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Corporate governance in China’s banking system

Harlan Douglas Whatley

Swiss Management Center, US Switzerland (2<)

ABSTRACT This paper explores the internal mechanisms within China’s banking system including
ownership structure, the Board of Directors, executive compensation and financial disclosure as well as
the sub-topics of board diversity, cross listings and employee stock options. In addition, external
mechanisms such as an effective takeover market, legal infrastructure and market competition will be
analyzed. Online databases including EBSCO, Google Scholar and SSRN were used as sources for academic
literature about the topic for this paper..

Keywords: Banking, corporate governance, decentralization, China

1. INTRODUCTION

In the People’s Republic of China (PRC), in an effort to decentralize the People’s Bank of China
(PBC), the nation’s four largest banks were created as “policy banks” in the early 1980’s and
became widely known as the “Big Four”: Agricultural Bank of China (ABC), Bank of China (BOC),
China Construction Bank (CCB) and the Industrial and Commercial Bank of China (ICBC) (Brean,
2007). “Following the 1995 release of the Commercial Bank Law and Central Bank Law, ICBC,
ABC, BOC and CCB began to function as commercial banks, subject to new rules and regulations
holding them responsible for their profits and losses” (Chen & Thomas, 1999, p. 18).

In the 1990’s, the government imposed a series of three major bank reforms on the Big Four
banks including recapitalization with government bonds, abolishment of the credit quota policy
and transfer of non-performing loans to state-owned asset management companies (Brean,
2007). The banks operate as commercial banks, whose principal shareholder is the Chinese
government, and are cross-listed on multiple exchanges in China and other countries such as
Germany, Hong Kong and the USA.

Over the past ten years, the banking sector in China has seen unprecedented growth fueled by
real estate development and the surge of capitalism throughout the nation. With the state being
both the principal shareholder and regulator of China’s banks, corporate governance reform is
a priority. Today’s economic and financial climate reflects “narrowed interest margins and rising
bad loans amid economic uncertainty” coupled with a “challenging economic environment”
(Wang, 2012). Also, compensation for financial executives is being scrutinized.

Based on the concept of corporate governance as a set of mechanisms (Denis & McConnell,
2003), this empirical research paper explores the internal mechanisms within China’s banking
system including ownership structure, the Board of Directors, executive compensation and
financial disclosure as well as the sub-topics of board diversity, cross listings and employee stock
options. In addition, external mechanisms such as an effective takeover market, legal
infrastructure and market competition will be analyzed.

Harlan Douglas Whatley 1
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2. INTERNAL GOVERNANCE MECHANISMS

2.1. Ownership Structure

Liu (2005) argued that the corporate governance practices by listed firms in China are based on
“a control-based model, in which the controlling shareholders (in most cases, the state) tightly
control the listed firms through concentrated ownership” (p. 10). Tian & Lau (2001) stated that
“the ability of the directors who represent banks and other financial institutions to monitor the
managers is questionable” and that “reform progress in China’s banking sector has been slower
than in its industrial sector” (p. 249). Furthermore, “the state as owner faces many conflicts of
interest as it is also the regulator and enforcer of laws, regulates and often controls the banking
system, and more generally is concerned about other factors, such as employment” (Claessens
& Fan, 2003, p. 9). When the largest shareholders are the state, the firms tend to be tightly
controlled through concentrated ownership, bureaucrat-filled boards and exhibit low
transparency in operations as the companies are conduits for political agendas (Liu, 2005). “The
conversion from state to private ownership, termed privatization, provides an interesting setting
in which to examine the effects of ownership on firm performance” (Denis & McConnell, 2003,
p. 3). Finally, there is an overall positive relation between ownership concentration and
profitability in Chinese firms; this relation is stronger when blockholders are financial institutions
than when the state is the primary blockholder (Xu & Wang, 1997). The following data
represents the ownership structure and cross-listings of China’s four largest state-owned
commercial banks.

According to ABC’s 2012 annual report, the bank has two primary, state-owned shareholders:
the Ministry of Finance (MOF) and Central Huijin Investment, Ltd. (Huijin). The MOF was
established in 1949 as a ministry under the State Council and is focused on state finance and
taxation while Huijin is a wholly-owned subsidiary of China Investment Corporation. Huijin
makes equity investments in key state-owned financial corporations as authorized by the State
Council, and exercises the contributor’s rights and obligations in key state-owned financial
corporations up to its contribution on behalf of the state to achieve preservation and
appreciation of state-owned financial assets. Between these two state shareholders, MOF and
Huijin, state-owned shares comprise a total of 82.7% (ABC, 2013, p. 103).

BOC’s 2012 annual report shows that Huijin owns 67.6% of the bank and is the primary
shareholder. Other state-owned shareholders include China Life Insurance Co. Ltd., PICC
Property & Casualty Co. Ltd., Shenhua Group Corp. Ltd. and Aluminum Corporation of China.
Overall, 67.95% of BOC is owned by the state or “state-owned legal persons” while non-
state/foreign owners include HKSCC Nominees Ltd. (29.12%), the Bank of Tokyo-Mitsubishi UF)
Ltd. (0.19%) and Asian Development Bank (0.11%). (BOC, 2013, p. 82). CCB’s
2012 annual report shows that Huijin is the controlling shareholder of the bank with 57.21% of
the shares. Other state shareholders include Baosteel Group (0.8%), State Grid (1.16%) and
Yangtze Power (0.41%) for a total of 59.41% of the shares being state owned foreign owners of
CCB include Bank of America (0.8%) and Reca Investment Ltd. (0.34%). (CCB, 2013, p. 53).
Huijin increased its share ownership of ICBC to 35.46% of the bank’s total issued share capital
while the MOF owns 35.3%. HKSCC Nominees Limited, a subsidiary of Hong Kong Securities

2 Harlan Douglas Whatley
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Clearing Corp. (the registered shareholder of listed companies) owns 24.6% of ICBC’s “H” shares.
Various Chinese state-owned insurance companies round out the list of the bank’s top ten
shareholders (ICBC, 2013).

At the Big Four banks, employees are not given the option to receive bank shares as
compensation nor do they have stock option purchase plans. Ning and Zhou (2005) found that
“negligible fractional ownership does not provide meaningful employee incentives” in China. In
1992, China introduced employee stock ownership plans (ESOPs) as an employee incentive
scheme. The policy experiment with state-owned enterprises was terminated 2 years later
(Meng, Ning, Zhou & Zhu, 2011).

2.2. Board of Directors

By way of the Board of Directors, shareholders can exert influence on the behavior of managers
to ensure that the company is run in their interests (Liu, 2005). Around 2006, China’s state-
owned banks adopted a dual-board system where “the board of directors oversees and guides
the operation of management; the board of supervisors guides and gives advice to the board of
directors” (Wai-Chung & Ng, 2009, p. 23). “In the Chinese unique corporate governance system,
the supervisory board is not responsible for daily operations of the company, but serves as one
of the two monitoring organs, together with the independent directors ...” (Ding, Wu, Li & Jia,
2009, p. 5).

