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ABSTRACT

The aim of this research is to examine the factors affecting the adoption of green marketing 
concept among the industrial manufactures in Jordan. Data were collected from 92 industrial 
manufactures. Hypotheses were tested using multiple regression. The results indicated that 
social and environment responsibility have positive relationships with green marketing 
adoption. Lacks of significant relationships were found between managerial attitude, 
innovative management and green marketing adoption. These results provide significant 
managerial implications on how to build and foster the green marketing as an organizational 
culture and determine what factors should be considered in that regard. 

Keywords: Green Marketing, Social Responsibility, Environmental Responsibility, Innovative 
Management, and Managerial Attitude

 1. INTROduCTION

Environmental considerations touched all 
aspects of companies operations (Post, et 
al., 1996). At the beginning of the twenty 
first century, the social and environmental 
consequences of economic growth forced 
a two folded challenge for companies 
to find better ways to produce, consume 
and live. In the short term, social and 
ecological issues have become significant 
external influences on companies to react 

to the diversified customers’ needs as 
well as to the new regulations that reflect 
the increasing concerns about the socio-
environmental impacts of business. In the 
longer term, fundamental changes in the 
upper management paradigm are needed 
(Baker, 2003). Hence, concepts such as 
green management, green production, green 
innovation and green marketing gathered 
importance and are increasingly becoming a 
strategic part of management agendas. This 
emphasis is true especially when several 
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studies thought that pollution was the concrete 
evidence of inefficient uses of resources, and 
companies engaging in environmentalism 
actively can not only minimize production 
waste and increase productivity, but also 
increase corporate reputation, and thereby, 
enhance competitiveness under the trends 
of popular environmentalism consciousness 
of consumers and severe international 
regulations of environmental protection 
(Chen, 2008). As a result, complex business 
environment, intense competition, increased 
media scrutiny, consumer activism, and 
government regulations (Thorne, et al., 
2003).

Along with economic, legal, ethical and 
philanthropic responsibilities, environmen-
tal responsibility has emerged as a response 
to the new challenges faced by companies in 
the last decade. Companies responded and 
adjusted their business strategies by imple-
menting environmental management sys-
tems, altering their products and services, 
and integrating environmentalism into all 
organizational dimensions including mar-
keting processes; that is when green market-
ing emerged into prominence.

Globalization has made environmental 
issues a global concern, and Jordan is no 
exception.  Jordan’s population has swelled 
throughout the last few decades, and with 
the rapid industrialization, consumption 
patterns and life styles have changed and 
people begun to use more and more of the 
scarce recourses. This improvement is the 
standards of living came with a cost; loss 
of biodiversity, water and air pollution, 
deforestation, and desertification. For those 
reasons, it is important to investigate whether 
Jordanian companies have acknowledged 

environmental responsibility, and if they 
have taken green marketing strategies into 
their organizational considerations. Thus, 
this research gets an initial insight into 
the extent of green marketing adoption in 
Jordan and the factors or the antecedents 
that influence the adoption, by studying the 
industrial companies through answering the 
following questions:

What are the factors affecting green •	
marketing adoption in Jordan?
What is the relative importance of these •	
factors?

Green marketing has received a great deal 
of attention lately. Most organizations in the 
developed countries have acknowledged the 
importance of environmental responsibility 
and have integrated it into their activities and 
operations to become an essential element 
of their business strategies. Despite the 
growing interest in green marketing, to the 
knowledge of the researcher, little attention 
was given to this critical issue in Jordan. 
Therefore, this research sheds some light 
on the state of green marketing adoption 
in Jordan, and the antecedents motivating 
its adoption.  Additionally, this research 
offers insights into the stage of evolution 
in this area by assessing if industrial sector 
companies in Jordan have acknowledged 
this concept. The chosen research sample 
is small and it is difficult to draw definitive 
conclusions, but still it provides valuable 
information for researchers, managers, 
investors and business people about current 
opportunities in green marketing. Hence, the 
research offers a base foundation for further 
investigations in this field.
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II. LITERATuRE REVIEW 
     ANd HYPOTHESE
     dEVELOPMENT

The American Marketing Association 
(AMA) held the first workshop on 
“Ecological Marketing” in 1975. It was 
largely concerned with those industries with 
the most severe environmental impacts and 
with developing new technologies to counter 
particular environmental problems.  The 
AMA workshop attempted to bring together 
academics, practitioners, and public policy 
makers to examine marketing’s impact on 
the natural environment (Polonsky, 1994). 

The integration of environmental 
concerns into marketing theory results 
in the development of green marketing 
concept which can be viewed as a holistic 
management process responsible for 
identifying, anticipating, and satisfying 
the needs of customers and society, in a 
profitable and sustainable way  that comprise 
two parts: (1) using natural resources at 
a rate at which environmental systems or 
human activity, and (2) reducing pollution 
and waste at a rate which can be absorbed by 
the environmental system (Baker, 2003). 

Hence, the concept of green marketing refers 
to environmentally responsible marketing 
that include a whole set of ideas, methods and 
processes that continually reevaluate how 
companies can achieve corporate objectives 
and meet consumer needs while minimizing 
long-term environmental harm. When 
considering green marketing, many people 
believe it refers solely on specific individual 
activities, such as promoting green product 
characteristics or designing less ecologically 
harmful products.  Although these activities 

are tactically important and necessary to 
the overall success of a greening program, 
green marketing is a holistic, integrated 
approach (Polonsky and Rosenberger, 2001) 
that incorporates a wide range of activities 
including: (a) product development, (b) raw 
materials acquisition, (c) waste disposal, (d) 
packaging, (e) advertising, (f) labeling, (g) 
pricing, (h) distribution, and (i) sponsoring. 
In this research, we focus on those activities 
that are related to production and raw 
material acquisition. This is important at 
this point in this research due to the lack 
of general awareness of green marketing 
concept among the Jordanian manufacture. 

In this research, we view green marketing 
practices to incorporate three aspects: (1) 
retailing aspect that is associated with the 
marketing of products that are presumed 
to be environmentally safe, (2) social 
marketing aspect that is associated with the 
development and marketing of products 
designed to minimize negative effects on 
the physical environment or to improve its 
quality, and (3) environmental aspect that is 
associated with the efforts by organizations 
to produce, promote, package, and reclaim 
products in a manner that is sensitive or 
responsive to ecological concerns. 

Drawn from previous research (Polon-
sky.1994; Coddington. 1993; Post et al. 
1996), figure 1 presents the research model 
developed for the purposes of this research. 
As can be seen, the model consists of the de-
pendent variable of green marketing adop-
tion, which is affected by the independent 
variables; the internal factors affecting com-
pany’s green marketing adoption. These fac-
tors were derived from previous research, 
where all were independently found to be 
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related to increased levels of green market-
ing adoption. However, they had not been 
combined and tested in the same study. 

Figure 1: Antecedents of Green Marketing 
Adoption
Social Responsibility: 
An attitude when the company feels that 

it’s moral obligation to maximize its 
positive impact and minimize its negative 
impact on society (Pride and Ferrell, 2000). 
Companies should be held accountable 
for any of their actions that affect people, 
communities and the environment, and 
that negative business impacts should 
be acknowledged and corrected. In this 
research, social responsibility reflects 
corporate tendency to sponsor and support 
social programs, provides reliable products, 
disclose information about the products’ 
elements, and considering the feedback of 
all stakeholders, (Polonsky, 1994; Post, et 
al., 1996). 

Green marketing is part of companies’ 
responsibilities toward the natural 
environment, consequently the company that 
embraces the social responsibility concept, 
is more likely to adopt green marketing 
strategies (Coddington, 1993, Polonsky, 
1994), as companies green their products 
and policies because they wish to be socially 

responsible (Prakash, 2002), therefore we 
hypothesize that:
H1: There is a significant relationship 
between social responsibility and the 
adoption of green marketing.

Environmental Responsibility: 
Environmental responsibility reflects 
company’ vision that emphasizes the 
responsibility of conserving the environment 
and considering environmental issues in 
organizational decision making. There is 
evidence that environmental responsibility 
is positively related to the presence of green 
marketing efforts. This construct includes 
activities such as: (1) having a clear policy 
regarding environmental responsibility, 
(2) complying with environmental 
legislation, (3) resources preservation, 
and (4) implementing environmental 
technologies and programs   (Coddington, 
1993, Langerak, et al., 1998, Polonsky and 
Rosenberger, 2001). From this evidence, we 
hypothesize that: 
H2: There is a significant relationship 
between environmental responsibility and 
the adoption of green marketing.

Advanced and Innovative Management: 
The extent to which the company constantly 
seizes new opportunities, thrives for 
continuous development, and regularly 
seeks out emerging sources of competitive 
advantage. Since green marketing is a 
new concept, it is proposed that one of the 
optimal candidates for green marketing 
adoption is an innovation, proactive and a 
responsive company (Miles and Manula, 
1995, Esty and Winston, 2006). Based on 
that we hypothesize;
H3: There is a significant relationship 
between advanced and innovate management 
and the adoption of green marketing.

 

  

  
   

 
 

 

Green 
Marketing 
Adoption 
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Managerial Attitudes toward Green 
Marketing: 
In this research, managerial attitude reflects 
managerial perceptions of green marketing 
burdens and shortcomings measured on a 
seven point likert scale. Such perceptions 
include financial, technical and managerial 
burdens.  Not all managers consider green 
marketing as an opportunity and a strategic 
business tool, many remain unaware of 
the positive impacts that green marketing 
can have on their businesses. Furthermore, 
some see it as a disadvantage and an 
additional burden that troubles the company 
with unrecoverable costs that harms the 
competitiveness of the company. Banerjee 
(2001), studied senior managers’ perceptions 
of environmental issues, and concluded that 
top management was more directly involved 
in environmental issues in companies 
where managers perceived regulatory 
forces to be a major threat, or felt that their 
customers were environmentally conscious, 
or where environmental initiatives led to 
benefits for the company in terms of cost 
savings or quality improvements. But 
most importantly the findings of this study 
indicated that corporate environmentalism 
ultimately follows the economic bottom 
line; environmental initiatives were 
evaluated by their benefit to the company 
which in most cases meant reduction in 
waste, cost savings, and improvements 
in product and process quality. For that 
reason, environmental orientation and 
the integration of environmental issues 
into marketing activities, appear to reflect 
managerial perceptions of the importance of 
environmental issues facing their company 
(Banerjee 2001), and their attitudes toward 
green marketing,  since green marketing 
can be a major challenge to the existing 
organizational culture, requiring changes that 

will not occur without the clear and active 
support and commitment of top management 
(Langerak, et al., 1998, Banerjee et al., 
2003). Therefore, we hypothesize that
H4: There is a significant relationship 
between managerial attitudes toward 
green marketing and the adoption of green 
marketing.

III. RESEARCH METHOdOLGY

Population and Sample:
The study population consists of 100 
industrial sector companies operating in 
Jordan. While distributing the research 
questionnaires, we found that not all 
companies listed as manufacturing 
companies were so indeed. Four companies 
converted into investment companies while 
their registration in the stock market as a 
manufacturing company was still valid, 
and therefore they were excluded from the 
population.  Moreover three companies 
were still in the inauguration phase, with no 
actual operations and production processes. 
Based on the above mentioned reasons, 
overall, eight companies were excluded 
from the population, reducing the sample 
size to 92 manufacturing companies. Table 
1 demonstrates the sample sectors and the 
number of companies in each sector.

Data Collection and Field Work
Primary data needed for this study were 
gathered by a structured questionnaire 
measuring the proposed variables generated 
through the examination of available 
literature. The questionnaire consists of 
two parts; the first part relates to questions 
concerning companies’ characteristics 
(industrial sector, number of employees, 
years of experience, size of market capital). 
The second part of the questionnaire relates 
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keting managers were 
asked to complete the 
questionnaire. In com-
panies where no market-
ing manager existed, the 
questionnaire was asked 
to be completed by the 
General Manager, Tech-
nical Director, or Pro-
duction Manager. All se-
lected respondents were 
key informants who had 
access to privileged in-
formation about their 
company’s environmen-
tal activities. Finally, the 
researchers followed up 
the questionnaire com-

pletion through phone calls and sites visits. 
Table 2 presents a description of the research 
sample characteristics. 

IV. ANALYSIS ANd RESuLTS

We estimated the reliability for the scales 
measuring the constructs of interest in this 
study. Cronbach’s alpha for the three-item 

to questions measuring each of the proposed 
antecedents on a seven point Likert scale. 

The study survey was assessed and evalu-
ated prior distribution to respondents by a 
number of key specialists and profession-
als in business research and marketing 
from The University of Jordan. Next, the 
questionnaire was pre-tested on a randomly 
selected panel of fourteen companies from 
which the sample would be drawn in order 
to obtain an understanding of how respon-
dents viewed and interpreted the question-
naire statements. Besides, it helped to ob-
tain an understanding of how managers 
perceived green marketing, and how they 
viewed environmental responsibility in rela-
tion to their business activities. After the in-
terviews were conducted, the questionnaire 
was modified and adjusted to reflect needed 
simplification and instruction clarity. After-
ward the questionnaires were administered 
to the remaining population by personal vis-
its to the companies or sent by Email; where 
geographic distance made it impossible to 
deliver the questionnaires personally. Mar-

Table 2
 Research Sample Characteristics

Gender Frequency
 Respondents’ Years of
   Experience
Less than 5 Years 6
6-15 Years 42
16-25 Years 19
More than 26 Years 25
  Subscriber’s Size in Capital
Less than 20 Millions 72
21-60 Millions 10
61-100 Millions 3
More than 101 Millions 7

 Total 92

Table 1
 Studied Population by Sector

Sector  Number of
Companies

 Percentage
 of Total

Companies
Pharmaceutical and Medical 8 9%

Chemical Industries 14 15%
Paper and Cartoon Industries 5 5%

Printing and Packaging 4 4%
Food and Beverages 15 16%

Tobacco and Cigarettes 4 4%
Mining and Extraction 13 14%

Textiles, Leathers and Clothing 8 9%
Glass and Ceramic 4 4%

Electrical 6 7%
Engineering and Construction 11 12%

Total 92 100%



Vol. 16
No. 1

Vol. 16
No. 1

11

green marketing adoption was 0.85, for 
the four-item social responsibility variable 
was 0.74, for the five-item environmental 
responsibility variable was 0.84, and for 
three-item innovative management variable 
was 0.83, and for the three-item managerial 
barriers variable was 0.81. 

Assessment of Measurement Model
The measurement model was estimated using 
LISREL (8.5). The model has excellent fit 
indexes (Hu and Bentler, 1999) (χ2 =173.97, 
df 125, comparative fit index (CFI) = 0.91, 

root mean square error of approximation 
(RMSEA) = 0.06, normed fit index = 0.92), 
and the modification indexes suggested no 
items have significant cross loadings. Figure 
2 shows the confirmatory factor analysis 
and the standardized loadings. Table 3 
shows the standardized loading for the items 
measuring the constructs in this study. As 
indicated in the table, composite reliability 
(CR) is higher than 0.7. (Green Marketing 
Adoption= 0.85, Social Responsibility 
= 0.94, Environmental Responsibility = 
0.85, Innovative Management, =0.84, and 

Figure 2
Antecedents of Green Marketing Adoption Measurement Model
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Managerial Attitude = 0.81) provide evidence 
in support of the measures’ reliability.

Assessment of Constructs’ Validity 
Additional evidence provided by or derived 
from the confirmatory factor analysis 
(CFA) suggests that the resulting measures 
are reliable and valid as indicated by the 
relatively high composite reliability and 
average variances extracted (Fornell and 
Larcker, 1981; Gerbing and Anderson, 
1988). To establish the convergent validity, 
the items of specific construct should share 
a high proportion of variances in common. 
As can be seen in Table 3, the convergent 
validity is indicated by: 

All factor loadings are significant at 1. 
p<0.05
The relatively high average variances 2. 
extracted (AVE) (Green Marketing 
Adoption = 65%, Environmental 
Responsibility = 52%, Innovative 
Management = 64%, and Managerial 
Attitude = 60%). However, the AVE 
for the variable Social Responsibility 
is 42%, which is lower than the cutoff 
point. Although this value can be 
improved by deleting SR3, but this 
deletion will compromise the meaning 
of the construct. Therefore, we decided 
not to go for item deletion. 
 3. In this research, the discriminant 
validity is established by the absence 
of significant cross loadings that are not 
represented by the measurement model 
(i.e. congeneric measures). 

The absence of significant cross loading 
is also an evidence of constructs 
unidimensionality.

Hypotheses Testing
To test the stated hypotheses, multiple 
regression analyses are used to examine 
the impact of independent variables on 
the dependent variables for achieving 
the research objectives. Table 4 shows 
results of the multiple regression analysis 
of the independent variables on the green 
marketing adoption, as a dependent 
variable. The multiple regression model, R 
square is 0.343, is significant at 0.000. The 
regression findings indicate that there is a 
significant and positive relationship between 
all the independent variables and green 
marketing adoption. Table 4 shows that 34.3 
percent of the variation in green marketing 
adoption is explained by the independent 
variables together. The findings indicate that 
environmental responsibility (beta is 0.440, 
significant at 0.000), social responsibility 
(beta is 0.281, significant at 0.000) are the 
only predictors of variations in the green 
marketing adoption, while the former has 
the strongest effect. However, innovative 
management and managerial attitude failed 
to present any impact on green marketing 
adoption. 

