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ABSTRACT  
Purpose- The urgent need for environmental sustainability has propelled the world towards a paradigm shift known as the "green 
transformation". This transformative process aims to reconcile economic development with ecological balance by adopting a holistic 
approach towards sustainability. At its core, the green transformation revolves around the concept of a "green economy," wherein the 
production and consumption patterns are aligned with principles of environmental responsibility, resource efficiency, and social equity. Key 
elements of green transformation examine the various sectors that are undergoing significant changes, such as energy, transportation, 
agriculture, and urban planning, all driven by the goal of minimizing carbon emissions and ecological footprints. The green transformation 
seeks to decouple economic growth from environmental degradation by promoting renewable energy sources, implementing circular 
economy practices, and adopting clean technologies. 
Methodology-   This study employed a bibliometric analysis to examine the existing literature on the investigation and application of green 
transformation. A total of 905 publications from Scopus and 645 publications from Web of Science databases is analysed. 
Findings- The findings revealed that interest in the concept of green transformation has grown significantly in academia, both in terms of 
volume and across various disciplines. Moreover, future research in the field of green transformation is expected to build upon current 
knowledge regarding technology and sustainability while exploring new frontiers, such as the impact of green transformation in digitalized 
environments. 
Conclusion- By employing cutting-edge technologies to delve into current research, this study offers valuable insights to comprehensively 
grasp recent findings on green transformation. It is important to note that the review's inclusiveness and comprehensiveness were 
constrained by the size of the selected literature. 
 

Keywords: Green transformation, bibliometric analysis, Web of Science, Scopus, VOSviewer    
JEL Codes: Q50, Q55, Q56 
 

 

1. INTRODUCTION  

The series of crises, including economic, social and natural, have highlighted immediate and substantive structural changes 
in global economies. Changes in this crisis include the crucial concept of green transformation, which aims to modernize and 
increase the competitiveness of national economies while minimizing environmental impact. This transformation 
encompasses diverse aspects, ranging from the efficient utilization of natural resources to the advancement of 
environmentally friendly technologies (Cheba, Bak, Szopik-Depczynska, & Ioppolo, 2022).  

The emergence of “green transformation” literature can be contextualized as a reflection of the growing recognition and 
concern for global environmental challenges, notably climate change and the depletion of biodiversity (Amundsen & 
Hermansen, 2021). The green transformation is a protracted process closely linked to proactive environmental protection 
policies. These policies not only stimulate the desire for innovative, eco-friendly products, services and technologies but also 
shape the evolving societal mindset towards sustainability over time. 

In the second and third industrialization revolution, economic growth especially relied heavily on the production and 
consumption of natural resources without thinking limitless of these natural resources. However, this approach has led to a 
current crisis concerning natural resources, with the looming threat of resource scarcity and continuously rising prices. In 
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contemporary conditions, countries, institutions and economists are exploring alternative economic models that prioritize 
environmental preservation while still generating wealth of civilization. This shift reflects the growing recognition of the need 
for a transition to a green transformation with green economy.  

The concept of green transformation refers to the process of transitioning societies, economies, and systems towards 
sustainability and environmental control. It involves adopting practices and policies that minimize environmental impact, 
promote resource efficiency, and address climate change. The goal of green transformation is to shift away from 
unsustainable practices and transition towards a more environmentally friendly and sustainable future.  

This paper conducts a thorough examination of the current literature providing an in-depth analysis of key trends, influential 
works, and emerging themes in the field. The paper then systematically unfolds the outcomes of the bibliometric study, 
unveiling a structured flow of information that sheds light on the landscape of green transformation research. The paper 
concludes by emphasizing the significance of the insights derived from this bibliometric analysis and their implications for 
future research within the field of green transformation. 

2. LITERATURE REVIEW 

In today’s competitive conditions, recognizing the direct impact of companies' strategies on the environment, it is essential 
for them to incorporate environmental responsibility into their long-term strategies. Companies face mounting pressure to 
compete on multiple fronts—not only meeting environmental requirements and complying with regulations but also 
distinguishing themselves from competitors and attaining sustainable competitive advantage. Companies that prioritize eco 
and green innovation by aligning their strategies, resources, capabilities, culture, and knowledge with environmental 
considerations, can effectively meet these requirements while creating barriers to entry for competitors (Šumakaris, Kovaite˙, 
& Korsakiene, 2023). Integrating environmental issues at the strategic level and embracing eco-friendly business strategies 
are not merely options but imperatives for companies to thrive in a world marked by heightened environmental 
consciousness (Hojnik, Ruzzier, & Manolova, 2018). In this context, strategic management plays a crucial role in driving and 
integrating green transformation within organizations. It ensures that sustainability goals are aligned with overall strategic 
objectives, enables resource allocation for green initiatives, manages environmental risks, and engages stakeholders to create 
a holistic and effective approach to sustainable business practices. 

There are various definitions for green transformation that can be defined a narrower sense, it is associated with the concept 
of green growth, which entails an economic transformation focused on environmental considerations (Berger, 2011). In a 
broader sense, the term encompasses the idea of sustainable development, which goes beyond the greening of the economy 
and also encompasses changes in social and environmental dimensions (Gu, Renwick, & Xue, 2018). 

The world is increasingly concerned about environmental changes, and organizations face various obstacles in their efforts 
to reduce negative environmental impacts. Over the past years, the environment has been severely affected by excessive 
resource consumption and advanced industrial activities, both of which contribute significantly to the accumulation of 
environmental pollution (Hanif, Ahmed, & Younas, 2023). For decades, there has been a strong emphasis, both in theory and 
practice, on the role of governments in increasing the efficient use of natural resources. Throughout the COVID-19 pandemic, 
the United Nations and various other organizations have called on all nations to adopt eco-friendly and low-carbon economic 
recovery strategies and promote a more environmentally sustainable global economy (Guo & Yuan, 2022). It is a well-known 
fact that greenhouse gases (GHGs), a major contributor to global warming, have unfavorable effects on both the environment 
and the socio-economic landscape. As a result, the idea of a green transformation has gained a lot of attention. Striving for 
sustainable development goals, the idea of green transformation seeks to promote green economic growth. This involves 
minimizing greenhouse gas emissions and, ideally, moving away from dependence on carbon (Zhao, Guo, & Feng, 2023). 
Organizations are consistently prioritizing environmentally friendly innovations to enhance their corporate ecological impact. 
Their primary objective is to establish a market advantage through a commitment to sustainable environmental practices 
(Hanif, Ahmed, & Younas, 2023). 

"Green economy" is one of the concepts revealed by long-standing studies that deal with economic growth and development 
together with ecological sustainability. Therefore, much like the sustainable development discourse that preceded it, 
proponents of the green economy describe it as a "low carbon, resource efficient and socially inclusive" economy (Death, 
2015). The economic activities that started with the industrial revolution changed the natural environment of the world much 
more deeply than in previous periods. Over the years, we see this impact accelerating to a point where global warming and 
other ecological limits raise concerns about devastating and irreversible changes in global ecosystems and undermine human 
ability to sustain civilization. The necessity of meticulously reducing environmental pollution and resource consumption is 
scientifically indisputable. This includes the use of polluting industries and technologies that recognize the value of natural 
resources and environmental services, and that separates economic growth from resource consumption, gradually removing 
pollutants such as greenhouse gases or plastic products (Pegels & Altenburg, 2020). 

The overall green transformation in industries includes the improvement of green industrial structure and the transition to 
environmentally friendly production. Therefore, by the industrial green transformation, the mis-distribution of existing 
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natural resources can be reduced, while resources are flowed to the most suitable sectors and used rationally. In addition, 
the relevant regulation, new energy exploration and use of new resources will emerge under industrial green transformation 
(IGT) (Zhao, Guo, & Feng, 2023). 

The primary emphasis of green transformation research lies in renewable energies and intelligent energy systems. According 
to theories with the firm's resource-based perspective, achieving sustainable competitive advantage involves utilizing unique 
organizational resources or dynamic capabilities. This enables the identification and exploitation of business opportunities, 
leading to a transformative impact on the organization. However, other scholars place significant emphasis on the critical role 
of knowledge (Magyari, Zavarko, & Csedo, 2022).     

The first papers that introduced the term "green transformation" within the framework of sustainable development and 
green growth emerged at the start of the 21st century. Luttropp and his colleagues conducted a study examining the concept 
of green transformation focusing on products with high performance and business opportunities. Their research concluded 
that the information society had reached a significant level of environmental knowledge and development, presenting new 
opportunities to utilize environmental guidelines (Luttropp & Karlsson, 2001).  

Since from Lutropp and Karlsson studies, the concept of green transformation, encompassing economic and environmental 
aspects, has become an engaging topic of discussion among scholars worldwide. Over the years, the concept of green 
transformation has developed and been widely explored and debated by numerous scholars and practitioners worldwide. 
The volume of scientific publications on this topic has been steadily growing and differentiate by regional perspectives, such 
as China, (Li, et al., 2021), Indonesia, Ghana, Nigeria (Efobi, 2019), UK (Oyedokun, 2015), Norway (Haugseth, 2019), Taiwan 
and France. On the other side there are also green transformation studies that analyzing individual published studies related 
to the industrial point of view, specific fields of science and the general approaches. According to industry perspective, several 
publications have examined the concept of green transformation within the manufacturing sector, the cement industry, the 
maritime industry and the fashion industry (Wang, Wang, Meng Wang, 2012). 

3. METHODOLOGY  

While investigating the concept of green transformation, which has gained significant popularity and has emerged as a 
prominent research area, there remains a lack of comprehensive analysis concerning the interplay between the structure, 
development, collaboration among existing literature, and the clarification of potential research avenues. Consequently, this 
paper employs a bibliometric analysis of green transformation to comprehensively comprehend and explore the current 
landscape of research pertaining to the application of green transformation in economy, as well as sustainability and 
environmental protection implementations.  This study follows the bibliometric analysis procedure based on the study of 
Donthu et al., (2021) which is given in Figure 1. 

Figure 1: Bibliometric Analysis Procedure 
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The outcomes of this investigation aim to assist scientists, researchers, decision makers identifying research focal points and 
emerging patterns within the field of green transformation, thereby guiding their future research endeavors. The present 
study seeks to address the following research inquiries using Web of Science and Scopus databases: 

RQ1: In the period of 2001-2023, what trends can be identified in terms of publication quantities, distribution based on topics 
from green transformation research?  

RQ2: Which disciplines and thematic areas stand out as the primary focuses within green transformation research? 

4. FINDINGS  

While searching the studies; the time period between 2001-2023 years were taken and titles, keywords and abstracts search 
tool were used. In both databases “green transformation” used as a focal keyword. This resulted a sample of 905 from Scopus 
and 645 from Web of Science databases.  

Figure 2: Documents by Year (Source: Scopus) 

 

 

According to the data obtained from the Scopus database, as seen in Figure 2, the publications have been increasing gradually 
since 2001. Especially in 2020 the number of publications were 73, in 2021 it was 119 and in 2022 it was 332 which shows the 
increasing interest to the subject of “green transformation”.  

Figure 2: Documents by document type (Source: Scopus) 

 

As it is shown in Figure 3 the collected documents included articles, conference papers, book chapters and the others.  
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Figure 4: Documents by subject area (Source: Scopus) 

 

 

The Scopus database provides the information about the subject area which gives the mostly studied areas about the topic 
“Green Transformation”. As it is shown in Figure 4 the documents cover mainly 10 different areas and the others. This shows 
us that although the subject of green transportation seems to be new, several different disciplines are studying and there is 
a multidisciplinary approach. The most frequent subject areas are “Environmental Studies” (23.0%), “Engineering” (12.6%), 
“Energy” (12.0%), “Social Sciences” (11.2%) which together account for almost more than half.  Figure 5 shows the most 
studied areas obtained from the Web of Science database; “Environmental Sciences” ranked first with 307 studies, “Green 
Sustainable Science Technology” ranked second with 184 studies, and “Environmental Studies” ranked third with 145 studies. 

Figure 5: Documents by Subject Area (Source: Web of Science) 

 

Excluding the conference papers, the books and the book chapters between the time period 2001-2023 728 articles listed in 
Scopus database and the top fifteen journals are listed in Table 1. The first three journals Sustainability Switzerland (total 89-
%12), Environmental Science and Pollution Research (total 50-%7), International Journal of Environmental Research and 
Public Health (total 43-%6) account for nearly %25 of the relevant papers (a total of 182). As it can be seen from Table 1 the 
subject of “Green Transformation” is studied in different areas such as Sustainability, Environmental Science, Energy etc.  
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Table 1: Top 15 Journals Publishing on Green Transformation 

Sources Articles 

Sustainability Switzerland 89 
Environmental Science and Pollution Research 50 
International Journal of Environmental Research and Public Health 43 
Journal of Cleaner Production 42 
Frontiers in Environmental Science 28 
Energies 14 
Resources Policy 12 
Resources and Environment in the Yangtze Basin 10 
Energy 9 
Energy Economics 9 
Environment Development and Sustainability 8 
Science of the Total Environment 7 
Technological Forecasting and Social Change 7 
Chinese Journal of Eco Agriculture 6 
Frontiers in Energy Research 6 

When the geography of publications is analyzed there are many different studies from geographically different regions 
ranging from Europe to Asia. As it is seen in Figure 6 the most frequently studied countries are China, United States, United 
Kingdom and Germany. 

Figure 6: Documents by Country or Territory (Source: Scopus) 

Using VOSviewer software it is possible to see the co-authorship analysis. Co-authorship analysis investigates the interactions 

among scholars within a specific research domain. The findings of this analyses can justify and catalyze new research 

initiatives among scholars (Donthu, Kumar, Mukherjee, Pandey, & Lim, 2021).  Figure 7 shows the co-authorship analysis 

which indicates the interaction between authors highlighting the collaboration of academic studies and the contribution from 

various countries and institutions using the data taken from Web of Science.  
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Figure 7: Co-authorsip Analysis (Source: VOSviewer) 

 

5. CONCLUSION AND IMPLICATIONS 

The concept of green transformation is relatively new and timely subject which is discussed in the literature to face 
sustainability challenges. It represents a fundamental shift in our approach towards sustainable development, aiming to 
reconcile economic growth with environmental control. Through the adoption of cleaner technologies, renewable energy 
sources, and more efficient resource management, the green transformation holds the promise of creating a greener, 
healthier, and more resilient future for our planet and future generations. Moreover, the green transformation offers 
significant opportunities for new technologies, environmental policies and job creation. By investing in clean technologies, 
sustainable infrastructure, and green industries, nations can foster a new era of green jobs, promoting both economic 
prosperity and environmental well-being. This transition presents an opportunity to reshape industries, reimagine urban 
spaces, and promote sustainable consumption and production patterns (Cheba et al., 2022). 

Examining the above dimensions provides a comprehensive picture of green transformation, while also outlining the expected 
trajectory and key green transformation trends for regions and various businesses in the coming years. Starting from 2001 
the number of publications in yearly basis are increasing gradually which also shows the increasing level of interest to the 
subject of “Green Transportation”. Among the mostly studied subject areas Environmental Studies and Environmental 
Sciences takes the highest places.  

The main limitation of the study is that the concept of green transformation has only been explored in the literature since 
2001, making it a relatively new concept. Besides, for the future studies, green transformation can be further investigated by 
narrowing down to specific industries, regions, countries and subjects to delve deeper. 

In conclusion, the green transformation is not just a desirable option; it is a necessity. It represents our best chance to mitigate 
climate change, protect biodiversity, and ensure the well-being of present and future generations. By embracing this 
transformative journey, we can create a world that is not only environmentally sustainable but also socially inclusive and 
economically prosperous. It is up to us to make the green transformation a reality, and in doing so, secure a brighter future 
for ourselves and the planet we call home. 
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ABSTRACT 
Purpose- The Great Resignation, a profound labor market shift following the COVID-19 pandemic, has seen employees globally re-evaluate 
their work-life priorities. This paper presents a comprehensive review of the literature on this phenomenon, aiming to consolidate existing 
knowledge, identifying research gaps, and offer insights to various stakeholders. 
Methodology- A systematic literature search was conducted using defined keywords such as "Great Resignation," "workforce trends," and 
"remote work" across multidisciplinary databases Web of Science and Scopus. Publications spanning 12 categories, including refereed 
articles, conference papers, and reviews, were reviewed to distill the essence of existing research. 
Findings- The Great Resignation underlines a pivotal movement where work-life balance, health, safety, and job contentment surpass 
conventional job security. Contributing factors include blurred boundaries between professional and personal spheres due to remote work, 
health risks in the workplace, and a general rethinking of career choices following the pandemic. The increase in workloads and the stress of 
the global health crisis have accelerated burnout, making many seek healthier work environments. In addition, changes in cost of living and 
inflation have further fueled this trend. The phenomenon poses significant challenges for organizations, from talent retention to operational 
disruptions. 
Conclusion- Addressing the Great Resignation requires adaptive strategies from employers. The flexibility of work options, the prioritization 
of mental health, the availability of competitive compensation, and the maintenance of transparent communication emerge as essential. 
Governments, too, play a crucial role by ensuring policies that support worker rights, offer financial aid, and promote skill development. This 
review underscores the need for more empirical research to understand long-term impacts across various sectors and demographics and to 
develop effective retention strategies. The findings also provide a foundation for policymakers, business leaders, and academics to strategize 
and navigate the challenges and opportunities presented by the Great Resignation in the post-pandemic era. Future research directions 
include an in-depth exploration of sector-specific impacts, demographic variations, and long-term economic implications. 
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1. INTRODUCTION  

In recent times, the global labor market has witnessed an extraordinary phenomenon known as the "Great Resignation." 
Following the widespread impact of the COVID-19 pandemic, this unprecedented wave of voluntary job resignations has 
taken center stage in discussions among business leaders, policymakers, and academics alike. Coined by Anthony Klotz from 
Texas A&M University (Hopkins and Figaro, 2021), the term "Great Resignation" encapsulates the collective decision of 
millions of employees across the globe to reassess their career trajectories, prioritize personal well-being, and redefine their 
notions of job satisfaction and work-life balance (Formica and Sfodera, 2022). 

