. There
was observed only one case of guaranteeing the security of web site information by
certificates, and one of the municipalities observed uses a free domain website, which
indicates a low investment on information technologies and security of the web.
The results show that the general information offered by municipalities in Albania is above
the average (6,0), and it has the highest score compared to the three other classes of
information. From the observation, all the municipalities studied offer information on the
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socio-cultural activities of the city. Most of the municipalities offer information on the
services and new services offered by the administration. Also, the touristic attractions of the
city are described in most of the cases, offering touristic guides of the city and other touristic
information. The composition of the organs of local government is also provided in most of
the municipalities studied. In this group, the less disclosed information are the reports on the
economic development and precise quantitative reports on the political strategy of the city
council.
Budgetary information according to this indexed model is below the average (4,4), which
indicates that the transparency regarding budgetary quantitative data are not at the desired
level. At this group of information, the expenditures and incomes by classes are offered in
seven municipalities, but it is observed that in most of the cases there are limited
specifications on the information provided, as for example on details with reference to
personnel expenses. Five of the observed municipalities do not provide any budgetary
information, neither the balance sheets for the current or previous years. It is observed that in
the entire cluster there is no budgetary statement of liquidity provided on the web page. Real
investments by classes are provided by five of the municipalities, as well as the budget
distributed by programs. But it is observed that the information provided is not sustainable,
only six of the studied units published the budget of previous years, even though they do not
have the same standard of the information and format of data provided over the years.
Table 3. Index values for each municipality
Tiranë

Durrës

Elbasan

Shkodër

Vlorë

Korçë

Lezhë

Dibër

Kukës

Gjirokastër

Fier

Berat

Presentation and Navigation

5.0

3.0

7.0

5.0

5.0

5.0

6.0

6.0

4.0

0.0

6.0

5.0

General Information

7.1

7.1

5.7

10.0

5.7

4.3

8.6

4.3

4.3

2.9

7.1

4.3

Budgetary information

6.7

8.9

6.7

8.9

8.9

0.0

5.6

1.1

0.0

0.0

5.6

0.0

Financial information

4.3

4.3

0.0

4.3

4.3

0.0

2.9

0.0

0.0

0.0

0.0

0.0

Presentation and Navigation

5.0

3.0

7.0

5.0

5.0

5.0

6.0

6.0

4.0

0.0

6.0

5.0

Disclosure of Information Index

5.8

5.8

5.2

7.0

6.1

2.4

5.8

3.0

2.1

0.6

4.8

2.4

Source: Author calculations
Financial information disclosure is very low (1.7), compared to other index values, and it is
much below the average. Indicators of management and accounting rules used are not
provided in any of the municipalities studied. Economic and financial analysis report is
provided only in one of the municipalities. Statement of income and expenses is provided in
five of the cases, but it is observed that the information provided for previous years is at
minimum. Also, the operating statement for the present year is provided online only in three
of the municipalities. The low information on financial data might affect the level of
transparency of the governmental units and it indicates less information for the citizens on
how the municipal funds are being administrated and weather they are distributed correctly.
The General Disclosure of Online Information Index calculated for all the four groups of
information mentioned in the upper section, is below the average with a value of 4.2. As it
was observed the higher scores were obtained on the general information provided by the
municipalities, mostly on touristic and socio-cultural information. Meanwhile, the financial
and budgetary information provided is limited and it lacks consistency in years. Financial
analysis reports and economical data reports are very limited on the web site, and they are not
frequently updated for the present year. It is observed that in most of the cases information
provided for each section is not detailed and it needs a higher orientation model of the
website to identify the required information.
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If we examine the municipalities in this study (table 3), which represent large governmental
units in Albania, also strategic and touristic cities, the highest score on information
transparency online is attained by the municipality of Shkodra. This municipality offers
detailed information and reports on financial situation of the city, as well as financial and
budgetary data by classes. The municipality of Gjirokastra has the lowest score in the indexed
scale, lacking financial and budgetary information of any form, only offering limited general
information on the city. Considering the high touristic and cultural interest on Gjirokastra, as
a World Heritage UNESCO site, the low information transparency might influence negatively
the image of the city and its accessibility by tourists and interested parties. Municipalities of
Kukës, Berat and Korça, also lack the budgetary and financial information in their web sites,
providing no balance sheets or other budget data for the public. But in most of the
municipalities updates of the information is required, since the present fiscal year information
is missing, such as in the case of Dibër and Durrës. Meanwhile the municipality of Vlora
offers budgetary data and consolidated budged for an interval of 10 years, even though the
presented data are not consistent in content classes and format from one year to another. It is
observed that the capital city of Albania, Tirana municipal web site, lacks budgets and
financial reports from previous years where only 2016 data are provided. It doesn’t offer the
information in foreign language (English) and also applying for services online is not
provided. Meanwhile, municipality of Elbasan provides different rubrics of information,
including an opinion blog for citizen’s comments, but most of these rubrics are empty so the
information is limited.

4. Conclusions
Municipalities in Albania are undertaking initiatives for a higher transparency of information
online, also as part of e-government and open data initiative. As it results from the study the
information technology communication is still in the first steps of development, offering poor
access for citizens to relevant financial data or performing bureaucratic formalities online.
The web site information needs to be periodically updated and have a consistency in format
and content classes so that it could be possible to analyze it for longer intervals of time. The
orientation of the web pages needs to be revised, so it can be easily accessible for all citizens
and clearly understood by them. Offering the information in other foreign language would be
an advantage especially for the touristic and cultural cities, offering service assistance also to
tourists or foreign citizens. Also, the participation of citizens in decision-taking and in
enhancing the municipal services must be incited by creating more spaces of opinion
expression in form of forums or by providing online communication with the municipal
correspondent offices. With regard to the financial data, it is observed that the financial
information disclosure is very low (1.7), the lowest compared to other index values, and it is
much below the average. Indicators of management and accounting rules used are not
provided in any of the municipalities studied. The low information on financial data might
affect the level of transparency of the governmental units and it indicates less information for
the citizens on how the municipal funds are being administrated and weather they are
distributed correctly. It can be concluded that local government units in Albania must show
more efforts in the disclosure of information for citizens, by offering the right means to easily
access relevant data at a lower cost.

92

The 11th MAC 2017
Multidisciplinary Academic Conference

References
[1]
[2]

[3]
[4]

[5]
[6]
[7]
[8]

[9]
[10]
[11]
[12]

[13]
[14]

BIRN - Balkan Investigative Reporting Network, (2016). Raport Kombëtar
Monitorimi: Pushteti Vendor nën Lenten e të Drejtës për Informim, Tiranë 2016.
Gallego-Álvarez, I., Rodríguez-Domínguez, L. and García-Sánchez, I.M., (2010). Are
determining factors of municipal e-Government common to a worldwide municipal
view? An Intra-Country comparison. Government Information. Quarterly 27, 423430.
Gandía, J.L., Archidona, M.C., (2008). Determinants of web site information by
Spanish city councils. Online Information Review 32, 35-57.
Jaeger, P.T. and Bertot, J.C., (2010). Transparency and technological change:
Ensuring equal and sustained public access to government information. Gov. Inf. Q.
2010, 27, 371–376.
Law Nr. 139/2015, Për Vetëqeverisjen Vendore, Kuvendi i Republikës së Shqipërisë.
Law Nr.115/2014, Për ndarjen administrativo-territoriale të njësive të qeverisjes
vendore në Republikën e Shqipërisë, Kuvendi i Republikës së Shqipërisë.
Moon M J, (2002). The evolution of e-government among municipalities: rhetoric or
reality? Public Administration Review 62, 424-433
Rodriguez Bolivar, M.P., Caba Perez, C. and Lopez Hernandez, A., (2007). Cultural
contexts and governmental digital reporting, International Review of Administrative
Sciences, Vol. 72 No. 2, 269-90.
Tat-Kei Ho, A., (2004). Reinventing Local Government and the E-Government
Initiative. Public Administration Review, Vol. 62, No. 4, 2002, 434-444.
UNDP – United Nations Development Programme (2015). Open Government
Partnership Project, Opinion Poll: Trust in Government, Albania.
Wang, H., and Rubin, B. L., (2004). Embedding e-finance in e-government: A new egovernment framework. Electronic Government, 1(4).
Wong, W. and Welch, E., (2004). Does E-Government Promote Accountability? A
Comparative Analysis of Website Openness and Government Accountability,
Governance: An International Journal of Policy, Administration, and Institutions, 17,
2, 275-297.
World Bank Group, (2016). World Development Report 2016: Digital Dividends.
World Economic Forum, (2011). The World Competitiveness Report. Insight Report
2010-2011.

93

The 11th MAC 2017
Multidisciplinary Academic Conference

Annex 1.
Website Disclosure Index
A) Presentation and Navigation
01. There are links to other related web sites
02. Uses certificates to guarantee the security of the web site
03. It indicates the different methods by which citizens can access municipal information
04. Subscriptions to municipality newsletters
05. There is a hyperlink system that relates different areas of the web site
06. There is information in other languages (at least in English)
07. The downloading of files in spreadsheet format is permitted
08. There is a search system
09. One can carry out bureaucratic processes through the web: paying taxes, etc.
10. Makes opinion forums available to foster the participation of the citizens in public life
B) General Information:
11. Level of economic development of the city
12. Reports about the composition of the organs of government of the local entity
13. Precise and quantitative information about the political strategy of the city council
14. Web tourism office/tourist information
15. Presents the socio-cultural offerings of the municipality
16. Calendar of relevant dates for the citizens
17. Services offered / new services
C) Budgetary Information
18. Consolidated budget
19. Budgetary expenditures by class
20. Budget details with reference to personnel expenses
21. Budget distributed by programmes
22. Real investments by class
23. Budgetary statement of liquidity
24. Incomes by classes
25. Previous years’ budgets (two years minimum)
26. Statement of taxes
D) Financial Information
27. Balance sheet of present fiscal year
28. Balance sheet of previous years (two years minimum)
29. Economic and financial report
30. Operating Statement of present fiscal year
31. Statement of income and expenses
32. Provides the accounting rules used
33. Indicators of management
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Abstract
Public-private partnerships (PPP), sometimes named P3, represent complex financing
structures which involve substantial costs of implementation and extensive legal
documentations. Special attention should be paid to preparing the legal framework for the
implementation of PPPs and to establishing means of financing given that legislating this
partnership, a joint event both for public and private partners, will have an impact on the
cost-efficiency report. However, it is not clear if this reflects the impossibility of a contract
to foresee every possible outcome or it is usually the result of a series of more detailed
information which should be more thoroughly determined by means of regulations. At a
European level, significant quantities of natural resources and highly valuable public
assets are currently managed through concessions or through public-private partnership.
To this purpose, the European Union aims to accomplish the set objectives by creating a
framework which encourages the implementation of investments by means of publicprivate partnerships. Starting in 2016, Romania has a new legal framework regulating the
public-private partnership which, although congruent with the Community’s regulations in
the field, it is not sufficiently regulated in order to allow, at the present time, the successful
implementation of a project by means of a public-private partnership. This article aims to
create and manage a PPP project from the point of view of a public authority and wishes to
highlight certain aspects connected to the financing of a PPP project which are still
ambiguous and are subject to interpretation.
Key words: public-private partnership, project financing, public authority, private partner.
Conference Topic: Economics – Finances

Introduction
A public-private partnership is an official agreement which generally materializes in
a contract, through which a public entity (a government, regional or local authority) and
one or more private entities decide to cooperate in order to produce assets and/or perform
services.
Private entities are generally selected through a competition. The role of the public
entity is that of ensuring compliance with the public interest in this operation. To this
purpose, the contract stipulates exactly what tasks must be fulfilled by private entities in
what concerns the services to be performed, the capital to be invested, the security
regulations to be complied with etc. Private entities generally participate through the
equity brought into the construction activity and/or in the implementation services.
In the context of neoliberal economic systems which predominated in the last
centuries, numerous public-private partnerships were created throughout Europe.
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This study envisions the financing of a PPP project from the point of view of a
public authority in Romania, sometimes known in this context as “project promoter”, in
the context of the legal framework which entered in effect in 2016, without highlighting
the point of view of investors and lenders, which is going to be the object of subsequent
and separate research.
Figure 1: Phases of a PPP project

Feasibility

Operation

Procurement

Construction

Source: own adaption after Yescombe E. R., Public–Private Partnerships Principles
of Policy and Finance.
Consequently, the duration of a PPP project may be divided into four phases (Yescombe,
2007):
 The initial feasibility phase is the period during which the Public Authority
considers that the direct or indirect public acquisitions through a PPP represent the
adequate solution and decides, in principle, to continue the project based on a
public-private partnership. A presentation of the project, known as “the Business
Case”, will be organized with the purpose of obtaining the political and
administrative approval within the public authority and that of informing the
interested public, taking into consideration all essential stakeholders for such a
partnership. The public authority must set up a project management structure with
the purpose of ensuring the organizational framework necessary to subsequently
manage and implement the entire unwinding of the PPP.
 The procurement phase is the period during which: tenders are invited and received
and a tenderer is selected, a special purpose vehicle (SPV) is formed with the
distinct mission of unwinding the PPP, the project contract is negotiated as well as
the the various subcontracts for construction, supply and operation of services, the
authority’s due-diligence process is completed by clearly setting the investment,
the private partner’s equity investment and the lenders’ funding. The public
procurement phase ends with the “Financial Close” which represents the actual
date in which all conditions precedent are met for the project contracts and for the
financing of the project.
 The construction or the performance phase of the project begins when the project
has reached the final financing agreement from the point of view of the
relationship between the public and the private partner and/or the special purpose
vehicle and, through the special purpose vehicle, the relationship with the
investors, the lenders and the subcontractors. The relationship between the public
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authority and the special purpose vehicle is governed by the management of
contracts. During the performance phase, the investments included in the project
are financed from the funds formed by debts and own equity. The end of this
process is when the assets are accepted officially as being available for use, such as
specified within the PPP contract. Specialized literature indicates this moment as
the Service Availability Date or the Service Commencement Date. (Yescombe,
2007, pp.75)
 The operation phase designates the period during which the newly created facility
supplies the requested services by means of the PPP contract and produces cash
flows used to pay the Debt Service towards lenders and the equity return. The role
of public authority in the management of contracts continues.

The current situation of research
Many papers were written lately with the purpose of exploring in detail the subject of
public-private partnerships. The public-private cooperation within a PPP entails stable
contractual terms over time, enforceable, clear and specific both for the public and for the
private partner, the key conditions of such a contract including the following (de Palma et
al., 2009): quantifiable result indicators and the monitoring of service performance, a clear
definition of residual value, pertinent sanctions in case of fraud. The contractual terms for
a PPP type arrangement must explicitly define mutual contributions (inflow), the
generated assets and the distribution of risks and rights in the residual value of the
partnership. The absence of conscious and systematic attempts to manage and organize
negotiation processes at the beginning of PPPs may lead to contract agreements which are
significantly incomplete in what concerns the allocation of risks, the distribution of costs
over its life span and the rights to allocate the residual value (Nisar, 2007). These
conditions are frequently applied in an occidental context and are perhaps even more
important for a PPP in an international development cooperation, such as our country.
Another important conclusion is that the majority of studies consider that the publicprivate partnerships represent a preferred financing source in the case of infrastructure.
Researchers and political stakeholders may use these remarks as guidelines to perform
additional investigation in the field of infrastructure and related aspects (Kumari A.,
Kumar Sharma A., 2017).
Although the PPP was a real success in some states of the European Union, the
Romanian legislation did not succeed in making this type of partnership attractive to the
private sector, this also being the main reason why no PPP has been signed yet.
(Marinescu, C. 2017).
The East European governments are seldom criticized for not properly capitalizing
significant quantities of natural resources and public assets through concession or publicprivate partnership and thus they waste these resources. Failure to understand and apply
the notions of profit and profitability is evident in the legal stipulations regulating
decisions regarding concessions, public-private partnerships and public investments.
Whereas private entities use more advanced substantiation methods for investments, the
public authorities are at a standstill, they are out of their depth and are unable to
substantiate decisions which govern the economic results over an extended period of time.
(Stefan A.B., 2014)
At the present, only a small number of public-private partnerships are recorded using
innovative financing instruments such as the PPP or structural funds. This is caused by the
difficulty with which public resources are combined with private resources and with EU
funds, but it is also the result of the lack of specific and precise information in this field as
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well as by the lack of capacity of the human resource working in the public sector.
(Zaharioaie M., 2012)
This paper is based on a theoretical approach which involves a deep analysis of the
national legislation in effect regarding the public-private partnership, also taking into
consideration the theoretical notions in this field which result from documents elaborated
by the European Commission, the European Investment Bank and the World Bank on the
subject of public-private partnerships.

Who finances PPPs in Romania and how?
In Romania, the public-private partnership is currently regulated by Law no.
233/2016 which entered in effect on December 25, 2016. It governs the signing and
unwinding of the public-private partnership aiming to create or, as the case may be, to
rehabilitate and/or extend assets used to perform a public service and/or to manage a
public service.
After a first reading of the law text, we note that the financing of public-private
partnership projects may be ensured by the private partner, but also by the public
authority. Aside from the main actors, private or legal entities making available to the
Special Purpose Vehicle (SPV) or to the private partner the financial means to comply
with the objectives undertaken by the private partner through the PPP contract are also
considered financing parties.
The partners of a PPP are the public partner, the private partner and the Special
Purpose Vehicle. The role of public partner may be fulfilled by contracting entities,
meaning central or local public authorities and institutions or structures of these
institutions which are credit release authorities, public legal entities which are under the
influence of the before-mentioned public authorities and established according to Law no.
98/2016 regarding public acquisitions or contracting authorities in the sense of art. 9 and
10 of Law no. 100/2016.
The private partner becomes the private investor composed of a legal entity or an
association of legal entities which won the tendering procedure and signed the PPP
agreement. When a PPP includes building or rehabilitating assets, the private partner has
the obligation to cover in whole or in part the necessary capital expenditure. (PPP
Reference Guide, 2017)
In order to perform these services, the private entity usually creates a PPP company
with a special purpose designated in the specialized literature as “Special Purpose
Vehicle” (SPV). A dedicated SPV allows the separation of all assets and liabilities
connected to the private performance of services (PPP Reference Guide, 2017). In the case
of the Romanian legislation this is equivalent with the project company. This company is
set up with the exclusive purpose of undertaking all necessary activities, directly or
indirectly, in order to accomplish the objective of the public-private partnership project. It
has the form of a project company with social shares owned entirely by the private partner
or by a new company founded by the public and the private partners, which will act as a
project company and which, following its registration in the Company Register, becomes
part of that particular public-private partnership contract.
A public-private partnership project may be financed in part or in whole by the
private sector and sometimes by means of complex arrangements between different actors.
Consequently, public funds which, must be substantial in some cases may be added to
private funds, given the distribution of risks between the public and the private partner, the
latter being transferred the general risks covered by the public sector. However, a PPP
does not necessarily mean that the private partner takes all or the greater part of risks
connected to the project. The exact distribution of risks is determined in each particular
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case, taking into consideration the capacity of involved parties to evaluate, control and
cope with this risk. (Green Paper on PPP, 2004).

Figure 2: The forms of the public private partnership in Romania
PUBLIC
PARTNER

CONTRACTUAL

PRIVATE
PARTNER
PROJECT
COMPANY
PRIVATE
EQUITY

PPP

PUBLIC
PARTNER

INSTITUTIONAL

PRIVATE
PARTNER
NEW PROJECT
COMPANY
PUBLICPRIVATE

Source: author’s perspective on Law no. 233/2016
The financing of the public-private partnership supposes the financing of
investments implemented within the project and the financing of the use of assets and the
performance of public services which form the object of the project, aspects which must be
explicitly regulated through the public-private partnership agreement.
The financing of the project in the construction and performance phase is practically
the financing of the actual implementation of investments within these projects. According
to each particular case, financing may be ensured as follows:
- exclusively from entirely private own financial resources ensured by the private partner
and/or from sources attracted from other investors, or
- from financial resources ensured by the private partner together with the public partner.
The public partner may contribute to the financing of the implementation of these
investments with public financing resources resulting exclusively from external nonrefundable post-adherence funds and from the national contribution related to these funds,
according to the stipulations of the European Union legislation.
In the post-performance and operation phase, the financing of the project may be
ensured from the project income resulting from fees collected by the private partner or by
the project company. These are rounded off by the payment obligations of the public
partner towards the project company or towards the private partner, as the case may be,
according to the stipulations of the public-private partnership agreement. Consequently,
the public partner may transfer or set up in favor of the project company the right to
collect fees from those using the assets and public services resulting from the publicprivate partnership agreement and to use such fees for the unwinding of the project.
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The fact that the contribution of the public partner in the construction phase of the
project is limited to only external non-refundable post-adherence funds imposes that the
investment objective of the public-private partnership project be eligible as specified in the
financing guides issued for the 2014-2020 session. Consequently, in the case of a project
which is not among the eligible activities specified within these programmatic documents,
the use of a PPP can no longer represent an alternative financing source for the
construction phase given that the public partner is not allowed to participate in the project
investments. The public partner can make payments from public funds towards the
company project or towards the private partner only during the operation and maintenance
of the project accomplished through the public-private partnership.
The private partner or, as the case may be, the project company may set up
guarantees for the receivables and owned rights based on the public-private partnership
contract, in the exclusive favor of the project financing parties which are credit or financial
institutions and only over the duration of the public-private partnership contract.
The private partner may set up guarantees over the shares and equity interests it has
in the project company exclusively in favor of the public-private partnership project
financing parties which are credit or financial institutions and only over the duration of the
public private partnership contract. The manner in which guarantees are taken over or
payed up is stipulated in this public-private partnership contract in the case in which the
contract is terminated before its validity ends, with the purpose of protecting public
interest and those of the entities financing the project.
The ways in which the public partnership may contribute in the implementation of
the project carried out through the public-private partnership are enumerated in the
legislation without being explained, leaving other significant details to be established
through the procedural regulations. Thus the contracting authority may set up certain
rights in favor of the project company or in favor of the private partner, within the legal
stipulations, but without detailing aspects regarding the nature, the extent and the control
of such rights. The partner may bring in cash contributions in the share capital of the
project company and/or may take on some of the payment obligations towards the private
partner or the project company. Also, in compliance with the legal stipulations, the public
entity may supply guarantees in favor of the public-private partnership agreement project
backers which are credit or financial institutions. It is assumed that all these aspects are
established through the public-private partnership contracts, but given the lack of specific
legal stipulations in this field, the notion of contribution and its appropriate application
may suffer interpretations, thus creating confusion.
The contribution of the public partner in the public-private partnership project will
be covered in accordance with the conditions of the regulations in the field of state
support, using public funds and, respectively, in compliance with the limitations stipulated
by law in the case of public budget deficit and the public debt. In the case in which the
public-private partnership assigns the public partnership payment obligations that involve
the use of public funds, the necessary commitment appropriations and budget accounts
will be included in the appropriate public budgets.
The public partner may operate payments from public funds towards the project
company or towards the private partner only during the implementation and maintenance
phase of the project unwinding within the public-private partnership, with the exception of
the participation in the financing of investments promoted within the project, under the
above mentioned conditions or from external post-adherence non-refundable funds and
from the national contributions related to such funds. Consequently, taking into
consideration that the public partner may contribute to the implementation of the publicprivate partnership only under the conditions specified in the regulations, it is very
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difficult to appreciate which are the legal activities supposed by the granting of certain
rights in favor of the project company or in favor of the private partner or if the cash
contributions to the share capital of the project company may be operated during the
implementation of the project or only during the operation and maintenance of the project.
Given the lack of explicit and clear specifications to this purpose, as well as the
regulations for the application of this particular law, we may deduce that the payment
obligations towards the private partner and towards the project company may be assumed
upon the signing of the contract by including clauses which stipulate obligations, as well
as at the beginning of the operation phase, but the actual payment of such obligations
should be made after the execution is finalized.
In what concerns the financing of this type of partnership, the law distinguishes that
the PPP may only apply if one condition is met: the substantiation study for the project
proves that the income to be obtained by the project company from the use of the assets or
from the operation of the public service which is the object of the project are generated, in
total or in part, by payments made by the public partner towards other public entities, in
the benefit of the public partner. Basically, the substantiation study justifies the
implementation of the project from an economical point of view. To this purpose, certain
main elements should result from the elaboration of this study, such as:
 The degree of sustainability of the project and the comparison of the
options/alternative contractual arrangements for the implementation of the project;
 The distribution of risks in the case of each alternative option for the
implementation of the project;
 The characterization of the project by comparison with the public deficit and the
public debt, calculated in accordance with the applicable methodology stipulated in
the European Union legislation;
 The degree in which the project is financed;
 The economic efficiency of the project.
The economic efficiency of the project is demonstrated by elaborating and including
within the substantiation study of a cost-benefit analysis and the structure and objectives
of such an analysis will be accomplished in accordance with the legal stipulations in
effect.

Conclusions
During the complex financing and implementation processes of PPPs, public
authorities should use the services of external councilors specializing in this field. To this
purpose, the legislation should expressly specify this option for public authorities to
contract legal, financial and technical counseling services with the purpose of successfully
implementing a PPP.
The public partner has the possibility of making payments from public funds towards
the project company or towards the private partner only during the operation and
maintenance phase of the project unwinding through a public-private partnership, with the
exception of the participation to the financing of investments which are carried out within
the project, with the condition of ensuring public financial resources originating
exclusively from external post-adherence non-refundable funds and from the national
contributions related to such funds. As an example, for an urban underground parking, the
public partner cannot contribute to finance the construction, but only the cost of operation
of this asset, after the construction is finalized. Practically, the weight of the financing risk
during the construction phase of the asset falls exclusively on the private partner or on the
project company.
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The types of fees and their level is regulated by law. The lack of stipulations in this
field creates confusion and makes it impossible for both parties to perform a real costbenefit analysis and to quantify risks.
Unfortunately, the procedure for the elaboration of the substantiation study is not
regulated at a national level and the aspects regarding the contents of main elements and
the procedures for the elaboration and updating of the study will be detailed in another
regulating act, which is the regulations for the the application of the present law.
Consequently, it is difficult to say if the legislation in effect may be appropriately applied
in the context in which it is incomplete in the absence of regulations for its application,
which should supply essential and unequivocal stipulations with the purpose of an
adequate substantiation of the the use of a PPP.
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Abstract
Seasonality is identified as one of the most visible characteristics of modern tourism.
Although the seasonality of tourism demand is studied from many aspects, this paper tries to
contribute to the recognition of two basic causes of seasonality: natural and institutional. The
aim of the paper is to analyze the seasonality by excluding as far as possible the impact of the
institutional causes of seasonality, which decision makers can only partially influence. In an
effort to separate the effect of institutional causes of seasonality during seasonality
measurement, a corrected coefficient of seasonal variation has been constructed. The analysis
is carried out on a sample of the member states of the European Union and the results show
that the five Mediterranean countries which tourism faces the most evident seasonality have
the strongest seasonality, regardless of the cause of seasonality. On the other hand, Spain and
Portugal have a relatively small impact on the institutional causes of seasonal variations in
tourism demand, while Malta and Cyprus have for the European tourism an atypical seasonal
pattern, so the difference in the value of their coefficients is negative.
Keywords: seasonality of tourism, causes of seasonality, corrected coefficient of seasonal
variation
Main Conference Topic: Tourism, National and Regional Tourism Policy

Introduction
Tourism as an economic and social as well as cultural activity is one of the most
important activity of a contemporary society and economic growth on global scale and it has
become especially important in European countries (Vuković, 2006). International tourist
arrivals (overnight visitors) in 2016 grew by 3.9% to reach a total of 1,235 million
worldwide, an increase of 46 million over the previous year. It was the seventh consecutive
year of aboveaverage growth in international tourism following the 2009 global economic
crisis, and are expected that international tourist arrivals to increase by 3.3% a year between
2010 and 2030 to reach 1.8 billion by 2030 (UNWTO, 2017). However, not all regions in the
world have the same benefit from international tourism.
In 2015, Europe generated almost half of the world's international tourist arrivals and
achieved more than 35% of total revenues from international tourism in the world.
International tourist arrivals rise by 2% (or just over 12 million) in 2016 to reach 620 million
in 2016, which represents just over half of the total international tourist arrivals worldwide.
The most significant international tourism flows in Europe are taking place in the
European Union, which in 2016 has generated more than 500 million international tourist
arrivals (representing 40.5% of the total international tourist arrivals in the world), with
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revenues/receipts of 340.2 billion euros (or 30.9% of total international income receipts from
international tourism). Mediterranean countries achieved an 8% increase in international
tourist arrivals on average (including Cyprus (20%), Portugal (13%), Spain (10%), Croatia
(9%) and Malta (9%), which confirms that, leisure (summer) tourism is still very attractive to
a large number of tourists, while the Mediterranean countries are perceived as safe and stable
destinations (UNWTO, 2017a). In 2016, Greece achieved a solid growth of international
tourist arrivals by 5% after recovering from the decline in the first half of the year due to
refugee and migrant crises. The countries of Central and Eastern Europe have achieved
significant growth rates of international tourist arrivals, with two-fold increase: Slovakia
(18%), Bulgaria (14%) and Romania (11%). Belgium (14%) and France (5%) experienced a
fall in international tourist arrivals in the European Union in 2016, which despite the
reduction in international tourist arrivals remained the leading position as the most visited
country in the world, while Germany was partly due to terrorist attacks and partly
unfavorable climatic conditions achieved a modest 1% growth in international tourist arrivals
in 2016. Among the Western European countries, the highest growth in international tourist
arrivals was achieved by: the Netherlands (5%) thanks to primarily attractive cultural
exhibitions but also to the continuous increase of arrivals from China and Austria (5%) with
exceptionally strong urban tourism thanks to the perception of high level of security, stable
weather conditions and strong investments (UNWTO, 2017a).
Although the indicators of tourism development in the European Union are very
impressive, it is necessary to remember that tourism in Europe has started to develop
significantly in the 50s of the last century. The main characteristic of the tourism
development of that period, and still today is its mass. The dominant model of (mass) tourism
development is described in the literature by the phrase 3S (sun, sea and sand) and is based
on the development of tourism according to the principles of economies of scale as mass
tourism, which is characterized by price availability for a large number of consumers.
Due to the favorable climatic conditions that represented one of the most important
attraction factors and at the same time were a necessary condition for the development of
bathing tourism, mass tourism developed in the Mediterranean countries, followed by a
significant construction of accommodation capacities in very attractive areas. A significant
feature of the development of such a tourism model, but also tourism as an integral part of
global business is seasonality. Kolomiets (2010) claims that tourism is highly dependent on
seasonal changes in climatic conditions, economic activities as well as human behavior and
the society in general. Seasonality has become one of the most distinctive and determinative
features of global tourism industry (Baum and Lundtrop, 2001), and so of European Union
tourism industry. However, it is necessary to ask the question, what is the real seasonality of
tourism in the European Union?

Seasonality in tourism
Seasonal variations in tourism demand, are subject to research the economic and
tourism literature for many years. A first, the scientific economic theory tries to prove the
influence of certain economic variables on the seasonal distribution of tourist indicators
(Smolčić, Jurdana & Zmijanović, 2014), on the other hand seasonality is viewed as a problem
that limits the economic returns that can be obtained from tourism and prevents the optimum
economic benefits that might be gained if a destination were able to attract tourists year round
(Buttler, 2014). One of the most accepted definitions of seasonality was presented by
Hylleberg (1992) who pointed out that seasonality is the systematic, although not necessarily
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regular, intra-year movement caused by changes in the weather, the calendar, and timing of
decisions, directly or indirectly thorough the production and consumption decisions made by
the agents of the economy.
Seasonality in tourism is not typical for specific destinations or the country is already
present in almost all countries and destinations of the world (Cuccia i Rizzo, 2011). Because
of the fluctuation of the number of visitors in a given period some destinations have more
tourists and visitors than they can accept until out of the season there are no tourists and
visitors, and the capacities remain unused (Lee et al., 2008). Seasonality is the phenomenon,
may also cause overuse as well as underutilization of resources and facilities. And also can be
considered as a major economic problem for the tourism industry, not only because of low
returns on investment and problems caused by obtaining and employing full-time staff, but
also because of the temporal effects from heavy traffic and the exhaustion of infrastructure
and natural resources such as water consumption (Bender, et al., 2005).
The causes of seasonality in tourism can be classified in two main categories, namely
natural and institutional.
The natural type of seasonality refers to variations in natural phenomena such as the
climate, weather and seasons of the year. Variables include cycles or differences in
temperature, hours of sunlight, levels of rainfall and snowfall (Lee, et al., 2008).
Predominantly summer tourism destinations with outdoor facilities and water-oriented
tourism activities are thus most likely to experience a pronounced influence of natural
seasonality on their tourism business (Ćorluka, et al., 2013). Seasonal variations caused by
natural factors are predictable as they are relatively stable in a particular destination, and
recur with only small changes. Those ensure the planning of business cycles based on the safe
return of guests at certain time of the year (Hartman, 1986). Although natural factors can
make a destination unattractive to particular markets, they are not the sole reason for
variations in tourism demand.
On the other hand, institutional types of seasonality are the results of traditional
temporal variations formed by human decisions which are often enshrined in legislation thus
reflect social norms and practices of a society (Butler, 1994). Vanhove (2012) argues that
institutional seasonality is primarily linked to the following three factors. The first of these is
school holidays in the main generating markets, because many people are involved in
education-related activities (children, students, the parents of those children and students,
teachers). The second factor is the organization of annual paid leave in business in several
generating markets, because many firms in Europe are closed during the annual period of
paid leave, while others work at a reduced capacity. And the third factor refers to the
psychological “vacation pressure” because people may prefer to take holidays when their
neighbours are away from home.
Natural causes of seasonality in tourism affect the development of different forms of
tourism, what are characterized by different seasonality: ski tourism is mainly monoseasonal
while mountain tourism is certainly bi-seasonal, culture tourism does not present patterns of
seasonality while wellness and spa tourism usually takes place during the middle seasons.
The diversity between the seasonal profiles of various types of tourism creates an interesting
opportunity or destinations to target specific segments of tourism in order to increase tourism
flows during low-peak seasons (Candela & Figini, 2012). On the another hand, since the
institutional causes of seasonality in tourism derive from legislation and social norms in
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generating countries, decision-makers may have relatively little influence on them. Therefore,
the objective of this paper is to analyze the seasonality of tourism in the European Union
countries by trying to exclude or at least reduce the impact of institutional factors of
seasonality in tourism.

Methodology
Seasonality in tourism can be expressed in the number of visitors, their expenditures,
admission to attraction, supply volume etc., although the basic unit to measure seasonality is
in number of visitors (Kolomiets, 2010). In academic literature is known several indicators
which measure seasonal concentration of tourism demand such as: seasonal range (difference
between highest and lowest monthly indices), the seasonality ratio (highest seasonal value
divided by lowest) or (highest seasonal value divided by the average number of monthly
guests), seasonality intensity (the highest value minus the lowest seasonal value), Gini
coefficient and the coefficient of seasonal variation (standard deviation from average number
of guest).
Relatively few authors have closely examined ways of quantifying and comparing
empirical patterns (Koenig and Bischoff, 2005) and the selection of the seasonality indicators
of some research is subordinated to the research goals (Petrevska, 2015).
For the purpose of this research, the coefficient of seasonal variation will be used to
measure the fluctuation of tourists during the year. The coefficient of seasonal variation
measures the spread of each series around its annual mean as a percentage of that mean. This
indicator is particularly useful for comparing dispersion in data sets having different standard
deviations and different means. Its lowest value is zero, and the higher the value indicates the
higher dispersion, i.e. the higher dispersion of the number of night spent around their average.
In an effort to exclude (or at least reduce) the impact of institutional causes of
seasonality from the seasonality analysis of night spent, is calculated the corrected coefficient
of seasonal variation of overnight stays for all EU member states in 2016. The analysis refers
to the 27 EU Member States, as for Ireland are not available on a monthly distribution of
overnight stays. The corrected coefficient of seasonal variation excludes two months when
the strongest influence of institutional causes of seasonality (July and August), which in all
countries in the sample is at the same time the seasonal peak, and two months in which most
sample countries have the least number of overnight stays (January and February). Calculated
in this way, the corrected variation coefficient measures dispersion of overnight stays in eight
mid-months where the impact of institutional causes of seasonality should be the weakest.

Results and discussion
Impressive figures on realized tourism flows in the European Union, presented at the
beginning of this paper, are less impressive when analyzing the dynamics of the realized
flows during the year. Figure 1 shows the total seasonal variations of tourism demand in all
EU member states in 2016.
As can be seen from the data presented in Figure 1, there is an extremely large
difference in the seasonal variations of tourist demand between the member states of the
European Union, since the coefficient of seasonal variation of the night spent varies between
20 and 140. The Croatia is faced with the most evident seasonality of tourism demand, with a
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coefficient of seasonal variation of almost 140. The high value of the coefficient of seasonal
variation have also Greece, Bulgaria, Italy, Cyprus and France, Mediterranean countries with
the exception of France being perceived as the destination of summer vacation tourism, but
also two Scandinavian countries Denmark and Sweden. On the other hand, the lowest
expressed seasonality of tourism demand in 2016 has Malta, Finland, Germany, Slovakia and
Belgium.

Figure 1: The total seasonal variations of tourism demand in European Union (2016)
The difference between the total seasonal variations in tourism demand and seasonal
variations in tourism demand caused by natural factors (which exclude the seasonal variation
caused by institutional factors) in EU Member States is shown in Figure 2.

Figure 2: The difference between the total seasonal variations and seasonal variations
caused by natural factors in European Union (2016)
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As shown in Figure 2, there is a difference between total seasonal variations and
seasonal variations caused by natural factors in all EU Member States. It should be noted that
the influence of the institutional causes of seasonal variations in tourist demand differs
among the EU Member States. However, a more detailed analysis of the data is very
interesting.
The five Mediterranean countries (Croatia, Bulgaria, France, Greece, Italy) which
tourism faces the most evident seasonality, have the strongest seasonality, regardless of the
cause of seasonality. On the other hand, Spain and Portugal, destinations that are also
naturally predetermined for the development of the 3s tourism model, have a relatively small
impact on the institutional causes of seasonal variations in tourist demand. This highlights the
fact that both countries have been able to develop other tourism models that have reduced
seasonal variations in tourism demand in the mid-eight months of the year.
It is also interesting to note that Hungary and Slovenia have above-average influence
of the institutional cause of seasonal variations in tourism demand, as their total seasonal
variations of tourism demand is below the EU-27 average, and the difference between the
total seasonal variations and seasonal variations caused by natural factors is above the EU-27
average.
It is also important to emphasize that Malta and Cyprus have for the European tourism
an atypical seasonal pattern, so the difference between the total seasonal variations and
seasonal variations caused by natural factors is negative.

Conclusion
The European Union benefits most from the international tourist flows (according to
the tourist arrivals but also the revenues from international tourism) compared to all other
world regions. Although indicators of the tourist business in the EU Member States look
amazing if we analyze their monthly dynamics, we can see their clear concentration in just a
few months of high season. The high seasonal concentration of tourist demand is one of the
common characteristics of tourism demand in all EU member states.
The cause of seasonality can be natural and institutional. The institutional cause of
seasonality is determined by legislation and social norms on the generating market, and
decision-makers at the destination can have a relatively small influence on it. On the other
hand, the natural cause of seasonality may be a essential for the development of certain forms
of tourism, but also the opportunity for targeting specific market segments to increase tourism
demand in periods outside the high season.
This paper analyzes the difference between total seasonal variations of tourism demand
and the seasonal variations of tourism demand caused by natural factors in the EU member
states in order to obtain a clearer picture of real seasonality. The aim of the paper was to
show (when the institutional seasonal factor is excluded) how effective decision-makers are
confronting to extend the high season.
The data obtained on the basis of the corrected coefficient of seasonal variation showed
that the five Mediterranean countries that have the highest seasonality are not a good example
of the effectiveness of the extension of the high season because they have the strongest
seasonality, regardless of the cause of seasonality. Their cause of seasonality does not stem
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from the generating market and they have to make more effort in designing and implementing
tourism policies that will effectively affect the increase of tourist demand in periods outside
the high season.
As a good example of effectively reducing of seasonal variations of tourism demand
can be highlighted Spain and Portugal, destinations that have a relatively small impact of the
institutional cause of seasonal variations in tourism demand. This highlights the fact that both
countries have been able to develop different tourism models that have reduced seasonal
variations in tourism demand in periods outside the high season.
Additionally, there are countries such as Hungary and Slovenia where the influence
of the institutional cause of seasonality is below the EU average. Their seasonal concentration
of tourism demand is rising above the EU average when the impact of the institutional cause
of seasonality is excluded. Decision-makers in these countries should be aware of the cause
of seasonal variations of tourism demand in the destination and learn from good practice
examples of destinations that are effective in extending the high season and reducing seasonal
variations in tourim demand.
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Abstract: Society is facing new challenges as the population of the world is ageing and the
number of people aged 60+years is increasing. Advancing age brings about changes in
consumers preferences for products, especially for services. As the most crucial link between
suppliers and consumers, retailers have recognized the value of this fastest-growing segment
and have adapted their merchandise, in-store design, pricing policy, etc. Due to the fact that
elderly people have feelings of insecurity and loneliness, and need for assistance in some
activities, the focus of this paper is on the retailers` front office, i.e. staff which is responsible
for direct communication with consumers. However, implementing such practices requires
high-quality staff while retailers face a human resource environment characterized by a large
number of inexperienced workers, long working hours, highly visible employees, a diverse
workforce, and many part-time workers. The main purpose of this paper is to shed light on
the interrelationships between consumers` ageing and the challenges they cause for human
resource management in retailing. It has been explored in a qualitative study among grocery
retailers in Croatia which revealed that they failed to fully understand the potential of this
market.
Keywords: human resource management, retailing, older consumers
CONFERENCE TOPIC: 2. Economy, Management and Marketing
1.

INTRODUCTION

The elderly haven’t always been a priority for retailers and consumer companies (McKinsey,
2016). They have been usually viewed as an unattractive market due to the perception that
they had limited spending power and the image of old people being frail (Lesakova,
2016).Yet, due to the fact that elderly are the only age group that is actually growing and that
they come to control a greater proportion of national assets, they present a big opportunity
today. For example, the elderly population will grow by more than one-third in the next 15
years, and by 2047 there will be more people older than 60 than younger than 15 worldwide
(Walker and Mesnard, 2011). From a sales and profit potential, the elderly market is well
worth the research effort necessary to secure accurate information about how to satisfy them
(Schewe, 1984) and Assael (1995) reported that people age 65 and older had the highest
discretionary income of any group. This is similar to Cho (2001) who points out that with
regard to the income and expenditure relationship, elderly consumers are not significantly
different from consumers of other ages, and that they do not want to be treated as old or
elderly (Walker and Mesnard, 2011).
This reflects a significant opportunity for those companies directing more of their efforts at
satisfying the needs of people in later life (BusinessLab, 2012) and developing products and
services for older consumers. There are public service, transportation services, health and
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social care, product and service design, and retailers (Stewart, et al, 2014; Li et al, 2012)
directed to improve ageing people’s quality of life from multiple perspectives. The purpose of
this paper is to find out whether retailers have provided an effective response to the aging
consumer market within their value chains, by designing the shopping experience based on
their human resource management in retailing. According to Mondy (2010, p. 4), human
resource management is the utilization of individuals to achieve organizational objectives.
However, in order to compete, many retailers have rationalised their operations resulting in
the closure of smaller, local, non-economic retail units and their concentration in larger – but
more dispersed – new shopping centres (Kelly and Parker, 2005), have relied on self-service
in performing the basic retailing activities, and have also explored other ways of delivering
their product to the market, most notably by the adoption of new technologies. Following this
introduction, our research is guided by two questions:
RQ1. Is there a real interrelationship between ageing and human resource management in
retailing?
RQ2. In the case of a positive RQ1., what is the form of the retail human resource
environment?
This paper addresses two complex areas: ageing and human resource management in
retailing. In doing so, the paper begins with a short theoretical background with relevant work
on shopping behaviour of older consumers, and an explanation of human resource
management practices that can meet the expectations of that segment. Although there is a
vast of literature on older shoppers, it is mainly focused on developed countries (Yin et al.,
2017). Thus, in order to overbridge that gap in research noticed by Yin et al. (2017), the
impact of ageing has been explored in the context of an emerging market. Accordingly, we
proceed with a discussion about the methodology with a qualitative study among retail
companies operating in the Croatian market. Croatia is one of the Southeast European
emerging countries with the total population belonged to Type 4 – very old age and in 2011,
there were 62% more old people than children (Nejasmic and Toskic, 2013). Finally, a
discussion of the theoretical and managerial implications, including limitations of the study
and directions for future research are presented.
2.

LITERATURE REVIEW ON AGEING OF CONSUMERS

As the elderly constitute a significant and growing market segment, numerous studies have
highlighted their importance as customers and discussed older customers’ shopping
behaviour (Yin et al, 2013; Thompson et al, 2011; Meneely et al, 2009). There are two
streams of literature that attempt to further the theoretical and empirical understanding of
elderly consumers. The first one is related to understanding the heterogeneous nature of a
mature market. Yoon et al. (2005) discuss how ageing affects consumer decision making, and
Gelb (1978) found the physical and life style changes of the elderly to produce an emphasis
on services over goods. With advancing age seniors experience a decline in appetite, food
intake and dietary adequacy (Hare et al., 2001) as well as a decreasing ability to taste and
smell, chewing difficulties and limited dexterity. Studies examining seniors’ shopping
behaviour have suggested that there are numerous age (Pettigrew et al., 2004) and lifestyle
(Oates et al., 1996) segments within the senior category that can result in a diversity of
shopping preferences. Kohijoki (2011) identified characteristics of older customers’ shopping
habits that differentiate them from their younger counterparts, such as decreased price
sensitivity, preferences for quality products, a tendency to make joint buying decisions and
greater levels of store loyalty. Angell et al. (2014) classify older grocery shoppers based upon
the different levels of importance that they give to various store image factors when deciding
on store choice into: Prudent Neutrals, All-Round Demanders, Reluctant Casuals, Demanding
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Sociables, and Affluent Utilitarians. Walker and Mesnard, (2011) explain this demographic
shift as an “agequake” and identified its five major trends: i) birth rates are falling; ii) people
are living longer; iii) people are staying healthy longer; iv) people are wealthier; and v)
people are working longer.
The other group of studies on older customers’ shopping behaviour examine their attitudes
towards the retail environment. Samli (1967) and Samli and Palubinskas (1972) discovered
the elderly usually shop near their homes generally because they do not have their own
transportation. They also found store loyalty to prevail--especially where store management
can offer advice. Kelly and Parker (2005, p. 19) summarized the problems for elderly
consumers of grocery stores encountered as a result of some of the difficulties they have. For
example, poor eyesight can cause problems with reading labels, especially foreign packets
and checking prices in grocery stores. Old shoppers do not think that they are adequately
served by retailers, they face difficulties in navigating large stores, too many hard to reach
products on shelves, label, prices and directions in stores are hard to read (Walker and
Mesnard, 2011).
Old people enjoy shopping, not only as a necessity but also as a social and leisure experience.
Wilson et al. (2004) point out social aspects of the shopping experience (Wilson et al., 2004),
because shopping can provide older consumers with exercise and entertainment (Tongren,
1988), particularly those who feel lonely. Thus, Moschis et al., (2004) consider retailing as a
valuable area for social interaction. This is in line with Kelly and Parker (2005) who point out
challenges retailers have been facing with as the elderly often shop alone due to lack of
family or neighbourly assistance. Additionally, the emphasis of self-service in grocery
retailing has left the elderly with less personal assistance when conducting their shopping
(Kelly and Parker, 2005, p. 48).
Dunn and Morgan (2001) warn about new delivery channels, widely promoted by both
private companies and governments that are not yet a solution for the elderly, because they
need personal assistance in locating products within the store. With respect to personal
selling, Lambert (1979) found older people wanting better treatment from store personnel-more patience and courtesy. Gelb (1978) found elderly to be willing to pay a bit more to shop
in a store that went after the business of retirement age people.
Ross (1982) reported shopping behaviour of older persons as: l) more apt to pay cash for
what they buy, 2) more apt to save and redeem savings stamps, 3) more apt to shop for
specials (among males only), 4) less apt to use credit cards for extended payment purposes, 5)
less apt to buy on impulse, 6) more apt to make up a list before shopping, and 7) more apt to
check prices.
There are works about the importance of accessibility for the elderly (measured by distance to
the store, availability of car parking, store opening times, and perceived accessibility)
(Ross,1982; Meneely et al., 2009). Kelly and Parker (2005) analyse poor mobility problems
which create difficulties in walking and navigating around stores, and reaching goods on
shelves, and conclude that retailers involved in the grocery sectors have to be aware of the
needs of the elderly and to prepare sufficiently for them. Lumpkin and Hite (1988) indicate
that retailers place far greater emphasis on profit related services which is not in accordance
with elderly consumers who need greater convenience and a more product-related focus. In
this context, Kang and Ridgeway (1996) argue that retailers are under obligation to ensure
they do not take advantage of some seniors’ dependence on shopping to increase sales.
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3.
CHALLENGES IN RETAIL
ASSOCIATED WITH AGAING

HUMAN

RESOURCE

MANAGEMENT

For older consumers, there have been significant changes in retailing during the last few
decades, from the domination of the self-service phenomenon which creates less direct
personal service or assistance for the older consumer than they would have been used to in
the past, to the introduction of internet retailing which eliminates the need for travel to
grocery outlets.
The literature considers the physical store environment, service staff, checkouts, parking
access, receiving value for money, accessibility of products on shelves, and the availability of
food products in appropriate (smaller) sizes as areas of retailers` activities associated with
ageing (Dychtwald, 1997; Goodwin and McElwee, 1999; Hare, 2003; Moschis et al., 2004).
The results of the study of Pettigrew et al. (2005) highlight the primary importance to older
consumers of courteous, friendly, and efficient store staff. Hare (2003) and Moschis et al.
(2004) consider interactions with staff as the most significant comparing to other retail
services. However, Walker and Mesnard (2011) point out that stores are not only
understaffed, rather human resource management has not been trained well enough to help
the elderly. Mature consumers want and expect a sympathetic understanding of the realities
of age, but they do not want to be treated as old or elderly.
Human resource management is a business function that is concerned with managing
relations between groups of people in their capacity as employees, employers and managers
(Rose, 2007). According to Mondy (2010, p. 4), human resource management is the
utilization of individuals to achieve organizational objectives. Reddy and Suresh (2011, p.
523) define human resource management practices as a primary means for defining,
communicating and rewarding desired role behaviour. Taking into consideration that retailers
face a human resource environment characterized by a large number of inexperienced
workers, long working hours, highly visible employees, a diverse workforce, many part-time
workers, and variable customer demand (Saaty and Qureshi, 2012), man can`t expect an
adequate number of employees with the appropriate skills in the right jobs, at the right time,
to successfully target the elderly segment. Employees play a major role in performing
retailers` critical business functions (Levy and Weitz, 2012, p. 219). But since the giants in
retail are increasing their power by opening big formats that fit a greater product range and
keep the prices low by their economies of scale strategies, one could say that retailers are
getting more and more alike (Beliavskaia, 2007). The experience that most customers have
with a retailer is determined by the activities of employees who select the merchandise,
provide information and assistance, and stock displays and shelves. Thus, employees can play
a major role in differentiating a retailer`s offering from its competitor`s. They must also be
educated especially to have good relationship with that age group, because the people in this
segment are also potential actors who are effective for word of mouth marketing (Mucan and
Yaşa, 2011). Patterson states (2007, p. 117) that future services (at least in the medium /high
contact categories) would be well advised to adapt to customers’ increased sensitivity to the
nature of their interpersonal interaction with service providers, and how to best manage
clients who on the one hand, display loyalty, but on the other hand seek extended social
exchanges with staff and thus impact operational effectiveness. In his extensive research on
the sample of 1552 respondents (Moschis et al., 1995) discovered that nearly half of all the
respondents expressed interest in having a personal adviser at a store that would provide
assistance or handle complaints. When dealing with store personnel Solomon (2006) suggests
that older consumers should get extra help when needed, because if you can make people feel
important, they are going to come back (p. 352). The elderly need a place to sit and rest while
shopping (Mason and Bearden, 1979). People in general need a place to rest after walking in
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a supermarket or any store for that matte (Beliavskaia, 2007, p. 26), and putting a chair in the
supermarket equals saying “We care”.
3.

RESEARCH METHOD

For the purpose of this paper, a qualitative study was conducted investigating if retailers are
aware of viable business opportunities and the potential of elderly consumers, and what
initiatives they have implemented in order to provide a satisfied shopping experience for
elderly consumers. The study included in-depth interviews with eight senior retail managers
(in retail companies operating in grocery retailing in the Croatian market). In order to be sure
and to identify whether the selected retail companies would be prepared to participate in this
survey, we made pre-survey telephone calls. All the necessary contact phone numbers were
obtained using the information available on companies` corporate web pages. The
participants were assured anonymity and confidentiality. The research instrument included
questions adapted to Kelly and Parker (2005) related to retailers` activities related shopping
habits of the elderly, and questions about employee training motivation, commitment,
rewards and recognition for the quality of service and assistance (Deakin and Njoya, 2007;
Saaty and Qureshi, 2012). The interviews lasted, on the average, about 25 minutes and were
transcribed. Results of the interviews were analysed by categorizing the responses into major
conceptual areas.
4.

RESULTS AND DISCUSSION

The interviews among retail companies reveal that retailers recognise the value of the older
consumer. They confirmed that elderly shoppers are often more frequent visitors to their
stores than other consumers, many shopping for small quantities on a daily basis, developing
a strong relationship with the staff over the years. At the same time, they argue that due to
sales and high volume of people shopping sometimes there could be difficulties in accessing
grocery services on offer. All retailers point out the use of loyalty cards for the elderly with
price discounts during particular time periods of the week (for examples, promotions such as
a 2% seniors discount on Tuesdays for those 60 years of age or older), particularly when the
intensity of shopping and crowding are lower.
Regarding the question of interior store design devoted to the elderly, retailers explained that
no aisles with ageing-needs products dedicated for older generations are present. Similar to
Hare et al. (2001) and Lesakova (2016) it was found that reaching high and low shelves,
carrying baskets, and reading price displays were the most difficult issues during shopping.
But due to a huge array of products on offer and a reduction in labour costs, retailers do not
put an effort in making staff available through customer services, to assist older consumers in
their shopping if required. Retailers point out that it is less costly to engage student services
and to staff the store with younger people. However, for an elderly person seeking assistance
this is a disadvantage, as those young part-time inexperienced workers may be less familiar
with retailers` products and services.
Respondents were familiar with the important social aspect of shopping for the elderly. They
are aware of the fact that it would be preferable to have a greater number of ‘older’
employees dealing with older consumers, being ready to help with locating products,
information to make empathy for these customers. However, they have limited number of
older staff members.
Retailers also highlighted the value of smaller or basket trolleys for the elderly in assisting
with their shopping, specially designated disabled parking spaces and wheelchair compatible
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trolleys. Similar to Kelly and Parker (2005) and Mucan and Yasa (2011), they recommend
increased customer seating availability.
It is interesting that respondents consider necessary frontline staff to undergo specialised
training on how to serve seniors, to recognise possible signs of confusion of the elderly such
as repetition, wandering from the point and agitation, and to offer help. There was a general
perception that store managers who take the time and effort to recruit and train staff carefully
are effectively demonstrating to older customers that their patronage is valued (Pettigrew et
al., 2005). At the same time, respondents are disappointed with their top management support
in employees` training and development. According to their opinions, rewards and
compensation as the most powerful method that links together an individual`s interest to that
of the organization`s (Ahmad, 2015), are also not adequately used. In such a way, employee
involvement and participation have not been encouraged, and may affect the work.
Given the complex nature of the study phenomenon, we have to point out the many
opportunities that lay ahead for new research. On the one hand, future research could expand
completely into the motivation of companies and employees to be involved in activities
related to ageing, and on the other hand, attention of researchers could be placed on the
impact of such practices on performance outcomes. An additional starting point for future
research could be to extend the qualitative approach by conducting the research on the sample
of all retail formats including not only retail managers but also employees. Such a more
convenient data collection could allow generalization of the findings across the entire retail
industry.
5. CONCLUSIONS
Consumers live longer, healthier, they are more vital and active, and so, they lead to changes
in their lifestyle, attitude towards life and in their consumer behaviour (Mummel and
Prodnik, 2005). This paper has examined interrelationships between consumers` ageing and
challenges they cause for human resource management in retailing. The findings from the
interviews among the retail companies operating in the Croatian market suggest that they put
in some effort to capture the growing market segment of the elderly, but that they are still
insufficient. As the human resource environment in retailing characterizes a large number of
inexperienced workers, long working hours, highly visible employees, a diverse workforce,
and many part-time workers this complicates making shopping more accommodating for the
elderly.
The paper improves the knowledge on challenges of Croatian retailers` activities associated
with ageing, as well as some of the barriers retailers face in entering the ageing marketplace
(BusinessLab, 2012), such as: i) inadequate communication with older people (for example,
messages on packaging and signage in stores); ii) difficulties in identifying the right
communication channel (for example, the elderly do not use the Internet to the same extent as
younger generations); iii) people’s attitude (people assuming the elderly cannot do things by
themselves, other people impatience or intolerance that could result in older people having
less priority and they feel less valued). We expect that the results will be beneficial for
retailers, as managers of the stores can make a number of simple adjustments to enhance the
shopping experience for elderly consumers.
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EXAMINATION OF INNOVATIVENESS AND
COMPUTER LITERACY OF SPORTS EDUCATOR
ACADEMICIANS
*Kurudirek M.A, 1 Kurudirek M.I, 1 Gezer H, 2 Katkat D3, Gezer E1, Aydin AD1
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Aim
The aim of this study is to examine the computer literacy and innovativeness
characteristics of academicians who provide sports education in universities according to
various variables.
Method and Findings
In the study, personal information form was used to identify the university, title and
age groups of participants. Computer literacy scale developed by Kay in 1990 and translated
into Turkish by Kılınç and Salman in 2006 was used to determine computer literacy. For the
determination of innovativeness, the Innovativeness Scale developed by Hurt et al. and
translated into Turkish by Kılıçer and Ordabaşı in 2000 was used. 37 Academicians from
Atatürk, Gümüşhane, Kafkas and Mersin University participated in the study. Frequency
analysis and non-parametric statistical analyzes were used in the study. As a result of the
study, it was determined that the participants had moderate levels (X=3,43±,960) of computer
literacy and the majority of the participants have innovative profile (n=19 %51,4).
Results
According to the variables of the computer literacy and innovativeness of the
academicians who gave sports education in universities, the computer literacy levels did not
change statistically according to the institutions, titles and age group variables of the
participants. The computer skills that the participants have the highest average are the basic
skills. (X=1,72±,812). The lowest average of the computer skills of the participants are
programming. (X=5,77±1,174). On the other hand, it has been determined that the majority of
participants have ‘pioneer’ profile in the innovativeness. (n=16 %43,2).
Key Words: Innovativeness; Computer Literacy; Sport Academicians.

121

The 11th MAC 2017
Multidisciplinary Academic Conference

Determining the Motivation Levels of EYOF Employees
Kurudirek M.I, 1 Kurudirek M.A, 1 Gezer E, 1 Aydin AD1, Gezer H2,
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Abstract
Aim
The purpose of this study is to determine the Motivation Levels of the employees of the 13th
European Youth Olympic Winter Festival Organization.

Method and Findings
The participants of the study were 42 employees of EYOF 2017 organization held in Erzurum
between 11-18 February 2017. In order to measure organizational motivation in the research, "Job
Satisfaction Rating Scale" developed by İncir (1990) and "Personal Information Form" formed by the
researcher were used. In the demographic characteristics of the participants, t-test was used in
frequency analysis, motivation according to gender, status and marital status were determined in
independent groups and one way variance analysis (Anova) was used in determining motivation
according to education levels.

Results
In this study, according to the gender of the employees was found a significant difference in
the comparison of the level of motivation (p≤0,05) In the case of employees who are in managerial
positions, the moral awards provide more motivation than the monetary awards, while in workers it
was observed that monetary awards provide more motivation than spiritual awards.
Keywords: Motivation, EYOF, Sports Organizations
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SURVEYING THE EFFECT OF OUTDOOR ACTIVITY
BASED ON A ONE-DAY ADVENTURE ON FOCUS OF
CONTROL
Bostancı T, 1 Özen G 2, Aydın AD, 1
School of Physical Education and Sport, Kafkas University, TURKEY
2

School of Physical Education and Sport, Abant İzzet Baysal University, TURKEY
Corresponding Author, Email: tayfun-92@hotmail.com

Aim
Outdoor education is not only a sport activity which provides opportunities of
knowing themselves and other people for participants and makes them not passive but active
and gets them live by experience but also it is a learning stage. The aim of this research is to
determine the effect of one-day outdoor activity on the focus of control of participants taking
part in this education.

Method and Findings
Pretest-Posttest uncontrolled group semi experimental design is used on this study.
Rotter (1966) internal-external focus of control scale is used to gather data. Rotter’s internalexternal focus of control scale qualities the location general control expectation of people on
internality-externality dimension or general expectation or belief which participants have
about whether intensifier is under control of their own or off (luck,fate…) or not. Dağ (1991;
2002) adapts it to Turkish. Scale consists of 29 items and all of them have two options 45
People (25 Men , 20 Women ) take part in this study. The average age of the group is
31.58+_4.56.

Result
The result of statistical analysis, a positive difference was found as statistical between
pretest points and posttest points (p<0.05). When the study results were analyzed in terms of
gender independent variables, there was no statistically significant difference in terms of
gender independent variables in terms of pre-test, post-test and difference scores. (p>0.05)

Key Words: Control

focus, learning by experience, adventure education
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Physical Education and Sports Students
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ABSTRACT
Aim
The study was aimed at determining and assessing psychological needs and anger expression
level in terms of some variables among the students who studied at the school of physical
education and sports.
Method
In this research, the general screening model which is one of the descriptive research methods
is used. The research has been made in the year of 2016-2017 education years. A total of 425
voluntary students participated in the study; 195 being female students (45,88) and 230 being
male students (54,12). A demographic inventory and different questionnaires were used in
order to examine the research questions. Firstly, the students filled in the Demographic
Inventory which was developed by researchers. Psychological needs and anger expression
level of the students were measured with Anger Expression Inventory which was developed
by Spielberger (1983) and Basic Psychological Needs Scale developed by Deci and Ryan
(2000), which is adapted to Turkish culture by Kesici and his friends (2003), have been used
for collecting data.
For the analyses of the data; Portable IBM SPSS Statistics v20 package software was
used. Since there is not a normal distribution of the data non-parametric tests were performed.
Mann-Whitney U test was used in pairwise comparison to explore whether or not Anger
Expression and Psychological Needs of the students differed in terms of personal
characteristics while Kruskal Wallis statistical method was used for multiple comparisons.
Significance level was accepted as 0.05.
Findings
It was seen that participant students’ “Anger Expression Inventory” score was; anger in:
18,58±3,84, anger out: 18,23±2,91, anger control: 22,23±2,41 and state anger 23,7±2.70,
“Basic Psychological Needs Scale” score was; Autonomy: 23,11±2,312, Competence:
20,10±2,67, Relationship: 25,27±3,06.
Result
At the end of the searching, it has been defined that there was a meaningful relationship
between the genders of the physical education students and basic psychological needs and
aggression of level them. Female students’ anger expression level were detected significantly
as higher scores than boys (P <0, 05). And it was detected that the male students needed more
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autonomy at significant level in comparison of female students in regarding of sub-dimension
of and in the terms of basic psychological needs. (p<0, 05)
The relationship between if the students of Physical Education and Sports School do
sports or not and the basic psychological needs of them. The more needing’s of "autonomy",
"competence" and "relationship" were detected at significant level (p<0,05) in the ratio of
those who do sports than those who do not sports in the regarding of autonomy",
"competence" and "relationship" of all sub-dimensions of the basic psychological needs.
Key Words: Anger Expression; Basic Psychological Needs; Physical Education; Sports; Student
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Singapore’s Tourism Policy
From the perspective of Strategy for Survival
Kana Sakaguchi
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1-6-1, Nishiwaseda, Japan
sakaguchikana0312@yahoo.co.jp

Abstract
Singapore has changed its tourism policy according to the times: Instant Asia in the 1970s,
Surprising Singapore from the 1980s to the 1990s, and New Asia from the 1990s to the
2000s. Each period has specific characteristics influenced by the political and economic
situation of the time. In the history of Singapore’s tourism industry, the biggest change was
the shift to regionalism, which occurred between Surprising Singapore and New Asia. In the
New Asia period, Singapore started focusing on art, a concept-driven tourism, and
regionalism. Why did Singapore shift direction during this period? This paper first tries to
determine the aspects Singapore wanted to showcase, and second, why the leaders selected
these in each period. To do this, Singapore’s tourism policies are analysed from the
perspective of the strategy for survival. Finally, this paper considers how the strategy for
survival affected the change in direction from political and economic aspects. Furthermore,
through this research, I point out that Singapore’s survival strategy has also changed.

Keywords: Tourism policy, Singapore, Strategy for survival,
Main Conference Topic: National and Regional Tourism Policy

Introduction
Singapore has expended great energy and resources on economic development since
independence in 1965 to ensure its survival. The country considered tourism as an important
aspect for development. The first Prime Minister, founding father Lee Kuan Yew, considered
tourism as labour intensive industry useful for the new and small independent country,
because it did not need seed money (Lee 1998). Tourism was attractive for Singapore in the
1960s and 1970s, because it provided high benefits with low investment. Therefore, the focus
was on the tourism industry, which became part of Singapore’s survival strategy.
Singapore’s tourism policy was initiated in 1964, when the Singapore Tourist Promotion
Board (STPB) was established. After independence, the STPB began promoting tourism
under the tag lines Instant Asia from 1970 to 1977, Surprising Singapore from 1977 to 1984,
New Asia from 1984 to 1996, Uniquely Singapore from 2004 to 2010, and Your Singapore
from 2010 to 2017. The newest tag, used from 2017, is Passion Made Possible (Straits Times
2017). Each tag line period has distinctive features, as each showcased different aspects of
Singapore. The biggest change occurred between Surprising Singapore and New Asia. As
such, New Asia was a turning point for Singapore’s tourism policy history, shifting direction
to regionalism from the one-state tourism highlighted during the Instant Asia and Surprising
Singapore periods (Chang 1998, Ooi 2004).
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Why did Singapore shift direction in the New Asia period? Previous studies contend that
political and economic aspects influenced the change; however, this does not adequately
explain the reasons. Therefore, in this paper, I explain the reasons for the change by analysing
the appeals the leaders of Singapore wanted to make and why these were selected for the
country’s survival strategy. Following this, I show what these reasons meant in terms of the
survival strategy.

Singapore's Survivalism
Singapore is a multiracial country with a diverse population comprised of Chinese (75%),
Malay (13%), Indian (9%), and Other (3%) people (Department of Statistics Singapore
2017). Singapore is a highly economically developed country with a good social order and
without serious ethnic issues. Singapore differs from other ex-colony countries, although the
country was different 50 years ago.
Soon after undesired independence from Malaysia in 1965, people considered Singapore's
future as dark, because it was not prepared for independence. At the time, industry in
Singapore was in its infant stage, and there was a high unemployment rate, no common
language, and no sense of being Singaporean. In addition, the Chinese and Malay people did
not trust each other. Singapore was the only Chinese-dominant country in Southeast Asia,
which could be the reason Malay-dominant Indonesia and Malaysia did not view the country
favourably. Based on these political and economic conditions, Singapore’s leaders were
concerned about the future. Lee Kuan Yew thought that Singapore would not be able to
survive alone, forcing him to consider a merger with Malaysia in the early 1960s (Lee 1998).
Under these conditions, the leaders of Singapore prioritised the survival of the state and
sought economic development (Chua 1995). Eager for survival, the leaders tried to remove
potential obstacles using any means possible (Lee 1998, Mauzy and Milne 2002). This was
referred to as the ‘ideology of survival’ (Chan 1971).
Singapore’s leaders focused on economic policy, how to showcase the country, and what
aspects to highlight to other countries. These points of focus were part of the strategy for
survival, and are evident when analysing the tourism policy. In the next section, I analyse the
aspects Singapore leaders wanted to showcase.

Instant Asia
In 1970, the STPB launched Instant Asia, the first tag line in Singapore’s tourism history.
During this period, Western and Japanese tourists were targeted based on the appeal of Asia
for first-time visitors. In other words, tourists from developed countries could easily
experience Asia by visiting the cleaner, safer, and exotic Singapore (Koh 2011, Henderson
2015). This appeal was self-orientalism (Koh 2011). Specifically, Singapore positioned its
own Asian heritage as tourist attractions: Chinatown, Kampong Glam (Arab Street),
Serangoon Road (Little India), and the Colonial city area. Focusing on these areas also
highlighted Singapore’s multiculturalism (Chang 1997). However, the slum was concealed,
as this area was considered unsuitable in portraying Singapore as multicultural, safe, and well
ordered (Henderson 2015).
In the period of rapid growth, Singapore was not concerned with protecting cultural or
historical heritage. The basic strategy for tourism development was to convert historical
heritage into modern attractions (Chang and Yeoh 1999). Under this strategy, some historical
heritage has disappeared.
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While Singapore lost some tourist attractions, it created new ones such as the Merlion,
Singapore Zoo, and Sentosa Resort. I now consider the Merlion, currently the most renowned
and popular tourist attraction in Singapore. The Merlion was created by Frase Brunner, and
became the official icon of the STPB in 1966 (Young 2016). In 1972, the Statue of Merlion
was erected at the mouth of the Singapore River to attract tourists. Tour guides explained to
tourists that the government of Singapore considered Feng Sui (風水) when placing the
Merlion at the entrance of Singapore to protect the country. This highlighted the Asian aspect
of Singapore. Now, the STPB and government use the Merlion as an icon and symbol of
Singapore.
Why did Singapore base this appeal on ‘Asianness’ and multiculturalism? I address this
question from the perspective of the country’s survival strategy. Singapore, the population of
which is predominantly Chinese, many of who migrated from Southern China in the colonial
period, was likely to be seen as a Chinese country by its two powerful neighbours, Indonesia
and Malaysia, with a majority of Malay people. Singapore had to import drinking water from
Malaysia and food from both countries. To survive among these powerful Southeast Asian
countries, Singapore had to be considered a non-Chinese state. In addition, during the Cold
War, being considered as a ‘third China’ meant that Singapore lost Western investment and
aid. Therefore, the country needed to showcase itself as multiracial, not Chinese county
(Chan and Evers 1973, Yeoh and Lin 2013). Regarding the domestic situation, independent
Singapore had to create a multiracial nation by uniting ethnic groups that did not trust each
other. The tourism policy, which used the appeal of multiculturalism, pursued nation building
for a multiracial nation (Clammer 1982).
Based on this situation, Singapore persisted as a member of Southeast Asia, not China. To
this end, the Merlion was a device. Originally, the Merlion was derived from the Malay
Annals, a Malay history book. A prince of Sumatra, San Nila Utama, discovered an animal
that looked like a lion on the island. He named the place Singapore, which implies its a longtime connection and history with Southeast Asia (Henderson 2015). By erecting the statue
and explaining its history, Singapore was advertised as a member of Southeast Asia.
However, Instant Asia did not last long. Tourists wanting to experience the ‘real’ Asia
targeted China, Malaysia, Indonesia, and India. Furthermore, the entrance to Asia now faced
limitations (Koh 2011). Old Asian buildings had vanished and hotel and shopping prices
increased, decreasing the number of tourists (Cheong 1984). Consequently, Singapore
reconsidered its tourism policy.

Surprising Singapore
The new tag line Surprising Singapore was coined in 1977 and actively promoted in 1984.
In this period, Singapore tried to showcase its ‘clean and green’ characteristic and the success
of economic development (Chang 1997, Koh 2011). In other words, the coexistence of the
East and West, old and new was highlighted (Ooi 2007). We now consider the Report of
Tourism Task Force in 1984, the Tourism Product Development Plan in 1986, and the
Committee on Heritage Report in 1988. The first two reports recommended using the
following as the tourist attractions in tourism appeals: the Exotic East (Chinatown, Tanjong
Pagar, Little India, Kampong Glam, Singapore River); Colonial Heritage (Raffles Hotel);
Tropical Island Resort (Sentosa); Clean and Green City; International Sporting Events
(Singapore Women’s Open Tennis Tournament) (MTI 1986); Jurong (Singapore’s economic
miracle that transformed a swampland to an industrial estate); and public housing (Cheong
1984).
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This indicates that Surprising Singapore used as appeals Asianness and multiculturalism as
well as successful economic development (Cheong 1984, COH 1988). Jurong Bird Park,
opened in 1971, the Chinese Garden, and Jurong Hill are located in Jurong. This area is
known for Jurong Industrial Park, which was used to showcase Singapore’s economic
success. At the time, Jurong was an industrial area with many factories. Before independence,
this area was a swamp. Emphasising this change reminds one of the efficiency of Singapore’s
ruling party, the People’s Action Party (PAP). Similarly, the taskforce suggested public
housing. This report warned that too much renewal of the city area would deprive Heritage
Capital (Cheong 1984); therefore, Jurong was recommended as a suitable place to develop, as
no historical buildings were located in the area.
The reason Singapore started highlighting the success of economic development can be
explained from the perspective of the survival strategy. Although the PAP softened the
ideology of survival in the 1980s (Chua 1995), it did not necessarily consider the future
optimistically. From independence, the PAP has welcomed foreign investment for economic
success (Mauzy and Milne 2002). To attract investment, Singapore needed to substantiate its
potential and suitability to investors. In addition, Singapore needed foreign talent to transform
its economic system into a knowledge-based economy (KBE). As such, the country tried to
shift its direction to become a KBE (Choon 2009) in this period. Therefore, the past results
needed to be highlighted to emphasise its ability for economic development.
Surprising Singapore did not last long either. The overly modern Singapore lost its
attractiveness. To overcome this dilemma, the STPB launched New Asia, which heralded the
return to orientalism (Ooi 2004).

New Asia
As New Asia, which was launched in 1996, Singapore presented itself as a country
characterised by elements of the East and West, modernity, and as exotic (Chang and Yeoh
1999). However, these concepts formed the core of Surprising Singapore as well. In New
Asia, Singapore began highlighting their importance. Now, we pay attention to art, rather
than the East and West, modernity, and being exotic.
In 1996, the STPB published Destination Singapore –The Art Experience, which highlights
the art industry as a tourist attraction. In the report, the STPB recognises art tourism as part of
cultural tourism, thinking that cultural tourism could attract tourists even in the off-season
and attract them to suburb areas. Cultural tourism could bring more benefits through
collaborations with the tourism industry and tourism cultural industries. In addition, it
assumed that tourists attracted by art likely had a higher education, higher income, would stay
longer, preferred staying in hotels, were more interested in shopping, and had a higher
spending power (STPB 1996).
In this period, the Singapore Festival of Arts, Singapore Festival of Asian Performing Arts,
Chinese Cultural Festival, Singapore Cantonese Opera Festival, Singapore International Film
Festival, and Singapore Symphony Orchestra were marketed as tourist attractions (STPB
1996). These festivals existed before New Asia; however, the STPB only started marketing
them as tourist attractions during this period.
Auctions and museums were also regarded as tourist attractions. In Southeast Asia in the
1990s, people were interested in buying or selling art. In total, 100 million Singapore dollars’
worth of art products were traded in Singapore. As such, Singapore tried to attract Southeast
Asian collectors by having more auctions, and museums became important places wherein to
exhibit art. In 1996, the first international standard art museum in Southeast Asia, namely the
Singapore Art Museum, was opened (STPB 1996).
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As indicated above, existing things were converted into tourist attractions during this
period. Aspects highlighted and the direction changed at this time. How did the direction
change? The STPB planning report in 1995—Tourism 21: Vision of a Tourism Capital—
addresses this question. The report first recommended that new attractions would change
attraction-focused tourism to concept-driven tourism. Concept-driven tourism could make
tourists stay longer and return (STPB 1995).
Second, Singapore’s tourism strategy shifted direction from one-state tourism to
regionalism. In fact, promoting tourism promotion in collaboration with other countries such
as Malaysia had already begun in the 1980s (Singapore Parliament Report 1986). This was
extended during the New Asia period to include the whole of Southeast Asia as a partner (Ooi
2004). Tourism 21 positioned Singapore as the hub, the tourist capital of Southeast Asia. The
tourism capital has three characteristics: it is a tourist destination, tourism business centre,
and tourist hub (STPB 1995). This meant that Singapore redefined tourism and the existence
of other countries. It changed its view of other countries from rivals to partners sharing the
benefits. Singapore expected potential benefits from intra regional tourism, where tourists
visited the country, and inter-regional tourism, where tourists first landed in Singapore and
then visited other countries in Southeast Asia (STPB 1995).
Changi airport made this vision possible. Terminal 2 opened in 1991, ten years after
terminal 1. This large airport expanded carriage. Singapore had already prepared the
infrastructure before changing the direction of tourism.

Conclusion
Singapore has changed its tourism policy with the times. In the Instant Asia period soon
after independence, it based its appeals on a multicultural Singapore in Southeast Asia, which
could be attractive for Western and Japanese tourists, while considering the need for nation
building and international relations. In the Surprising Singapore period, it highlighted the
success of economic development, while in the New Asia period, the country began
highlighting ethnic culture and art, shifting direction from one-state tourism to regionalism.
Why did Singapore shift its policy? Three factors are derived when analysing this from a
survival strategy perspective. First, Singapore’s nation building was already on track before
New Asia. Although the country still had to consider its survival, economic development and
forming a sense of a Singaporean nation allowed the focus to shift to art. While Singapore
had only focused on direct contributions to economic success, this success enabled a focus on
art and the attempt to convert Singapore to a city of art.
On the other hand, New Asia was a device to remind them of an Asian soul (Ooi 2004).
The English education system, which was completed between the 1980s and 1990s, and rapid
globalisation increased leaders’ anxiety about Westernisation among Singaporeans and
leaders. This culminated in emphasising its exotic ethnic culture. Leaders who insisted on
Asian values wanted to avoid Westernisation. Therefore, they needed to re-educate people to
remind them that they are Asian.
Second, economic development in Southeast Asia made Singapore consider the region as
a potential customer, which would be beneficial to the country. Regional development leads
Singapore’s economic benefit.
Third, the Cold War was over and international relations had changed. In Southeast Asia,
ASEAN’s role also changed. Communist Vietnam joined ASEAN in 1995, bringing about the
expectation that Southeast Asian regional integration would increase. It is natural to assume
that being the hub of a possibly integrated Southeast Asia would provide Singapore with
great economic and political benefits. As to domestic politics, the PAP could appeal its
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efficiency and ability, instilling pride in its people that Singapore is the centre of Southeast
Asia.
In Instant Asia, Singapore’s strategy for survival was defensive and concealed its potential
weak point, which was concern with the views of other countries. Surprising Asia gradually
moved to an aggressive stance. In New Asia, Singapore’s strategy became more aggressive
and active by trying to be a regional hub and becoming involved in regional development.
This indicates that the direction of its survival strategy had also changed. Singapore had
focused on domestic economic development, but was limited by the small size of the country.
Therefore, it reasserted commitment to regional economic development through ASEAN's
regional tourism. From this perspective, the tourism policy in the New Asia period was both a
growth strategy and insurance that would provide Singapore with a certain degree of benefit
through regional tourism should the country’s attractiveness as a tourist destination decline.
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Abstract
This study aims to characterize the complicated nature of science practices in an open-ended
inquiry chemistry lab in which students participate in group work. In this study, the
complicated nature of science practices is framed and traced by drawing on the notion of
“science as a mangle of practice.” From this notion, the dialectical relationship between
human and non-human agency constitutes science through the dynamic process of resistance
and accommodation. Tackling these dialectical agencies may allow us to effectively capture a
snapshot of students’ lab activities and science practices. Methodologically, the study
demonstrates how the combined use of social network analysis and discourse analysis may
provide insight into the complicated nature of this mangled science practice. The study also
explores the advantages of using a 360 VR camera, providing an immersive view while
reducing blind spots.
Keywords: Inquiry-oriented labs, interaction analysis, 360 VR camera
Main Conference Topic: Education, Teaching, Learning and Learning (Science Education
and Emerging Technologies)

Introduction
In the past two decades, the meaning of learning science has shifted from learning
science content to growing science competency by engaging in science practices (NGSS).
Encouraging student participation in an open-ended, inquiry-oriented experiment represents a
means of engaging students in more authentic science practice. Meanwhile, it is crucial that
pre-service science teachers experience science practices through lab activities in order to
prepare them for their science teaching careers, particularly given that most have scant
experience with authentic science practices in their K-12 science classrooms.
To date, the ways in which students conduct inquiry fail to resemble authentic scientific
inquiry. On the other hand, researchers have little understanding of how to engage students in
more authentic activities. Often, student assessment on inquiry-oriented labs tends to focus on
the understanding of science concepts while essentially ignoring the practical aspects, such as
asking questions, designing experiments, and conducting investigations. Unfortunately, there
is little understanding of how to integrate content knowledge with science practices. Today,
the science content knowledge learned and procedural skills acquired are assessed separately;
however, these two aspects need to be understood and analyzed in a dialectical manner in
order to effectively address students’ engagement in science practice—one can be defined
and understood only in relation to the other. Importantly, while the understanding of content
knowledge from lab activities often focuses on individual learning as the unit of analysis,
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collaborative work requires a look at group interaction in order to understand students’
science practices.
Pickering (1995) conceptualized doing science as a dance of material and human
agency in a dialectical relationship. Scientists enact their agency by making hypotheses and
designing experiments to understand material phenomena. However, most material
phenomena take time to understand fully, and scientists face many mysteries that extend
beyond our current understanding and knowledge. In the face of such resistance from the
material world, scientists reconsider and revise both their material parts (procedures and
equipment) as well as their existing scientific knowledge. This integration represents what
science practices actually look like.
Pickering’s idea of science practice aligns with social-cultural learning perspectives in
that conceptual and social practices (human and material agencies) are integrated in a given
community to evolve the disciplinary field (Manz, 2015). Both Pickering’s ‘mangle’ view
and social-cultural learning perspectives demolish the dichotomy between conceptual
knowledge and practices. Both approaches uphold the community as the unit upon which
knowledge is built; in this paradigm, knowing becomes a way of acting.
Methodologically, it is challenging to tackle the dialectical relationship between human
and non-human agency, along with the process of resistance and accommodation. To address
this difficulty with our study, we followed three phases for conducting open-ended inquiry
chemistry labs. First, we created an initial design in which students conducted the
experiment. Second, when things did not go as planned, we observed students’ responses.
Third, we sought to determine if students revised the experiment. When the initially-designed
experiments did not go as planned, students were expected to revise their responses to
material agency (e.g., experiment or measure) as well as their conceptual understanding of
the experiments. In essence, we sought to observe the resistance and accommodation between
material (experimental procedure) and human agency (students as scientists, who design and
conduct experiments). To align with the agency-relation view, a linkage analysis was needed
to connect material and human agency while describing changes in agency relationship.
Consequently, we utilized a method that combines discourse analysis (DA) and social
network analysis (SNA) (author(s), 2015). We employed the DA to explore how group
members interacted with one other when applying a conceptual understanding of science
content knowledge to the experimental procedure/measure. Meanwhile, we used SNA to
characterize group dynamics based on the DA results.
The study addressed the following two questions:
1) How do pre-service chemistry teachers initiate their experiment design, change and
update their experiments when they do not go as planned, and revise them?
2) How do group interactions differ between groups when conducting experiments?

Methods
Setting and Participants
The study followed a qualitative design. This 15-week study sought to gain an in-depth
understanding of how pre-service teachers plan and conduct their open-ended inquiry
experiments. In addition, the research aimed to elucidate on how participants respond to
encountered difficulties. Twenty pre-service chemistry teachers (freshmen) participated in
this study. They were enrolled in a basic chemistry and experiments course. Among these
teachers, 14 had taken Chemistry I, and six had taken an advanced chemistry class. Each
group consisted of four members.
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Procedure
A two-hour experiment class took place twice a week for 15 weeks. The experiment
consisted of three levels. In the first level, the pre-service teachers performed a basic, guided,
manual-based experiment to ensure that they understood basic chemistry concepts and had
the required experiment skills. In the second level, the pre-service teachers designed a
freestyle experiment investigation about a given topic and carried it out on their own. In the
third phase, the pre-service teachers designed and conducted a freestyle experiment. The preservice teachers conducted the following experiments: a flame test to demonstrate the concept
of combustion, a cabbage indicator to understand differences between acids and bases, and an
ammonia fountain experiment to better comprehend the solubility of gases. After conducting
these guided, basic experiments, they were given a week to design a freestyle open-ended
experiment. The teachers also were asked to include phone-recorded video clips and pictures
in their reports in order to increase the records’ accuracy and to supplement note-taking
(Table 1).
Type of
experiment

Type of
Topic
experiment

Topic

1

guided

Flame reaction

2

guided

Candle combustion
(learning ‘prove’)
Iodine clock
reaction (learning
‘control’)

8

guided

9

Inquiryoriented

Surface tension,
catalyst, clock
reaction, signal-light
reaction, Brigusarusher reaction

guided

Ammonia fountain
experiment (learning
‘control’)

guided

Sedimentation and
crystal formation

Inquiryoriented

Conditional
recrystallization,
naphthalene crystal,
etc

3

4

5

6

guided

Carbon dioxide fountain

Freestyle

Acid-base indicator making, surface
tension, boiling point ascending,
osmotic pressure, aspirin synthesis

Freestyle

Distillation, carbon cell, mentos cola,
equilibrium constant

Freestyle

Artficial soap, measuring calories of
cookies, freezing point

7

Analytical Framework: DA, SNA while Using the 360 VR camera
An integrated 360 VR camera was used to observe verbal and non-verbal interactions
among pre-service teachers. The 360 VR camera was particularly useful for two reasons.
First, the camera enabled the researchers to trace multi-layered interactions during
experiments. That is, the camera captured both the verbal talk among students and the
experimental procedure (e.g., how students dealt with the equipment as well as how they
observed and measured phenomena). For example, students in a group discussed a specific
problem in the experiment, but at the same time, they were observing temperature or color
changes while another student was recording something and another moved around. A
traditional video camera would be unable to capture events occurring in these blind spots,
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making it hard to recognize who talked to whom about what. By contrast, the 360 VR camera
records an immerse-view, making it easier to observe multiple-layered actions and verbal
interactions without confusion (See figure 1, for comparison between a single lens camera
and 360 VR camera). The panoramic overview of this camera also allows one to navigate
science with multiple points of views, instead of having a single point of view captured by a
traditional video camera. With the 360 VR, a student’s movement is literally indexed
spatially for subsequent verbal and non-verbal interactions (Pea, 2006).

Figure 1: Comparison between a single lens and 360 VR camera

For the DA, two of five groups were selected for detailed analysis. We transcribed all verbal
interactions, gestures, and facial expressions before developing free codes based on our
readings of these transcripts several times. We finalized these codes after extensive
discussion between the researchers: an expert in science education, three experienced science
teachers, and a graduate student. To trace changes in human and non-human agency, we
created detailed categorizations of how students responded to failed experiments, resulting in
eight codes. For the SNA, we utilized UCINET and NetDraw as well as a matrix displaying
basic interactions among participants. We expressed the degree of relationship as a numerical
value in order to express the characteristics of the relationship. For example, the table shows
a metric matrix of raw data that measures the frequency of interaction. The total frequency of
interaction for the three members is 842. Pre-service teacher A initiated 52 of these
interactions (see the second row, first column). SNA visualizes what is happening in the
relationships by showing the different types of nodes and links. For example, when one node
has many links to other nodes, we can assume that the node plays a central role in the
targeted activity. By combining DA with SNA, it is possible to characterize the dialectical
relationship between human and non-human agency as well as member dynamics
contributing to the shape of this agency.
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Findings and Discussions
The 360 VR camera allowed effective retrospective analysis because of the immersive 360degree view, which removed blind spots and enabled the researchers to observe
conversational patterns and actions. DA was combined with SNA to better understand how
conversational changes are reflected in the group dynamics while conducting experiments.
We chose two focus groups because of their differing participation patterns. In group 1, more
members participated, while in group 2, pre-service teacher E dominated the discussion.
Group 1 had a total of 1, 609 verbal interactions, with pre-service teacher C contributing 38%
of the talk, A 32.8%, and B 29.2%. As can be seen, the speaking frequency was fairly equally
distributed, and the interaction type was a double-arrowed triangle, indicating that the three
people talked to each other actively. In terms of the epistemic function of discourse use, A
tended to recognize problems and participated in solving them, serving the role of leader for
the group. C revisited and confirmed the discussed behaviors and ideas while checking for
C’s agreement. C also asked for help more than anyone else in the group. While B mostly
accepted A and C’s comments, B showed confirmation behaviors and agreement, which
demonstrates active participation.
In contrast, group 2 had 465 verbal interactions in total. E, D, F, and G contributed to the
discussion in 36.3%, 27.3%, 19.4%, and 17% of cases, respectively. E talked twice as much
as G, and almost two times more than F. Pre-service teacher E served as the leader of this
group, demonstrating the main epistemic functions of discourse, making claims and requests.
However, unlike A of group 1, E made many claims and requests without clearly dealing
with issues and problems occurring at various stages of the experiments. F and G did not
speak much with anyone in this group, which indicates passive participation (Figure 2)

Claim
agree
disagree
Re-disagree
confirm
request
Self-directed
others

Claim
agree
disagree
Redisagree
confirm
request
Selfdirected
others

A
19.5%(39)
28.0%(56)
8.0%(16)
7.0%(14)
18.5%(37)
5.5%(11)
0.5%(1)
13.0%(26)
32.8 %(200)

B
15.7%(28)
38.7%(69)
7.3%(13)
2.3%(4)
15.7%(28)
0.6%(1)
7.3%(13)
12.4%(22)
29.2 %(178)

C
13.0%(30)
27.3%(63)
8.2%(19)
4.8%(11)
25.5%(59)
6.0%(14)
4.8%(11)
10.4%(24)
38.0 %(231)

% (N)
15.9%(97)
30.9%(188)
7.8%(48)
4.8%(29)
20.4%(124)
4.3%(26)
4.1%(25)
11.8%(72)
100%(609)

D
11.8%(15)
29.1%(37)
7.9%(10)
6.3%(8)

E
17.8%(30)
29.0%(49)
5.3%(9)
4.7%(8)

F
12.2%(11)
26.7%(24)
8.9%(8)
8.9%(8)

G
10.1%(8)
32.9%(26)
6.3%(5)
2.5%(2)

% (N)
13.8%(64)
29.2%(136)
6.9%(32)
5.6%(26)

31.5%(40)
7.9%(10)
5.5%(7)

18.3%(31)
10.1%(17)
13.6%(23)

24.4%(22)
7.8%(7)
8.9%(8)

29.1%(23)
6.3%(5)
11.4%(9)

24.9%(116)
8.4%(39)
10.1%(47)

0.0%(0)
27.3%(127
)

1.2%(2)
36.3%(169)

2.2%(2)
19.4%(90)

1.3%(1)
17.0%(79)

1.1%(5)
100%(465)

Figure 2: Comparison between group 1and 2

Scientists actively respond to the resistance of material agency because they have a clear
epistemic goal, to construct new scientific knowledge. Having students conduct a freestyle,
open-ended experiment enables pre-service teachers to establish a similar epistemic goal—
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allowing them to create and conduct an experiment based on their own curiosity. They also
are expected to negotiate and interact with uncertain and resistant phenomena from their
experiments, calling on their ability to engage and integrate their conceptual knowledge with
their practice. However, a few issues emerged in terms of the pre-service teachers’
engagement in free-style, open-ended inquiry. These pre-service teachers selected the topics
of their experiments, driven by external factors rather than their own curiosity about natural
phenomena. For instance, many students preferred to select experiments for which success
was guaranteed in order to secure higher grades. In addition, they preferred to conduct
experiments with visible effects, such as dramatic changes of color or status; many felt that
such effects provided proof of experimental success. Rarely did we see the emergent,
ongoing negotiation between human agency and material agency resulting from unexpected
and mysterious situations. One of the reasons for this failure was that pre-service teachers
might not make a strong connection between their conceptual idea (content knowledge) and
experimental design (what and how to measure and observe). When they met unexpected,
unsuccessful situations, most pre-service teachers decided to repeat the exact same
experiment without considering the possibility of revision. This decision diverges from how
scientists handle their challenges: scientists revisit and revise both their conceptual
knowledge and their material procedures. Because their epistemic goal was not to construct
new knowledge, pre-service teachers rarely constructed knowledge or negotiated between
human and material agency. To make inquiry-oriented experiments meaningful for students,
it seems essential to have them establish an epistemic goal as scientists do. In essence, the
purpose of conducting inquiry-oriented, freestyle experiments lies in experiencing a scientistlike curiosity about natural phenomena, directly connected to the establishment of an
epistemic goal.
Conclusion
Despite some disappointing findings, the researchers noted some progress over the course of
the semester. At the beginning of the semester, one group leader tended to decide on issues
and proceed with tasks and experiments accordingly. The leader made decisions in isolation
when things did not go successfully. However, a couple of groups differed in important ways.
When the experiments failed, these groups took time to reflect and incorporated other
members’ ideas and opinions more actively. More members engaged in the experiments,
leading to more ideas and trials. A student who pitched in with the experiments relatively late
pointed out that she felt stronger responsibility, attachment, and ownership. She said, “I came
up with this idea…and I came to be more active and I had to use my brain power a lot more
than before. The same went for other students in our group. A distinctively different thing
was that none ever bothered a lot about what to write in the final report, but now many ideas
and opinions were generated. So, I was passive but became more active and so did others.”
Additional ideas and opinions certainly assisted in the resistance to material agency, leading
to more revision efforts. While such revision occurred in one or two groups only, and
relatively late in the semester, this finding shows that building human, epistemic agencies
collectively could represent a way of enacting the dance of agency between human and
material agency, just as scientists do.
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Conclusion
In this study, the researchers designed more authentic, freestyle inquiry-oriented experiments
and analyzed pre-service teachers’ science practices. The description of pre-service teachers’
practices indicates that borrowing a form of practice (e.g., freestyle, open-ended experiments)
might not work as desired. It seems necessary to establish epistemic goals in order to enact
the dance of agency; meanwhile, genuine curiosity toward the natural world must be
triggered and activated as part of lab activities. In turn, however, the study also shows that
engaging students in more authentic types of inquiry activities provides opportunities for
students to enact their own ownership and responsibility, a basis for the dance of agency.
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Abstract
Global entrepreneurship is easier than ever with the many advances that have been made.
Countries are moving closer to each other than ever before. Entrepreneurs are now operating
on a global level rather than a local level. In this paper, we draw on the broader academic
literature and own research to show a the factors that are leading to the increased interest of
global entrepreneurship. This paper aims to recognise the factors that motivate potential
entrepreneurs in the commencement of one’s own business activity. Respondents recognised
three main factors that motivate people to the commencement of one’s own business activity:
materially secure the family, to achieve success, better job opportunities. There was no
discernible relationship between students a motive to the commencement of one’s own
business.
Keywords: education, motivation, student, entrepreneurship
Main Conference Topic: Education, Teaching and Learning

Introduction
Global entrepreneurs are professionals who use their global understanding and
connections to identify transnational and cross-cultural opportunities and turn them into new
value-creating initiative (Özgün, 2015). Global entrepreneurs typically create value in three
distinct ways: The first is by tapping into commonalities – or convergence - between markets
and cultures. This approach is common for organisations trying to bring a standard brand
promise to diverse cultures. Conversely, global entrepreneurs may tap differences – or
divergence - among regions in order to access distinct comparative advantages. Global
entrepreneurs also access networks and create value by building platforms that allow global
exchange (Cappellen, Janssens, 2008, Harvey at al., 2009). The literature on
entrepreneurship is relatively abundant and concentrated on several aspects: study of the
opportunities that are transformed into ideas, motivations of individuals to become
entrepreneurs, characteristics of the environment favorable or not for entrepreneurship
(Brancu at al., 2012). Starting a business is something that many people think about at one
time or another during their lives. Motivations for wanting to become an entrepreneur can
vary greatly. There is currently a strong global drive towards encouraging a greater
proportion of students to consider and pursue venture creation as an alternative graduate
career path (Nabi, 2006; Leffel, Darling, 2009). As a result of this viewpoint, many authors
have studied factors influencing students’ entrepreneurial career intentions and motivations in
both developed and developing countries (Carter et al., 2003) as well as the role of higher
education institutions in the promotion of entrepreneurial initiative among students (Fayolle
at al., 2006). Rarely is an entrepreneur ready to do business around the world from Day One.
The nature of entrepreneurship is shifting. Future entrepreneurs have the opportunity and
challenge of participating in a highly internationalized market from the moment they are
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founded. Entrepreneurs exist in the context of their particular geography – be that their local,
national, or even supranational economy and society.

The entrepreneurial motives
Although no exhaustive literature exists on entrepreneurial motives, these motives can
be classified as sociopsychological, economical and psychological motives. The main
theories of entrepreneurial motives are grouped into two categories: drive theory and
incentive theory (Hessles, 2008). Drive theory suggests there is an internal need (for example,
for achievement or autonomy) that has the power to motivate an individual to start a new
venture, which thereby reduces the resulting tension. On the other hand, incentive theory
suggests that people are motivated to act because of external rewards. For example,
entrepreneurs may be motivated by a combination of incentives such as flexibility, income, or
prestige (Fayolle at al., 2014). Accordingly, people who start their own business activities
may be inspired by either pull motives: I do it because I see an opportunity or push motives: I
do it because it is necessary (Williams at al., 2009). Researches (Van Auken et al., 2006)
showed that role models are assumed to have an important impact on career development of
young adult and also proved that the role model(s) in the family will strength the
entrepreneurial intention among the young adult (Aizzat et al., 2009). Any attempt to create a
new business, such as selfemployment, in the current literature (Bosma et al., 2012) agrees
with the so-called "pull influences" - i.e. motives arising from opportunities - "opportunity
driven by enhancements" (desire for independence, effort to take the opportunity, change
hobby or previous work experience in business, financial evaluation) or necessity redundancy, unemployment (or threat of unemployment), disagreement with the previous
employer. A number of researches that concentrated on factors affecting entrepreneurship
were carried out (Geri, 2013): The desire for recognition and prestige, The desire to earn
money, increasing the level of income presents the opportunity to live in prosperity. The
desire to serve the aims of society. Most economists and academics support the notion that
entrepreneurship is becoming a crucial factor in the development and well-being of societies.
Whether the entrepreneurial activities are practiced in factor-driven, efficiency-driven, or
innovation-driven economies (Acs at al., 2008), the ultimate results continue to exhibit: lower
unemployment rates; increased tendency to adopt innovation; and accelerated structural
changes in the economy. In this study, we examine some variables related to the factors of
students towards starting own business in global market.

Research methodology
Objective: We focus on students' interest in global business before the end of own
study. Methods: Improve the preparation of students for the business on the basis of the
literary sources of the current state of planning for future employment of graduates, to
construct a measuring instrument, which we acquired wide-ranging information about
students at the University in Slovakia. The questionnaire was aimed to determine their
interest for future global business. In the questionnaire focused on motivation for starting
global business the respondents answer the questions by selecting scale 1-5 (1 disagree - 5
agree).
Characteristics of sample: The survey was conducted in 4 universities. The selection of these
universities was in line with our purpose. Representative sample consisted of 1078 students
enrolled in master's or engineer's degree. Data collection was carried out in april 2017.
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Obtained data were further processed using the statistical package of MS Excel and then we
used MS WinStat. By processing of empirical data by the methods of descriptive statistics - 2
χ , the evaluation data was obtained which are presented in table. The survey is administered
through a web-based questionnaire and is standardised for all participating countries based on
a common study design. A total of 1078 students of higher education institutions (Technical
university in Košice - TUKE, Slovak University of Technology in Bratislava - STUBA,
Slovak University of Agriculture Nitra - SPU NR, University in Zilina - UNIZA) from four
Slovak town who (and other) participated in the study are included in the analysis that is
being conducted in this paper.

Findings of research
In consideration of the broad base of the results there are only list of the key findings.
In tables 1 the evaluation data reached by processing of empirical data by the methods of
descriptive statistics are presented. The interpretation of some findings is only functional at
the basic statistical level (descriptive statistics and one-dimensional variance analysis). Data
shown in the table allows tracking of respondents’ selfevaluation in the engineering type of
study by presenting their consideration to start a business. A global view of the factors
driving a decision to engage in a global market. Table 1 shows only the minimum differences
between the grade of the students at each university. Statistically significant is the difference
in socio-economic needs, such as creating jobs, improving the structure of the economy,
meeting emerging needs (F = 3,384 and p = 0,009). Students in the MU (M = 3,67) and STU
BA students (M = 3,53) would have led this factor to entrepreneurship, students of other
universities are not determined by this factor. The most important factor that would initially
stimulate business is materially secure the family (involving students of all universities). The
second most important factor is to achieve success, and third better job opportunities.
Table 1: Differences in Global Start-up Factoring Factors (Descriptive Statistics + ANOVA)
for Students of Individual Universities
What would encourage
you to make a decision to
start bussiness a global
market
Use of
TU KE
business
SPU NR
opportunities STU BA
UNIZA
Other
Total
Better job
TU KE
opportunities SPU NR
STU BA
UNIZA
Other
Total
Greater
TU KE
independence SPU NR
STU BA
ŽU
Other
Total

N
Priemer
602
3,64
187
3,67
253
3,64
15
4,00
21
3,86
1078
3,65
602
3,96
187
4,11
253
3,93
15
4,00
21
4,00
1078
3,98
602
3,70
187
3,94
253
3,83
15
4,00
21
3,67
1078
3,77

SD
1,10
1,13
1,14
0,85
1,20
1,11
0,98
0,89
1,00
0,93
1,18
0,97
1,07
1,00
1,07
1,31
1,15
1,07

Std.
Error
,0448
,0830
,0717
,2182
,2608
,0339
,0399
,0654
,0627
,2390
,2582
,0296
,0437
,0734
,0673
,3381
,2520
,0325
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95% Confidence
Interval for Mean
Lower
Upper
Bound
Bound
Minimum Maximum
3,548
3,724
1,0
5,0
3,505
3,832
1,0
5,0
3,503
3,786
1,0
5,0
3,532
4,468
2,0
5,0
3,313
4,401
2,0
5,0
3,587
3,720
1,0
5,0
3,878
4,035
1,0
5,0
3,983
4,241
1,0
5,0
3,805
4,052
1,0
5,0
3,487
4,513
2,0
5,0
3,461
4,539
1,0
5,0
3,920
4,037
1,0
5,0
3,610
3,782
1,0
5,0
3,791
4,081
1,0
5,0
3,694
3,959
1,0
5,0
3,275
4,725
1,0
5,0
3,141
4,192
1,0
5,0
3,708
3,836
1,0
5,0
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Material
provision of
the family

Financial
Profit

Achieve
success

High personal
ambitions

Expanding
business
activities with
an impact on
company
development
Socioeconomic
needs - create
jobs, improve
the structure
of the
economy,
meet
emerging
needs

TU KE
SPU NR
STU BA
UNIZA
Other
Total
TU KE
SPU NR
STU BA
UNIZA
Other
Total
TU KE
SPU NR
STU BA
UNIZA
Other
Total
TU KE
SPU NR
STU BA
UNIZA
Other
Total
TU KE
SPU NR
STU BA
UNIZA
Other
Total
TU KE
SPU NR
STU BA
UNIZA
Other

602
187
253
15
21
1078
602
187
253
15
21
1078
602
187
253
15
21
1078
602
187
253
15
21
1078
602
187
253
15
21
1078
602
187
253
15
21

4,11
4,17
4,18
4,13
4,19
4,14
3,93
4,04
3,91
3,60
4,00
3,94
4,00
4,06
4,02
3,73
3,76
4,01
3,65
3,75
3,67
3,67
3,33
3,67
3,36
3,48
3,52
3,40
3,00
3,41
3,26
3,45
3,53
3,67
2,95

0,98
0,93
1,00
0,92
0,98
0,98
0,96
0,95
1,03
0,99
1,05
0,98
1,04
1,00
1,01
1,16
1,18
1,03
1,17
1,06
1,17
1,18
1,15
1,15
1,15
1,10
1,18
0,83
1,26
1,15
1,25
1,17
1,18
0,98
1,16

,0401
,0684
,0626
,2364
,2140
,0297
,0393
,0697
,0645
,2545
,2289
,0298
,0424
,0730
,0632
,3003
,2573
,0313
,0477
,0778
,0733
,3034
,2520
,0350
,0469
,0804
,0744
,2138
,2760
,0350
,0509
,0855
,0740
,2520
,2533

4,033
4,036
4,059
3,626
3,744
4,082
3,856
3,900
3,782
3,054
3,523
3,884
3,918
3,920
3,895
3,089
3,225
3,947
3,554
3,600
3,524
3,016
2,808
3,596
3,267
3,323
3,371
2,941
2,424
3,342
3,161
3,281
3,388
3,126
2,424

4,190
4,306
4,305
4,640
4,637
4,198
4,011
4,175
4,036
4,146
4,477
4,001
4,085
4,208
4,144
4,377
4,299
4,070
3,742
3,908
3,812
4,317
3,859
3,734
3,451
3,640
3,664
3,859
3,576
3,480
3,361
3,618
3,679
4,207
3,481

1,0
1,0
1,0
2,0
2,0
1,0
1,0
1,0
1,0
2,0
2,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
1,0
2,0
1,0
1,0
1,0
1,0
1,0
2,0
1,0

5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0
5,0

Total

1078

3,36

1,22 ,0371

3,284

3,430

1,0

5,0

What would encourage you to make a decision to start
bussiness a global market
Use of business opportunities
Between
Groups
Within
Groups
Total
Better job opportunities
Between
Groups
Within
Groups
Total
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Sum of
Squares

Mean
Square

df

2,915

4,00

0,73

1331,330

1073,00

1,24

1334,245

1077,00

4,271

4,00

1016,238

1073,00

1020,509

1077,00

F

Sig.

,587

,672

1,07 1,127

,342

0,95
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Greater independence

Between
Groups
Within
Groups
Total
Material provision of the family
Between
Groups
Within
Groups
Total
Financial profit
Between
Groups
Within
Groups
Total
Achieve success
Between
Groups
Within
Groups
Total
High personal ambitions
Between
Groups
Within
Groups
Total
Expanding business activities with an impact Between
on company development
Groups
Within
Groups
Total
Socio-economic needs - create jobs, improve Between
the structure of the economy, meet emerging Groups
needs
Within
Groups
Total

10,248

4,00

2,56 2,261

1215,615

1073,00

1225,863

1077,00

1,174

4,00

0,29

1024,675

1073,00

0,95

1025,849

1077,00

3,845

4,00

1028,589

1073,00

1032,434

1077,00

3,053

4,00

0,76

1135,872

1073,00

1,06

1138,925

1077,00

3,971

4,00

0,99

1422,137

1073,00

1,33

1426,109

1077,00

8,998

4,00

1413,953

1073,00

1422,951

1077,00

19,928

4,00

1579,572

1073,00

1599,500

1077,00

,061

1,13

,307

,873

0,96 1,003

,405

0,96

,721

,578

,749

,559

2,25 1,707

,146

1,32

4,98 3,384

,009

1,47

The decision-making process of self-employment is therefore a complex process that includes
potential entrepreneurial benefits, motives and obstacles. Within the scope of motives that
influence the commencement of one’s own global business, a potential entrepreneur uses
various reasons at the same time, and generally these motives might be classified into two
factors (pull/push factors) (Verheul et al., 2010). This result confirms that students consider
various complex configurations of mixed motives (both external and internal ones) before
starting their own business activities. Moreover, these results coincide with proposition of
four groups of motives presented by Schumpeter (1952). Likewise, the respondents from
various universities were similarly inspired by internal motives when planning their global
business to a larger extent than by the external ones. Similar to other studies (Jafarnejad at al.,
2013). Our results indicate that the potential entrepreneur is influenced by an array of motives
in the decision-making process, and internal motives appear to be more important
(irrespective of the the universities) than external ones.
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Conlusion
Dealing with the complexities of international operations, cultural differences, and
networks of alliances requires a set of special global skills in addition to the well-documented
and complex skills of a domestic entrepreneur. International entrepreneurship is clearly not
for everyone. But for those with the right combination of interests, skills and market
knowledge it opens up exciting new possibilities to create businesses with international scope
and difficult to imitate sources of competitive advantage (Karra et al., 2004). Regarding the
objective, the results emphasize that motivational factors we have identified are similar to
those that emerge from other researches. The study has provided in sight to understand the
factors which affect the young adults' entrepreneurial motivation. The fast growing world of
change has made the role of entrepreneur very important and functional. World facing a lot
many challenges of economy and employment. It also has increased the need of
entrepreneurial education. Studies (Turker, Selcuk, 2009; Wilson et al., 2007) revealed that
the supportive university environment is one of the factors influence the students' interest in
becoming an entrepreneur in the future. The following objectives are to be reached through
entrepreneurship education: Improvement of the entrepreneurship mindset of young people to
enable them to be more creative and self-confident in whatever they undertake and
improvement of their attractiveness for employers; Encourage innovative business start-ups;
Improvement of their role in society and the economy.
The paper is the partial solution result of scientific project of MŠVVAŠ SR 031TUKE4/2016 Education of students of technical specialization for the needs of the global labor
market.
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Abstract
Visually impaired students and professionals have been experiencing many challenges in
their everyday educational and professional life for years. As technology advanced, more and
more ICT solutions have been developed with the idea of making a number of activities
easier for visually impaired. These solutions have been proven applicable in many different
areas, including educational and professional activities. In this paper, an overview of the role
of ICT and many possible software solutions in making everyday life of visually impaired
students and professionals easier is given along with the conclusion about effectiveness of
these solutions and possible future trends in the development of similar ICT innovations.
Keywords: visually impaired, ICT, education, students, professionals, aiding technology
Main Conference Topic: Education, Teaching and E-learning

Introduction
When considering different types of disabilities both medical and social model of
disability (Shakespeare, 2006) can be applied. Medical model examines the disability as a
physical problem that needs to be resolved with medicine, surgery or some other type of
treatment. Therefore, in the domain of the medical model one would constantly seek for new
medical procedures needed to overcome particular disability. Opposed to the medical model,
the social model examines the disability as a result of the way society is organized in a
particular area and it seeks to remove different barriers that society structures impose on
disabled people. Therefore, in the domain of the social model one would constantly seek for
new organizational and technological means and solutions that can be used to resolve and
overcome different barriers that result in restriction of possible choices and activities of
disabled people. Rapid development of ICT and different software and hardware solutions for
aiding disabled people belongs to the domain of the social model.
Digital era and computer revolution has actually been beneficial for visually impaired.
The development of various text-to-speech synthesizers has enabled visually impaired to read
the news, to read various books, to study in a more convenient manner, etc. The same
technology has enabled visually impaired to work as computer programmers. At one point, it
looked like the ICT technology started to be an additional barrier to visually impaired and
this was the point in which the graphical user interfaces have been introduced. Existing textto-speech synthesizers could not describe the context of the graphical user interfaces and this
has made many activities, including programming, challenging for the visually impaired. On
the other hand, further development of the ICT has brought new tools and solutions that have
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further aided visually impaired and people with other disabilities in their student and
professional life.

Importance of ICT
In the digital era, the knowledge and skills in the area of ICT have become mandatory
not just in professional life but also in everyday activities. However, as mentioned, graphical
nature of modern interfaces has made using ICT and Internet technology difficult for visually
impaired (Chiang, Cole, Gupta, Kaiser & Starren, 2005). World Health Organization (WHO)
reports that about 314 million people worldwide are visually impaired (Şimşek, Altun &
Ateş, 2010) what makes this area of research concurrent and actual.

Aiding technology for visually impaired
When talking about aiding technology and aiding tools for visually impaired there are
two aspects that need to be covered (Gori, Cappagli, Tonelli, Baud-Bovy & Finocchietti
2016):
 The first aspect is the need to substitute visual sensory information with another
type, such as haptic or auditory
 The second is to try improving or rehabilitating parts of cognitive ability since
visual impairment does not only impair a part of sensory information, it also
leads to spatial and social impairment at the cognitive level
Visual impairment includes different degrees of vision loss. These degrees, along with
other possible disabilities are shown in Figure 1 (Mishra, Sharma & Tripathi, 2010).

Figure 1: Different types of disabilities
When considering medical and social model of visual disability, aiding technology can
be divided into the following groups (Solomon & Bhandari, 2015):

149

The 11th MAC 2017
Multidisciplinary Academic Conference





Vision restorative technology
Vision assistive technology
Vision enhancement technology

There is a number of ways in which ICT solutions can aid visually impaired (Mishra,
Sharma & Tripathi, 2010):










ICT based specialized vocational training to perform functions within abilities
Specialized Keyboards, such as Braille
Braille Printer
Conversion of local language to Braille
Screen Readers
Touch Screens
Eye Tracking
Talking word processors
Screen Magnifiers

World Wide Web Consortium (W3C) has adopted a number of guidelines about how to
make websites more accessible. These guidelines, in one of the newer forms, come under the
name Web Content Accessibility Guidelines (WCAG) 2.0 and include the following
recommendations (Mishra, Sharma & Tripathi, 2010):










Provide text alternatives for any non-text content
Provide alternatives for time-based media
Create content that can be presented in different ways without losing
information or structure
Make it easier for users to see and hear
Make all functionality available from a keyboard
Provide users enough time to read and use content
Make text content readable and understandable
Help users avoid and correct mistakes
Maximize compatibility with current and future user agents, including assistive
technologies

There is a number of various aiding software tools that can aid visually impaired
students and professionals in their everyday activities. Some of the most commonly used
tools include (Balajthy, 2005; Mishra, Sharma & Tripathi, 2010; Armano, Capietto, Illengo,
Murru & Rossini, 2014; Sharma & Wasson, 2012; Flood, 2007; Kocielinski & BrzostekPawlowska, 2013; Mascetti, Picinali, Gerino, Ahmetovic & Bernareggi, 2016; Yu &
Brewster, 2003; Franklin & Roberts, 2003; McGookin & Brewster, 2006; Parente & Bishop,
2003; McGookin & Brewster, 2007; Salamin, Thalmann & Vexo, 2007; Ferres, Parush,
Roberts & Lindgaard, 2006; Cohen, Meacham & Skaff, 2006; Brown & Hurst, 2012;
Murphy, Bates & Fitzpatrick, 2010; Van Hertem et al., 2017):




Kurzweil 3000
Window-Eyes
NVDA
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JAWS
Narrator
NaturalReader
ORCA
VoiceOver
Talkback
BrailleBack
Capti Narrator
TOBII Eye Tracking System
ICommunicator
Head-Mouse Extreme
Math Daisy
Text Help System
Blind Square
Multimodal Graphs
Pie Chart Sonification
MultiVis
BATS
Graph Builder
TACTICS
3D Shapes Visualization
exPLoring Graphs
VizTouch
MathTalk
Highcharts

Mentioned tools are used in different areas. A number of tools can aid visually impaired
in reading the content of the screen and interpreting textual information. Some tools are used
to represent graphical images, charts, mathematical equations and other tools are used to
make navigation of visually impaired easier. Some tools are used on a specific platform while
other are more cross-platform oriented.
Research has shown that although there are many different tools available, only some
are widely used. For example, text-to-speech converters and various Braille products are
mostly used, although the use of aiding tools is increasing. Reasons that many available
aiding tools are not used on a larger scale are different: users do not know about these tools,
lack of ICT skills, complexity of some aiding tools and lack of special educators that would
promote and facilitate the use of these tools in education. All of mentioned reasons present
future challenges and need to be resolved in order to enable visually impaired to fully utilize
and experience the benefits of organized use of assistive technology, which is still not the
case in practice (Kelly, 2009; Wong & Cohen, 2016; Ajuwon, Meeks, Griffin-Shirley &
Okungu, 2016). On the other hand, there are examples of universities that have special offices
for students with disabilities offering various services, many of which are meant for visually
impaired students and staff, as well as units that provide special assistive information
technology resources (Konecki, Lovrenčić & Jervis, 2016).
On the other hand, there is a need for further development of aiding technology. When
talking about education and students, one area of special interests would be improvement of
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accessibility for visually impaired in STEM (Science, Technology, Engineering, and
Mathematics) fields, especially in the area of visualization of mathematical equations and
scientific data. Other challenges include making various technologies more suitable for
younger visually impaired population and making a number of technological solutions more
affordable to a wider number of users.

Conclusion
ICT has brought many advances as well as many new barriers for visually impaired
students and professionals. Graphical user interfaces have created many challenges for
visually impaired and, on the other hand, many different aiding software tools have been
developed in order to make a number of activities of visually impaired easier. Although there
are many promising solutions, there is still a lot of space for improvements that are needed in
order to create compact and usable aiding tools that would be suitable for all visually
impaired users of all ages. Some of the areas of interest include: making learning based on
textual materials faster, creating more advanced representations of graphical images and
graphs as well as visualization of scientific data, making navigation and use of technology
more accessible and more suitable, etc. The rapid development of ICT has already shown
advances in many areas of everyday activities of visually impaired, no matter whether they
are students or working professionals, and it is to be expected that this trend will continue in
all mentioned areas as well as in many other aspects and fields.
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Abstract
When developing information system, one has to determine information system subsystems
development order. After IS subsystems have been determined, alongside its connectivity,
such a structure can be represented in various forms, such is for example a digraph. In this
paper it is elaborated that such digraphs can be planar, when one deals with real-world
information systems where subsystems are determined according to business functions,
which in turn opens up possibility of efficiently solving the problem of information system
subsystems development order/priority. Since this paper is dealing with the problem that is,
among other things, NP-complete, this find is significant.
Keywords: minimum feedback arc set, information system, digraph, planarity
Main Conference Topic: Computer Science

Introduction and Related work
When developing information system (IS) one has to determine development order, that
is development priority. This is usually done according to: business functions, technology
constraints, difficulty of development, amount of work, user instructions, existing IS
completion, or according to the best practice 1. Nevertheless, when one is developing IS there
is possibly a better way to do this, as is argued in 2. Namely, it is probably a better idea for
these subsystems to be specific applications and then to prioritize these subsystems according
to minimal sum of weights of feedback arcs,
∑(𝑢+1)≤𝑣≤|𝑉|
1≤𝑢≤(𝑣−1) 𝑊(𝑣, 𝑢) 2.
In this way it is possible to embody actual and more specific cohesive parts of an IS
which will be developed, on the one side, and avoid developing parts of the IS which has
large dependencies upon the rest of the subsystems and is therefore, at least temporarily,
difficult to develop and test, on the other – namely, for such subsystems it is either not
possible to develop large parts of it or it is necessary to develop temporary interfaces, which
is inconvenient.
Now, this problem of IS subsystems prioritization is actually very similar, almost
identical, to a well-known graph theory problem called Minimum Feedback Arc Set (MFAS),
as shown in 2. And since MFAS is NP-complete, NP-hard, and APX-hard, so is the problem
of IS subsystems development order 2. This is significant, because this means that it is
desirable to look for efficient algorithms that can solve such problems on specific special
cases.
Optimization version of the problem of IS subsystems prioritization, as shown in 2,
reads as follows.
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“INSTANCE Directed graph 𝐺 = (𝑉, 𝐴).
QUESTION Which linear sequence of nodes 𝑣𝑖 (𝑖 = 1 … |𝑉|) of graph G
gives minimal sum of weights of feedback arcs
∑(𝑢+1)≤𝑣≤|𝑉|
1≤𝑢≤(𝑣−1) 𝑊(𝑣, 𝑢)?“
Since MFAS is such a well-known problem, there are many algorithms attempting to
solve the problem with various degree of success and in different ways. For example, there is,
as the authors stated, fast and effective heuristic for Feedback Arc Set (FAS) 3. Algorithm
complexity is 𝑂(𝑚) 3.
Also, there is a contraction algorithm for finding MFAS on reducible flow graphs 4.
Time complexity of this algorithm is 𝑂(𝑚 log 𝑛) 4.
In 5 authors have developed “local search algorithm for weighted Feedback Arc Set in
tournaments.” 2 Complexity of this algorithm is 𝑂(2𝑜(𝑘) 𝑛 log 𝑛) 5.
There is also a recently published paper in which authors conducted empirical analysis
of different kinds of algorithms in order to strike a balance between running time and
precision 6. This research was motivated by Social Network Analysis FAS applications 6.
There are of course many other algorithms, whether theoretical or applied, that are
trying to solve MFAS in various situations, problem classes, and ways.
One of these approaches is also Monte Carlo randomized algorithm which solves the
problem of MFAS in polynomial time with arbitrary probability 2. This result is, as can be
argued, significant since the problem the algorithm is trying to solve is APX-hard. Algorithm
complexity is 𝑂(𝑘|𝑉|3 ) 2. This Monte Carlo algorithm works on multi-graph, with
probability of achieving optimum
𝑃(𝑜𝑝𝑡) = 1 − (1 −

𝑛 𝑝𝑖
𝑛−2 2
( 𝑛 ) )

2.

Where pi represents number of times the algorithm has been run and n represents
number of digraph nodes.
Nevertheless, until 1 and 7, these real-world IS digraphs were not statistically defined
and it was not known how well developed algorithms fare in these situations, more
concretely, how does Monte Carlo algorithm published in 2 behaves in such situations.
Therefore, in 1 real-world IS digraphs have been statistically defined so as to ascertain the
class of such digraphs.
This was useful because such definition allows: “testing of algorithms on real-world
cases, determining how difficult real-world IS digraphs are, developing digraph generator
with which it will be possible to determine how any algorithm would fare on larger problems
of this type, to potentially find new and better algorithms that are more precisely designed for
these kinds of digraphs, and using this statistical definition for any future use – whether that
use be algorithmic or other.” 1
On the other hand, in 7 Monte Carlo algorithm that solves MFAS in polynomial time
with arbitrary probability was experimentally tested on real-world IS digraphs. This was
useful “so it can be seen how difficult these cases are and how well algorithms cope with
them.” 7 Considering digraphs type, the algorithm was able to find, and to find very quickly,
solutions for the presented problems. Namely, all solutions for input IS digraphs were
obtained in less than 100 iterations, in less than 1 s, with empirical chance ranging from 25.0
to 97.0 7.
Nevertheless, it should be noted that subsystems in these digraphs were determined
according to business functions and not according to individual IS computer programs 7, as it
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has been envisioned in 2. But, it is nonetheless useful and interesting to try to ascertain a
range of digraphs that one can expect when dealing with this kind of problem – where these
digraphs would obviously represent some sort of a lower bound.
Therefore, in this paper an analysis of the data available will be conducted and it will be
concluded, with having in mind IS digraphs class, what would probably be the best approach
and whether that digraph class is problematic to solve.

On the Information System Digraphs
In 1 statistical definition of IS digraphs has been conducted. Since these real-word
graphs were determined according to business functions, number of nodes was quite low, this
in turn affected number of arcs as well. Obviously, this situation does not represent a
situation that has been envisioned in 2, were subsystems, that is digraph nodes, were
individual applications.
Nevertheless, it is interesting to see with what kind of graphs it is dealt with, so as to
ascertain a range of possible graphs that one can encounter when dealing with IS subsystems
development order/priority. Where real-world digraphs in 1 would obviously represent least
complex digraphs and digraphs supposed in 2 are probably most complex that one can find
when dealing with IS subsystems development priority.
Now, by reading the literature, one can find that MFAS is solvable in polynomial time
when one deals with graphs that are planar 8 or reducible flow 9. This paper deals with realworld IS digraphs and planarity.
DEFINITION 1 Graph planarity 10 A graph is planar if it can be drawn in a plane
without graph edges crossing (i.e., it has graph crossing number 0).
An example of such a graph can be seen in Figure 3.
1

7

5

2

3

6

4

Figure 3: Example of planar digraph
Digraph in Figure 3 has 7 vertices and 12 arcs, none of which are crossing each other –
therefore it is obvious that this graph is planar.
When testing for graph planarity there are several algorithms to choose from, including
Hopcroft and Tarjan algorithm 11, improved Even and Tarjan algorithm 12, and Boyer and
Myrvold algorithm 13.
Planar graphs have various uses outside MFAS and IS subsystems development
priority, like for example in even cycle problem 14 – since planar graphs sometimes simplify
the graph just enough so it can be efficiently solved.
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To ascertain whether or not real-world IS digraphs are planar, an experiment has been
conducted. First, an extraction of data, from process/data class’s matrix, has been completed.
After that, the Boyer and Myrvold algorithm, as it seems that this algorithm is one of the
more popular ones, since its computational complexity is 𝑂(𝑛) 13, was used for planarity
testing.
After conducted experiment, results were as follows. Of the 10 real-world ISs that were
acquired for 1, only 1 graph failed planarity testing, that is only one graph was actually not
planar and therefore cannot be drawn on a plane without edge crossing. In view of
methodology for determining IS subsystems this was not surprising, but it was interesting to
see that despite that fact there was one digraph that was even in these conditions complex
enough so that its graph crossing number is not 0 and therefore is not planar.
This would perhaps be an indication that when IS digraphs, for larger companies,
would be analyzed, more complex graphs would be encountered – obviously not much larger
in terms of graph vertices, but possibly much larger in terms of number of arcs. Furthermore,
this would also seem to indicate that the same would be true in a situation where IS
subsystems were determined according to individual applications, as envisioned in 2 – here, it
was always obvious that number of vertices would grow significantly, but now it seems,
because individual applications connectivity, that this would also need to happen for a
number of arcs as well – large cohesion would probably not impede on greater than expected
adhesion.
Perhaps it is being read too much into this one exception. Nevertheless, if it could
happen in a situation where IS subsystems were determined according to business functions,
then it is reasonable to assume that such occurrences would be much more likely in a more
complex business organizations or in a situation where IS subsystems are determined
according to individual programs.
Therefore, when IS digraphs are too complex for approximation algorithms and for
exact algorithms, in a situation where one has a planar graph, the problem of IS subsystems
development priority can be efficiently solved.

Conclusion
In this paper a brief overview of the existing state when talking about Minimum
Feedback Arc Set and prioritization of information system subsystems development order has
been given and elaborated.
More specifically, it has been concluded, at least for the time being, considering the
data about real-world information systems, how these information systems digraphs look like
and what are some good approaches for solving the problem of prioritization with different
classes of information systems digraphs, when one has in mind number of arcs and
subsystems dependencies.
This means that if the problem instance is too complex, even for approximation
algorithms, and in a situation where one has a planar graph as its input, an algorithm for
solving MFAS on planar graphs obviously represents an excellent approach for combating IS
subsystems development order.
The conclusions made considering research and discussion presented in this paper can
serve as a good tool for IT professionals when trying to reason about the best course of action
when developing information system. If information system digraph is planar, according to
the conclusions made in this paper, there is an efficient approach for determining information
system subsystems development order.
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Abstract
Researching entrepreneurial intention has become extremely popular due to the importance
entrepreneurial activity has for the economy. Data mining has been used increasingly in the
realms of prediction and classification, replacing traditional statistical approaches. The aim of
this paper is to analyse the usefulness of decision trees for predicting entrepreneurial
intention by comparing the decision tree method with structural equation modelling (SEM).
A predictive model was proposed and empirically tested on a sample of 218 business students
from Croatia and Macedonia. The results show that both techniques, SEM and decision tree,
offer roughly equal theoretical contributions. However, the rules established using decision
trees have deepened our understanding of the data by pointing to specific groups of students
in the sample and their respective probabilities of having entrepreneurial intentions.
Keywords: entrepreneurial intention, business students, decision tree, data mining
Main Conference Topic: Economy, Management and Marketing

Introduction
Researching entrepreneurial intention has become extremely popular due to the
importance of entrepreneurial activity for economic growth and development (Carree &
Thurik, 2010), as well as the high availability of student population for scientists to conduct
related studies. The research is usually based on one of the two models: the model of
entrepreneurial event (Shapero & Sokol, 1982) and the theory of planned behaviour (Ajzen,
1988). When testing their proposed models, researchers often use structural equation
modelling (Liñán, Urbano & Guerrero 2011; Vukovic et al., 2017) to make conclusions about
the relations between different variables in the proposed models of entrepreneurial intention.
Data mining has been used increasingly in the realms of prediction and classification,
replacing traditional statistical approaches. The application of data mining techniques spans a
wide variety of fields. Nevertheless, data mining techniques are extremely rare in the research
of entrepreneurial intention. There are some examples of data mining application, such as
neural networks, support vector machines, or decision trees in entrepreneurial intention
modelling (Zekić-Sušac, Pfeifer & Đurđević, 2010; Puga & Garcia, 2012). However, the
focus of these research papers was more on analysing the appropriateness of data mining
method and less on the contribution to the theory of entrepreneurial intention development.
Thus, the aim of this paper is to analyse the appropriateness and usefulness of decision trees
for predicting entrepreneurial intention, grounded in the existing evidence-based theoretical
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knowledge about the phenomenon. This will be achieved by comparing the decision tree
method with the structural equation modelling, using the same variables on the same sample
of business students. The results obtained by structural equation modelling are available in
previous research (Vukovic et al., 2017) and will be summarized in the discussion part of the
paper.

Entrepreneurial intention model
According to the theory of planned behaviour (Ajzen, 1988; 1991) three factors lead to
the formation of entrepreneurial intention. These are the attitude towards entrepreneurship,
the subjective norm, and the perceived behavioural control. In the context of deciding to start
a business, the attitude towards entrepreneurship refers to the personal evaluation of the
entrepreneurial profession (Ajzen, 1991; 2001). Subjective norm is the perception of social
pressure to launch an entrepreneurial venture (Ajzen, 1991). Perceived behavioural control
refers to the current behavioural control and the perception of future behavioural control
when it comes to starting an entrepreneurial venture, i.e., whether a person perceives the
starting of a venture as a feasible behaviour. Many papers confirm the validity of the
proposed model, finding that the attitude towards a behaviour and perceived behavioural
control represent consistently significant predictors of entrepreneurial intention, while the
impact of subjective norm proves to be less stable and dependent on the country in which the
research is carried out (Autio et al., 2001; Liñán, Urbano & Guerrero 2011; Moriano et al.,
2012; Tkachev & Kolvereid, 1999).
Previous research showed the importance of social capital for entrepreneurial intention
formation (Linan & Santos, 2007; Liñán, Urbano & Guerrero 2011). Uphoff (1999)
differentiates structural and cognitive social capital. While structural social capital refers to
the quantity of subjects in the networks and the quality of the relationships between the
subjects, cognitive social capital refers to the norms and beliefs. In terms of the proximity of
the actors and the strength of the formed ties, Woolcock (2004) differentiates between
bonding (connecting closer actors) and bridging (connecting distant actors). In order to
facilitate the comparison between the results obtained in this paper and the results of previous
research (Vukovic et al., 2017), the following conceptualization of social capital will be
applied. Both bonding and bridging capital have their own structural and cognitive
component. Bonding social capital includes having an entrepreneur in the family and closer
valuation of entrepreneurship. Closer valuation of entrepreneurship refers to respondents’
perception of how people in their immediate environment (i.e., family, friends and
colleagues) valuate entrepreneurship. Bridging social capital encompasses one’s acquaintance
with entrepreneurial environment and the social valuation of entrepreneurship. Acquaintance
with entrepreneurial environment refers to the level of familiarity with entrepreneurial
infrastructure, while the social valuation of entrepreneurship refers to respondents’
perceptions of how their broader society valuates entrepreneurship.
Gender proved to be an important variable for entrepreneurial intention in previous
research (Diaz Casero et al., 2012), with work experience and country also as likely
contributors to its formation (Liñán, Urbano & Guerrero 2011; Linan & Chen, 2009). The
data used in this research was collected in two countries: Croatia and the Former Yugoslav
Republic of Macedonia. The authors from the post-communist countries explain important
differences between the developed and transition countries in terms of the varying conditions
in which an entrepreneurial activity takes place (Tominc & Rebernik, 2007). It is assumed
that the future differences among transition countries will be based on education and
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entrepreneurial activity (Peng & Shekshnia, 2001). Therefore, it is important to study
entrepreneurial intentions in the specific conditions of South-eastern Europe.

Methodology
The data mining process must be reliable and repeatable, so several standards were
developed: KDD (Fayyad, Piatetsky-Shapiro & Smyth, 1996); SEMMA (Olson & Delen,
2008); CRISP DM (Wirth & Hipp, 2000). CRISP DM standard is the most frequently used
(Azevedo & Santos, 2008), and it is applied in the research presented in this paper. CRISP
DM stands for CRoss-Industry Standard Process for Data Mining (Wirth & Hipp, 2000) and
consists of the six steps presented in Figure 1.

Figure 1: CRISP DM standard (Wirth & Hipp, 2000)
Business understanding aims to understand the objective and to convert a domain
problem into a data mining problem (Wirth & Hipp, 2000). The main tasks of this step are: to
define domain and data mining objectives and success criteria. The second phase, data
understanding, consists of exploring the data and verifying the data quality (Azevedo &
Santos, 2008). Data preparation takes up the majority of the process time, from 70% to 90%
of the whole process. It consists of the activities required to prepare a data set from the initial
raw data. Modelling phase builds and assesses the models. Prior to that, a modelling
technique is selected. The evaluation part answers the question of how well the model
performs on test data and gives the interpretation of the model. The deployment step
determines how the results need to be utilized and who needs to use them (Azevedo &
Santos, 2008).

Research description and results
This study aims to identify the factors that determine the entrepreneurial intention of
business students. This study also examines how the data mining approach based on the
decision tree assists in providing valuable information for decision-making in this domain.
Previous chapter explored the domain and identified the main research problem. The data
understanding phase started with an initial data collection. The data on previously described
variables were collected by using the Entrepreneurial Intention Questionnaire (Liñán, Urbano
& Guerrero 2011), which was provided by its author. The sample of respondents included the
students of the study programme of Economics of Entrepreneurship at the Faculty of
Organization and Informatics in Varaždin, University of Zagreb, Croatia; and the students of
the Faculty of Economics at the Ss. Cyril and Methodius University of Skopje, Macedonia.
After the elimination of incomplete questionnaires, the sample included 218 respondents (119
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from Croatia and 99 from Macedonia), with the average age of 21.9. 74.3% of the
respondents were women.
In order to achieve better reliability compared to one-item evaluations, most variables
were examined by evaluating several statements for each variable on the Likert scale (1-7).
Attitude towards the behaviour (A), subjective norm (SN), perceived behavioural control
(PBC), closer valuation (CV), and social valuation (SV) were each measured by three
statements, whereas entrepreneurial intention (EI) was measured by four statements. This
approach consistently resulted in reliable variables in the previous research, based on the
same questionnaire and the same sample of respondents (Vukovic et al., 2017). Some of the
statements were in inverse order to reduce any bias (Ray, 1979) and thus were recoded before
the analysis. The variables were calculated as arithmetic averages of their respective
statement evaluations. The constructs with their corresponding statements are presented in
Table 1.
Table 1: Variables and their corresponding statements
Variable
Entrepreneurial intention
(EI)

Attitude towards
entrepreneurship (A)

Subjective norm (SN)
Perceived behavioural
control (PBC)

Closer valuation (CV)

Social valuation (SV)

Acquaintance with
entrepreneurial
environment (AWEE)

Statements
I am ready to do anything to be an entrepreneur.
I will make every effort to start and run my own business.
I am determined to create a business venture in the future.
My professional goal is to be an entrepreneur.
Being an entrepreneur implies more advantages than disadvantages to me.
Being an entrepreneur would give me great satisfaction.
Among various options, I would rather be anything but an entrepreneur. reversed
My immediate family would approve of my decision to start a business.
My friends would approve of my decision to start a business
My colleagues would approve of my decision to start a business.
I am able to control the process of creating a new business.
If I tried to start a business, I would have a high chance of being successful.
I know all about the practical details needed to start a business.
My immediate family values entrepreneurial activity above other activities and
careers.
My friends value entrepreneurial activity above other activities and careers.
My colleagues value entrepreneurial activity above other activities and careers.
The entrepreneur’s role in the economy is generally undervalued in my country. reversed
Most people in my country consider it unacceptable to be an entrepreneur. reversed
It is commonly thought in my country that entrepreneurs take advantage of others
- reversed
The level of familiarity with public support bodies
The level of familiarity with specific training for young entrepreneurs
The level of familiarity with loans under especially favourable terms
The level of familiarity with technical aids for business start-ups
The level of familiarity with business centres

The model also included the following binary variables: sex (SX; F = female, M =
male); having an entrepreneur among family members (HEFA; 0 = does not have an
entrepreneur among family members, 1 = has an entrepreneur among family members); work
experience (WE; 0 = does not have work experience, 1 = has work experience); and country
(COU; CRO = Croatia, MAC = Former Yugoslav Republic of Macedonia).
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Since decision tree was chosen in the modelling phase as a method for data analysis,
the variable transformation was performed. The decision tree algorithm prefers categorical
rather than continuous predictors, so we performed the partitioning of numerical predictors
into bins: all the values lower than 5 became value 0, and all the values equal or higher than 5
became 1. Thus, equal frequency binning was achieved.
The question of which data mining algorithm to apply arises in the modelling phase.
This can be challenging due to the number of algorithms available. In the modelling phase,
the decision tree approach was applied. Decision tree is a classification method that consists
of decision nodes connected by branches (Rokach & Maimon, 2008). Attributes are tested at
decision nodes, with each possible outcome resulting in a branch (Larose & Larose, 2015).
Decision tree algorithms represent supervised learning and as such require an outcome
variable (Larose & Larose, 2015). In the model presented here, entrepreneurial intention (EI)
is the outcome variable. The rest of the variables are predictors.
By applying the options of splitting and pruning, the optimum depth of the tree is
achieved. At the same time, the parameters of RSquare (confidence level) and the level of
error measured through confusion matrix are examined in order to obtain a reliable and
understandable model. If the final tree is too complicated, it loses its primary purpose: simple
rules of the model. Splitting stops when the optimum accuracy is reached. The model
obtained in this research has an RSquare of 0.537 and RMSE of 0.38 (see Table 2 and Table
3).
Table 2: Evaluation of the model
Parameter

Value

Generalized RSquare

0.537

Correct classifications

77.98 %

The RSquare value of 0.537 indicates that a sufficient portion of variation in responses
can be attributed to terms in the model, rather than to random error. The confusion matrix in
Table 3 suggests there are almost 80% correct classifications. If we take a look at students
who have entrepreneurial intentions, the correct classification rate is even higher – 85%.
Table 3: Confusion matrix
Actual
EI
0
1

Predicted
0
1
85
33
15
85

The decision tree model is translated into the rules presented in Table 4.
Table 4: Rules extracted by decision tree
Leaf Label
A(1)&SN(1)&PBC(1)&COU(MAC)&CV(1)&AWEE(0)
A(1)&SN(1)&PBC(1)&COU(MAC)&CV(1)&AWEE(1)
A(1)&SN(1)&PBC(1)&COU(MAC)&CV(0)
A(1)&SN(1)&PBC(1)&COU(CRO)&HEFA(0)
A(1)&SN(1)&PBC(1)&COU(CRO)&HEFA(1)&WE(1)
A(1)&SN(1)&PBC(1)&COU(CRO)&HEFA(1)&WE(0)
A(1)&SN(1)&PBC(0)&SX(M)
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0
0,0318
0,2019
0,2781
0,1335
0,3468
0,6076
0,2502

1
0,9682
0,7981
0,7219
0,8665
0,6532
0,3924
0,7498
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Leaf Label
A(1)&SN(1)&PBC(0)&SX(F, )&HEFA(1, .)
A(1)&SN(1)&PBC(0)&SX(F, )&HEFA(0)
A(1)&SN(0)&COU(MAC)
A(1)&SN(0)&COU(CRO)
A(0, .)&PBC(1)&SV(1)
A(0, .)&PBC(1)&SV(0)
A(0, .)&PBC(0)&SX(, M)&SN(1)
A(0, .)&PBC(0)&SX(, M)&SN(0)
A(0, .)&PBC(0)&SX(F)

0
0,4376
0,7356
0,6553
0,9361
0,3678
0,7146
0,6625
0,9721
0,9882

1
0,5624
0,2644
0,3447
0,0639
0,6322
0,2854
0,3375
0,0279
0,0118

In the last phase of the CRISP DM methodology, the model is evaluated as reliable and
accurate. The sensitivity analysis of the model was performed in order to gain an insight into
the most important predictors of entrepreneurial intention. Table 5 shows the impact of the
individual input variables on the output. In the model of decision tree, the variable attitude
towards entrepreneurship has the greatest influence on output, followed by the variable
perceived behavioural control and subjective norm. All the predictors that were included in
the analysis showed some contribution in the model.
Table 5: Contribution of variables
Term
A
PBC
SN
SX
HEFA
COU
CV
SV
AWEE
WE

Number
of Splits
1
2
2
2
2
2
1
1
1
1

G^2

Portion

44,9361264
19,9262695
16,2328933
9,61596703
9,02701986
6,30411899
2,95008263
2,50568213
2,31739508
1,4658798

0,3898
0,1728
0,1408
0,0834
0,0783
0,0547
0,0256
0,0217
0,0201
0,0127

Discussion and conclusion
Structural equation modelling, based on the same sample of business students, managed
to explain 59.8% of the variance in entrepreneurial intention (Vukovic et al., 2017) and
revealed the following findings. Attitude towards entrepreneurship and perceived
behavioural control were both statistically significant predictors of entrepreneurial intention,
while subjective norm was statistically significant only for the Macedonian part of the
sample. However, subjective norm had an indirect influence on the entrepreneurial intention
through attitudes towards entrepreneurship and perceived behavioural control. Closer
valuation strengthened both attitudes towards entrepreneurship and subjective norm, while
acquaintance with entrepreneurs (including both the quantity and the quality of relationships)
had direct positive impact on entrepreneurial intention formation. Social valuation had a
small impact on subjective norm, while acquaintance with entrepreneurial environment had
statistically significant impact on perceived behavioural control. In the Croatian sample male
students exhibited more entrepreneurial intention than the female students.
The usage of decision tree has confirmed the coherency and robustness of Ajzen’s
theory of planned behaviour (1988) in the context of entrepreneurial intention formation,
because the variables with the greatest contribution were attitude towards entrepreneurship,
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perceived behavioural control and subjective norm. The students who have a positive attitude
towards entrepreneurship, a supportive subjective norm, who perceive entrepreneurship as
controllable behaviour, have encouraging closer valuation and are from Macedonia have the
highest probability of having entrepreneurial intentions. For them, the acquaintance with
entrepreneurial environment actually lowers the probability of having entrepreneurial
intentions, but the probability still remains very high. This indicates the importance of
national cultures, values, and norms for the formation of entrepreneurial intention. The
importance of environment is also seen in the rule that says that the Macedonian students
who have positive attitudes towards entrepreneurship but lack a supportive subjective norm
have the probability of 0.34 of having entrepreneurial intention, whereas the probability for
the Croatian students with the same characteristics amounts to 0.06.
The students from Croatia who have the highest probability of having entrepreneurial
intentions also have a positive attitude towards entrepreneurship, a supportive subjective
norm, and perceive entrepreneurship as a controllable behaviour. It is interesting that, for
them, not having an entrepreneur among family members increases the probability of having
entrepreneurial intentions, while having an entrepreneur among family members and having
work experiences actually decreases the probability of them having entrepreneurial
intentions. These results indicate the problematic business environment in Croatia which
discourages people from entrepreneurship.
The rules also indicate the importance of one’s sex when forming entrepreneurial
intention. If a person has a positive attitude towards entrepreneurship and a supportive
subjective norm, but does not perceive entrepreneurship as a controllable behaviour, the
person’s sex becomes an important predictor of entrepreneurial intentions, with men being
less sensitive to the lack of perceived behavioural control and thus having higher probability
of having entrepreneurial intentions in comparison to women. For the women in that
category, having an entrepreneur among family members increases the probability of having
entrepreneurial intentions.
Encouraging social valuation substantially increases the probability of having
entrepreneurial intentions for those people who themselves do not have positive attitudes
towards entrepreneurship, but perceive entrepreneurship as a controllable behaviour. For the
men who neither have positive attitudes towards entrepreneurship, nor perceive
entrepreneurship as a controllable behaviour, supportive subjective norm substantially
increases the probability of having entrepreneurial intentions (0.33 compared to 0.02). The
lowest probability of having entrepreneurial intention (0.01) have those female students who
do not have positive attitudes towards entrepreneurship and lack the perceived behavioural
control.
Both techniques, structural equation modelling and decision tree, resulted in roughly
equal theoretical contributions to the domain. However, although easy to interpret, the
regression coefficients are sometimes hard to understand because the variables that are used
in SEM are measured on the Likert scale and not in some physical units. Thus, the rules that
are produced by using a decision tree give a fresh perspective on the data and are more
straightforward and understandable for the readers who are not well acquainted with the
research domain. Thus, decision trees have shown to be useful and to offer a deeper
understanding of data by pointing to the specific groups of students in the sample and their
respective probabilities of having entrepreneurial intentions. This could also prove useful for
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education, in terms of adapting the syllabus to the different needs of students with different
characteristics.
The limitations of this study include a small sample size of only business students and a
lack of analysis of the relationship between entrepreneurial intention and actual behaviour.
Thus, future research should include the students of different studies so that the impact of
personal interests and education on entrepreneurial intentions could also be analysed.
Moreover, future research should provide longitudinal data on the actual realisation of the
measured entrepreneurial intentions of business students in the sample.
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Abstract
The global market has created needs for international corporations. In preparing future
entrepreneurs for multinational assignments, their training should include cultural sensitivity,
understanding the importance of different cultures, business etiquette. The large number and
variety of business publications related to intercultural skills, including etiquette in the
workplace, indicate a definite interest in the topic by employers and universities. Research
shows that students need to acquire these skills for their careers on global market, more than
any other major.
Keywords: students, global market, entrepreneurship, skills
Main Conference Topic: Education, Teaching and Learning

Introduction
The expanding scope of business corporations in the first decade of the twenty-first
century is drawing much scholarly attention. The concept of global economy has defined new
standards and rules of operations, and has increased the need for national and corporate
interdependence. Corporate analysts argue that the key to global business success depends on
effective cross-cultural etiquette, ethic and global workforce diversity management. Other
significant studies have highlighted that global entrepreneurs should be trained in
interpersonal and group communication skills and should be equipped with cross-cultural
negotiation skills that can maintain global competitiveness. Increasingly, corporations
recognize the value of preparing global managers because business objectives are not
achieved primarily due to deficiencies in cross-cultural etiquette (Okoro, 2012). Against this
background, this study provides a analysis of global etiquette for enrepreneurs in
international assignments.

Business etiquette in theory and praxice
The world has become integrated and interdependent as never before, making
globalization one of the most powerful and pervasive influences on work places,
communities, and lives of people. Globalization appears to be irreversible and continues to
counter the existing local, regional, national, legal and, presumably, cultural boundaries that
have been seemingly blocking the material, ideological, and social transformation. No
country can afford to ignore an increasingly globalizing world (Melink, 2015). Today's
businesses are complex entities. However, one fundamental principle of success remains
constant - the need for communication, etiquette, protocol, and deportment. As workforces
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become increasingly multicultural and businesses continue to expand overseas, the
homogenous workforce has become a thing of the past (Humes, 2008). The cultural diversity
of businesses necessitates that internal communication now takes note of the intercultural
element if it is to be truly effective. Entrepreneurs today have to ensure that they are
understanding and being understood across cultural boundaries (Brett, 2001). Every culture is
different, and has different styles of etiquette. Every day deals are lost through
misunderstandings, even between relatively similar cultures (Martin, Chaney, 2006). These
misunderstandings do not have to be huge to have an effect on business – a poor first
impression (also informations about local expectations concerning greetings, business cards,
gift-giving, dress, punctuality, body language, table manners, and so forth) could leave
prospective partner or customer with a bad feeling. Knowing the right etiquette can help
entrepreneur avoid this and save you a great deal of wasted time and money (Leung, Cohen,
2011). Carte and Fox (2008) caution that it is vital to learn more about the different cultures
and human behaviors around the world in order to reduce the chances of managerial failure.
Te studies (O'Rourke, 2011) indicate a positive correlation between effective international
management and cross-cultural business etiquette. Globalization is one of the best and fastest
ways of growing your business, but it comes with certain challenges. Cultural differences
result in different sets of business etiquette and ethical practices from country to country.
Respecting and adopting these practices can lead to every business's success globally (Harris,
Moran, 2000). There is an ongoing debate over whether businesses should adapt to the local
environment or if there should be a standard set of principles for business etiquette around the
world. Globalization, social media and technology, along with factors like environmental
issues and political conflicts, continue to influence business trends across the world. The
appropriate etiquette for business varies greatly from place to place and must be considered
before entering into global markets.

Research methodology
We focus on the students' interest in global business before the end of their own study.
We were looking for answers to the question Which of the following criteria influenced your
decision do business on the global market? We show the most important result of the
questionnaire (more information is available). The questionnaire was designed to determine
differences between university students in the assessment of the two most important criteria
that are decisive for business on the global market (descriptive statistics + ANOVA). The
qualitative and quantitative methodology were most suitable for the study question. Doing
qualitative research is not easy. Qualitative research can help researchers to access the
thoughts and feelings of research participants, which can enable development of an
understanding of the meaning that people ascribe to their experiences.
The survey was conducted in 4 universities. Representative sample consisted of
students enrolled in master's or engineering degrees. Data collection was carried out in April
2017. A total of 1,078 students of higher education institutions (Technical University in
Košice - TUKE, Slovak University of Technology in Bratislava - STUBA, Slovak University
of Agriculture Nitra - SPU NR, University in Žilina - UNIZA).

Findings of research
The results of the empirical data processed show that (as shown in Table 1) the
decisive criteria for doing business on the global market were the minimum differences
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between the students at each university. Statistically significant differences were apparent in
two cases. A decisive criterion for doing business on a global market would be knowledge
and principles of ethics and rules of global business etiquette. This applies to students of all
higher education institutions (F = 2,818 and p = 0,024), other universities did not decide on
this criterion. Furthermore, the socio-cultural affinity and proximity of the market (F = 4,114
and p = 0,003), as a criterion for the decision to set up a business, STU BA students are
significantly less determined than students of other universities. On the contrary, the smallest
differences are the evaluation of competitive criteria on the foreign market (F = 0.94 and p =
0.985). In this case, we find a strong match between the students of all universities.
Table 1 Differences between university students in the assessment of the two most important
criteria that are decisive for business on the global market
Which of the
following criteria
influenced your
decision do business
on the global market?
N
priemer
Ethics and TU KE
602
3,75
business
SPU NR
187
3,81
etiquette
STU BA 253
3,85
ŽU
15
3,60
iné
21
3,00
Total
1078
3,77
SocioTU KE
602
3,10
cultural
SPU
187
2,91
proximity
NR
and
STU
253
2,76
proximity to BA
the market
ŽU
15
3,27
iné
21
3,19
Total
1078
2,99
Which of the following
criteria influenced your
decision do business on the
global market?
Ethics and Between
business
Groups
etiquette
Within
Groups
Total
SocioBetween
cultural
Groups
proximity
Within
and
Groups
proximity
Total
to the
market

Sum of
Squares

SD
1,17
1,02
1,19
1,40
1,38
1,16
1,22

Std.
Error
,0475
,0748
,0748
,3625
,3008
,0353
,0498

95%
Confidence
Interval for
Mean
Minimum Maximum
3,658 3,844
1,0
5,0
3,665 3,960
1,0
5,0
3,703 3,997
1,0
5,0
2,822 4,378
1,0
5,0
2,373 3,627
1,0
5,0
3,699 3,837
1,0
5,0
3,000 3,196
1,0
5,0

1,10 ,0805

2,750 3,068

1,0

5,0

1,17 ,0739

2,617 2,908

1,0

5,0

1,16 ,3003
1,21 ,2638
1,20 ,0364

2,623 3,911
2,640 3,741
2,919 3,062

1,0
1,0
1,0

5,0
5,0
5,0

Mean
Square

df

15,056

4,00

1432,966

1073,00

1448,022

1077,00

23,293

4,00

1518,614

1073,00

1541,907

1077,00

F

3,76 2,818

Sig.
,024

1,34

5,82 4,114

,003

1,42

As companies of future entrepreneurs continue to expand across borders and the
global marketplace becomes increasingly more accessible for small and large businesses
alike, 2017 brings ever more opportunities to work internationally. Multinational and crosscultural teams are likewise becoming ever more common, meaning entreprenurs can benefit
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from an increasingly diverse knowledge base and new, insightful approaches to business
problems. However, along with the benefits of insight and expertise, global organizations
also face potential stumbling blocks when it comes to culture and international business
(Takahashi, et al., 2012).
Recognizing and understanding how culture affects international business in three
core areas: communication, etiquette, and organizational hierarchy can help entrepreurs to
avoid misunderstandings with colleagues and clients from abroad and excel in a globalized
business environment (Hult News, 2017). The conclusions drawn by the researchers were
supported by the direct answers of the participants. The final presentation of the research
shaw that the data have come from a qualitative source. Authors presented qualitative
research findings. The themes under discussion have emerged from the participants’
interviews:
Significance. Business etiquette provides a standard framework within which business people
can operate as they communicate and collaborate. Etiquette is a sign of professionalism and
respect for others, and it can make positive first impressions while building trust among
colleagues. When business partners and co-workers adhere to a well-understood code of
etiquette, it can be easier for diverse individuals to work together, focusing their energies on
the task at hand rather than trying to understand the cultural eccentricities of others. Etiquette
plays a large role in the business cultures of different countries and geographic regions. An
attention to etiquette can help inter-cultural business dealings to be as productive as possible
by bringing all parties together under a common understanding.
Features. Business etiquette encompasses a range of factors. Verbal and non-verbal
communication are a large part of etiquette; communication styles, taboo topics and preferred
speaking distances vary by culture. Dress and appearance is another important facet of
etiquette. Business people are expected to dress professionally, or at least to take cues from
those around them as to what is acceptable. Time sensitivity is another element; some
cultures place emphasis on punctuality, and others see punctuality as a sign of eagerness or
even hastiness.
Types. The art of mastering business etiquette is not reserved for top-level managers visiting
foreign business partners. Distinct, yet unwritten, codes of etiquette exist between employees
in any workplace, and between customers and employees in the field and on the phone.
Company-level business etiquette looks much the same as intercultural etiquette, with subtle
differences arising from the relationship shared by people who work together every day.
Benefits. An understanding of business etiquette facilitates cross-cultural communication and
trade in addition to increasing productivity in the workplace. Bringing managers and small
businesses from around the world together can spur innovation and industrial progress
through the open sharing of ideas. Collaboration of individuals with diverse experiences and
cultural backgrounds can bring the world's brightest minds together by providing a
commonly understood framework for social and workplace interaction.
Challenges. Small business owners and managers must spend time studying the unique codes
of business etiquette of each country or area that they do business in.
Schaffer and Kelley (1993) indicated there is increasing evidence that recent
graduates of business schools do not possess the basic etiquette skills that are necessary to
succeed in today’s business world and that preparedness in college graduates is relatively
lacking. In 1992, Kelley recommended that business students be taught the art of intercultural
skills as part of the business curriculum. Globalization Creates New Challenges in Higher
Education. The educational institutions are faced with changes in the modern global business
environment, and this leads to a need for changes in curricula for universities (Jaeger,
Helgheim, 2011; Ferraro, Brody, 2015).
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Most of academia still uses a strict disciplinary model of education resulting in a high degree
of specialization within each discipline, while modern business environments require
knowledge workers who can address problems that cut across disciplines on an increasingly
global scale. The education process must focus on solving problems at two levels of the
intercultural label: Traditionally, there are two different approaches to culture with respect to
intercultural etiquette: a. Psychological or psychological level that focuses on internalized
standards, attitudes and behavior of individuals from a particular culture (psychological
distance is the degree of differences between groups), b. an institutional level that focuses on
national (or group) culture embedded in institutions (government, education and economic
institutions, as well as in business organizations) (Parvis, 2003; Aggarwa, 2011). The
Department of Social Sciences in Košice is dedicated to preparing our students for the
challenges and opportunities at work across borders and culture in the form of the subject of
the business skills. In this final section of this paper, we describe some research findings to
represent, as faithfully as possible, the meaning that participants ascribe to their life
experiences about global etiquette. This synthesis is the aim of the final stage of research.

Conclusion
Intercultural interaction has increased due to globalization enhancing “the need for
intercultural awareness, understanding, and training at all levels of schools” (Sorrells, 2013).
Cultural differences play a significant role in team building, decision-making, negotiations,
marketing, and advertising. Acquiring skills are important. Intercultural sensitivity affects
dry areas as communication in business, business etiquette, ethics and therefore allows future
of entrepreneurs to gain competitive advantage in the international markets. The literature
provides evidence in relation to the impact of national cultural values on the characteristics
and the behaviour of individual entrepreneurs (Stewart et al., 2003; Steensma et al., 2000).
The presence of globalization forces people to see and embrace an increase of both
similarities and differences in dry intercultural interactions. Javidan (2008) argues that those
working cross-culturally in a global environment have two major responsibilities. First, these
individuals need to understand their own cultural lens. Second, and based upon the first, if
individuals want to influence cross-culturally, they need to understand the other’s cultural
lens. Bhawuk and Brislin (1992) argue that in order for entrepreneurs to be active in other
cultures they must adhere to ethical principles and business etiquette rules, must be interested
in other cultures, being sensitive enough to notice cultural differences and then willing to
change their behavior as an indicator of respect for people of other cultures.
The paper is the partial solution result of scientific project of MŠVVAŠ SR 031TUKE4/2016 Education of students of technical specialization for the needs of the global labor
market.
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