One of the most serious governance concerns of Chinese investors is company boards without
independent directors (Ow-Yong, 2007). “According to guidelines issued by the China Security
Regulation Committee (CSRC) at least one-third of the board members should be independent
directors” (Wai-Chung & Ng, 2009, p. 25). Historically, almost all of the independent directors
that sat on bank boards in China were male politicians and state controlling agents and there
are “almost no representatives of minority shareholders” (Liu, 2005, p. 9). In terms of diversity,
three of the Big Four bank boards have women directors, a positive sign of change in China’s
male dominated business culture. The following data reviews the structure of the four state-
owned commercial banks in China.

ABC’s board consists of 15 directors: 4 executive directors, 6 non-executive directors and 5
independent directors (ABChina.com, 2013). The all-male board consists of directors from
mainland China, with the exception of two from Hong Kong. Notably, one of the Hong Kong
directors is Mr. Anthony Wu Ting Yuk, who is involved in “the longest outstanding disciplinary
case of the Hong Kong Institute of Certified Public Accountants,” of which he is the Chairman
(Winn, 2012).

BOC’s board consists of 14 directors: the Board Chairman, 2 executive directors, 5 non-executive
directors and 6 independent directors. In terms of diversity, there are 4 women and 12 men, all
Chinese nationals, with the exception of one Dutch national, Mr. Nout Wellink (BOC.CN, 2013).
CCB’s board consists of 12 members: 2 executive directors, 5 non-executive directors and 5
independent directors. In terms of diversity, the board consists of 8 men and 4 women, all of
which all are Chinese nationals, with the exception of one director from the United States, Elaine
La Roche, and one New Zealand national, the former Prime Minister, Jenny Shipley (CCB, 2013).

Harlan Douglas Whatley 3
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ICBC’s board is composed of 15 directors: 4 executive directors, 7 non-executive directors and 4
independent directors. There are 2 women directors on the board and all of the directors are
Chinese nationals, with the exception of one British national, Sir Malcolm Christopher McCarthy
(ICBC, 2013). According to the articles of association of ICBC, the term of each director is 3 years
and directors are eligible for re-election upon completion of their term (ICBC-LTD.COM, 2013).
The occupation of most bank directors in China is a hodge-podge of academics and high-level
bureaucrats who seem to play a game of musical chairs by jumping from a provincial government
post to a bank board and on to a central government finance role. In the long term, if China’s
banks are to become better managed and monitored, the type of bank director appointed needs
to be more of a financier than a politico.

Table 1: Board of Directors: China’s Big Four Banks (end of 2013)

Bank Directors Men Women
ABC 15 15 0
BOC 16 12 4
CCB 12 8 4
ICBC 15 13 2
Average 15 12 3

2.3. Executive compensation

In China’s banking sector, executive compensation is an evolving area of concern as corporate
governance becomes more mature. “While executive stock options are widely used in the West,
it is unusual to give such incentives in China where compensation consists mainly of the base
wage ... which may embed performance-related pay from the past or present period” (Fung,
Firth and Rui, 2001, pp. 4 - 5). “The heads of China’s biggest state-owned banks are appointed
by Beijing, and enjoy vice minister status” (Gu, 2012) and “are assigned by the ruling Communist
Party’s central organization unit (Soo, 2012). Furthermore, The China Banking Regulatory
Commission (CBRC, 2010) defines compensation as:

the remuneration and other related benefits provided by a commercial bank for its employees to
reward their services and contribution, which include base salary,

performance-linked compensation (merit pay), medium- and long-term incentives,

welfare benefits, and other cash or equity payments (Article 2.)

In 2008, China’s Finance Ministry imposed 10% salary cuts as part of financial executive pay
reform with performance appraisals at its core as top executives at listed financial institutions
earned an average salary of 604,600 RMB, the highest among all industries in China (AFP, 2009).
The following data represents the total compensation for the top executives at China’s state-
owned commercial banks.

4 Harlan Douglas Whatley
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In 2012, Jiang Chaoliang, Chairman of ABC, had a total compensation of 1,129,000 RMB,
President, Zhang Yun, received 1,107,000 RMB and Guo Haoda, Vice President, received 925,000
RMB in total annual remuneration (ABC, 2013, p. 125). All of them serve as Executive Directors
on the Board of ABC.

For the fiscal year 2012, Li Lihui, BOC’s President and Vice Chairman, earned a total
compensation of 1,013,100 RMB, Li Zaohang, Executive Vice President, received 972,600 RMB
and Wang Yangli, Executive Vice President, received 944,600 RMB. Chim Wai Kin, Chief Credit
Officer, received a total remuneration of 5,960,600 RMB and Ms. Liu Yanfen, Chief Auditor,
received 1,208, 400 RMB (BOC, 2013). In 2012, BOCincurred 23.87 million RMB in remuneration
to its directors, supervisors and senior management (BOC, 2013, p. 80).

Compensation for CCB’s chairman has varied, dropping to 1.57 million RMB in 2008 before rising
to as much as 1.83 million RMB in 2010 (Soo, 2012). CCB’s Executive Chairman, Wang
Hongzhang, had a total compensation of 1,076,000 RMB for 2012 while Zhang Jianguo, Vice
Chairman and President, received 1,056,000 RMB (Bloomberg Businessweek, 2013). Zhang
Furong, Chairman of the Board of Supervisors, received 1,032,000 RMB in total remuneration in
2012 (CCB, 2013, p. 73).

In 2012, ICBC’s Executive Chairman, Jiang Jianging, received 1,136,000 RMB in compensation,
Yang Kaisheng, President and Vice Chairman, earned a total of RMB 1,104,600 RMB and Zhao
Lin, Chairman of the Board of Supervisors, earned 1,022,000 RMB (ICBC, 2013).

In its 2010 Annual Report, the CBRC resolved “to strengthen the role of compensation practices
in refining the corporate governance, internal controls and risk management of commercial
banks” (CBRC, 2010). In March of 2012, the CBRC created a new regulation that requires bankers
to return the part of their salary related to bad loans (Feng & Wen, 2012). “Agency theory argues
that there should be a positive relationship between CEO pay and financial performance” (Fung,
Firth & Rui, 2001, p. 1). Kato and Long (2006) posited “the relationship between firm
performance and executive compensation is weaker for firms with a higher percentage of
government ownership, suggesting that the interests of top executives in firms that are less
state-controlled are more in line with those of the shareholders” (p. 947).

China’s Big Four bank chiefs are grossly undercompensated compared to their Western
counterparts such as Jamie Dimon of JPMorgan Chase, who made $23 million in 2011 (Soo,
2012). Despite the low salaries for top bankers in China, there are many invisible perks such as
automobiles, gifts and houses via the local tradition known as guanxi.

2.4. Financial disclosure

Transparency and the disclosure of financial information has been a significant issue with the
Chinese banking system for many years as the system has evolved from a planned economy to
a market economy. The following elements will be reviewed in regards to financial disclosure
and transparency: accounting standards, IPO’s, organizational memberships and tunneling of
assets.