V. DISCUSSION
The results show that the majority of 
respondents are unfamiliar with the concept 
of green marketing, implying that green 
marketing activities are being adopted from 
environmental responsibility perspective 
rather than being driven by a clear marketing 
strategy. The multiple regression analysis 
findings indicate that there is a significant 
and positive relationship between the internal 
factors, which are social responsibility and 
environmental responsibility and the green 
marketing adoption. More specifically, there 
is a positive relationship between social 
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Table 3
Constructs’ Validity and Reliability

 Research Constructs and Items
 Std

Loading
 Composite
Reliability

 Average
 Variance
 Extracted

Green Marketing Adoption (GMA) 0.85 65%
 GMA1: Our company considers environmental issues
when developing new products 0.75

 GMA2: Our company modifies existing products to make
them more environmentally safe 0.78

 GMA3: Our company chooses the least harmful raw
materials to the natural environment 0.82

Social Responsibility (SR) 0.94 42%

 SR1: Our company sponsors and supports social, educational
and youth programs within the local community. 0.73

 SR2: Our company considers the interest and the feedback
of all stakeholders 0.69

 SR3: Our company provides reliable, high quality and safe
products. 0.57

 SR4: Our company discloses all information about product
contents. 0.60

Environmental Responsibility (ER) 0.85 52%

 ER1: Our company prevents the wasteful use of raw
materials and natural resources. 0.79

 ER2: Our company uses techniques to improve energy or
water efficiency. 0.79

 ER3: Our company uses environmentally friendly
machines and technologies. 0.68

 ER4: Our company evaluates its environmental performance
through periodically conducting environmental audits. 0.64

 ER5: Our company implements pollution prevention
programs. 0.70

Innovative Management (IM) 0.84 64%

IM1: Our company constantly creates new products. 0.92

IM2: Our company constantly modifies existing products. 0.80

 IM3: Our company always searches for new ways to
improve production processes. 0.66

Managerial Attitude (MA) 0.81 60%
 MA1: Green marketing is an additional managerial
burden. 0.76

 MA2: Green marketing requires a great deal of financial
investments that could influence company’s profitability. 0.69

 MA3: Green marketing needs big technical modifications
 on products and production processes. 0.86
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responsibility and the adoption of green 
marketing that Coddington, (1993) and 
Polonsky, (1994) support. In fact, the results 
found that social responsibility has the 
second greatest effect on green marketing 
adoption. This is perhaps attributed to the 
fact that green marketing activities are 
considered as an element of company’s 
moral obligation toward the environment and 
its responsibility toward the society, rather 
than a corporate strategy to competitive 
advantage and to increase sales. Furthermore, 
Findings indicate that there is a relationship 
between environmental responsibility 
and the adoption of green marketing. This 
outcome is a support to previous research 
findings (Langerak, et al., 1998). In fact 
environmental responsibility has greater 
effect of all antecedents on the adoption of 
green marketing than social responsibility, 
suggesting that green marketing activities 
stem from company’s responsibility toward 
minimizing the impact of its industrial 
operations on the natural environment. 

Managerial Implications
The analysis also showed a lack of 
significant relationship between managerial 
attitude, innovative management and green 
marketing adoption. Although these findings 
are counter intuitive, a close examination for 
the management structure revealed that there 
is a lack of support for change from the top 
management. Marketers should remember 
that top management support is fundamental 
for green marketing to be successful. Green 
marketing starts with the right mindset and a 
focus on driving environmental thinking deep 
into corporate strategy (Esty and Winston, 
2006), which may involve reorganization, 
restructure and redesign of many processes 
and systems within the company that only a 
committed management with a clear vision 
can achieve. 

Just like any integrated marketing approach, 
green marketing must involve extensive 
coordination across functional areas to 
be effective (Polonsky and Rosenberger 

Table 4
Multiple Regression Analysis ❋

 Multiple
R

 R
Square

 Adjusted
R Square

 Standard
 Error of the

Estimate

Durbin-
Watson

 Analysis of
Variance

 F
Value Sig. F

0.586 0.343 0.313 0.79705 2.141 11.238 0.000
Independent Variables in the Multiple Regression Equation

Independent Variables
 Standardized
 Coefficients  T Value Sig. T

 Collinearity
  Statistics

 Beta  Tolerance VIF
Social Responsibility 0.281 2.559 0.012 0.635 1.576

 Environmental
Responsibility 0.440 4.113 0.000 0.666 1.501

 Innovative Management -0.094 -0.902 0.370 0.710 1.408
Managerial Attitude 0.025 0.274 0.785 0.944 1.059

(❋) Dependent Variable is Green Marketing Adoption
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III, 2001).  “True” green marketers have 
to ensure that all corporate activities and 
departments are based on a comprehensive 
orientation towards environmentally 
friendly corporate behavior, translated into 
strategies and action plans (Getzner and 
Grabner-Krauter, 2004). 

As concluded from research analysis, 
most companies have acknowledged the 
importance of environmental responsibility, 
and have practiced some activities of the 
green marketing mix, yet most managers 
are not familiar with the green marketing 
concept. So, it is recommended for this 
matter for business schools to have such 
teaching courses in their programs. Also, 
it is important to conduct internal green 
marketing; building an environmental 
responsible culture through employee 
education to generate general knowledge 
about environmental issues, their importance 
to the company, how the company is 
addressing them and the role green marketing 
plays in their companies.

Finally, it is important for companies to em-
ploy an environmental manager to overtake 
the role of planning, implementing, review-
ing and improving company’s environmen-
tal performance. The environmental manag-
er should be responsible for overseeing the 
environmental performance of his company, 
by developing and implementing environ-
mental strategies and action plans, ensuring 
compliance with environmental legislation, 
and carrying out environmental audits and 
assessments. Another important element 
of the role of environmental manager is to 
ensure that staff is trained at all levels and 
that the workforce recognizes its own con-

tributions to improved environmental per-
formance.

Recommendations for Future Research
To the best of the researchers’ knowledge, 
few researches are available in Jordan 
regarding environmental responsibility 
or green marketing; hence, numerous 
recommendations for future research 
exist, mainly based on the limitation of 
this research study.  First of all, as noted 
earlier this research study aimed on getting 
a general idea of green marketing adoption, 
hence focused on a limited number 
of green marketing activities. Clearly, 
green marketing includes a wide array of 
activities; undoubtedly a study with a wider 
range of activities would provide greater 
understanding and more generalization of 
this study’s findings. 

Likewise, this research studied green 
marketing antecedents in general; future 
studies could identify more antecedents of 
green marketing that were uncovered in this 
study. In addition, research is needed to focus 
more specifically on analyzing the driving 
factors of green marketing realization or 
the characteristics of green companies. 
Moreover, it will be beneficial to examine the 
consequences of green marketing strategies 
on companies’ performance (profitability, 
market share, sales, etc.). Also future studies 
could explore the obstacles, problems and 
difficulties that hinder companies from 
implanting green marketing strategies. 

Finally, it is advised to replicate the present 
study on a larger sample of companies and 
apply this framework to more sectors to 
provide more generalization that found in 
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this study, and to see if the results obtained 
here are confirmed on all sectors.  In addition 
the current study could be replicated on the 
entire population of a specific manufacturing 
sector setting, for example on food and 
beverage sector or on the pharmaceutical 

sector. Similarly, it would be interesting to 
extend the analysis carried out in this work to 
the service sector, to obtain an understanding 
of the extent of environmental responsibility 
and green marketing adoption within this 
sector.
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abstract

This study aimed to examine the factors affecting tourist’s satisfaction of Jordan as  a tourism 
destination.  A Convenience sample of 500 tourists was selected  from those who visited 
different Jordanian places.  They asked to answer a set-scale questionnaire that measure 
tourist expectation and his/her perception toward destination image, emotional involvement, 
perceived outcome, self image and his satisfaction. Findings of the study indicated that  
Perceived outcomes, Jordan image and the emotional involvement had a significant impact 
on the tourists’ satisfaction/ dissatisfaction. While self image, and perceived expectations had 
no influence. Furthermore, findings indicated that tourist’s satisfaction levels do not change 
according to gender, martial status, and education levels. But with different nationalities, 
ages, and monthly income the tourists had different level of satisfaction. Finally, many 
recommendations were recommended as follows: 

1-  Giving more attention to the Gulf of Aqaba and Dead Sea  beaches and work on developing 
suitable protection and maintenance programs.

2 -  Focusing on the development of promotional programs which aim to inform  tourist about 
different festivals in Jordan. Also, spreading  the festivals to all seasons of the year.

3-  Increasing co-operation between tourism organizations in Jordan and other Arab countries 
in order to develop a good package of tourism programs at competitive prices. 

4- Focusing on exploring new Foreign and Arab markets to attract tourists  to visit Jordan.

Keywords:  Tourism, self image, tourist destination image, Jordan

i . introduction

The sequent changes on the transportation 
and telecommunication technologies, in 
addition to socio-economic and cultural 
transformations enabled a huge number of 
people to travel around the world. Statistics 
show that 842 million tourists traveled 

around the world in 2006 (World Tourism 
Organization Statistics 2006). Such fact 
makes it valuable to consider tourism as a 
profitable business sector. 

To be successful, tourism organization must 
know the followings: how travelers realize 
their needs and meet them; how they build 
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their ideas, impressions, thoughts towards 
Jordan as a tourism country; the resources 
from which tourists get their information 
about Jordan in order to form their thoughts 
and impressions; impact of personal values 
and traditions on the travelers’ selection of 
Jordan as a  targeted country. 

study Problem:
This study focuses on the importance of 
Jordan as a country of tourism destination
Previous studies concerning tourism in 
Jordan did little in explaining the relationship 
between the individual tourist’s vacation 
buying behavior and his/ her satisfaction 
with the destination area. This study intends 
to fill this gap by proposing and testing a 
model of travelers’ satisfaction towards 
Jordan as a tourism destination.

To reach this end, this study seeks to answer 
the following questions:
1 -  Does the tourists self image of Jordan 

affect his / her satisfaction?
2 -  Does Jordan image as tourism country 

affect tourists’ satisfaction?
3 -  Does the perceived outcome of Jordan 

affect tourists’ satisfaction?
4 -  What is the role of consumer emotional 

involvement in the consumer satisfac-
tion process in tourism purchase deci-
sion? 

ii. theoretical bacKground

The tourism sector became one of the 
most important economical phenomenons 
in the 21st century. The World Tourism 
Organization (2007) defined tourism as the 
travel for entertainment, and offering all 
services relating to this activity.  The British 
Tourism Association defined tourism as the 

activities related to short term travel of the 
individuals outside their home place, and 
their activities through the trip. (Lumsdon, 
1992). 

A tourist is the person who travels for 
entertainment purposes for more than 80 
KM away from his home (World Tourism 
Organization, 2007). or he is the visitor who 
travels for 24 hours or more to a country 
other than his home country in order to spend 
leisure time, business, family affairs, visit 
friends or meeting missions (Al Hammad, 
2000). 

consumer satisfaction:
Schiffman and Kanuk (2006) defined 
consumer satisfaction as the individual’s 
perception of the performance of a product or 
service in relation to his or her expectations. 
According to this perspective the concept 
of   consumer satisfaction is a function of 
consumer expectations. A consumer whose 
perception falls below expectations will 
be dissatisfied, those whose perceptions 
match expectations will be satisfied, while 
consumers whose expectations are exceeded 
will be very satisfied or delighted.                         
                                             
 Kotler and Keller (2003) have defined four 
types of measuring satisfaction: first, periodic 
surveys (ask consumers about their purchase 
preferences and consumption experience). 
Second, customer loss rate (Company can 
contact consumers who have stopped buying 
or who have switched to another supplier 
to learn why this behavior happened)., 
Third, mystery shoppers ( are professional 
observers who pose as customers in order 
to interact with and provide unbiased 
evaluations of the Company’s service 
personnel in order to identify opportunities 
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for improving productivity and efficiency). 
and Fourth, monitor competitive 
performance (companies need to Monitor 
their competitors’ performance).                                                                  

consumer satisfaction in tourism
The main thrust of consumer behavior studies 
in tourism has been focused on the topic of 
tourist expectations of a travel destination 
as related to the tourists’ destination choice 
behavior (Chon, 1990, Woodside and 
Ronkainen, 1989, Hunt, 1977). The central 
assumption of these studies is that attitude 
that a tourist holds toward a destination 
plays a crucial role in an individuals travel 
purchase. It is theorized that this occurs 
because the consumer often has very 
limited personal experiences concerning the 
destination he/she is considering and, as a 
result, the tourist as a decision maker acts 
upon his/ her image of the destination rather 
than objective reality (Chon, 1990).

The tourists will tend to assimilate any 
discrepancy between expected service 
and Perceived outcome. So, tourists will 
reduce the psychological conflict after 
their experiences,  and therefore,  they 
will reinforce tourism organization choice. 
Similarly a large number of studies 
considered there is a positive and direct 
relationship between expectation and 
satisfaction of the consumer in different 
situation. (e.g. Churchill and Surprenant, 
1982; Tse and Wilton, 1988; Oliver, 1997; 
and Feijoo, Caro, Gill, and Quintana, 2000)                                                                     

Many studies dealing with tourist attitude 
and decision making have their theoretical 
basis on the tourist decision making model 
conceptualized by Clawson and knetch 
(1981).  They identified a five-phased process 
in their recreational behavior model:                                           

1.  Anticipation: planning and thinking about 
the trip 

2. Travel to the site: getting to the 
destination 

3.  On-site behavior: behavior at the site or 
destination country.

4.  Return travel: traveling home 
5. Recollection: recall, reflection and 

memory of the trip.

The anticipation stage in this travel 
decision process incorporates the activities 
undertaken prior to travel, including 
need recognition and information search. 
Behavior on the site incorporates the actual 
travel experience and is influenced by a wide 
number of service providers including the 
accommodation facility, recreation outlets, 
retails services and interaction with other 
travelers.  Recollection and recall of the trip 
includes the post-purchase evaluation phase 
of the decision model that will have a major 
impact on the next purchase decision. 

Definition of Self Image 
Sirgy (1992), Hawkins and Coney (2001) 
have defined self image concept as the 
totality of an individual’s thoughts and 
feeling about him or herself, and It is the 
sum part of past decisions and future plans.  
The individuals build their self image 
through interactions with other people- 
firstly their parents in home, and then 
other individuals or groups such as friends, 
neighbors, religious, professional, and trade-
union groups (Kotler and Keller, 2003). 

Schiffman and Kanuk (2006) have 
identified the following types  of self image:   
actual self image (how consumers in fact 
see themselves), ideal self image (how 
consumers would like to see themselves), 
social self image (how consumers feel 
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others see them), and ideal social self image 
(how consumers would like others to see 
them). Also, they saw two other types of 
self images: expected self and ought to self. 
The expected self image (how consumers 
expects to see themselves at some specified 
future time) is somewhere between the 
actual and ideal self images. It is a future 
oriented combination of what the actual self 
image is and what a consumer would like to 
be. The second type of self image (the ought 
to self) consists of characteristics that an 
individual believes it is his or her obligation 
to possess. 

Definition of Destination Image
It is difficult to define what «destination 
image «exactly is, as this term has been 
defined and used differently in a variety 
of contexts and disciplines. Crompton 
(1979) defined it as the «sum of beliefs, 
ideas, and impressions that a person has of 
a destination. A more integrative definition 
was given by Echtner and Ritchie (2003) 
as «the individual traits or qualities and 
the total impression an entity makes on the 
minds of others».  Kim and Richardson 
(2003) summarized the destination image 
as a totality of impressions, beliefs, ideas,  
expectations , and feelings accumulated 
towards a place over time.

 
Components of Destination Image 
Early studies like Mayo and Jarves (1981) 
found that there are three basic dimensions 
of holiday’s destination images: scenery, 
congestion and climate. Such classification 
is focused only on physical or functional 
characteristics. Dichter (1985) study 
supported the multi- component nature of 
destination image; an image is not only 
individual traits or qualities but also the 
total impression an entity makes on the 

minds of others, and each image of this 
type should be based on the functional and 
the psychological characteristics of the 
products.   

                                         
Table 1 presents a summary of the attributes 
of destination image used in the previous 
studies employing structured methodologies 
Echtner, and Ritchie (2003). The master list 
of attributes has also been arranged within 
the Functional / psychological continuum. 
Certain items (such as costs/price levels) 
are quite functional, others are distinctly 
psychological (for example, friendliness), 
while some could be argued to be either 
and, therefore, lie near the middle of the 
continuum (cleanliness). 

 The Link Between Perceived Outcomes
and Consumer Satisfaction
Tse and Wilton (1988) argued that under 
certain conditions the disconfirmation 
construct alone may fail to explain consumer 
satisfaction/ dissatisfaction formation. 
For example, consumers forced to buy 
convenience good (frequently, immediately 
and with minimum of effort the customer 
purchase it) may not necessarily experience 
disconfirmation of a pre-experience 
comparison standard, but may be dissatisfied 
because of its low performance. Users of 
new brands who experience unfavorable 
disconfirmation of a high pre- experience 
standard (producer, say, through advertising) 
may still be satisfied with the brand if it 
has more of the desired attributes than do 
competing brands.  

 One model that explains consumer satisfac-
tion that including perceived performance is 
Hunt model (Chon, 1990).  He argued that 
consumer satisfaction /dissatisfaction is an 
emotional response to an evaluation of a 
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product or service consumption experience.  
Oliver (1993) viewed consumer satisfac-
tion as a function of prepurchase expecta-
tions and disconfirmation. Prepurchase ex-
pectations are confirmed when the product 
performs as expected and are disconfirmed 
when it does not. 

tourist emotional involvement 
When a review of the literature about in-
volvement is done, the first thing which 
calls ones attention is the great diversity of 
definitions which have been proposed about 
it.  Most literature include three approaches: 
the state, cognitive and response oriented 
definitions of involvement. for   examples 
Costly (1988) who took the cognitive ap-
proach, defined involvement as a permanent 
relationship between the consumer’s values 
and the Object. Akhter etal. (1990)  saw in-
volvement as a motivational mental state 
at a particular point in time. The response 

approach takes the consequent position, de-
fines and measures involvement in terms of 
cognitive and behavioral response patterns 
(Netemeyer, and Bearden, 1992). In the 
modern literature, Kotler and Keller (2003) 
defined emotional involvement as the level 
of engagement and active processing under-
taken by the consumer in responding to a 
marketing stimulus (example: from viewing 
an ad. or evaluating a product or service).        
       
Smith (2007) mentioned that the emotional 
involvement is one way to     understand the 
psychology and behavior of the tourists. It 
refers to how much time, thought, energy 
and other resources people devote to the 
travel purchase process.   

Previous studies:
Table (2) summarizes a list of related 
previous studies.

table 1
Attributes Used by Researchers to Measure Destination Image

Functional (physical, measurable)
1- Scenery/Natural Attractions 18- Personal Safety
2- Costs/Price Levels 19-Economic Development/Affluence
3- Climate 20-Accessibility
4- Tourist Sites/Activities 21- Degree of Urbanization
5- Nightlife and Entertainment 22- Extent of Comers canalization
6- Sports Facilities/Activities 23- Political Stability
7- National Parks/Wilderness Activities 24-Hospitality/friendliness/receptiveness
8- Local Infrastructure/Transportation 25- Different Customs/Culture
9- Architecture/Buildings 26- Different Cuisine/Food and Drink
10-Historic Sites/Museums 27- Restful/Relaxing
11-Shopping Facilities 28- Atmosphere (Familiar versus Exotic)
12-Accommodation Facilities 29- Opportunity for Adventure
13-Cities 30- Opportunity to Increase Knowledge
14- Fairs, Exhibits, Festivals 31- Family or Adult Oriented
15- Facilities for Information and Tours 32- Quality of Service
16- Crowdedness 33-Fame/Reputation
17- Cleanliness 18- Personal Safety

         Source: (Echtner, and Ritchie, 2003: 45)
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table 2
summary of Previous studies

Author 
(Year)

Study title Description of the study

Chengcheng 
(2006)

New Zealand 
Destination image 
and the Chinese 
outbound market: A 
comparative study 
between the Beijing 
and Guangdong 
markets

The purpose of this study was to achieve a better 
understanding of the Chinese outbound market as well 
as the heterogeneous market characteristics in order to 
provide insight for the New Zealand tourism industry. 
Research finding showed that destination image is 
influenced by both the information source and the cultural 
factors for Chinese tourists. Further, it was found that the 
pre- visitation image is having significant influence on 
the way people perceive New Zealand. The researcher 
also found cultural factors do have an impact on tourists’ 
information search behavior.