This massive workforce exodus not only left employers grappling with talent retention challenges, but has also reshaped 
traditional paradigms of employee motivation, job satisfaction, and workplace culture (Klotz and Bolino, 2016). The aftermath 
of the pandemic has acted as a catalyst, prompting employees to reconsider what they truly value in their professional lives 
(Ng and Stanton, 2023). Amidst this backdrop, remote work and flexible work models have gained unprecedented attention, 
suggesting a potential correlation with the ongoing Great Resignation. 
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The societal and economic implications of this labor shift are far-reaching. As organizations face skill shortages and talent 
retention becomes increasingly complex, there is a pressing need for a deeper (Allman, 2021; Josifidis and Supic, 2023), more 
nuanced understanding of the factors driving this trend. Although the Great Resignation poses undeniable challenges, it 
simultaneously offers a unique opportunity for organizations to look at, innovate, and redefine the future of work. 

Several scholars and researchers have explored this phenomenon (Tessema et al., 2022; Baranes and Brown, 2023), exploring 
its myriad facets from workforce trends to changing workplace policies. However, the scattered nature of existing research 
on the topic emphasizes the need for systematic consolidation of knowledge. Therefore, this literature review aims to bridge 
this gap by offering a comprehensive overview of the current discourse on the Great Resignation. By examining research from 
a variety of perspectives, we seek to present a cohesive picture that is beneficial to academics, business leaders, and 
policymakers alike. Through this endeavor, our goal is to foster a more profound understanding of the Great Resignation, its 
implications on the global labor market, and the strategic responses required to navigate the challenges and leverage the 
opportunities it presents. 

Furthermore, the Great Resignation serves as a poignant reminder of the dynamic nature of the labor market and the intrinsic 
human need for purpose and fulfillment in professional pursuits. As society grapples with the aftereffects of a global health 
crisis, it is becoming evident that the workplace cannot remain isolated from larger societal changes. This phase underscores 
the interconnection between personal well-being, social events, and professional aspirations. Beyond immediate challenges, 
the Great Resignation is also a call to action for businesses and policymakers to proactively anticipate and respond to evolving 
workforce needs. This review of the literature, while aiming to encapsulate the current understanding of the phenomenon, 
also seeks to lay the foundations for future research and dialogue, emphasizing a proactive, rather than reactive, approach 
to changes in the labor market. It is our hope that this introspective journey into the Great Resignation will not only 
understanding but also inspire innovative solutions for a more resilient and harmonious future of work. 

In the ensuing sections of this article, we will methodically unfold the layers of the Great Resignation, beginning with our 
systematic methodology that guided our literature search and analysis. Following this, we will delve into our findings, 
presenting the multifaceted reasons behind this workforce shift and its subsequent implications on the labor market. The 
discussion will further dissect the broader impacts and potential strategies that businesses, policymakers, and individuals can 
adopt in response. We will conclude by synthesizing the main takeaways, identifying gaps in current research, and suggesting 
future directions for both academia and industry. Through this structured flow, our aim is to provide readers with a holistic 
understanding of the Great Resignation, its implications, and the path forward in the evolving landscape of the global 
workforce. 

The paper begins with an introduction to the "Great Resignation," setting the context of this phenomenon in the wake of the 
COVID-19 pandemic and highlighting its importance in the global labor market. The following section follows, outlining the 
systematic literature search strategy used to gather relevant data. We then present our findings, detailing how the pandemic 
has influenced work-life balance, remote work trends, workplace health risks, and employee resignations, as well as the 
resultant shift towards more flexible and meaningful work. The discussion section interprets these findings, exploring the 
broader implications for employees, employers, and policymakers, and underscoring the challenges and opportunities 
presented by this shift. The paper concludes by summarizing the key insights and highlighting the need for further empirical 
research to understand the long-term effects and devise effective strategies. Finally, it suggests practical implications for 
organizations and government policies and outlines future research directions to deepen our understanding of the Great 
Resignation and its extensive impact. This structured approach ensures a comprehensive and insightful analysis of the 
phenomenon. 

2. METHODOLOGY 

Literature search is a critical step in conducting a literature review, as it involves systematically identifying and collecting 
relevant research studies, articles, and publications that will inform the analysis and conclusions of the review. Here is an 
elaboration on the literature search process. 

2.1. Define search terms  

Begin by creating a list of search terms based on the main themes, concepts, and keywords related to our topic, such as 
"Great Resignation," "workforce trends," "employee motivation," "job satisfaction," "remote work," "flexible work 
arrangements," "organizational challenges," and "policy implications." These terms (Table 1) will help us to capture the 
various dimensions and aspects of the Great Resignation phenomenon. In addition to individual keywords, consider using 
phrases and combinations of terms to refine your search. 
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Table 1: List of Search Terms 

1. Great Resignation 7. Turnover 13. Work-life balance 19. Workplace Policies 

2. Labor market trends 8. Voluntary Resignations 14.Organizational challenges 20. Policy Implications 

3. Workforce Trends 9. Employee retention 15. Skill shortages 21. Employee Engagement 

4.  Motivation of employees 10. Talent Management 16.Generational Differences 22. Employee burnout 

5. Job satisfaction 11. Remote Work 17. Millennials 23.Post-pandemic workplace 

6. Job dissatisfaction 12.Flexible Work Arrangements 18. Generation Z 24.COVID-19 impact 

Using these terms, we created search queries to explore the literature. Employ Boolean operators (AND, OR, NOT) to combine 
or exclude keywords, and use quotation marks to search for exact phrases. Likewise, we used "employee motivation" OR "job 
satisfaction" to broaden our search to include articles that explore either concept in relation to the Great Resignation. 

2.2. Select Databases 

The Web of Science, a multidisciplinary database, offers an extensive collection of research articles from various fields, 
including social sciences, economics, and management. This database is particularly helpful for tracking citation patterns and 
identifying highly influential articles in the field of study. 

Scopus, another multidisciplinary database, provides a large volume of peer-reviewed articles and conference papers from 
diverse subject areas. Its advanced search and citation analysis features make it a valuable resource to identify relevant 
literature and understand the research landscape surrounding the Great Resignation phenomenon. 

Using both Web of Science and Scopus for our literature search, our goal is to capture a broad range of research articles 
related to the Great Resignation, encompassing various aspects such as workforce trends, employee motivation, remote 
work, and policy implications. These databases will facilitate the identification of relevant and high-quality literature to inform 
our comprehensive review on the phenomenon of great resignation. 

2.3. Develop search strategies 

Combine your search terms using Boolean operators (AND, OR, NOT) to refine your search and find the most relevant 
literature. For example, you might search for "Great Resignation AND Employee Motivation” or "workforce trends OR job 
satisfaction." 

2.4. Apply Filters 

Use database filters to narrow down your search results based on criteria such as publication date (Table 2), language, 
document type (e.g., journal articles, conference papers, books) and subject areas. This can help you focus on the most 
relevant and recent literature. 

Table 2: Scope Review Categories 

Article Editorial Material Early Access Review Article 

Book Chapters Proceeding Paper Book Review Meeting Abstract 

Letter Book Discussion Data Paper 

3. FINDINGS 

The pandemic has caused many people to reassess their work-life balance. Remote work has blurred the lines between 
personal and professional life, leading many to seek jobs that offer a better balance. The risk of exposure to COVID-19 on the 
workplace has led many employees (Baker et al., 2020), particularly those in customer-facing roles, to resign. This is especially 
true for those with underlying health conditions or those who live with vulnerable individuals. Many employees have come 
to appreciate the flexibility of remote work and are not willing to return to a traditional office environment. Companies that 
insist on a full return to the office may see higher resignation rates (Zalot, 2023). The pandemic has given people time to 
reflect on their career choices. Some have decided to pursue different career paths, go back to school, or start their own 
businesses. Increased workload during the pandemic, coupled with the stress of living through a global health crisis, has led 
to widespread burnout, causing many to leave their jobs in search of a healthier work environment (Galanti et al., 2021). With 
the increase in cost of living and inflation, many workers are looking for jobs that offer higher pay or better benefits. 
Companies that do not adjust their compensation packages to reflect these changes may see higher turnover rates. (Allman, 
2021).  With many schools and childcare facilities closed or operating at reduced capacity during the pandemic, working 
parents have struggled to balance their professional responsibilities with childcare. This has led some parents to completely 
leave the workforce. Some people are seeking more meaningful or fulfilling work (Formica and Sfodera, 2022). The pandemic 
has led many to reassess their values and priorities, leading them to seek roles that align more closely with their personal 
interests and passions. The number of research papers for scope review is shown in Table 3. 



Research Journal of Business and Management- RJBM (2023), 10(4), 160-165                                                         Artar, Balcioglu 

____________________________________________________________________________________________________ 

 DOI: 10.17261/Pressacademia.2023.1832                                    163 

 

Organizations are facing the challenge of retaining their employees midst the Great Resignation (Liu-Lastres, Wen and Huang 
2022). They must rethink their strategies and policies to ensure that they are meeting the changing needs and expectations 
of their workforce. With many employees resigning, organizations are struggling to fill vacant positions. This has increased 
the competition for talent, making it more difficult for organizations to find qualified candidates. High turnover rates can 
disrupt business operations and negatively impact productivity (Serenko, 2022). Organizations must find ways to ensure 
continuity despite frequent changes in personnel. The healthcare sector has been particularly affected, with many healthcare 
workers resigning due to burnout and the high stress environment caused by the pandemic (Zagorsky, 2024). Schools and 
universities are also facing high resignation rates, which impact the quality of education and increase the workload of the 
remaining staff. These sectors, which often require in-person work, have seen a significant number of resignations due to 
health concerns and the desire for remote work. 

Table 3: The number of Research Papers for Scope Review 

 

Topic Article Editorial 

Material 

Early Access Review 

Article 

Book 

Chapters 

Proceeding 

Paper 

Book 

Review 

Meeting 

Abstract 

Letter Book Discussion Data 

Paper 

Great Resignation 36 21 12 6 0 0 0 0 0 0 0 0 

Labour market 

trends 

62 1 1 1 0 19 0 1 0 0 0 1 

Workforce trends 104 14 1 2 3 9 0 0 4 0 0 0 

Employee 

Motivation 

783 7 18 22 13 219 5 4 4 0 0 0 

Job satisfaction 34749 297 1001 1802 623 2639 0 531 0 0 0 0 

Job dissatisfaction 1199 13 21 50 0 62 0 0 0 0 0 0 

Turnover 153188 1429 1623 11800 0 9857 0 0 539 0 0 34 

Voluntary 

Resignations 

14 0 1 1 0 0 0 0 0 0 0 0 

Employee 

retention 

797 0 27 25 16 116 0 0 0 0 0 0 

Talent 

Management 

1948 75 70 114 302 436 0 0 0 0 0 0 

Remote work 1105 39 109 50 18 220 0 0 0 0 0 0 

Flexible Work 

Arrangements 

403 0 23 18 11 37 0 0 0 0 0 0 

Work-Life Balance 5496 272 0 281 373 414 0 0 0 0 0 0 

Organisational 

challenges 

217 0 7 23 9 50 0 0 0 0 0 0 

Skill shortages 233 14 0 12 8 35 0 0 0 0 0 0 

Generational 

Differences 

1891 48 54 70 80 134 0 37 7 0 0 0 

Millennials 2711 132 129 0 250 421 89 0 0 0 0 0 

Generation Z 1119 28 101 0 34 354 0 0 0 0 0 0 

Workplace 

policies 

436 11 19 31 5 31 0 0 0 0 0 0 

Policy implications 27215 556 888 0 1119 1945 251 204 50 0 0 9 

Employee 

engagement 

2700 55 168 118 176 280 17 31 0 0 0 0 

Employee burnout 186 0 5 8 4 5 0 0 0 0 0 0 

Post-pandemic 

workplace 

8 0 2 1 0 0 0 1 0 0 0 0 
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4. DISCUSSION 

The Great Resignation represents a significant shift in the labor market, with employees prioritizing work-life balance, health 
and safety, and job satisfaction over traditional job security. This shift has been driven by a combination of pandemic-related 
factors, including the transition to remote work, increased stress and burnout, and a reevaluation of personal and 
professional priorities. 

 Great resignation offers employees the opportunity to seek better working conditions, higher pay, and more fulfilling roles. 
However, it also presents challenges, such as the uncertainty of job hunting during a pandemic and the potential for increased 
job competition. Employers are faced with the challenge of retaining their current employees and attracting new ones in a 
competitive job market (Sull et al., 2022). They may need to re-assess their workplace policies and offer more flexible work 
arrangements, competitive compensation packages, and a supportive work environment. Governments play a crucial role in 
supporting workers and employers during this time (Jiskrova, 2022). This could involve implementing policies that protect 
workers' rights, providing financial support to businesses, and investing in training and education to help workers transition 
to new roles or industries. 

Employers can offer flexible work arrangements, such as remote work or flexible hours, to accommodate employees' needs 
and preferences (Tessema et al., 2022; Gewin, 2022). Prioritizing employee well-being, through initiatives such as mental 
health support, stress management programs, and a healthy work environment, can help reduce burnout and improve job 
satisfaction. Offering competitive compensation packages, including fair wages, comprehensive benefits, and opportunities 
for growth and development, can attract and retain talent (Zalot, 2023; Fuller and Kerr, 2022; Rymsha, 2023). Employers must 
maintain open and transparent communication with their employees, address their concerns, and providing clear information 
about the organization's plans and policies. Governments can provide support through policies that protect workers' rights, 
provide financial support to businesses, and invest in training and education to help workers transition to new roles or 
industries. 

5. CONCLUSION 

The phenomenon of great resignation represents a major shift in workforce trends, with profound implications for 
organizations, employees, and labor market policies. This comprehensive review of the literature has explored the 
multifaceted nature of the Great Resignation, shedding light on its drivers, consequences, and potential strategies for 
navigating this new terrain. The literature revealed that factors such as job satisfaction, employee motivation, and the 
increasing demand for remote and flexible work arrangements are central to understanding the Great Resignation (Sull et al., 
2022). These findings underscore the need for organizations to adapt their workplace policies and practices to meet changing 
employee expectations and retain talent in this era of great resignation. 

In the context of the COVID-19 pandemic, the Great Resignation has also highlighted the importance of work-life balance and 
mental well-being in employment decisions, as reflected in the literature. As such, organizations and policy makers must 
prioritize these aspects to address the challenges posed by the Great Resignation and to build a more resilient and sustainable 
labor market. Additionally, the review identified significant literature gaps, indicating the need for more research. Specifically, 
more empirical studies are needed to investigate the long-term impacts of the Great Resignation on different industries, 
demographic groups, and economies. Future research should also explore the effectiveness of various strategies to manage 
the Great Resignation and promote employee retention and engagement. 

In conclusion, this comprehensive review of the literature has provided a holistic understanding of the phenomenon of great 
resignation. By consolidating existing knowledge and identifying areas for future research, this review contributes to 
academic discourse and offers valuable information for practitioners and policy makers navigating the Great Resignation. As 
we continue to grapple with this labor market phenomenon, the insights derived from this literature review offer a roadmap 
for navigating the challenges and opportunities of the Great Resignation in the post-pandemic world. 

5.1. Implications & Future Research  

Organizations may need to review their workplace policies to include more flexible work arrangements, better compensation 
packages, and improved health and safety measures. Governments may need to consider policies that support workers, such 
as increased minimum wages, better unemployment benefits, and support for childcare. 

More research is needed to understand the specific causes of the Great Resignation and how they vary across different sectors 
and demographics. Researchers should investigate the long-term impacts of this phenomenon on individuals, organizations, 
and the economy as a whole. Future research should also focus on identifying effective strategies for organizations to retain 
their employees and navigate the challenges posed by the Great Resignation. 
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ABSTRACT  
Purpose- For the organization to strive in today's competitive environment, managers should provide a working environment that is 
conducive and supportive to its members/employees. Human beings like to be recognized, valued, and taken care of while they are 
performing their duties. The study examines the influence of perceived organisation support on employees' engagement in small and 
medium enterprises in Tanzania.  
Methodology- The study is guided by the Social Exchange Theory which explains that the amount of care and support given to the 
employees is the same amount of commitment they will give back to the organisation and hence engagement. The study is positivist 
where cross-sectional design was used to study the relationship between perceived organisation support and employees' engagement in 
SMEs, and it was done in three regions which are Dar es Salaam, Morogoro and Manyara. The study used stratified sampling and 
structural equation modelling was used to analyze data.  
Findings- The findings showed that organisation support has a significant influence on employees' engagement (both job and 
organisation engagement).  
Conclusion- The study recommends that SMEs should support employees by matching their interests with those of the SMEs. When 
these interests match, is where the employees feel valued and respected and perceive that the organisation cares about their well-being.  
 

Keywords: Perceived organisation support, employees' engagement, SME, engagement, Social Exchange Theory 
JEL Codes: D11, E21, M31 
 

 

1. INTRODUCTION  

Organisations are striving to get the efforts of their employees who are well organized and can devote their time to work 
with them. It is well known that in any organisation there are different resources like monetary and non-monetary 
resources (like time, people, tools, etc.) These resources if they are effectively utilized make the organisation achieve its 
competitive advantage. Work is essentially related to employees' quality of life, fulfilment of one's work to the total overall 
satisfaction which is much more extended to the normal life beyond the workplace (Kumar, 2019; Xiang, et al., 2017). 
Working is more than making people earn a living rather people will find a true meaning in life and a sense of belonging 
(Khajuria, et al. 2022; Musenze, et al., 2021).  