It used to be in China that most listed companies were audited by local accounting firms, so little
or no reliable information existed to determine which accounting firms were credible (Liu, 2005,

Harlan Douglas Whatley 5
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p. 7). Today, the Big Four banks are externally audited by global accounting firms such as Ernst
& Young, PricewaterhouseCoopers (PWC) and Deloitte Touche Tohmatsu in accordance with
accounting standards such as PRC GAAP and IFRS. “Banks which have adopted international
accounting standards experience a higher growth rate of deposits than institutions that utilize
local accounting standards in compiling their financial reports” (Wu & Bowe, 2012, p. 18) In the
case of Chinese state-owned banks, there is a correlation between ownership and financial
disclosure. Furthermore, Wu and Bowe (2010) argued that “state ownership undermines bank
performance; a fact attributed to poor corporate governance and reduced incentives to improve
operational efficiency” (p. 160).

In order to take the Big Four banks public on stock markets in Shanghai and Hong Kong, the
banks had to eradicate their massive portfolios of non-performing loans (NPLs), estimated to be
between 1 and 3 trillion RMB in 1998 (Chen & Thomas, 1999). In 1999, four asset management
companies were formed to repackage the non-performing loans into viable assets and sell them
off to the investors (Cheng & Nasir, 2011). As the banks lacked the necessary control
mechanisms that are a critical part of corporate governance, the PBC provided billions of RMB
as a form of capital infusion, as the banks were considered to be financially insolvent (Thompson,
2005). “When banks disclose more information in relation to items such as the composition of
their loan portfolios, off-balance guarantees, and the maturity structure of their investments,
they expose themselves more to the discipline of market forces” (Wu & Bowe, 2009, p. 180). By
2010, all of the Big Four banks had gone public showing “a gradual displacement of state
ownership by private equity” (Wu & Bowe, 2012, p. 6).

Part of China’s emergence into capitalism involves a sequence of events with various diplomatic
and financial organizations. In 1996, the Bank for International Settlement admitted China
which resulted in the Big Four banks cleaning up their balance sheets and improving their
financial reporting (Guyot, 1996). In 2001, additional pressure for financial disclosure was placed
on banks in China with the country’s new membership in the World Trade Organization. In 2003,
the China Banking Regulatory Committee was established to regulate and monitor banks while
transparency still remained elusive in the banking industry (Zhang, Chiu & Wei, 2009, p. 21).
Eventually, China hopes to become a member of the OECD convention.

With its roots in Communist privatization and corporatization, tunneling is defined as “the
transfer of resources out of firms for the benefit of controlling shareholders” and is a serious
agency problem in emerging financial markets such as China (Liu, 2005). Chen, Jian and Xu (2009)
argued that with publicly listed companies, dividends are not always used for the distribution of
free cash flows in China, but may be used by the controlling shareholders to engage in tunneling.
From 1996 to 2006, hundreds of publicly traded firms with concentrated, state ownership,
diverted tens of billions in RMB into the coffers of state run units by way of inter-corporate loans
that were never repaid (Jiang, Lee & Yue, 2010).

6 Harlan Douglas Whatley
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3. EXTERNAL MECHANISMS

3.1. Effective takeover market

Empirical studies suggest that takeovers significantly increase the market value of target firms
(Liu, 2005, p. 8). Furthermore, takeovers as a corporate control mechanism are substantially
diluted in a market that lacks transparency, financial disclosure, compliance and regulation (Wei,
2007). “Changes in the control of firms virtually always occur at a premium, thereby creating
value for the target firm's shareholders” (Denis & McConnell, 2003, p. 40). An active corporate
control market does not exist in China, particularly among the Big Four banks. However, there
are some different ways to look at this external mechanism.

By analyzing the second to tenth largest shareholders of each of the Big Four banks, Liu (2005)
cited three reasons for this scenario to have a positive impact on the corporate governance level
of a firm (p. 8). First, “large shareholders other than the largest one are obstacles to tunneling
activities by the largest shareholder because these shareholders have incentives to monitor and
restrain the largest shareholder” (Liu, 2005, p. 8). Second, “the efficiency of the market for
corporate control is enhanced because these large shareholders can either initiate a fight for
corporate control or assist an outsider’s fight for control when the existing management
underperforms” (Liu, 2005, p. 8). Third, “these large shareholders have an incentive to monitor
the management directly” (Liu, 2005, p. 8). As long as the central government remains the
concentrated owner of the Big Four banks, there will be minimal change in behavior. It will take
actions by the other large shareholders to act as agents for change. Conversely, Denis and
McConnell (2003) argued:

In addition to being a potential solution to the manager/shareholder agency problem, it can be
a manifestation of this problem. Managers interested in maximizing the size of their  business
empires can waste corporate resources by overpaying for acquisitions rather than returning

cash to the shareholder (p. 4).

In China, “mergers and acquisitions with other firms are preferred to bankruptcy, and it has been
documented that M&As have been indeed used extensively to resolve firms’ distress” (Allen,
Qian, Zhang & Zhao, 2011, p. 20). As the Big Four banks have plenty of resources to make
acquisitions, the following are some examples of this activity in recent years.

“Buying a minority stake in a foreign bank or insurer is the most common route for Chinese
financial institutions looking to test global waters ...” (Ngai & Wang, 2008). ICBC has been
particularly active in acquiring minority stakes in foreign banks. In 2007, ICBC purchased a 20%
stake in Standard Bank of South Africa for $5.6 billion and recently received approval for an 80%
stake in Standard Bank’s assets in Argentina valued at $600 million (Xinhua.net, 2012). In May
of 2012, the U.S. Federal Reserve approved ICBC's acquisition of an 80% stake in BEA's US
subsidiary, opening the door for Chinese banks to enter the U.S. market via acquisitions or
establishing branches (Myles, 2012). Bank of America sold its Hong Kong retail operations to
China Construction Bank (CCB) in 2006 for $1.25 billion (Ngai & Wang, 2008) and in 2009 CCB
acquired AIG Finance in Hong Kong (CCB Asia, 2012).

Harlan Douglas Whatley 7
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The tables have turned as stock prices for American and European banks plummet while profit
margins for China’s banks rise, as does their plans for globalization and expansion.

3.2.  Legal infrastructure

La Porta, Lopez-de-Silanes, Shleifer and Vishny (1998) argued that “the extent to which a
country's laws protect investor rights and the extent to which those laws are enforced are the
most basic determinants of the ways in which corporate finance and corporate governance
evolve in that country.” Based on this premise, this paper utilizes the legal framework of the
stock exchanges where the Big Four banks are listed and traded. One shared element between
all four banks is that they are all listed on the Shanghai, Hong Kong and American OTC Markets
Group. In addition, BOC and CCB are traded on stock exchanges in Frankfurt, Germany.