Leary and 
Deegan 
(2005)

Ireland image as a 
tourism destination 
in France: attitude 
importance and 
performance

This study investigated the influence of image of 
Ireland as a tourism destination on French tourists’ 
perceptions. The results showed Ireland destination 
image is formulated by the travel experience of 
French visitors. Also, it was found there is significant 
effect of Ireland image as a tourism destination on 
visitors’ satisfaction and their loyalty. 

Ignacio et al.  
(2004)

The role of 
expectations in the 
consumer satisfaction 
formation process: 
Empirical evidence 
in the travel agency 
sector.

The purpose of this study was to provide empirical 
evidence about the formation of expectations, and 
the relation between expectations, satisfaction and 
loyalty. The results showed the importance of image 
in the expectations formation process, there is direct 
relationship between expectations and consumer 
satisfaction, and a close association between 
satisfaction and consumer loyalty.

Dimara et al. 
(2002)

Consumers 
appreciation of 
regional image and 
the perceived quality 
of rural tourism

This study aimed to measure the tourists’ perceptions 
toward regional image across analysis of the tourists’ 
satisfaction evaluations toward cognitive and 
affective components for regional image. Research 
finding showed regional image is   acknowledged to 
entail elements of the socio-cultural, environmental 
and historical heritage of a region, and the latter 
(historical heritage of a region) affect the tourists’ 
satisfaction toward Kalavryta and Evrytania more 
than other components.

Feijoo et al. 
(2000)

Consumer 
Satisfaction:  
Explanatory Models

This study reviewed the models that explained 
customers’ satisfaction, and investigated the degree 
of tourists’ satisfaction who visit the Tenerife region. 
The results of study indicated that the best model 
which describes the tourists’ satisfaction is the model 
that includes expectations and perceptions together, 
and that the most important factors affecting tourists’ 
satisfaction were the quality of beaches and food, and 
the prices of services offered by tourism organizations
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Al- Hammad 
(2000)

Factors influencingng 
Tourism Marketing of 
 of Jordan Badia 
(North and Middle)

This study aimed to examine the factors affecting 
tourism marketing of Jordan Badia by determining 
the relationship between the elements of marketing 
mix and the tourists’ satisfaction. The Main important 
results of  this study were:                                                                                            
a. There is a relationship between the elements of 
marketing mix and the tourists’ satisfaction.
b. The promotion mix provided little information 
to the tourists with regard tourism places in Jordan 
Badia, and didn’t inroduce the Badia well.

c. c. The number of tourists from Arab countries, 
USA, and Canada were very   little.

d. The religious tourism in Jordan Badia was very 
weak

Al-Hamoud 
(1996)

Tourism and its 
effects on maintaining 
the architectural and 
cultural heritage in 
Petra Area

This study discussed the advantages and risks 
associated with tourism development and their 
ability to maintain the national and cultural heritage; 
in addition to exploring the awareness level of 
tourism effects in Jordan. The study underlined the 
weak coordination and cooperation between tourism 
organizations in Petra, whether public or private.

Al-Rabadi 
(1996)

Tourism and Leisure 
Movement in Madaba 
Governorate and 
promoting it

This study aimed to identify the tourism reality in 
Madaba governorate; its economical results, and 
factors effecting its promotional activities. The 
findings indicated that most of incoming persons 
were visitors who stayed  for one day. This stay 
is limited to Ma’en Baths only due to services 
availability at this site

Al- Hajj 
Deeb (1990)

Tourism marketing in 
Jordan (incoming 
tourism; reality and 
development

This study focused on the marketing aspect for 
incoming tourism, and on tourism marketing 
strategies that helps to marketing Jordan as a tourism 
destination. The main results were: 
a. There is a weak relation between nationality and 
the following variables: occupation, age, Inland 
transportation, Means used by the tourist, staying 
period and tourist opinion on the tourism and   
archeological services.                                                                             

b. Tourists from all nationalities are negatively 
affected by the military events in the area, but at 
different ratios.                                          

Table (2) Continued
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What Distinguishes this Study from the 
Previous Studies 
The previous studies attempted to identify 
factors associated with consumer satisfaction 
(For example perceived expectations, 
perceived performance, perceived quality, 
the revised intention, disconfirmation of 
expectations, and consumption experience) 
or focused on the role of perceived image 
about country on visitors  attitudes formation 
toward this country (e.g.,  Chengcheng Zhao, 
2006; Leary and Deggan, 2005).

In Jordan, the previous studies were given 
little attention to the impact of Jordan 
image and the traveler self image on 
tourists> satisfaction. Therefore, this study 
aims to consider the impact of Jordan 
image and the traveler self image on the 
travelers satisfaction with Jordan as tourism 
destination.

  Paper Framework
and hypotheses:
Figure 1 presents 
the paper’s proposed 
framework.  Having 
appreciating the 
empirically sound 
relationships of the 
model, the framework 
proposes the following 
null  hypotheses: 

h01: There is no 
significant statistical 
impact of the 
individual emotional 
involvement on the 
tourists’ satisfaction/ 
dissatisfaction.

h02: tourists’ perceived expectations of 
Jordan’s functional characteristics have 
no significant statistical impact on their 
satisfaction /dissatisfaction.

h03: tourists’ perceived outcome of Jordan’s 
functional characteristics have no significant 
statistical impact on their satisfaction /
dissatisfaction.

h04: There is no significant statistical 
impact of the tourists’ self-image on the 
tourists’ satisfaction/ dissatisfaction 

h05: There is no significant statistical 
impact of ‘ the image of Jordan on the 
tourists satisfaction/ dissatisfaction. 

h06: There is no significant statistical 
difference in tourists’ satisfaction / 
dissatisfaction levels according to 
demographic variables.

Independent Variables                                  
                                 Dependent Variable  

Figure 1 
Model of the Study 

Perceived 
Expectations 

Perceived 
outcomes 

 
Tourist  Satisfaction/ 

dissatisfaction 

Tourist self 
image 

Jordan image    

Emotional 
involvement Tourists 

Characteristics      
 Gender, martial status, 

age,      nationality, 
educational level,  

and monthly income. 
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Definitions of Variables
Variables of the study are categorized in Table ( 3 ) as follows:

table 3
The constructs operational definitions and measurement items 

Variables conceptual 
definition

 Operational  definition Sources

Perceived  
expectations

The consumers’ 
prior beliefs 
about the future 
performance or 
attributes of a 
product 

The availability of historical and religious 
places.
Festivals in Jordan,
The Climate moderation,
Beauty of natural regions in Jordan, 
Beauty of beaches in Aqaba Gulf and the 
Dead Sea,
 The availability of good shopping places, 
degree of political stability, 
Availability of accommodation facilities for 
tourists to Jordan.

Nogbo  
(1997)  

Perceived   
outcomes

The difference 
between the     
prospective 
customer’s 
evaluation of 
all benefits and 
all the costs of 
an offering and 
the perceived 
alternatives 

The availability of historical and religious 
places.
Festivals in Jordan,
The Climate moderation,
Beauty of natural regions in Jordan, 
Beauty of beaches in Aqaba Gulf and the 
Dead Sea,
 The availability of good shopping places, 
degree of political stability, 
Availability of accommodation facilities for 
tourists to Jordan

Kotler and 
Keller,            
(2003)

Tourist self  
image

The totality of 
an individual’s 
thoughts and 
feeling about 
him or herself 

A family-oriented type person.
Likeness to be a family-oriented type 
person. Being a conservative-type person.
Likeness to be a conservative-type person. 
A practical -type person.
Likeness to be a practical -type person. 
A Friendly-type person. 
Likeness to be a friendly-type person.
The types of visitors who visit Jordan are 
family-oriented people.
 The types of visitors who visit Jordan are 
conservative people. 
The types of visitors who visit Jordan are 
practical people.
 The types of visitors who visit Jordan are 
friendly people.

Hawkins 
and Coney  

(2001)

Jordan image  A totality of 
impressions, 
beliefs, ideas, 
expectations, 
and feelings 
accumulated 
towards a place 
over time 

The places of historical and religious interests 
in Jordan are authentic and inveterate, 
Festivals in Jordan are various, The climate 
is moderate in Jordan, The natural regions 
in Jordan are beautiful, The beaches in 
Aqaba Gulf and the Dead Sea are beautiful, 
There are many shopping places in Jordan, 
the degree of political stability in Jordan is 
high, Accommodation facilities in Jordan are 
available for all tourists.

Kim and 
Richardson  

( 2003)
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iii. research methodology:

1- Questionnaire structure and Format:
A questionnaire was derived from previous 
studies  (e.g., Chon, 1990) and a set of 
scale models to test consumer expectations 
and his/ her perception toward destination 
image, emotional involvement and consumer 
satisfaction/ dissatisfaction.   Previously 
developed measurement scales were applied 
to measure the constructs examined in the 
questionnaire.

The questionnaire method was used to 
collect data. To have a high level of accurate 
and reliable data, the study questions were 
worded carefully in a manner   reflecting 
the actual requirements of researchers as 
well as enabling the sample population at 
understanding the questions and answering 
them correctly.                
                                                            
The questionnaire is consisted of two 
sections. The first section asks about 

the demographic variables of tourists. 
The second section is consisted of two 
parts: the first part included questions 
that measure the average number of visit 
frequencies. These questions were followed 
by a global measure of tourist satisfaction/ 
Dissatisfaction in the form of a five point 
Likert scale. Throughout the questionnaire, 
two other global measures of satisfaction/ 
dissatisfaction were included to measure 
the dependent variable. One of these was 
Andrews and Witheys (1976).

The two global measures of satisfaction/
dissatisfaction (Delighted-Terrible scale and 
Likert scale) were selected because they 
were recommended by previous studies. 
The second part consisted of dimensions 
of the independent variables, including: 
perceived expectations, perceived outcome, 
self image, Jordan Image and emotional 
involvement. 

For the purpose of collecting data regarding 

Emotional 
involvement

Is the individual 
internal state 
of arousal, 
activation and 
preparedness 
to engage 
in specific 
information 
processing or 
goal-directed 
behaviors 
towards a 
stimulus 

I would read travel brochures about Jordan 
as a tourism destination.
 I have compared Jordan attributes with 
other countries.
I usually talk about Jordan as tourism 
destination with friends and relatives.
 I usually pay attention to ads for Jordan.
 I usually Seek advice from friends and 
relatives prior to purchasing travel to Jordan.
 I usually spend a lot of time choosing what 
country to buy.
 I usually take many factors into account 
before purchasing travel to Jordan.

Hawkins 
and Coney          

( 2001)

Consumer 
satisfaction

The individuals’ 
perception of 
the performance 
of product 
or service in 
relation to his or 
her expectations 

how satisfied are you with your visit to 
Jordan.
I like to visit Jordan again in the future.
I always offer suggestions to improve the 
received services from tourism organization.
 I always receive positive  response 
regarding my complaints.
 Prices of services provided by hotels and 
restaurants are high. 

Schiffman 
and Kaunk  

(2006)
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those variables, a five point scale with anchor 
points (1= strongly disagree, 5 =strongly 
agree) was used to measure the tourists’ 
expectations and perceived outcomes 
in relation to the eight-item functional 
attributes of Jordan tourism features. 

The third dimension is consisted of five 
items of statement designed to measure 
the self image of tourist (Sirgy, 1985). The 
measurement was implemented using a five-
point Likert scale with anchor points related 
to the actual self-image and ideal self image 
of the traveler to Jordan.

The fourth dimension had considered Jordan 
image, a five-point Likert scale was used, 
since it is the most commonly used and the 
most appropriate for this type of questions. 
The last dimension has considered the 
emotional involvement. The involvement 
scale used in this study is the personal 
involvement inventory scale developed to 
measure a consumer’s involvement with 
Jordan as a tourism destination.                  
                                                           
2- Sample Design and Data Collection 
methods:
The target population of this study is 
consisted of tourists who actually visited 
Jordan in the period between October 
(2007) and January (2008) and  participated 
in recreation and vacation activities during 
their visit to Jordan.

Convenience sample from Foreign and Arab 
tourists was selected. A total of 700 ques-
tionnaires were distributed personally, to 
the tourists in four areas of Jordan: in Karak 
castle, Roman Theater in Amman, Petera 
and Aqaba respectively. 650 questionnaires 
were received of which 150 were neglected 
because of mistakes either in filling or un 

answered questions. Five-hundreds usable 
questionnaires (71% response rate) were 
deemed suitable for analysis.

IV. FInDIngS OF The STUDy

1-  sample characteristics
This section describes the sample 
characteristics (Table 4) showing the 
frequencies and percentages of respondents 
according to their demographic variables: 
(gender, martial status, nationality, age, 
level of monthly income). 

Validity and Reliability:
Face validity was checked through a pre- test 
of the instrument by a number of academic 
lecturers, and through a pilot study on 
(50) tourists. Participants were asked to 
comment on the format and appropriateness   
of questions. In view of their suggestions, 
several amendments were incorporated into 
some questions. Reliability of the scales was 
established by utilizing Cronbach’s alpha 
(Table 5). Considering the present study as a 
whole, Cronbach’s alpha varied from 0.718   
to 0.814 which is considered acceptable for 
this type of research.  

hypotheses Testing
A multiple regression model was used to 
test the study’s hypotheses. To use multiple 
regression models, it is necessary to assess 
whether the collected data violate some key 
assumptions of regression models because 
any assumptions violations can result in 
distorted and biased research results (Hair, 
Tatham, and Black, 1998). 

These assumptions include; multicollinearity,  
linearity, and  normality.  
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table 5
cronbach’s alpha for the scales

Independent Variables Cronbach's  
Alpha

Perceived expectations       0.718
Perceived outcomes       0.845
Self image       0.895
Jordan image       0.930
Emotional involvement       0.789
Consumer satisfaction       0.814

 Sample size: 500

1-  Multicollinearity can be controlled by 
two ways: tolerance values  and values of 

variance inflation factor –VIF. Any variable 
with a  tolerance  value  below  0.1  or with 
a value above 10.0  of  VIF  would  have  
a  correlation  of  more  than   0.90  with  
other  variables , indicating multicollinearity 
problem. Results in Table (6) show that 
Tolerance values for all independent  
variables is more  than  0.10  and  variance  
inflation  factor- VIF for the  independent 
variables is less than the limited valued 10.0, 
indicating no multicollinearity between the 
independent variables.

table 4
Frequencies and Percentages of respondents according to their demographic variables

Valid PercentPercentFrequencyDemographic  variables
49.449.4247 Male

 Gender 50.650.6253Female
5252260SingleMartial Status 4848240Married

40.240.2201Arabian

Nationality

43.443.4217European
6.86.834American
1.61.68  From    East Asia
8840 Others

9.29.24625 or less

Age
 

202010026-30
25.625.612831-35
12.612.66336-40
32.632.616341 or more
13.413.467High School

Educational level
64.464.4232Bachelor
33.833.8169Master
6.46.432Doctorate
2121  1051000 or   less Level of Monthly

Income
17.817.8891001-1500
16.616.6831501-2000
15.615.6782001-2500
2929145More than 2500
3232160YesVisited Jordan before
6868340No

46.246.2231     Pleasure

 Purpose

50.64.422      Transit
66.2       15.678   Business

91.825.6128 visit Friends or
relatives.

100   8.241Other.
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table 6
Tolerance and Variance Inflation Factor-

VIF
VIFtolerance   Variables

1.107
1.473
2.299
1.148
2.328

0.904
0.679
0.435
0.871
0.430

Emotion
 Expect
Perceive

Self
Jordan

2-  Fitness of the model: the linear regression 
analysis of the original model  reveals that 
R-square of the model is 0.614 and this 
means  that the   model explains 61.4 % 
of the variance in the dependent variable 
(Table 7). 

The model is statistically significant, as the 
p-value for the model is 0.000. meaning 
the fitness of the model in explaining  the 
adoption process is high (Table 7).

3- Normality: normality occurs when 
the shape of the data distribution for the 
variables varies  considerably  from  the  
normal  distribution.   This  violation may 
lead in achieving invalid statistical results 
(Hair, Tatham, and Black, 1998). In accurate  
definition  of  a  normal  distribution,  the 
Skewness  of  the  data  would equal  zero 
(Hair,  Tatham,  and  Black,  1998). In  a 
particular sense, normality is  defined  as  a  
range  of  scores  that span either side of 

zero. In the current study, skewness ranged 
from  0.323    to 0.131 as  showed  in  Table  
8.  Following  the  definition,  skewness 
scores of the current  data  indicate  an  
approximately  normal   distribution. 

table 8
Skewness coefficients

Skewness                Variables
0.323      
 0.289
0.131

Jordan image
Perceived outcomes
Emotional involvement

Regression Analysis Results:
The main objective of this study is to find 
the impact of independent variables on the 
dependent one.  To find this impact, multiple 
regression analysis was used.  Results are 
shown in Table 9.

It is clear from the statistical findings that 

the independent variables (emotional in-
volvement, perceived outcome, and Jordan 
image) have significant statistical impact on 
the dependent variable.  Values of t and Beta 
in Table 9 showed that the most important 
factors in explaining the variance in tourist 
satisfaction were in the following orders: 
Image of Jordan, perceived performance 
outcome of functional attributes then thirdly 
the tourists emotional involvement.  On the 
other hand, Results showed that there is no 

table 7
Fitness of the Model for Regression Analysis

 model summary

SigFdurbin
Watson

 std.error
   of the
estimate

  adjusted
r square

  r
square   rmodel

0.0046.621.7440.4560.6140.621O.788a1
 a. Predictor :( constant), Jordan image, emotional involvement, self image, tourists
expectations, and perceived outcomes.
b. Dependent variable: Consumer satisfaction.
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statistically significant impact for variables 
(expectations, and self image) on the depen-
dent variable.

The hypotheses were tested following 
the decision rule that says: accept null 

hypothesis (Ho) if the significance level 
(α) of the question is greater than (0.05) 
significance level, and reject (Ho) if the 
significance (α) level equals or less than 
(0.05) (Sekaran, 2004).

As a result for this decision rule, the 
researcher has tested statistically the 
proposed hypotheses and found the 
following results:

There is a significant statistical impact of 1. 
the individual emotional involvement on 
the tourists’ satisfaction/ dissatisfaction.
Tourists’ perceived outcome of Jordan’s 2. 
functional characteristics have significant 
statistical impact on their satisfaction 
level.
There is a significant statistical impact 3. 
of the image of Jordan on the tourists 
satisfaction/ dissatisfaction. 
Tourists’ perceived expectations of 4. 

Jordan’s functional characteristics have 
no significant statistical impact on their 
satisfaction /dissatisfaction.
There is no significant impact of the 5. 
tourists’ self-image on the tourists’ 
satisfaction/dissatisfaction.

Tourist satisfaction levels do not change 6. 
according to gender, marital status, and 
education levels. While tourists with 
different nationalities, ages, and monthly 
income had different levels of satisfaction 
( as shown in Table 10).

table 10
 Level of Significance of Demographic
variables and consumer satisfaction

SigF   Demographic
Variables

0.080 3.075   Gender

0.8750.025   Martial Status

0.0008.064   Nationality

0.0262.791   Age

0.0712.175   Education Level

0.0083.942    Monthly income
level

    Dependent variable: Consumer
Satisfaction

table 9
The Results of Multiple Regression analysis

sigt
 standardized
Coefficients

   Unstandardized
CoefficientsModel

Beta Std.ErrorB
0.1031.6330.2420.3951 (Constant)

0.0003.5270.1380.0370.131 Emotional
involvement

0.1201.5560.0700.0490.076Expectations

0.0004.0390.2270.0720.289  Perceived
outcomes

0.2691.1070.0440.0440.049Self image
0.0004.6330.2620.0700.323Jordan image

Dependent Variable:  consumer satisfaction.a. 
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V. DISCUSSIOn

In light of the study’s objectives and 
hypotheses testing results, the researchers 
reached the following: 

1-   It was found that there is no significant 
statistical impact of the  tourists’ 
perceived expectations of functional 
attributes of Jordan on  their satisfaction 
/dissatisfaction.  This finding contradicts  
Ignacio, Hector, and Collado (2004) 
results when they found that there is a 
direct relationship between expectation 
level and consumer satisfaction. Also, 
it contradicts with William and Jesse 
(1983) results in their study of users 
of automobile repair service outlets 
confirmed that consumer satisfaction was 
related to their   expectation before use. On 
the other hand, this finding is similar with 
what Eugene and Mary (1993)  found in  
their study of American consumers which 
indicated that expectations did  not have 
direct impact on consumer satisfaction.

2-  The perceived performance outcome of 
Jordan was found to have a significant 
statistical impact on consumer 
satisfaction. This finding  appeared to 
support what Tse and Wilton (1988) 
have found.  They found that perceived 
performance outcome is a direct 
determinant of consumer satisfaction/ 
dissatisfaction. Also, Feijoo et al, (2000) 
in their study  of foreign tourists visiting 
Tenerife confirmed that the best model 
which describe the tourists’ satisfaction is 
that includes expectation and  perception 
together.

3-   It was found that there is no significant 
statistical impact of the individuals’ 
self Image on the tourists ‘ satisfaction/ 

dissatisfaction.   This finding is unexpected 
and inconsistent with previous findings; 
because most previous findings have 
found that there is significant  statistical 
impact of the individuals’ self image on 
the tourists ‘ satisfaction/ dissatisfaction. 
(e.g. Chon, 1990;  Sirgy 1992) .

4-   It was found that Jordan image has 
significant statistical impact on the 
tourists’ satisfaction/ dissatisfaction. This 
finding is similar with what Chengcheng, 
(2006) results when he found that that New 
Zealand image has a significant positive 
influence on tourists satisfaction and 
visiting country again. This is consistent 
with what Leary and Deegan (2005) 
found that the most important factor in 
encouraging traveling to destination is 
destination image. This is very important 
for tourism organization to take country 
image in considering when developing 
its global marketing strategy. 

 5- It was found that there is no significant 
statistical difference in tourists’ 
satisfaction / dissatisfaction levels according 
to some demographic variables. These 
findings indicated that tourist satisfaction 
levels did not change according to 
gender, martial status, and education 
levels. While tourists with different 
nationalities, ages, and monthly income 
had different levels of satisfaction.  This 
should motivate them to focus more on 
tourists from such nationalities, ages 
and income levels who showed more 
satisfaction levels.  Meanwhile, it is 
important to look thoroughly on why 
foreign tourists showed such low levels 
of satisfaction and how to handle this 
issue properly.
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Marketing Implications
The concept of market segmentation can 
be used by tourism organizations or the 
Ministry of Tourism. The tourism market 
can be divided into two sectors: 1- Arab 
Tourists Sector. 2- Foreign Tourists Sector.  
Therefore, an appropriate marketing 
strategies can be implemented:  

1. Marketing Penetration Strategy
This strategy aims to provide the same 
tourism programs for the tourists, where 
these programs contain the visits of historical 
and religious places such as Petra, Roman 
Theaters, and castles in Karak, Shawbak, 
and Ajloun. Also, these programs cover 
visiting the national festivals (e.g., Jarash 
festivals), the Gulf of Aqaba and the Dead 
Sea, the natural regions (e.g. Wadi Rum and 
Dana gardens), and give the tourists a chance 
to meet local citizens to be familiar with 
Jordanian customs and traditions. To make 
this strategy successful, the organization 
must focus on the promotional mix, 
particularly television advertisements to 
define the tourist places in Jordan (especially 
festivals and shopping places), and using   
discount pricing strategy on transportation 
tools and on Jordanian product prices to 
form positive image towards Jordan in the 
tourism markets.                    
                                                                                 
2. Product Development Strategy
To increase the numbers of  tourists to 
Jordan; this strategy aims at developing the 
performance of the tourist sites (for example, 
provide high-quality restaurants on the 
beaches of Aqaba Gulf and the Dead Sea, 
protecting and maintening it, appropriate 
maintenance of historical castles (especially 
Karak Castle), building Duty Free Shops and 
good shopping places in Petra, Jarash, and 

Karak and train the staff on speaking English 
language (especially in Karak Castle). Also, 
development of new tourism programs to 
attract foreign and Arab tourists such as 
exhibition tourism, businessmen tourism, 
where companies organize recreational trips 
for the delegations which participated in the 
conference to visit Petra, Wadi Rum, Roman 
Theaters, the beaches of the Dead Sea and 
Aqaba Gulf.       
                                               
3. Diversification Strategy
When the organization uses this strategy, it 
must develop new tourism programs to the 
new tourists. For example, organizing the 
religious programmes which include visiting 
different  Islamic and Christian places in 
Jordan (such as Tombos, and the Christian 
Churches). Also, these programmes can 
be linked with pilgrimage trips to Mecca, 
Medina, Jerusalem, Karbala and Alnajaf 
(for Muslims Tourists). Or with the holy 
pilgrimage trips to Jerusalem, Bethlehem, 
Nazareth (for Christian tourists).

recommendations related to the 
Findings of the Study:
In the light of the tourists’ notes, the 
researcher tends to recommend the following 
suggestions in order to develop and improve 
tourism movement in Jordan:

1- In the Gulf of Aqaba and Dead Sea; 
there is a need to give more attention to 
beaches and work on developing suitable 
protection and maintenance programs, 
providing high-quality restaurants and 
toilets on the beaches, and keeping 
beaches clean and tidy.

2- Focus on the development of promotional 
programs which aim to inform tourist 
about the festivals in Jordan; because the 



Vol. 16
No. 1

Vol. 16
No. 1

35

results of this study showed that tourists 
do not have a clear idea about such 
festivals. Also, there are limited numbers 
of festivals in Jordan, so it is necessary to 
increase them to cover all seasons of the 
year.  This will help to provide tourists 
with different aspects of Jordanian 
lifestyle, habits and traditions.                 

3- It is necessary to educate Jordanian 
citizens about the importance of tourism 
for their economy, and how to welcome 
tourists and treat them properly while 
they visit different  sites in order to 
generate  a good image about Jordan.                                                                                 

4- There is a need to increase co-operation 
between tourism organizations  in Jordan 

and in other Arab countries in order to 
prepare a good tourism programs and 
packages at competitive prices.                

5-  There is a need to develop new types of 
tourism in Jordan, such as: Desert tourism, 
Religious tourism; Sports tourism, 
Exhibitions tourism and Conferences 
tourism. More over concentrate more on 
education and health sectors to attract 
more Arabs to come to Jordan.                                                           

6-  Maintain security and stability in Jordan 
is an important issue, because of the 
sensitivity of the tourism sector, to the 
military and political actions.
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abstract

This paper represents an exploratory study that examines political contingency in a less 
liberal regulatory regime such as the ‘positive state’ or the ‘developmental state’. As an 
example of a state-led policy, the implementation of a workforce localization policy is 
examined through an intensive case study on the oil- and gas-based industries (OGBI), the 
most significant economic sector in Qatar. In particular, the paper identifies the strategies 
and mechanisms that the government utilizes in its efforts to gain commitment from public 
enterprises to replace its expatriate workforce with nationals. The empirical analysis focuses 
on two main themes: state influence on public organizations and the HR practices that are 
used to enhance workforce localization. The findings reveal that the government has adopted 
some innovative control strategies that are not widely acknowledged within the literature. 
These include its continuous re-shuffling and replacement of decision-makers and key 
personnel in state enterprises. Moreover, the government dominates by playing an active 
role in forming OGBI strategies through appointing the Minister of Energy to the highest 
hierarchical positions such as chairman and managing director in the industries. However, 
state enterprises’ reactions to the state-led localization policy vary considerably. The study 
provides new evidence that public organizations do not always comply with politically-
determined policies. The evaluation of the implementation of localization strategy shows 
that there are three approaches toward what may be called ‘Qatarization’, namely, strategic 
adaptation; pragmatic acceptance, and implicit avoidance. The approaches are strongly 
associated with understanding the policy aims and linking the policy to HR practices.

Keywords: political contingency; workforce localization; developmental state; Qatarization.

 i. introduction

It is widely acknowledged that Human Re-
source Management (HRM) policies and 
practices are influenced by the state (Scott 
2000). The political contingency, which 
is represented in ministerial intervention, 
formal roles, and state-led policies and 

targets, influences the formulation and the 
implementation of strategies in public enter-
prises more significantly than private busi-
nesses (Batstone et al. 1984). Although the 
role of the state and its influences on HRM 
has been thoroughly investigated since the 
1980s, especially in the UK whereby stud-
ies, including Batstone et al. (1984); Ferner 
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(1985); Ferner and Colling (1991); and Mar-
tinez Lucio et al. (1997) have shed light on 
the dynamics of state policy, regulation, and 
activity in relation to the development and 
implementation of business strategies and 
HRM practices at an organisational level, 
it can be argued that it is still under-theo-
rized in specific areas. One of these under-
explored environments is the ‘developmen-
tal state’ (Ashton et al. 1999; 2000; Ashton 
2004) or the ‘positive state’ (Majone 1994; 
1995). In these types of regulatory regimes, 
the state exercises significant influence on 
the public sector through direct intervention 
in the economy and the labour market. It 
can be assumed, therefore, that the way the 
state pursues change is not unified across the 
world, since the role of the state in the econ-
omy varies according to the adopted regu-
latory system. For example, in more liberal 
economies, the government usually influ-
ences the market indirectly through legisla-
tion and regulation, while in less developed 
economies state intervention is usually by 
more direct means such as public ownership 
(Majone 1994).

The importance of the current study, there-
fore, arises from the gap in the knowledge 
regarding political contingency in the less 
liberal regulatory regimes. Although, as ar-
gued above, the role of the state in the labor 
market varies according to the regulatory 
regime, more scientific examinations have 
focused on the transformation from a less 
to a more liberal regulatory system, such as 
the shift that occurred in the late 1970s in 
Europe from the so-called ‘positive state’ to 
the ‘regulatory state’ (Majone 1994). Most 
of the studies in the following period inves-
tigated the role of networks and agencies in 
forming and supporting regulation. While 
the regulatory systems in many countries, 

especially in the developing world, have not 
yet matured and the state plays a dominant 
role in their economic and social lives, less 
effort has been made to examine the nature 
of government intervention in these societ-
ies. Specifically,  countries that can be de-
scribed as ‘positive states’ have received 
less attention in the literature than those 
countries with more advanced regulatory 
systems. Therefore, investigating the role of 
the state in one of the ‘developmental states’ 
or ‘positive states’ would contribute to the 
existing knowledge by expanding current 
understanding of the mechanics of policy 
change in these regimes.

This research focuses on the case of Qatar, 
which is one of the countries that required 
the public sector to implement a politically-
determined localization strategy. As a valid 
example of a less liberal regulatory regime, 
Qatar is best described as a ‘positive state’, 
since the state owns most of the productive 
and important sectors of the country and the 
government plays a dominant role in creat-
ing employment. The country is rich in oil 
and gas and is undergoing a massive state-
formation process. This process requires the 
full utilization of natural as well as human 
resources. As a human resource utilization 
strategy, the Qatari government has intro-
duced and maintained a workforce localiza-
tion strategy. This study, therefore, seeks to 
provide an in-depth understanding of the 
government’s influence on the implementa-
tion of a state-led policy, such as the work-
force localization strategy, in a less liberal 
regulatory regime, such as Qatar. That will 
be achieved by investigating six government 
and semi-government organizations from oil 
and gas based industries (OGBI) in Qatar.
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Localizing the workforce is a long stand-
ing international issue (Rees et al. 2007). 
It is defined by scholars as the process of 
developing job-related skills within the lo-
cal population with the final objective of 
replacing expatriates with local employees 
(Wong and Law 1999; Worm et al. 2001; 
Law et al. 2004). In Qatar, localization, 
which is referred to locally as ‘Qatarization’ 
is defined as “the identification and devel-
opment of quality, competent Qatari males 
and females to assume permanent positions” 
(Al-Horr 2010: 124). An adjective was later 
added to the term. Localization policies are 
now called ‘quality Qatarization’ which 
means recruiting and developing Qataris to 
a standard comparable with their counter-
parts around the world (Qatarization 2010). 
Despite it is severely underrepresented in 
scholarly literature (Forstenlechner 2010a), 
localization is an interesting policy to study 
because it is usually perceived as an HR 
policy. It differs from the state-led policies 
in the UK, i.e. privatisation, modernisation 
and commercialization, since the imple-
mentation of policies usually influences 
most aspects of a firm’s operations such as 
production, finance, marketing and HRM, 
while the responsibility for implementing 
the localization policy is usually delegated 
to the HRM departments. This character-
istic, therefore, makes it an appealing case 
for a study that focuses on the influence of 
political contingency on HRM policies and 
practices in the public sector. 

ii. literature reVieW

The core argument of this research is that 
public corporations are performing eco-
nomic functions within a politically-deter-
mined environment which influences the 
strategy formation process, target-setting, 

and managerial practices in these organiza-
tions. Many commentators such as Batstone 
et al. (1984), Ferner and Colling (1991), and 
Pendleton (1997) argue that the most crucial 
feature distinguishing public sector firms 
from private firms is the political contingen-
cy that determines the relationship between 
the government and the public corporations. 
Therefore, it is widely acknowledged in the 
public administration literature that public 
corporations usually pursue politically-led 
objectives, that  might not always be based 
on the needs of the economic system (Elias-
sen 1993). Chapman (1999) adds that the 
managerial concentration on managing the 
political dimension in some cases exceeds 
the focus on the needs of the organization’s 
primary clients. The services these public 
corporations provide, therefore, are pre-
sented not just as being in the interests of 
business, but in the interests of the nation 
or of the public (Fogarty and Brooks 1989; 
Jessop 1994). In other words, the service 
provided can be labelled as a ‘public ser-
vice’ (Batstone et al. 1984: 275).

Historically, one of the key consequences 
of this political contingency is the ‘arm-
twisting’ relationship between the govern-
ment and public enterprises. For example, 
although profitability was one of the core 
elements of the commercial paradigm 
that  the public firms were obliged to work 
within, the government frequently overrode 
the commercially-oriented plans of man-
agement, especially when it involved cuts 
in the service, in order to achieve national 
objectives such as reducing unemployment 
(Ferner 1985, 1988). A number of policy in-
struments were used to maintain this ‘arm-
twisting’ relationship, but the most common 
method was financial control. The aim of the 
financial restrictions was to encourage pub-



Vol. 16
No. 1

Vol. 16
No. 1

42

lic enterprises to improve the quality of their 
products and services, while maintaining or 
reducing the financial resources needed to 
provide the service (Pollitt 1993).

Moreover, as a result of the pursuit of mac-
roeconomic goals such as commercializa-
tion and modernization, management strate-
gies and the corresponding HR policies and 
practices were influenced by these goals. It 
is argued that government intervention in 
public enterprises has led to a shift in mana-
gerial practices toward emphasizing value 
for money and high-quality outputs instead 
of the standardized ‘model employer’ prac-
tices in the public sector whereby the welfare 
needs of the workforce are placed at the top 
of the priority list. In addition, a number of 
public enterprises undertook radical restruc-
turing of the managerial hierarchy, usually 
involving derailing the organisational struc-
ture. Other HR practices such as overtime, 
redundancy, and pay determination were 
all influenced by government intervention. 
For example, overtime was substantially 
reduced; early retirement and redundancy 
were encouraged; and performance-related 
pay was introduced (Pendleton 1997; Os-
wick and Grant 1996).

The workforce localization strategy, which 
is a common policy in many parts of the 
world such as China, Singapore, Malaysia, 
and the Middle East, is a typical example of 
a state-led policy that illustrates the political 
contingency associated with the role of the 
state in implementing a macro strategy in 
public enterprises and its implications on the 
HR practices in these firms. Forstenlechner 
(2010b) asserts that most practitioners and 
academics believe that localization is not 
actually advantageous for organizations op-
erating in the region. The only tangible ben-

efits for organizations adopting localization 
“is the gain of legitimacy and goodwill with 
legitimizing actors such as respective gov-
ernments and the ruling class” (Forstenlech-
ner 2010b: 240). localization is even been 
sometimes described as a numbers game for 
the sake of PR (Forstenlechner 2008). Al-
Waqfi and Forstenlechner (2010) add that 
increasing citizens’ workforce participation 
in GCC countries represent an increasingly 
urgent challenge to respective governments 
as well as local and multinational organiza-
tions.

It is notable that, despite all the contextual 
differences between the UK and the Gulf 
Cooperation Council (GCC) countries, for 
instance, they share the fact that the gov-
ernment has intervened in the public sector 
to achieve macro-policy targets. However, 
the nature and the extent of the intervention 
vary. While the UK government introduced 
extensive legislation prescribing goals and 
methods, financial incentives and restric-
tions, and an ‘arm-twisting’ relationship 
through which public services are to be pro-
vided (Kirkpatrick et al. 2005), the main in-
struments used by the GCC authorities were 
both quantitative and qualitative in nature. 
The former included setting employment 
targets and quotas and increasing the costs 
of using foreign labour. The latter typically 
involved investing in improving the skill 
formation process for nationals.

It is essential to note that, in this review 
of political contingency in the public sec-
tor, considerable emphasis has been placed 
on the analyses carried out in the UK. The 
reason for studying the UK public sector is 
because Britain has been in the vanguard of 
the public services reform movement; there-
fore, it seemed logical to study the change 
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process in this country to determine what 
lessons can be learned by other countries 
contemplating similar future reforms (Mor-
gan and Allington 2003; Flynn 2000; Hood 
1995). To summarise, the example from the 
UK of the influence of state-led policies 
on HRM policies and practices shows that 
HRM in the public sector has been widely 
affected by government intervention, and as 
a result, the role and the traditional features 
of HRM in the public sector have been re-
placed by new managerial practices. Analyt-
ical examination of the UK-based literature 
would help to develop a theoretical frame-
work to work with when studying another 
context, provided that the similarities and 
differences between the two contexts are ac-
knowledged.

iii. research aPProach 
       and Justification

Since this is an exploratory study that  ex-
amines the political pressures on public or-
ganizations in Qatar to pursue state-led tar-
gets, the use of an inductive method in the 
form of an intensive qualitative case study 
inquiry is necessarily dominant. The main 
reason for this is that the research explores 
an under-developed area of the literature 
concerning the relationship between the gov-
ernment and public enterprises in Qatar and 
the effect of this relationship on the HRM 
function in these organizations; thus, more 
detailed data such as policymakers’ as well 
as public employees’ perceptions and expe-
riences uncovers more unexplored tension. 
This tension could be a result of compet-
ing government and organizational targets. 
For example, implementing a workforce 
localization strategy in Qatar (Qatarization) 
would eventually increase employment 
costs, especially those associated with em-

ployees’ training and development, which 
contradicts the cost-efficiency target that 
profit-oriented organizations try to achieve. 
Therefore, an intensive qualitative approach 
has been chosen to gather comprehensive 
data from all stakeholders that are involved 
in the Qatarization process: government of-
ficials, education policymakers, public orga-
nizations’ management, and staff.

In order to achieve the research aim of in-
vestigating the government’s efforts to 
use public organizations as instruments to 
achieve national targets, the research uses 
a multi-level case study approach. The first 
is the research undertaken in Qatar, one of 
the countries that has been implementing a 
localization strategy since the 1980s, yet has 
had very little attention in the mainstream lit-
erature on workforce localization. The case 
study on the sectoral level is in the OGBI. 
This sector is chosen for its methodological 
qualities: firstly, this sector is at the heart of 
the economy of Qatar since its revenue ac-
counts for over 70 per cent of the national 
income; secondly, the sector leads other sec-
tors in implementing the Qatarization policy. 
The OGBI were the first to initiate Qatariza-
tion plans in the early 1980s, and the sector 
was the first to introduce a sectoral Qatar-
ization strategy rather than leaving it to the 
individual organizations, and, finally, the 
sector is composed entirely of public corpo-
rations, and therefore, the influence of the 
government on them is expected to be high, 
which makes them an appropriate choice 
for the current study. The third level of the 
case study approach examines six govern-
ment and semi-government enterprises. 
The examination includes Qatar Petroleum 
(QP), which is the largest firm in the OGBI 
and it represents government ownership of 
all the companies operating in the sector. In 
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and the companies’ documentation to check 
their compatibility.

iV. findings and 
      discussion

Based on the identified gap in the existing 
public management literature regarding 
political contingency in positive or devel-
opmental states, the main objective of this 
research was to understand the mechanics 
of policy change in less liberal regulatory 
regimes such as developmental or positive 
states.

Investigating Qatar as a case study extended 
the understanding of the complexity of the 
role of the state in the labour market. One of 
the key findings of the current study is the 
fact that Qatar shares some of the features 
described in the public administration lit-
erature, but the case study also illustrates a 
distinctive situation of complex networking 
and dual roles of key political actors. In this 
regard, the current case study confirms that, 
despite all the contextual differences be-
tween the regulatory state, which facilitates 
its intervention through indirect means such 
as regulation, and the positive state, which 
usually exercises direct intervention such as 
public ownership, a feature common to both 
is that the government has intervened in the 
public sector to achieve macro-policy tar-
gets. However, the nature and the extent of 
the interventions vary. The examination of 
the Qatari case has provided new evidence 
of the role of complex networks, the exer-
cise of an ‘arm-twisting’ relationship, and 
the importance of target setting and of the 
monitoring process. It has illustrated how 
these tensions are dealt with differently in 
other countries.

addition, five QP subsidiaries are also in-
vestigated. For the purpose of maintaining 
participant anonymity, the names of the five 
cases are replaced by aliases, namely: Com-
pany A; Company B; Company C; Compa-
ny D, and, Company E. Table 1 includes the 
number of participants in each employment 
level; Table 2 shows the distribution of the 
interviewees among the participating com-
panies and employment levels; and Table 3 
reports the distinctive characteristics of each 
case study.

A case study approach is useful for explor-
ing the motives that encourage the govern-
ment and organizations to implement a Qa-
tarization scheme; moreover, the barriers 
standing on the way can best be explored 
through case studies. Furthermore, detailed 
case studies can answer the question of 
whether tensions are raised within the or-
ganization or between the organization and 
the government as a result of implementing 
the localisation scheme. In order to obtain 
these detailed responses, semi-structured in-
terviews that are used to allow respondents 
the freedom to express their views, opinions 
and perceptions, which is the essential mo-
tive for adopting a qualitative approach. The 
themes that are covered in the interviews are 
developed from the major findings of the rel-
evant literature. In addition to the interviews, 
a wide range of related secondary data such 
as government statistics and organisations’ 
documentation is also used, since this is very 
useful for historical statistical analysis and 
for identifying progress. The other rationale 
for using secondary data is for triangulation 
purposes. The responses provided by the 
interviewees, especially those related to the 
progress of the Qatarization process and the 
current status of the implementation, were 
compared with official government statistics 
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Table 1
The number of participants in each employment level.

Position number areas to be explored with the interviewees
Macro-Level Policy 
Makers

3 The political contingency and the state influence on 
public enterprise strategies.

 Educational
Policymakers

4 The political contingency in coordinating the 
education institutes (public sector) and the OGBI 
(public enterprises)

 Public/semi-government
Top Management

9 The political contingency and the state influence 
on public enterprise strategies and how these are 
reflected in the HRM function.

 Operational/Line
Management

6 The tensions that are raised and the HRM practices 
which are implemented in response to the state-led 
localisation strategy.

Staff/Senior Staff 12 The tensions that are raised and the HRM practices 
which are implemented in response to the state-led 
localisation strategy.

total 34

Table 2
The distribution of the interviewees among the participating companies and employment levels.

 top
management

 operational/line
management

staff/senior staff total

QP 3 1 1 5
company a 1 2 3 6
company b 1 1 1 3
company c 1 1 2 4
company d 2 1 3 6
company e 1 1 1 3
total 9 7 11 27

Table 3
The distinctive characteristics of each case study.

company type company age

upstream downstream
long-

established
)over 15 years(

medium
 from 5 to(
)15 years

newly-
established

)under 5 years(
QP P P

company a P P

company b P P

company c P P

company d P P

company e P P
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The evaluation of the implementation of the 
workforce localization policy in the OGBI 
in Qatar showed that political contingency is 
present in pursuing such a policy in the sec-
tor. It confirms that the state used its own-
ership of the public corporations to oblige 
them to accept the Qatarization policy. A 
key person clearly stated that ‘QP is not 
encouraging its subsidiaries! It is forcing 
them to participate. In other words, QP has 
become the custodian of the Qatarization 
policy in OGBI’ (Central Training Manager, 
QP). The nature of the policy was consid-
ered to be macro-economic, since participat-
ing companies could not expect to experi-
ence any direct benefit from the policy in 
their performance; instead, the policy aimed 
to benefit the Qatari economy in terms of 
reducing unemployment and capturing for-
eign remittances. Responses such as ‘When 
you employ Qataris, you do not only help 
the company, but you are helping the coun-
try as well ... It is reasonable to aim for na-
tionals to be in charge of the industry’ (Head 
of Training, Company D) or comments such 
as, ‘At the end, we are protecting national 
interests, looking after the well being and 
business continuity for the state of Qatar’ 
(HR Manager, Company D) are very com-
mon among participants. This confirms the 
views explored in the literature review that 
public managers differ from those of private 
firms in terms of pursuing politically-deter-
mined strategies and targets (Batstone et al. 
1984; Ferner 1985).

Similar to the historic circumstances in the 
UK (Kirkpatrick et al. 2005), the interven-
tion of the Qatari authorities has expanded 
to cover target-setting and to impose a 
monitoring process. Unlike the situation in 
the UK, where the performance and profit 
targets were sometimes achievable, the Qa-

tari authorities have set a very high local-
ization target that even government officials 
believe to be unrealistic. This led a number 
of participants to argue that ‘Qatarization’ is 
only a ‘show’ or a ‘game’ and the govern-
ment is not serious about the pre-determined 
targets. This argument is supported by the 
inconsistency in defining the Qatarization 
targets, and the absence of any incentives 
or penalties for meeting or failing to meet 
the policy targets. It can also be argued that 
this vagueness in the Qatarization policy is 
intentional on the part of the authorities in 
order to allow the participating companies a 
room to manoeuvre. In other words, instead 
of confronting the companies with a persis-
tent and politically-determined policy, the 
authorities obliged the companies to join a 
loose policy to which they are tightly bound. 
This is another key difference between the 
Qatari context, which has similarities to 
positive and developmental states, and the 
situation in the UK, which represents the 
regulatory state. The difference lies in the 
ambiguity of the aim of the policy in Qatar; 
in more advanced countries, the state-led 
policies were focused on achieving certain 
aims. In the UK, for example, the empha-
sis was on ‘achieving revolutionary change, 
dismantling existing structures and moving 
toward a minimalist or “night watchman 
state”’ (Kirkpatrick et al. 2005: 15).

The third distinctive feature of the political 
contingency in Qatar is that, unlike the com-
mon financial restrictions tool used by the 
different governments in the UK (Pendleton 
1997), the Qatari government influenced the 
strategy formation process in public enter-
prises through manipulating the manage-
ment of these organizations. This can be 
understood in the light of one of the views 
on operationalzing regulations, which con-
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siders it to be ‘all mechanisms of social con-
trol – including unintentional and non-state 
processes’ (Baldwin et al. 1998: 4). In other 
words, the state is influencing the market, 
not only through the regular command and 
control method, but also through networks 
and actors (Martinez Lucio and MacKenzie 
2004).

To place this in the Qatari context, the state 
maintains the implementation of the Qatar-
ization policy in public firms by appointing 
people ‘loyal’ to QP, who also have good ac-
cess to the political elites through their net-
works and social connections, to most key 
positions in the OGBI. This was apparent 
when the respondents from the top manage-
ment category clearly stated that whenever 
they needed to justify their situation they 
talked directly to the Minister of Energy, 
who is responsible for monitoring Qatariza-
tion in the OGBI. The use of networks in 
this and similar situations has benefited both 
parties, that is, the state and the manage-
ment teams of public corporations. On the 
one hand, it has helped the state to introduce 
targets and quota systems without any sig-
nificant resistance from public management. 
On the other hand, it has allowed public 
management the opportunity to contact the 
decision maker directly, and in some cases, 
influence him to relax some of the require-
ments or the consequences for non compli-
ance. For example, as illustrated earlier in 
this study , Company E was granted an ex-
emption for not include its unskilled labor 
in the overall Qatarisation percentages and 
quotas. In addition, there were no penalties 
for any of the companies that had never met 
the Qatarization targets. The networks were 
also useful in another case. During a meet-
ing, management in the OGBI reached an 

unofficial agreement to limit employee mo-
bility within the sector. As a result, poaching 
within the OGBI was significantly reduced.

The other instrument that the state applied 
to pursue its politically-determined policy in 
the OGBI is through the multiple functions 
of the head of the OGBI. Mr Al Attiyah, 
the Minister of Energy, dominated a num-
ber of crucial positions in the OGBI, such 
as chairman and general manager of cer-
tain companies, in addition to his position 
in the government. This situation, whereby 
the same person has a number of conflicting 
roles ranging from being a member of the 
government to managing semi-government 
companies, has provided Mr Al Attiyah with 
the means to coordinate these conflicting 
parties and steer them toward a unified state-
led policy, i.e. Qatarization, with minimum 
explicit resistance from the companies. 
However, these conflicting roles might lead 
employees to wonder where the strategies 
come from, as one participant comments:

The Minister of Energy is the 
Chairman of QP and the Chairman 
of [Company B], so it is difficult 
to distinguish between whether 
a policy is an intervention of QP 
and the Ministry of Energy or if it 
is coming from the company itself 
(HR Manager, Company B).

This is a key factor in the relationship be-
tween the state and the state-owned com-
panies. The above quotation illustrates the 
confusion that personnel in the energy in-
dustry feel as a result of the multiple roles 
of the Minister. Consequently, whenever 
conflicting interests arose, the interests of 
the state took precedence over the interests 
of the individual organizations. This can be 
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considered to be one of the elements leading 
to an ‘arm-twisting’ relationship between 
the state and state enterprises that Batstone 
et al. (1984) identified.

As a result of this relationship between the 
state and public corporations, the sorts of 
challenges arising from implementation of 
the state-led Qatarization policy differ from 
those associated with modernization and 
commercialization policies, which were 
politically driven in the UK. In the UK, 
the challenges were mainly over the strat-
egy formation process. The state offered 
incentives and applied financial restrictions 
to influence public firms’ strategies; on the 
other hand, public management engaged in 
a negotiation process with the government 
over company-related benefits. In Qatar, 
however, there is less evidence that this sort 
of challenge was involved. Instead, public 
management claim that they are committed 
to Qatarization and are willing to implement 
it whenever possible; however, they argue 
that it is difficult to achieve the policy targets 
due to a number of ‘external’ challenges that 
are out of the companies’ control. The par-
ticipants believed that broader labour market 
conditions such as skill shortages are a key 
factor in hindering the achievement of local-
ization goals. Despite the state’s continual 
search for appropriate rules of action to en-
hance Qatarization in the OGBI, the policy 
faces a number of challenges. The empirical 
examination has shown that there are two 
major external aspects that affect strategic 
planning and policy formulation regarding 
localizing the workforce at the macro-level: 
the growth and structure of the population 
and the educational system.

The population size has had a direct effect on 
the Qatarization policy, since the small size 

of the indigenous human capital has resulted 
in an extreme dependence on non-nationals. 
The low average age of the population, the 
high male/female ratio, and the low partici-
pation of Qatari nationals in the labor force, 
especially in the non-government sector, all 
seem to be correlated to the fact that there 
is only a small indigenous population and, 
therefore, a significant non-national popula-
tion. Therefore, it is clear that it would not 
be possible to implement a social and eco-
nomic development plan without foreign 
labor. Thus, reliance upon the non-national 
population seems unavoidable, at least at the 
current stage of development.

With regards to the educational system, it 
has a direct and negative influence on the 
efficiency and effectiveness of such a pro-
cess. The current system is blamed for not 
being able to provide the different sectors 
of the economy, particularly the OGBI, with 
a qualified national workforce in terms of 
an ‘adequate’ level of general or technical 
skills. As a result, the overall formulation of 
the Qatari human capital might not be well 
utilized in the country.

Surprisingly, one of the key demands of 
the interviewees, especially those from the 
OGBI, is more state intervention in the la-
bour market to correct the imbalances caus-
ing the aforementioned external challenges. 
Most participants believe that the state is 
able to coordinate the different government 
authorities, such as educational institutes, la-
bour authorities, and public sector employ-
ers, to match the educational outputs with 
the industry requirements and to reduce the 
competition to attract nationals among the 
various employers in the public domain. 
This contradicts with the general notion in 
the literature that public management seeks 
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greater control and less state intervention in 
their domain. One explanation for this situ-
ation could be the strong loyalty of public 
management, who are usually appointed by 
the state, to the state’s aims and vision.

In conclusion, the first contribution of the 
present research to the existing debate of 
political contingency in the public sector 
is to show that a less advanced regulatory 
regime, such as the one in Qatar, is proved 
to be similar in some aspects to what used 
to be the situation in more liberal regulatory 
systems, such as the UK, while differing 
from them in other aspects. It is similar in 
terms of using public ownership as a means 
to pursue macro-level policies, while it dif-
fers in how public ownership is utilized. It 
is argued for the key instrument that the Qa-
tari authorities employed is controlling the 
key administrative and executive positions 
in the OGBI by appointing loyal people to 
these posts and maintaining formal and in-
formal networks both among them and be-
tween them and the state.

The other contribution of the current study 
is extending the knowledge regarding HRM 
in general, and more specifically, how work-
force localization policies are implemented 
in different contexts and how this affects the 
HR function. As to the implications of the 
current study for the HRM field, the findings 
highlighted the importance of understanding 
how ‘external’ factors shape HRM decisions. 
Although the classic HRM models such 
as the ‘matching models’ (Fombrun et al. 
1984) and the ‘Harvard framework’ (Beer et 
al. 1984), and later input such as Pettigrew’s 
contribution have all recognized the role of 
the external environment in shaping a busi-
ness strategy, the main concern with these 
models has been their focus on the HRM 

levers and their consistency. In other words, 
less emphasis was placed on the role of the 
state in the labour market in the mainstream 
HR literature. Therefore, the current study 
makes a considerable contribution to linking 
the notion of political contingency to HRM 
policies and choices by arguing that HRM in 
Qatar is configured differently compared to 
elsewhere as a result of the state interference 
in the labour market.

The present study has also made a contribu-
tion to HRM literature on the implementa-
tion of localization policies. The study has 
revealed the limitations of the prescriptive 
literature for understanding the complexities 
of localization within specific labour mar-
ket and institutional contexts. When there 
is a supply shortage in the national labour 
market and when the available nationals are 
unqualified and unprepared actively to fill 
the positions held by expatriates, localiza-
tion processes may be destined to failure 
(Gamble 2000). The validity of the prescrip-
tive literature is also questionable; since 
that research was conducted in the MNCs 
in China, its generalization in other contexts 
might be limited. 

When it comes to the implementation of the 
Qatarization policy on the micro-level, the 
participating companies differ in their atti-
tudes to the policy. Three approaches can be 
recognised: strategic adaptation, pragmatic 
acceptance and implicit avoidance. A num-
ber of companies, namely QP, Company C, 
and Company D, have strategically adapted 
the Qatarization process to achieve the 50 
percent target. Both management and em-
ployees in these companies share a similar 
understanding of the policy aims and objec-
tives, focusing on the ‘Quality’ Qatariza-
tion. Moreover, a greater degree of com-
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mitment to the policy than that displayed 
by other companies could be found across 
the different organizational levels that were 
established through continuous communica-
tion and sufficient financial resources. Fur-
thermore, the plans and HR practices such 
as recruitment and training are continuously 
monitored and amended. With regards to re-
cruitment, these companies have not limited 
themselves to the traditional forms of at-
tracting national talents; instead, innovative 
methods were used to attract nationals. With 
respect to training, the establishment of in-
dividual training programmes and successor 
planning are common tools to achieve qual-
ity Qatarization. The way in which these 
companies engaged in Qatarization allowed 
them to achieve the highest Qatarization 
percentages among the participating com-
panies. This confirms the assumption that 
communicating the localization policy’s 
aims and objectives and then linking them 
to HR practices can lead to successful im-
plementation (Fryxell et al. 2004, Wong and 
Law 1999, Law et al. 2004, Warner 2004).

Two out of the six cases examined, namely, 
Company A and Company B, seemed to 
show less commitment to the policy. De-
spite their ‘official’ commitment to the Qa-
tarization policy, there is no communication 
between the different organizational levels 
regarding the policy, and only meagre fi-
nancial resources are allocated to attracting 
nationals to their workforce. Moreover, in-
sufficient communication resulted in a lack 
of awareness among the workforce in these 
companies of the nature and aims of the Qa-
tarization strategy. Conflicting definitions, 
some focusing on numbers, some focusing 
on training, were provided by the intervie-
wees in these cases. Once those conflicting 

definitions are resolved, the link between 
HR levers and the Qatarisation policy in 
these two companies could be identified. 
Both companies considered training a key 
activity to achieving Qatarization through 
developing nationals and qualifying them to 
replace expatriates. These companies, how-
ever, have employed only the traditional re-
cruitment method of advertising vacancies 
to attract nationals.

The third approach to Qatarization was 
implicit avoidance. Among the six visited 
cases, Company E is putting the least ef-
fort into achieving the Qatarization targets. 
The Qatarization policy in Company E is 
concerned only with increasing the number 
of nationals in the workforce rather than fo-
cusing on developing them. Therefore, they 
make no training facilities or training pro-
grammes available to nationals. As for the 
recruitment practices, the company avoids 
employing new national graduates, and at 
the same time, breaches the agreement with 
the OGBI and poaches qualified nationals 
from the sector. Moreover, the financial re-
sources allocated to attracting nationals and 
developing them are much lower than those 
in the remaining participating companies.

In conclusion, this second contribution of 
the current research to the existing HRM 
and localization literature is to emphasize 
the importance of considering the external 
environment when examining HRM poli-
cies and practices, since these can be config-
ured differently as a consequence of exter-
nal influences. In addition, the current study 
has demonstrated that the challenges and 
the implications of the workforce localiza-
tion policy also vary according to external 
influences. The three approaches are sum-
marized in Table 4.
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As mentioned earlier, the Qatari case was 
initially chosen to represent the ‘positive 
state’ which is one of the types of regulatory 
models that  Majone (1995) has described: 
the positive state and the regulatory state. A 
positive state also shares some of the fea-
tures of Ashton et al.’s (2000) model of the 
developmental state. For example, the Qa-
tari authorities have direct interference in 
the labour market, which is one of the fea-
tures of both the positive state and the devel-
opmental state. The Qatari authorities also 
have to facilitate their intervention through 
public ownership, which is another feature 
of the positive state. However, instead of us-
ing budgetary instruments such as borrow-
ing and spending, the Qatari government 
influences the public sector through rule 
making and legislation, both of which are 
characteristic of the regulatory state. This 
case, however and despite leaning more to-
ward the less liberal system of the positive 
state, proves that a rigid categorisation sys-
tem to identify the positive state and regula-
tory state might be misleading, since each 
regime could share some the features of the 
other regime. In summary, this study con-
tributes to filling the previously identified 
gap in the literature regarding examining the 
political contingency concept in less liberal 
regulatory regimes.

V. conclusion

The intensive case study undertaken at the 
OGBI has illustrated the processes by which 
the state intervenes in public firms’ strategy 
and target formation, as well as the means 
by which these organizations implement 
the Qatarization strategy. The current re-
search has identified the tensions resulting 
from state intervention. Another example 
of the contributions of the current study is 

the identification of the diverse approaches 
toward Qatarization within the participating 
companies. The rich data collected from the 
interviews have helped to highlight the dif-
ferences in management reaction to the pol-
icy and the implication of the policy on the 
HR practices in the participating companies. 
Moreover, the intensive research approach 
made it possible to recognize informal 
means and techniques that are used to avoid 
Qatarization or to act against the rules, for 
example, poaching national employees from 
the OGBI. Based on the contributions of 
the present study, it can be argued that the 
situation in Qatar is not just another case of 
political contingency; rather, it is a unique 
case which has proved to be enlightening, 
especially in expanding current knowledge 
of the role of the state in a certain type of 
regulatory regime such as the developmen-
tal state.

In addition to providing new insights into 
both of these areas, the findings have estab-
lished an agenda for future research. Since 
the present study has focused only on the 
OGBI, further research should examine sim-
ilar processes in other sectors. Investigation 
of other public, private, and mixed sectors 
in Qatar might provide stimulating findings 
especially, when compared to the OGBI. In 
turn, such comparisons and further interpre-
tations might provide a good basis for as-
sessing the similarities and differences in 
aspects of the implementation of the Qata-
rization process. Moreover, future research 
might highlight some of the main challenges 
facing such a process in these sectors and 
industries. Furthermore, since the case study 
of the current research was the country of 
Qatar, an example of a developmental state, 
further research examining a similar process 
in other developmental states, for instance 
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Malaysia and Singapore or other GCC 
countries such as UAE and Saudi Arabia, 
would extend current understanding of how 
the external environment influences HRM 
policies in this type of regulatory regime. 

This would provide a basis for comparisons 
and, hence, further interpretations of the no-
tion of political contingency in less liberal 
regulatory regimes.
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abstract

The study of migration is the key importance not only in Demography but also in Population 
Studies. Migration is the primary stage of development. Migration is related to development, 
urbanization, industrialization as well as technological advancement. The aim of this study 
is to observe the effects of socio-economic and demographic factors on male migrants. The 
sample data of 700 respondents was collected by multi-stage sampling technique at Meherpur 
Sadar thana at Meherpur district, Bangladesh. In this paper, logit regression model has 
been used to determine the influential factors of migration. The study shows that the most 
of the male migrants are migrated due to services. The analysis indicated that age, place 
of birth, occupation, monthly income and land property have significant effects on causes 
of migration among the selected variables in the case of considering dependent variable 
as causes of migration. Whereas on the other hand, place of birth, monthly income, type of 
family and land property have significant effects on the type of migration. Moreover, using 
the cross validation predictive power (CVPP) criterion and

2R , the shrinkage coefficient (λ) 
is constructed. The shrinkage coefficient determines the adequacy of the model. 

Keywords: Male migrants, Socio-economic factors, Demographic factors, Logistic regression 
model, Cross validity prediction power (cvpp), Shrinkage coefficient.

I. IntroductIon

Bangladesh is one of the most heavily 
inhabited countries of the world. The 
population of Bangladesh is mostly poor 
and maximum of them lives in the agrarian 
based rural areas. Migration studies in 

different region in developing countries have 
generally dealt with the economic aspects 
of migration. However, majority of these 
studies have dealt with the differentials and 
determinants of migration focusing mainly 
on causes and consequences of migration 
(Afsar, 1995; Selvaraj and Rao, 1993; 
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Yadava, 1988). The physical disconnection 
between husband and wife, as a result, 
migration gives the female partner less 
scope for conception that outcome in low 
fertility of the migrant households (Sharma, 
1992). 

Migration is a process that occurs between 
two places of people with many objectives. 
Many researchers are tried to establish some 
uniformly applicable migration patterns for 
all countries at all times. Nevertheless, both 
these categories are preponderantly driven 
by economic reasons. Information and 
communication also influence the decision 
of migration (CUS, 1990). Numerous studies 
reported that determinants of migration vary 
from country to country and even within a 
country, it varies depending on the socio-
economic, demographic, and cultural factors. 
High unemployment rate, low income, high 
population growth, uneven distribution of 
land, demand for higher schooling, prior 
migration patterns, and dissatisfaction with 
housing have been identified as some of 
the most important determinants of rural 
out migration (Bilsborrow et al., 1987; 
Kadioglu, 1994; Nabi, 1992, Sekhar, 1993 
and Yadava, 1988) finds that out migration 
of young male leads to decline in fertility at 
the place of origin. 

It is a fact that migration can reduce poverty 
and stimulate economic growth. While the 
evidence is most clear in situations where 
economies are growing rapidly as in Asia, 
other contexts present a more mixed picture 
with both push and pull factors operating, 
creating less accumulative types of 
migration as seen in African countries with 
stagnant economies. Afsar (2003) argues 
that migration has reduced poverty directly 
and indirectly in Bangladesh as remittances 

have expanded the area under cultivation and 
rural labor markets by making land available 
for tenancy. Therefore, the development 
of infrastructure raised the productivity 
of agriculture which created a demand for 
migrant labor and the remittances sent by 
them helped people staying behind. Anh 
(2003) identifies migration is a driver of 
growth and an important route out of poverty 
with significant positive impacts on peoples 
livelihoods and welfare and concludes 
that attempts to control mobility will be 
counterproductive. The accelerating rate of 
rural-urban migration (urbanization) is high 
among the least developed countries in Asia. 
Hugo (1981) estimated the loss of young 
adults through migration from village leads 
to undermining of agricultural production 
by way of agricultural laborer. People 
migrated to cities and towns because they 
are attracted by livelihood opportunities. 
Studies on migration have been established 
with positive association between levels 
of infrastructural development of a region 
and the magnitude of out-migration (CUS, 
1990). 

Urbanization has been one of the dramatic 
international societal transformations of the 
20th century. The propensity of migration is 
habitually influenced by a combination of 
push-pull factors. In Bangladesh, adequate 
attention to migration aspects has not given 
which may be due to lack of national level 
information. The existing micro-level 
studies mostly investigate the characteristics 
of migrants at destination places mainly 
Dhaka city (CUS, 1990 and 1996), giving a 
little attention to the causes of out- migration 
from villages (Afsar, 1995). Majumder et 
al. (1989) and Amin (1986) studied the 
economic consequences of migration based 
on sample surveys conducted in Dhaka city. 
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Chowdhury (1980) found that out-migration 
is generally higher from the villages 
characterized by land scarcity, unequal 
distribution of land, and high proportion 
of agricultural laborer. Afsar (1995) argued 
that migrants often benefited more than non-
migrants because of their innovative, risk 
taking and desperate nature. The benefits 
included higher or regular income, gain in 
wealth, greater access to public services and 
education.  Rahman et al. (2007) identified 
that education, monthly income, type of 
family and land property had significant 
effect on causes of migration. Islam and 
Siddiqi (2010) showed that age at marriage, 
occupation, religion, marital status, type of 
family, type of migration had significant 
effect on causes of migration for female 
migrants.

Therefore, the main objective of this paper 
is to identify the determinants of migration 
and hence also to identify the factors 
affecting on causes of migration and type of 
migration.

II. sources of data of 
     thIs study

This research has been basically performed 
using primary data. The data was collected 
during 5th to 27th January in 2008 from 
Meherpur district under seven wards at 
Meherpur Sadar thana by multistage (i. e., 
three stage) sampling technique (Islam, 
2005). In this study, three-stage sampling 
technique was adopted, that is, Meherpur 
district was chosen as 1st stage and then, 
Meherpur Sadar thana out of three thana of 
Meherpur district was taken as second stage. 
Thereafter, seven wards out of nine wards 
of Meherpur Sadar thana was considered as 
third stage. Sample sizes of 700 respondents 

are interviewed in this study. At the time of 
data collection some socio-economic and 
demographic variables of the migrants are 
considered.

III. methodology 

The following methods are applied in this 
manuscript:

3.1 logistic regression model
The logistic regression model can be used 
not only to identify risk factors but also 
to predict the probability of success. This 
regression is useful when the dependent 
variable is dichotomous. In this model, the 
dependent variable Y is dichotomous and 
independent variables (Xj) are categorical.  
The logistic regression model is addressed 
by the following:

       
  

where β0, β1,…… , βk  are parameters and 
X1, X2,……….., Xk are the explanatory variables 
that are presented in the respective tables.

The two dependent variables for two models 
considered in this study are as follows: 

The independent variables used in these 
models are presented in the individual 
tables.

3.2. model accuracy test
In this paper, to assess the accuracy and 
reliability of these models, the cross- validity 
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prediction power (CVPP),       , is applied. 
The mathematical formula for CVPP is 
specified by

In which, n is the number of classes, k is 
the number of regressors in the fitted model 
and the cross-validated R is the correlation 
between observed and predicted values of 
the predictand variable (Stevens, 1996). The 
shrinkage coefficient of the model is the 
positive value of 
is CVPP and R2 is the coefficient of 
determination of the model. 1-shrinkage is 

the stability of R2 of the model. The estimated 
CVPP related to their R2 and information on 
model fittings are presented in Table 4.

IV. results and 
    dIscussIon of results
The background characteristics of the 
migrants are presented in Table 1. Maximum 
number of migrants 23% are belongs to age 
group 40-44 years. From the same table, it is 
observed that maximum number of migrants 
(37.1%) is migrated due to job. Most of them 
(35.9%) are graduation and above level 
educated. It is also observed that maximum 
number of migrants (37.31%) earn more 

table 1
percentage distribution of the background characteristics of male migrants

 background
characteristics

 number
of

migrants

percentage  background
characteristics

 number
of

migrants

percentage

age group:
15-19
20-24
25-29
30-34
35-39
40-44
45-49
50-54
55+
 causes of
migration:
Political
Economical
Education
Marriage
Environment
Job
Business
Others
educational level:
Illiterate
Signatory
Primary
Secondary
Higher secondary
 Graduation and
above

2
8
40
85
154
161
123
86
41

50
108
6
-

59
260
130
87

81
44
152
133
39
251

0.3
1.1
5.7
12.1
22.0
23.0
17.6
12.3
5.9

7.1
15.4
0.9
-

8.4
37.1
18.6
12.43

11.6
6.3
21.7
19.0
5.6
35.9

occupational status:
Farmer
Job
Business
Labor
Others

 per-monthly income
(tk):
<1000
1000-2000
2001-3000
3001-4000
4001-5000
5001-6000
6001-7000
7001-8000
8000+
type of family:
Single
Joint
religion:
Muslim
Non-Muslim
land property:
<25
25-50
51-75
76-100
100+

71
290
205
100
34

12
36
81
34
41
80
53
102
261

554
146

664
36

296
76
96
43
189

10.1
41.4
29.3
14.3
4.9

1.7
5.1
11.6
4.9
5.9
11.4
7.6
14.6
37.31

79.1
20.9

94.86
5.14

42.3
10.9
13.7
6.1
27.0

. 
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than 8000 TK and most of the migrated 
family (79.1%) are single family. It is also 
seen that most of the migrants (27%) have 
more than 100 decimal land properties.

The results of logistic 
regression model are presented 
in Table 2 and Table 3 for 
causes of migration and type of 
migration respectively. Table 
2 shows that five variables 
are statistically significant at 
10% level among the selected 
variables. The estimated 
regression co-efficient of 
migrant’s age belongs to 
the range (20-25) years are 
-6.741 which has negative 
effects on migration and age 
over 25 years are 1.498 which 
means it has positive effects 
on migration. From the above 
table it is observed that the 
risks of migration that are 
belonging to the age 20-25 
years are 0.001 times lower 
and belonging to the age 25+ 
years are 4.473 times higher 
than that of age under 20 
years.

Logistic regression procedure 
indicates that place of birth is 
an important factor for causes 
of migration. The estimated 
regression co-efficient of 
urban area is 0.979 that means 
positive effects on migration. 
The odds ratio of urban area 
is 2.662. It is indicated that 
the risks of migration is 2.662 
times higher than that of 
rural areas. Occupation plays 

an important role on causes of migration. 
The estimated regression co-efficient of 
occupation of migrant’s are -0.682 and 
-1.414 which means it has negative effects 

Table 2
 Logistic regression estimates for the effects on causes of 

migration with demographic and socio-economic variables
    Characteristics Coefficient (β) Odds ratio
Respondent’s age:
<20 (R)
20-25
25+

-
-6.741
1.498*

1.00
0.001
4.473

Place of birth:
Rural (R)
Urban

-
0.979*

1.00
2.662

Religion:
Muslim (R)
Non-Muslim

-
-0.093

1.00
0.911

Educational 
qualification: 
Illiterate (R)
Primary 
Secondary and above

-
-0.477
0.455

1.00
0.612
1.576

Occupation: 
Farmer (R)
Service 
Other’s 

-
-0.682
-1.414*

1.00
0.506
0.243

Monthly income: 
<1000 (R)
1000-3000
3001-5000
 5000+

-
-4.656
0.745*
1.244*

1.00
0.010
2.105
3.468

Type of family:
Single family (R)
Joint family

-
0.488

1.00
1.628

Land property:
<25 (R)
25-100
100+
Constant

-
2.818*
1.451*
-4.920

1.00
16.749
4.266
0.007

*Significant at  ρ <0.10 and R means reference category
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of urban area is 0.025 which is indicated that 
0.025 times lower risks of migration than 
that of rural area. The estimated regression 
co-efficients of income are -2.437 and 
-1.509 which means that it has negative 
effects on migration and 0.337 which means 

on migration. The odds ratio of service 
and others occupation are 0.506 and 0.243 
times lower risks of migration than that 
of farmers. The estimated regression co-
efficient of income of migrant’s belongs to 
the range TK (1000-3000) are -4.655 which 
means it has negative effects 
on migration and belongs to 
the range TK (3001-5000) 
and TK 5000+ are 0.745 and 
1.244 which means it has 
positive effects on migration. 
The odds ratio belongs to the 
range TK (1000-3000), TK 
(3001-5000) and TK 5000+ 
are 0.010 times lower risks 
and 2.105 and 3.468 times 
higher risks of migration 
than that of under TK 1000. 
The estimated regression 
co-efficient of land property 
of migrant’s belongs to the 
range 25-100 decimal and 
100+ decimal are 2.818 and 
1.451 which means that it has 
positive effects on migration. 
The odds ratio of land 
property of 25-100 decimal 
and 100+ decimal is 16.749 
and 4.266. It is indicated 
that 16.749 and 4.266 times 
higher risks of migration than 
that of under 25 decimal.

Table 3 shows that place of 
birth, monthly income, type 
of family and land property 
are statistically significant 
at 10% level. The estimated 
regression coefficient of 
urban area is -3.675 which 
means it has negative effects 
on migration. The odds ratio 

Table 3
Logistic regression estimates for the effects on type of 

migration with demographic and socio-economic variables.
Characteristics Coefficient (β) Odds ratio
Respondent’s age:
<20 (R)
20-25
25+

-
-7.975
-6.348

1.00
0.000
0.002

Place of birth:
Rural (R)
Urban

-
-3.675*

1.00
0.025

Religion:
Muslim (R)
Non-Muslim

-
-0.716

1.00
0.489

Educational 
qualification: 
Illiterate (R)
Primary 
Secondary and above 

-
0.546
-0.265

1.00
1.726
0.767

Occupation: 
Farmer (R)
Service 
Other’s 

-
-0.737
-0.094

1.00
0.479
0.911

Monthly income: 
<1000 (R)
1000-3000
3001-5000
 5000+

-
-2.437*
-1.509*
0.337

1.00
0.087
0.221
1.401

Type of family:
Single family (R)
Joint family

-
-1.066*

1.00
0.344

Land property:
<25 (R)
25-100
100+
Constant

-
0.469*
0.874*
8.730

1.00
1.598
2.396
6185.228

*Significant at ρ <0.10 and R means reference category
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that it has positive effects on migration. The 
odds ratio belongs to the range Tk (1000-
3000) and TK (3001-5000) are 0.087 and 
0.221 which is indicated that 0.087 (8.7%) 
and 0.221 (22.1%) times lower and belongs 
to the range TK 5000+ are 1.401 which 
means 1.401 times higher risks of migration 
than that of under TK 1000. The regression 
coefficients of type of family are -1.066 that 
means it has negative effects on migration. 
The odds ratio of joint family are 0.344 
which is indicated that 0.344 (34.4) times 
lower risks of migration than that of single 
family. The regression co-efficient of land 
property (25-100) decimal are 0.469 and 
100+ decimal are 0.874 which means that 
it has positive effects on migration. The 
odds ratio for land property (25-100) and 
100+ decimal have 1.598 and 2.396 times 
higher risks of migration than that of under 
25 decimal.

The information on model fittings for two 
models are presented in Table 4 in which it 
is found that CVPP for two models are more 
than 37% and 42% respectively and their 
corresponding shrinkage coefficients are 
only 0.015062 and 0.0139378. Moreover, 
the stability of R2 of these two models are 
more than 98.4% and 98.6% respectively. 
Hence the fit of these models are well. 

V. conclusIon and 
    recommendatIon

In this study, it is found that maximum 
number of migrants (23%) belongs to age 

group 40-44 years and  37.1% migrants is 
migrated due to job. 35.9% are graduation 
and above level educated. It is also observed 
37.31% earn more than 8000 TK and most 
of the migrated family (79.1%) is single 
family. It is also seen that 27% have more 
than 100 decimal land properties. The 
logistic regression analysis suggested that 
age, place of birth, occupation, monthly 
income and land property have significant 
effects on causes of migration among the 
selected variables in the case of considering 
dependent variable as causes of migration. 
But, on the other hand, place of birth, 
monthly income, type of family and land 
property has significant effects on type of 
migration.

Government and Non-Government 
organizations (NGOs) should take proper 
steps to boost infrastructure, job opportunity, 
and educational facility in the rural area 
for reducing rural to urban migration. As 
a consequence, pressure of urbanization 
would be abated dramatically.

The limitation of this study is to time 
constraint because this research is a part of 
M. Sc thesis. For that reason, it would not 
be possible to increase sample size of this 
research.

Further study can also be done for determin-
ing socio-demographic characteristics on 
male migrants using path model analysis, fac-
tor analysis as well as component analysis.

table 4
Information on modeling fittings

models n k r2 ρcv
2 shrinkage

Coefficient (λ)
stability of r2

of the model
1 700 8 0.39187 0.37680 0.015062 0.984938
2 700 8 0.43726 0.42332 0.0139378 0.9860622
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ABSTRACT

The proportion of the Nigeria’s population that is retired is large and growing, and the 
government face huge fiscal burdens because of promises it has made to provide income 
security (pension) to this set of people.  Improving the adequacy and quality of pension is a 
priority for Nigerian government, because of the growing disenchantment by retirees over 
government delays to pay new improved pension schemes.  The realization that effective 
policy and planning must take into account what pensioners want and are prepared to take is 
the impetus that the government is interested in meaningful life after retirement from public 
service.  The paper aims at enriching our study course on planning for retirement, providing 
policy makers with reliable basis from the field that are useful for executive decisions, and 
to enrich would be retirees on what many retirees are experiencing and going through, to 
plan and save well during work life and to prepare for challenges ahead.   Infact, life in 
retirement is not rosy and cosy for majority as pensioners face difficulties in getting their pays, 
arrears for months accumulated, government reluctance to implement the 148% increase 
and several other problems. In protecting the old and promoting economic growth, Nigeria 
needs to consider comprehensive pension reforms. The research team used direct (contingent 
valuation) surveys and ML –Censored Normal (Tobit) methods to estimate the number of 
retirees’ willingness to live meaningful life should the government pay them arrears and 
implement the increase package and other types of improvement.   Clearly, the methodology 
produced some illuminating in sights into how to decide what level of service is appropriate 
for this segment of the society and how the improved services should be well implemented.  

Keywords: retirees, income security, old age security system, gratuity and pension, puplic 
servant, retiree benefits, retiree’s health and education.

1. INTRODUCTION

Populations are aging much faster in 
developing countries than they did in 
industrial countries, James E. (1995).  Thus, 
Nigeria need to review and develop its 
old-age systems quickly and make them 

sufficiently resilient to withstand rapid 
demographic change.

Old-age security system affects the welfare 
of the old and they also affect the entire 
economy by influencing productivity and 
the size of the GNP pie.  Therefore, countries 
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should use two overarching criteria for old-
age programs:  they should protect the old 
and they should promote economic growth, 
according to James E. (1995). Existing 
programs in Nigeria fail both tests, yet she 
is starting new systems that are on the verge 
of making the same mistakes.

Formal systems of old-age security in 
Nigeria is publicly managed, pay pensions 
are negatively related to the worker’s 
earnings, and are financed by payroll taxes 
on a pay-as-you go basis-meaning that 
today’s workers are taxed to pay the pensions 
of those who have  already retired.

Retirement is a condition of a formal 
disengagement from an employment, 
usually full time employment.  Retirement 
may be voluntary or non-voluntary.  In 
more technical terms retirement qualify the 
individuals involved for certain benefits.

For the purpose of field survey, the term 
retirees would refer to people with planned 
retirement having satisfied the rules and 
regulation concerning gratuity and pension, 
i.e. those who had attained the compulsory 
age for retirement from service (65% years 
of age or those who had spent 35 years in 
service) which ever one come first. The 
helping function of personnel management 
ought to be obvious at the end of the 
employment contract.  The situation of 
retirees of the Nigerian Public Service 
presents a challenge to this concept of 
personnel function.

The issue is obviously not that of the 
complete absence of legislation. The 
pension Regulations Act of 1991 addresses 
the matter of retirement in the public 
service.  The issue seems more to be that of 

inadequacy of legal provision and retirement 
plans as well as the inauspicious attitude of 
employers to the subject.  While the review 
of the aspect of our labour law concerning 
pension is anticipated, there is an equal need 
for employers, in this case government, to 
show greater commitment to the principles 
of employee resourcing and helping services 
as part of an integrated approach to the 
personnel function. 

Therefore, this study concerns itself with 
identifying conditions associated with life as 
a public service retiree in Nigeria.   In other 
words, the study is interested in establishing 
the circumstances and experiences of men 
and women who having worked on full time 
basis as public servants are today spending 
their lives in retirement.  And this is the 
problem of retirees in Nigeria.

The broad objective of this study becomes 
that of fashioning out the quantitative 
measurement of the macroeconomic 
conditions associated with retirement life in 
Nigeria.

The study’s focus on public service is quite 
instructive:  As a major employer of labour, 
employing about two-thirds of all wage 
earners in the modern sector (Aina, 1992; 
Damachi and Fashoyin, 1989).  Government 
example in the public service will have a 
definite effect on general industrial relations 
practice in Nigeria.  More than that, as the 
principal instrument for implementation 
of government policies and programmes, 
the role of the public service is critical in 
Nigeria’s development effort.

On the strength of the above the 
reasonableness of the study’s interest is 
an important aspect of the public service 
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working conditions and should be easily 
appreciated.

This paper is organized in 6 sections besides 
the introduction. Section 2 describes 
the research methodology. In section 3, 
we briefly review the literatures on life 
in retirement. Section 4 provides Data 
responses from field survey.  Section 5 
presents the research method which specify 
model of determination.   Section 6 provides 
data analysis and interpretation of results.  
And we conclude with Section 7.

II.  RESEARCH 
      METHODOLOGY

Research Significance
The study is justified on the ground that 
social security schemes like pension plans 
round out a full personnel programme for 
employees.  Current rationality dictates that 
social security for workers is more than 
a question of moral responsibility; it is a 
matter of workers’ rights.  An analysis of 
the conditions of the Nigeria public service 
retiree locates itself within the context of 
a broader analysis of the issue of worker’s 
rights on the Nigeria employee relations 
scheme.

Research questions
 The following research questions directed 
the pursuit of the research objective:  

what challenges are Nigerian public (a) 
service retirees facing and how well are 
they tackling such problems?  

(b)  to what extent were such challenges 
anticipated?  

(c)  do retirees rely on their pensions alone 
to support their needs or do they have 
other sources of  income?  

(d)  would retirees prefer to still be on full-

time employment in public service?
Research Hypotheses

There is no significant difference in 1. 
retirement benefits experienced by 
retired public servants in Kwara State 
on the basis of changes in values.

           
There is no significant difference in 2. 
retirement benefits experienced by 
retired public servants in Kwara State 
on the basis of monetary reward.

There is no significant difference in 3. 
retirement benefits experienced by 
retired public servants in Kwara State 
on the basis of social aspects of life.

Contribution to knowledge
The   results of this study would very likely 
have profound significance for a number of 
institutions and individuals.  For employers 
and managers of organization, the results of 
this study are likely to bring about a better 
understanding and appreciation of issue 
associated with social security for workers.  
The results of this research would most likely 
induce more effective pension plans.   For 
personnel managers and practitioners, the 
results of this study would possibly lead to a 
reappraisal of their personnel functions with 
a view to more fully reflecting the helping 
function of human resource administration.

For policy formulators (government), the 
results of this research should serve some 
help in the process of revising labour laws 
particularly aspects dealing with pensions.  
Also, the results of this research would 
likely give insights to government as to how 
to effectively motivate public servants.

It is for the public service retirees themselves 
that this study is likely to have the most 
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profound significance.  It is reckoned that 
the results of this study would draw attention 
to the challenges faced by retirees.

The results of this study are expected to 
provoke thoughts regarding areas such as 
delay in payments of gratuities, pension and 
sick retirees in a nation without sound health 
scheme for its citizens, for further research.

Scope and delimitation of the study
This research’s interest covers the area 
of worker’s retirement life and benefits.  
This involves determining the pattern of 
adjustment of life after full employment 
by individuals.  The boundary of this 
research precludes the analysis of retirement 
preferences among persons still in full time 
employment.  Importantly, this research 
effort restricts itself to the study of retirees 
of the public service.

The survey instruments made use of 
interview and questionnaires distributed to 
the target population. The understanding 
and cooperation of the target population and 
the interpretation of our questions to the few 
ones were particularly interesting.  Still, it is 
a striking result.

III.  LITERATURE REVIEW

A number of issues stand out from the 
review of relevant literature.  First is the 
nature and position of the public service 
in Nigeria.  Damachi and Fashoyin (1989) 
note that the public sector occupies a unique 
position in employment relations in Nigeria 
in two ways.  It is the most dominant part 
of the modern sector with respect to paid 
employment engaging practically two-thirds 
of all wage earners.  Again, it is the principal 
agency of government with respect to 

government’s position as sovereign authority 
and manager of the industrial relations 
system.  This makes the public service a 
major player in the industrial relations field 
in Nigeria.  Tokunbo (1990) observes that 
retirements have been responsible for a 
number of dislocations in the public service.  
He equally notes that the issue of welfare of 
public servants has been a recurring one.

Retirement poses a particular problem for 
those who have no outside interest to replace 
their work (Yodder and Staudoahr, 1982).  
The challenge of retirement appears to be 
especially enormous for the Nigerian Public 
Servant.  Most commentaries about the 
experience of the public service retirees are 
uncomplimentary.  The picture that is usually 
painted is that of unfulfiment.  Even though 
65 years of age (or 35 years of accumulated 
service regardless of age) is the statutory 
maximum retirement required in the public 
service, retirements in the public service 
have often bothered on exigencies and not 
just age (Tokunbo, (1990).  Rationalization, 
for different reasons, has often brought about 
premature retirement.  These entire combine 
to negatively impact on the disposition 
of the average public servant and wary 
toward retirement.  Clearly, a good number 
of public servants are about the prospect 
of retirement. Olusakin (1999), notes that 
retirement involves a lot of changes in 
values, monetary involvements and social 
aspects of life.

Employee benefits and services are part of 
the reward which reinforces loyal service 
to the employer (Glueck, 1992).  A number 
of benefits and services programmes come 
under the category of social securities; pay 
for time not worked, subsidized insurance 
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and subsidized retirement are good examples 
of this.  Of the lot, retirement plans appear 
to be the least emphasized by employers.  
One explanation for this is the absence of 
conviction on the part of many employers 
and managers that retirement benefits 
directly impact on the effort of the worker.  
Indeed a good number of them may be more 
comfortable with looking at retirements 
from the angle of social responsibility rather 
than worker’s motivation or satisfaction.  
Yet a major source of concern for workers 
is economic insecurity at old age (Ogunniyi, 
1991).

According to James (1995), as the number 
of old people has been growing, systems of 
financial support for the old are in trouble 
worldwide.  Both extended families and 
village support networks, on which two 
thirds of the world’s old people depend 
exclusively, tend to break down under 
pressures of urbanization, industrialization, 
and  increased mobility.  When that has 
happened in the past, governments have 
stepped in.

As Ogunniyi (1991) notes, a major challenge 
for retirees is that of financial security.  For 
the Nigerian retirees there are two major 
causes of economic insecurity:  One comes 
from the changes and dislocations occasioned 
by the processes of industrialization and 
modernity.  Usually adaptation is a slower 
process with older workers and retirees.  
Inflation is the second cause.  As Yodder and 
Staudohar (1982) observe, inflation takes a 
heavy toll on people with fixed income like 
retirees.  An immediate consequence is that 
retirement is seen among workers as an 
unpleasant experience.   Whereas a favorable 
judgment of the economic expectation from 
retirement is inducing early retirement in 

many industrialized countries, the negative 
matrix of retirement for Nigerian Public 
servants brings about a situation where 
workers want to stay on even when they have 
reached retirement age.  The implications of 
this are that additional pressure is put on the 
already tight labour market and the public 
service is denied the advantages of free 
movement of talent into the system.

Work and its correlates are marked features 
of modern society.  They exert considerable 
influence on the lives of individuals as well 
as that of society.  For this reason, in many 
societies more than a modest effort is made 
to organize and order the work process in 
such manner that the best of the human 
potential is obtained, and society advanced.  
In the modern economy where paid 
employment is dominant and employers 
are large organizations, this objective is 
furthered by effective employee relations.  
Although, there is a complex of reasons 
why organizations are set up and people 
seek employment; the economic imperative 
remains a fundamental one.  In practice, 
the economic interest functions in a way 
that employers want the lowest possible 
employment cost required for getting and 
retaining an appropriate workforce.  For 
employees, the economic interest operates 
in a manner that they desire the best possible 
condition of employment in addition to their 
job security and employment prospects.   
Therefore, the basic concern of employee 
relation is the interaction amongst the 
primary parties who pay for work and 
those who provide it in the labour market 
(Furnham, 1993).

There are two dimensions to the issue of 
pension benefits.  A 1997 ILO publication 
stresses that under the conditions of low 
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workers who have spent their whole life-
time toiling for them.   Yodder and Staudohar 
(1982) show that the Nigeria Public Servant 
is unlikely to be excited about retirement.  
For them even though retirement preferences 
differ among employees, the ravages of 
inflation have limited the options of older 
workers.   A more likely preference for them 
would be to want to stay on the job even 
where they have reach retirement age.  

Glueck (1992) suggests that the lack of 
enthusiasm among employers in the areas 
of pension plans is as a result of what they 
regard as the weak evidence that pensions 
have a direct effect on morale at workplace. 
He, however, admits that there is a strong 
chance that benefits would engender worker 
satisfaction.  Dannelley (1987) posits 
that if benefits are to yield return to the 
employer and provide something positive 
to employees, they must be developed and 
used systematically.  Too often, he says, the 
so-called fringes are improperly installed.  
This requires a lot of innovation on the part 
of employers and managers.

The other marked strand in the retirement 
discourse is the issue of counseling.  
Thomason (1975) argues that counseling 
services is a helping function of personnel.  
In other words, it is not a question of 
the discretion of the employer but rather 
employer obligation.  As Glueck (1992) 
highlights the existing pension plans 
overtly emphasizes the issue of finance.  
He advocates a more comprehensive 
pre-retirement counseling curriculum to 
include sessions on developing a healthy 
retirement attitude, using leisure time in a 
productive manner, possible part-time or 
volunteer work, financial matters, and other 

pension and high inflation an increasingly 
large number of retirees will be forced to go 
back to work and those who have reached 
retirement age continue to work.  The second 
is the preparedness of the public servant 
for retirement.  For now, there is very little 
emphasis on the training of public servants 
for life in retirement.  Counseling services 
to workers on how to approach retirement 
ought to be standard personnel function.  The 
usefulness of counseling services is likely 
to depend upon whether such counsel has 
been willingly and usefully made available 
during the person’s period of employment 
(Thomason, 1975).   Counseling is most 
effective where it is offered as a part of 
normal career development rather than 
on an adhocs basis or in very traumatic 
circumstances like involuntary retirement.

James (1995) reports a recent World Bank 
study which concludes that both criteria 
would be better satisfied if governments 
used multiple instruments, or “pillars”, 
for providing the three main functions 
of old-age-security programs – saving, 
redistribution, and insurance.  A mandatory, 
but privately managed and fully funded, 
pillar would have the primary responsibility 
for handling saving; a publicly managed, 
tax financed pillar would have the primary 
goal of reducing poverty among the old; and 
voluntary saving-annuity plans would exist 
for people who want more protection.

Ogunniyi (1991) argues that pension plans 
in Nigeria are generally inadequate.  He 
recommends a revision of Nigerian Labour 
laws especially aspects concerning pensions.  
Ogunniyi (1991) also notes the desperation 
and anxiety of workers concerning their 
future.  He pointed out that it is not proper 
for employers to disregard the future of the 
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topics designed to ease the adjustment to 
retirement.  Retirement plans also ought to 
emphasize feed back.

Donnelly (1987) notes that benefits and 
services are forms of supplementary rewards.  
They represent monetary and non-monetary 
payments above wage and salary.  Luthan 
(198) observes that motivation is a basic 
psychological process, and that, few would 
deny that it is the most important process 
in the micro approach to organization.  
Farnham (1994) argues that retirement 
plans affect work place morale.  Practically, 
every commission of inquiry into the 
affairs of Nigerian Public Corporations has 
expressed concern over the level of morale 
among public servants and the need for 
better treatment and welfare of employees 
(Tokunbo, 1990).  

The picture easily discerned from the review 
of literature is that retirement life constitutes 
a major challenge for workers.  In a real 
sense the challenge, too, is for employers.

IV. DATA   RESPONSES 
FROM FIELD SURVEY

The states in Nigeria are divided into 36 
states plus the Federal Capital Territory 
(FCT) - Abuja, administratively to bring 
government nearer to the people.  Politically, 
Nigeria is divided into six geo-political zones 
– North West, North East, North Central, 
South – South, South East and South West.   
Kwara State which is one of the 36 states 
and a member of the North Central zones on 
which our investigation is based, has similar 
features with other states.  The state has 16 
Local Government Areas, LGA.  The state 
has a population of 2.5 million people.

The study took place at Kwara State, 
representing the Nigerian population because 
it has similar characteristics with the rest 35 
states and the Federal Capital Territory – 
Abuja. It also has the presence of nearly all 
the government establishments, government 
agencies, extra ministerial departments and 
other public sector establishments (more 
than 75% of the work force are in public 
service). The choice of Kwara State becomes 
suitable because the retirees are constituents 
of various people of indigenous Nigerians 
who had worked in various governments’ 
establishments, and who now live in the 
State after retirement.

Age distribution of the country population 
for all age groups indicated as follows, 1 -14 
years consisted more than  two-fifth (41.2%) 
of the national population, followed by 15-
29 years (24.5%), 30 – 44 years (19.2%), 45 
– 59 years (10.2%) and 60 years plus (4.9%) 
….  (General Household Survey, 2000).

Sex disaggregation indicated as follows, for 
0 -14 years males were 43.5% and female 
were 38.9%.  For 15 -29 years there were 
21.5% males and 27.6% females.  Other age 
groups, were 30-44 years; males (17.3%) 
and females (21.0%); 60 years plus, males 
(6.0%) and females (3.8%).

The overall population figures for the 
country showed that males were (51.99%) 
and females (48.1%).

Kwara State on which we based our study 
is a representative of the population.  Of the 
total number of public servants (950,250) 
in Nigeria, Kwara State has 17,000 public 
servants both Federal and State workers, 
an average size of 1.79%.   Apart from the 
current staff strength of 17,000 of the state, 
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4,250 workers are already retired honorably 
and have been drawing pensions from 
both the Federal and State governments, 
but majority are drawing from  the state 
government alone.  Out of these 4,250 
retirees, questionnaires were distributed 
to 800 of them, but only 500 retirees 
responded while another 500 retirees were 
also interviewed, and responses were quite 
encouraging.  The main problems noticed 
was that they complained of poor take home 
income, lack of prompt payment, diversion 
of retirees stipend by the state government, 
arrears not paid or embezzled due to 
corruption, etc.

The questionnaire was distributed to all the 
16 local Government Areas of the States.  
Out of 800 questionnaires distributed, we 
received 500 on which our study is based.   
The distribution to the final retirees points 
(all retirees usually converge at the end 
of each month at the pay-point for their 
stipends at the state headquarter Ilorin, so it 
was easy to distribute questionnaires across 
to them, after responding we collected 
from each of them).   In the first step in the 
distribution system each retirees receives 
the questionnaire or the questionnaire is 
interpreted directly if the retirees is so old 
that he can not write from the authors.  
The questionnaires are then collected. The 
amount assigned to each L.G.A’s is based 
on its operational targets and requirements.  
Our study area was thus covered.

V. MODEL OF 
     DETERMINATION

It is usual to associate discussions regarding 
reward or pension system on the issue of 
life in retirement with specification tests 

for binary choice models.   For example, 
Greene (2004), carried out specification 
Tests in a Labour Force Participation Model 
for a similar study.

This study similarly orients itself toward a 
ML-Censored Normal (Tobit) method based 
on the specification.

Earnings    =    f (Age, Gratuity, Education, 
Health, monthly pension and compares of 
public service life with life in retirement).   
Because of the recognition of the reality 
of needs among retirees, their emphasis on 
inducement schemes, and their usefulness in 
bringing about what we call pensioners with 
adult characteristics: independence, hope, 
longer, deeper and more consistent interest 
in long life.

The equation of interest below is an estimated 
earnings in retirement (which is a function 
of standard of living of  life in retirement) 
for the sub sample of 1000 retirees who 
participated in the formal pension scheme 
market of Kwara State, Nigeria, taken from 
a full sample of 1,300 observations.  The 
earnings equation is of the form

Where Edu is education, Gra is gratuity, Hea 
is health, Mop is monthly pension, Cop is 
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comparism of Public Service life with life in 
retirement and ε is disturbance term.

VI. DATA ANALYSIS AND 
       INTERPRETATION OF 
       RESULTS

Table 1  Below demonstrates pensioner’s 

earnings and other important characteristics 
of the one thousand retirees that enable us to 
measure their welfare.  These are the retirees 
who responded to the questionnaire and 
interview for the purpose of this research 
work.

Table 1
Pensioner’s earnings of retiree

S/N Earnings Age Gratuity Education Health  Monthly
pension Cop Total

1. 71 34 80 20 14 15 15 249
2. 100 75 62 30 70 20 14 371
3. 65 51 30 24 20 90 100 380

Total 236 160 172 74 104 125 129 1000
Source:   Author’s Calculations based on survey.

Table 2
Earnings of retirees

S/N Rating  No. Of
Retirees Amount Earned Percentage

1. High Salary 250 50,000 + 25%
2. Moderate 100 20,000 – 50,000 10%
3. Low 650 10,000 –  20,000 65%

Source:   Author’s Calculations based on survey.
Gratuity Type

S/N  Gratuity Yet
to be paid

 Year Gratuity
was received

 No. of
Retirees

Frequency Percentage

1. 128  Gratuity received
 immediately after
retirement

280 420 32.11%

2.  Gratuity paid after
5 years

362 510 41.51%

3.  Gratuity received
after 15 years

230 370 26.38%

TOTAL 128 872 1300 1000

Source:  Author’s Calculations based on Survey.
Education

S/N Type No. of Retirees Frequency Percentage
1.  PhD, M.Sc, M.A,

B.Sc., HND
300 450 30%

2. ND/High School 400 550 40%
3. Primary School 300 450 30%

Source: Author’s Calculations based on survey.
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Health
S/N Rating No. of Retirees Frequency Percentage
1.  Free from serious

Health Problem
140 200 14%

2.  Common health
problem,

650 690 65%

3.  Terminal health
problems

210 320 21%

Total 1000 1210 100%
Source:  Author’s Calculations based on Survey.
 Monthly Pension

S/N Rating No. of Retirees Frequency Percentage
1. Earn fat amount as pension 150 220 15%
2. Low amount as pension 350 370 35%
3. Very low amount as pension 500 550 50%

Total 1000 1140 100%
Source:  Author’s Calculations based on Survey.

Comparism of Work life with Life in Retirement
Health

S/N Rating No. of Retirees Frequency Percentage
1. Life after retirement is better 150 220 15%
2. Ambiguous 50 23 5%
3. Life after retirement is worst 800 779 80%

TOTAL 1000 1022 100%
Source:  Author’s Calculations based on Survey.

The ML – Censored Normal (Tobit) 
dynamic equation (1) for retirees yielded the 
following results.

Eart = 2.5843 Edu + 0.8990 Grat+ 
0.3924Heat +0.2538 Mopt+ 0.0618 Copt
(30.66798) (12.95259) (6.316226) 
(4238922) (1.087321)

R2 = 0. 78 SE = 0.88724
R-2 (Adjusted) = 0.76 DW = 1.54
Sample:  1   1000  SD dependent Var  =         
0.505858
Included observation: 1000
(ensuring (value) at zero)
Convergence achieved after 1 iterations.

Covariance matrix computed using second 
derivatives.

The Z – statistics are reported in parenthesis in 
the above results.  We note from the estimated 
results that all the coefficients estimates of 
the explanatory variable are correctly sign.  
Although, there is no empirical evidence 
that suggest that Education, Gratuity, 
Monthly pension and comparism of public 
service life with life in retirement variables 
are to be positively related to earnings.  
But, there is strong evidence that health 
variable is positively related to earnings.  
In view of the fact that the equation of the 
model was estimated without constant, the 



Vol. 16
No. 1

Vol. 16
No. 1

77

parameter estimates represent dynamic long 
run elasticities of the dependent variable 
with respect to explanatory variables.  The 
parameter estimates shows that education 
(capturing higher earning and improve 
standard of living) exhibit more than a 
unitary elasticities (2.58).  However, a 
change in any variable above produces a 
proportionate change in earning.  In the case 
of monthly pension, it exhibits an inelastic 
response to earning.  This could be trace 
to the (very low stipend paid as pension to 
retirees, reluctance of the decision makers 
to review pension upward, lack of adequate 
programmes that take good care of retirees,  
poor and inadequate strategy to improve 
and better the lots of pensioners and owing 
retirees monthly stipend and allowances for 
months, sometimes for years).  Infact cases 
of retirees who dropped dead at pay points 
were reported by the interviewees. This is 
even more so because the government takes 
all the decisions (what to pay, how to pay, 
where to pay, and what time to pay).    Where 
retirees play a minimal role.

The results have some links with literature 
findings since it indicate that retirement 
poses a particular problem for those who 
have no outside interest to replace their work 
(Yodder and Staudohar, 1982).  This result 
is supported by Ogunniyi (1991) who notes 
that a major challenge for retirees is that of 
financial security.  Yodder and Staudohar 
(1982) show that the Nigeria Public Servant 
is unlikely to be excited about retirement.  
For them even though retirement preferences 
differ among employees, the ravages of 
inflation have limited the options of older 
workers.   A more likely preference for them 
would be to want to stay on the job even 
where they have reach retirement age.  

The z-statistics of each variable is significant 
at 1% and 5% levels of significance.  This 
is again reinforced by the F-values of 5% 
significance at the overall significant of all 
the variables.  The DW of 1.54 show that 
there is some degree of positive spatial 
correlation.  The R2 and the adjusted R2 
shows that education, gratuity, health, 
monthly pension and comparism of public 
service life with life in retirement variables 
jointly explain 78% and 76% of variation in 
earning.

In view of the fact that we introduced 
constant in the equation of the model, and 
were estimated the parameter estimates 
capture static short run (public servant 
workers who are yet to retire) elasticities of 
the dependent variable with respect to the 
explanatory variables.

From the ML-censored Normal (Tobit), the 
estimated regression result with a constant 
function is as follows:

Eart = 3.8484+0.0360Edut - 0.1222Grat 
+ 0.0074Heat +-0.03105 Mopt +0.05800 
Copt
(3.54132) (-33.6879) (0.96237) (-3.22335) 
(22.92052)
       = 0.89 S.E. = 0.504594

      (Adjusted) = 0.88 Mean dependent Var 
= 3.79575

DW = 1.75
Sample: 1 1000
Included observation: 1000
Censuring value at zero

Convergence achieved after 1 iterations
Covariance matrix computed using first 
derivatives

2
R

2
R
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The z – statistics, are reported in parenthesis 
below each variable.  In the estimated 
equation with constant, the R2 and adjusted 
(

2
R ) are 89% and 88% respectively.  This 

show the equation has a very good fit.  The-
values are all significant except health at 1% 
and 5% levels of significance, and reinforced 
by the F-statistic, that is significant at 5% 
level.

All the variables are correctly sign, thus 
satisfying our apriori expectation.  Education, 
Health and comparism of public service life 
with life in retirement are positively related 
to Earning while Gratuity and monthly 
pension are negatively related to Earning.

DW =    1.75   
2

R   2.0 shows that there is 
absence of autocorrelation in the estimates.

However, equation (2) with a constant is 
not steady state elasticity and less than the 
long run elasticities since they measure 
the impact of changes in the explanatory 
variable on the dependent variable without 
any adjustment.

Hypothesis one: There is no significant 
difference in retirement benefits experienced 
by retired public servants in Kwara State on 
the basis of education.
             
It is clear from equation 2 that it was estimated 
to examine the effects of education, gratuity, 
health, monthly pension and comparism of 
public service life with life in retirement 
on earnings. The estimation result revealed 
that earning is significantly determined by 
education, health, monthly pension and 
comparism of public service life with life 
in retirement. With respect to the direction 

of impact, education impact positively on 
earnings which confirms the theoretical 
expectations that education adds values 
to earnings. This, no doubt, supports the 
theoretical position of Olusakin (1999) that 
retirement involves a lot of changes in values.  
Therefore, the null hypothesis which states 
that there is no significant difference on the 
basis of respondents’ education is rejected 
(because some few who are read to PhD 
level may engage in  consultancy services) 
. Thus, there is significant difference in 
the retirement benefits by retired public 
servants in Kwara State on the basis of their 
education. 

Hypothesis two: There is no significant 
difference in retirement benefits experienced 
by retired public servants in Kwara State on 
the basis of health.

A close examination of Table two reveals 
that earnings depends on education, gratuity, 
health, monthly pension and comparism of 
public service life with life in retirement 
significantly. It can be seen that health is 
positive as expected, which confirm the 
statement that health is a potential source 
of good earnings. This shows that sound 
health when march with productivity 
portends higher income. Thus, this add 
to the theoretical opinion of Yodder and 
Staudoahr, (1982) who state that retirement 
poses a particular problem for those who 
have no outside interest to replace their work, 
particularly those who are consumed by ill-
health. The null hypothesis which states 
that there is no significant difference on 
the basis of respondents’ health is rejected. 
Hence, there is significant difference in the 
retirement benefits by retired public servants 
in Kwara State on the basis of their health. 
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Hypothesis three: There is no significant 
difference in retirement benefits experienced 
by retired public servants in Kwara State on 
the basis of monthly earnings. The estimation 
results of earnings equation shows that 
the movement in earning is determined by 
the monthly pension. With respect to the 
direction of impact, negative signs were 
anticipated for monthly pension, and we 
obtained the correct sign. The implication 
of this is that an increase in the level of 
inflation and non-payment of accumulated 
arrears, delay in monthly pension, cuts in 
monthly pension all consequently leads 
to lower earnings. This therefore means 
the hypothesis which states that there is 
no significant difference on the basis of 
respondent’ monthly pension is rejected.  
That is, there is significant difference in the 
retirement benefits by retired public servants 
in Kwara State on the basis of monthly 
pension. A theoretical support is evidence in 
the position of ( Glueck, 1992) who states 
that employee benefits and services are part 
of the reward which reinforces loyal service 
to the employer.  

Retirement life should ideally be a successive 
stage in a worker’s career development, 
which ought to elicit lively sentiments of 
fulfillment. But the study is to the contrary.

The environment is considered motivating 
where the following conditions are present: 
effects of education, gratuity, health, monthly 
pension and comparism of public service 
life with life in retirement on earnings are 
positive.  The environment is considered 
demotivating where the aforementioned 
variables are  neglected.

Applying this theory to the research study 
implies that a retirement plan considered 
as unimpressive (an unfavourable working 
condition) by workers is unlikely to 
motivate them. As such the feeling that life 
is meaningless in retirement might impact 
negatively on productivity, as this may in 
turn increase the corruption tendency of the 
army of the work force in a country noted 
for high level of corruption. And this view 
also supports the findings of Tokunbo (1990) 
and Glueck (1992) who express concern 
about low level of morale among Nigerian 
workers.

From the above equation (2), we observed 
that the net effect of the small value of 
constant portend that the public servant in 
service must prepare very well, as retirement 
life is not pleasant.

VII. CONCLUSION

From the data collected from field survey and 
analyzed using method of ML – censored 
Normal (Tobit), it can be concluded that life 
after retirement is something to worry about.  
Given the above analysis life after retirement 
is appalling.  However, none of the variable 
that has been discussed can provide a full 
explanation by itself for declining condition 
during retirement life; even when combined, 
they can provide only a partial explanation.
But, the trends are outward signs of an ever 
changing condition of life after retirement, 
where public servants in service today should 
not be  surprised if their conditions change 
dramatically for worse just immediately after 
retirement.  This is to say, in other words, 
that they should save against the raining 
day.   The trends themselves are necessary 
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cause for concern because majority of 
retirees constitutes the poor segment of the 
society; however, a concomitant fall in the 
general welfare of the population would 

indicate that retirees somehow need to be 
compensated for the service they rendered 
to the society during active life.
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