In today's world, the operations of any organisation are faced with different challenges which are coming from internal and 
external environments. These challenges may be political, economic, social, technological, environmental, and legal (Gadi, 
et al. 2020). To tackle these challenges, the organisation needs to have a well-engaged workforce which will enable the 
organisation to perform at a higher level (Chen, et al, 2020). This can be achieved if employees will get full support from the 
organisation (Wan, & Saidin, 2018; Adeoye & Elegunde, 2012). 

Perceived Organizational Support (POS) is related to the increasing company commitment, positive attitudes towards work 
such as job involvement, work and the desire to stay in the organisation, and reduce absenteeism behavior which increases 
company output (Shuck, 2020; Ghazali, et al., 2018). The greater the level of perceived organizational support, the greater 
the level of employee engagement, (job and organisation); equally, the lower the level of perceived organizational support, 
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the lower the level of employee engagement (Imran, et al., 2020; Saks, 2019). Work engagement is defined as a condition in 
which a person feels satisfied and has positive thoughts about their work which is characterized by high enthusiasm (vigor), 
dedication and focus/appreciation (absorption) in doing work (Isa, et al., 2020; Schaufeli & Bakker, 2004). Also, it is seen as 
the employee's perception of the extent to which he feels that the organization appreciates his work contribution and cares 
for his welfare (Wang, et al., 2020).  

There are many factors that influence organisation engagement, one of which is perceived organizational support 
(Stefanidis, & Strogilos, 2020; Tan, et al., 2020). Support from the organization is needed by employees as employees feel 
that they are valued by the organisation which in turn raises the level of commitment and hence influences employees’ 
engagement at the workplace.  Amir and Mangundjaya (2021) and Eisenberger et al. (2016) define perceived organizational 
support as an overall employee belief about the extent to which organizations value their contribution and care about their 
well-being.  

The support which employees need is an appreciation for their performance whether it’s financial or non-financial and also 
career advancement (Hameduddin, & Fernandez, 2019; Al-dalahmeh, et al. 2018). This will affect the positive thinking of 
employees in their minds that the organisation is supporting them so they will try to give back to the organisation by 
engaging themselves. In other words, perceived organizational support expresses the employees' attitudes that lead to a 
good relationship between employees and the organization (William, et al. 2021). Organizational support explains how 
employees form a general insight concerning the extent to which the organization values their contributions and cares 
about their welfare (Karim, et al. 2019; Eisenberger & Stinglhamber, 2011).  

Employees who create a friendly relationship with the organisation are those who will likely receive support and increase 
performance. This is the norm that the employee creates as a manner of paying back to the organisation and hence 
engagement (Gusti & Gede 2021). There is limited research on the role of organisation support and employees' 
engagement in small and medium-sized organisations. The majority of studies that have been conducted focus on large 
organisations. Employees' engagement is categorized into two groups, namely organisation and job engagement (Saks, 
2006; Welch, 2011). With this classification of employee engagement, it is not likely that organisation support to have the 
same influence on job and organisation engagement. This has not been considered by other studies. With this research gap, 
it was important to conduct a study on the influence of organisation support on employees' engagement in small and 
medium-sized organisations. This study is going to bridge the gap which other researcher did not address the support 
employees needed to foster the engagement.  

2. LITERATURE REVIEW 

Perceived Organisation Support leads to employees’ engagement in an organisation (Shuck, 2020; Hameduddin, & 
Fernandez, 2019; Kumar, 2019; Knight, 2013). Organizations have a responsibility to ensure that employees' welfare is 
protected. Once employees perceive that the organisation cares about them and obtain the required support, they are 
likely to be more engaged in the organisation. Knight (2013) continues that when employees feel as if an organisation is 
monitoring or viewing the employee, the employee usually sees this as support and subsequently will become more 
engaged at work. This is supported by Dawley et al. (2010) and Meintjes, et al. (2018) that POS assures the employee that 
the organisation stands behind them as they perform their job and handle stressful conditions.  

Eisenberger et al. (2002) and Lee, et al. 2019) proclaim that employees believe that organisations have an employee 
orientation that encompasses both recognition of their contribution and concern for their welfare. Therefore, there is a 
positive relationship between perceived organisation support and employees' engagement (Pati & Kumar, 2010; Zacher & 
Winter, 2011; Biswas & Bhatnagar, 2013; Chass et al., 2018).  

The organisation needs to take care of and support its employees to achieve its goals. According to Rhoades et al. (2001), 
POS creates an obligation on the part of employees to care about the organisation's welfare and to help the organisation 
reach its objectives. It has been therefore generally argued that an open and supportive environment is important for 
employees to feel that they are secure at the workplace and therefore engage themselves in performing their 
responsibilities (Wan, et al., 2018; Ghosh, et al., 2016). 

Saks (2006) also agrees that perceived organisational support influences an employees' perception and the belief that 
enables them to fulfil their roles and engage themselves with the organizational objectives. Therefore, there is a significant 
relationship between perceived organization support and employees' engagement (Eisenberger et al., 2001; May et al., 
2004; Pati and Kumar, 2010; Zacher and Winter, 2011; Biswas and Bhatnagar, 2013).  

Moreover, employees feel more comfortable if the organization cares about their welfare and hence they become 
committed to the organisation's goals. If the organisation provides support to the employees, they tend to be more 
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engaged. This is supported by Alvi et al. (2014) who argue that organisation support is an important predictor of employee 
engagement. It was therefore hypothesized that; 

H1a: The organisation support positively influences job engagement. 

H1b: The organisation support positively influences organisation engagement. 

2.1. Theoretical Review 

This study drew on the Social Exchange Theory (SET) as an important theory that explains the relationship between 
perceived organisation support and employees' engagement. The theory suggests that there is a reciprocal exchange 
between variables (employees and organisation). Employees assume that their organizations provide them with intangible 
and tangible support, a norm of reciprocity that creates a feeling of obligation among employees (Gusti & Gede 2021). A 
norm recommends that employees with high POS pay off their organizations in the form of engaging themselves in their 
work. This exchange is whether positive or negative, so when employees perceive it positively, is where they will 
reciprocate with favourable behavior and attitude and hence engagement (Chernyak-Hai, & Rabenu, 2018). Human beings 
always choose the behavior which will maximize profit and the possibility of meeting their needs and expectations, so if the 
organisation is providing such a supporting relationship is where the employee will give back to the organisation by 
engaging themselves.     

2.2. Conceptual Framework 

Organisation support makes an employee feel more comfortable and it reduces turnover to the employees. If employees 
are getting enough support from the management, they tend to give back to the organisation which enhances their 
engagement. Below is the relationship between organisation support and employee’s engagement. 

Figure 1: Conceptual Framework 
 
Organisation Support     Employees’ engagement  
 
 H1 
 

H2 
 
 
 
 

2.3. Research Methodology  

This study adopted the positivism paradigm, and it applied a cross-sectional design to investigate the relationship between 
organisation support and employees’ engagement in SMEs. The unit of inquiry was employees from small and medium 
enterprises who were considered in two sub-groups (small and medium enterprises). The study was conducted in three (3) 
regions, namely Dar es Salaam, Manyara and Morogoro with a sample of 483 SMEs and they were involved in data analysis 
by using Structural Equation Modelling (SEM) to explain the relationship between organisation support and employee's 
engagement. The validity and reliability test was also examined.  

3. FINDINGS 

3.1. The Demographic Characteristics of the Respondents 

The study involved respondents with different age categories, marital status, level of education, and different experiences. 
To understand the engagement of employees, experience matters a lot, as the long-serving employees in the organisation 
the more it could be easier to determine his/her engagement. In terms of service experience, the majority of the 
respondents, 44.5% had an experience of 2 to 4 years followed by the respondents with an experience of 5 – 9 years which 
was 37.9%. More data on age categories, marital status, level of education, and different experiences are shown in Table 1 
below. 

 

 

 

Organisation Support 
Job engagement  

Organisation 

engagement 
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Table 1: The Demographic Characteristics of the Respondents 

S/No. Details Category Frequency Percent 

1. Sex Male 279 57.8 

Female 204 42.2 

Total 483 100 

2 Age 20-25 90 18.6 

26-45 267 55.3 

46-55 110 22.8 

56-60 13 2.7 

Above 60 3 0.6 

Total 483 100 

3 
 
 
 

Marital Status 
 
 
 

Single 137 28.4 

Married 304 62.9 

Divorced 17 3.5 

Widow/ widower 25 5.2 

Total 483 100 

4 Educational Level Postgraduate qualification 13 2.7 

Degree/Advanced Diploma 22 4.6 

Ordinary Diploma 31 6.4 

Certificate 72 14.9 

Vocational/Technical Training 60 12.4 

“A” Level Education 35 7.2 

“O” Level Education 179 37.1 

Primary School 67 13.9 

No formal schooling 4 0.8 

Total 483 100 

5 Business Experience (in years) Less than a year  19 3.9 

2-4 215 44.5 

5-8 183 37.9 

9 years and above 66 13.7 

Total 483 100 

3.2. Enterprises’ Characteristics 

Ownership structure, establishment, business location, types of activities, and number of employees are variables used to 
determine the characteristics of an enterprise. Most of the businesses were sole proprietorships (73.1%), compared to 
partnerships (13.5%) and cooperatives (4.3%). In terms of business location, the majority of enterprises were from Dar es 
Salaam (46.8%) and Morogoro (38.9%). Trade, service and manufacturing are what categorizes the enterprises.  The 
majority of enterprises (67.9%) dealt with trade, services (24.6%) and manufacturing (7.5%). Furthermore, the findings 
reveal that the majority of enterprises, 307 (63.6%) had employed between 5 and 49 people while 36.4% employed 
between 50 to 99 people. 

3.3. Reliability 

Cronbach Alpha was used to assess internal consistency from organisation support in which the internal consistency was 
assured as proposed by Nunnally (1997). The Cronbach alpha coefficient should be at least 0.7, and the internal consistency 
coefficients on job and organisation engagement were above 0.7 which was in line with what was suggested to be at least 
0.7.  

3.4. Confirmatory Factor Analysis 

The model has eight (8) items coded from Orgsup1 to Orgsup8. Orgsup1 = Concern of the supervisor on employees’ 
wellbeing; Orgsup2 = The supervisor cares about employees’ goals, values and opinions; Orgsup3 = Availability of the 
organization to help an employee in case of any problem; Orgsup4 = Availability of support to perform their jobs. In 
addition, Orgsup5 = Availability of employees’ opportunities to achieve their objectives; Orgsup6 = Organization vision and 
value of the job; Orgsup7 = Availability of facilities to do the job right; Orgsup8 = Working as a team. 
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Initially, the model produced model fit indices which indicated that the model did not fit the data well. Then, the model was 
modified by eliminating Orgsup5, Orgsup6, Orgsup7 and Orgsup8. Hence, the modified model produced indices that 
showed the fitness of the model to data. The produced indices were as follows: CMNIN/df = 4.974; GFI = 0.939; AGFI = 
0.902; CFI = 0.939; RMSEA = 0.073.  

3.5. Descriptive Statistics 

The following are the descriptive results of the variable, using percentages and mean scores. According to Oxford and Burry 
Stock (1995), the Mean Score of 1.0 to 2.4 indicates a low application, 2.5 to 3.4 (Medium) and 3.5 to 5.0 (High) assuming 
the five (5.0) points Likert scale. 

Table 2: Perceived Organizational Support 

S/N Variable/Item Mean Remarks 

 Organisational Support   

3.0 My organization really cares about my well-being 3.48 Medium  

3.1 My organization strongly considers my goals and values 3.53 High 

3.2 My organization considers employees' goals 3.52 High 

3.3 My organization cares about my opinions 3.99 High 

3.4 My organization is willing to help me if I need a special favor. 4.03 High 

3.5 Help is available from my organization when I have a problem 3.97 High 

3.6 My organization would forgive an honest mistake on my part. 4.01 High 

3.7 If given the opportunity, my organization would take advantage of me 3.84 High 

3.6. Organisational Support and Employees’ Engagement  

The study had two hypotheses i.e. H1a and H1b. H1a stated that organizational support positively influences job engagement, 
while H1b stated that organizational support positively influences organizational engagement.  

The findings revealed that organizational support had a significant positive influence on job engagement, hence H1a was 
supported. The standardized regression weight was 0.694 and significant at 0.001. This indicated that the more the 
organisation supports its employees, the more the employees become engaged in their jobs. Issues like consideration of the 
organisation on employees' goals, values and opinions, help from the organisation in case of any problem, and forgiveness 
for honest mistakes just to mention a few of them, enhanced employees' engagement in their jobs.  

The results also revealed that organizational support had a significant positive influence on organizational engagement, 
hence H1b was supported. The standardized regression weight was 0.816 and significant at 0.001. This means that the more 
an organization supports its employees, the more it engages its employees in the organisation. In addition to the 
organizational support issues previously mentioned, willingness to care about employees' well-being, and showing concern 
for supporting employees to perform their responsibilities significantly contributed to the organizational engagement by 
employees. Generally, the hypotheses were supported because organizational support was found to have a significant 
influence on both job and organizational engagement.  
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Figure 1: Model for Employees' Organisation Support and Employees’ Engagement 

 
 

4. DISCUSSIONS 

The study examined the influence of organizational support on employees’ engagement. Hence the study had the 
hypotheses which stated that organizational support positively influences Employees’ engagement, namely job engagement 
and organizational engagement.  

The descriptive results showed that the majority of respondents agreed to have been given special consideration when 
needed. Furthermore, it was revealed that the organisation forgave their employees when they made honest mistakes 
meanwhile it cared about their opinions. More important, the majority accepted to receive help from the organisation 
when needed.  This demonstrated that SMEs were adequately providing support to their employees. Its influence on job 
engagement and organisation engagement is demonstrated by the inferential results. 

The study had the hypotheses stated that organizational support had a significant positive influence on job engagement 
and organizational engagement. The inferential results revealed that organizational support had a significant positive 
influence on both job engagement and organisation engagement. The significant influence of organizational support on 
employees' engagement is also supported by the descriptive results. This demonstrated the SME's efforts towards 
supporting their employees to the extent that they felt to be engaged in both job and organisation. Furthermore, the SMEs 
have less focus on division of labour and specialization due to their size that promotes a close relationship among 
employees and, between employees and the owner-manager. The close working relationship provides a better opportunity 
for the SMEs to support their employees and hence promote employees' engagement.  

The findings are supported by several studies on employees' engagement and organizational support.  These studies 
include Pati and Kumar (2010), Zacher and Winter (2011), and Biswas and Bhatnagar (2013). However, these studies 
focused on the relationship between Employees' engagement and organizational support. They did not focus on the 
influence of organisational support on job engagement and organizational engagement individually. In addition, the 
findings of this study are supported by Knight (2013) and Rhoades, et al. (2001). They both argue that organisational 
support promotes organizational engagement.  

5. CONCLUSION  

This study concludes that organisational support has a significant influence on employees' engagement that including job 
engagement and organisational engagement. Specifically, willingness to give special consideration when needed, the 
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forgiveness of honest mistakes, care of employees' opinions and providing help to an employee when needed promote 
employee engagement both job and organisational engagement. In this case, organisational support is the HRM practices 
that promote the willingness of employees to exert his/her maximum efforts in performing his/her responsibilities. It also 
influences an employee to identify herself with the organisation and feel like one of the family members of the 
organization. 

5.1. Recommendations 

The findings revealed that organizational support had a significant positive influence on job and organization engagement. 
This implies that when employees perceive that SMEs support them, they engage themselves in the organization. This 
means that employees, who feel that are respected, valued, cared and involved in giving their opinions, engage themselves 
with the SMEs. Hence the study suggests the following; SMEs owners and managers should systematically match the 
employees' interests and organizational interests. However, the interests of SMEs should be superior to the interests of 
employees. Moreover, it is important to treat employees as partners and support them to achieve the organization's 
objectives. 
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ABSTRACT  
Purpose- In this study, the concept of cyberloafing, which we encounter more frequently as the use of technology increases day by day, is 
examined. In this respect, the aim of the study is to determine which situations the participants see as cyberloafing behavior, to reveal 
what the reasons for cyberloafing are, and to find out whether they perceive it as cyberloafing if they show cyberloafing behavior. 
Methodology- The research was structured within the framework of qualitative research and descriptive analysis. Interview technique was 
preferred in the research in order to obtain more detailed information from the participants about cyberloafing. The research was 
conducted with 21 participants. 
Findings- According to the results of the research, it was revealed that all participants showed cyberloafing behavior. Participants agreed 
that the definition of cyberloafing behavior is a behavior that occurs “while at work”. The majority of participants define cyberloafing 
behavior as “spending time on the internet while at work”. Participants mostly exemplified cyberloafing behavior as surfing on the internet, 
surfing around on social media networks, and playing games on the computer/phone. The most common reasons that may lead employees 
to show cyberloafing behavior are social media usage habits, fear of missing the agenda, and fear of missing out on what the entourage is 
doing. Participants consider the disadvantages of cyberloafing behavior to be decreased job performance, postponement of 
responsibilities, and increased concentration problems. 
Conclusion- When the study results are evaluated in general, organizations and managers can focus on reducing the negative aspects of 
cyberloafing behavior by providing information and training to employees about the use of the internet and technology for personal 
reasons. Considering the positive and negative consequences of cyberloafing behavior, it would be appropriate to develop organizational 
policies and strategies on this issue instead of completely eliminating cyberloafing in organizations. 
 

Keywords: Cyberloafing, cyberslacking, qualitative research, internet usage. 
JEL Codes: M10, M15, D23 
 

 

1.INTRODUCTION 

According to the Household Information Technologies Usage Survey (August 2023) conducted by Turkish Statistical 
Institute, the internet usage rate among individuals in the 16-74 age group has increased compared to the previous year’s 
data and has been revealed as 87.1% in 2023 (TÜİK, 2023a). According to the Information Technologies Use in Enterprises 
Research (September 2023) conducted by Turkish Statistical Institute, the internet access rate of enterprises with 10 or 
more employees increased compared to the previous year’s data and reached 96.0% in 2023 (TÜİK, 2023b). When these 
two data are taken together, it can be said that internet usage and internet access rates are increasing for both businesses 
and individuals. This situation brings the concept of virtual cyberloafing behavior, also known as the use of internet and 
mobile technology for personal purposes during working hours (Vitak et al., 2011: 1751), to the forefront recently. 

Considering the rapid development and frequency of use of technology and communication technologies today, many 
activities and operations in organizations are carried out intertwined with the internet. It is stated that as internet use 
becomes more common, the tendency for organizations to use the internet for entertainment and non-business purposes 
also increases (Blanchard & Henle, 2008: 1068). In this context, cyberloafing, which has a close relationship with the 
internet, is defined as the act of employees using the organization’s internet access for personal purposes during working 
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hours (Lim, 2002: 675). Cyberloafing behavior, whose positive and negative aspects are emphasized in the literature, is 
becoming a concept that is being studied more and more day by day. Because it emerges as a concept that affects 
individuals, managers and organizations. In addition, it is seen as one of the most common ways for employees to waste 
time at work (Askew et al., 2014: 510). It can be a subject for businesses in various ways such as productivity (Askew, 2012), 
job performance (Blanchard & Henle, 2008), counterproductive work behavior (Lim & Teo, 2024; Babadağ, 2018), creativity, 
flexibility and learning (Blanchard & Henle, 2008: 1069). 

The aim of the research is to determine which situations the participants see as cyberloafing behavior, to reveal the reasons 
for cyberloafing, and to find out whether they perceive it as cyberloafing if they show cyberloafing behavior. In this context, 
first of all, the place of cyberloafing behavior in the literature will be examined, and then the data obtained by applying the 
interview technique with the participants will be evaluated. 

2.LITERATURE REVIEW 

2.1. Concept of Cyberloafing 

The presence of employees on the Internet in a way that is not related to work at work is characterized as cyberloafing 
(Lim, 2002 cited in Koay & Soh, 2018: 4). According to a different expression, cyberloafing is when employees use e-mail 
and the Internet provided by the business in a non-work-related way while working (Lim, 2002 cited in Blanchard & Henle, 
2008: 1068). From another point of view, cyberloafing can be considered as a coping strategy with negative workplace 
experiences (Lim & Chen, 2012: 343). Cyberloafing is also seen as counterproductive work behavior, often with uncertain 
consequences for organizations (Lim & Teo, 2024: 442). From the opposite point of view, cyberloafing  can also be 
described as a concept that offers employees the opportunity to temporarily get away from work demands (Anandarajan & 
Simmers, 2005 cited in Lim & Chen, 2012: 344). It is also suggested that the use of the internet can lead to creativity and 
flexibility by diverting the person’s interest as needed in the organization and create a learning environment (Blanchard & 
Henle, 2008: 1068-1069). 

When various definitions of the concept of cyberloafing are examined, the issues of taking place over the internet, taking 
place during working hours and using internet/computer systems for special purposes come to the fore (Cihan, 2018: 5).  
Cyberloafing behaviors include online shopping, participating in chat rooms, blogging, instant messaging, and playing online 
games (Henle et al. Dec., 2009:902), spending time on social media (Al-Shuaibi et al., 2013), such behaviors can be shown as 
an example. 

In the studies conducted on cyberloafing behavior and the emergence of behavior, the concept is considered together with 
various theories. The ego depletion model of self-regulation proposes that self-control is like a muscle, fatigued with use 
and can recover with rest. In this context, it is stated that when an employee’s self-control resources are exhausted, he or 
she tends to engage in cyberloafing behavior to compensate for his or her self-control resources (Askew et al., 2014: 510-
511). Apart from this, cyberloafing is also associated with the theory of planned behavior. According to the theory of 
planned behavior, it is stated that intentions towards cyberloafing behavior are influenced by people’s own attitudes, 
perceived behavioral controls, and social norms that support or limit cyberloafing (Ajzen, 1991 cited in Sheikh, 2015: 173). 
When evaluated from the perspective of social learning theory, it is argued that an individual who uses the personal 
internet is more likely to interact with others in the organization who behave in a similar way, thus reinforcing the idea that 
personal web use is not a problem (Polzer-Debruyne, 2008: 34). In the literature, cyberloafing is also associated with 
withdrawal from counterproductive work behavior dimensions. It is also examined in the context of behaviors that reduce 
the amount of time an employee spends at work to less than the organization expects (such as taking longer breaks than 
allowed) (Askew et al., 2014: 511; Spector et al., 2006: 450). Interpersonal behavior theory is also associated with 
cyberloafing. Interpersonal behavior theory includes attitudes, social influence, and intentions. New factors such as 
emotional factors, habits and different sources of social influence are also included in these elements. The theory of 
interpersonal behavior attempts to provide a broader perspective in this context on what may lead to personal use of the 
internet in the organization (Moody & Siponen, 2013: 322). 

2.2. Dimensions of Cyberloafing Behavior 

Examining different cyberloafing dimensions and classifications is very important for both organizations and managers. In 
order to determine the possible positive or negative effects of cyberloafing behavior, which can be seen in different ways, it 
is necessary to determine which cyberloafing behavior is shown. Accordingly, organizations and managers can develop 
practices and policies towards cyberloafing behavior. 

Various cyberloafing dimensions have been examined by different researchers in the literature. Anandarajan et al. (2004) 
evaluate cyberloafing through different types, including destructive cyberloafing, recreational cyberloafing, and personal 
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learning cyberloafing (cited in  Blanchard & Henle, 2008: 1069). Lim and Teo (2005) define two types of cyberloafing 
activities: sending non-work-related e-mails and browsing non-work-related websites (cited in Lim & Teo, 2024: 443). Blau 
et al. (2006) classify cyberloafing behavior in three different ways: surfing on the internet, non-work-related e-mail 
processes and being on online platforms. Li and Chung (2006), in their study on internet function and behaviors that create 
internet addiction, with the participation of students, divided internet usage behaviors into four classes: social function, 
information function, leisure function and virtual emotional function. Blanchard and Henle (2008: 1070-1071) mention two 
types of cyberloafing: major (serious) cyberloafing and minor cyberloafing. Minor cyberloafing can be exemplified by 
behaviors that can be seen with the widespread use of e-mail and the Internet in the workplace, such as sending and 
receiving personal e-mails or following the news. Major (serious)  cyberloafing, on the other hand, is behavior that is 
contrary to the norms of the organization, work group or managers, and may have negative or potentially illegal 
consequences for the business. 

2.3. Reasons for Cyberloafing Behavior 

When cyberloafing behavior and its dimensions are examined in the literature, it appears that there are different elements 
such as major (serious) cyberloafing behaviors, minor cyberloafing behaviors or personal learning, entertainment purposes. 
Accordingly, employees’ cyberloafing behaviors and the reasons for this behavior also vary. When different studies in the 
literature on this subject are examined, it can be said that cyberloafing behavior occurs for various individual or 
organizational reasons.  

Situations such as boredom at work, intense work stress or job burnout, and perceived workplace norms are among the 
reasons for cyberloafing (Koay & Soh, 2018: 4). It is suggested that cyberloafing can also be used to avoid negative 
situations that may be encountered in the workplace (Andel et al., 2019).  

Doorn (2011: II) evaluates the policies regarding internet use in the organization, the use of personal computers in the 
organization and the new working style as potential antecedents of cyberloafing among the organizational reasons that 
may cause cyberloafing behavior. It is suggested that one of the factors that may be effective in the occurrence of 
cyberloafing behavior is perceived unfair behavior in the organization. According to the results of the study, it is stated that 
employees generally show cyberloafing behavior when they perceive injustice in the organization (cited in Yağcı & Yüceler, 
2016: 533). Workplace norms perceived by employees may be effective in employees’ cyberloafing behavior. It is suggested 
that when other employees in the organization are observed engaging in cyberloafing behavior, they may perceive this as 
acceptable behavior and that the employee herself/himself may display cyberloafing behavior (Koay & Soh, 2018: 4). 

Lim and Teo (2024) also include various antecedents of cyberloafing in their research. In their study, where they also 
evaluated the results of various studies, they examined various individual factors, interpersonal factors, and situational 
(environmental) factors in the emergence of cyberloafing behavior. Lim and Teo (2024: 451-456) state in their study that 
other factors such as job dissatisfaction, inability to manage time and insufficient sleep may also affect cyberloafing 
behavior. It is also suggested that cyberloafing behavior can be shaped by interactions and relationships with other people 
in the organization. Additionally, it is stated that employees may show cyberloafing behavior in emotional situations such as 
feeling lonely in the organization (Lim & Teo, 2024: 447). Babadağ (2018) states in his study that alienation from work has 
an effect on cyberloafing behavior. In this regard, it also considers cyberloafing behavior as a counterproductive work 
behavior that employees who experience alienation from work may tend towards (Babadağ, 2018: 229).  

It is also stated that with the development of technology, when the time required to complete the job becomes shorter, 
employees can use the time they save to show cyberloafing behavior (Lee et al., 2017: 559). Various studies on cyberloafing 
show that work-related factors such as organizational position, job structure, and workload can be effective on cyberloafing 
behavior (cited in Baş, 2020: 384).  

There are also studies examining various demographic factors regarding cyberloafing behaviorGarrett and Danziger (2008) 
stated in their study that employees with higher education levels and higher positions are more likely to show cyberloafing 
behavior (cited in Lee et al., 2017: 552).  The study conducted by Weissenfeld et al. (2019: 1696) reveals that young people 
have a greater tendency to cyberloafing behavior. In a different study conducted by Jia et al. (2013), it was concluded that 
there is a positive relationship between extrovert personality trait and cyberloafing. Some studies in the literature suggest 
that the likelihood of cyberloafing behavior is higher in single individuals compared to married individuals (cited in Lim & 
Teo, 2024: 449-450).  

3. DATA AND METHODOLOGY 

The aim of the research is to determine which situations the participants perceive as cyberloafing behavior, to reveal the 
reasons for showing cyberloafing behavior, and to find out whether they perceive it as cyberloafing if they show 
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cyberloafing behavior. In this regard, seven questions regarding cyberloafing behavior were asked to 21 participants in the 
same order. In addition, participant gender, the sector they work in, their age and the positions they work in are also 
examined. Participants were first included in the study by asking whether they had access to the internet while doing their 
jobs and at their workplaces. 

This research was structured within the framework of interview technique and descriptive analysis, which are types of 
qualitative research. Qualitative research is seen as a method for perceiving previously known or unrecognized problems, 
questioning and interpreting the problem and understanding the form of the problem in its natural environment (Baltacı, 
2019: 369-370). Qualitative research also supports a more in-depth understanding of the opinions received from 
participants (Karataş, 2015: 65). At the same time, qualitative research deals with subjective data such as individuals’ 
experiences, perceptions and feelings about the subject (Karataş, 2015: 79). Since the subject of the research is on 
cyberloafing behavior, it was deemed appropriate to use the mentioned method to reveal the participants’ thoughts about 
whether they are performing this behavior, to identify the situations of performing behavior without realizing it (to reveal 
their experience on the subject), to enable participants to approach the subject from a more questioning point of view, as it 
became important in the study within the framework of this concept. In this regard, the interview technique was preferred 
in the research in order to obtain more detailed information from the participants. The interview technique also tries to 
reveal the participant’s perspective, experiences, attitudes, thoughts, and perceptions on the subject (Karataş, 2015: 71). 

To ensure validity in the research, participant confirmation and expert review, which are among the methods used for the 
credibility of qualitative research (Başkale, 2016: 24-25; Karataş, 2015: 76), were used. In addition, the interview questions 
were created by the researcher within the framework of the literature review and expert review opinions in accordance 
with the purpose of the research. 

The research was conducted with 21 participants. In qualitative research, a clear number or formula for sample size is 
generally not specified (Morgan & Morgan, 2008 cited in Baltacı, 2018: 261). In qualitative research, sample size may vary 
depending on the depth of the data, the correct establishment of the research objectives, and the quality of the data 
obtained from the participants  (Baltacı, 2018:261). In this regard, the repetition cycle that will occur when the information 
provided by the participants reaches saturation can be taken as a limit for the sample size. It is emphasized that the data 
collection process may be terminated if the information received from the participants begins to repeat (Baltacı, 2018: 
262). Accordingly, the research was concluded as a result of data received from 21 participants. 

Descriptive analysis was used as the analysis method in the study. The purpose of descriptive analysis is to organize, 
interpret and share the data obtained from the participants with the reader. Descriptive analysis consists of the stages of 
creating a framework, processing the data, describing the findings and interpreting the findings (Baltacı, 2019: 379).  

4. FINDINGS AND DISCUSSIONS 

Demographic and descriptive information about the participants is given in Table 1. 12 of the participants are female and 9 
are male. Although the age range of the participants varies between 27-43, the average age of the 21 participants is 34 
(33,76). In this context, it can be said that the participants have generally been in business life for a long time. It is seen that 
participants participated in the study from different sectors, including education, tourism, technology, service, 
pharmaceutical, construction, design, chemical, logistics, consultancy and health. 

Table 1: Demographic and Descriptive Information of Participants 

Participant Number Gender Age Sector Position 

P1 Female 40 Education Academician 

P2 Male 35 Tourism Manager 

P3 Male 38 Education Academician 

P4 Female 28 Tourism Organizer 

P5 Female 31 Technology Expert 

P6 Male 35 Service  Manager 

P7 Female 30 Pharmaceutical Expert 

P8 Female 28 Design Expert 

P9 Female 35 Construction Manager 

P10 Male 27 Service Assistant Expert 

P11 Male 33 Chemical Expert 

P12 Female 30 Logistics Assistant Manager 

P13 Male 34 Consultancy Consultant/Expert 
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P14 Female 39 Technology Manager 

P15 Female 32 Service Group Leader 

P16 Female 34 Service Regional Director 

P17 Male 43 Logistics Assistant Manager 

P18 Male 41 Tourism Senior Expert 

P19 Female 34 Health Technician 

P20 Female 33 Education Academician 

P21 Male 29 Service Sales Consultant 

Various characteristics were determined by conducting interviews with participants regarding cyberloafing behavior. The 
themes regarding the participants’ own definitions of what cyberloafing behavior is are given in Chart 1. 

Chart 1: Definition of Cyberloafing According to Participants 

 
*Participants answered the interview question by providing more than one definition. 
** Theme 4 is located in the yellow area. Based on the response given, Theme 4 is "trying to deceive others" response. 

As shown in Chart 1, participants were asked to define what “cyberloafing behavior” is based on their own. The only 
element that is common to all of the responses received from the participants is that the cyberloafing behavior takes place 
“while at work”. Apart from that, the participants interpret the concept differently according to themselves. The majority of 
participants (19 participants) define cyberloafing behavior as “spending time on the internet while at work”. 17 participants 
interpret it as “using a phone for personal purposes while at work”, 12 participants interpret it as “using unintended 
technology while at work” and 1 participant interprets it as “trying to deceive others while at work”. Some remarkable 
answers given by the participants are given below.  

“Cyberloafing is when employees spend time on the internet instead of doing their duties during working hours at work.”  
(P1) 

“It is the use of technological devices and phones in an unintended manner while at work. We start to examine different 
things that interest us without realizing it and this wastes our time.” (P9) 

“It means pretending to be working at work but not actually working and trying to deceive others in this way.” (P4) 

In order to reveal which behaviors the participants perceive as cyberloafing, the participants were asked to indicate 
examples of cyberloafing behavior. The examples given by the participants regarding cyberloafing behavior are as given in 
Chart 2. 
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Chart 2: Examples of Cyberloafing Given by Participants 

 
*Participants answered the question by giving more than one example. 

As shown in Graph 2, the participants mostly answered surfing on the internet (14) for examples of cyberloafing behavior. 
Then, surfing around on social media networks (10), playing games on computer/phone (8), watching TV 
series/movies/videos (7), shopping online (6), doing anything non-urgent on the computer that is unrelated to work (4), 
online personal training programs (1) answers are given as examples. Some remarkable answers given by the participants 
are given below.  

“I consider everything we do using technology that has nothing to do with work and is not urgent at the moment as 
cyberloafing. Because if the thing we are interested in is not urgent, I think we can do this during non-working hours. “If we 
do this during working hours, it would be cyberloafing for me.” (P17)  

“I consider online training programs within the company as cyberloafing. Or meetings attended by the majority of people... 
Because these can sometimes be seen as a way to loaf work at that moment.” (P7) 

“Being on the internet for purposes other than work. If I do this for my own purposes during working hours, it is like taking a 
break from work, resting. But it allows me to continue working with a better performance afterwards.” (P9) 

“Examples such as surfing social media networks and shopping online would be a direct example of cyberloafing for me. 
Because I don’t want to miss the current events on social media or on the agenda while doing business. After looking at 
these channels, I can return to work more easily.” (P16) 

Participants were asked what the reasons might lead an employee to engage in cyberloafing behavior. The answers 
received are given in Chart 3. As shown in Chart 3, the most common among the participants are social media usage habits 
(19 participants), fear of missing the agenda (18 participants), fear of missing out on what the entourage is doing (16 
participants), need for physical or mental rest (14 participants), job stress (13 participants) and learning-research-
development (13 participants). Some remarkable answers given by the participants are given below. 
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Chart 3: The Reasons That May Lead an Employee to Show Cyberloafing Behavior According to the Participants 

 
*Participants answered the question by giving more than one reason.  

“Especially when I’m at work, I want to see what the people around me are doing at that moment. Or I want to share 
something on social media. That’s why I check my social media accounts briefly but frequently. I think an employee may 
also engage in cyberloafing for these reasons. Because we all have many social media accounts now.” (P19) 

“To find out what's on the agenda and to follow the national and international agenda.” (P21) 

“People may have low expectations from the institution due to reasons such as not feeling like they belong to the 
institution or profession, or thinking that there is unfair management in the institution. For this reason, they may also show 
cyberloafing behavior. I also think personal problems may cause this behavior.” (P20) 

“Social media habit and like of research.. We can usually perceive cyberloafing as negative, but someone who likes research 
or someone who wants to improve themselves about something can also do cyberloafing while at work at that moment.” 
(P12) 

“It can be done to get away from the problems experienced due to job stress.” (P11) 

“If I’m bored with work at that moment and my motivation is low, I can do cyberloafing. Therefore, I can consider boredom 
and loss of motivation as a reason for cyberloafing.” (P13) 

Participants were asked whether they exhibited cyberloafing behavior and it was also evaluated whether they perceived 
these behaviors as cyberloafing. In this regard, all of the participants state that they show cyberloafing behavior during the 
day. However, some participants also stated that they did not see some situations as cyberloafing, depending on the 
content of their work. Some interesting answers from participants to this question are given below.  

“Yes, I can say that I exhibit cyberloafing behavior throughout the day, even every day. It’s not very long hours, but I see it 
as short breaks. For example, if I am doing a difficult calculation task, I can watch short videos for 15-20 minutes to rest my 
mind. …Apart from this, I am frequently active in online communication groups, but I do not see this as cyberloafing, for 
example. Because, due to the work I do, we provide most of the communication here.” (P2) 
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“Because of the job I do, I can also work in the field. While waiting in the field or during free time, I can use my phone, 
access the internet and social media, and watch videos. Actually, I am working during working hours at that moment, but 
since there is no work that I am actively interested in at that moment, I do not see it as cyberloafing because I am waiting.” 
(P21) 

“I use the internet for my personal business during working hours. For example, using online banking. This way, I feel less 
need for short-term leaves. That’s why I don’t see such examples as a negative cyberloafing behavior. …I also browse social 
media. Sometimes I realize that I spend long periods of time, but I see this as reducing stress and clearing my mind.” (P18) 

“I may want to browse social media because I want to follow my friends and see what they are up to. Or, I may suddenly 
want to access online shopping when I am having difficulty with my job. The reason for this may be to make the situation 
easier and more fun when I am having difficulty in reading-learning or at work.” (P15) 

“Since the job descriptions in the institution are not clear, I am assigned to work that is legally outside my duties and 
responsibilities. Therefore, to do these jobs, I research on the internet or watch training videos.” (P20) 

Participants were asked how long, on average, they exhibited cyberloafing behavior during the day. The answers given by 
the participants generally indicate that they engage in cyberloafing behavior for around 1-2 hours on average. 

Participants were asked about the daily average number of new job arrivals and the time it took to respond to work/emails, 
and they were asked to consider cyberloafing behaviors accordingly. Accordingly, the prominent answers given by the 
participants are given below.  

“On average, I receive 10-12 e-mails a day. I try to answer e-mails as they arrive and do the tasks in order according to my 
workload. If I don’t have a busy day, I can engage in more cyberloafing, and I limit this behavior when work comes up. 
Because I have to finish the job. If my workload is high that day, I can’t be said to do much cyberloafing. I think I can say that 
workload is important in this regard.” (P5) 

“The average number of emails I have to answer per day is around 30. Also, I have an average of 30 emails to keep track of. 
My response speed is usually between 2-3 minutes. I can have 30-40 minute breaks a day between my jobs. At this point, I 
can use the internet outside of work.” (P9) 

“I receive an average of at least 10 e-mails a day. The speed at which I respond to emails varies depending on the urgency 
of the job. If I have longer time to complete the work, I can act more relaxed and use the internet in a way that is not 
related to work. I also use online communication applications very frequently due to my work. That's why I usually have 
business-related conversations on these platforms. And for this reason, I do not see the time I spend on these platforms as 
cyberloafing.” (P2) 

Participants were asked whether there were disadvantages of cyberloafing behavior and what they might be. The codes 
created from the answers given by the participants are shown in Chart 4. Accordingly, the most common answers were 
received from the participants: decrease in job performance (18), postponement of responsibilities (15), increase in 
concentration problems (14), decrease in productivity (12), increase in workforce loss (8). Some interesting answers from 
participants to this question are given below. 
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Chart 4: Disadvantages of Cyberloafing Behavior According to Participants’ Responses 

 

“There may be problems focusing after cyberloafing. Perception/interest may be dispersed. Additionally, since I spend time 
on the internet or social media, I may need longer time to finish the task at my hand.” (P2) 

“When more time is spent in the virtual world, it can reduce real-world social interactions, causing social isolation in the 
organization.” (P4) 

“I think the biggest disadvantages are postponing responsibilities and decreasing performance.” (P3) 

“It can cause problems such as work disruptions, backlogs, and concentration problems. Thus, there may be disadvantages 
such as decreasing performance. But I also think it has advantages. Relaxing ourselves without interrupting work during 
work breaks can provide a little motivation when we return to work.” (P9) 

“It can be seen as decreasing productivity and losing focus on work.” (P8) 

5. CONCLUSION AND IMPLICATIONS  

Considering the answers given by the participants, it can be interpreted that they do not see cyberloafing behavior only as 
the use of internet and technology resources provided by the organization for non-work purposes, but that they think that 
cyberloafing behavior can also be exhibited by the use of personal devices during working hours in a way that is not related 
to work. 

Considering the possibilities of accessing the internet and information technologies, the situations in which cyberloafing 
behavior can be seen may increase due to the frequent use of rapidly advancing technology in organizations. In this regard, 
a question was asked to reveal which behaviors the participants perceived as cyberloafing behavior. The majority of the 
participants considered everything related to “surfing on the internet”, which is frequently included in the definitions of 
cyberloafing, as an example of cyberloafing. The second most common answer is “surfing around on social media 
networks”. There are studies in the literature stating that the increase in social media use increases cyberloafing in the work 
environment (Garrett & Danziger, 2008 cited in Gürbüz et al., 2023: 235). Playing games on the computer/phone was also 
given by the participants as examples of cyberloafing. In various studies, behaviors such as playing online games are 
considered among cyberloafing behaviors (Karaoğlan Yılmaz et al., 2023; Şimşek & Şimşek, 2019; Koay & Soh, 2018: 5).  
Watching TV series/movies/videos and shopping online were also given by the participants as examples of cyberloafing. In 
the study conducted by Koay and Soh (2018: 4), examples of cyberloafing include watching online videos and shopping 
online. In different studies, online shopping is described as cyberloafing behavior (Ugrin & Pearson: 2013, 812; Şimşek & 
Şimşek, 2019: 100). In this regard, it can be said that the answers given in the study are parallel to the literature. 



Research Journal of Business and Management- RJBM (2023), 10(4), 174-186                                                                      Aksakal 
 

 
 

____________________________________________________________________________________________________ 

 DOI: 10.17261/Pressacademia.2023.                                      183 

 

Among the reasons that may lead participants to show cyberloafing behavior, the most common reasons were social media 
usage habits (19 participants), fear of missing the agenda (18 participants) and fear of missing out on what the entourage is 
doing (16 participants). The answers given by the participants to the questions about the reasons that may lead an 
employee to exhibit cyberloafing behavior and their own situations of cyberloafing behavior include surfing on social media 
networks, social media usage habits fear of missing out on what the entourage is doing, and fear of missing the agenda. 
Fear of missing out (FoMO), which has started to be studied more recently, is defined as the fear of missing developments 
in social networks and not being able to keep up with them (Przybylski et al., 2013 cited in Gürbüz et al., 2023: 235). It has 
been revealed that individuals spend longer time on social media platforms due to FoMO (Dossey, 2014 cited in Gürbüz et 
al., 2023: 235).) It is stated that individuals experiencing FoMO also use social media platforms in processes where they 
need to complete work-related tasks (Jabeen, 2023: 2). In this context, FoMO, which can be evaluated within the answers 
given by the participants, can be interpreted as a reason for cyberloafing behavior. 

Participants state that cyberloafing behavior may also occur due to the need to listen physically or mentally. In the 
literature, positive aspects of cyberloafing behavior, such as coping with fatigue and allowing the employee to rest and gain 
energy, are also mentioned (Çetin & Akyelli, 2020: 45-54; Arslan & Demir, 2016: 1628). 

Participants also answered “learning, research, development” (13 participants) among the reasons that may lead them to 
show cyberloafing behavior. In the literature, attention is also drawn to increased knowledge, skill acquisition, learning and 
development, and creativity (Belanger & Van Slyke, 2002 cited in Aghaz & Sheikh, 2016: 52; Blanchard & Henle, 2008: 
1069), which are considered among the positive consequences of cyberloafing behavior. In this context, although the 
answers from the participants to the question generally draw attention to the negative aspects of cyberloafing behavior, 
they can also be interpreted as positive aspects of the behavior. 

Participants also answered “job stress” (13 participants) among the reasons that may lead them to show cyberloafing 
behavior. In the literature, situations such as job boredom, intense work stress or job burnout, and perceived workplace 
norms are among the reasons for cyberloafing (Koay & Soh, 2018: 4). In this context, considering the results in the 
literature, it can be thought that work stress may be among the reasons for cyberloafing behavior. 

In the study conducted by Pindek et al. (2018), workplace boredom is considered to be an important negative consequence 
of insufficient workload. And cyberloafing behavior is evaluated in the study as an employee’s coping mechanism with 
boredom rather than an inefficient work behavior (Pindek et al., 2018: 151). In this context, the answer given by the 
participants to “boredom” (12 participants) among the reasons that may lead them to show cyberloafing behavior is also 
parallel to the results of the stated study. Various studies on cyberloafing also indicate that work-related factors such as 
workload can be effective on cyberloafing behavior (cited in Baş, 2020: 384).  At the same time, it can be said that the 
answer given by the participants as “too little or too much workload” (8 participants) among the reasons that may lead 
them to show cyberloafing behavior is also in line with the results of the stated study. Particularly as stated by the 
participant coded P5, it can be interpreted that whether the workload is low or high is important in terms of this issue. At 
the same time, when the participants’ answers to the question about arrival time and response time for a new job are 
evaluated, it can be interpreted that cyberloafing behaviors are also related to daily workload. 

Lack of motivation was also cited by the participants (10 participants) among the reasons that may lead them to exhibit 
cyberloafing behavior. There were participants who thought that a person might exhibit cyberloafing behavior due to lack 
of motivation. However, among the answers given to the last question, the idea of “…Relaxing ourselves without 
interrupting work during work breaks can provide a little motivation when we return to work. (P9)” is also included as an 
advantage of cyberloafing. In this context, employees taking small breaks to ensure that they work with motivation can be 
considered among the advantages that cyberloafing can provide. 

All participants state that they engage in cyberloafing behavior for an average of 1-2 hours at most during the day. In a 
study conducted by Arslan and Demir (2016: 1631-1632) with nurses on the subject of cyberloafing, it was revealed that the 
time participants spent on the internet was mostly less than 1 hour. In a different study conducted by Günel and Güler 
(2022: 58) in public institutions, according to the answers given by the participants, it is stated that they mostly use the 
internet and computers at work for 1-2 hours not related to work. Considering the studies in the literature, it can be 
thought that this situation may be related to sectors and job contents. 

In the study conducted by Syed et al. (2020: 16), it is stated that cyberloafing and social media significantly affect the job 
performance of employees. In the study where the findings obtained from the studies are evaluated, it is stated that 
cyberloafing has both positive and negative effects on the job performance of employees. It is also stated in different 
studies conducted in the literature that social media addiction negatively affects work performance and productivity (Turan 
et al., 2021: 837). In this context, the majority of the participants (19 participants) cited “social media usage habit” among 
the reasons that may cause cyberloafing behavior, “decreased work performance” (18 participants) and “decrease in 
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productivity” (12 participants) that the participants saw as among the disadvantages of cyberloafing behavior may be 
associated with results such as. Participants also mentioned postponing responsibilities (15 participants) and increasing 
concentration problems (14 participants) among the disadvantages that cyberloafing behavior may create.  In the context 
of the subject, situations such as employees disrupting the flow of work in the organization or postponing work are also 
seen as cyberloafing (Karaca & Karaca, 2019: 29). It is stated that external locus of control is among some of the reasons 
that lead employees to show cyberloafing behavior. It is stated that, under the influence of various factors, cyberloafing 
behavior may cause various consequences such as decreased productivity and procrastination behavior in organizations 
(Yıldız & Yıldız, 2015: 3-10 et al.; Örücü & Hasırcı, 2021: 25).  

As can be seen, cyberloafing behavior can be considered with both positive and negative aspects. Organizations and 
managers can focus on reducing the negative aspects of cyberloafing behavior by providing information and training to 
employees about the use of the internet and technology for personal reasons. They may additionally set organizational 
procedures and norms in this regard. They can reconsider employees’ rest and break periods, workload distribution, and 
control mechanisms in the context of the subject. 

It is thought that the study will contribute to the literature, especially since it reflects different perspectives of the 
participants in terms of the reasons for cyberloafing behavior and includes the reasons for showing cyberloafing behavior. 
In this regard, organizations and managers can focus on eliminating the negative aspects of cyberloafing behavior by taking 
into account the mentioned factors. In addition, in line with the responses received from the participants, it is thought that 
it will contribute to the literature in addressing variables that have not been adequately investigated in existing research in 
more detail. 

Although the results of the research are valid only for the sample that participated, it is not possible to generalize it when 
evaluated for all employees. In this regard, it may be recommended to conduct studies on the concept in the future with a 
larger number of participants from various fields. Considering that technological elements such as information technologies 
and internet infrastructure change rapidly in our age, different results may be obtained in similar studies on the concept in 
the future. Especially with the rapid advancement of technology, examples of cyberloafing behavior, the time spent 
displaying cyberloafing behavior, and the advantages and disadvantages of cyberloafing may also differ. Considering the 
mentioned situation and the positive and negative consequences of cyberloafing behavior, it would be appropriate to 
develop organizational policies and strategies on this issue, instead of completely eliminating cyberloafing in organizations. 
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ABSTRACT  
Purpose-This article aimed at analyzing the influence of employees’ engagement on public higher learning ınstitutions performance in 
Tanzania. The performance of organizations worldwide depends on many factors including the availability of talented, committed and 
engaged employees. Hence, employees’ engagement has an impact on organizational performance and national development at large. 
Methodology- A quantitative research strategy and a positivism approach were used in the study. The article applied the correlation research 
design. Multiple regression analysis was used to analyze data from 84 questionnaires from the Institute of Social Work, Dar es Salaam. Three 
hypotheses were tested to verify the model on the Employees’ engagement on organizational performance. 
Findings-The results demonstrate that Employee Involvement (EI), Employee Working Environment (EWE) and Employee Motivation (EM) 
have positive influence on Organizational performance (OP). 
Conclusion- Managers in public and private organizations should seriously consider engaging employees in various decisions and duties 
performed at work in order to continue improving the performance of the organizations. 
 

Keywords: Employees’ engagement, organizational performance, working environment, involvement, motivation 

JEL Codes: M31, E21, D11 
 

 

1. INTRODUCTION 

The performance of organizations in developed and developing nations depends on many factors including the availability of 
talented, committed and engaged employees. The employee’s engagement is referred to as a positive and fulfilling work 
related state of mind that is characterized by vision, dedication and absorption (Schaufeli, Salanova, Gonzales-Roma, & 
Bakker, 2002). However, the performance of higher learning institutions especially in the developing countries including 
Tanzania is questionable. Higher learning intuitions, as any other organizations, are facing many challenges which are caused 
by stiff competitions stimulated by today’s fast changing business environment which ultimately affects organizational 
performance due to lack of employees’ engagement at work(Al-dalahmeh et al., 2018). This pushed organizations to bolster 
their hiring, motivational and retention strategies of highly talented, skillful and engaged employees in order to realize 
organizational performance.  

Most organizations intending to improve performance concentrate on hiring talented employees due to the changing 
marketing environment that attracts efficiency (Akbar et al., 2023). Having employees who view their work as meaningful 
and thus engage in it is essential because individuals give firms a competitive advantage through their unique contributions 
(Stoyanova & Iliev). This is attributed to the fact that having people who are upbeat, enthusiastic, and motivated by their 
work would immediately improve the performance of the firm (Anitha, 2014). Different scholars like Akbar, Natsir and Husen, 
2023; Afifuddin, 2015; Joseph, 2015 and Marwansyah (2016) described performance as a result of work in quality and quantity 
that is achieved by employees in carrying out duties under the given responsibilities. This is the most important part of work 
behavior of an individual which can be interpreted as the results achieved by a person according to the standards that apply 
to the work.   

According to Mangkunegara (2015), performance is the work achieved or attained by someone based on job requirements. 
Employees’ engagement has a significant role towards the realization of the objectives of an organization, which can be 

mailto:nkolimwad@yahoo.com


Research Journal of Business and Management- RJBM (2023), 10(4), 187-194                                                               Nkolimwa 
 

 
 

____________________________________________________________________________________________________ 

 DOI: 10.17261/Pressacademia.2023.1835                                     188 

 

observed through performance. Therefore, the performance of an individual can be influenced by the level of his commitment 
to work.  Myilswamy and Gayatri (2014) argue that the degree of engagement at work determines people’s productivity and 
their willingness to stay with the organization. Hence, employees’ engagement refers to as a situation whereby employees 
are fully occupied in their work and emotionally attached to their organization(Osman et al., 2022). Employees must be 
dedicated towards work and should take it as a challenge towards realizing the organizational performance rather than 
changing the workplace as a place where individuals have nothing creative to do and just sit idle the whole day.  Masa’deh, 
Khalaf & Obeidat (2018) argued that employee engagement is the property of the relation between the organizations with 
their employees.  

Wasilowski (2018) argues that managers believe that engagement has a lot to do with employees as regards work experience 
and how employees are treated in the organization. Bale and Pillay (2021) argue that a highly engaged employee can increase 
productivity and performance while reducing costs related to hiring and retention and increasing their competitive advantage 
(Sudibjo & Riantini, 2023). This is an important aspect since it has a lot to do with emotions which are fundamentally related 
to drive bottom line success in a company (Grubert et al., 2023). The employee engagement initiative has a direct impact on 
the organization's productivity. Scholars argue that employee engagement has important elements like involvement, 
empowerment, job motivation, organizational commitment, working environment, management support and trust to the 
employees which should be taken into serious consideration and trust to the employees (Almawali et al., 2021). The key 
factors in engagement are such as alignment of employees toward strategy; enabling employees to have the capability to 
engage themselves and creating the sense of engagement to the work (Hanaysha, 2016). 

This article used employee involvement, working environment and motivation as important elements in engagement towards 
realizing organizational performance. The knowledge on how employee’s engagement can influence performance in public 
higher learning institutions is scant in Tanzania. Therefore, this article intends to fill that gap and assist managers and policy 
makers as to how to engage employees and take efforts to manage the knowledge of the employees so as to increase the 
performance of the organization using employee’s engagement as a tool for organizational performance. 

2. LITERATURE REVIEW 

The Dual Factor Theory of Motivation developed by Hertzberg (1966) fits in this article because it relates with Employee’s 
engagement and employee’s performance as a result of employee’s motivation.  This is a classical theory of employee 
motivation which stimulates the morale of employees in the organization. The job itself must provide sufficient varieties, 
sufficient complexities, sufficient challenges and sufficient skills to engage the worker (Githinji & Muli, 2018).  It can take the 
form of motivation by the work itself when individuals feel that their work is important, interesting and challenging and 
provides them with a degree of autonomy, opportunities to achieve and advance, and scope to use and develop their skills 
and abilities (Armstrong, 2012). The social exchange theory was borrowed in order to enrich this article. Githinji and Muli 
(2018) recommended the social exchange theory as a strong theoretical rationale for employees’ engagement on 
organizational performance. The recommended theory argues that commitments are created through a series of interactions 
between parties who are in a state of reciprocal interdependence. According to the theory, relationships develop into 
trusting, loyal and mutual commitments over time as long as parties abide by certain rules. This is consistent with the 
description of engagement as a reciprocal relationship of trust and respect between employer and employee (Politeknik et 
al., 2016). Therefore, it requires an organization’s executives and managers to communicate their expectations clearly and 
extensively to the employees and create a working environment and corporate culture in which engagement would thrive 
(Ochonogor & Amah, 2021). According to Githinji and Muli (2018), the social exchange theory describes engagement because 
it sees feelings of loyalty, commitment and discretionary effort as all being forms of reciprocation by employees to a good 
employer.  

2.1. Employees’ Engagement and Organizational Performance  

Yalabik et al.(2017) maintain that employees’ engagement is among the important factors that impact organizational 
performance because it stimulates the morale of workers. It deals with emotional, cognitive and behavioral states of the 
employee, with an emphasis on the desired organizational outcome (Grubert et al., 2023).  It pushes ahead the organization’s 
and employee’s agenda (Bergström & Martínez 2016). Shuck and Vollard (2010) state that employee engagement means the 
intellectual and emotional involvement of employees within the organization. Hence, no  organization can maximize profit 
without investing on employees’ engagement by creating a relationship between employees and their work (Muller et al., 
2018). Organizations that observe  employee engagement tend to reduce absenteeism, accidents, turnover and also improve 
employee performance as well as organizational efficiency (Hussein et al., 2017).There is a positive relationship between 
engagement and direct indicators of the effectiveness of the organization such as productivity, quality, performance, 
customer satisfaction, profit and business development because engaged employees become excited about their work in the 
organization. Engaged employees are expected to feel emotionally, physically, interaction and intimacy (Engidaw, 2021). The 
action influences an individual to develop a positive, affective and psychological work-related behaviour (Wasilowski, 2018). 
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The engaged  employees express and prepare themselves emotionally, cognitively, and physically to do their work tasks 
(Ameen & Baharom). Therefore, to engage employees is very important towards achieving useful business performance 
outcomes in the organizations (Almawali et al., 2021).  

2.2. Employees Involvement and Organizational Performance  

Employees who are involved especially at important roles tend to be devoted to working (Pranitasari, 2022). The effectiveness 
and efficiency of the organization depend on the joint efforts of all employees who have been involved. The theory of 
employee involvement is considered to be one of the most influential theories of business. Ahmeda, Khanb, Thitivesab, 
Siraphatthadab and Phumdarab (2020) posit that it predicts that employees who work passionately and engaged usually 
perform better than others and contribute to the success of the organization. Many organizations are faced with challenges 
of managing and empowering their employees to actively participate in decision making (Amhalhal et. Al., 2015). In the 
current economic environment, organizations require creative and innovative employees who can take initiative, embrace 
change, stimulate innovation and cope with high uncertainty in the market (Azmy, 2019). The idea of empowerment involves 
the employees being provided with a significant degree of freedom and flexibility to make decisions relating to work without 
direct involvement of the top management (Pranitasari, 2022). Employee’s involvement and participation thus contribute 
greatly to how organizations make decision and run their businesses (Singh, 2016). It is very important that organizations 
create an environment for all employees with open feedback to make sure that employees are treated with equal 
opportunities. Therefore, the following hypothesis was developed:  

H1: There is a positive relationship between employees’ involvement and organizational performance. 

2.3. Working Environment and Organizational Performance 

According to Danish, Ramzan and Ahmad (2013), work environment is related to the climate of a particular organization 
where its employees do their duties. Work environment is a key factor that affects employee’s satisfaction and commitment 
toward organizational performance. According to Almawali, Hafit, Hassan (2021), work environment should be conducive 
such that it protects employees from all work-related risks. In order to protect employees from work-related risks, 
organizations should design their work environments in a way that they can increase the level of employees’ commitment 
and motivation, which would ultimately translate into favorable outcomes (Sittar, 2020). Undoubtedly, facilitative and safe 
work environment can attract employees as their needs are likely to be satisfied (Bustasar et al., 2019).  For employees to be 
more engaged and work hard when they feel that they are secured, organizations should design their work environments in 
a way that can increase the level of employees’ commitment and motivation. Therefore, managers should improve the 
aspects of work environment to ensure the welfare of their employees. Work environment comprises factors such as 
involvement; team cohesion; supervisor’s support; task orientation; work pressure; autonomy; clarity; innovation, physical 
comfort, psychological climate, working conditions and organizational culture. Therefore, the following hypothesis was 
developed:  

H2: There is a positive relationship between working environment and organizational performance. 

2.4. Employees Motivation and Organizational Performance 

Motivation is the energy that moves employees toward performing an action at work (Engidaw, 2021). It strengthens the 
willingness of employees to work and, in turn, it increases the organization’s effectiveness and competence (Parashar, 2016). 
It is an important factor for understanding and managing organizational behavior  because it explains why employees behave 
or act in a particular way (Engidaw, 2021). When employees are well motivated in the organization, they tend to be engaged 
in the work or an action which stimulates organizational performance. Therefore, motivation has a major role to improve the 
performance of the employees in higher learning institutions (Sutapa et al., 2022). The significance of motivation at workplace 
cuts across all working environments and plays a commendable role to public and private organizations. Mariza (2016) argues 
that motivation is categorized into monetary which is based on bonuses, salaries, and wages to causal employees while 
another category of motivation is non-monetary such as working condition, recognition, job status, job security, and job 
enrichment. Khan (2013) argues that there is a positive relationship between intrinsic motivation which encompasses job 
appreciation, satisfaction, and stress on employee engagement and extrinsic motivation which comprises  job security, good 
wages, promotion and growth, and recognition on employee engagement (Ochonogor & Amah, 2021). Therefore, both 
intrinsic and extrinsic motivation have a strong positive impact on employee engagement. Therefore, the following 
hypothesis was developed:  

H3: There is a positive relationship between employees’ motivation and organizational performance 
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2.5. Conceptual Framework 

The framework proposed for this study was based on theoretical results as described in the introduction. The conceptual 
framework underlies the relationship between employees’ engagement which is measured by employees’ involvement, 
employees’ working environment and employees’ motivation on organizational performance at public higher leaning 
institutions in Tanzania. Based on the description above, the conceptual framework of this study can be described as follows: 

Figure 1: Research Conceptual Framework 

                        EG                                                                                                                    OP 

 
 

  

 

 

 

 

3. DATA AND METHODOLOGY 

The study applied a quantitative research strategy and a positivism research approach. The correlation research design was 
employed so as to determine the extent of relationship between independent and dependent variables by using statistical 
data. The research design was selected because it recognizes the trends and patterns of data. The five-point Likert Scale 
questionnaire was used to gather data from employees at the Institute of Social Work, Dar es Salaam where 84 respondents 
were involved. The SPSS version 21 was used to perform the regression analysis. The Cronbach alpha was used in a pilot study 
to test the reliability and validity of data in this study.   

4. FINDINGS AND DISCUSSIONS 

Multiple regression analysis is often used to explore the predictive ability of a set of independent variables on dependent 
variable (Prasad, 2018). It allows comparison of the power of independent variables to find the best set of variables that 
predicts a dependent variable (Frost, 2017). The article intended to investigate the relationship between employee’s 
engagement and organizational performance. It focused on three variables namely Employees Involvement, Employees 
Working Environment and Employees Motivation. Each variable was evaluated in terms of its predictive power (Ochonogor 
& Amah, 2021). Multiple regression analysis was used to determine the strength of the relationship between variables,  to 
determine how well the data fits the model, how much of the variance in the dependent variable is explained by the 
independent variables, to provide an indication of the relative contribution of  each independent variable, to determine the 
statistical significance of the results in both the model and individual  independent variables, to estimate model coefficient 
and the last is to test the hypothesis of the study (Ochonogor & Amah, 2021). The following are the results of the analysis 
done by multiple regression aimed at achieving the study objectives on employees’ engagement on organizational 
performance.  

The model summary of correlation coefficients is represented by R. The table below presents the information from the 
analysis. Frost (2017) states that if R lies between  0.10 and 0.29 it is an indication of a small correlation, 0.30 and 0.49 
indicates medium while 0.50 and 1.0 indicates large correlation. 
 
Table 1: Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

1 .580a 0.64 0.61 3.51931 2.008 
a. Predictors: (Constant), EM, EWE, EI 
b. Dependent Variable: OP 

The results from the model summary indicate that the value of correlation coefficient R is 0.580. This implies that there is 
large correlation between variables. The value shows that all Employees’ engagement factors are a good indicator for the 
occurrence of organizational performance. This has also been supported by Frost (2017) who argued that if the value of 
correlation coefficient R is above 50 percent, then it indicates that the data fits the model, which implies that there is a strong 
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relationship between variables. The coefficient of determination presented by R square was used to find out the variance. 
The R square is defined as the proportion of variance in the organizational performance that can be explained by employees’ 
engagement factors. It is the proportions of the variation counted for by the regression model above and beyond the means 
model. Frost (2017) proposed that the highest R square (above 50%) is considered to be one of the indicators of a good model. 
The results from the analysis (Table 1.0) indicate that the value of R square is 64.7. This value implies that employees’ 
engagement factors explain 64.7 percent of the variability of organizational performance and only 36.3 percent of variation 
is caused by other factors indicated in the model. That means the proposed employees’ engagement factors exactly predict 
the organizational performance. The adjusted R square shows how much of the variance the organizational performance is 
explained by the employees’ engagement factors included in the model. Table 1.0 shows that 0.061 percent of the variation 
in the organizational performance is explained by the employees’ engagement factors. Frost (2017) argues that the low 
discrepancy between R square and adjusted R square indicates a good fit of the model. Table 1.0 indicates R square which is 
64.7 percent and adjusted R square which is  0.061 percent whose discrepancy is low at 3 percent which is less than 5 percent. 
This small deviation implies that they are closely related. Stephen (2018) argued that for a good model, adjusted R square 
should always be less than 5 percent. 

The study intends to test whether the independent variables (employees’ engagement factors) significantly predict the 
dependent variable statistically (Organizational performance). F – test was used to test whether the overall regression model 
is a good fit for the data at the selected probability level. It was intended to check if the Engagement factors (EI, EWE and EM 
are statistically predicting the Organizational performance (OP). The predictor is said to be statistically significant if the P 
value is less than 0.05 and if more, then they are said to be insignificant. The data in ANOVA table show that the F-ratio is 
given by F (3, 79) =13.348, P 0.000. The good fit of data in this analysis of regression model implies that the Employee 
Engagement is statistically significant predicting the organizational performance as indicated in the data. 

Table 2:  ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 495.951 3 165.317 13.348 .000b 

Residual 978.458 79 12.386   

Total 1474.410 82    

a. Dependent Variable: OP 
b. Predictors: (Constant), EM, EWE, EI 
Source: Field data (2023) 

It was important for the study to know the contribution of each employee engagement factors, included in the model, in 
predicting the organizational performance. The results will provide an indication to the Institute of Social Work to concentrate 
much on employees’ engaged factors which have a high contribution if it plans to improve performance. The study proposed 
that each employee’s engagement included in the model has a contribution to the organizational performance.  

The study used the standardized coefficients from coefficient Table 1.3 which compares different employees’ engagement 
factors by considering the β values. Using standardized coefficient means that all values for each of the different engagement 
factors have been converted to the same scale so that comparison can be made simple. The coefficients table represents the 
standardized coefficient β values for each employee’s engaged factors and their significance marked. The β values represent 
the contribution of each employee’s engagement factor to organizational performance. Results from table 3 show that the β 
values under standardized coefficients for EI, EWE and EM were 0.296, 0.317 and 0.473 respectively. Since the study intended 
to compare the contribution of each engagement factor by considering the β values, the results imply EM has the largest beta 
value followed by EWE. This implies that EM has a stronger or greater explanatory power to the organizational performance 
followed by EWE while EI has the least contribution.  

Table 3: Evaluation of Contribution of Each Employee’s Engagement Factor Model Coefficientsa 

 
Model 

Unstandardized Coefficients Standardized Coefficients 
t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 15.228 2.291  6.646 .000   

EI .064 .068 .296 .939 .035 .805 1.242 

EWE .072 .061 .317 1.167 .024 .834 1.199 

EM .331 .076 .473 4.344 .000 .708 1.412 

a. Dependent Variable: OP 

The multiple regression analysis was used to test the proposed hypotheses which are H1, H2 and H3 related to organizational 
performance and employees’ engagement related factors. Results from the regression coefficient show that there is a 
significant relationship between EI and OP (β = 0 .296, Significant at 0.035), another result from the regression coefficient 
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shows that there is a significant relationship between EWE and OP (β = 0 .317, Significant at 0.024). The results from the 
regression coefficient also show that there is a significant relationship between EM and OP (β = 0 .473, Significant at 0.000). 

4.1. DISCUSSION OF FINDINGS 

The results show that EI has a positive influence on realizing the organizational performance. Therefore, if organizations tend 
to involve employees in various decisions and duties, the performance tends to rise.  Grubert, Steuber and Meynhardt (2023) 
supported the findings by arguing that involved employees are motivated to continue working hard. Employees’ involvement 
in the organization especially in higher leaning institutions is a key factor in maintaining and stimulating the morale of staff 
at worker place. This has also been supported by Ochonogor & Amah (2021) who urgued that employees should be involved 
in decision making. The attitude towards working hard, with a sense of ownership, rises when employees have been involved 
by management (Jalal & Hanaysha 2016). The employees’ working environment is vital towards realizing organizational 
performance. This concurs with the findings of this article which revealed that EWE has a positive influence in realizing OP. 
Hanaysha (2016) maintained that improving employees’ working environment is significant towards assuring health and 
safety at workplace to all employees. The environment which has been maintained provides an alert to employees about the 
risks associated with work (Oakman, & Bartram, 2017).  The results revealed that EM has a strong influence on realizing OP 
since employees become committed if they have been motivated. Mariza (2016) argued that management has a significant 
role to play towards motivating employees at work. Motivation appeared to be strongly preferred by all employees at all 
workplaces and higher leaning institutions (Hanaysha 2016). Employees can be motivated to work hard if there are 
achievements, recognition, promotion opportunities, responsibilities, and opportunities for personal growth (Engidaw 2021). 

5. CONCLUSION AND IMPLICATIONS 

The article investigated the influence of employees’ engagement on Public Higher Learning Institutions’ Performance. The 
literature informed that employees’ engagement has a contribution to the organizational performance (Bergström & 
Martínez 2016). Employees’ engagement is measured by employees’ involvement, working environment and motivation. 
Therefore, this article concludes that employees’ engagement has a significant influence on the organizational performance. 
Hence, management of the organizations should place emphasis on the employees’ engagement in order to realize 
organizational performance.  

The results revealed that employee engagement has a significant relationship with Public Higher Learning Institutions’ 
Performance. Thus, organizational performance will be improved if all organizations, especially public organizations, 
emphasize on employees’ engagement. Managers should therefore put emphasis on engaging employees in making various 
decisions in the organization like involving employees in preparation and design of strategies which aim at improving 
performance. 
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Appendix 1: QUESTIONNAIRE 
Dear respondents, this questionnaire intends to collect information on the research titled Employees’ Engagement on the performance of 
Tanzanian public higher learning institutions. The main objective of this study is to analyze the Influence of Employees’ Engagement on the 
Performance of Tanzanian Public Higher Learning Institutions. You are kindly requested to provide relevant information that will assist the 
achievement of the study objectives. I assure that the collected information will be confidential and the names of individual and organization 
will not be included in the reporting of the findings. Thank you for your understanding and cooperation in this study. 
1. Sex  
     (a)   Male    
     (b)   Female    
2. Age 
    (a) 18 or 35      
    (b)  36-45 
    (c)  46-55                       
    (e) Above 55years        
3. Marital status 
     (a) Single                 
     (b) Married              
     (c) Divorced              
     (d) Widow           
4. What is your highest level of education? 
    (a) Diploma level  
    (c) Bachelor degree level      
    (d) Postgraduate qualification  
 

   Strongly disagree=1, Disagree=2, I don’t know=3, Agree=4 and Strongly agree=5 
 

S/N Statement 1 2 3 4 5 

A Employees Involvement       

5 Iam involved in decision making       

7 Iam involved in preparation of organization objectives      

8 Iam involved to implement the organization objectives      

9 The strategies of organization aim to raise my performance      

10 Iam results oriented toward meeting the organization objective      

11 lam part and parcel of the organization success      

12 Iam determined to realize the organization objectives      

B Employees Working Environment  1 2 3 4 5 

13 The working environment support employee’s performance.      

14 I am attracted with working environment      

15 There all needed facilities with support efficiency at work      

16 Creativity at work is important to me in order rise efficiencies      

17 The organization provides the conducive working environment      

18 Iam determined to realize the organization objectives       

C Employees Motivation 1 2 3 4 5 

19 Iam eager to work hard at the organization      

20 Iam happy to work with this organization      

21 My company provides fair promotion opportunities      

22 Promotion should be based on performance      

23 My job is beneficial to my career      

24 My boss allows me to have my ability fully utilize      

25 It’s enjoyable to go to work       

26 The companies value my service       

27 I am satisfied with the working condition      

D Organisation Performance  1 2 3 4 5 

28 Iam empowered to realize the organization performance.      

29 Management do empower employees in archiving organization formance      

30 Employees’ empowerment influence organization performance      

31 I understand the plan and priorities of the organization.      

32 I understand the purpose and objectives of the organization      

33 I have received an appropriate training to do my job efficiently and effectively.      

34 I understand how our working environment has an impact on our organization goals.      

35 Top management always communicate values and vision of our organization      
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ABSTRACT 
Purpose- The music industry has undergone tremendous changes in relation to its production, distribution, and consumption habits due to 
the exponential development of new technologies, namely streaming platforms. This study aims to understand the factors that influence 
music consumption through streaming platforms, particularly analysing the differences between premium and freemium users on the 
intention to adopt premium (paid) versions of a music streaming service.  
Methodology- UTAUT2 model (version of the Unified Theory of Acceptance and Use of Technology, applied to the consumer side) was used 
as framework. Based on data collected from 324 music streaming services users (premium and freemium), this study was tested using 
structural equation modelling (SEM).  
Findings- Our findings, focused fundamentally on the initial period of pandemics (2020-2021), confirm that facilitating conditions, price value 
and performance expectancy play the most important role in influencing the intention to use a paid music streaming service for the premium 
sample. However, the freemium sample finds habit, price value and hedonic motivation the variables most relevant.  
Conclusion- The research contributes insights into music streaming services consumer behaviour, providing several theoretical and practical 
implications to music streaming services providers. 
 

Keywords: Adoption, customer purchase, music streaming services, SEM, UTAUT2 
JEL Codes: M31, M37, C88, L82 

 

1. INTRODUCTION 

Since the beginning of the oldest societies, music has played a fundamental role in the life of human beings, being undeniably 
a form of universal expression that unites old and future generations culturally and emotionally (Larsen et al., 2009, 2010; 
Naveed et al., 2017). The importance of music in our society has led to creating an industry that includes all the concepts 
inherent to this thematic, such as its structure, organisation, distribution, and profitability. This industry, made up mostly of 
countless record labels, has experienced golden times through sales of physical copies, thus monopolising the production and 
consumption of music. However, from 2001 onwards, it began to suffer the impact of the appearance of new technologies, 
thus initiating a digital age where the consumer has a greater capacity for decision (Arditi, 2014). In particular, the growth of 
streaming services has revolutionised consuming music (IFPI, 2020). It is known that since 2010., for instance, the number of 
users of the Spotify streaming platform has increased from 15 to 100 million worldwide (Aguiar & Waldfogel, 2018). Spotify 
currently (2023) has 356 million users. 

These platforms are based on a relatively recent business model (Sinclair & Tinson, 2017) that basically consists of the service 
proposal according to two modalities: adoption of an account exempt from monthly costs, but in return, users are exposed 
to advertising and other types of restrictions (freemium model), or, on the contrary, the user pays a monthly fee and takes 
full advantage of the service (premium model), with this modality contributing to a substantial increase in the profits of this 
industry (Arditi, 2018; Wlömert & Papies, 2016). 

The aim of freemium is to attract the largest possible number of users, increasing the probability of many upgrading to a 
premium account, where there are several advantages like no advertising, better sound quality and the possibility of offline 
access (Dörr et al., 2013; Wagner et al., 2014). However, it is still unclear how choosing between accounts is done; thus, it is 
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crucial for music streaming companies to understand consumers’ motivations in order to convert free users into paid 
subscribers (Chen et al., 2018b). 

As already said, given the importance of music in all cultures and considering the millions of users of music streaming services, 
it is imperative to know more about this digital phenomenon and which factors influence their use. There is little research on 
the willingness to pay for services when a free version is available (Chen et al., 2018a; Dörr et al., 2013), as well as the new 
freemium model (Doerr et al., 2010; Oestreicher-singer & Zalmanson, 2013; Wagner et al., 2014). In fact, despite previous 
attempts to better understand the use of streaming music services, there is a distinct gap of knowledge about what the 
effective drivers of adoption of paid streaming music services are, and to which extent “acceptance of use” models may be 
applied in this context or not. Based on the fact that streaming services have made it possible to bridge the gap between the 
“old age of music” and the digital revolution it has undergone, this study aims to shed light on the generic patterns of use of 
these services by consumers, particularly, to understand the consumer decision process when subscribing to a paid account 
on a streaming service. Based on the Unified Theory of Acceptance and Use of Technology 2 (UTAUT2), a new extended model 
is conceptualised and tested, using data collected from 324 music streaming services users. 

The remainder of this paper is structured as follows. First, we provide the conceptual background through a deeper analysis 
of music streaming services and technology adoption models. This is followed by the suggestion of the research model and 
hypotheses development. Next, we provide the research methodology, data analysis and discussion of results. We conclude 
with some directions for future work. 

2.THEORETICAL BACKGROUND 

2.1. Music Streaming Services 

A music streaming service offers several functions to its users, the main focus being the supply of extensive libraries of songs 
and albums through an internet connection (Zimmer, 2018). Nowadays, these services are the fastest growing music option 
(Cesareo & Pastore, 2014). There are two types of streaming services users: those who subscribe to an account exempt from 
usufruct fees and financed by advertising and those who sign up for an account, paying a monthly fee, which offers several 
features (Thomes, 2013). Thomes (2013) revealed that listening to music on streaming services, free of charge with 
advertising, may not cause loss of revenues; actually, it could help in the fight against piracy. These services make profits by 
combining a financial model through advertising, called freemium, and another type of account with access to other kinds of 
functionalities, in which the user pays a monthly fee, the premium model (Doerr et al., 2010), which should stand out for its 
more advantageous features and functions, compared to its free version (Ye et al., 2004). Currently, the most popular music 
streaming service globally is Spotify, founded in Stockholm, 2006. 

2.2. Adoption Models 

Understanding what consumers value and their consumption patterns is vital for the effective growth of any service. Due to 
the digitalisation process that the music industry has experienced, the need to understand the process of adopting online 
music streaming services better, namely which factors weigh in the decision to purchase a premium model, has become 
primordial (Chen et al., 2018b). Music streaming services are considered Information Systems (IS), where the first theories 
about adopting technology were applied. The basic concept of technology adoption can be described as the combination of 
individual reactions, intentions to use and actual use (Venkatesh et al., 2003). 

One of the most fundamental adoption theories is the Theory of Reasoned Action (TRA) (Fishbein & Ajzen, 1975), being used 
as a basis for many other adoption theories about consumer behaviour. Cesareo & Pastore (2014) used TRA to measure 
consumers' willingness to try a subscription-based music streaming service, where variables such as “importance and 
exposure to music”, “involvement and interest”, and “attitude towards online piracy” were used.  

The Theory of Planned Behaviour (TPB) (Ajzen, 1991) is an extension of the previous TRA and has been applied in several 
studies within the music streaming services adoption context. Also, the Technology Acceptance Model (TAM) (Davis, 1989) is 
one of the most important models in the context of technology adoption and use (Cheong & Park, 2005), based on TRA. Some 
derivations of this model, like TAM2, have also been proposed (Venkatesh & Bala, 2008; Y.-S. Wang, 2008).  

In 2003, Venkatesh et al. (2003) developed the Unified Theory of Acceptance and Use of Technology (UTAUT), based on eight 
prominent theories: TRA (Theory of Reasoned Action), TPB (Theory of Planned Behaviour), TAM (Technology Acceptance 
Model), MM (Motivation Model), C-TAM-TPB (combined TAM and TPB), MPCU (Model of PC Utilization), DIT (Diffusion of 
Innovation Theory) and SCT (Social Cognitive Theory). Consisting of four constructs: performance expectancy, effort 
expectancy, social influence and facilitating conditions, UTAUT obtained satisfactory results (Venkatesh et al., 2003, 2012). 

This study intends to use this theory, more specifically, an extension (UTAUT2), as a basis to create the explanatory model in 
our context of music streaming services. It is a robust theory. Generally, these models can provide a detailed understanding 
of the phenomena under investigation and a result of successive applications and adaptations. Specifically, the major 
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advantage of the model is that it has included the demographic and experience as factor in the model itself. This makes it 
more suitable to be used for service-oriented research in business to consumer field. For instance, the traditional TAM models 
were more often used to adoption of technologies (computers, IT). 

In the following section, we will describe UTAUT2 and its relevance. After UTAUT’s release, the model was tested in different 
contexts and in 2012, it was extended to the consumer context, developing UTAUT2 (Venkatesh et al., 2012). UTAUT2 is an 
extension of the original model, adding three new constructs: hedonic motivation, price value and habit. Age, gender and 
experience were considered moderators of behavioural intention and technology use (Venkatesh et al., 2012). 

3. RESEARCH MODEL AND HYPOTHESES 

3.1. The Model 

The model tested in this study is the theoretical UTAUT2 model. The conceptual model is shown in Figure1. 

Figure 1: Results Model 

 

The hypotheses that constitute the conceptual model will be presented and developed in the following section, as well as the 
theoretical research that supports and justifies them. 

3.2. UTAUT2 Variables 

Performance expectancy - Performance expectancy is defined as the degree to which using technology will benefit 
consumers in performing certain activities (Venkatesh et al., 2012). Although online music services aim to deliver an 
entertaining experience, they also provide functional benefits to people (Chu & Lu, 2007). Some attributes from the utilitarian 
character of the music streaming services are tools to find music, organise titles, sort through rankings and commentary, 
access product information and facilitate music sharing (Hampton-Sosa, 2017). Hence, we formulate the following 
hypothesis: H1, Performance expectancy (PE) is positively related to behavioural intention (BI). 

Effort expectancy - Effort expectancy is described as the degree of ease associated with consumers’ use of technology 
(Venkatesh et al., 2012). According to Kwong & Park (2008), perceived ease of use is a significant predictor of intention. In 
the in-depth semi-structured interviews previously carried out, most participants affirmed that the ease of access was 
decisive in the use of music streaming services. Effort expectancy was considered an important variable in estimating 
intention to use IS. Thus, the following hypothesis is formulated: H2, Effort expectancy (EE) is positively related to behavioural 
intention (BI). 

Social influence - Social influence is defined as the extent to which consumers perceive that important others (e.g. family and 
friends) believe they should use a particular technology (Venkatesh et al., 2012). Social influence was based on the subjective 
norm construct, present in other adoption theories, and its function is to measure the social pressure applied to the individual, 
which leads him to perform a certain behaviour or not (Ajzen, 1991; Fishbein & Ajzen, 1975). Therefore, we hypothesise: H3, 
Social influence (IS) is positively related to behavioural intention (BI). 

Facilitating conditions - Facilitating conditions refer to consumers perceptions of the resources and support available to 
perform a behaviour (Venkatesh et al., 2012). This construct and its roots have been thought to include technological aspects 
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designed to remove barriers to use (Venkatesh et al., 2003). Therefore, we hypothesise: H4, Facilitating conditions (FC) are 
positively related to behavioural intention (BI). 

Hedonic motivation - Hedonic Motivation is defined as the fun or pleasure derived from using a technology (Venkatesh et 
al., 2012). In this context, it is the degree to which a user expects enjoyment from listening to streamed music (Chen et al., 
2018b). Music streaming services can be considered a hedonic IS due to the creation of leisure and entertainment for their 
users instead of carrying out a practical task (Chen et al., 2018b). Consequently, this variable is suggested as a factor that 
impacts a consumer’s intention to purchase these services and therefore, we hypothesise: H5, Hedonic motivation (HM) is 
positively related to behavioural intention (BI). 

Price value - Price value is defined as consumers’ cognitive trade-off between the perceived benefits of the applications and 
the monetary cost for using them (Dodds et al., 1991; Venkatesh et al., 2012). In the context of music streaming services, it 
is known that the paid version coexists in a highly competitive environment due to the existence of free alternatives. Thus, it 
makes sense that price value also determines users’ intention to purchase the premium version. Therefore, we hypothesise: 
H6, Price value (PV) is positively related to behavioural intention (BI). 

Habit - Habit is defined as a perceptual construct that reflects the results of prior experiences (Venkatesh et al., 2012). Past 
behaviour seems to be determinant to the present behaviour (Ajzen, 2002; S. Kim & Malhotra, 2005), impacting behavioural 
intention (Venkatesh, 2000). According to Ye et al. (2004), a consumer’s willingness to pay for an online service can be related 
to how habitual the consumer has become to using that service. Therefore, we hypothesise: H7, Habit (H) is positively related 
to behavioural intention (BI). 

4. RESEARCH METHODOLOGY 

A questionnaire was distributed to a sample of members of the target population. The questionnaire was designed around 
the proposed conceptual model. The indicators for each construct were adapted from literature. See Annex for identification 
of the measurement scale (items, dimensions and source). 

The instrument chosen to measure responses was the 7-Point Likert type scale: strongly disagree to strongly agree. The 
questionnaire was drafted in English and reviewed for content validity by language experts from a university. Because the 
questionnaire was administered in Portugal, the English version of the instrument was translated into Portuguese by a 
professional translator. The questionnaire was then reverse translated into English to confirm translation equivalence. The 
questionnaire was pilot tested with a sample of 20 subjects to optimise the instrument. Results confirm that the scales were 
reliable and valid. The questionnaire was launched online on social networks. Thus, the sampling process used in this study 
was non-probabilistic (Iacobucci & Churchill, 2018). The survey was active for one month (August 21 to September 21, 2020) 
on the Qualtrics platform. Demographic and social questions were included in order to be more sensitive about sample 
characteristics and envision some possible research hypotheses in the future. By not defining age limits, it was possible to 
acquire a greater variety of responses. 

Data was used to test and analyse both the measurement and structural model. Four hundred and thirty-nine anonymous 
and confidential responses were collected, and 324 of these proved to be valid for this study's purpose. The final sample is 
gender-balanced, with a slightly higher number of female respondents (50.9%). It presents an age distribution ranging from 
under 18 to 64 years old, the majority being in the age group of 18-34 years (83%). Regarding education, more than 77% of 
the elements hold a tertiary qualification.  

5. RESULTS 

After the descriptive analysis of the sample (performed using the statistical software SPSS), it was possible to conclude that 
regarding gender, the sample was balanced and around 77% have a level of education at the ‘College’ level (77.1%). 
Furthermore, the majority lies in the age group of 18-34 years (83%). 

In this section, we tested the developed hypotheses in order to verify the extended model of UTAUT in the context of music 
streaming services. The theoretical research model was estimated using the statistical method structural equation modelling 
(SEM), which is used to evaluate the validity of theories with empirical data (Ringle et al., 2015). SEM combines two 
techniques: covariance-based (as represented by LISREL) and variance-based, in which partial least squares (PLS) path 
modelling is the most prominent representative (Henseler et al., 2009). PLS was applied to test our model with SmartPLS 3.0 
software (Ringle et al., 2015). This powerful technique was chosen mainly due to its capability of avoiding small sample size 
problems and, as it is recommended in an early stage of theoretical development, to test and validate exploratory models 
motivated by prediction and exploration (Henseler et al., 2009). 
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5.1. Measurement Model 

In order to assess the measurement model, reliability and validity were evaluated. Reliability was tested using the composite 
reliability (measure of internal consistency that considers that indicators have different loadings) and Cronbach's alpha 
(estimator based on the indicator intercorrelations), which can generally be interpreted in the same way. As shown in Table 
1 (premium model) and in Table 2 (freemium model), both measures show values very close to or larger than 0.7 for all 
constructs, satisfying all requirements and thus, admitting construct reliability. The indicator reliability was evaluated through 
loading values. We used the recommendation of retaining indicators with standardised loading larger than 0.7 (Churchill, 
1979; Hair et al., 2014; Henseler et al., 2009). 

The average variance extracted (AVE) is used to assess convergent validity, it being defined as the mean value of the squared 
loadings of the indicators associated with the construct. AVE values should be at least 0.5 to indicate sufficient convergent 
validity, and thus, the construct could explain more than half of the variance of its indicators, on average (Hair et al., 2014; 
Henseler et al., 2009). As seen in Table 1, all constructs present values higher than 0.5. 

Table 1: Premium’s Quality Criteria and Factor Loadings 

Constructs AVE Composite 
reliability 

Cronbach’s 
alpha 

Item Loadings t-value 

Performance 
Expectancy (PE) 

0.575 
 

0.802 0.642  PE1 
PE2 
PE3 

0.815 
0.687 
0.768 

21.647 
9.403 
12.941 

Effort 
Expectancy (EE) 

0.740 0.919 0.883 EE1 
EE2 
EE3 
EE4 

0.840 
0.883 
0.918 
0.794 

12.456 
37.786 
36.565 
14.414 

Social Influence 
(SI) 

0.854 0.946 0.915 
 

SI1 
SI2 
SI3 

0.903 
0.913 
0.956 

21.085 
20.105 
33.398 

Facilitating 
Conditions (FC) 

0.632 0.837 0.718 
 

FC1 
FC2 
FC3 

0.852 
0.750 
0.780 

28.758 
10.373 
12.143 

Hedonic 
Motivation 
(HM) 

0.647 0.845 0.723 HM1 
HM2 
HM3 

0.815 
0.678 
0.905 

17.292 
10.051 
50.301 

Price Value (PV) 0.897 0.963 0.943 PV1 
PV2 
PV3 

0.936 
0.951 
0.955 

50.673 
81.623 
97.357 

Habit (HT) 0.642 0.843 0.733 HT1 
HT2 
HT3 

0.801 
0.807 
0.795 

12.631 
12.727 
10.768 

Behavioural 
intention (BI) 

0.840 0.940 0.904 
 

BI1 
BI2 
BI3 

0.942 
0.864 
0.940 

72.292 
24.996 
56.952 

Table 2: Freemium’s Quality Criteria and Factor Loadings 

Constructs AVE Composite 
reliability 

Cronbach’s 
alpha 

Item Loadings t-value 

Performance 
Expectancy 
(PE) 

0.688 0.868 0.773 PE1 
PE2 
PE3 

0.882 
0.763 
0.839 

45.317 
16.286 
23.797 

Effort 
Expectancy 
(EE) 

0.758 0.926 0.895 EE1 
EE2 
EE3 
EE4 

0.868 
0.913 
0.916 
0.777 

12.498 
21.242 
18.537 
8.347 

Social 
Influence (SI) 

0.841 0.941 0.906 
 

SI1 
SI2 
SI3 

0.909 
0.920 
0.923 

47.225 
47.059 
48.098 
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Facilitating 
Conditions 
(FC) 

0.686 0.867 0.774 FC1 
FC2 
FC3 

0.801 
0.836 
0.847 

7.080 
6.636 
7.614 

Hedonic 
Motivation 
(HM) 

0.808 0.927 0.882 HM1 
HM2 
HM3 

0.898 
0.900 
0.898 

47.841 
60.737 
33.765 

Price Value 
(PV) 

0.916 0.970 0.954 PV1 
PV2 
PV3 

0.961 
0.961 
0.949 

137.216 
134.997 
111.411 

Habit (HT) 0.828 0.935 0.896 HT1 
HT2 
HT3 

0.882 
0.926 
0.921 

43.823 
52.971 
64.521 

Behavioural 
intention (BI) 

0.838 0.939 0.903 BI1 
BI2 
BI3 

0.921 
0.918 
0.907 

51.930 
49.362 
50.142 

Fornell & Larcker (1981) and cross-loadings criteria were used to assess discriminant validity. This criterion is met (all diagonal 
values are greater than the off-diagonal values), as shown in Table 3 (premium model) and Table 4 (freemium model). 

The measurement model results assure construct reliability, indicator reliability, convergent validity and discriminant validity 
of the constructs.  

Table 3: Premium’s Square Root of AVE (in bold on diagonal) and Factor Correlation Coefficients 

Const. PE EE SI FC HM PV HT BI 

PE 0.758        
EE 0.295 .860       
SI 0.338 0.105 0.924      
FC 0.323 0.514 0.107 0.795     
HM 0.507 0.383 0.337 0.318 0.805    
PV 0.464 0.239 0.274 0.392 0.459 0.947   
HT 0.457 0.226 0.250 0.236 0.383 0.229 0.801  
BI 0.517 0.427 0.222 0.561 0.511 0.539 0.366 0.916 

Table 4: Freemium’s Square Root of AVE (in bold on diagonal) and Factor Correlation Coefficients 

Const. PE EE SI FC HM PV HT BI 

PE 0.829        
EE 0.249 0.871       
SI 0.438 0.194 0.917      
FC 0.203 0.559 0.230 0.828     
HM 0.467 0.446 0.350 0.344 0.899    
PV 0.466 0.175 0.401 0.321 0.387 0.957   
HT 0.446 0.146 0.405 0.197 0.292 0.460 0.910  
BI 0.503 0.221 0.468 0.190 0.502 0.545 0.565 0.915 

Note (Table 3 and Table 4): PE - performance expectancy; EE - effort expectancy; SI - social influence; FC - facilitating conditions; HM - hedonic 
motivation; PV - price value; HT - habit; BI - behavioural intention 

5.2. Structural Model 

Once we have assumed that the construct measures are reliable and valid, the next step is assessing the structural results 
(Hair et al., 2014). First, we started to assess collinearity using the inner variance inflation factor (VIF). All variables showed 
VIFs smaller than 2, confirming the absence of collinearity problems. Next, the path significances were estimated using the 
bootstrapping technique, generating 5,000 bootstrap samples (Henseler et al., 2009). The results of the premium model are 
shown in Fig. 2 and Table 5 and the freemium model results are shown in Fig. 3 and Tabel 7. 

According to Hair et al. (2014), coefficients of determination (𝑅2 values) of 0.75, 0.50 and 0.25 are considered as substantial, 
moderate or weak, respectively. The premium model explains 53% of behavioural intention to adopt a paid music streaming 
service and the freemium model explains 52.5% of the same intention. Hence, both models can predict the substantive (above 
50%) variation of the endogenous variables. 
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Analysing the path coefficients of the premium model, we observed the following results: H1, H4, H5 and H6 are confirmed 
by the empirical results. Effort expectancy, social influence and habit were not validated, thus, H2, H3 and H7 are not 
supported by the premium model.  

Analysing the path coefficients of the freemium model we observed the following results: H3, H5, H6 and H7 are confirmed 
by the empirical results. Performance expectancy, effort expectancy and facilitating conditions were not validated, thus, H1, 
H2 and H4 are not supported by the freemium model.  

The structural premium model confirms 4 of the 7 hypotheses postulated, as well as the structural freemium model. We can 
find the differences between models in the Table 7. 

Table 5: Premium’s Results of the Structural Model and Hypotheses Testing 

# Relationships Expected sign Path coeff. t-value p-value Supported 

H1 Performance expectancy  BI + 0.169 2.114 0.035             Yes* 
H2 Effort expectancy  BI + 0.087 1.214 0.225 No 
H3 Social influence  BI + -0.017 0.288 0.773 No 

H4 Facilitating conditions  BI + 0.299 3.076 0.002 Yes* 

H5 Hedonic motivation  BI + 0.161 2.051 0.040 Yes* 
H6 Price value  BI + 0.232 2.815 0.005 Yes* 

H7 Habit  BI + 0.091 1.044 0.297 No 

  Note: * 𝑝 < 0.05 

Figure 2: Premium Structural Model Results 

 

Note: Paths coefficients that are not statistically significant are in dashed arrows. 

Table 6: Freemium’s Results of the Structural Model and Hypotheses Testing 

# Relationships Expected sign Path coeff. t-value p-value Supported 

H1 Performance expectancy  BI + 0.093 1.421 0.155 No 
H2 Effort expectancy  BI + 0.029 0.490 0.624 No 
H3 Social influence  BI + 0.140 1.803 0.071 Yes** 

H4 Facilitating conditions  BI + -0.099 1.593 0.111 No 

H5 Hedonic motivation  BI + 0.251 3.457 0.000 Yes* 
H6 Price value  BI + 0.238 3.135 0.002 Yes* 

H7a Habit  BI + 0.299 4.027 0.000 Yes* 

 Note: * 𝑝 < 0.05, ** 𝑝 < 0.10 
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Figure 3: Freemium Structural Model Results 

 

Note: Paths coefficients that are not statistically significant are in dashed arrows. 

Table 7: Comparison of Results 

# Relationships Premium Freemium 

H1 Performance expectancy  BI Supported* No 

H2 Effort expectancy  BI No No  

H3 Social influence  BI No  No*, Supported** 

H4 Facilitating conditions  BI Supported* No 

H5 Hedonic motivation  BI Supported*  Supported* 

H6 Price value  BI Supported*  Supported* 

H7a Habit  BI No  Supported* 

  Note: * 𝑝 < 0.05, ** 𝑝 < 0.10 

Additionally, following the paper of Barata & Simões (2021) - reference for this work - , considering specific data and analyzes 
for Premium and for Freemium, the main results obtained were: i) In the Premium sample, the "performance expectation" 
influences the purchase intention, in the Freemium it does not; ii) "Social influence" is not taken into account in the Premium 
sample, however, at a significance level of 10%, in the Freemium sample, its impact is verified; iii) The "access conditions" are 
taken into account by the Premium sample, not in the Freemium, being the factor that most influences the intention of use 
in the Premium sample; iv) "Hedonic motivation" and "Price-value" are the only variables that influence both samples, both 
Premium and Freemium, on the intention to use a paid streaming service; v) The "Habit" influences only the intention of use 
in the Freemium sample, which is the variable that most influences the intention of use in this sample. 

6. DISCUSSION AND IMPLICATIONS 

Unsurprisingly, the majority of the constructs of the UTAUT2 model (Venkatesh et al., 2012) showed to be consistent, 
providing a valuable basis for future research in the music streaming services adoption topic. 

Concerning the premium model, it is possible to observe that the variables which explain behavioural intention to buy a 
premium account are facilitating conditions, price value, performance expectancy and hedonic motivation. ‘’Facilitating 
conditions’’ revealed to be the strongest determinant (β̂ = 0.299, 𝑝 = 0.002) in this model.  

“Price value” also shown that it plays an essential part in the behavioural intention explanation (β̂ = 0.232, 𝑝 = 0.005). This 
finding is in line with the previous research performed by Venkatesh et al. (2012), where it was stated that a positive price 
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value means that the advantages of using technology are perceived to be greater than the monetary cost and, therefore, 
price value impacts positively on intention. 

“Performance expectancy” was accepted as one of the determinants of behavioural intention (β̂ = 0.169 , 𝑝 = 0.035), also 
corroborating the results of Venkatesh et al. (2012). This means that consumers who perceive benefits from using paid music 
streaming services are more likely to use them. In this context, the performance expectancy can be raised by improving tools 
to look for music, sorting algorithms, or simplifying sharing in other platforms (Hampton-Sosa, 2017). 

Another determinant of behavioural intention is “hedonic motivation” (β̂ = 0.161 , 𝑝 = 0.040). This result is in line with the 
findings of van der Heijden (2004), Chu & Lu (2007), Venkatesh et al. (2012) and Hampton-Sosa (2017, 2019), evidencing the 
importance of the role of hedonic benefits in technology acceptance. In this model, effort expectancy, social influence and 
habit did not impact intention behavioural. 

Concerning the freemium model, it is possible to observe that the variables which explain behavioural intention to buy a 
premium account are habit, hedonic motivation, price value and social influence. “Habit” revealed to be the strongest 
determinant (β̂ = 0.299, 𝑝 = 0.000). This finding may arise from the fact that digitalisation has profoundly revolutionised 
music consumption by allowing it anytime and everywhere, which was not possible in the past (Cockrill et al., 2011). 

Another determinant of behavioural intention is “hedonic motivation” (β̂ = 0.251 , 𝑝 = 0.000). This finding is in line with the 
previous result from premium model. This means that price value is taking into account by freemium users as well as premium 
users. 

Concerning “price value”, it was also shown that it plays an essential part in the behavioural intention explanation (β̂ = 0.238, 
𝑝 = 0.002). This finding is in line with the previous result from premium model, meaning that price value is taking into account 
by freemium users as well as premium users. Social influence was proved too (β̂ = 0.140, 𝑝 = 0.071), ), considering as 
significance level, α = 10%. In this model, performance expectancy, effort expectancy and facilitating conditions did not 
impact intention behavioural. 

7. LIMITATIONS AND FURTHER RESEARCH 

Like other empirical studies, there are some limitations in our research that need to be considered. Firstly, a convenience 
sampling method was used. Therefore, we recommend caution in analysing the findings. Secondly, our research is centred 
on practical factors, and thus, the moderators of the UTAUT2 model (age, gender and experience) did not constitute the 
target of this analysis and consequently were not taken into account. This could be assumed as a limitation of our proposed 
extended model, according to the theory. 

Future research may include adapting this study to other locations and submitting it to a larger number of participants to 
assure the generalisation of results. This study could be used as a basis for upcoming analysis by improving the model and 
testing it in some specific countries and age groups (Naranjo-Zolotov et al., 2019). The addition of new constructs to the 
present model would be helpful to try to increase the predictive power of our framework. Meanwhile, it might be interesting 
to deeply explore the effect of paid music streaming services in the abolition of music piracy, namely, to verify if this tendency 
of decrease remains.  

8. CONCLUSIONS 

This study sought to analyse which factors influence the intention to purchase a music streaming service, comparing premium 
and freemium user’s results. To this end, several hypotheses were tested using UTAUT2. By analysing our results, it is possible 
to retain some fundamental insights that could be pertinent for music streaming services providers to perceive the adoption 
process of users.  

Regarding the theoretical implications, in terms of the determinants of adoption for paid music streaming services, our 
findings suggest that several but not all of the original constructs of the UTAUT2 model are important determinants of music 
consumption behaviour, depending on the sample. 

Concerning the practical implications, we can affirm that in the premium sample, performance expectancy influences 
adoption, however, in freemium sample, it does not. It is possible to observe that the effort expectancy is not considered by 
any premium and freemium users when deciding which account to purchase. Social influence is not taken into account in the 
premium sample, however, at a significance level of 10%, in the freemium sample, its impact is verified in intention to adopt 
a premium account. Facilitating conditions are taken into account by the premium sample and not by freemium, being the 
factor that most influences the intention to use in the premium sample. Hedonic motivation and price value are the only 
variables that influence both samples, premium and freemium, on the intention to use a paid streaming service. Habit only 
influences the intention in the freemium sample, which is the variable that most impact the intention in this sample. 
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These conclusions may be used in the design of business strategies aiming to promote users from free to paid services, as 
companies will be able to understand the expected impact on adoption resulting from manipulating a mix of these drivers. 

To conclude, we can state that the adoption intention in the world of music streaming is a complex and multidimensional 
context. Adoption models designed for traditional information systems adoption still appear to fit this framework partially, 
but new dimensions have emerged as relevant to explain behavioural intention in this new milieu. Music streaming services 
providers should continue bonding with users and potential users, focusing on their needs, and creating satisfaction and trust 
concerning the paid versions. 
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APPENDIX: CONSTRUCTS, ITEMS AND REFERENCES EMPLOYED 

*: Removed item 

 

 

Constructs Code Items References 

Performance 
Expectancy (PE) 

PE1 
PE2 
 
PE3 
 

I find paid music streaming services useful in my daily life. 
Using paid music streaming services help me accomplish things 
more quickly. 
Using paid music streaming services increase my productivity 
/performance. 

 
(Venkatesh et al., 
2012) 
 

Effort 
Expectancy (EE) 

EE1 
EE2 
 
EE3 
EE4 

Learning how to use paid music streaming services is easy for me. 
My interaction with paid music streaming services is clear and 
understandable. 
I find paid music streaming services easy to use. 
It is easy for me to become skilful at using paid music streaming 
services. 

(Venkatesh et al., 
2012) 

Social Influence 
(SI) 

SI1 
 
SI2 
 
SI3 

People who are important to me think that I should use paid 
music streaming services. 
People who influence my behaviour think that I should use paid 
music streaming services. 
People whose opinions that I value prefer that I use paid music 
streaming services.  

 
 
(Venkatesh et al., 
2012) 
 

Facilitating 
Conditions (FC) 

FC1 
FC2 
FC3 
 
FC4* 

I have the resources necessary to use paid music streaming 
services. 
I have the knowledge necessary to use paid music streaming 
services. 
A paid music streaming service is compatible with other 
technologies I use. 
I can get help from others when I have difficulties using paid 
music streaming services. 

(Venkatesh et al., 
2012) 

Hedonic 
Motivation 
(HM) 

HM1 
HM2 
HM3 

Using paid music streaming services is fun  
Using paid music streaming services is enjoyable. 
Using paid music streaming services is very entertaining  

(Venkatesh et al., 
2012)(van der 
Heijden, 2004) 

Price Value (PV) 

PV1 
PV2 
PV3 

A paid music streaming service is reasonably priced. 
A paid music streaming service is a good value for the money. 
At the current price, a paid music streaming service provides a 
good value. 

(Venkatesh et al., 
2012) 

Habit (HT) 

HT1 
HT2 
HT3 

The use of paid music streaming services has become a habit for 
me. 
I am addicted to using paid music streaming services. 
I must use paid music streaming services. 

(Venkatesh et al., 
2012) 

Behavioural 
intention (BI) 

BI1 
BI2 
BI3 

I intend to continue using paid music streaming services in the 
future. 
I will always try to use paid music streaming services in my daily 
life. 
I plan to use paid music streaming services in the near future. 

(Venkatesh et al., 
2012) 