The Shanghai and Shenzhen stock markets were created in 1990 and, like China’s real estate
market, have seen unprecedented growth in the past two decades (Allen et al, 2011). While
‘administrative governance’ has played an active role in the development of the Chinese stock
market, “government relations are also sources of many problems in the Chinese stock market”
(Liu, 2005, p. 20). The following data shows the cross-listings of the Big Four banks in China.
ABC is publicly traded on the following: the Hong Kong Stock Exchange (1288), the Shanghai
Stock Exchange (601288), the Frankfurt Stock Exchange (EK7) and the OTC Markets Group
(ACGBF & ACGBY) (Bloomberg Businessweek, 2013). ABC’s IPO in 2010 was the last of the Big
Four banks, ending the era in China’s banking sector where the government spent tens of billions
of RMB to clean up balance sheets every year (Liu, 2010). The total proceeds from its IPO from
HKSE (July 16, 2010) and SHSE (July 15, 2010) reached $22.1 billion (Allen et al, 2011).

BOC is publicly traded on the following: Hong Kong Stock Exchange (3988), Shanghai Stock
Exchange (601988), Frankfurt Stock Exchange (W8V) and the OTC Markets Group (BACHF &
BACHY) (Bloomberg Businessweek, 2013). Chinese companies listing on the Frankfurt Stock
Exchange are becoming more common because of the Wholly Foreign-Owned Entity (WFOE)
legal business structure, as established under Chinese law. It creates a Chinese company, owned
and managed by foreign investors without any involvement from a Chinese partner with the
caveat that mainland Chinese nationals are not allowed to own shares in a WFOE (FSE, 2012).
CCB is publicly traded on the following: Hong Kong Stock Exchange (939), Shanghai Stock
Exchange (601939), Xetra (C6T) and the OTC Markets Group (CICHF & CICHY) (Bloomberg
Businessweek, 2013). Xetra is an electronic trading system owned by the Deutsche Borse in
Frankfurt, Germany and is used by exchanges in Europe and Shanghai (Xetra, 2012). ICBC is
publicly traded on the following: Hong Kong Stock Exchange (1398), Shanghai Stock Exchange
(601398) and the OTC Markets Group (IDCBY) (Bloomberg Businessweek, 2013). ICBC was
simultaneously listed on both the Hong Kong Stock Exchange and Shanghai Stock Exchange in
October of 2006 and, at the time, was heralded as the world’s largest IPO with a value of $21.9
billion. (Allen et al, 2011).

Table 2: Stock exchange listings for the Big Four banks of China

8 Harlan Douglas Whatley
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Bank Shanghai Hong Kong OTC Markets Frankfurt Xetra
ABC 601288 1288 ACGBF ACGBY
BOC 601988 3988 BACHF BACHY ws8v
CCB 601939 939 CICHF, CICHY ceT
ICBC 601398 1398 IDCBY

4. MARKET COMPETITION

Ye, Xu and Fang (2012) posited that policy makers should promote further competition in the
Chinese banking sector. Conversely, competition may encourage unethical behaviors and
companies in disadvantageous positions may demonstrate stronger propensities to hide profits
while competitive pressure may discipline the management (Liu, 2005, p. 19). As an example,
Cai and Liu (2009) discovered that market competition affects firms’ incentives to avoid
corporate income tax, based on their study of Chinese industrial firms. Finally, the Chinese
banking sector is rife with competition, from both domestic and foreign banks, and there are
many options to the services offered by the Big Four banks.

After the Commercial Bank Law and Central Bank Law became effective in the 1990’s, the
establishment of “share-ownership” or “joint-stock” commercial banks began to appear in China
(Chen & Thomas, 1999, p. 18). Outside of the Big Four banks, these include banks such as the
Bank of Communications, of which HSBC is a 19.03% shareholder (Bankcomm, 2012), and China
Merchants Bank which “has no controlling shareholder or actual controlling party” and whose
largest shareholder is China Merchants Steam Navigation Company Ltd., which holds a 12.40%
stake (CMBChina.com, 2012). In the case of the Big Four banks as joint-stock companies, “state
shares are prohibited to be traded on the stock market” and “state-owned legal person shares
can only be transferred among legal persons” (Wei, 2007, p. 340). Only individual shares in a
Chinese joint-stock company can be freely traded. Cui (2012) observed that “non state-owned
banks have more potential competitiveness than others” and that “a sound internal control
mechanism should be established to optimize corporate governance structure” (p. 154).
Furthermore, urban commercial banks spawned from China’s urban credit cooperatives while
foreign banks, which had dominated in China up until 1949, are slowly gaining market share as
they introduce more competition and improve efficiency. For some foreign banks, smaller,
urban banks make for less risky investments in the Chinese banking sector. ANZ (Australia and
New Zealand) Banking Group invested in the Tianjin City Commercial Bank and the Shanghai
Rural Commercial Bank while the Commonwealth Bank of Australia invested in the Hangzhou
City Commercial Bank and the Jinan City Commercial Bank (Tan, 2009). According to Tan (2009),
“corporate governance in the Chinese city commercial banks was minimal before the Australian
banks invested ... since then, there have been substantial improvements” (p. 209).

In addition to the Australians, banking groups from other parts of Asia, Europe and North
America have staked a claim in China’s banking sector, especially in Shanghai. Moreover, many
foreign banks are able to offer “banking, insurance, and investment services to customers from

Harlan Douglas Whatley 9
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a single source” as well as provide access to international branches around the globe (Bin, Locke
& Willette, 2003, p. 248). Allen et al (2011) asserted that “the entrance of more non-state
(domestic and foreign) banks and intermediaries, is good for improving the efficiency of both
the Big Four banks and the entire sector” (p. 18). Foreign banks in China as a sector posted record
profits of 16.73 billion RMB, while total assets grew to 2.15 trillion RMB (Metcalfe, 2012).

As China continues to transform from a planned economy to a market economy, their market
focus is shifting from manufacturing goods for export to becoming an innovation and
information driven market and a service-based economy. This paradigm shift provides a wide
range of financial opportunities for foreign banks that have strategic insights and experience in
knowledge-based services. Finally, there is a large void of financial talent in China, providing
opportunities for foreign bankers and financiers looking to arbitrage their skills and expertise.
Salaries are improving in China and are becoming aligned with Western banker’s compensation.

5. CONCLUSION

Good corporate governance facilitates the transparent operation of the banking sector, while
an orderly performing banking sector can greatly promote good corporate practice in listed
companies in China. The global financial crisis of 2008 — 2009 severely changed the banking and
financial services industry, causing the dominance of capital markets to shift geographically from
the West to the East. While China’s Big Four state-owned banks are not only too big to fail, they
are too important to fail, as these banks have created an alchemy of politics and finance by
underwriting huge infrastructure projects that control millions of jobs in China and have a
substantial effect on foreign direct investment. Chinese banks are experiencing mercurial
growth and are being forced to improve their corporate governance standards in order to be
more aligned with their Western counterparts.

While the U.S. is allowing Chinese banks to open branches in America and acquire ownership in
existing banks there, London is clamping down on the presence of the Big Four banks in the
United Kingdom by enforcing firm standards on transparency and other critical governance
mechanisms. Essentially, the governments of most nations want a banking culture that
promotes transparency, business efficiency, fair competition and managerial accountability.

In order to develop a sustainable economy, corporate governance must be an integral part of a
country’s banking system. At the 13th China Development Forum, CBRC Chairman, Shang Fulin
offered to “help banking institutions to improve corporate governance, strengthen internal
controls and improve forward looking and effectiveness of risk management” (Metcalfe, 2012,
p.8). To achieve these goals, China’s Big Four banks will have to glean itself of concentrated
ownership from the central government and start making decisions based on financial acumen
as opposed to addressing political agendas and directives. Moreover, the central government
should wholly separate the role of regulator of the banks while it is the concentrated owner.

In order to have ethical and unbiased regulation, there must be a separate regulatory body
whose interests do not coincide with the primary shareholder. Finally, the directors should be
seasoned bankers capable of addressing the long term goals of the banks. The practical
applications of opening up the ownership of the Big Four banks to both non-state and minority

10 Harlan Douglas Whatley
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shareholders will allow the banks to see an increase in productivity and profitability that is not
hindered by deception and graft. Also, more qualified bankers, as opposed to relationship-driven
bureaucrats, will be drawn to joining the Big Four banks, allowing China to compete more
vigorously in the arena of world banking and capital markets.
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ABSTRACT The author performs a systematic literature review on academic papers regarding Corporate
Social Responsibility and Price, from the consumer’s perspective, in ISl Current Contents. Based on 219
academic papers a content analysis is undertaken in a grounded-theory methodological approach.

A growing trend of publications from 2008 onwards, revealing the relationship of CSR and price as an
emerging concern, is presented and specialized international journals in the area are pointed out.

A map of the field allows the identification of main research areas, emphasizing possible trends towards
publications in this field in the upcoming years. The main topics reflected in each group are CSR
perceptions and its relation with purchase intention (group 1), how CSR drives consumer behavior, namely
consumer involvement and engagement (group 2), the ethical dimension of CSR and its impact on
consumer response, namely the willingness to pay a higher price (group 3), and finally, the case of cause-
related marketing approach (group 4), which may represent a specific form of CSR, allowing companies
to boost their reputation and set up higher prices.

Keywords: Corporate Social Responsibility, Purchase Behaviour, Systematic Literature Review

1. INTRODUCTION

Corporate Social Responsibility (CSR) has emerged in recent years as an important academic
construct and also as an increasingly important issue in the businesses agenda. Within this
debate, a relevant question associated to CSR refers to the impact on the profitability that this
posture can cause. Are consumers willing to pay more for socially responsible companies’
products and services?

In previous studies undertaken by the author (Real de Oliveira & Rodrigues, 2012) it was found
that social responsibility policies are important in building a strong brand image and in turn lead
to consumer loyalty and consequent availability to pay a higher price for the products or services
provided, but the latest relation was weak. Also it was found that it is crucial for organizations
to have communication strategies that address these CSR policies in a way that promotes
consumers’ identification. In order to understand how the relationship between CSR and Price
is addressed within the literature a systematic literature review on academic papers about CSR
and Price in ISI Current Contents is presented, using published scientific work to look back into
the past and identify tendencies to anticipate the future.

The author critically compares and aggregates existing contributions from scientific journals with
impact factor until 7th of December 2012 obtained from fifteen separate searches that led to
an initial sample of 219 scientific papers.
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First, it is described in the methods section the relevant aspects for the systematic literature
review: search protocol, search execution and filtering planning and procedures for content
analysis of the relevant sample of scientific papers.

Second, the results obtained from the systematic literature review are presented, including the
search steps for transparency reasons, descriptive statistics on relevant sample (top authors,
publication years, top journals), content analysis results and literature map with key thematic
areas of study. The discussion of the literature map and future research directions for academic
scholars comes after

2. METHODS

The methods adopted for achieving the research goal required searching, filtering and analyzing
a large amount of publications. This is a research task to be performed in the methodological
underpinning of literature reviews and conceptual model building.

In the latest decade, there have been quite a large number of academic studies focusing on
meta-analyses, systematic literature reviews, structured literature reviews and so on (Briner &
Denyer, 2012; Crossan & Apaydin, 2010; Denyer & Tranfield, 2009; Kofinas & Saur-Amaral, 2008;
I. Saur-Amaral & Amaral, 2010; Walker, 2010).

The main benefit of using these method is being able without previous knowledge on the topic
to achieve a complete process of identification of scientific main areas and a high degree of
efficiency in the research process (Kofinas & Saur-Amaral, 2008; Irina Saur-Amaral, 2010, 2011).
In social sciences, the first adaptation of systematic literature reviews was done in 2002 and
2003 (Tranfield, et al., 2003; Tranfield & Mouchel, 2002). Tranfield and his colleagues proposed
that systematic reviews should be used to develop decision-making evidence databases for
managers, to overcome the typical unsystematic, informal and unconditioned process of
literature review and to identify key areas to research.

For this study, we apply the three steps of systematic literature reviews, considering the
experience of previous studies (Hjalager, 2010; Kofinas & Saur-Amaral, 2008; Law, Qi, & Buhalis,
2010; Irina Saur-Amaral, 2011, 2012; Real de Oliveira, E. et al. 2012).

Firstly, the review protocol is build, based on keywords previously used by other authors. A
search is rigorously performed, according with the review protocol and all the steps are recorded
and decisions justified, ensuring transparency and replicability of the study. Then, records are
extracted to Endnote X4, and the preliminary relevance analysis and selection is performed.
RefViz software is used to understand the sample and create the starting point for content
analysis, using as orientation framework the keywords and the previous knowledge on the
concept, yet drawing on categories building in a grounded-theory approach (Charmaz, 2006).
The literature map is built upon the data obtained from content analysis and the explanatory
descriptions of key themes and topics are supported by citations and references obtained the
RefViz analysis.
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2.1. Search steps and filtering procedures

Using the protocol, search was conducted in three different moments (see appendix 1 for
details), followed by a combination of the three searches using Search History functionality in
ISI Current Contents, so as to ensure there were no duplicate records in the final sample. Search
1 OR Search 2 OR Search 3 gave us a starting sample of 219 articles, which was a first working
sample, exported to Endnote X4.

The Subject Bibliography with abstracts, organized by publication years was created using
Endnote. The researcher performed separately the relevance analysis, reading all abstracts and
putting aside those that were not related with the initial research goal.

After the relevance analysis was concluded only 19 relevant articles were found. Since this
number was considered limited to perform an analysis, another search was performed (see
Appendix 2 for details), using keywords that emerged from the first analysis. The second search
was undertaken in fifteen different moments using the same method as before to ensure there
were no duplicate records in the final sample, with a result of a starting sample of 135 articles.
A relevance analysis was undertaken and resulted on 55 relevant articles that constituted the
working sample for analysis.

3. RESULTS OF SYSTEMATIC LITERATURE REVIEW

3.1. Descriptive statistics

Regarding paper distribution per year (see Figure 1), there has been an ascendant tendency. The
first paper was published in 1999, and until 2007, only 19% of papers were published in this
field. Also, it is important to note that, from 2008 until 2012, the papers published represent
81%. This is a clear indicator of the emergence of this field.

Regarding scientific journals that were most representative in terms of number of publications
in the late years (see Figure 2), there is one journal that stands out, Journal of Business Ethics,
which concentrates about 18% of papers of our sample. Other occurrences are barely significant
nevertheless it is interesting to note that when analyzing the journals scope, 25% address
Marketing issues. So we can identify two different approaches regarding the study of CSR and
Price, one from the ethics perspective and the other from the marketing side.

Figure 1. Paper distribution per publication year
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The analysis of top authors showed that there is one author with 4 papers (Sen) and one with 3
papers (Bhattacharya). Both of this authors work together. There are only six authors (Bigne-
Alcaniz, Curras-Perez, Leszczyc, McManus, Mohr & Webb) with two papers each. The remaining
authors only have one paper each.

Figure 2. Papers published per scientific journal
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3.2.  Exploratory galaxies: results from data-mining in Refviz

RefViz defines groups using word count and semantic distance and the researcher uses major
topics and minor topics, together with stop words and thesaurus to ensure quality of the data
mining process (Agrawal, 2009).

Based on calculations of number of words and semantic distance (applied to abstracts, titles and
keywords), as well as the personalized thesaurus available for the analyzed sample, RefViz
software draws maps of literature that can be used to comprehend the invisible colleges, or to
identify trends and gaps based on contrasting different time intervals.

Figure 3 presents the literature map drawn with RefViz 2.0 for the relevant sample characterized
in the previous section. Considering that a key issue in defining the final map is the elimination
of outliers in the first outputs, the literature map we presented was obtained after three
reiterations, when no outlier could be identified, i.e. is a robust output.
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Figure 3. Exploratory literature map drawn with RefViz

Looking at Figure 3, it is possible to identify six clusters of references. For the purpose of this
analysis it was decided to group some clusters and name them for content analysis, namely: CSR
perceptions impact on purchase behaviour, social responsibility driven consumer behaviour,
consumer responses to ethical behaviour and cause marketing & reputation.

4. CONTENT ANALYSIS: RESULTS

4.1. CSR perceptions impact on purchase behaviour (group 1)

This group of papers deal with a specific aspect of consumers' behaviour — purchase intention —
and consumers' perceptions about CSR activities. Several papers in this group present evidence
that supports the relation between perceptions of CSR and purchase behaviour (Oeberseder et
al., 2011; Carvalho et al., 2010; Mohr & Webb, 2005; Alniacik et al., 2011).

However, how this relation occurs is still in dispute. While some (Sen & Bhattacharya, 2001)
argue that under specific conditions, CSR initiatives can even decrease consumers' intentions to
buy, others (Carvalho et al., 2010; Mohr & Webb, 2005) emphasize that CSR has a positive
impact on the evaluation of the company and purchase intentions. A different approach, focused
on communication and information, is taken by Alniacik et al. (2011) putting the emphasis on
negative and positive information about the corporate social and environmental responsibility.
The results demonstrate that positive CSR information about a firm enhances consumers'
intentions to purchase. When looking at the relation between investments in communication
and purchase intention, Bigne-Alcaniz & Curras-Perez (2008) reinforce this approach concluding
that the brand’s CSR image and the corporate ability image influences purchase intention. The
lack of agreement on this issue may be explained by the complexity behind the process of
evaluation of CSR initiatives. As Oeberseder et al. (2011) found this complexity is due to the fact
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that consumers distinguish between core, central and peripheral factors when evaluating (and
perceiving) CSR initiatives.

4.2. Social Responsibility Driven Consumer Behaviour (group 2)

Social responsibility drives consumer behaviour leading to positive responses regarding
purchase likelihood (Oezsomer & Altaras 2008), attitudes towards the organisation (Lichtenstein
et al, 2004) and generation of revenue (McManus & Bennet 2011). By aligning the cause with
the type of consumer, organisations may be able to obtain a higher response rate from
customers, thereby increasing the level of consumer involvement and engagement (Mattila &
Hanks, 2012). Also, some studies confirm that CSR influences customer perceptions of price
fairness (Matute-Vallejo et al, 2011), thus helping to improve consumer engagement..

4.3. Consumer responses to ethical behaviour (group 3)

The consumer responses to ethical behaviour are influenced by different factors, namely specific
consumer's ethical consciousness, ethical cognitive effort, perception of ethical justice,
motivation judgment, institutional rationality, and corporate social responsibility-corporate
ability (Deng, 2012). The changing of attitudes of consumers regarding different aspects of
responsibility and the change of consumption habits forces organisations to look for new
alternatives of activities that address corporate social responsibility (Banyte et al, 2010). But in
order to do so, organisations need to know if consumers would be willing to pay higher prices
for ethically produced goods, since they tend to be more expensive to develop (Trudel & Cotte,
2009). Although not fully exploited within the literature there are a few attempts to analyse and
prove that consumers will pay a premium price for products from a social responsible
organisation (Trudel & Cotte, 2009; Arora & Henderson, 2007; Boboc et al, 2009).

4.4, Cause marketing & reputation

Literature in this field embraces how cause related marketing affects reputation (Eccles et al,
2007) and allows companies to charge premium prices. The number of firms carrying a cause-
related product has significantly increased in recent years (Krishna & Rajan, 2009). Linking
products to a cause tend to increase sales both of that product and, via a spillover effect, of
other products in the firm's portfolio (Krishna & Rajan, 2009). Overall, research in this field
implies that, by owning cause-related products, companies can not only improve their image in
the public eye but also increase profits (Krishna & Rajan, 2009; Elfenbein & McManus 2010).
Regarding research that links auctions, and bidder motives, with social responsibility, results
show that auctions with proceeds donated to charity lead to significantly higher selling prices
(Haruvy & Leszczyc, 2009; Chang, 2008). One might conclude that research demonstrates that
cause related marketing affects reputation in a favourable way and that companies may even
get greater benefits if they adjust marketing strategy to understand which premium price to
charge to which product and cause.
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5. DISCUSSION AND FINAL CONSIDERATIONS

One of the initial findings was the confrontation with the small amount of papers that resulted
from the queries. A total of 55 relevant papers within a search equation applied to all years.
Considering that the relevant papers spanned within 11 years, which means an average of about
5 papers per year, this clearly shows little scientific production. Taking into consideration that
80% of the papers were produced between 2008 and 2012, it demonstrates that this is an
unexplored area but with a growing trend.

This research illustrates clear gaps within the scientific literature that can be explored by
researchers wishing to deliver innovative and useful research. In fact, although the analysis
allows identifying four main research areas within the subject, each group comprises just a few
papers (between 6 and 31).

The main topics reflected in each group are CSR perceptions and its relation with purchase
intention (group 1), how CSR drives consumer behavior, namely consumer involvement and
engagement (group 2), the ethical dimension of CSR and its impact on consumer response,
namely the willingness to pay a higher price (group 3), and finally, the case of cause-related
marketing approach (group 4), which may represent a specific form of CSR, allowing companies
to boost their reputation and set up higher prices.

Besides the research implications, empirical implications show that CSR is an important asset for
companies, not only at the operational level — enhancing consumer involvement and
engagement and purchase intention —, but also on a strategic level by reinforcing attitudes
toward the organization and reputation.
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APPENDICES

Appendix 1 — First Search

First search was performed on December 7", 2012, in three different moments

Search 1, Search 2, and Search 3 which were afterwards combined with an OR operator

Search equation Database Refined by Timespan Lemmatization Results
“csr AND price” IN 36
Topic . . _ .
Social & Behavioural document type = (Article All years ON
“corporate social Sciences (SBS) database or Review) AND Subject 95
responsibility AND of ISI Current Contents Areas = (Business
price” IN Topic Economics)
“social 215
responsibility AND
price” IN Topic
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Appendix 2 — Second Search

Second search was performed on December 13", 2012, in fifteen different moments
Search 1 to Search 15 which were afterwards combined with an OR operator
Search equation Database Refined by Timespan Results
“premium price AND csr” IN 2
Topic 2000-2012
“premium price AND social 14
responsibility” IN Topic All years
“premium price AND corporate 8
social responsibility” IN Topic All years
“purchase* behavior AND Social & Behavioural 33
i ibility” Sciences (SBS
corporate social responsibility (SBS) All years
IN Topic database of ISI
- . Current Contents
“purchase* behavior AND social All years 49
responsibility” IN Topic
“purchase* behavior AND csr IN All years 18
Topic
“price fairness AND csr” IN Topic All years 3
“price fairness AND social All years 8
responsibility” IN Topic
“price fairness AND corporate All years 5
social responsibility” IN Topic
“purchase intention AND 33
corporate social responsibility All years
IN Topic
“purchase intention AND social All years 41
responsibility” IN Topic
“purchase intention AND csr” IN All years 18
Topic
“price effects AND csr” IN Topic All years 14
“price effects AND corporate All years 32
social responsibility” IN Topic
“price effects AND social All years 56
responsibility” IN Topic

ABOUT THE AUTHORS

Pedro Ferreira is Assistant Professor at University Lusiada and Professor at ISAG. He holds a PhD
in Economics and his research interests include comparative HRM, employee engagement, and
employer branding. He has 15 years of experience in teaching in marketing, human resources
management and research methods related issues.

24 Pedro Ferreira and Elizabeth Real de Oliveira
Price and corporate social responsibility: the consumers’ perspective



= SOMS

@
. . . . g --
Studies of Organisational Management & Sustainability, 2 (1), 15-25 %gE Studies of Organisational

Management & Sustainability

Pedro Ferreira (B<)

Universidade Lusiada and ISAG

Largo Tinoco de Sousa, 4760-108 VNF, Portugal
Phone: +351. 252.309.200

Fax: +351. 252.376.363

Email: pedroferreira@fam.ulusiada.pt

Elizabeth Real de Oliveira is Dean of the Faculties of Business and Economics of University
Lusiada Porto and Vila Nova de Famalicdo. She holds a PhD in Management by the University of
South Wales (former University of Glamorgan). Her research interests include corporate social
responsibility, HRM, employee engagement and employer branding. She has a wide experience
as professor and consultant.

Elizabeth Real de Oliveira

Universidade Lusiada

Largo Tinoco de Sousa, 4760-108 VNF, Portugal
Phone: +351. 252.309.200

Fax: +351. 252.376.363

Email: e.real@fam.ulusiada.pt

ACKNOWLEDGMENTS

The work reported in this paper was co-financed by FCT (PEst-OE/EME/UI4005/2011) and
carried out within the research centre Centro Lusiada de Investigacdo e Desenvolvimento em
Engenharia e Gestdo Industrial (CLEGI).

Pedro Ferreira and Elizabeth Real de Oliveira 25
Price and corporate social responsibility: the consumers’ perspective


mailto:e.real@fam.ulusiada.pt

= SOMS

m
1
é= Stuties of Organisafional Studies of Organisational Management & Sustainability, 2 (1), 26-35
]

Management & Sustainability

The impact of store environment on shopping behavior and
loyalty

J. Assungdo*, S. Faria**, V. Carvalho*** and P. Ferreira****

* Staffordshire University, UK

** ISMAI, U.Aveiro, IPAM and U.Luséfona, Portugal (<)
*** Runvision, Portugal

**** Universidade Lusiada

ABSTRACT This paper reviews some studies developed on store environment effects on shopping
behaviors and the intention to come back and increase the propensity for loyalty, aiming to understand
the effects of brand experience, such as ambient odor, luminosity and layout. A conceptual framework
was developed integrating those three main constructs and trying to establish several conclusions useful
for brands and some propositions for future investigation.

Some authors argue that having attractive stores may be used as a differentiation argument (Levy and
Weitz, 1995); they go on by referring music, lighting, products presentation, colours, ambient
temperature, appropriate sinaletic and employees attendance as key issues to influence the consumers’
behaviour and intention to buy.

The context for our investigation relates to real points of sale — Nespresso’s Coffee Stores — and we
hypothesized that ambient conditions and stores’ layout have a positive effect on the customers’
intention to buy and become brand loyal.

A questionnaire was developed and presented to a sample of 100 persons and data was treated using
SPSS; after treating data we were able to conclude that a considerable number of individuals prefer stores
with the adequate luminosity, a good layout and an agreeable smell, important factors to make them feel
satisfied and wish to continue shopping there over time; we must highlight that all respondents were
familiar with the Nespresso concept and stores.

It was possible after doing this research to understand that the way a store is organized and all the interior
details can create positive experiences and feelings in the consumers’ minds, allowing brands to avoid
shopping occasions with no emotional impact and no positive perceptions.

Nespresso is, therefore, a good example of how the capacity to offer a nice point of sale contributes to
positive feelings — Satisfaction - and the intention to keep coming back and recommend friends to do the
same — Loyalty. Luminosity, Layout and Smell were the constructs tested.

Keywords: Satisfaction; Loyalty; Brand Experience; Environment; Ambient odor and Luminosity

1. INTRODUCTION

The capacity to induce a certain behavior and to lead customers to buy once in-store is
something that any market player should bear in mind; everything that can change the
consumer intentions and lead them to buy, particularly a special atmosphere and a well
designed and managed layout, is recognized to have an important effect in the way consumers
behave and in what they really choose to take with them (Cox, 1964; Gardner and Siomkos,
1985; Baker et al, 1994; Levy and Weitz, 1995; Michon et al, 2005).

Several authors developed previous research and state that the way the point of sale is managed
influences shopping behaviors (Kotzan and Erauson, 1969; Frank and Massey, 1970; Curhan,
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1974; Gulas and Schewe, 1994; Areni and Kim, 1995; Herrington and Capella, 1996; Smith and
Burns, 1996; Areni et al, 1999; Turley and Milliman, 2000; Michon et al, 2005; Faria et al, 2012);
in fact, some authors state that “... such atmospheric planning can make the difference between
a business success or failure” (Bitner, 1990 in Turley and Milliman, 2000: 193); with management
they aim to consider the environment characteristics (ex.: product exposition, lack on product
failures on shelves) and the ambient ones (ex.: ambient odor, luminosity). What seems to be
consensual is that consumers react positively to some stimulus and may react negatively to
others (Michon et al, 2005).

Our research aims to explore how ambient smell, layout and lightning affect the buying intention
of the final consumer and leads him/her to become a loyal client. Choosing Nespresso, due to
the concept itself, seems to us a proper example, since the brand pays a lot of attention to all
the aspects related to the shops/boutiques layout and decoration.

2. BUYING BEHAVIOUR

Although we are living an economic crisis and there is no doubt that this environment is changing
buying behaviors, there are still opportunities for brands and stores because the consumers will
continue to evolve and the stores should evolve with them (Faria et al, 2012). Understanding
the current market in its various areas of trade must go beyond studying the economic process
to adopting marketing strategies that involves producing and distributing consumer goods or
services (Pinheiro et al, 2006; Faria et al, 2012). “Companies try to define the right planning
strategies, using market research and study’s results to create positive relationships with
consumers...” as they aim to satisfy their needs and desires” (Turley and Milliman, 2000: 193);
in fact, managers are always trying to plan, build, change and manage the so called “in-touch”
points (stores) in a strong attempt to influence consumers’ behavior (Bitner, 1992) and, at the
same time, they’ve realized the need to avoid having product failures, because this creates
negative perceptions towards their brands and/or stores (Faria et al, 2012).

Hawkins and Coney (2001, in Faria et al, 2012) state that the consumer behavior studies the
impact of some processes both in public and in private consumption. Other authors are inclined
to identify the study of consumer behavior as the set of physical and mental activities played
out by consumers as a result of their decisions, the manner in which they seek, pick, buy and
use products and services to satisfy a latent need (Ehrenber et al, 1990; Engel, 1984), as a result
of some stimulating factors (Turley and Milliman, 2000; Michon et al, 2005; Faria et al, 2012).

2.1. Ambient smell

The physical point of sale continues to play a key and strategic role, being one of the main points
of contact between the brands and the consumers (Griffit, 1970; Faria et al, 2012).

Many individuals visit and circulate through the commercial spaces without really buying
anything; while some just want to enjoy the spaces, pass time, socialize, be intellectually
stimulated, entertain or simply repeat a previous experience, others choose to delay their
purchases because they don’t find everything they need or simply because they were not
properly stimulated (Faria et al, 2013).
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According to some authors the perception and the interpretation of scents is a complex
phenomenon and consists in biological, psychological and memory answers (Wilkie, 1995; Turley
and Milliman, 2000; Michon et al, 2005). What a marketer shall not ignore is that of the five
human senses, smell is considered to be “... the most closely attached to emotional reactions”
(Michon et al, 2005: 577); therefore, ambient odors in any point of sale must be considered as
an important atmospheric variable to study because fragrances may produce certain reactions
from consumers (Michon et al, 2005).

Some authors don’t find support to the existence of a direct relation (positive or negative effect)
of ambient odor in the consumers’ behavior (Bone and Ellen, 1999); others state that it might
not have a consistent effect (Fiore et al, 2000). However, more and more authors believe that
smell influences/can influence consumers’ willing to buy (Eroglu and Machleit, 1990; Grossbart
et al, 1990; Micthel et al, 1995; Spangenberg et al, 1996; Morrin and Ratneshwar, 2000; Turley
and Milliman, 2000; Michon et al, 2005).

2.2. lLayout

Berman and Evans (1995) tried to present atmospheric stimuli into five categories; they
indentified the exterior of the store, the general interior, the layout, the decoration and the
human variables; for these authors the general interior, the layout and human variables
represent an important role in consumers’ satisfaction. According to these authors it is very
important for managers to adapt the atmospheric elements if they aim to communicate a
certain image to a particular segment or target market and, therefore, induce certain behaviour
(result) on clients. To sum up (Table 1):

Table 1 — Atmospheric stimuli that can affect the Consumer

STIMULO EXAMPLES
Store’s
Exterior

Entries (Doors);
Building size;
Architectural design;
Parking;

Traffic;

Stores all around;
Etc.

Light;

Colours used;
Temperature;
Cleanness;

Etc.

Width of Corridors;
Products’ disposition;
Sections;

Cash registers;
Furniture.

Store’s
Interior

Layouty
Design

Shelves;

Labels;

Sinaletics;

Photos and Sections’ identification;
Etc.

Employees’ good/bad looking;
Uniforms;

Other Clients visiting the store;

° Etc.

Source: Turley and Milliman, 2005

Decoration

Human
Variables
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3. RESULTS OF SYSTEMATIC LITERATURE REVIEW

3.1. Descriptive statistics

Regarding paper distribution per year (see Figure 1), there has been an ascendant tendency. The
first paper was published in 1999, and until 2007, only 19% of papers were published in this
field. Also, it is important to note that, from 2008 until 2012, the papers published represent

81%. This is a clear indicator of the emergence of this field.

Regarding scientific journals that were most representative in terms of number of publications
in the late years (see Figure 2), there is one journal that stands out, Journal of Business Ethics,
which concentrates about 18% of papers of our sample. Other occurrences are barely significant
nevertheless it is interesting to note that when analyzing the journals scope, 25% address
Marketing issues. So we can identify two different approaches regarding the study of CSR and

Price, one from the ethics perspective and the other from the marketing side.

Figure 1. Paper distribution per publication year
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The analysis of top authors showed that there is one author with 4 papers (Sen) and one with 3

papers (Bhattacharya). Both of this authors work together. There are only six authors (Bigne-
Alcaniz, Curras-Perez, Leszczyc, McManus, Mohr & Webb) with two papers each. The remaining

authors only have one paper each.
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3.2. Exploratory galaxies: results from data-mining in Refviz

RefViz defines groups using word count and semantic distance and the researcher uses major
topics and minor topics, together with stop words and thesaurus to ensure quality of the data
mining process (Agrawal, 2009).

Based on calculations of number of words and semantic distance (applied to abstracts, titles and
keywords), as well as the personalized thesaurus available for the analyzed sample, RefViz
software draws maps of literature that can be used to comprehend the invisible colleges, or to
identify trends and gaps based on contrasting different time intervals.

Figure 3 presents the literature map drawn with RefViz 2.0 for the relevant sample characterized
in the previous section. Considering that a key issue in defining the final map is the elimination
of outliers in the first outputs, the literature map we presented was obtained after three
reiterations, when no outlier could be identified, i.e. is a robust output.

Figure 3. Exploratory literature map drawn with RefViz

Looking at Figure 3, it is possible to identify six clusters of references. For the purpose of this
analysis it was decided to group some clusters and name them for content analysis, namely: CSR
perceptions impact on purchase behaviour, social responsibility driven consumer behaviour,
consumer responses to ethical behaviour and cause marketing & reputation.

4. CONTENT ANALYSIS: RESULTS

4.1. CSR perceptions impact on purchase behaviour (group 1)

This group of papers deal with a specific aspect of consumers' behaviour — purchase intention —
and consumers' perceptions about CSR activities. Several papers in this group present evidence
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that supports the relation between perceptions of CSR and purchase behaviour (Oeberseder et
al., 2011; Carvalho et al., 2010; Mohr & Webb, 2005; Alniacik et al., 2011).

However, how this relation occurs is still in dispute. While some (Sen & Bhattacharya, 2001)
argue that under specific conditions, CSR initiatives can even decrease consumers' intentions to
buy, others (Carvalho et al., 2010; