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Social Media in Human Resource Management 
 

Pavla Švermová 

Department of Business Administration and Management, Technical University of Liberec  

pavla.svermova@tul.cz  

 

 

Abstract 

This paper deals with the issue of social media in HRM. On average in the EU-28 countries, 

about 36% of all companies built their brand using these new online channels in 2015, 

whereas in the Czech Republic it was only 23%. According to Eurostat, similar results within 

the European Union were also seen in Poland, Slovakia, Hungary, and Romania. In contrast, 

in Ireland and Malta, more than 60% of the companies use social networks like Facebook or 

LinkedIn. Currently in the field of human resource management, there is an extensive debate 

about this trend over the past few years, which shows increasing social media use in the 

corporate environment in marketing, advertising, and customer communication. How can it 

also be effectively used in HR? Significant applications of social media can be found 

particularly in the fields of recruitment and HR marketing, screening, internal communication, 

education, and development, as well as in the assessment of workers. From an analysis of the 

social networks´ potential within individual personnel activities, for example, these benefits 

include: time and cost savings, global reach, talent search, personalization, easier 

communication, viral effect, work interactivity, information about users, etc. But social 

networks offer also for HR some risks and disadvantages, such as a threat of security, 

unfamiliarity of HR staff, irrelevance of information about users, exclusion of some potential 

candidates, etc. In a survey of social networking in companies, two rankings were used: a) the 

CZECH Stability Award - 2016 (i.e. the 100 most financially stable Czech companies, this 

stability ranking is based on the Bisnode rating model), and b) the CZECH TOP 100 - 2016 

(i.e. the 100 most important Czech companies based on revenue, which are typically the 

largest employers in our country). The result is an analysis of the social networks´ use in both 

corporate marketing and personal marketing.  

 

Keywords: social media, HRM, personal marketing    

Main Conference Thematic Tracks: human resource management 

 

Introduction 

This paper is the first of a series of joint outputs of the activities in the Department of 

Business Administration and Management and the Department of Informatics, Faculty of 

Economics, The Technical University of Liberec (TUL), which aim to improve the 

competitiveness of SMEs through expanding knowledge in the field of Internet technologies. 

The reason for this knowledge expansion is the current low level of technological literacy that 

prevents SMEs from fully exploiting the potential of new media. The sub-objectives of the 

departments’ activities include identifying the actual level of Czech companies’ 

competitiveness in the Internet environment, creating a knowledge web portal and a mobile 

application to provide theoretical information and practical instructions concerning the 

preparation of multimedia materials and on-line marketing tools. Users of these outputs will 

primarily be the SMEs themselves. The first area monitored within these activities was social 

media (first a corporate marketing perspective and then an HR marketing perspective was 

applied). 
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A pilot survey on the competitiveness of SMEs in the Internet environment – 

specifically in the Liberec Region (see Figure 1, marked in red) – was carried out in the spring 

of 2017. 

 

 
 

Figure 1: A Map of the Czech Republic with the Liberec Region highlighted 

 

 

Thanks to the contact information obtained from Bisnode’s MagnusWeb database, 60% 

of companies based in the Liberec Region were approached and, with 356 responses, the 

overall response rate was 20.92%. If we focus only on the social media area under review, the 

outcome was as follows: approximately one-half of the economic entities that were 

approached use social media to promote their company. Based on the chi-square goodness of 

fit test, the hypothesis that the variables – the size of the company and the extent of Internet 

use for communication – are independent was rejected at a 5% significance level. Therefore, 

the original assumption that the extent and manner of Internet communication tools mainly 

depend on the size of the company and, in turn, its financial and personnel capacities, was 

confirmed. This may be due to a lack of investment resources in smaller businesses, but it is 

also due to the poor awareness of the potential and importance of these tools. 

 

A Review of Related Literature – Social Media and HRM 

Social media can be described as a subgroup of media that use an Internet connection 

and can also be referred to as “new media” or “media 2.0” (Milardo, 1988). There is no single 

definition of social media, as it has evolved over time and different authors see it from 

different perspectives. While there are a multitude of publications and articles on the Internet, 

this phenomenon is fairly “new” and its interpretation is still far from consistent. Rather than 

the professional community, it is the users themselves who define social media (Heřmanová, 

2014). In collaboration with other experts, Solis (2007) provides the most convincing 

definition: Social media describe on-line tools that are used by people to share content, 

profiles, opinions, insights, experience, and actual media content, thereby effecting on-line 

conversations and interactions among different groups of people. 

 

One specific social medium that makes it possible to share literally anything is social 

networks. Here, users share not only their photos, links, or videos, but also their personal 

information, moods, and current feelings (Ungerman, 2014). Generally, they can be defined 

as a group of individuals who know each other and who communicate with each other – 

individually or in groups – with a clear objective (Milardo, 1988). Social networks, which are 

the most widespread form of social media, rely on mutual communication among people, 

groups, and companies. 

 

Note: 

The Czech Republic is comprised of 

14 self-governing regions. Their 

economic performance is roughly 

even, except for Prague (which is 

both the capital and a self-governing 

region), whose economic 

performance is more than twice as 

high (in GDP per capita). 

)comparison). 
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In the Czech Republic, there is growing interest in using the potential of social 

networks. Just two years ago, only 15% of Czech businesses had a social network account. 

This was mainly companies with at least 250 employees that were active in the social network 

environment. From a sectoral perspective, social networks are most often used by travel 

agencies and tour operators, followed by businesses involved in publishing, film, and 

television programmes; accommodation providers, and telecommunications businesses. By 

contrast, social networks are used very little by companies in transportation and storage, 

construction, and manufacturing (Anon, 2016). Czech businesses see social networks mainly 

as a tool to improve their own image or to do cheap advertising. The ability to obtain 

feedback from their clients is also viewed as significant. Only a small portion of companies 

use social networks in their real-life HR management. 

 

In the area of HR management, there is an on-going discussion as to how to tackle this 

issue; how to also effectively use this trend – which is being increasingly used in corporate 

marketing, advertising, and customer communication in recent years – in HR. There are a 

wide range of social networks available to HR professionals; however, Libertin (2013) notes 

that, at least in the Czech environment, there is still relatively poor general awareness among 

HR professionals and companies as to how social networks can be turned into an effective 

tool in this area. Yet social networks can offer at least the same HR potential as other Internet 

tools that have already become an integral part of HR practice in the Czech Republic, such as 

job portals and on-line testing of applicants. 

 

Social networks have long been far more than just a ‘playground’ for teenagers or a 

convenient place to spend working time. Initially, they mainly served people known as ‘early 

adopters’, i.e. tech-savvy individuals, highly flexible young professionals and those who 

wanted to or had to be ‘in’ on the technical and communication side. But that no longer 

applies. HR professionals cannot afford to ignore social networks, whether with contempt or 

distrust. On the contrary, it is time to include them among the standard working tools, 

understand how they work, and be able to use them. 

 

To an HR professional, social networks are first and foremost a source of information. 

We can use them both to search for interesting contacts and to check existing contacts, i.e. to 

search for information about people with whom we already communicate. However, the 

possibilities offered by social networks to HR professionals go far beyond searching for and 

obtaining information. We can use them e.g. to look for answers to questions and professional 

expertise. For example, LinkedIn is perfectly suited for that purpose. To search for 

information about people, we can also use Facebook. However, any information found on 

Facebook should be regarded as informal, not necessarily accurate, and unauthorised. While 

this is definitely not a place to look for a potential employee’s preferences, we can learn a lot 

about their interests, priorities, and opinions and get an idea of the type of people they 

associate with. In addition, social networks can be actively used for HR communication. 

Here, many companies develop presentations that aim to establish and maintain contact with 

potential employees. To a certain (even though limited) extent, Facebook can serve as a tool 

for engaging in informal communication with employees, to communicate certain types of 

public information. Its great advantage is that it allows us to use a communication platform 

easily and free of charge – even though such a platform would otherwise be expensive – and 

that we do not need to make anyone use it, since all our employees probably already have 

their own accounts (Bednář, 2013).  
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 Andrews (2012) and Libertin (2013) list e.g. the following benefits and risks of using 

social networks in HR:  
 

 

 

- the ability to search for talent (an easier and more direct way to search for talented 

applicants with a narrow specialisation),  

- personalisation (i.e. personal contact – addressing potential applicants and employees in a 

personalised manner), 

- the viral effect – references (easy to obtain additional contacts from people who are fans of 

the given organisation; here, the community-nature of social networks is important – 

through sharing, people very quickly distribute information among themselves),  

- work interactivity (unlimited possibilities for queries, discussions on ideas within the team 

and the entire company),  

- time and cost savings (faster completion of HR activities; lower cost of HR activities 

(recruitment, search), transportation, administration, etc.),  

- addressing more people (easy access to a huge number of potential applicants), 

- information about users (easily accessible information about applicants/employees – for 

background checks, monitoring, analysis, etc.), 

- specific targeting, 

- easier communication (an easy and convenient way to communicate with 

employees/applicants). 
 

 

 

 

- security (hacker attacks, disruption of corporate computer networks from the outside, 

loss of sensitive data), 

- damage to the organisation’s reputation (as an employer) (if relevant, complaints by 

customers, employees, or other persons, which are publicly visible to all users), 

- legal risks (employees can use company computers to access pages with illegal content), 

- lower employee productivity (some employees spend the majority of their day in 

conversations on social networks, team morale suffers), 

- information overload – e.g. getting overwhelmed by CVs (the inability to navigate vast 

amounts of information on social networks and pick out the relevant information), 

- a lack of knowledge/understanding on the part of HR professionals (HR professionals have 

little experience with social networking tools for HR), 

- the irrelevance of the information about users (lower relevance of information about 

applicants/employees – they can exaggerate or make up information). 
 

 HR professionals should not be afraid to use social networks, and they should be aware 

of their importance. For example, Facebook had more than 4.7 million users in the Czech 

Republic (68% of the Internet population are registered) in 2016, across all age, education-

level and economic groups (note: the Czech Republic currently has a population of about 

10.2 million people). Similarly, LinkedIn has more than 600,000 users and Twitter has more 

than 300,000 registered accounts. While in the past IT professionals and marketers were most 

likely to be registered on social networks, they are now being used by a wide range of other 

industries and professions. Even technical and manufacturing industries and trade are playing 

a significant role.  
 

+ 

-
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 In practice, it is important for content (what companies are saying about themselves on-

line) to be compliant with ethics and the rules of the respective social network. The 

community expects a certain form of expression (not only in terms of content, but also in 

visual terms), and inappropriate content can irrevocably destroy a social brand (i.e. a personal 

brand on social networks). The most effective way to strengthen it is to use one’s own 

employees to spread it. Indeed, one’s own employees can be a powerful reference group. It is 

important for the company to be proactive – to post information, industry news, and up-to-

date job vacancies on the networks, which companies rarely do consistently on all social 

networks on which they are active. It is good for HR professionals to actively use social 

networks and to be aware of the above opportunities, but also recognize the limitations and 

risks. Social networks are a technology that is constantly evolving, which is why it is helpful 

to seek continuous education in this area. But most importantly, they a practical and useful 

tool for everyday use. 

 

Methodology – Social networks in HRM in selected Czech companies  

For the actual survey on the use of social networks in HRM in companies from all over 

the Czech Republic (see Figure 2), the following two rankings were used:  

a) the CZECH Stability Award 2016 (i.e. the top 100 financially stable Czech companies, 

these stability rankings are compiled based on the Bisnode rating model), and  

b) the CZECH TOP 100 2016 (i.e. the Czech Republic’s top 100 most important companies 

based on revenue, which are typically the Czech Republic’s largest employers). 

 

 
 

Figure 2: Map of the Czech Republic – locations of the companies that were 

approached 

 

These rankings are compiled by the CZECH TOP 100 Association. Since 1994, it has 

been monitoring Czech companies based on objective measures and, in collaboration with 

leading experts, it has been compiling and announcing these rankings. They are highly visible 

in the media, contribute to the image of the participating companies, and are a trustworthy 

guide to both domestic and foreign potential investors and other parties that are interested in 

gaining information about the trends in the Czech economy and individual companies, both in 

the aggregate and in detail. Interestingly, only six companies are simultaneously present in 

both rankings (e.g. the most important Czech company, ŠKODA AUTO a.s.). 

 

First of all, each company’s website was visited in order to determine whether they used 

social networks at least within their corporate marketing (i.e. primarily for advertising). A link 

to one of the social networks (Facebook, Twitter, Instagram, LinkedIn, YouTube, or 

Google+) was only found in 48% of the companies – for more information, see the following 

section of the paper. Nevertheless, all companies from both rankings were approached, either 

by e-mail or by phone. The respondents were the HR managers of the different companies. 
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First, they were asked whether their company used social networks in HR management. In 

case of a negative response, the interview/correspondence was terminated. In case of a 

positive response, two additional specific questions followed:  

 

1) Please specify which communication channel (social network) your company uses within 

HRM (i.e. Facebook, LinkedIn, Google+, Instagram, Twitter, YouTube, etc.).  
 

2) Please select areas of HR management in which you use these social networks: 

o recruitment 

o screening information 

o internal communication 

o education and staff development 

o staff evaluation 

o other: ………………… 
 

The results of this survey are presented in the next chapter.  

 

Results and Findings  

As stated above, the survey first determined whether the companies used social 

networks at least in their conventional ‘4Ps’ marketing (i.e. primarily for promotion). A link to 

one of the social networks was found in nearly one-half of the companies surveyed – the 

specific results are shown in the following figure.  

 
 

Figure 3: Types of social networks used within corporate marketing 
 

The figure shows that Facebook is the most popular social network among the selected 

companies (32%), followed by YouTube (20%). Twitter and LinkedIn have nearly the same 

percentage. To date, Google+ and Instagram are the least popular (8% each). It is certainly 

interesting that once companies decided to use a social network, they almost never used only 

one. In each case of a positive finding, Facebook was used in combination with one or several 

of the other social networks listed above. 

 

Now we will focus on the results of the survey on the use of social networks within the 

HR management of selected Czech companies. The survey found that 29% of companies did 

Series1, 

Facebook, 

89, 32% 

Series1, 

Twitter, 46, 

17% 

Series1, 

Instagram, 

21, 8% 

Series1, 

LinkedIn, 

42, 15% 

Series1, 

YouTube, 

55, 20% 

Series1, 

Google+, 23, 

8% 
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not use any social networks in HRM at all, while the remaining 71% did. The following figure 

shows the HR management activities in which social networks are used most often. 

 
 

Figure 4: The use of social networks in HR management activities  

 

Figure 4 clearly shows that recruitment has the highest usage rate (52%). Internal 

communication has roughly half the usage rate (24%), followed by screening information 

(19%). For the time being, education and staff development has a negligible percentage (5%). 

A zero rate was found for the ‘staff evaluation’ activity. As before, frequent combinations of 

social network usage were observed – namely in recruiting and other activities (most often in 

screening information). 

 

 
 

Figure 5: Types of social networks used in HR management 

 

This figure also shows that Facebook and LinkedIn are the most-frequently used social 

networks in HR management activities (45% and 35% respectively). They are followed by 

YouTube (10%), while Instagram, Google+ and Twitter are used very little to date.  
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In this context, it will be interesting to provide a “good practice example”, i.e. to 

describe the specific way in which issues relating to social networks are addressed 

in HRM in ŠKODA AUTO a.s. It is the largest Czech car manufacturer. The 

company’s headquarters and largest production plant are located in Mladá Boleslav, but it has 

two additional production plants in the Czech Republic, in Kvasiny and Vrchlabí. Since 1991, 

it has been part of the Volkswagen Group. In the long term, ŠKODA AUTO has been the 

largest Czech company in terms of sales, the largest Czech exporter, and one of the largest 

Czech employers. 

 

In ŠKODA AUTO, social media is used to build employer branding, for internal 

communication, to support recruitment events and, last but not least, to recruit new 

employees. Overall, it uses the following five social networks – Facebook, LinkedIn, 

Instagram, YouTube, and Xing (https://www.xing.com/company/skodaauto/). On individual 

channels, it targets different groups of applicants according to their distinctive features. 

 On Facebook, it focuses primarily on students and applicants for manufacturing. On the 

Czech ŠKODA AUTO Kariéra profile (https://www.facebook.com/SkodaAutoKariera), 

there is also information about on-going events, the company’s CSR activities, and its 

participation at job fairs. Interns also use Facebook for internal communication, because 

the company accepts about 800 of them each year. They have their own group where they 

are kept informed about events in which they can participate and also about job offers. 

Foreign applicants visit the SKODA AUTO Career page 

(https://www.facebook.com/SkodaAutoCareer/), where they are informed about job offers 

for foreigners.  

 LinkedIn is mostly used to recruit experts and people for senior job positions. Within the 

content strategy, it is used to communicate not only HR topics, but also product 

information. Recruiters use LinkedIn as a basic recruiting tool where they strive to find the 

best talent for the company.  

 On Instagram (https://www.instagram.com/weareskoda/ and http://lovec-

hlav.cz/blog/instagram-recruitment/), people can have a look e.g. at life inside the 

company and the “Trainees” (talent programme for graduates) who share their posts under 

the #skodatrainee hashtag. Using an RSS feed, these posts are then flipped onto the career 

pages, thus ensuring that applicants can see what is currently happening in the company 

(https://www.skoda-kariera.cz/studenti-a-absolventi/vysoke-skoly-trainee-program). This 

year, the company also started to actively use Instastories, i.e. followers thus have the 

opportunity to view various events such as Student Formula, the Trainee Ball, and the 

opening of TestBed at Czech Technical University in Prague. 

 YouTube (https://www.youtube.com/skodaautocareer) is a place where videos from various 

events can be watched, current recruitment campaigns can be viewed, etc. (Internal 

materials of ŠKODA AUTO a.s., 2017). 

  
 

Discussion 

 “People can work together only if they can communicate with each other” (Kolman, 

2005, p. 51). Communication is a pillar that supports everything people do; it allows HR 

professionals to set goals, organise, motivate, assess, and develop. For HR professionals, the 

primary function of communication may be twofold: first, to collect information from the 

world in which they live, i.e. from their organisation; and second, to influence the behaviour 

https://cs.wikipedia.org/wiki/%C4%8Cesko
https://cs.wikipedia.org/wiki/Mlad%C3%A1_Boleslav
https://cs.wikipedia.org/wiki/Kvasiny
https://cs.wikipedia.org/wiki/Vrchlab%C3%AD
https://cs.wikipedia.org/wiki/Volkswagen
https://cs.wikipedia.org/wiki/Seznam_nejv%C4%9Bt%C5%A1%C3%ADch_%C4%8Desk%C3%BDch_firem_podle_tr%C5%BEeb
https://cs.wikipedia.org/wiki/Seznam_nejv%C4%9Bt%C5%A1%C3%ADch_%C4%8Desk%C3%BDch_firem_podle_tr%C5%BEeb
https://cs.wikipedia.org/wiki/Seznam_nejv%C4%9Bt%C5%A1%C3%ADch_zam%C4%9Bstnavatel%C5%AF_v_%C4%8Cesku
https://cs.wikipedia.org/wiki/Seznam_nejv%C4%9Bt%C5%A1%C3%ADch_zam%C4%9Bstnavatel%C5%AF_v_%C4%8Cesku
https://www.xing.com/company/skodaauto/
https://www.facebook.com/SkodaAutoKariera
https://www.facebook.com/SkodaAutoCareer/
https://www.instagram.com/weareskoda/
http://lovec-hlav.cz/blog/instagram-recruitment/
http://lovec-hlav.cz/blog/instagram-recruitment/
https://www.skoda-kariera.cz/studenti-a-absolventi/vysoke-skoly-trainee-program
https://www.youtube.com/skodaautocareer
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of other people, i.e. co-workers. It is a two-way process tool that can be used by HR 

professionals to manage relationships (Lewthwaite, 2007). In today’s world of modern 

technological means of communication and social media, the importance and use of this tool 

is even greater.  
 

According to Anon (2016), there is growing interest in using social networks in the 

Czech Republic. They have huge potential in the field of human resources and – as confirmed 

by the present survey – especially in recruitment. They bring people with all sorts of 

competencies and knowledge literally within reach. Yet the opportunities offered by social 

networks are largely ignored by Czech companies. This is the case even though they are 

aware of their benefits. In reality, only one in ten organisations search for people in the on-

line environment in the Czech Republic (Červenková, 2016). Obviously, organisations that 

can do this effectively have a huge competitive advantage. Otherwise, they miss out on an 

opportunity to find good applicants in the globalised labour market. Czech companies should 

realise that unless they embrace these modern technological means of communication, the gap 

between the EU and the Czech Republic will continue to widen. Especially at a time when 

“Generation Y” is active in the labour market (economically active people who demand a 

higher standard of living and want to be more responsible for social security; they are 

communicative, create virtual communities via the Internet, and are open to new ideas), 

followed by “Generation Z” (this generation is highly interconnected, many of its members 

have been using communication and media technologies their entire life, such as the Internet, 

instant messaging, MP3 players and mobile phones – they bring the Internet with them 

wherever they go; this generation is known for living their life on-line at a fast pace: ideas and 

insights on various topics are shared instantly via various media and products). HR 

professionals already communicate with these people (or soon will), so it would be most 

convenient to integrate these tools into the everyday operations of each company. 

 

Conclusion 

This has been the first phase of joint activities being conducted at the Department of 

Business Administration and Management and the Department of Informatics, Faculty of 

Economics, The Technical University of Liberec (TUL), which is generally entitled 

“Improving the competitiveness of SMEs in the Internet environment”. In this paper, our 

primary objective was to find out how selected Czech companies use social media in their 

corporate and HR marketing. The findings that were obtained were analysed and will be used 

in a further survey. Of course, there is still the question of what results will be found in other 

companies, i.e. companies other than those that were selected from the CZECH Stability 

Award and the CZECH TOP 100 rankings. Therefore, within the activities mentioned above, 

our next sub-objective is to approach all Czech SMEs and carry out a more detailed analysis 

not only of the use of social media in HRM, but also of the current situation in terms of 

competitiveness in the Internet environment, as already mentioned in the introduction. One 

output should be an evaluation model of such competitiveness, which will include criteria 

according to which it will be possible to monitor and evaluate the Internet presentation of 

SMEs. Another output will be SW, or more precisely a knowledge portal (i.e. a web-based 

application containing individual learning modules, interactive teaching materials, tests, and 

practical manuals). The next phase will consist in developing a mobile application with the 

following outputs: 1) a professional technical glossary of terms in the area of multimedia 

content authoring, 2) interactive video tutorials describing how to operate and set up selected 

promotional tools in the digital environment, 3) a mobile application containing quickly and 

easily accessible knowledge modules, manuals and tips for implementing (corporate and HR) 

marketing campaigns. The users of all these outputs will mainly be the SMEs themselves – 

https://cs.wikipedia.org/wiki/Internet
https://cs.wikipedia.org/wiki/MP3_p%C5%99ehr%C3%A1va%C4%8D
https://cs.wikipedia.org/wiki/Mobiln%C3%AD_telefon
https://cs.wikipedia.org/wiki/Internet
https://cs.wikipedia.org/wiki/Online
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these tools may improve their competitiveness and, in turn, bring them closer to the level of 

EU businesses. 
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Abstract 

The evolution of ICT and Telecommuting over recent decades is a story of empowerment and 

growth. Information and Communications Technologies are transforming societies and 

fuelling the growth of the global economy. So almost 44 years have elapsed since the terms 

telecommuting and telework originally came up from Nilles in 1973, proving that social 

change takes much longer than technological change. The Internet and IT have the most 

remarkable influence in particular on the more educated, skilful and ambitious people who 

regularly work with ICT. The literature review regarding the topic indicates that ICT and 

telecommuting may affect close relationships, which could lead to a difference in the 

perceptions of the relationship. This paper offers a glimpse into what could be the future for 

some organisations, a view of both the potential benefits and the drawbacks that could occur 

in the evolution of home working, from being a marginalised Human Resource practice to a 

core or normalised one.  

 

Keywords: ICT, Telecommuting, Teleworking, Home Office Business Model 

Main Conference Thematic Tracks: Management Information Systems & E-Business, 

Electronic Commerce  

 

Introduction 

Modern information and communications technologies (ICT) have revolutionized 

everyday work and life in the 21
st
 century. These tools actually enable population to connect 

with day life and work. The Industrial Revolution brought employees from their homes to 

factories. With information and communication technologies (ICT) it is possible that 

employees can return back to their homes.Today’s office work is supported by the internet 

and can be carried out from practically any location and at any time. 

 

Continuing advances in ICTs and their ability to facilitate the performance of 

distributed work, often in remote geographical locations (including across borders), have been 

a major driver in the growth of telework (Bradshaw & Hirose, 2016). Digital technologies 

have enabled common, even synchronous activities, to be distributed across employees in 

remote locations, as a way for enterprises to reduce costs and as a means for employees to 

adjust their schedule to meet individual personal needs and family demands, or to save 

commuting costs (Gajendran & Harrison, 2007). Considering the globalization of all 

industries, teleworking is already in place, with multiple company sites operating worldwide.  

 

Hartman et al. affirm that “alternative work arrangements, to include telecommuting, 

have been used to deal with the increasingly complex human resource issues”, such as 

growing workforce diversity, changing social forces, lifestyle changes (Hartmann, Stoner, & 

Arora, 1992). The expression “telework”  is starting to replace the term “telecommute” 

because it is a more accurate description of the concept (Bairnsfather & Ringelberg, 2004).  In 
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this study, teleworking (or telecommuting) is defined as “an organizational work performed 

outside the normal organizational limits of space and time, supported by computer and 

communication technologies” (Olson, 1987). Nilles determined telework as: “ANY form of 

substitution of information technologies (such as telecommunications and computers) for 

work-related travel; moving the work to the workers instead of moving the workers to work” 

(Nilles, 1998). In our view the key words are ICT and travel substitution. Telecommuting is 

understood as: “periodic work out of the principal office, one or more days per week either at 

home, a client’s site, or in a telework center” (Nilles, 1998).   

 

We are of the opinion that Telecommuting is one form of telework; its focus being on 

the ICT substitution for the daily commute between home and (local) workplace. It is 

fundamental to note that telework also includes forms ranging from conducting mi-day 

meetings between work centers, to working among/in internationally distributed teams, where 

no commuting is involved. Also because of ICT constraints population initial conceptions of 

telework involved ICT between interconnected work centers rather than homes. That is 

clearly no longer a constraint. Remarkably Home based work can be telework if it obeys the 

ICT and travel-substitution requirements. Otherwise it is just another form of work. 

  

In this paper, we focus on the advanced conceptual agreement of ICT for the Home 

Office. We essentially need to analyze the comprehension of ICT and telecommuting. As 

others have argued, there is no clear and standard definition for telecommuting (teleworking 

or home working). This does not mean that we cannot develop a profound understanding of 

what telecommuting is. Indeed home work does not mean the sum of persons working at 

home, but, on the contrary, is the sum of persons performing officially classified employment 

duties from home, which can be a workplace for official work. We think that it is generally 

taken to involve working in a separated central workplace area, using ICTs in particular. The 

number of employees working from home is growing and has significant benefits for both 

parties in various types of work, such as call centres, selling home-made products, 

consultancy, etc. (Reshma, Aithal Shailashree, & Sridhar Acharya, 2015). 

 

Accordingly, we attempt to offer a new view of the topic, based on descriptions of what 

the concepts of both terms (ICT, Home Office) are and how they can be used. To achieve our 

aim, we are interested in existing definitions and demonstrate that these are based on a 

representation of the understanding of language. The first claim distinguishes three different 

descriptions of Home Office: telecommuting, teleworking and working from home. In the 

second claim, ICT is related to utilization.  

 

Background and Genesis of Telecommuting 
In the Introduction, we presented telecommuting, teleworking and home working as 

the same concept. The meaning of the concept is to “work at a distance” or, in our case “to 

work from a home office”. Among the popular terms that cover telecommuting, we 

understand remote work, home office work, telework, location-independent tasks and home-

distributed data processing (Cross, 2017). It is difficult to distinguish between the virtual 

office and varieties of telecommuting, because terminology differs from study to study.  

 

In this paper, we apply the term, “telecommuting”. Nilles first coined this term in 

1973, although no publication occurred until 1974 (Nilles, Carlson, Gray, & Hanneman, 

1973-1974). The practice of telecommuting, or alternatively telework, has been heralded as 

the cure for a variety of organizational and social skills. When the concept of teleworking 

emerged about 20 years ago, it referred to the practice of working from home using 
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telecommunication links to replace commuting, and was sometimes known as telecommuting 

(Ruiz & Walling, 2005). 

 

Different people use the different concepts in diverse ways, linking them to a wide 

range of work arrangements, including mobile work, work in any location outside the usually 

accepted work premises of the employer, work in a shared office center or hub, and home-

based work (Bradshaw & Hirose, 2016). Telecommuting has been lauded as a strategy to help 

organizations decrease real-estate costs, and to respond to employees’ needs for a healthy 

work–family balance.  

 

The term “teleworking” has been approached in different ways. Several authors have 

attempted to characterize developments, to define it as “remote working”, “distance working” 

(Holti & Stern, 1986a & 1986b) or “outwork” (Probert & Wajcman, 1988). The prefix “tele-” 

means “distance”, therefore the term “telework” means “work at a distance”. In Europe and 

other countries, the term “telework” is preferred, while in the USA ”telecommute” is more 

common  (Bairnsfather & Ringelberg, 2004).  Others seek to categorize the various forms of 

the concept, such as “home work”, “alternative officing” and “mobile working” (Gordon, 

1996). 

 

Article 2 of the 2002 European Framework Agreement on Telework (hereafter the 

European Framework Agreement) defines that:  

“Telework is a form of organising and/or performing work, using information technology, in 

the context of an employment contract/ relationship, where work, which could also be 

performed at the employer’s premises, is carried out away from those premises on a regular 

basis” (Baltina, 2012). 

 

A more recent definition of telework can be found in the Federal Telework 

Enhancement Act of 2010, which establishes requirements for teleworking throughout the 

Federal government:  

“The term “telework” or “teleworking” refers to a work flexibility arrangement under which 

an employee performs the duties and responsibilities of such employee’s position, and other 

authorized activities, from an approved worksite other than the location from which the 

employee would otherwise work” (SanMateoCounty, 2014).  

 

Marcus defined telecommuting as: 

“the utilization of telecommunication and computer technologies to replace or reduce 

traditional commuting to the workplace and telecommuters most often work in management 

and service jobs where there is little need for physical interactions with goods or people in the 

workplace” and emphasized that    “quantifying telecommuters is difficult for a number of 

reasons” (Marcus, 1995). 

 

Many researchers consider telework as “telecommuting”, “work from home”, “e-

work”, “virtual work”, “digital work”, “distance working” or “flexible working”. Many 

scholars describe telework as a predecessor or an early form of working with New ITCs 

(Bailey and Kurland, 2002) like smartphones and tablets, from basically anywhere in the 

whole world.  

 

The idea of working from home with the aid of ICTs was promoted by California-

based companies like Yahoo in the 1980s (Messenger & Gschwind, 2015.). The definition of 

work from home becomes slightly blurred and confusing. The term “work from home” is 
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often used synonymously with telework (or telecommuting), but the equivalence of these 

terms should not be assumed. The use of the term “home work” can be a far more serious 

error, because it confuses working from home via ICTs with traditional home work –

industrial piece-rate production performed in the home, as specified under the Home Work 

Convention, 1996 No. 177 (Bernstein, Lippel, & Lamarche, 2001). 

 

It is important to mention that “Home Office” does not necessarily mean that people 

work at home. In recent years, traditional telework has faced stagnation or even decline, for 

example, in Germany (Brenke, 2014), but the share of workers doing some or all of their 

work at home has increased and is currently growing.  The Austrian Economic Chamber 

defines the Home Office as follows: 

 “It is a room that has the characteristics of a residential room or office. Rooms in an 

apartment, which by virtue of their functional purpose and furnishing are typical for the 

pursuit of a certain profession and are not usually used for private purposes, are not covered 

by the term, “Home Office” (WKO, 2016). 

 

In US, telecommuting for work climbed to 37 % in 2015, up slightly from 30 % in the 

last decade, but four times greater than the 9 % found in 1995 (Jones, 2015). In Canada, 

between 2000 and 2008, the proportion of employees working at home rose by one 

percentage point to 11.2 %. The employees most likely to work at home were university 

graduates, managers (especially in the health care and social assistance sector) and 

professionals (StatisticsCanada, 2014). The latest telework statistics available from the 

Australian Bureau of Statistics indicate that approximately one-quarter of Australian workers 

(24 %) work at least for part of the time from home (APSC.GOV.AU, 2016). According to the 

data provided by the 2010 European Foundation for the Improvement of Living and Working 

Conditions, in 2000 the situation was slightly different. The overall average proportion of 

employees involved in telework was about 5.3 % in the “older” 15 EU Member States (EU15) 

and 4.2 % in the candidate countries at that time. In 2005, the overall proportion had increased 

to 7 % for the entire EU27 (Baltina, 2012). However, in general we observe that 

telecommuting remains much more the exception than the rule.  

 

The results of the survey from IPSOS about the World of Telecommuting indicate that 

about 20 % of workers around the world spend at least part of their workweek doing work 

from home. While telecommuting is relatively common, views and practices are far from 

standard around the globe. 1 in 5 workers worldwide telecommute frequently and 7 % of 

people work from home every day (Davidson, 2013). 

 

For those who do not have the opportunity to telecommute, one of the main reasons is 

that their employer requires them to be in their workplace e.g. in USA 38 %, Great Britain and 

Canada 37 %, Sweden 36 % versus Indonesia 4 %, Mexico 6 %, India 7 % and China 8 %. 

While 6 in 10 workers around the world would be likely to telecommute full time if their 

employer allowed it, opinions on the benefits of such arrangements are mixed. This type of 

work would help to keep 83 % more talented women in the workforce instead of leaving their 

employment to raise children. Telecommuters suffer less stress because they spend less time 

in their workplace. 78 % of telecommuters state that they have a better work-family balance, 

while 62 % of them say that not seeing co-workers face-to-face isolates those who 

telecommute. Working remotely makes employees less likely to be promoted and, for some, 

telecommuting creates conflict by lowering the boundaries between work life and family life 

(Davidson, 2013). 
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Methodology   

At the beginning of the 1990s, with widespread Internet and computer network access 

in most parts of the world, alternative means of data collection were being made available for 

surveys. For the researcher considering the use of electronic surveys, there is a rapidly 

increasing body of literature addressing design issues, providing lists of costs and benefits 

associated with electronic survey techniques (Fricker & Schonlau, 2002; Lazar & Preece, 

1999). In the literature, there seem to be the following three most common reasons for 

choosing the e-survey instead of traditional approaches: 1) decreased costs, 2) faster response 

rates and 3) increased response rates (Boyer, Olson, & Jackson, 2001; Fricker & Schonlau, 

2002; Lazar & Preece, 1999). In our opinion, current web, email and ICT technologies offer 

the possibility of almost instantaneous transmission of surveys at little or no cost. 

 

In order to develop a descriptive theory of telecommuting and ICT, we conducted an 

extensive review of the literature which conceptually engages with worldwide disciplines. In 

particular, we investigated how telecommuting and ICT are described in these works. In our 

overview of the existing literature, it was of importance to ensure the appropriate breadth and 

depth of coverage of the literature. 

 

The literature on both topics therefore forms the empirical material in our research for 

examining contrasting and comparative claims. 

 

The next step related to the quantitative survey was created by us, with the assistance 

of utilizing the templates from Survio Company, entitled: “Home Office, working in the 

Virtual World”. It was activated for 31 days, as displayed in Fig. 1, to show the history of 

visitors. 

 

 
Figure 1 : History of visitors 

The survey was sent to employees from different companies in the whole world, the 

link to the questionnaire was sent directly to the addressees via e-mail, and on the other hand 

it was posted in web platform google and made known through Facebook, Twitter. In 

addition, the call for participation in this survey was made via following link on this web site: 

http://www.survio.com/survey/d/K6U7B3U1J9E6L3O3H.  

 

The questionnaire was set up using their own software, was activated during the entire 

period from 19.10. till 18. 11. 2016 and could be accessed using the link access to be edited. 

The anonymity and confidentiality of the data was assured in the invitation of the 

participation. The participants, who were randomly chosen, had jobs that required the use of 

ICT to accomplish the tasks of their works.  The response rate was 52.74 %, and 308 

questionnaires were completed. In the sample, 48.1% of the responders were male and 51.9 % 

female in the whole world (the most of them from USA 21.10 %, UK 13.64%, European 

http://www.survio.com/survey/d/K6U7B3U1J9E6L3O3H
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Union – Austria 16.88%, Slovakia 7.14 %, Czech Republic 7.47 %, Italy 5.84 %, Germany 

4.22 %). 65.6 % of the respondents were in non-management position, 38.0 % were high 

school graduates or some College and 56.2 % had graduated with a bachelor’s degree or 

higher. 

 

Altogether, the sampling was clicked 584 times, the drop-out rate was only 8.9 %. 

Most of them were already made at the beginning of the survey, probably because of 

disinterest or lack of English knowledge. The average processing time was 6 Minutes and 23 

seconds and thus lies within the calculated time requirement of 10 Minutes (Figure 2). The 

participants' feedback shows that the survey was found to be good (“Find your survey very 

good”, “Good and interesting topic!”, “Well-structured survey”).  

 

 
Figure 2 : Time taken to complete the questionnaires 

 

Gender, education, and management or non-management position were used as control 

variables in the analyses.   

Respondents were asked to answer the following questions:  

“Do you work at home?”– a Yes/No scale was used.  

“How many days per week would you be willing to work at home? ”– a 8-point scale was 

used: N/A= none, 1 = one day, 2 = two days, 3 = three days, 4 = four days, 5 = five days, 6 = 

six days, and 7= seven days.  

“Do you ever take work home with you?”– the following scale was used: always, sometimes, 

never, N/A. 

“Which devices are provided by your employer and which do you use in your daily work, 

from the following ICT?”:  a) stationary computer, b) laptop, notebook, c) mobile phone, d) 

smartphone, e) tablet, f) other, g) none of these h) I do not know.  

“What professional activities do you perform with electronic media on your way to work?”– a 

7-point scale was utilised: a) phone calls, b) read emails, c) browse the Internet to search 

contents for company, d) write emails, e) edit documents, f) other, g) I do not know.  

“Which data and applications of your employer do you access online when commuting?” – 

was the following task of the survey with the scale: a) emails/calendar, b) documents, c) 

company-specific applications (programs), d) others, e) I do not have access to any data or 

applications and do not use electronic devices.  

“What online and social media tools does the company use to communicate with employees? 

” – was the next task of the survey, with the following scale: a) Intranet, b) social networks, c) 



18 

 

Proceedings of the 2
nd

 International Conference on Business and Management | ICOBM’17 

 

internal social networks, d) blogs, e) share video or photos on external platforms, f) We do 

not use any social media tools, g) I do not know.  

The last question was regarding software utilization, with the following range: a) 

Windows OS, b) Mac OS, c) Linux OS, d) SAP, e) Sage, f) Microsoft, g) social media, h) 

other and i) please state any software not  listed and / or name the social media. 

 

ICT as an Enabler 

In one perception, ICTs are simply tools like any other tools, i.e. they can either be 

well-suited or unsuited to the task at hand. In another perception, they are tools unlike any our 

world has ever seen, because they can be applied to a tremendously diverse range of human 

experiences, using virtual transformation of every sector of society and the economy. Digital 

Advancement brings about new possibilities for improving life, expanding knowledge, 

stimulating the economy and empowering people to accept new challenges.  

 

We believe that ICTs can be applied to bring work home and to bring the home to work. 

Rakow and Navarro 1993 found that mobile phones allow women to remain available to their 

families even as they work (Rakow & Navarro, 1993). Employees use office technologies to 

manage personal affairs at work, such as sending emails, socializing on Facebook, surfing the 

Internet, doing e-banking and playing games (Leung, 2011).   

 

The majority of the literature concludes that ICT is not an automatic enabler of firm 

performance and that any positive impact depends largely on the particular technology 

considered, the time window of observation and the various contingent factors at work 

(Colombo, Croce, & Grilli, 2013). It is also often currently stated that people have developed 

into a society, where knowledge and organization are the first and most important creators of 

welfare (Gatautis, 2008).  

 

In a European research project on “Flexible work practices and communication 

technology called FLEXCOT”, a characterization pattern was proposed of flexible and/or 

atypical work forms, including both emerging and well-known forms (Valenduc & 

Vendramin, 2002). Not all of these are linked to the use of ICT. Results showed that ICT 

interacted in complex ways with other drivers to impact upon work and work organization.  

 

The impact of ICT was mediated through a series of “institutional filters”. The most 

important filter was management strategies, which were almost universally concerned with 

enhancing operational efficiency and cutting costs. ICT does not have a particular 

organizational logic. Indeed, management in individual firms often introduces what would 

appear to be contradictory logics around the same technologies. However, ICT allows 

management to extend its organizational repertoires, permitting multiple formats, each 

designed to maximize profit (Valenduc & Vendramin, 2002).  

 

It is confirmed that the use of ICT may have a positive impact on coordination (den 

Hengst & Sol, 2001).  

 

In the literature, several authors agree on the importance of ICT for the US growth resurgence 

from 1995 to 2006 (Biagi, 2013). Jorgenson et al. (Jorgenson, Ho, & Stiroh, 2008) estimated 

that the share attributable to ICT in US growth performance rose from 43 % for the period 

1971-1995 to 59 % for the period 1995-2000. Overall, in the period 2000-2006, it was 

estimated that ICTs accounted for about 38 % of the US output growth (Biagi, 2013).  
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The Information and Communication Technologies sector is developing rapidly. 

Development trends show that the sector is not only the main stimulus of global business, but 

also an important part of global industry. Information and Communication Technologies 

(ICTs) are transforming the ways in which social interaction and personal relationships are 

conducted, with fixed, mobile and broadcast networks converging, and devices and objects 

increasingly connected to form the Internet of Things. The potential is huge for the increased 

adoption and use of ICTs and the Internet by firms to boost growth and innovation across all 

sectors. While most firms in OECD countries have a broadband connection – this applied to 

95 % of all enterprises with more than 10 employees in 2014 – few use enterprise resource 

planning software (31 %), cloud computing services (22 %) or receive electronic orders 

(21 %). The differences among countries and between small and large firms remain 

considerable (Messenger & Gschwind, 2015). 

 

Results  

The results of the survey show a clear distinction between home workers (32.8 %) and 

those who do not work at home (67.2 %). However, we noted that employees do have a great 

demand for telecommuting, as is also shown in Figure 3.  

 

Only 14.9 % of respondents tended to choose the option of not working at home, 

versus 85.1 % who choose to work at home, most of them for 2 days per week. If we look at it 

from the male perspective, we discover that only 17.14 % refuse to work at home, while 

82.86 % prefer it. Out of 70 respondents in management positions, most prefer to work at 

home for 1 or 2 days per week.  Out of 78 respondents in non-management positions, 14.10 % 

reject it, versus 85.90 % who are interested in working at home, for preferably 1, 2 or 5 days 

per week. The female view is clearer: out of 36 respondents in management positions, 8.33 % 

reject work at home and 91.67 % tend towards it, preferring 1, 2 and 5 days per week. Out of 

124 respondents in non-management positions, 16.13 % dislike working at home, versus  

83.87 % who are interested in this type of work, most preferring 1, 2, 3 or 5 days per week. 

 

 

Figure 3: How many days a week would you willing to work at home? (N=308). 

In our opinion, some possible reasons that employees prefer to work from home could 

be to achieve a better work-life balance (e.g. time saving, flexibility, calmer atmosphere), to 

meet family demands, not to have to commute to work, for financial savings, etc.  
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In order to fully appreciate the employer’s contribution with regard to work, we 

analyzed respondents’ perception of the physical support provided by their employers and by 

themselves, as depicted in Table 1. The following Table demonstrates clearly that technology 

plays an essential role in enabling employees to perform their tasks in the office and also to 

work remotely. It appears that technological shortcomings in terms of equipment or function 

are very important to them, because whether in the office or at home, the employee is at the 

mercy of technology. Out of the total of 308 respondents, only a small proportion (9.1 %) is 

not provided with any of the listed products in the business sector. In the private sector, 

20.8 % do not use any of the products. 

 

Table 1: Physical support provided by employer and by themselves (N=308) 

 
Provided by employer 

Total share in % 

Own private devices 

Total share in % 

Stationary computer 51.3 19.8 

Laptop, Notebook 48.4 46.8 

Mobile, Smart phone 64.3 66.9 

Tablet 15.6 40.3 

Other 7.8 16.6 

None of them 9.1 20.8 

I do not know 1.3 0.6 

 

Users increasingly utilize ICTs to tap into networks of people and information. The 

mobile phone, smartphone and Internet are perhaps the exemplary global ICT networks e.g. 

the traditional telecommunications network, satellite and cable-based networks, etc.  76.6 % 

of respondents access online data or applications through email and calendar; 47.4 % edit 

documents and 28.2 % company-specific applications (programs); 5.2 % use other options and 

18.8 % do not have access to any data or applications of their employer when commuting to 

work, nor do they use any electronic devices. Consequently we were interested in what 

professional activities respondents perform with electronic media on their way to work. Out 

of the total of 308 respondents, more than 65 % use electronic devices for making phone calls, 

reading and writing emails, 27 % for browsing the Internet to search contents for the company 

and to edit documents, while less than 15 % do not use any of these electronic media, as 

shown in Table 2. 

 

Table 2: Electronic Media used on the way to work (N=308) 

 Total Share in % 

Phone calls 68.8 

Reading Emails 67.5 

Browsing in Internet searching contents for company 30.2 

Writing Emails 60.1 

Edit documents 24.4 

Others 7.8 

I do not know 15.3 

 

Perhaps the most striking example of the potential of ICTs to promote progress has 

occurred in the context of the development of social media tools to communicate with 
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employees (Table 3). Survey participants use many social media tools within their companies. 

More than 59.7 % of the companies use a private network (Intranet) that is contained within 

an enterprise, 23.7 % use social networks (e.g. Twitter, Facebook, Linkedln, Xing, Google+), 

and 15.9 % use internal social networks. Blogs, sharing videos or photos on external 

platforms do not have a high rating, as demonstrated in Table 3. 

 

Table 3: Social Media Tools used for the communication with Employees (N=308) 

 Total Share in % 

Intranet 59.7 

Social networks 23.7 

Internal social networks 15.9 

Blogs 9.1 

Share video or photos on external platforms 10.4 

We do not use any social media tools 19.5 

I do not know 5.8 

 

The world’s leading ICT firms (Microsoft, Apple, IBM, Oracle, Cisco) provide a 

unique perspective on this issue, holding tremendous promise as an enabler of social and 

economic progress, managing and disseminating knowledge to tap into global networks of 

information and services. Rapid innovations in technology are making the use of these less 

expensive and easier. The survey shows the unique outcome of 100 % utilisation of software 

in our globalised world. Out of the 7 selected world-renowned software providers, most of our 

respondents (77.2 % ) use Windows OS, 62.9 % are Microsoft users; 11.4 % are users of 

Apple and 2.6 % of Linux. 6.8 % use other software, such as Google, ESSBASE, Online 

Management System, WAMAS Logistic software. This is depicted in Table 4. 

 

Table 4: Software Utilization (N=308) 

 Total Share in % 

Windows OS 77.2 

Mac OS 11.4 

Linux OS 2.6 

SAP 36.8 

Sage 14.7 

Microsoft 62.9 

Social Media 14.3 

Other 9.7 

 

Conclusion 

The evolution of ICT and telecommuting over recent decades is a story of 

empowerment and growth. Information and Communications Technologies are transforming 

societies and fuelling the growth of the global economy. So almost 44 years have elapsed 

since the terms telecommuting and telework originally came up from Nilles in 1973, proving 

that social change takes much longer than technological change. 
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Today, approximately 40 % of the global population has an Internet connection, 

compared to 1 % in 1995. The number of Internet users has an increasing tendency as follows: 

the 1
st
 billion was reached in 2005, the 2

nd
 billion in 2010 and the 3

rd
 in 2014; in 2016 there 

were 3 424 971 237 Internet users worldwide (InternetLiveStats, 2014). The Internet and IT 

have the most remarkable influence in particular on the more educated, skilful and ambitious 

people who regularly work with ICT (Baloh & Trkman, 2003). 

 

Nevertheless, despite the vast potential of ICTs, their benefits have not been spread 

evenly. Indeed, the effective use of ICTs to foster social inclusion and economic growth is a 

key challenge facing policymakers today. ICTs provide new opportunities to all people and in 

all countries, enabling them to achieve more in  less time, and to discover new ways of 

communication, relaxation and making profit. The use of ICTs has fuelled amazing 

productivity and economic progress, radically transforming the way in which people work, 

learn, communicate and socialise.  

 

The literature review regarding the topic indicates that ICT and telecommuting may 

affect close relationships, which could lead to a difference in the perceptions of the 

relationship. This paper offers a glimpse into what could be the future for some organisations, 

a view of both the potential benefits and the drawbacks that could occur in the evolution of 

home working, from being a marginalised Human Resource practice to a core or normalised 

one.  

 

However, this current study also calls into question the assumption that telecommuting 

using ICTs may result in benefits that will also positively impact organisational effectiveness. 

In this case, it seems to have presented some challenges to organisations, with respondents 

appreciating the option of working at home. However, we have to be realistic and realise that 

ICTs alone cannot provide the silver bullet to meet all challenges. We believe that ICTs have 

the strong potential and power for future progress through the vast efforts made by companies 

to develop products which will be more available. Thereby making employees to work 

anytime, anywhere and more productive and successful. This new spatial independence has 

transformed the role of technology in the work environment, offering both new opportunities 

and new challenges. 

 

This probably suggests that the adoption of working at home may still be quite fragile 

in many organisations. Despite the frequency of working from home rapidly increasing in the 

U.S. and Europe, there is still uncertainty and scepticism about its effectiveness. Regarding 

the positive effects workers report a reduction in commuting time, greater working time 

autonomy, better overall work-life balance, and higher productivity. We believe that the 

companies can benefit from the improvement of work-life balance. The disadvantages of 

home office are the tendency to lead to longer working hours, to create an overlap between 

paid work and personal life, and to result in work intensification. 

 

The above has raised a number of questions and directions for the future Home Office 

as a New Business Model. Firstly, we consider that there is the need for a new management 

tool to be integrated into business strategy.  Secondly, skills are required. The educational 

system plays an important role in equipping the younger generation with the necessary 

knowledge. Thirdly, there is the issue of creating networks based on discipline and 

collaboration. Fourthly, there should be investment in Modern technology. The evidence 

obtained from this analysis points towards the idea that this Business Model has a positive 

impact on the working population and provides the possibility of future new work options. 
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Abstract 

This is a joint analysis by SRH University Berlin and Michael Lutz, Project Leader at The 

Boston Consulting Group, of the crucial role of human resources (HR) in the integration 

phase of mergers and acquisitions (M&A), contributing a new perspective to the classic 

approach with its heavy bias towards quantitative measures. The conducted analysis of 

literature research as well as the evaluation of experiences by various experts aims to provide 

further understanding of the diverse reasons for the outcome of (un)sustainable M&A 

activities. 

Research shows that most M&A activities fail in the long run because the classic approach 

during the three phases (1) pre-merger planning, (2) the merger itself, and (3) the post-

merger-integration phase focuses on quantitative issues and insufficiently incorporates HR 

and cultural topics. 

HR is integral for every M&A, as well as for the restructuring and change projects that often 

accompany mergers. Therefore, failing to adequately include employees in the M&A phases 

is one of the gravest risks while conducting a merger. 

This article describes in detail the challenges faced when conducting an M&A with regard to 

HR implementation and presents advise and tools for how to successfully mitigate an M&A 

failure due to insufficient HR implementation. 
 

Keywords: mergers and acquisitions (M&A), human resources, post-merger integration 

(PMI), sustainable integration, reorganization, restructuring  

Main conference thematic tracks: general business and management, human resource 

management, strategic management, organizational behavior, managerial leadership 
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Introduction: Mergers and Acquisitions Are Gaining Increasing Relevance  

This article is a jointly written by SRH University Berlin and Michal Lutz, Project 

Leader at The Boston Consulting Group (BCG). The publication aims to combine the latest 

research with state-of-the-art global project experiences, and thus combines theoretical and 

practical knowledge to unveil the success factors for one of the most applied business 

operations for fast growth: Mergers and Acquisitions. 

The importance of mergers and acquisitions (M&A) has increased strongly in the last years. 

The deal value in recent years was spurred by a fast economic recovery from a 10-year low of 

$2.3 trillion in 2009 (J.P. Morgan, 2017), to a peak of $4.7 trillion in 2015 (J.P. Morgan, 

2017). Since its peak in 2015, uncertainty with regard to global political stability began to 

decrease global M&A transactions to $3.9 trillion in 2016, with deal values expected to 

remain stable in 2017 (J.P. Morgan, 2017). Besides the development of global deal value, the 

number of pursued M&A activities peaked in 2016 with 48,736 M&A deals, recovering from 

the low of 38,874 M&A activities in 2013, and was thus even slightly above the past peak of 

47,840 M&A deals in 2007 (Statista, 2017). 

While there are manifold underlying reasons for M&A activities, recurring themes often arise. 

Companies invest in M&A to pursue an increase in profitability and market share, protect 

their market position through the acquisition of knowhow and technologies, achieve 

competitive size, and realize economies of scale (OECD, 2002). 

Literature Review: Putting M&A into Context  

Most commonly used definitions of M&A activities identified through literature 

research distinguish between two types of merging entities. A merger is the consolidation of 

at least two legally independent entities into one organization, where all previously 

independent entities lose autonomy as ownership is transferred to the newly formed 

leadership. An acquisition describes the purchase of an entity or the majority of its shares. In 

contrast to a merger, acquisitions do not require the purchased entity to lose autonomy 

(Giddy, 2009).  

 
Figure 1: The three phases of M&A activities with regard to human resource implementation  

As literature research as well as expert interviews have shown, both undertakings—

mergers and acquisitions—follow a three-phase process that includes the pre-merger 

planning, the actual merger, and the post-merger integration phase (see figure 1).  
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The pre-merger planning phase is comprised of a comprehensive market analysis 

including the identification of possible synergies, cultural due diligences, strategic 

comparisons, and market price evaluation. Throughout the actual merger phase a purchase 

price valuation (including due diligences) is carried out, as are the relevant negotiations. A 

thorough plan is designed for the integration phase, while simultaneously developing a 

restructured model of the entities' departments. Finally, a post-merger integration (also known 

as PMI) can be defined as the complex operational implementation that integrates the new 

entities' processes and business units. Achievement of synergies and efficiencies through PMI 

relies on a well-defined structure for integration delivery (Larsson and Finkelstein, 1999). In 

order to capitalize on the newly formed organizational structure, numerous distinct factors 

need to be taken into consideration. These include cultural integration, unified communication 

strategies, and personal training (Lucks and Meckl, 2002; Jansen, 2007; expert interviews). 

Analyses have shown that a remarkably high quantity of M&A deals, as much as 70% to 

90%, result in failure (Martin, 2016). Due to the diverse nature of M&A activities with regard 

to the size of the companies and their location, business models, and industry, to name only a 

few, the causes of failures are manifold and vary significantly. While pre-merger and merger 

factors have only a minor influence on the success rate of M&A deals, we see that the PMI 

phase—and thus the actual combination of two companies into one—is critical for long-term 

sustainability. 

 

The pre-merger planning phase is usually well thought out and meticulously planned 

when it comes to quantitative measures; for instance, the strategic fit is analyzed, business 

cases are calculated, product segments are aligned, synergies are quantified, etc. (Expert G, 

2017). Generally, the merger phase is professionally accompanied by specialized firms who 

help to negotiate contracts and implement the legal merger. When it comes to the crucial PMI 

phase and the two companies start to form a new identity, attention often starts too quickly to 

shift towards operational topics, leaving behind an unfinished human resource (HR) 

integration. The failure of M&A deals has been experienced by many global firms, such as 

large automotive conglomerates, telecommunication providers, and technology companies. 

One example is the challenging merger of two global automotive corporations in the 1990s, 

where two distinctive national cultures failed to harmonize, ultimately leading to their M&A 

failure. Profits declined quickly, resulting in severe losses (Mateja, 2007). The merger of two 

global technology corporations is another strong example of the necessity of cultural due 

diligences and strong HR processes: The strong cultural differences, ranging from an 

engineering-driven to marketing-driven culture, presented significant challenges for their 

integration (Roberts, 2011). 

Research Methodology: The Integration Challenge 

This paper aims to address one significant key question: Why do so many M&A 

deals fail to capture long-term value in their post-merger phase? 

 

To answer this question, we reviewed the available literature to collect the latest 

insights. Additionally, we interviewed several highly experienced and respected experts in the 

field of M&A and post-merger integrations. We developed open-ended questions that allowed 

for a broad range of possible answers and opinions from our interviewed experts. The 

interview questions were: (i) How would you describe a failed M&A? (ii) What are the main 

reasons for failures of M&A? (iii) What are the key levers to increase the M&A success rate? 

For this paper, we conducted interviews with fourteen experts with worldwide experience in 

both M&A and PMI, as well as transformation and reorganization projects in a vast range of 
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industries. The interviewed experts (some of whom wished to remain confidential and are 

therefore not referred to by name) are: 

Expert A: Dr. Reinhard Messenböck, Senior Partner and Managing Director at BCG and the 

worldwide topic leader for Smart Simplicity and Excellence in Support Functions. 

Expert B: Jens Jahn, Associate Director at BCG with core competencies in HR 

implementation. 

Expert C: Dr. Niels Kammerer, BCG Principal, highly experienced in downsizing, 

reorganization, and transformation cases. 

Expert D: Julia Schlüter, BCG Project Leader with a focus on change management.  

Expert E: Daniel Wernicke, BCG Consultant with a focus on HR reorganizations and 

personnel cost reductions. 

Expert F: Has worked for a large multinational industrial conglomerate for numerous years 

and has acquired vast M&A project experience. 

Expert G: Has worked for a European consumer bank with a focus on HR for over 20 years. 

Expert H: Prof. Dr. Ronald Glasberg, has worked for a European industrial company with 

expertise in strategy and implementation. 

Expert I: Michael Lutz, BCG Project Leader, expert in HR implementation and 

transformation projects.  

Expert J: Has spent the last 18 years working on transformation projects for numerous 

multinational companies.  

Expert K: Is an expert in downsizing and transformation projects and has worked with clients 

in various industries.  

Expert L: Has worked in the HR departments of two well-known multinational companies for 

the past 35 years.  

Expert M: Has prolonged experience in developing and implementing reorganization and 

transformation projects for large firms.  

Expert N: Has studied various themes surrounding M&A cases and has assisted in numerous 

personnel cost cutting projects.  

 
 

Results and Findings: HR's crucial role in achieving a successful long-term 

integration  

As M&A activities are largely defined by quantitative measures, as outlined above, 

current research and findings are focused on these concrete and measurable factors. Thus, the 

economic, legal, and technical factors relevant to M&A failures have been widely analyzed in 

existing research. 

 

In addition to the conducted research and the applied practical implementation of 

M&A activities, our expert interviews have shown that HR topics and people management 

themes are a significant driver of the success rates in M&A. We have found that the majority 

of reasons contributing to the failure of M&A deals are linked to four key drivers; cultural 

dissonance, contractual differences, codetermination negligence, and IT/ERP failures (see 

figure 2). 
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Figure 2: The four key drivers of failed M&A activities during the post-merger integration 

phase 

Based on the identified four key failure drivers, combined with an analysis of various 

sets of projects and theories, we have developed a comprehensive framework to ensure a 

successful implementation of M&A deals (see figure 3).  
 

Figure 3: Four-phase HR implementation approach to mitigate HR as a possible source of 

failure 

Phase 1—HR setup: Ensuring HR readiness for transformation and implementation 

The process of merging two companies involves a thorough analysis and comparison of all 

HR basics: contractual foundations and stakeholders. Risks and consequences for 
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stakeholders are evaluated and all change-related as well as external communication needs to 

be synchronized and aligned to a single strategy. 

Phase 2—Preparation: Developing HR implementation processes to reach the desired 

outcome 

Throughout the preparation phase, responsible managers must agree upon an HR approach 

and framework to use that defines the roles and activities of the HR department, as well as the 

HR target operating model design and KPIs. 

Phase 3—Codetermination: Joining forces to collectively work on a successful 

integration (depending on country-specific labor law regulations) 

Codetermination rights must be redesigned and integrated into the new organization. This 

includes designing all processes involved, calculating and negotiating compensation 

packages, and finalizing and signing relevant documents. 

Phase 4—Implementation: Applying the developed tools to transform the new company  

Executives must be newly nominated and staffed accordingly; likewise, employees must be 

legally assigned to new roles. Once employees have been correspondingly staffed, operational 

changes must be performed. 

Case Study 1: European health insurance M&A 

General context: 

Competition in the health insurance market is continuously increasing and customer 

expectations are on the rise; a supervised health insurance company therefore intended to 

reduce costs while increasing its market share with one of the largest transformations within 

the insurance market in the past decade. The overall goal of the project was to become one of 

Europe's leading health insurance companies and to secure a stable financial position with 

significant cost savings. Further objectives of the project included the optimization of client 

orientation and efficiency improvements, as well as the improvement of the overall working 

conditions for employees. From an HR perspective, three main challenges emerged during the 

transformation, consisting of the development of a new collective agreement, preparation and 

implementation of over 20,000 employee interviews, and the assignment of employees to new 

roles. Throughout this project, it became apparent that many of the previously identified key 

drivers of failure (see figure 2) were connected to the main challenges faced by HR. The 

integration of human resources in activities such as the allocation of employees should have 

been reinforced to avoid cultural dissonance. Likewise, transparent communication can 

prevent contractual differences from arising and increases the likelihood of positive employee 

interviews. Finally, the development of a new collective agreement faced numerous 

challenges and was met with codetermination objections. In regards to this case, IT/ERP 

failures were not a challenge faced by the organization and are therefore not of relevance.  

HR as a success factor: 

To ensure a successful transformation of each of the challenges faced, numerous HR 

activities were implemented including communication tools to mitigate the risk of the key 

failure factors identified above. 

 

To overcome cultural differences (see figure 2), employee-focused events were 

organized to raise and answer questions directly and understand the new organizational 
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structure and roles moving forward. Contractual differences were mitigated during the merger 

phase, where new collective agreements were negotiated to achieve a step-by-step alignment. 

One demand that was fulfilled during the codetermination phase was that, throughout the 

occurring changes, employees were explained their new roles and were given the opportunity 

to request new positions and provide their input into the changes. This was done to 

demonstrate to the entire workforce that concerns were taken into consideration and solved as 

best as possible. Also, a communication platform accessible to all employees was developed 

to provide status updates and access to education material, giving practical advice and 

explaining tools and operational processes. The platform also provided alerts on changes with 

regard to enterprise resource planning and allowed resource management to be adjusted 

accordingly. 

Case Study 2: European banking M&A 

General context: 

The European banking sector is still coping with the aftermath of the financial crises 

and struggling to develop sustainable business models. Additionally, the overall economic 

and political environment, with its low interest yields and increasing regulatory demands, is 

resulting in a growing need to cut costs. Therefore, the merger of two troubled European 

banks was pursued, restructuring and modernizing processes with the goal of setting up a 

sustainable integration of all business units. To realize the defined profitability target, the 

long-term focus was on the restructuring program, which included organizational redesign, 

the definition of synergy effects, measures to implement them, and the HR implementation. 

HR as a success factor: 

The transformation of the organization followed four phases, which involved several 

reorganization steps over a three-year period. This approached allowed for a gradual 

integration without overloading the organization. 

All these phases were accompanied by regular communication schemes, as well as events 

where employees were invited to engage in personal exchange to ensure a smooth transition 

to a shared culture. Furthermore, the downsizing program was designed to ensure an even 

reduction among all age and seniority levels to ensure a stable post-merger demography and 

ultimately to prevent cultural dissonance (see figure 2). 

During the integration phase, the employees of the smaller company were granted the same 

contractual principles as the employees of the larger company, ruling out unequal treatment. 

Works councils demanded socially acceptable compensation for employees during the 

codetermination negotiations. For this purpose, outplacement consultations were used to 

enable workers to enter into a new job quickly by giving ideational advice, and a sprinter 

premium paid out to employees who decided to accept a severance offer early on were used to 

increase compensation payout and decrease the cost of leaving. 

Early and detailed planning of IT implementation was integral for the success of the merger, 

since the IT infrastructure is the backbone of every bank. A thorough definition of synergies, 

restructurings and layoffs, following a predetermined path along the synergy realization, 

allowed for sustainable enterprise resource management during the integration phase itself. 

DISCUSSION AND CONCLUSION 

We have examined a diverse set of projects and theories to find the most important 

aspects in making M&A activities successful. By doing so, we have come to the conclusion 
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that the majority of factors leading to failing M&A deals are tied to insufficient HR 

implementation. To prevent inadequate steering of employees during M&A processes, we 

have developed a detailed innovative framework that has been applied in several M&A deals 

and continuously proven its sustainability and effectiveness. 

 

Provided that a merger candidate is carefully selected under consideration of 

established quantitative measures, we found that the key to a successful and sustainable 

merger is acceptance among both companies' employees, and effective communication from 

the management level during the transformation phase while steering employees through the 

period of change. Before and during the integration phase, including restructuring and 

downsizing, the employees need to be kept mobilized and motivated by means of effective 

and transparent communication to overcome cultural dissonances. Matching of employees’ 

contracts and a fair codetermination process are also needed to mitigate ongoing 

dissatisfaction and tensions among employees. Thoughtfully planned enterprise resources 

during and after the merger and a correct integration of the necessary IT platforms is another 

premise to counteract M&A failures. 

 

As laid out before, we came to our conclusions by leveraging the extensive experience 

of numerous experts. However, conducting an additional quantitative analysis to evaluate the 

impact of insufficient implementation of human resource integration during PMIs will give 

enhanced credibility to the topic and will further contribute to a greater understanding, in 

addition to mitigating key failure drivers in future M&A activities. Particularly interesting 

would be further research to understand and answer the question of how executive incentives 

should be designed or adjusted to secure a sustainable M&A, and to explore how the most 

effective tools can be used to spur motivation in the wake of restructuring and layoffs. 

Following the statement by Whitaker, "those organizations that invest time and resources in 

human capital during the post-merger phase focus on employee engagement as a primary tool 

for aligning a merging culture," we leveraged existing findings and complemented them (see 

also Schuler and Jackson, 2001) with a comprehensible framework and toolset to conduct the 

right actions (Whitaker, 2011). We are convinced that there are more insights to add to this 

domain, and we think our work paved the way to understanding the importance of that topic. 
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Abstract 

Attracting new customers and strengthening current customers’ loyalty constitutes an 

important component of banking. In Latvia, bank customers are regrouping – their numbers 

are increasing at some banks and decreasing at others. It is important to determine what 

factors influence their behaviour. The aim of this research is to determine and analyse factors 

important to consumers when selecting a bank. The research was conducted in the Latvian 

banking sector using quantitative and qualitative research methods, including a detailed 

survey of 587 individuals and a focus group. The results are compared with similar studies in 

other countries. 44 factors that influence consumer behaviour were analysed. The most 

essential criteria in selecting a bank were ascertained, as were the least important according to 

consumers’ evaluations. It was found that consumers of different ages, educational 

backgrounds and places of residence exhibit statistically significant differences in their 

behaviour in the banking service market. The research results may help banks comprehend 

consumer behaviour and plan marketing activities more effectively. 

 

Keywords: bank selection factors, consumer behaviour, customer satisfaction, bank trust, 

customer relationship management, retail banking  

 

Main Conference Thematic Tracks: marketing management, customer relationship 

management  

 

Introduction 

Competition among banks in Latvia is heavy; banks continuously endeavour to attract 

new customers, which includes winning them over from other banks, by running marketing 

campaigns, introducing attractive services, and adapting service prices to the market. 

 

When selecting a bank, consumers make rational decisions; carefully assessing banks’ 

services, service level and costs in order to find the one that most satisfies their needs. 

 

It is important for banks to understand the level of importance in influencing consumer 

behaviour and bank selection held by such factors as location, range of services, costs and 

marketing activities. Banks ought to get to know consumers before they become customers 

and come up with offers that are interesting for them – that best satisfy their needs. Indeed, 

Ernst & Young have shown that consumers expect more from banks than they currently offer 

(Ernst & Young Global Limited, 2014). 

 

The aim of this research is to determine and analyse the main factors influencing 

consumer behaviour and bank selection. The research sets the following objectives:  

1) compile information on the current situation in the banking sector in Latvia and 

changes in bank customer numbers; 
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2) conduct a study of consumer behaviour in Latvia’s banking sector through a survey 

and focus group; 

3) determine, investigate, and analyse factors influencing consumers’ bank selection 

To obtain primary data, the authors designed and carried out a detailed survey of 587 

individuals and organised a focus group. The results were processed with SPSS and MS 

Excel. 

 

Decision-making in bank selection and consumer behaviour 

In sectors such as banking, which are characterised by marked competition, studies on 

customer behaviour and loyalty attract considerable attention. Mark Hunter divides customers 

into 5 types: loyal customers, discount customers, need-based customers, impulse customers 

and wandering customers (Hunter, 2016). He indicates that loyal customers make up just 20% 

of the customer base but account for more than 50% of sales, while discount customers can 

only be targeted by offering discounts (Hunter, 2016). Impulse customers do not shop 

according to a list; they purchase merchandise that seems appropriate at the given moment. In 

contrast, need-based customers do purchase merchandise according to a list, often in larger 

quantities. Wandering customers may spend hours at a shopping centre investigating, sizing 

things up, often without purchasing anything. 

  

 As in any retail business, in the banking sector it is necessary to focus on concerns for 

loyal customers, demonstrating how important they are to the bank. The more a bank does to 

benefit its customers, to accommodate them, the more its customers will recommend the bank 

to their friends. As for the other customer types – discount customers, need-based customers, 

impulse customers and wandering customers – they should ideally be turned into loyal 

customers. 

 

 Consumers in the bank market may be characterised not only by customer type but also 

by such features as age, gender, level of education and place of residence. A complete 

understanding of the stages of the consumer decision-making process, customer type and 

customers’ features helps a bank comprehend its customers’ wishes and makes it possible to 

offer customers necessary information and solutions at the right moment. For this reason, the 

authors have examined theoretical approaches to consumer behaviour in the bank market 

where information has been compiled on factors influencing bank selection in different 

countries worldwide.  

 

 Pauline van Esterik-Plasmeijer (Pauline van Esterik-Plasmeijer, 2017) carried out a 

survey of 1,079 respondents aged 18 and older in the Netherlands on person trust, system 

trust, and bank trust, and their scores on determinants of trust and loyalty. The importance of 

determinants in explaining bank trust and bank loyalty was assessed as well. In this study, six 

determinants of trust and loyalty were investigated. The authors found that integrity is the 

most important determinant of bank trust. Factors such as transparency, customer orientation, 

and competence are also significant. Trust is a strong predictor of loyalty. The determinants 

explaining bank loyalty are competence, stability, transparency, and value congruence 

(Pauline van Esterik-Plasmeijer, 2017). Bhat and Darzi (Bhat and Darzi, 2016) collected data 

from 278 customers of a private bank and made an analysis using structural equation 

modelling (SEM). The scale was developed and optimised through factor analysis 

(exploratory and confirmatory factor analysis). SEM was then used to examine the causal 

relationships and “model fit” of the proposed model. The results provide evidence that the 

four CRM dimensions have a positive effect on customer loyalty and competitive advantage 
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of the bank. Among the CRM dimensions, customer knowledge is the most influential. 

Furthermore, customer loyalty acts as the mediator in the CRM model between CRM and 

competitive advantage. 

 

 Consumer behaviour studies may provide banks with useful information and present 

criteria according to which potential customers select their banks. Devlin (Devlin, 2002) 

investigated potential variations in the importance of various choice criteria, which were 

classified as either intrinsic or extrinsic in order to aid analysis with respect to customer 

financial knowledge. A database of 6700 respondents was used in the analysis. The results 

suggest that all customers rely primarily on extrinsic choice criteria when choosing a retail 

banking service. In addition, low financial knowledge is associated with a propensity to 

choose a bank purely according to location or recommendations. Whilst such factors are also 

important to higher financial knowledge groups, these groups are more likely to take account 

of intrinsic attributes such as service features, rate of return and low fees in their choice. 

Devlin and Gerrard (Devlin and Gerrard, 2005) made an analysis of customer choice criteria 

and multiple banking. A quantitative study incorporating 495 respondents from the UK 

revealed significant differences between selecting a first and secondary bank. Choosing a 

bank near one’s home, on the basis of family relationships, taking note of the 

recommendations of others and choosing a bank near a place of work dominate the rankings 

for both main and secondary banks. Such findings are consistent with many other studies 

(examples being Anderson et al., 1976; Martenson, 1985 and Devlin, 2002) and provide 

further evidence that, while most potential customers evaluate bank offerings, they select a 

bank using quite rudimentary factors. Recommendations from others and offering an 

incentive are significantly more important in promoting the choice of secondary bank. Service 

expectations and low fees are less significant in promoting secondary bank choice. Safakli 

surveyed 250 inhabitants of Northern Cyprus residing in different cities of the country 

(Safakli, 2007). In the course of the research, he ascertained that when it comes to selecting a 

bank, there are 6 main factors that influence a consumer’s decision: “service quality and 

efficiency”, “bank image”, “convenient location”, “parking facilities”, “financial factors” and 

“affected opinion” (Safakli, 2007). The research also shows the necessity of examining 

various consumer demographic indicators, since different consumer groups exhibit different 

behaviour in the bank selection process (Safakli, 2007). Indeed, research in the US has found 

a difference between younger and older bank customers (Marlowe and Linkook, 2003). It 

found that younger people are more interested in electronic services, ATMs and distance 

banking services, while customers over 50 appreciate personal service and a sense of 

community. Both groups value service quality and indicate that when it is low, they change 

service providers (Marlowe and Linkook, 2003). Belas and Gabcova (Belas and Gabcova, 

2016) proposed a model where the main factors of customer satisfaction are product quality, 

recognition of customers’ financial needs and acceptance of prices by a customer. In a survey 

with a total of 459 checking account customers they found that customer satisfaction is 

dependent mainly on the quality of bank products, customers’ financial needs, recognition by 

a bank and customer acceptance of prices. The other two variables originally proposed in the 

model (individual approach and trust) did not prove to have a significant effect. Vijayakumar 

et al. studied how service quality factors influence retail bank customer behaviour 

(Vijayakumar, Ananthkumar and Celina, 2014). The results of the research revealed that that 

the key factors are identifying and meeting customers’ expectations. The research indicated 

that customers are in need of timely assistance to understand and clarify the process and 

procedures of the bank. An analysis of aspects of consumers’ selection in the Baltic region 

has been conducted by a research group from Kaunas University of Technology in Lithuania. 

It was found that in selecting a bank, the majority of consumers consider reputation, deposit 
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and loan interest rates, service range and convenience (Lakstutiene, 2012). Meanwhile, when 

consumers select a bank for a particular service, convenience is the main criterion together 

with the branch network, service costs and a low minimum required balance (Lakstutiene, 

2012). Safakli indicates that in such studies similar important factors normally come to light; 

the difference is how they are arranged in priority lists (Safakli, 2007). Nonetheless the 

aforementioned studies show certain differences in Lithuania’s and Northern Cyprus’s 

consumer behaviour in the bank selection process. 

 

600 respondents participated in a study of consumer behaviour in the US, Germany and 

Russia. All three countries exhibited the same factors in consumer behaviour in bank 

selection, including “trust in the institution”, “stability” and “performance” (Schmidt, et al., 

2009). However, Russia is different in that online banking is not important to its consumers 

(Schmidt, et al., 2009). This could be explained by the limited availability of internet 

coverage in Russia.  

 

 Different cultures, politics, and social and economic aspects entail different consumer 

needs and wishes in the financial sector. Cultural and demographic differences are more likely 

to play a role in bank customers’ behaviour. Safar and Gayyem (Safar and Gayyem, 2016) 

showed that in Iran the main factors effecting customer loyalty are customer satisfaction, 

credit factors, physical features, response factors, reassuring factors and sympathy factors. 

Laroche and Manning (Laroche and Manning, 2006) determined how customers categorise 

banks and found the effect of demographic differences on this process. Customers’ decisions 

regarding bank selection varied with age, language, education and income. Different customer 

behaviour in specific client segments was found by Thwaites and Vere (Thwaites and Vere, 

1995) in an empirical study of student buyer behaviour in the context of banking services. 

While a large number of variables influence a student’s choice of current account provider, 

eight factors are identified as key drivers of the purchase decision. Based on these factors, 

four discrete orientations are established which represent distinct customer segments requiring 

alternative marketing approaches. Students are generally more inclined to shop around for the 

best offer, conduct business with more than one institution and are not particularly loyal. 

 

 The global economic crises are also making a definite impression on the financial 

sector and banking. Due to the financial crisis, trust in the banking system has declined in 

many countries. Jarvinen (Jarvinen, 2014) found deviations in consumer trust between 

European countries and identified countries with low, medium and high trust in banking and 

in different banking services (Jarvinen, 2014). Latvia was identified in the high trust level 

group. In a study in Greece involving 284 respondents, it was found that the three main bank 

selection criteria are “reputation and image”, “low service charges” and “reliability” 

(Kamenidou and Mamalis, 2013). As a result of the economic crisis, consumers are reviewing 

their budgets – their income and expenses. When income decreases, consumers immediately 

lower their expenses wherever possible, and one of the areas where they may wish to do so is 

bank services. This is also shown by the study, where “low service charges” are among the 

three most important things amidst the economic crisis in Greece. In its global financial 

market report, Deutsche Bank also notes that costs are more essential than ever before. They 

play a major role in customer satisfaction and profitability (Wruuck, 2013) in retail banking 

services. Based on a survey of 2 984 bank customers in 33 countries worldwide, Accenture 

(Accenture, 2014) has published data on the most important factors for consumers when 

selecting a bank. These are as follows: 

• good competitive pricing; 

• high quality customer service; 
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• good value for money; 

• high quality product/services; 

• easy to do business with; 

• trustworthy (Accenture, 2014). 

 

 Consumer behaviour in bank selection has also been researched from a demographic 

perspective, focussing in particular on consumer age (Msweli and Naude, 2015). A study was 

conducted in different countries with the participation of baby-boomers, Generation X and 

Generation Y. Such criteria as convenience and costs were among the top 5 most important 

things for consumers worldwide (Msweli and Naude, 2015) among all three generations. 

Nowadays younger generations are becoming more independent; parental influence and 

attitudes no longer play a defining role in consumer bank selection and the volume of 

information available online allows young people to be much more independent and make 

decisions on their own, evaluating available information on banks themselves (Msweli and 

Naude, 2015). Researchers already began to observe such tendencies around the year 2000. 

For instance, a study conducted in Germany shows that values are being revaluated in today’s 

society – yesterday’s values are becoming history. A globalisation of values is occurring 

alongside economic globalisation. As a result, a new identity is forming – a European identity 

that is being heralded as a new identity of a higher order, formed on the basis of the 

information society, where geographical distance is not an obstacle and the world has become 

smaller and more accessible (Eggert, 1998). A study in which 317 inhabitants of the US 

participated (Olorunniwo and Hsu, 2006) ascertained that the following factors influence 

service quality in mass services: 

• knowledge – employees’ level of competence, ability to use skills; 

• reliability – customers’ trust in employees, how well they keep promises; 

• accessibility – ability to design and provide services that satisfy customers’ needs 

through location, equipment, personnel and working hours; 

• responsiveness – the willingness of employees or professionals to provide services 

corresponding to customers’ specific needs; 

• tangibility – facilities, equipment, appearance of personnel (Olorunniwo and Hsu, 

2006).  

 

It has also been found that it is important for a bank to make a positive impression; the 

level of customer satisfaction needs to be high and customers need to be left with positive 

emotions in order to identify with a concrete brand and feel proud of this identification 

(Wulandari, 2016). If a bank has not completely satisfied a customer’s wishes, the customer 

will start to consider other banks. It has been found that if bank customers are no longer 

provided with a service channel that pleases them, their loyalty to the bank decreases and they 

will look for a bank that offers them such a service channel (Yu & Fleming, 2013). 

 

Analysis of consumer behaviour in the bank market shows that new aspects of 

consumer behaviour are forming as a result of the interaction of cultural, social, technological 

and economic processes; thus, different factors play the defining role in consumers’ bank 

selection in different countries. 

 

Methodology   

In order to achieve the aim of the research, a survey questionnaire was developed. For 

in-depth investigation of opinions and attitudes, a focus group discussion was also organised. 

The survey was made available on social network websites – www.facebook.com, 

www.draugiem.lv and www.delfi.lv – and sent to the electronic addresses of Latvian libraries 

http://www.facebook.com/
http://www.delfi.lv/
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for further distribution. 587 completed questionnaires were analysed, taking care to ensure 

that respondents corresponded to the overall group of inhabitants of Latvia according to age, 

place of residence, education level, etc. The distribution of respondents also corresponds 

approximately to the distribution of customers at Latvian commercial banks, among which 

Swedbank and SEB banka are in the leading positions, followed by Citadele banka, DnB 

banka and the Latvian branch of Nordea Bank AB. The questionnaire comprises three main 

sections, the first of which focuses on determining the factors influencing bank selection (Fig. 

1). The factors are divided into 10 thematic groups (categories) that have varying numbers of 

questions. 

 

 
 

Figure 1: Structure of the survey questionnaire 
 

A standard Likert scale without neutral evaluation was used for answers in this 

section. For instance, the section’s first category (services) comprises questions (Q1, Q2, Q3, 

Q4) asking the respondent to evaluate bank selection from the standpoint of the necessity of 

service range. The second category (service level) comprises questions (Q5, Q6, Q7, Q8) 

asking the respondent to evaluate factors related to service level. The third category (costs) 

comprises questions (Q9, Q10, Q11, Q12, Q13) asking the respondent to evaluate such factors 

as how important rates (costs) are. The second section of the questionnaire focuses on 

ascertaining respondents’ everyday banking habits. In order to determine which banks are 

most popular among respondents, one question (Q46) uses a nominal measurement scale with 

several possible answers. For questions on everyday habits in communicating with banks and 

on frequency of bank visits (Q47, Q48, Q49), an interval measurement scale is used. The third 

section of the questionnaire comprises demographic questions. In total, 44 different factors 

divided into 10 categories are subjected to respondent evaluation. The starting data obtained 

with the help of the survey was processed with MS Excel, while the compiled data was 

processed with SPSS. 

 

Factors influencing bank selection 

Q1-Q4 services 

Q5-Q8 service level 

Q9-Q13 costs 

Q14-Q18 branches 

Q19-Q22 ATMs 

Q23-Q27 
reputation/image 
Q28-Q33 financial 

indicators 

Q34-Q36 
recommendations 

Q37-Q40 
advertising 

Q41-Q45 
shareholders 

Banking habits 

Q46 bank 

Q47 visits 

Q48 phoning 
Q49 

corresponde
nce 

Q50 goal 

Demographic indicators  

Q51 
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Q52  
educati

on 

Q53 place 
of 

residence 
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10 individuals aged 22 to 79 took part in the focus group discussion; they were from 

different cities and regions of Latvia and mostly had a secondary or higher level of education. 

 

Factors influencing consumer behaviour in the bank market 
 
 

In order to evaluate consumer behaviour in the bank market and determine to what 

extent consumer bank selection is influenced by groups (categories) of various factors, 

respondents were asked to evaluate 10 categories (services, service level, costs, branches, 

ATMs, reputation/image, financial situation, recommendations, advertising and ownership) 

on a scale of 1 (not important) to 10 (most important). See Table 1 for a summary of 

respondents’ answers. 

 

Table 1: Evaluation of 10 categories of factors according to importance 

Category 

N
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X
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n

 

M
o
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X
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a
x
 

S
ta

n
d
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d
ev

ia
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o
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Services 

587 

(100%) 
8.1516 9.00 10 1 10 2.34685 

Service level 

587 

(100%) 
8.0818 9.00 10 1 10 2.11450 

Costs 

587 

(100%) 
7.9966 9.00 10 1 10 2.27015 

Branches 

587 

(100%) 
7.3884 8.00 10 1 10 2.30500 

ATMs 

587 

(100%) 
8.1584 9.00 10 1 10 2.17740 

Reputation/Image 

587 

(100%) 
7.3765 8.00 10 1 10 2.41786 

Financial situation 

587 

(100%) 
6.9898 8.00 10 1 10 2.46475 

Recommendations 

587 

(100%) 
5.7956 6.00 8 1 10 2.68718 

Advertising 

587 

(100%) 
4.3492 4.00 1 1 10 3.00949 

Ownership 

587 

(100%) 
5.2658 5.00 1 1 10 3.14294 

 

As can be seen in Table 1, the groups influencing consumers the most were found to 

be ATM accessibility factors (Xmean=8.1584) and factors related to service range 

(Xmean=8.1516). Service-level factors (Xmean=8.0818) and the group of factors related to costs 

(Xmean=7.9966) were also evaluated as very important. The least influential group is 

advertising-related criteria (Xmean=4.3492). A high standard deviation can be observed in the 

10-category evaluation – between 2.11450 and 3.14294. The data processing program SPSS 

shows that Cronbach’s α is greater than 0.7 for more than half of the categories (service level, 

branches, ATMs, reputation/image, recommendations and shareholders (ownership)), which 

indicates that the confidence level for these categories’ results is high. The confidence level 

for other categories is lower, though still between 0.5 and 0.6, which is an acceptable result, 

since bank service selection also has personal elements.  
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Nonetheless, it is of practical importance for banks not only to evaluate the importance 

of various groups (categories) of factors, but also to directly identify concrete factors that 

influence consumer behaviour and bank selection most substantially.  

 

 

The most important factors in consumers’ bank selection 
 

To determine the most (and least) important factors influencing consumer behaviour 

and bank selection, the importance of factors was analysed in each of the 10 factor categories. 

The factors’ significance becomes clear through graphic presentation of the factors that are 

important or somewhat important to consumers. As an example, Figure 2 shows the 

importance of factors in the category “costs”.  

 

 
Figure 2: Evaluation of factors related to the importance of bank service costs 

 

As can be seen in Figure 2, bank service costs are important or somewhat important to 

97.7% of respondents – a very high percentage indeed. 86.4% of respondents assess or 

partially assess bank service costs. Meanwhile, only 9% of respondents have no objections if 

the bank often changes its price list (that is, 91% of respondents do have objections). The 

majority of those surveyed in most cases (Mo=4) regard costs as important when selecting a 

bank. The focus group also confirmed this and maintained that bank service costs have 

increased in Latvia in recent years. For instance, many banks used to offer debit cards without 

yearly or monthly fees. Few banks do this now. As one of the focus group participants 

indicated, she has specifically chosen a bank that offers a debit card without fees. 

 

In recent years most Latvian banks have rapidly reduced their number of branches. For 

this reason, it would be useful for banks to know how important branch-related factors are to 

consumers. Figure 3 shows the importance of factors in the category “branches”.  
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The bank’s service costs 

are not important 
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Figure 3: Evaluation of factors related to the influence of a bank’s branches 

 

Although the proportion of electronic payments has increased substantially and 

customers are making wide use of online banking, the research shows that the majority of 

those surveyed in most cases (Mo=4) consider a branch’s proximity to their place of residence 

or workplace to be important when selecting a bank. Focus group participants maintained that 

a branch’s working hours are especially important for those who live outside the capital city 

Riga. Despite banks’ current strategy of opening branches in shopping centres, the research 

shows that only 57.6% of respondents regard this factor as important or somewhat important. 

 

Banks are investing considerable resources in marketing campaigns and various 

advertising activities. How important is this group of factors according to consumers’ 

evaluations? Figure 4 shows the importance of factors in the category “advertising”.  

 

 
 

Figure 4: Evaluation of factors related to the influence of advertising 
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The result is somewhat unexpected – only 15.50% of respondents choose the bank that 

advertises the most or make this choice to a certain extent. Only 26.70% of respondents like 

to receive direct advertising from a bank by email or post. Meanwhile, advertising is of no 

importance to 70% of respondents. Although a large standard deviation between 0.76092 and 

1.11658 can be observed in the evaluation of advertising-related factors, the majority of those 

surveyed in most cases (Mo=1) consider bank advertising or the frequency of its repetition to 

be unimportant when making a decision to select a bank. 

 

Given this article’s limited length, not all factors can be presented here graphically. 

Therefore, in compiling and analysing all 44 factors, we have identified the five most 

important factors (top 5 factors) that, from the perspective of consumers, are the most 

important and influence bank selection to a considerable degree. Table 2 presents the top 5 

factors in bank selection, all of them having been evaluated above 95% by respondents. 

 

Table 2: Top 5 important factors for consumers when selecting a bank 

 

As can be seen in Table 2, the standard deviation of the evaluation of the top 5 

important factors is low, while the average arithmetical values are high, since all respondents 

responded similarly, indicating precisely these 5 factors as the most important when selecting 

a bank. The top 20 important factors according to respondents’ evaluations were also 

compiled; they were from different categories: services, service level, costs, reputation/image, 

financial indicators and ATMs.  

 

In order to plan and save bank resources efficiently, it is no less important to identify 

factors that are of no great significance to consumers. Table 3 presents the 5 least important 

factors according to consumers’ evaluations (see Table 3). 
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1. Service quality is 

important to me 
Service level 99.70% 3.8978 4.00 4.00 1 4 0.32492 

2. Convenient 

distance banking 

services are 

important to me 

(online banking, 

telephone 

banking, mobile 

banking) 

Services 99.00% 3.9012 4.00 4.00 1 4 0.37011 

3. The bank’s 

reputation is 

important to me 

Reputation / 

Image 
98.10% 3.6746 4.00 4.00 1 4 0.52717 

4. The bank’s 

financial stability 

is important to me 

Financial 

Indicators 
98.00% 3.7888 4.00 4.00 1 4 0.47785 

5. The bank’s 

service costs are 

important to me 

Costs 97.70% 3.8126 4.00 4.00 1 4 0.48066 
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Table 3: 5 factors with the least influence on consumer behaviour 
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1. 

I choose the bank 

that advertises the 

most 

Advertising 15.50% 1.6269 1.00 1.00 1 4 0.76092 

2. 

I like to receive 

direct advertising 

from a bank 

(emails or by post) 

Advertising 26.70% 1.8825 2.00 1.00 1 4 0.98182 

3. 

I assess 

information about 

a bank’s financial 

situation using the 

FKTK’s tool 

“Bank Compass” 

Financial 

situation 
29.80% 1.9488 2.00 1.00 1 4 0.98055 

4. 

I have sufficient 

knowledge to 

assess a bank’s 

financial stability 

Financial 

situation 
30.00% 2.1210 2.00 2.00 1 4 0.96032 

5. 

I prefer banks with 

a broad 

shareholder 

structure 

Shareholders 40.20% 2.1925 2.00 3.00 1 4 0.92116 

 

As can be seen in Table 3, the factor with the least importance in consumers’ bank 

selection is “I choose the bank that advertises the most”. Consumers also do not like to 

receive direct advertising, do not have sufficient knowledge to assess a bank’s financial 

situation, and the Latvian finance market controller’s - FKTK’s specially developed tool 

“Bank Compass” is also rarely used for this purpose. Consumers do not value the role played 

by a broad shareholder circle in reducing risk. The following less important factors, though 

not among the 5 least important, should also be mentioned: it is not especially important to 

consumers for a bank to engage in sponsorship; only 43.9% of respondents mention choosing 

the bank most chosen by others; and little attention is paid to who owns a bank. 

 

It is important to note that all evaluations of factors’ importance mentioned thus far 

constitute the average evaluations from all respondents irrespective of their age, level of 

education, place of residence, bank where they receive services, etc. The research has also 

demonstrated that there is no statistically significant difference in how patrons of Latvia’s two 

largest banks in terms of customer numbers (Swedbank and SEB) evaluate factors.  

 

A sufficiently broad circle of respondents (587 completed questionnaires) made it 

possible to analyse the views of different consumer categories as well. It was found that 

consumers with different places of residence, of different ages, and with different levels of 

education exhibit statistically significant differences in their evaluations of banking factors.  
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The greatest differences in behaviour are found with regard to consumer age. In 8 of 

the 10 groups of factors, statistically significant differences have been found in consumer 

behaviour among different age groups. Consumers of all ages essentially agree only in two 

categories of factors: “services” (distance banking services, a wide selection of products, a 

convenient webpage, etc., are important to consumers) and “branches” (convenient working 

hours, proximity of branches, etc.). For instance, service quality, long-term relationships with 

banks and service costs are the most important factors for older people, while for young 

people, convenient distance banking services and a wide network of ATMs are the most 

important. As respondent age increases, the importance of reputation/image in selecting a 

bank also gradually increases, reaching its maximum value in the demographic group over the 

age of 56. The importance of service quality also increases along with a consumer’s age. 

 

Statistically important differences in consumer behaviour (7 of the 10 groups of 

factors) were also found with regard to level of education (primary, secondary or higher 

education). For instance, recommendations from others are more important for consumers 

with a lower level of education when selecting a bank, as are convenient working hours or 

proximity of ATMs. A bank’s reputation, financial stability and ownership structure become 

more important for consumers with a higher level of education. 

 

Place of residence (in the capital or its region, a small city or the countryside) has less 

influence on consumer behaviour. Regional differences in consumer behaviour appear in only 

4 of the 10 groups of factors. Respondents’ views were statistically different for the categories 

of service, reputation/image, recommendations and advertising; in the other categories, 

respondents answered similarly irrespective of place of residence. For instance, such a factor 

as a bank’s reputation/image has greater importance for bank selection in small cities and the 

countryside, as do recommendations from others. Differences in views can also be observed 

in the evaluation of advertising, which is less important for inhabitants of the capital and more 

important for residents of the countryside. 

 

Conclusion 

 

The research examined consumer behaviour and the main criteria for consumers in bank 

selection. It was found that of 44 factors, the five most important for consumers when 

selecting a bank are as follows (starting with the most important): 

- service quality; 

- convenient distance banking services (online banking, telephone banking, mobile 

 banking); 

- a bank’s reputation; 

- a bank’s financial stability; 

- a bank’s service costs. 

It was found that the least important factors are as follows (starting with the least important):  

-  I choose the bank that advertises the most; 

-  I like to receive direct advertising from banks (emails or by post); 

-  I assess information about a bank’s financial stability using the FKTK’s tool 

“Bank Compass”; 

-  I have sufficient knowledge to assess a bank’s financial stability;  

-  I prefer banks with a broad shareholder structure. 

It was found that there are statistically significant differences in evaluations from 

different consumer segments (age, level of education, place of residence). 
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The results may be used in the development of marketing activities to attract banking 

customers and in the optimisation of expenditures related to such activities. 
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Abstract  

The objectives of the study was to ascertain whether customer relations management 

positively impact the growth of small businesses and to determine whether excellent customer 

service and customer relations management assist in retaining customers of small businesses. 

In other for this study to give full details, it was restricted to some specific variables that 

includes; customer relationship, sales turnover, and corporate profitability. In the course of 

this study the researcher discovered that the role of customers’ relationship management 

adopted by small businesses cannot be separated from the business growth. It has been proved 

by many researchers that the effects that customers’ relations management strategies on the 

growth of small businesses cannot be over emphasized. Therefore for small businesses to 

operate efficiently in the competitive industry, businesses should engage in sustaining 

business relationships that is well evaluated and scrutinized in order for them to be able to 

remain in business. Also the result of this study showed that customers relations 

management has benefited business organizations to sustain customers and continue 
transacting businesses, it also reduce their cost in business and has also benefited 
business organizations to build customer’s loyalty which indirectly boost profitability 
capacity of the firms in the industry. Small businesses contributes a significant proportion 

to the growth of any economy because they form an integral part of wealth creation whether 

formal or informally. 
 

Keywords words: Customer relations management, small businesses, customer loyalty, 

profitability, sales turnover, business growth. 

Main Conference Thematic Tracks: Marketing Management 

Introduction 

Many small business owners believe that having goods or services to offer is enough 

reason to make customers and also retain them. This may be true of a scarce product but in a 

business environment where monopoly hardly exists superb customer relations is very 

important to differentiate ones company.  Great customer service begins with having the right 

attitude towards those who choose to do business with you. Seeing customers as troublesome 

and believe that they always want something for nothing, your mind set will saturate the 

company, service will begin to suffer and business will be lost’’. It is worthwhile to have an 

attitude of service as this builds solid relationships with customers that will lead to 

satisfaction for the customers, employees and business owners which will in turn enhance the 

reputation of the company and lead to superior performance. 

        Customer care is very important especially to small businesses as it has been said that 

it costs five times as much to attract a new customer as it is to keep an existing customer 

satisfied. It is important to recognize that losing a customer means not just losing a single sale 

but a lifetime worth of purchases and referrals. One of the key ways to build a lasting 
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relationship with customers is to make them the centre of the company. Knowing, serving and 

delighting the customers will go a long way to make the company a success.  

        Also, Reichheld & Teal, 2008 posits that the average business keeps only 70 to 90 

percent of its customers each financial year. Even though this may seem like a decent 

retention rate, it should be noted that it ‘costs around six times as much to acquire a new 

customer as it does to keep an existing one’ and new customers may buy less than existing 

customers. Long term customers usually stay with a company because they trust it and trust 

usually translates to sales. Long term customers turn to loyal customers who tend to buy the 

company’s more expensive products, are less sensitive to increase in prices and refer their 

friends too and it shows how it is important to retain customers and the need for companies to 

do so effectively. 

 

Objectives of the Research 

The research study will: 

i. Ascertain the effects of customer relations management  

ii. The importance of customer relationship management to small and growing 

businesses. 

iii. Identify the different types of tools companies need to successfully establish customer 

relations management 

iv. How adding customer service management to the strategies of a company can be a 

positive move. 

Research Questions 

i. Does customer relations management positively impact the growth of small 

businesses? 

ii. Is there a positive and significant relationship between customer service relations 

and business growth? 

iii. Does excellent customer service and customer relations management assist in 

retaining customers of small businesses? 

       Significance of the Research 

  The small and medium scale sector which many businesses and industries belong 

faces a major challenge of performance in terms of efficient and effective utilization of the 

available resources to generate adequate output that can compete globally (Ogujiuba, Ohuche 

& Adenuga, 2004). 

              The research aims to help small and growing business owners know the importance 

of building and establishing genuine relationships with their customers which will in turn 

contribute to positive business performance. 

 

      Overview Small Business 

           The concept of small business is dynamic and relative. Several institutions and 

agencies define small business using different parameters such as employee size, asset base, 

working capital, initial capital, sales value or volume and spatial dispersion (Aruwa & 

Gugong, 2013). Definition of SMEs in the North Cyprus context is based on number of 

employed, so in this paper the definition used by the TCCI was adopted. Thus, according to 

TCCI, SMEs are defined as firms employing fewer than 99 people (Ünlücan, 2010). With this 

definition it shows that small businesses need help to grow their business without necessarily 
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breaking the bank. They need all the extra finance they can get to plough back into the 

business especially in an economy where raising funds can be difficult. So if these businesses 

can get customers to make return visits, recommend them to friends’ family and colleagues 

this will go a long way to helping them make profits (Ikeije & Onuba, 2015). This can be 

done by using customer relations management and excellent customer service to attract and 

retain customers (Ikeije & Onuba, 2015). 

 

     Customer Relations Management Defined 

Change your focus from money making to serving more people. Serving more people 

makes the money come in. To some it means smiles, or comments like ‘thank you’ and 

‘please come again’. For others CRM means a broader marketing effort, leading to nothing 

short of complete customization of products or services to fit individual customer needs. The 

goals of CRM program of many small companies is somewhere in the middle of these two 

perspectives (Kiyosaki, 2008). According to Buttle & Maklan, 2015 CRM involves treating 

the customer the way the entrepreneur would want to be treated if he or she were a customer. 

             The concept of customer relationship management is not new. For many years 

entrepreneurs have seen the need to treat customers well using the ‘customer is king’ adage. 

Elmubasher, 2017 noted that there are two types of customer relationship management, the 

traditional and the modern (customer centric).  The traditional customer relationship 

management approach scatters data and processes between departments which causes 

customer dissatisfaction. It encourages a reactionary view waiting for dissatisfaction to occur 

before trying to solve any issues. Modern customer relationship management focuses on the 

customer rather than the product or service. The forerunners of the Modern customer 

relationship management techniques were developed in the 1960’s by marketers like Sears 

and various book clubs. They stored information about their customers in computers for 

reasons other than invoicing. Their aim was to know more about their customers, who they 

were, what they wanted and what their interests were.  

 

        The Importance of customer relationship management to Small Businesses 

           As shown below a company’s next sale comes from two sources- a current or new 

customer. Though both types of customers are valued by small businesses but current 

customers are many times taken for granted and neglected. While marketing efforts bring in 

new customers keeping existing customers happy should be a higher priority. According to 

Cooper, Upton & Seaman, 2005 small business owners do not understand this simple rule. 

Small business owners see CRM as an expensive initiative and many do not bother to try and 

retain their customers.  

           Brian Vellmure, the founder and CEO of Initium technology a provider of customer 

relationship management solution to small firms has identified five major economic benefits 

of maintaining relationships with current customers: 

i. Acquisition costs for new customers are high 

ii. Long-time customers spend more money than new ones 

iii. Happy customers refer their friends, family and colleagues 

iv. Order-processing costs are lower for established customers 

v. Current customers are willing to pay more for goods 

Growth Strategies International, performed a research in 2002 on customer 

satisfaction in 40 countries by InfoQuest the conclusion of the survey was that totally satisfied 
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customers contribute 2.6 times more revenue than a somewhat satisfied customer, totally 

satisfied customers contribute 17 times as much revenue as a somewhat satisfied customer. 

Totally dissatisfied customers decrease revenue at a rate 1.8 times what a totally satisfied 

customer would contribute. 

        This goes to show that making customers satisfied and happy with service rendered is 

important to business growth. Great customer satisfaction has an effect on the profitability of 

any business. People who receive excellent service will tell nine to ten people (Gitomer, 

2005).  Most people value being treated well and will even pay more for this service 

(Keiningham & Vavra, 2001). Hoyer, MacInnis & Pieters, 2012 noted that satisfies 

customers’ form the foundation of any successful business as customer satisfaction will lead 

to repeat purchase, brand loyalty and ‘word of mouth’ marketing. An unsatisfied customer 

will tell more people about his experience leading to loss of existing and potential customers 

(Gitomer, 2005). 

 

 

Figure 1: Diagram showing customer satisfaction (Cullen, 2001) 

 

        Managing Customer Satisfaction 

According to Kotler, Dubois & Manceau, 2003 customer service is all activities of any 

business which is involved in making it easy for customers to reach the right parties within 

the organization and reach quick and satisfactory service, answers and resolutions of 

challenges. Aruwa & Gugong, 2013 also sees customer service as everything an entrepreneur 

offers that helps to separate his product from his competitors own. But why is customer 

service so important? Because happy customers are loyal customers and that translates very 

clearly to company performance. Higher levels of customer satisfaction can really set the 

company apart from the competition, with the main reward being customers’ commitment to 

doing business with you.  

         Buttle & Maklan, 2015 sees small companies in a unique position to offer truly 

exceptional service, because they have fewer customers, they are able to build stronger and 

closer relationships with those they serve and hold them as customers. The following are 

some of the more common sign posts on the road to extraordinary service: 
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i. Doing business on a first name basis. Small businesses can get to know their 

customers by name and greet them by names building a bond and encouraging loyalty. 

ii. Keeping in touch. Face to face and phone conversations are effective than e-mails or 

mass text messages. Asking for feedback during these personal interactions will be 

helpful to the growth of the business. 

iii. Finding ways to help. Sending articles and information of interest with a kind note 

attached, remind them of important dates (like birthdays and anniversaries). The costs 

are minimal but show you care and the favour is usually returned. 

iv. Customising your service to meet customer preferences. This will increase the value 

of what is offered while showing customers they are important. 

v. Addressing problems promptly. Doing so lets customers know that they are important. 

Contacting lost customers to find out where they have gone and use the information to 

correct deficiencies. 

       When organizations communicate with their customers via telephone, etiquette is 

essential.  Customers also demand quick service. Small Business Advice believes that speed 

of delivery can create a competitive advantage for small businesses. Reynoso, 2010 notes that 

customers expect a reasonably prompt response when they make enquiries. So business 

owners should establish time standards as this ensures enquiries are handled efficiently. 

       Companies should also be honest in their communication about their goods and 

products. Freemantle, 1993 states that it is the positive points of products and services that 

sells them. It is only logical to put a product in its best light. It doesn’t make much sense to 

mention a products weakness during a sales pitch.  When things do go wrong it is important 

that companies inform their customers if they cannot keep service promises. He also points 

out that by contacting customers and explaining the issues, the organization can control the 

situation and prevent potentially damaging side effects. 

        Freemantle, 1993 proposes that honesty and openness relate to details of customer 

service such as a promise to return a call, to deliver within a number of days. Customers find 

assurance in companies where promises are kept as this demonstrates a high level of customer 

care (Reynoso, 2010). 

        Creating customer loyalty is done through meeting customers’ expectations Katz, 

1999. Parasuraman, Berry & Zeithaml, 1993 noted problems associates with meeting 

customers’ expectations. They noted that the customer has some perceptions about the service 

he expects and that if the company failed to meet these expectations there would be a service 

quality gap. 

         Lately some little organizations proprietors have started to go past CRM to stress 

customer experience management (CEM). This methodology perceives that with each 

connection, clients learn something about the business that will either reinforce or debilitate 

their fulfillment and yearning to return, spend more and prescribe the brand to others. Having 

a positive involvement with a business can have all the effect particularly in a business 

situation that has a great deal of competition.  

      Technology in Customer Relations Management  

        Long haul associations with clients depend on data. Customers may be reached from 

various outlets like telephone calls, letters, messages, instant messages and texts. To make 

contact with clients less demanding numerous product items or technologies have been 
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created to help with keeping customers details. These technologies are intended to accumulate 

all client contact data into a solitary information administration program. In this time of web 

shopping, customers hope to get phenomenal client administration in light of the fact that 

businesses can receive email alternatives, utilize live talks and different types of collaboration 

and individual consideration. Mazor, 2016 called our attention to that customers who 

normally value the comforts that are incorporated with business websites however can get to 

be disappointed when the experience does not go precisely as arranged which happens 

frequently. Utilizing CRM program applications can be compared to utilizing a super 

productive sales representative (Ikeije & Onuba, 2015). 

         Choosing which advertising action ought to get the starting CRM backing isn't 

generally simple, however the sales unit in light of the fact that it produces the biggest 

measure of customer contact. The following are the essential sorts of customer relationship 

management program applications that can be considered for developing business:   

i. Sales automated simplify the revenue process.  

ii. Marketing automated simplifies the promotion procedure. Applications consist of 

campaign management; e-mail promoting, data source promotion information marts  

iii. Customer Support / Call Centres are the main conduits between consumers and 

organizations.  

iv. Analytics covers customers’ predictive attributes, strengthening businesses to identify 

how a client is likely to respond to different advertising and promotion campaigns. 

v. Channel Control is the procedure of increasing an enterprise's internal information 

sources and organization procedures to its suppliers and partners outside their intranet.  

vi. Incorporating other technology (IT) techniques within a business environment. This 

normally consist of developing with current business resource planning (ERP) 

techniques, data source, Internet and intranet programs, recruiting and employee store 

and associate and provide sequence techniques. 

      Related Works 

  A large portion of customer relations management research has concentrated on 

customer maintenance and has not investigated the likelihood of reinitiating relationship with 

customers. Reinartz, Krafft & Hoyer, 2004 for instance portray the operationalization of 

relationship start, relationship support and relationship end, yet miss the mark concerning 

depicting how relationships can be reinitialized. For instance Blattberg & Deighton, 1996 

placed that the valuing of an administration influences the appropriation rate by purchasers. 

Accordingly, a firm may charge a lower price in the early on phase of the business 

relationship, to create positive informal exchange among the purchasers, and to accelerate the 

learning of the administration suppliers. Subsequent, attempting an item from one firm, 

whether a customer will attempt another item from the contender relies on upon the first item 

quality, and the probability of deteriorating item from the competition. The probability of 

getting a second item that is more regrettable relies on upon the conveyance of item quality in 

the business. Fornell, Johnson, Anderson, Cha & Bryant, 1996 demonstrate that while more 

profound cost rebates build future buys for the new customers, they decrease buys from built 

up customers.  

Fornell & Wernerfelt, 1987 demonstrate that customer dissensions ought to be 

empowered, in light of the fact that grievances give the firm chances to mollify and hold 

disappointed customers. What's more, as protest volume is higher in a concentrated industry 

where customers have less option, the potential result from presenting dissension management 

is higher. Firms ought to be careful, then again, that variables other than the pay approach 
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likewise influence customer fulfillment with service disappointment recoveries. Bolton & 

Lemon, 1999 demonstrate that the procedure that a customer experiences amid the 

administration recuperation can likewise influence the level of customer fulfillment. 

        Scientists have additionally researched the most extraordinary type of customer 

fulfillment, customer satisfaction. A few scientists have placed a nonlinear impact for 

satisfaction, including a zone of resilience Parasuraman, Berry & Zeithaml, 1993 in which 

there is a first edge of fulfillment, underneath which there is minimal behavioral effect and a 

second edge of fulfillment, at which customer satisfaction kicks in. Likewise the use of verbal 

exchange for items or service referrals can't be over underlined one of only a handful couple 

of exact exhibitions of this impact demonstrates that customer satisfaction has a positive 

impact on word-of-mouth, which in turn has a positive impact on sales and market share 

(Danaher & Rust, 1996). 

         Hogan et al., 2002 discover the systems by which word-of-mouth1 effects client 

productivity. They show that recommendations are more important during the beginning part 

of the item life-cycle, as the beginning adopters’ recommendations impacts the rate of growth 

of item adopting. One of areas in calculating recommendations is that it is difficult to notice 

what is usually in the form of private discussions.  

          Aggregate stores of effect connecting client care to financial effect have also been 

shown by (Fornell, Johnson, Anderson, Cha & Bryant, 1996). In the same way that 

customizing products improves customer satisfaction and profitability, show that tailoring 

customer management effort to the different customer is necessary to optimize corporate 

earnings. 

 

Methodology 
 

The population of the research constitutes the staff and customers of the firms. The 

population of the study will comprise of small businesses in TRNC. The names of 4 small 

businesses that have agreed to participate in this research are: Reis Market, Lemar Market, 

Okma, Market and Killer Market. It should be noted that Statistical Package for Social 

Science (SPSS) was used for analyzing frequencies and testing research hypothesis 

(Regression). 

Analysis 

Questionnaires was administered to (86) participants across 4 small businesses in 

TRNC, of 29.07% were from Lemar, 23.26% Okma, 23.26% Reis and 24.41% were from 

Killer. In the study, 55.8% were male and 44.2% were female. There were 38.37%business 

owners, 11.63% employees and 50% were customers. It also showed that 47.67% of the 

population had work experience between 1-5years, 38.37% (6-10years), 10.47% (11-15years) 

and 3.49% (15years and above) 

i.  Customer Service. 

This classifies respondents by their classes as regards their perception of offering of 

excellent customer service. This shows that business owner represents 33 (38.4%) and 

employees represent 10 (11.6%) and customers represent 43 (50.0 %). 
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ii.  Customer Retention 

This group of respondents by their classes as regards their perception as being treated 

as friends of the company. This shows that business owner represents 38 (44.2%) and 

employees represent 10 (11.6%) and customers represent 38 (44.2 %). 

iii.  Customer Relationship 

This classifies respondents by their classes as regards getting rectifications done as at 

when due. The table shows that business owner represents 30 (34.8%) and employees 

represent 13 (15.2%) and customers represent 43 (50.0 %). 

iv. Customer loyalty 

This classifies respondents opinion of them not minding continuing doing business 

with the company, it shows that 4(9.3%) of re1spondents strongly disagree, 9(20.9%) 

disagree, 4(9.3%) are undecided, 18(41.9%) agree and 8(18.6%) of respondents strongly 

agree. 

v. Sales Turnover 

This classifies respondents opinion on sales turnover increase due to good relationship 

with customer, it shows that 3(7.0%) of respondents strongly disagree, 7(16.3%) disagree, 

8(18.6%) are undecided, 21(48.8%) agree and 4(9.3%) of respondents strongly agree. 

vi.  Profitability 

This classifies respondent opinion on if customers relations management improves the 

profit level of the company, it shows that 1(1.2%) of respondents strongly disagree, 10 

(11.6%) disagree, 20(23.3%) are undecided, 28(32.6%) agree and 27(31.4%) of respondent 

strongly agree. 

Hypothesis Testing 

 

Hypothesis I 

Ho1: Customer relations management does not positively impacts the growth of small 

businesses.   

Ha1:  Customer relations management positively impacts the growth of small businesses. 
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Table7: Coefficients (a) Hypothesis I 

 Model 

  

  

Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta B Std. Error 

 (Constant) -.069 .311   .2 .824 

  Employees know 

and understand the 

products/services 

.481 .047 .573 10.167 .000 

  I get all 

rectifications done 

as at when due 

.383 .075 .290 5.141 .000 

a. Dependent Variable: Sales turnover has increased due to good relationship with our 

customers 

Interpretation and Decision 

The coefficient table above shows level of significance of at .000 for both independent 

variables, which is P < .05 implies a statistical confidence of above 95%.  This implies that 

Customers relations management adopted by the firms’ impact positively on the growth of 

small businesses. Thus, the decision would be to reject the null hypothesis (H0), and accept 

the alternative hypothesis (H1). 

Hypothesis II 

Ho2 Excellent customer service does not assist in retaining customers of small businesses 

Ha2 Excellent customer service assists in retaining customers of small businesses.  

Table 2: Coefficients (a) Hypothesis II 

 
 Model 

  
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

  B Std. Error Beta B Std. Error 

 (Constant) 1.818 .315   5.771 .198 

  The company 

offers excellent 

service to our 

customers. 

.480 .054 .561 8.864 .000 

  The company 

empower the staff 

to provide quality 

service 

.082 .063 .082 1.293 .000 

a. Dependent Variable: Customers relations management improves the profit level of the company 

Interpretation and Decision 

The coefficient table above shows level of significance of at .000 for both independent 

variables, which is P < .05 implies a statistical confidence of above 95%. This implies that 

excellent customer services adopted by a firm assist small businesses to retain customers 

which in turn increase turnover and enhances the profitability of small businesses. Thus, the 
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decision would be to reject the null hypothesis (H0), and accept the alternative hypothesis 

(H1). 

 

Summary of the Work 

          In other for this study to give full details, it was restricted to some specific variables 

that includes; customer relationship, sales turnover, and corporate profitability. In the course 

of this study the researcher discovered that the role of customers’ relationship management 

adopted by small businesses cannot be separated from the business growth. It has been proved 

by many researchers that the effects that customers’ relations management strategies on the 

growth of small businesses cannot be over emphasized. Therefore for small businesses to 

operate efficiently in the competitive industry, businesses should engage in sustaining 

business relationships that is well evaluated and scrutinized in order for them to be able to 

remain in business. 

           Also the result of this study showed that customers relations management has 

benefitted business organizations to sustain customers and continue transacting businesses, it 

also reduce their cost in business and has also benefitted business organizations to build 

customer’s loyalty which indirectly boost profitability capacity of the firms in the industry. 

Small businesses contributes a significant proportion to the growth of any economy because 

they form an integral part of wealth creation whether formal or informally. 

 

Conclusions 
 

The success of businesses enterprises in today’s global world cannot be in view 

without the consideration of the customers as friend that should treated with empathy and 

dignity. Businesses all over the world go as far as possible to acquire equipment and products 

that they perceive would aid their business transactions and performance. This study is an 

important study that helps to evaluate the effects of customers’ relations management on 

organizational performance of small businesses in TRNC.  The study found that business 

enterprises that have adopted the customers’ relation management strategies are performing 

better than those that are not customer centric. 

This study provides information for entrepreneurs to know the essence of adopting 

certain customer friendly initiatives to enhance business functions so that result can be 

achieved with less stress. The study will also assist new entrants into the small scale industry 

to know that they cannot succeed without considering building and sustaining business 

relationships that is poised to make business process to be easy. Since the study will assist 

new entrants to enter into industry, it will also be an opportunity for new service 

entrepreneurs, consultants or vendors to venture into the areas like customers service in which 

needs of small scale industry would be met. 

 

 

Recommendations 

    Based on the findings of the study, the following recommendations can be summarized; 

i. Since it has been reflected in this study that customer relations management positively 

impacts the growth of small businesses.  Entrepreneurs should endeavour to provide 

more frameworks for adopting customer’s relationship that will benefit the 

organizations in the area of need to avoid financial crisis. 
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ii. It is recommended that small businesses should find ways of understanding and 

sustaining customers’ relationship to encourage more patronage by being efficient in 

terms of pricing and service quality because findings showed that there is a positive 

and significant relationship between customer service relations and business growth. 

iii. Companies should ensure they keep customers abreast of all necessary information 

that they need to continue having business dealings together to avoid reduction in 

profit levels. The finding in the study has shown that the adoption of excellent 

customer service assists in retaining customers of small businesses. 

  

        Limitation of Studies 

As to any research project, the study also has some limitations. The sample size  used 

were restricted to a certain limited sampled population because it considered only 4 small 

sized business as case study. The study was done within a particular geographical location. 

The time constraint is also a limitation to this study, since the study was carried out while on 

academic programme.  

 

Suggestions for Further Studies 

This research work focused on the customer relations management as a business 

building tool for small and growing business in TRNC. The researcher therefore suggests that 

further studies in this research topic be carried out on a larger population including the 

consideration of other service firms as the hospitality and financial services system of TRNC. 

The researcher also suggests that further studies can be carried out on related topics 

like ‘the impact of customers’ relationship management cost on the organizational 

performance of businesses’. 
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Abstract 

 
There are records of accidents within the construction industry as reported. Over the years, 

serious injuries and fatalities to construction workers have been recorded, certain codes and 

regulations have not been fully accepted because of the cost and sometimes the political 

situation. When it comes to reliance on regulatory standards and prescription codes as 

identified, it tends to produce solution obvious risks and safety issues and less effective 

addressing previous unknown dangers. The prospect of recording an assumed number of 

deaths in today’s constructions would not be accepted today due to fear of litigations. This 

paper has demonstrated that the sector of Construction performs a very necessary role in the 

Safety and Health of the workforce, environment and occupants and also in economy of every 

other country. The character and con tent of the sector has been exploited to shed more light 

on the intricacy of the industry and also the process of construction. 

 

Keywords: Management, Health and Safety, Workforce, Construction, Accidents 

 

Introduction 

Some of the earth’s major landmarks or structures have cost many lives during their 

construction. For example the Great Wall of China notoriously cost as much lives as a million 

of its workers during its construction and has a name tag as “the longest cemetery on earth by 

its local population (Lovell J, 2009). Most recently during the construction of the Panama 

Canal (1881-1889) it is highly accepted that over 27,000 lost their lives in its construction.  

 

Figure 2:2 Shows Panama Canal under Construction, Source: Bennett, I. E. (1915). 
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Though there is no accurate or detailed records of the mishaps, over 22,000 workers are 

calculated to have lost their lives due to safety loopholes during the duration of the overall 

projects construction under the inspection of the United States Administration, a high level of 

good safety planning minimized the number of deaths, notwithstanding, over 5000 workers 

still lost their lives during the project execution in 1904 to 1914 (Panama Canal Authority, 

2006). 

 

   The Eiffel Tower construction (1887-1889) during the same period had an improved health 

and safety records. There is only but one death during the construction of a worker during the 

Otis mounting installation of an Elevator Lift. The Architect of this period were not ignorant 

of the dangers of losing lives in construction. Tool was estimated to cost 100 lives with a ratio 

of one death for each floor but at the end recorded only seven deaths (Aaseng N, 2000). The 

prospect of recording an assumed number of deaths would not be accepted today due to fear 

of litigations. 

 

Figure 2:3 shows Eiffel Tower workers. Source: Barthes, R. (1997). 

 

  When it comes to reliance on regulatory standards and prescription codes as Kletz 

(1990) identified, it tends to produce solution obvious risks and safety issues and less 

effective addressing previous unknown dangers. 

 

Accidents in Construction 

There are records of accidents within the construction industry as reported (HSE, 

2007). Figure below shows that though serious injuries and fatalities to construction workers 

has been recorded, certain codes and regulations has not been fully accepted because of the 

cost and sometimes the political situation. 
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Figure 2:4 shows the fatalities or injury to workers in the construction industry in 

Europe. (HSE, 2010) 

 

 

Figure 2:5 shows the number and rate of reported injury to employee (HSE, 2010) 

For instance in United Kingdom, the construction design and management was 

updated in 2007 after obtaining the approved code of practice (ACoP) on the sixth of April 

2007. The construction, design and management (CDM) stands to make sure that clients, 

contractors and designers reconsiders and improves on the Safety and Health codes in all the 

projects from the beginning until the cleaning stages. It was put in place to guide construction 

in line with the standard and regulations. 
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The Figure below exposes the origin of the influencing factors in construction hazard and 

accidents. 

 

Figure 2:6 shows Hierarchy of factors influencing construction accidents (Haslam, 2006) 

The figure above clearly shows the link of construction accidents and construction design. 

2.2 Occupants Safety and Health Issues 

 

For this paper work, the adequate understanding of how the end users or occupant can 

be affected by existing standard Safety and Health Regulations. Although there are many 

regulations and safety measure put in place to safe guard the Health of the work force in the 

industry, end users occupant appears to often forgotten and their health put into danger 

sometimes are made sick due to ‘Unhealthy Building Syndrome’. 

 

As March and Curwell (1990) stated, the standard of the developed environment in 

one way or the other cannot be directly linked only on Architectural specification and forms, 

but also on the nature and quality of the material, effective building maintenance, safety and 

health measures observed during construction and the standard of the building services. 
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“Cradle to Grave” a theory by Curwell and March (1990) expounds clearly that the 

demolition, construction phase, project design, maintenance must be considered by the 

Architect designer thereby highlighting focus to the end users also not just the work force. 

 

The major causes of sick building may not just be the common wrong designs by 

designers on the flow of air but could be a question of poor maintenance. Examples like 

unhealthy air ducts, inadequate heating vents, contaminated ducts etc. And also commercial 

Research (Curwell and March 1990) states that over 75% of these problems are related to 

poor maintenance or irregular maintenance. 

 

2.3 Architects Safety and Health Responsibilities 

 

As a designer there is a huge role to play in Safety and Health in construction industry. 

For example the UK legislation Section 6 (HSWA) placed certain duties on designers “By 

persons at work”.  

Figure 2:7 depicts clear cause and effect diagram, pointing some typical clear causes of 

substandard output design (Thorpe, 2005). Some these duties clearly give the architect a clear 

responsibility on the issues of health and safety in the building industry in the UK. For 

example, Architects must ensure they design according to Health and Safety guidelines and 

also tender designs that provides for safety precautions for the workforce during construction 

(HSWA, section 6) 

 

 

 

Architects Designs for Safety and Health 
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Conventionally, the industry of construction has a component of exclusiveness in the 

sense that generally the Architects design is typically separated away from the design 

installation site and also segregated from the creation part. Furthermore, the Architect 

sometimes called the Designer, which defines the Architectural profession, is basically not 

proficient enough to instruct the builder on the method development for the outline Carpenter, 

(2004). Basically, without directions the outcome of the project may leave the exercise 

vulnerable to claims against their experts on repayment of insurance policy in a situation of 

lack of success (Thorpe, 2005). 

 

On the whole, having in mind that it is generally held that contractors are experts in 

construction methodology as well as the system of operations (Carpenter 2004). Therefore it’s 

improper for designers to control types of installation methods which can possibly affect the 

contractor’s decision, because recommendation given may not examine the influence on other 

outlined bundles and the current field setting at the period of fabrication and construction. 

 

In addition, series of arguments has been focused around Architects who do not 

possess required or have construction expertise or experience on site. Therefore it could be 

contended that different Architects, for example, Structural Engineers can direct construction 

to an extent having in mind that they require to look at the establishment process intensively. 

In the case of a sophisticated building for example, a scaffold may need other comprehensive 

and advanced system put in place that meets with required safety and health standards to 

uphold or back the ultimate design proposal. Moreover, this may also need comprehensive 

and carefully mapped out design works plan and assignment for the individual right or 

interest. 

 

Furthermore, other categories of designers , which includes experts from other fields 

of the construction industry  for instance distributors of plumbing materials, timber edge 

structures, cladding or material frameworks frequently have experience of construction 

process, conceivably this experience has been gained by a means of active experience through 

exchange or professional vocation advancement(Thorpe 2005). Hence the importance for 

Designer to acknowledge that the contractor’s ability and viability ought to be an important 

aspect of building design knowledge as every other industry will normally design their 

product with instructions and directions on the best way to make and sustain its product in a 

safer and healthier level. In reality it is observed that this process is normally sophisticated, 

the duty of an Architect touches only area they are working upon. For instance, the 

accommodation of layout proposal is normally to include issues relating to the situation of 

construction on location with respect to issues such as utility services, site access, structural 

stability concerns and issues relating to internal finishes (Bone, 1995). 

 

Summary 

Health and Safety has always been of a great concern in the construction industry even 

till today. However this has not received adequate attention as it should especially in area 

where there are no strong governmental presences in the industry especially as I realized in 

the course of this research that many of these injuries and sometimes deaths are not reported 

for fear of judicial action or court injunctions. 

In summary, this paper has demonstrated that the sector of Construction performs a very 

necessary role in the Safety and Health of the workforce, environment and occupants and also 

in economy of every other country. The character and content of the sector has been exploited 

to shed more light on the intricacy of the industry and also the process of construction. 
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Moreover there are no specific stream lined systems to measure the impact of the health and 

safety measures in the building industry. Also the universities lack the basic learning scheme 

to produce graduates with vast experiences on safety and health field in the industry. There is 

no clear platform to understudy the progress of the end users in the construction industry, 

therefore this work intends to explore these area with due recommendations on the way 

forward.Furthermore, the sectors correlation with the evaluation of Safety and Health has 

demonstrated that present conditions for proper regulation of Safety and Health, specifically 

CDM has developed over time as much as the process of construction and made an 

observation that consideration in safety and design is not in any way a new concept. 

Moreover, the word designer as explained as regarding to law formulation has further been 

demonstrated to be extensive and includes several personalities and organizations effective in 

the area of the industry. Also, this paper has also demonstrated the measure in which the 

legislation or formulation of Safety and Health has incurred precise obligations on the holders 

of key responsibilities. 

  

Further studies will throw more light on the obligation of Construction Development 

and Management and present analysis on the tight relation of the design for safety idea and 

will further explain the anticipation of Designers relating to the control and also the 

relationship between the performance of Design, Safety and Health 
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Abstract 

This paper analyzes the development in scientific knowledge in the area of business 

performance research, based on a systematic review of 1,338 publications available in the 

Thomson Reuters’s Web of Science electronic database published between 1971 and 2017. 

The dataset was analyzed through the Java application for visualizing trends – CiteSpace. 

Analyzing these records showed the most important footprints of the related research 

activities including an identification of prominent groupings and the visualization of the 

merged network of co-citation studies. A total of 253 clusters of co-cited references were 

identified and overall properties of the network were supported by the modularity Q and the 

mean silhouette scores. Phrases from the titles of articles that cited a particular cluster were 

extracted and visualized in a network emphasizing key topics on the business performance 

research having been addressed in the literature till 2017. Among top ten topics that have 

formed the research in the given period belong governance perspective, family businesses, 

business model design, business group, business performance relationship, e-commerce 

capability, business performance relationship, hrm intensity, product program innovativeness 

and business partnership. The paper concludes by summarizing key findings and noting the 

limitations of the study.  

 

Keywords: Business Performance, Performance Management, Performance Measurement, 

Co-Citation Analysis  

Main Conference Thematic Tracks: strategic management, financial management 

 

Introduction 

Every corporation seeks to find paths to sustainable and resilient enterprise. Better 

performance is inevitably connected with improved strategy work. Documented linkages to 

social, environmental and economic performance are an inseparable part of every strategy (Lo 

and Sheu, 2007; Zott and Amit, 2008, Darnall, Henriques and Sadorsky, 2010). Edgeman, 

Neely and Eskildsen (2015, p. 862) consider “key categories included in the strategy model to 

include enterprise culture, execution, productivity, flexibility, innovation and performance.” 

 

“It has been long recognized that performance measurement and management (PMM) is 

critical for the effective and efficient management of any business,” Melnyk, Bititci, Platts, 

Tobias and Andersen (2014, p. 173) point out. PMM systems often communicate strategic 

goals (Magretta and Stone, 2002). Therefore, their use is recommended for making strategy 

implementation in a company easier with the aim to enhance corporate performance (Davis 

and Albright, 2004).  

 

The scientific literature often recognizes the role which PMM systems play in 

improving strategic alignment. The use of multiple performance measures in manufacturing 
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profit centers and their influence on the improvement of implementation of their strategy was 

studied by Lillis (2002). Ukko, Tenhunen and Rantanen (2007) analyzed in their study 

improvements in the performance management processes across the organization following 

implementation of PMM systems. 

 

Research has demonstrated that PMM systems have been deeply embedded in a 

majority of organizations all over the world (Pavlov and Bourne, 2011) and have attracted a 

lot of academic as well as non-academic attention (Bititci, Cocca and Ates, 2016; Franco-

Santos et al., 2007; Franco-Santos, Lucianetti and Bourne, 2012; Marr, 2009; Marr, 2012; 

Micheli, Mura and Agliati, 2011; Neely, Gregory and Platts 2005). Therefore, analyzing 

business performance research through a multiple-perspective co-citation method has 

appeared to be useful in enriching current knowledge of the topic including an identification 

of areas that are relevant in the given field or domain and outlining emerging research trends 

for future research. 

 

The paper aims to advance the current debates on business performance research using a 

co-citation analysis of literature published in top management, business and economic 

journals within the Thomson Reuters’s Web of Science electronic database. The Java 

application for visualizing and analyzing trends and patterns in scientific literature – 

CiteSpace – is used to detect main components of merged networks of co-cited references. 

 

Theoretical Background 

Historically, the performance management was mainly connected with maximization of 

employee productivity in manufacturing firms. However, businesses today recognize the need 

to innovate traditional ways of performance management and measurement focusing on 

different approaches that better suit to a company as well as employees. 

 

“The goal of performance management as applied to a business, government or other 

enterprise is to create a workplace that brings out the best in people while generating the 

highest value for the organization,” Daniels and Bailey (2016, p. 1) point out. Nevertheless, 

traditional performance management practices have started to be considered useless in their 

effectivity as well as in improving business performance by many companies recently. 

Colquitt (2017, p. 5) defines traditional performance management (or performance 

management 1.0) “to include not just the setting of objectives and evaluation of performance, 

but also the linkage of performance to rewards and other downstream outcomes.”  

 

New efforts to revitalize performance management methods and techniques 

(performance management 2.0) place greater emphasis not only on strategy management and 

execution but to “customers with more economic value potential for the investors and 

shareholders” (Cokins, 2009, p. 8). Performance management 2.0 attempts to go beyond 

historical data. 

 

Contemporary research of business performance management has been the subject of a 

wide number of studies (Arai, Kitada and Oura., 2013; Bitici et al., 2016; Blahová, Haghirian 

and Pálka, 2015; Bourne, Pavlov, Franco-Santos, Lucianetti and Mura, 2013; Busi and Bititci, 

2006; Cokins, 2009; Mia, 2000). Similarly, this applies to research of business performance 

measurement systems (Bititci, Garengo, Dörfler and Nudurupati, 2012; Bourne, Kennerley 

and Franco-Santos, 2005; Bourne, Melnyk, Bititci, Platts and Andersen, 2014; Cocca and 

Alberti, 2010; Franceschini, Galetto and Turina, 2013; Franco-Santos et al., 2007; Franco-
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Santos et al., 2012; Marr, 2009; Marr, 2012; Micheli et al., 2011; Neely et al., 2005; 

Nudurupati, Bititci, Kumar and Chan, 2011; Sousa, Aspinwall and Rodrigues, 2006). 

 

In the past two decades, researchers have agreed on the fact that the area of performance 

measurement (what and how to measure, how to report the results) has shifted to performance 

management (how to use the measures to improve the firm’s performance) (Amaratunga and 

Baldry, 2002; Neely, 2005; Folan and Browne, 2005). Throughout this period, several 

techniques, models and methodologies how to implement the PMM systems into the 

organization have appeared. Neely et al. (2002, p. 25) confirm that “over the years, PMM 

systems have developed into balanced and dynamic systems, translating organizations’ 

critical success factors into a balanced set of measures facilitation communication of critical 

objectives and decision-making, as well as enabling organizational learning by gathering, 

elaborating and analyzing critical information.” 

 

Melnyk et al. (2014, p. 174) conclude that “PMM is most effective when it fits with 

elements such as business strategy, organizational culture and external environment. Without 

such a fit, what is being measured (and communicated as important) and what is actually 

important to the firm are not synchronized with each other.” 

 

Methodology and Analysis  

Bibliographic mapping is considered as an established approach for reviewing a field of 

research and its influential publications (Börner, Chen and Boyack, 2003; Janssen, Schoon, 

Ke and Börner, 2006; Janssen, 2007). Data collection and analysis follow the methodological 

steps outlined by Janssen et al. (2006) and Janssen (2007). 

 

Publications for inclusion in this review were identified within the Thomson Reuters’s 

Web of Science electronic database between 1971 and 2017. Within this database, a search 

was conducted for publications with the term business performance in the article title. The 

research was limited to publications classified as belonging to the subject areas of 

“management”, “business” and “economics” only to ensure the highest proximity to business 

and management research.  

 

A total number of 1,338 records was identified through the search (see Figure 1). In 

2015, the highest number of articles was published (138 in total). In 2016, the highest number 

of citations (see Figure 2) was recorded (3,987 in total). The total sum of citations is 31,155. 

Ignoring self-citations, this number dropped to 30,122. The average citations per item is 

23.28. 

 

Among the key journals identified within the research in the Thomson Reuters’s Web of 

Science electronic database belong: Journal of Business Research (2.317% of 1,338 records), 

Strategic Management Journal (2.167%), Industrial Marketing Management (1.868%), 

Procedia Social and Behavioral Sciences (1.719%), Journal of Small Business Management 

(1.495%), International Journal of Operations Production Management (1.420%), Small 

Business Economics (1.345%), Total Quality Management Business Excellence (1.345%), 

Academy of Management Journal (1.271%) and Management Decision (0.972%). 

 

The most cited article entitled “Knowledge transfer in intraorganizational networks: 

Effects of network position and absorptive capacity on business unit innovation and 

performance” by W.P. Tsai was published by the Academy of Management Journal in 2001 

(1,223 citations). It was followed by articles entitled “Measuring organizational performance 
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in the absence of objective measures – The case of the privately-held firm and conglomerate 

business unit” by G. G. Dess and R. B. Robinson (Strategic Management Journal, 1984, 1,122 

citations) and “Review: Information technology and organizational performance: An 

integrative model of IT business value” by N. Melville, K. Kraemer and V. Gurbaxani (MIS 

Quarterly, 2004, 819 citations). 

 

 

 
Figure 1: Published Articles in the Thomson Reuters’s Web of Science between 1971 - 

2017 (source: Thomson Reuters’s Web of Science electronic database) 

 

 

 
Figure 2: Citations in the Thomson Reuters’s Web of Science between 1971 - 2017 

(source: Thomson Reuters’s Web of Science electronic database) 

 

Furthermore, all records were downloaded and imported into the Java application for 

visualizing and analyzing trends and patterns in scientific literature – CiteSpace. 

 

Results, Findings and Discussion 

The CiteSpace application provides a visualization of a merged network based on 

several networks corresponding to snapshots of consecutive years. The overall period of the 

research spanned from 1971 (when the term business performance was used in an article 

published in the Thomson Reuters’s Web of Science electronic database for the first time) to 

2017.  
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The merged network describes the progress over time and shows the most important 

footprints of the related research activities. Nodes are represented by dots in the network.  

 

Table 1 and Figure 3 show calculations in the CiteSpace application necessary for the 

construction of a network where the nodes are cited references and the lines that connect 

nodes are co-citation links. References with labels are highly cited. The most nodes can be 

seen in the time period between 2015 and 2016 (see Table 1) and in 2010. The total number 

of nodes in the merged network is 916 and the total number of links is 750 (see Figure 3). 

Table 1: Space Status (period 1971 – 2017); Similarity Measure: Cosine, Link Retaining 

Factor: 2 Times of #Nodes (source: Own computation using CiteSpace) 

1-year 

slices  criteria space nodes 

links / 

all 

1-year 

slices  criteria space nodes links / all 

Pruning configuration: Pruning configuration: 

1971-1971 top 50 1 0 0 / 0 1995-1995 top 50 154 4 5 / 5 

1972-1972 top 50 0 0 0 / 0 1996-1996 top 50 150 4 6 / 6 

1973-1973 top 50 2 0 0 / 0 1997-1997 top 50 136 4 6 / 6 

1974-1974 top 50 0 0 0 / 0 1998-1998 top 50 233 0 0 / 0 

1975-1975 top 50 0 0 0 / 0 1999-1999 top 50 197 4 3 / 3 

1976-1976 top 50 0 0 0 / 0 2000-2000 top 50 558 7 4 / 4 

1977-1977 top 50 80 0 0 / 0 2001-2001 top 50 421 8 10 / 10 

1978-1978 top 50 1 0 0 / 0 2002-2002 top 50 490 8 16 / 22 

1979-1979 top 50 10 0 0 / 0 2003-2003 top 50 714 30 60 / 148 

1980-1980 top 50 0 0 0 / 0 2004-2004 top 50 749 18 36 / 39 

1981-1981 top 50 37 0 0 / 0 2005-2005 top 50 1091 60 120 / 282 

1982-1982 top 50 42 0 0 / 0 2006-2006 top 50 674 37 74 / 237 

1983-1983 top 50 57 4 6 / 6 2007-2007 top 50 660 20 35 / 35 

1984-1984 top 50 69 8 16 / 28 2008-2008 top 50 1361 81 162 / 417 

1985-1985 top 50 16 0 0 / 0 2009-2009 top 50 929 31 62 / 174 

1986-1986 top 50 60 1 0 / 0 2010-2010 top 50 1727 100 200 / 560 

1987-1987 top 50 167 0 0 / 0 2011-2011 top 50 2133 89 178 / 443 

1988-1988 top 50 119 11 22 / 47 2012-2012 top 50 1372 63 126 / 277 

1989-1989 top 50 24 0 0 / 0 2013-2013 top 50 1770 73 146 / 400 

1990-1990 top 50 134 6 9 / 9 2014-2014 top 50 1878 72 144 / 289 

1991-1991 top 50 68 0 0 / 0 2015-2015 top 50 2739 148 296 / 1730 

1992-1992 top 50 20 0 0 / 0 2016-2016 top 50 2885 141 282 / 843 

1993-1993 top 50 255 10 20 / 29 2017-2017 top 50 1653 70 140 / 412 

1994-1994 top 50 65 0 0 / 0           
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Figure 3: Process Reports (period 1971 – 2017) (source: Own computation using CiteSpace) 

Based on the calculated data (Table 1 and Figure 3), the merged network of co-citation 

studies (1971 – 2017, # years per slice: 1) is visualized. After the identification of prominent 

groupings and the visualization of the network, a clustering process is performed. A total of 

253 clusters of co-cited references are identified (see Figures 4 and 5). 
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Figure 4: Visualization of Cluster Labels (source: Own computation using CiteSpace) 

 

Overall structural properties of the network are represented particularly by the 

modularity Q and the mean silhouette scores. The modularity Q of 0.9137 stands for a 

network that is reasonably divided into loosely couple clusters. The mean silhouette of 0.3039 

indicates that the sample is on or very close to the decision boundary between two 

neighbouring clusters.  

Furthermore, noun phrases from the titles of articles that cited the particular cluster are 

extracted. The largest cluster is numbered 0, followed by others in descending order (the 

second largest is 1, etc.). The top ten largest clusters identified within the research are the 

following: governance perspective, family businesses, business model design, business group, 

business performance relationship, e-commerce capability, business performance relationship, 

hrm intensity, product program innovativeness and business partnership. 
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Figure 5: Detailed Visualization of Central Part of Cluster Labels (source: Own computation 

using CiteSpace) 

 

Conclusion 

In this paper, existing theoretical and practical empirical results on business 

performance research were reviewed. A dataset of 1,338 records listed in the Thomson 

Reuters’s Web of Science electronic database published between 1971 and 2017 was 

collected and analyzed through the Java application for visualizing trends - CiteSpace. A co-

citation analysis was used to identify co-citation clusters, which were visualized in the form 

of networks. All records were analyzed and visualized in the merged network of co-citation 

studies.  

 

Among the topics that have formed the research in the given time period belong 

governance perspective, family businesses, business model design, business group, business 

performance relationship, e-commerce capability, business performance relationship, HRM 

intensity, product program innovativeness and business partnership. 

 

The principle limitation of this paper is that it is based on a literature review method 

that might have missed some relevant work that has been published in other areas than those 

that have been selected for this study and/or has been published in another scientific database 

than the one we have selected for our study. The research has focused on publications with 

the term business performance in the article title. In order to make the search as precise as 

possible, it is recommended to broaden the research sample to include articles with the term 

business performance as the article topic, too. 
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By only considering the simple term business performance in the article title created by 

authors, we might have missed some papers, too. Further research on this area shall increase 

the resilience of the study. 
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Abstract 

Nowadays, globalization and innovation became a critical subject and processes for any 

businesses functions in the world at large. Educational Data Mining (EDM) is one of the 

today’s educational management system processes that strive to bring global innovative by 

improving education institutions student management processes. EDM mainly depict any 

research regarding data mining applications and construct develop a new format of data from 

educational fields. Recently, educational data mining has become a word wide topic and 

might be constructing as a data mining and education fields. Using data mining technique in 

online learning of educational fields will imply to discover new insights and new patterns 

from the behavior of student’s learning. In this paper, we provide a technique to help the 

administration and educator of higher education to improve the performance of evaluation and 

assessment of their learners as well as to improve educational systems and processes.        

 

Keywords: Educational data mining (EDM); E-learning; Data mining (DM); Learning 

Analytical Enhance Rubric (LAe-R); Moodle; Education Management 

.  

Main Conference Thematic Tracks: educational management  

 

Introduction 

In the few past decades, due to globalization, competition and innovation as well, 

businesses and educational institutions have been in challenge and aggressively seek for 

improvements and developments concerning their administration processes and effective way 

to teach students.   For the time beings, the quality and knowledge driven from DM has plaid 

a significant role in today’s global economy fields. However, higher educations as a center of 

knowledge and human resource management have an essential effect on educational 

institutions. For this reasons, it is utmost to conform in line with system that can provide 

quality of educational procedures that provide and improve the means that will lead to offer a 

satisfactory quality education to learners. Accordingly, the quality can measure key issue for 

any higher education institutions. Thus, the higher education should provide effective system 

for their student’s so that they can easily attain their educational carrier in a convenient 

friendly environment  [1].       

 

 Today, the system of higher educations may produce enormity of administrative data 

concerning their students, courses, lecturer’s, administrative staff, managerial system, etc. 

This data can play a critical role for higher education and can get benefit from those data to 
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fulfill the main objective of higher education process and improve their quality of procedures. 

Moodle (modular object oriented developmental learning environment) is a most popular 

system which basically provide a free learning management system which have ability to 

offer a flexible, strong and high speed online privilege to teach students  [2]. These effective 

and efficient systems will be discussed in details. Quality education system cannot be 

achieved with unobserved data or information, high understandings of the information and 

knowledge about it has to be known among data. As a result, data mining techniques discover 

and extract sufficient information out of complex stock of information that can be able to 

support educators to design and develop a better teaching technique. The responsibility of 

educators and academics to plan, design, develop system that learners could interact in the 

educational frame work field. Enormity of data available which relate to learners courses and 

interaction on the Moodle system are treated accordingly. Various types of data mining 

technique can be used to extract adequate information and knowledge to enhance the process 

of e-learning. Basically, the extracted information and knowledge can be take benefit to both 

learners and educators as well, so that, educational data mining might be directed and related 

to different resources  [3], the aims of this system towards both the educator and the leaner and 

administrator are explained below.  

 

A. Towards Learners 

The aim is to advice the learner’s activities, using resources and learning procedures 

that will interest and enhance their learning approach, provide better learning systems to the 

learners and provide easiest approach to interact, based on the operations and tasks that had 

been achieved by learners. Through enhanced collaboration frame work and social 

networking platforms between students. 

 

B. Towards Educators 

The main aim is to be able to understand the prime feedback of instruction and able to 

assess the course components structure. The effectiveness the of the learning system is able to 

guide and monitor the learners according to their behaviors and to construct a better pattern 

from the reactions and provide the learners better activities that would optimize their levels 

and behaviors. This will however, enhance the teachers teaching technique by collaborating 

with other teachers and provide a platform that students and teacher interact through the social 

media platform.    

 

C. Towards Administrators 

The prime objective behind this term gives ability to basic points regarding how to 

enhance the efficiency of the Moodle learning platform site more dynamic to improve flexible 

with their learners. On the other hand, it support them how to arrange their resources and 

optimize their programs to be more efficient as well as the educational institution to be more 

recognized and for the institution to gain high competitive advantage. Notwithstanding 

managing the educational processes in an academic institution. However, the figure 1 shows a 

snapshot to give more light on how data mining could positively affect the education systems 

towards the educators, learning and administrators. 
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Figure 1.  The application of data mining of education fields 

 

In addition, the application of data mining can support and improve decision making process 

and policy by discovering critical information adequately. Insights from unrealized set of data 

are accordingly translated to improve the educations systems. The main contribution is to 

improve the process of decision making practice enrich student evaluation process and 

illustrate how the structured knowledge can support them to provide efficient and effective 

decision. Basically, the contribution based on CRISP-DM methodology which stands for 

Cross Industry Standard Process for Data Mining   [4]. 

 

However, the application of data mining with educational systems and explain the main 

tools can support the educators, learners and administrators. 

 

Related Literature 

Technology advancement has increased the effectiveness and the efficiency of 

organization, the synergy between information technologies which covers all the business 

sectors could source out data mining abilities. However, with the use of enhanced technology 

which is already in use today, organization need to know there customers behaviors and the 

market at large as well as teachers intensively knowing about their students. Therefore, 

analysis and management of the big data in traditional way is been regarded as scrap value 

and is way backward due to its unreliability in business processes. 

Education sector which is the back born of the nation’s economy is not left out, having a 

database that manages and analysis big data cannot be left out. Educational institutions are 

finding new ways of knowing their students due to storing their past records and behaviors in 

the school database. Data mining and education business intelligence technique helps in 

predicating students and proffer possible suggestions for course of studies of student in an 

institution   [5]. 

Data mining in education system literarily, proactively analyze huge students data in the 

Moodle system gives current learning education material and gives convenient learning 

platform the suits all class of learning   [6]. 

 

In this paper is aimed at using data mining to improve student and educator efficiency 

and effectiveness and how is been used to forecast students’ performance within an 

educational learning educational system   [7]. This will be achieved by implementing an 

analytical assessment tool that through the data mining information extracting capability 

could help in assessing student’s performances notwithstanding assessing students’ 

performance by their behaviors. This aims could efficiently enhance the educators teaching 

aid performance and effectively enhance the students learning behaviors and to discover the 

expected and over expected performance of student academically. 

The abilities of data mining for knowledge extraction statistic and visualization of 

student’s performance in matching learning environment transforms students learning. Data 

mining tools, techniques and applications can be used in developing the educational sector 

[8]. These techniques are categorized into 11 groups: 

• Analysis and data visualization of performances, 

• Monitoring and feedback system of students class work, 

• Teacher’s user friendly instructor’s platforms, 

• Students recommendation by the system due to the student’s activities on the Moodle, 

• Analysis and prediction of student’s performance, 

• Classification, clustering and modeling of student in to performance classes such as 

poor, average, good and excellent class groups. This system with the new data mining 
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technique gives options and steps for student to the student on how to improve and it caution 

the student when he/she is drifting away [9]. This continue by 

• Detecting poor, undesirable and unwanted student behaviors, 

• Collaboration and social network discussion analysis within students, 

• Concept map development, 

• Course-ware construction and development, and 

• Planning, evaluating, scheduling of learning events on the e-Moodle platform. 

 

 

Education Data Mining 

 

EDM is a developing research field that collects volume of data which is used for 

students learning. Analysis of student’s activities on the Moodle system is the key factor for 

understanding students leaning behavior. Learning analytics is the basement of educational 

data mining intelligence which is also called business intelligence moreover, academic 

analytics is a predictive student leering analysis this is also referred to as learning and 

knowledge analytics. Learning and knowledge analytics is student performance analysis 

platform in a learning environment that measures, gather, scrutinize and report data of 

learning behaviors in contexts for the purpose of improving efficiency and effectiveness with 

regards to the students and teachers  [10]. 

Education data mining basically in concerned with development of unique methods and 

settings to explore the entire educational environment to better understand student’s behavior. 

In other way it uses large repository of student’s data from a Moodle system to give 

information on how a student learn. The use of internet and cline/service interface has largely 

and endlessly provide large repository of information available for student to learn and the 

availability of learning materials and methods for teachers  [11]. 

With EDM, provide opportunities to evaluate the student performance. Student’s 

performance assessment in a technological enhanced learning system platform made is easy 

unlike the traditional system. File login time and log out time, time spent on a page, class 

work upload, contribution of discussion forums, collaboration are some of the example of 

students activities that is used for assessment in a learning environment  [9]. 

Educational data mining tools are created in such a way that is easy to use even to the 

non-expert users, it is embedded in an e-leaning Moodle system is does not work separately it 

is embedded as a plug in, it has standardized database system which works as a 

client/service  [12]. 

 

Methodology 

Laborious activity is well defined by the traditional e-learning system. Structures need 

to be put in place for adopting EDM, steps in designing, structures that could be modified and 

an upgradable system that could accept customization. 

In this project, our methodological structure is based on most wildly used data structure 

by miners which are, Cross Industry Standard Process for Data Mining CRIPS–DM. The 

figure 2 shows the steps and processes of implementing 
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Figure 2.  Steps of data mining 

 

CRIPS-DM (Cross Industry Standard Process for Data Mining) technique has been 

record as the most successful ways or steps or guidelines of implementing data mining system 

in organization. This CRIPS-DM data mining method was funded by the European 

Community Research Fund and developed by well known statistical companies such as SPSS, 

NCR and Daimler Chrysler. These standard guidelines will be used to implement data mining 

in education learning environment   [13]: 

 

These steps will be sequentially discussed briefly bellow [1]: 

• Business or organization understanding: this is aimed at understanding the education 

institution administrative and educational requirement structure and objectives. 

• Data understanding: this deals with setting standards on how data is been collected, 

inputted and what to use to represent data. 

• Data preparation: this phase transforms data, data cleaning task, and data selection. This 

is done in other to finalize the data set in the learning Moodle system. 

• Modeling: this applies modeling techniques is a prototype that represent system 

algorithm of the CRIPS and is been monitored. 

• Evaluation: this measures the model with the educational institutions objectives. 

• Deployment: these are the steppes of carrying out the project and implement it to start 

work. 

 

Phases of CRISP-DM Process 

 

A. Business Understanding 

Is one of the most significant phase in the CRISP-DM processes, this phase basically 

concentrate on understanding and studying the target of the project form business point of 

view and then construct the data mining problem definition  from these knowledge, and then 

preparing initial plan to achieve  the targets. Discovering data is critical aspect of data mining 

process and understanding the data content for the business to find relevant solution. The 

main procedures of this phase which are: find business targets, evaluate the issues, and find 

data mining goal and designing plan   [14].   

 

 

B. Data Understanding 

Is the second phase of CRISP-DM process, the initial data have to gathered and produce 

the main descriptions and attributes of those data with addition of examine the quality of 

them   [15]. 
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C. Data Preparation 

It’s a third phase of CRISP-DM process, and mainly it’s including all those data and 

activities that need it for final dataset (the data that will process in the modeling tool). Data 

preparation tasks can apply multi time and the tasks might contain record, table, etc and able 

to produce clean and transform data which it will be significant part for modeling   [16]. 

 

D. Modeling 

Is a fourth phase of CRISP-DM process, preparing different modeling mechanism 

which selected and performed to provide optimal values. Basically, there are various 

mechanism  which can be applied for the same type of data mining. Some mechanism have 

different needs format to form the data thus, data preparation stepping back is provided   [17]. 

 

E. Evaluation 

Is the five phase of CRISP-DM process, the exact functions of this phase is to evaluate 

the models before deployment phase and figure out if the business objective have been 

considered well. Evaluation phase can be used to evaluate the model designed from business 

users to provide well result to their audience   [18]. 

 

F. Deployment 

Is the last phase of CROSP-DM process, which refers to apply the models that designed 

for the business this deployment end result, must adhere to the expected objective. In this 

phase, also the software engineering techniques can be used and develop as need as possible   

[19]. 

 

As mentioned by   [2], the extracted knowledge should not be only transforming data to 

knowledge, but it should be part of the structure that facilitate, direct and improve the learning 

system and it should be clear, clean and accurate knowledge to support decision making 

process. The data mining process concerning e-learning system can be list as follows: 

 

Collect Data 

Content Management System (CMS), is the system which used by users (students) and 

all the information of user consisting the user interaction are collect in database. Accordingly, 

the main data it will be the data of the Moodle which provided by student’s interactions. 

 

Preprocess the Data 

The structure of the data it should be cleared arranged and transformed to adequate 

structure to be mined. In this process, it might be use the tool of database administration or 

other tools to conduct the preprocess tasks to Moodle data. 

 

Apply Data Mining 

The contribution of this phase, is to data mining algorithm can be executed and applied 

to the model that are detected and provide a summarize knowledge to expected users 

(Administrator, educator or learner). 
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Interpret, Assess and Provide Result 

The final results are generated and interpreted is of help to the user to take advantage of 

the history and data stored to provide related profitable suggestion. The main result will 

support the instructor to provide efficient decision and affect the learner’s behaviors by 

improving the course activities. This data extraction from a Moodle system using data mining 

algorithm to extract information for the student and educator are shown in figure 3.  

 

 
Figure 3.  Data mining process concern e-learning 

 

Moodle is the Learning Supervision System, which provide various active sites. It can 

be measure as course management system which supports the educators to provide a quality 

online system. As well as, it can be used by various business processes (School, university, 

firms, etc.). Moodle is the free use and open source system which can serve different business 

aspects [20]. 

Additionally, there are other specific techniques used for data mining technique to 

understanding and discovering unknown behaviors and insights. For instance text mining, 

outlier analysis, social network analysis, and etc. are used for information extraction.  

 

LEARNING ANALYTICAL ENHANCE RUBRIC (LAE-R) 

 

LAe-R is a tool that intelligently retrieves data from student’s social connection to 

predict learner’s behaviors and advice from Moodle. The processes configuring this tool is to 

first of all design basic assessment structure or students activities such as sourcing students 

discussion logs, contributions,  grading system or any other factors that will be used to 

understand students learning behavior and predict students’ performance. This rubric 

assessment tool is developed as a plug-in that is installed and imbedded on user’s computer 

that extracts student’s interaction within schools Moodle system. This frame work is shown in 

figure 4 which depicts the learning system environment.   
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Figure 4.  Framework of learning analytical enhance rubric. 

 

RUBRIC USED IN MOODLE 

The following are some learning analytic features of rubric used in Moodle system: 

 

GISMO 

Is work as a visualization tool that which display end result of LAe-R, the teacher could 

visualize the end result of interaction in Moodle with graphs, blocks or any representative 

tools. Figure 5 shows the representation of student login activities in a Moodle; with this a 

teacher could easily assess students that are dormant. 

 

 
  

Figure 5.   Percentage of student’s login information in a full semester  
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A pedagogical coherent system assessment chat analysis of a student assessing lecture 

not on the Moodle system in PDF and Word format, also the time duration taken to study par 

page of the lecture note. 

 

The width of the bar shows the student interactions and exact time spent online reading 

the page and applies their online activities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.  Showing lecture material and the time spent studying lecture note on 

the Moodle system 

 

MOCLog 

 

This technique illustrate the interaction of students on the Moodle system, it classify 

and differentiate students activities and gives statistical reports to GISMO for representation. 

Activity of students is based on action being represented on the figure 7. The 8 figure shows 

the login information of student. 
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Figure 7.  Major actions in a Moodle learning system  

 

 
Figure 8. Showing a student called KEAT records of course view in a Moodle 

 

Excel Pivot Table 

This tool provides learning statistics derived for the Moodle it represents it on 

spreadsheet form or summative table report. With this it will be able to extract and separate 

valuable information from the big volume of data driven from the activities of students on the 

Moodle. An example of this tool representation is shown below   [21]. 

The figure below showing original data source on the left hand side and the right shows 

some other ways to view student’s assessment activities. 
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Figure 9.  Some student assessment 

 

Analytics and Recommendations 

 

Through this tool it enables both teachers and students view final grades. This tool can 

simply assess a student performance and give comparative analysis and recommendation for 

students registered on the Moodle system. Students have supplementary right to assess this 

tool and see how this tool asses his or her performance. Figure 10 gives a clear example of 

how to view student’s activities via the analytic tool. 

  

 
Figure 10.  Three average student’s participation on a Moodle system 
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PROMIENT DATA MINING TECHNIQUES 

 

There are several of techniques and algorithms which developed for data mining 

objective. The following are the most popular techniques   [22]:  

 

A. Classification 

This is a data mining task, which provides a model that able to classify learners. To 

apply this task, neural network based classification or decision tree algorithm can be 

deployed. Basically, the classification of data can be containing both learning and 

classification. From learning point of view, the related data are analyzed by specific 

classification algorithm. From classification point of view, test data are used to evaluate the 

classification rule. 

 

B. Clustering  

It can be describe and explain the similar group in object. With clustering, the educators 

are able to discover sparse and dense group of objects and able to find out the distribution 

insights and relationship between data. 

 

C. Association Rule 

Is another data mining task, which provides ability to identify frequent items from 

outcomes in huge amount of data sets. Additionally, is able to support decision making 

process. The algorithm of association rule has to able to provide rules with efficient and 

effective values. 

 

D. Prediction 

Is a data mining task and technique, which used to predict the learners behaviors. In 

prediction technique, regression analysis are provided and designed to model the main 

correlation between independent and dependent variables. With data mining, independent 

variable is a pattern that already clear and known, but dependent variable is a pattern that we 

desire to predict. 

 

Conclusion 

In this paper we contribute to illustrate that how the application of data mining process 

can develop and apply to online course management system and utilizing specific tool to 

evaluate student's performance from their specific behaviors that is carried on the online 

Moodle system. 

Additionally, the educator can apply some visualization technique that supports them to 

evaluate and estimate the student's usages and behaviors online. 

So that, using learning analytical enhance rubric support the educators and students to 

improve their efficiency and effectiveness in sufficient approach. From educators perspective, 

professor or educators can support and assist the struggling students, also the can provide 

learners more better advising, it helpful to change the marketing of college or university and 

support them to improve their administration processes. Accordingly, they can improve their 

efficiency in education fields. From student perspective, it might encourage and help learners 

to improve their performance, it might encourage them to learn from each other's and support 

learners to be new and innovative. Accordingly, they can improve their effectiveness concern 

education field. 
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ABSTRACT: 

Nowadays with the global warming issue and the scarcity of non-renewable materials, 

everyone seems to be paying more attention to the sustainable building topic. The sustainable 

building is a self-sufficient dwelling that benefits from what nature has to offer and give back 

in return for what has been taken from it. The benefits it has on the environment and its 

inhabitants are countless; it has non-harmful impact to the ecosystem balance and has gain 

attention of important organisations such as the International Construction Council that sets 

codes and regulations for buildings so as to maintain environmental safety for people and 

their health. The general management led ICC to publish The Green construction code in 

November 2010 with the aim of a considerable energy usage reduction thereby giving in to 

renewable energy systems, good use of resources such as water; air, sun … the codes applies 

to residential, existing and commercial buildings and its environments. The Turkish Republic 

of Northern Cyprus located in the north-easternside used to be part of the main island of 

Cyprus before the 1974 coup d’état that led to the north and south separation. The country 

offers an interesting landscape and weather conditions that can be turned in the favour of its 

residents through vernacular and sustainable architecture. Our aim in this objective is to 

evaluate the management progress of this code and then see if the country applies any of the 

mention points in the Green Construction Code and how is its implementation done.  

Keywords: Green Construction, Building codes, Cyprus, Building, Management 

 

Introduction 

Modern day construction is highly dependable on non-renewable fossil fuels, certain 

minerals with very low reserves which are alarming. Most of our daily activities revolve 

around the use in one way or the other of these resources and at this rate its depletion is 

obvious. Figures show that the construction industry is responsible for 20.1% of global energy 

consumption which increases annually by an average of 1.5 % according to the International 

Energy Outlook 2016 (IEO2016) whilst the non-Organization for Economic Cooperation and 

Development claims its 2.1% annually. 

The population growth is a major factor as demands are becoming higher by day. 

Alternative options suggested are buildings made of natural materials such as cod wood, sand, 

mud, adobe, straw bale, compressed earth block, rammed earth, bamboo, stone …that 

consumes less to no energy. 

The green building code is divided into two main categories: prescriptive and 

performance. The first one deals with the fact that materials and equipments should meet a 

certain criteria and standard that has been set in a tabular form by the ICC in the green code 

book. The second one is set to meet specific results in general instead of prescribed 

requirement for each construction entity. 

Some of the elements of the green code are as follows: 

Site planning and design, Community, Indoor Air Quality, Energy, Materials, Waste, Water, 

Commissioning, Marketability. 
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Photo source in reference list [8 ] 

 

Photo source in reference list [9 ] 

The Typical Cypriot Traditional House  

The traditional Turkish Cypriot houses originated from two different historical periods: the 

Ottoman (1571–1878) and The British Colonial (1878–1960). 

Adobe masonry was highly used in the traditional Cypriot vernacular architecture, the ancient 

settlement were all made following its construction techniques. This particular construction 

method has become very rare and difficult to implement in modern day buildings due to the 

fact that The Island has adopted the Turkish building code which requires reinforcement in 

concrete and beams in any adobe construction. The restrictive nature of the Turkish building 

code makes the adobe masonry very less advisable. The moment a component such as cement 

for instance is added to the adobe mixture it can no longer be classified as a green building 

thus unapproved material by the international green code has been added to it.The Cypriot 

architects are reluctant in using adobe masonry or even advising their clients for aesthetical 

reasons and the various ethical difficulties that they encounter. 

The vernacular architecture of the island can be separated into two distinctive categories: rural 

and urban. 

 

 Rural Vernacular Architecture 
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The rural area shows a variety of houses ranging from adobe made house to mud brick. 

Traditional mud brick home is easy, strong, affordable, fire resistant and eco-friendly. 

The materials used in this type of technique are often found on site, transportation of materials 

from one location to another is not needed. The local people make use of what they have in 

hand .They top it with a traditional wood made roof. The soil found in the rural part of the 

island contains 40 to 60 % clay making the mixture easier to hold and deliver the required 

result.We can find them in the central plains Mesaoria. 
 

 Urban Vernacular Architecture 

The perfect illustration of traditional urban construction can be found in Nicosia. The houses 

originated from 1980 although some went through restorations much wasn’t tampered with. 

The building materials used to achieve these houses are majorly wood, sandstone, mud brick. 
 

The Cyprus Climate  

The island, situated in the Mediterranean Sea is renowned for its long hot, dry summer and 

short term winter. This is aperfect environment for a sustainable building if its heating and 

cooling system is well regulated through passive systems and adequate management. 

According to ENZO TIEZZI’s book (Ecosystems and Sustainable Development VI) in the 

traditional Cypriot architecture most of the houses have good orientations by being aligned in 

a way to benefit from the climate changes throughout the year. Some of the local materials 

used in these olden days dwellings play the role of thermal mass, for instance materials such 

as stone that are used in important scale to cover the adobe walls for decoration purpose are 

partly insulations thus they regulate interior temperature according to the external one. We 

can spot such houses in some part of Kyrenia, Lapta and Famagusta city. 

 

Ethical problems with the building code  

 
The speed at which the island is developing in terms of infrastructure is leaving to 

room to rethink of the damages being done to its ecosystem  the destruction being done to the 

natural environment is quite obvious . Whilst in search of comfort, luxury and clientele 

satisfaction the original vernacular architecture is disappearing leaving space for high rise 

buildings. The flora, fauna and cultural heritage are partially destroyed so far. 

It is crucial to state that there is an active building code regarding adobe construction in the 

trnc, this code aims at improving the adobe architecture, because of its weak nature towards 

earthquake and humidity. Two main buildings can be highlighted as the modern adobe 

construction using the adobe building code of north Cyprus: the Tatlisu Social Housing 

complex in Kyrenia and the Komili Hotel in Buyukkonuk. 

The Turkish building code used in the TRNC clearly states that any building that is 4.5 above 

should be introduced a vertical beam at every 4m, the number of storeys and floor height is 

also limited due to the fact that some regions of the island are very prompt to be affected in 

case of earthquake for instance Famagusta, Lanarca .  
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Earthquake zones of Cyprus (redrawn by O¨znem S¸ ahali,sourceEurocodes 

Committee2004) 

The only solution the Turkish code seems to be offering is the introduction of a certain 

amount of beams for safety purposes which is clearly changing the traditional adobe building 

into a typical masonry construction again. The local architects believe this new technique 

might interfere somehow in the material’s behaviour in relation with the climate and its 

environment. 

Some countries like Mexico, India and the republic of Cyprus have a different perspective 

about the subject; their building code suggests mathematical analyses, additions of buttresses 

to strengthen the abode building. The primordial aim of choosing an adobe building its cost 

effectiveness, native Cypriots were able to build their houses themselves without modern days 

technology, but with the restrictive nature of the trnc code the adobe building is likely to  end 

up costing as much as a masonry one.  

Its ability to serve as a thermal mass will in a way is interrupted because we will now have 

vertical concrete beams that are covered by adobe which requires the presence of cement. 

 

Case Study 
The Louroujina village, or Akincilar as the Turkish Cypriot still calls it, is known to 

have been one of the largest villages in Cyprus before the invasion by the Turks. The village 

is accessible through the Turkish military camp of Pyroi by one main road and it is located in 

the districts of Nicosia its Coordinates are: 35°00′33″N 33°27′53″E. 

The Weather is 27°C, Wind direction is South West at 14 km/h, 56% Humidity, Population: 

390 (2011). 
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Akincilar is one of the Cypriot villages that have kept some of its authenticity 

throughout the years; it’s easier to come across an adobe building in ruin that hasn’t been 

tampered with through renovation in this village. 

Several professionals have conducted in previous years researches on the vernacular 

architecture of the island and all seems to convert towards the same conclusions. According to 

the research of Dincyurek (2002) Cypriot traditional houses can be divided into 3 categories 

and the ones in Akincilar are the perfect illustrations.  

 

 

Source: Dincyurek (2002) 

 

The analyses of one of the house units shows how the space divisions were done we have:  

Close space:  It’s mainly for privacy purposes and to protect the house residents from natural 

elements of the weather changes throughout the year. 

Semi-closed space: They are more like the transition points between the closed and open 

spaces; they are usually corridors, lobby, and patio … They are semi covered and accessible 

through arch openings. 

Open space: It’s the outdoor portion of the building that can serve for gardening including 

animal shelters…Usually within the perimeter of the house either in front or at the rear. 
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Source: O. Dincyurek, O.O. Turker / Building and Environment 42 (2007) 3384–3392 

 

There search of The TUBITAK project 112M417, shows four types of traditional houses that 

is found in the village:  
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Source: TUBITAK project 112M417 

ADOBE BUILDING TECHNIQUE: The timber frame is firstly made then filled up with 

mud-brick, stone or adobe. In terms of load bearing, wood carcass were used, any gap 

between the timber frames were filled with rubbles. The natural material used in the process 

differs from one region to another the hilly ones tend to use big squared shaped stones that 

were found in their environment whilst the plain regions go for mud-brick. For the roof they 

were usually wooden and simple with long eaves following the shape of the floor plan, village 

marble also known as limestone was used for flooring. It is crucial highlighting that studies 

show the embodied CO2emissions of earth brick masonry are about 22 kg/tonne whilst 

concrete block masonry has embodied CO2 emissions equivalent to 143 kg/tonne. 

 

The number of typical adobe houses in the village of Akincilar is very limited because some 

renovations are in progress. They are few important things that can be noticed: the houses 

orientation, the existence of open back yard in every household which comes in handy during 

summer, the narrowness of the roads in-between settlement , the existence of high level vents 

for hot air to escape through during summer, the created spaces within the house were also 

multifunctional. 

 

Source: kibrisgazetesi.com 

According to researches Cypriots stopped using adobe in 1950’s because it’s not moisture 

resistant and prompt to wall cracks also its structural system tends to fail with time. The 

deterioration of adobe building is due to the fact that olden days builders usually don’t include 

DPM or any moisture repellent in the foundation process leading to the rise of the moisture 

within the walls and resulting to detachment of plasters, crack, failures of wood used as 

beams … which can be seen in the attached images . 

 

Location of rural house forms in relation to topography, Typical modes of failure in adobe 

structures (CENAPRED) SOURCE :(dincyurek 2002)SOURCE: Adobe construction page 3 
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Weight of moisture absorb by different materials when relative humidity increases from 50% 

to 80% (mink 2000) Source: Eco-efficient Construction and Building Material (page178) 

 

In a nutshell the government has been trying to renovate most of the adobe houses on the 

island in order to preserve the vernacular architecture which is part of the island heritage. The 

old adobe buildings found all have maintenance and deterioration problems. Adobe buildings 

can surely last long but they require maintenance, the material doesn’t bond with others such 

as wood, metal, stone for long, the combo always ends up separating in the long run . 

The materials used during adobe construction such as wood (roofing), stone and lime 

(foundation) are usually holding on through the compressed weight of the wall. Adobe is a 

very challenging material introducing cement mortar won’t help much either because their 

thermal expansions are different ,with cement mortar being the strong element binding the 

adobe bricks it will only accelerate the deterioration process . 

Some professionals believe old adobe houses can be saved by starting its renovation right 

from the foundation and majorly fixing the moisture rise problem whilst others believe the 

entire adobe construction technique should just be thoroughly think through again since it’s 

the highly suggested building technique in term of eco-friendly construction.  
 

 

We have the case of Buyukkonuk a north Cyprus eco village, a region that attracts tourist 

because of its closeness to the ancient Cypriot settlements. The village gives a view of its 

settlement being made out of natural materials like adobe when in reality they were built with 

masonry because of the code not allowing an all adobe house without any reinforcement , so 

in order to still maintain the typical Cypriot vernacular architecture adobe mixture with 

cement was then use for plastering. 
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Photo sources: North Cyprus Archive 

Conclusion 

 

In summary when comparing traditional adobe buildings were stronger than the 

modern day ones. 

In conclusion as far as Adobe houses and style of building is concerned, Adobe houses have 

been originally the type of building(s) of the Northern Cypriots from ages to ages. However, 

as Technology goes on, the way of building has been changing from the style to the materials 

used as seen in the nearby towns and cities like Kyrenia where a western style of construction 
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has been adopted (structural type building) which as durable as it is said to be still has a 

negative impact on the environment because of the industrial materials that are used. 

 

Materials used in the Adobe building are not yet completely view  reliable either on 

their own or when combined with other materials as they still tend to fall apart. By this and 

also with the help of growth in technology, concrete materials are manufactured and used in 

the building process since they are considered to be more time and weather resistant for long 

period of time compared to the stone and brick materials which are used in the Adobe 

buildings. Therefore building a house completely with concrete and then rendering it as close 

as possible to look just like a traditional adobe or stone house has been one of the island 

options in order to still maintain its traditional Mediterranean aspect that the tourists travel to 

see. 

Adobe houses in this rain of time are quiet rarely seen existing and occupied with 

people due to the different government councils that have advised settlers to vacate the 

premises as they are not standard sheltered. Unfortunately most of these houses have been 

demolished and land sold off to property masters. This is well visible in the suburbs of 

Kyrenia district, District of Karmi originally a district of foreigners where land was offered to 

them freely by the Turkish government but with a promise of developing it. This led to the 

demolition of almost all Adobe houses in this particular district up-to-date.   

It will take a lot to convince authorities in adopting a typical and common adobe house law 

because of the numerous difficulties this type of dwelling faces. One of the obvious 

illustrations is the fact that the adobe law changes from one country to another, this is in 

relation to the knowledge level of the local architects and engineers. Experts and 

environmentalists are still researching for ways to considerably slow down or eradicate the 

adobe deterioration process as long as a reliable and secure solution is yet to be brought 

forward a concise law won’t be available for it. 

 

Adobe is obviously not the only type of vernacular and green architecture in Cyprus; 

among others we also have wood construction (many refused to classify it as vernacular since 

its main material is imported…), stones: most village houses on the mountain are built with it 

because that’s the immediate available material and they are very resistant, if it’s safe to 

generalise all the ancient castles were built with them and most are still standing till day. The 

adobe debate is still of actuality and hopefully a solution will eventually be found and be 

implement by many in the near future .  
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Abstract 

Engineering heritage belongs mainly to the end of 19
th 

and the beginning of 20
th

 century. The 

paper aims to present the Engineering Heritage and to determine its role in the Urban Tourism 

for case of well-known Georgian resort, Borjomi city. Development of the resorts in Georgia 

was one of the main objectives of Russian Kingdom, which was the owner of the Borjomi 

Valley in 19
th

 century, until revolution in 1917. Borjomi city with its surroundings was well-

known, beloved recreation and health-care place for royal family and nobles. Later in 20
th

 

century Soviet time Borjomi became a cradle of tourism industry. Development of the local 

resort facilities was followed with large building activities from the second half of the 19
th 

century. Engineering heritage got unfortunately completely neglected since 90
th

 of the 20
th

 

century. Paper aims to present and reveal importance of engineering heritage, to determine the 

role of these constructions in Urban Tourism development and Branding of the resort cities. 

Engineering heritage gives significant information about development of the technical 

progress of the industry period and can serve as nice public space, to bring additional benefits 

to the tourism diversification, ecological situation, and City Branding of the Tourism and 

recreation cluster of the Samtskhe-Javakheti region.  

 

Keywords: Engineering Heritage, City Branding, Tourism and Recreation, Cluster 

 

Main Conference Thematic Tracks: Tourism & Hospitality Management  

Urban Tourism and Cultural Heritage 

 

 

Introduction 

Tourism is one of the leading branches of Georgia - beautiful country, located between 

black and Caspian seas, bordered from the North by Caucasus Mountains. Georgia is rich in 

tourism attractions as ancient and medieval cultural heritage monuments, protected 

landscapes, picturesque sightseeing places, thermal and mineral water sources etc.    

Borjomi is situated in South Georgia, Samtskhe-javakheti region. The region is reach in 

protected areas, natural parks, resorts and tourism attractions. The group of resorts, situated 

here, can be defined as Tourism and Recreation Cluster of Samtskhe-Javakheti. Cluster 

development is considered as most prospective economic direction for regions [1][2]. The 

most well-known resort settlements are Borjomi city and Abastumani town, unique climate 

and mineral / thermal water resorts. Administrative center of the region is city of Akhaltsikhe, 

which has legal status of the resort because of thermal water sources in the surroundings of 

the city and some touristic attractions, but Akhaltsikhe could not fully use its resort features 

due to the status of closed border region city in Soviet times. Recently it is a logistical hub 

and key settlement for touristic routes, business and trade of the region and center of the 

regional government. These three settlements, which were performed to resorts in the same 

time (19
th

 century) under influence of Russian Royal family, forming a virtual triangle on the 

mailto:tamarkhoshtaria@yahoo.com
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map, played main historic role in the development of Tourism and recreation cluster of 

Samtkhe-Javakheti region. In order to compare with foreign examples, triangles of the resorts 

are also mentioned in Germany and in other places in Europe, like Triangles of Baths, e.g. 

Resorts in: Bavaria “Bäder dreieck” – Bad Füssing - Bad Griesbach – Bad Birnbach [3]; 

Czech Republic, West bohemian triangle - Karlsbad, Marienbad and Franzensbad [4]. 
Separately can be considered ski-resort Bakuriani, which was formed to winter resort in 

Soviet Union time and is not as rich in cultural heritage, but is very popular for ski-sport 

lovers. New development of Bakuriani gives interesting prospects to the entire municipality 

and the region. 

In this context we should mention the new trend of City Branding in the world [5]. 

Branding of cities aims to advertise the city, to bring as much benefits as possible to the city 

and its population. Branding of the city is related to complex activities and interventions, 

which should be implemented in order to improve appearance of the city in the competition 

for more popularity in the world. To achieve this purpose, the holistic approach to the 

necessary activities is needed. Also creating of slogan is important, but it is not enough and 

city branding should begin by Plans, Projects and Programs; renovations and restorations; 

cultural heritage protection; creation of green public spaces; ecology improvement etc. 

Engineering heritage has an important place under all these issues.  

In Georgia there are many examples of the engineering heritage in a whole country. 

Between numerous cultural heritage monuments, industrial heritage monuments of Samtskhe-

Javakheti Region are mainly concentrated in Borjomi city and its surroundings.  

 

 
 

Figure 1: View of Borjomi City 

 

The central city-forming factor of Borjomi was the famous mineral water, having 

excellent healing features. Geographic and Climatic characteristics of the resort are:  

“Geographical location - between the slopes of Meskheti and Trialeti ranges, in the 

valley of river Mtkvari and its tributaries, Borjomula and Gujareti water.  Height above sea 

level is 800-1000 m. Peculiarities of Borjomi climate are conditioned by the locaton of the 

resort in moderate climate, low mountain forested zone. The average January temperature is -

2,8 ° C. The average temperature in July, is the same as in August, 19°C. The average annual 

temperature is 8,3°C. Relative humidity is 77%. The average annual rainfall 658,6 mm. The 
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amount of precipitation is more in the warm period (April-September (356,6 mm)), and less - 

in cold period of the year (October-March (302 mm)). The sunshine duration is 1350-1400 

hours per year” [6]. 

 The city has attractive cultural heritage buildings of 19
th

 and 20
th

 century, historical 

Mineral water Park, medieval monuments, and many sightseeing places in the surroundings. 

Borjomi is the place for the Borjomi-Kharagauli National Park entrance and its 

administration.  

Recently the tourism development, especially health-care tourism remains as most 

important profile of the Tourism and recreation cluster of Borjomi Valley. But the 

engineering heritage, construction of which was the first great step to the future of the city 

and surrounding resorts, remained neglected and some of the monuments even have been 

demolished.  

All of the engineering constructions were more or less related to the water production. 

The engineering heritage can be presented as follows:  

1) Narrow railway Borjomi-Bakuriani, including metal construction railway Bridge, 

called Eifel Bridge,  

2) Power station in Borjomi mineral water Park;  

3) First mineral water bottling factory Building in the entrance of Borjomi Mineral 

Water Park,  

4) Borjomi-Park railway station of 1951,  

5) Chitakhevi Power plant (middle of 20
th

 century). 

Two last constructions doesn’t have the status of the cultural heritage yet, but they are 

characterized by style and architectural appearance, very typical for 50
th

 of 20
th

 century, they 

have signs of the engineering heritage, but officially are not recognized. The list could be 

prolonged by the Glass factory, but it was unfortunately demolished in 2005-2007.  

As we see in numerous world examples, engineering heritage becomes more and more 

important, getting new functions, renewed, and bringing better prospects and many benefits to 

the places of origin. Even the well-known Eiffel tower in Paris was the short-term temporary 

construction, and it was not accepted by most of the citizens, but the tower became the 

most important sign of the Branding of Paris city. Other significant example is a steel 

factory of 19
th

 century in Völklingen city, Germany. Old steel factory, named “Völklingen 

Hütte” was revived in 90
th

. Since 1994 it presents one of the most unusual monuments in 

UNESCO world heritage list [7]. The author of this paper, together with a student group of 

Georgian Technical University in early 90
th

, was participating in the international student 

event of the Völklingen Hütte, there different ideas were collected in order to find the way of 

the using of this old factory. Event was organized by the “Hochschule für Kunst” (High 

School of Art) of Berlin. The big question was: should it be kept or demolished? Georgian 

student group suggested the revival idea in order to keep, care, restore and founding of local 

museum and public space. Several years ago the complete revival of the Factory as a 

UNESCO world heritage site, the new life as great Engineering Heritage was implemented. 

The quantity of tourists is about 300.000 annually.   

There are numerous examples of heritage narrow gauge mountain railways in the world, 

between them – the UNESCO world heritage site in India. 

So we can conclude that the investigation, restoration if needed, care and bringing new 

function to the engineering heritage constructions is very important for the tourism 

development and especially can be interesting in the urban tourism development. 
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Related Literature  

In this paper were used literature sources related to the cluster development (Porter, 

1998), regional development (Tevzadze, 2016), city branding (Vardosanidze, 2012), resort 

features of Borjomi city (Saakashvili, Tarkhan-Mouravi, 2013), Legal documents (Georgian 

law of Cultural Heritage (2007), history of Borjomi city (Kacharava, 2015), also data from the 

Internet regarding engineering heritage examples, resorts and their development. 

 

Methodology   

Methodology to work out this paper contains analysis of historical data, critical and 

cluster analysis, legal acts and related literature review, comparative analysis, working on 

maps. Similar examples of the world engineering heritage were analyzed. 

 Paper is based on the legislative acts of Georgia, the Law of Georgia on the Cultural 

Heritage.  

 

Analysis  

As we listed the engineering heritage constructions and buildings in the introduction, we 

will analyze and describe them in this part of our paper. The most attractive heritage examples 

are mentioned, which can have the important influence on the Urban tourism development 

and the Branding of the Borjomi city. 

Branding of the Borjomi city contains several issues: the first of all is the strengthening 

of health-care tourism; renovation of the cultural heritage buildings in old city parts in order 

to create new tourism districts; revealing of problems and strengthening of the road 

communications; renewing of green areas in the surroundings of the city, under this topic also 

transformation of underused industrial places to the green public areas. Revival of 

engineering heritage constructions is defined as one of the most effective measures for Urban 

Tourism development in Borjomi. 

It has to be mentioned that several projects were realized in Borjomi during last years, 

as refurbishment of the buildings at the entrance of the historical Mineral water Park; 

rehabilitation of the riverside green areas and some public spaces in the city center; in regard 

to the engineering heritage the train of the narrow railway was renewed in 2016. From other 

side, the significant part of the cultural heritage, which made the biggest impact on the city 

development as a famous mineral water and health-care resort, was neglected.   

The most well-known Narrow mountain gauge railway Borjomi-Bakuriani obtained 

officially the status of monument of the engineering heritage since 30.06.2017, according to 

the data of the National Agency for Cultural Heritage Preservation of Georgia [8]. Schematic 

map of the railway is shown in Figure 1: 
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Figure 2: The Map of Borjomi-Bakuriani Narrow Gauge Railway 

Borjomi-Bakuriani narrow gauge railway was built in 1898-1902, as an additional 

connection to the Khashuri-Borjomi railway, which was constructed earlier at the end of the 

19
th

 century for the transportation of mineral water. 

 

 
 

Figure 3: First Porter Type Steam Locomotive in Borjomi 

All the stations were constructed in similar way with local basalt stone (sustainable 

planning example). Positive news are that Borjomi-Bakuriani Railway has obtained the status 

of the engineering heritage in 2017. But negative is that the status was not given earlier and 

the authentic construction / design of most of the stations was strongly changed and damaged. 

The train was renewed and presented in renowated condition in december 2016. But 

except train, there is a need of complete renovation works, station buildings as well railway 

for itself are to rehabilitate. Some stations, for example, Tsagveri station was enlarged in 

soviet times with additional buildings, which completely changed its historical appearance. 

One of worst technical problem is that wooden parts as railway sleepers are in strongly 

damaged condition.  

The historic photo of typical station building is shown in Figure 2. 
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Figure 4: Photo of Tsagveri station, 1912. 

 

Our suggestion: the first role of the railway was to reach mountain resort place in pre-

alpine zone, resort Bakuriani. We propose to implement complex rehabilitation measures, in 

order to add to the stations new value and function, to reuse the stations as touristic 

attractions. Rehabilitation should be implemented strictly keeping its authentic appearance. 

 

 
 

Figure 5: Photo of Libani station. 

 

New function of the stations as tourism attraction places can be created in very simple 

way – it is enough to organize cultural events, exhibitions of local and international artists; to 

arrange tourist infrastructure and children attractions, as well souvenir shops, food and drink 

places, using local traditions; to support programs, plans and projects (PPP); strengthen 

collaboration between investors, local entrepreneurs, owners of the railway (Georgian 

Railway) and municipality. New touristic function means to appoint the special adventure 

touristic train additionally to existing directions, which would stop in all new arranged places 

for enough time. The train schould have historical appearance. This function is also logical 

because the old historical railway cannot be used with high speed and that’s why usage as 

traffic connection is decreasing each year. According to the interwiev with Narrow gauge 

railway administration, the railway is supported every year by Georgian Railways and can not 
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generate sufficient income by itself. The new function will bring more economical benefits in 

long term to the owner as well to the local population and the municipality.  

 

 
Figure 6: Photo of the Eiffel Bridge 

 

Railway Metal Bridge, which is a part of the narrow railway construction, and is 

connecting resorts Tsagveri and Tsemi, is to mention separately [9]. The Bridge is known as 

Eiffel Bridge, this information is also easy to find on the official website of Georgian 

Railway. The short history of the Bridge is that it was transported as separate structural parts 

to Georgia from France in 1900
 
and was accomplished by Georgian engineer and pilot, 

Besarion Keburia. This information is very attractive for many tourists, there is a beautiful 

view from the Bakuriani road to the Bridge and it can be assessed like one of the interesting 

tourist attractions. The bridge should be investigated in structural way as one of rare examples 

of heritage bridges of Georgia, especially as a monument of engineering heritage from 

industry break-out of the end of the 19
th

 and beginning of the 20
th

 century.  

Borjomula river Bridges in the historical Mineral Water Park belong to the same time 

and they have similar metal construction details. 

The next heritage monument is a Power station in Borjomi Mineral Water Park. The 

station was constructed in 19
th

 century to supply the city with the natural energy. Power plant 

was situated on the Borjomula river – little mountainous river, having enough water resources 

for the producing electricity. The productivity was about 300 MW, it was a significant 

quantity for that time. The Power plant was one of the rare examples in whole Russian 

Empire and was active until 50
th

 of 20
th

 century. Unfortunately, Borjomi power plant lost its 

engineering parts in the crisis years in 90
th

.  Recently the remaining building was investigated 

under order of Agency for Cultural Heritage Preservation using 3D scanning technology by 

the engineering company “Engineering Idea”. The renovation of the Power plant is the next 

step. In one part the historic turbines will be demonstrated, other part will produce electricity 

for the existing network. 
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Figure 7: Borjomi Power Plant in the Mineral Water Park 

 

As mentioned above, the Borjomi resort industry development of the beginning of 20
th

 

century was related to the mineral water production of Borjomi [9]. In meantime, Romanov’s 

interests were to perform Borjomi from little recreation place in the resort city. Significant 

number of summer houses for nobles were constructed. Beautiful palace in historical Likani 

Park was planned and built by French architect Benua. The power plant was constructed for 

the electricity supply of these buildings, especially to provide the royal palace. 

 

 
 

Figure 8: Romanov’s Palace, Likani Park 

 

The heritage building at the entrance of the Mineral Water Park of Borjomi presents the 

first bottling factory. Our suggestion is to perform the beautiful building into museum of the 

Borjomi water history, with additional tourist infrastructure functions as rest and hospitality, 

showing local specialties. Recently the building has no defined function.  
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Figure 9: First Bottling Factory Building in Borjomi Park 

 
Constructions, having signs of the engineering heritage – Borjomi Park Railway station 

and Chitakhevi power plant, were constructed after Second World War. 

Chitakhevi Station is interesting due to the typical style of 45-50
th

 of the 20
th

 century. It 

was built with participation of German captives, is located on the picturesque way to the 

entrance of the Borjomi-Kharagauli national Park and presents beautiful sightseeing to the 9 

meters deep water channel. Guests of the National Park can observe the station during their 

trip. Chitakhevi power plant continues the functioning recently.   

 

 
 

Figure 10: Photo of Chitakhevi Power Plant 

 

Railway station “Borjomi-Park” is working as a last station of Tbilisi-Borjomi direction. 

The station is partly used for some restaurants. Building has beautiful architectural 

appearance. It would be interesting to enhance its functions, and to connect Narrow gauge 

railway Borjomi-Bakuriani with the Borjomi-Park station. The huge number of tourists, 

attending Mineral Water Park, could use this connection directly to and from Bakuriani trip. 
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Figure 11: Photo of the Borjomi-Park Railway Station 
 

Old glass factory for the producing of mineral water bottles does not exist anymore, it 

was demolished and recently there is a parking for trailers of the Borjomi mineral water 

factory. This area is placed on the way to the ski-resort Bakuriani. On the same way we can 

observe the first locomotive of the historical train, standing between construction remains 

(See Fig. 2.).  

It seems to be important to improve the surrounding area and use it for urban tourism 

development of the Borjomi city, as additional sightseeng. Neighborhood of the Borjomi 

factory is a positive situation. From the point of view of the architect with landscape planning 

experience, it schould be suggested to create green public space around the train monument.  

The model of the historical glass factory could be constructed in the transparent pavilion and 

shown to the guests of the resort city.  

So, it would be useful for the city to think about better environment on the way to the 

famous ski-resort, to arrange attractive new public spaces.  

Role of all these engineering buildings in the city branding is very significant and it can 

be proved by above mentioned numerous successful world examples.  

The importance of three “P”-s for the sustainable development of tourism and recreation 

cluster of Samtskhe-Javakheti regions most famous city of Borjomi is the next issue. PPP – 

can be explained in two ways – Plans, Projects, Programs or Public-Private-Partnership. Both 

cases are suitable for the sustainable development of the resort.  

Public-Private-Partnership of IDS Borjomi, recently the Borjomi mineral water brand 

owner, with Borjomi municipality is continuing during last years [11]. Many infrastructure 

projects were developed in the city in regard to this partnership. According to this positive 

case, the new approach to involve engineering heritage more effectively should be developed. 

Our analyze of cases for world engineering heritage sites presents, how significant 

could be benefits for the resorts, in case of reusing and rebranding of existing engineering 

heritage.  

As we shortly mentioned above, the problem is that the urban cultural heritage 

buildings, as well engineering heritage buildings in resort places were neglected for many 

years; now it is very complicated to implement all of the restoration and revival works and 

there is a need for big investments, which could be covered in long term period. But these 

activities can bring long term sustainable results to the city and whole municipality, as well to 

the country. So the investment in the revival of the engineering heritage should be supported 

from the governmental programs. Several decision makers should be involved, as Agency for 

cultural heritage, Railway administration; local municipality administration; universities, 
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scientists, engineers, among them international experts; education institutes, laboratories and 

the participation of the local population is very important. 

 

Results 

In the paper outstanding examples of the Borjomi resort engineering constructions were 

investigated and classified. The role of these cultural heritage in the urban tourism 

development was defined. Importance for the Branding of Borjomi city was determined. 

Cases of the famous world examples were analyzed and different solutions for the new 

functions of engineering heritage of Borjomi were proposed.   

The recommendations for the sustainable development of the resort city and its 

Branding were worked out. 

The brief description of the suggested concept is shown in Figure 12: 
 

 

Figure 12: Engineering Heritage and City Branding Scheme 

Conclusion 

Based on above mentioned study, we can conclude that the importance of the 

engineering heritage for urban tourism and City Branding is growing recently as a new trend 

in the world.   

Engineering heritage of resorts have to be deeply investigated and assessed. The 

authentic appearance should be kept. Creating of new public spaces and greenery planting 

should be used during restoration works. 

The importance of these heritage buildings and constructions should be supported by 

PPP-s (Programs, Plans and Projects, Public-Private Partnership).  

Decision makers and local population should be directly involved into planning and 

implementation. 

Benefits of the care and maintenance of the Engineering heritage for the City Branding 

and Urban tourism development of the Borjomi resort are obvious.  
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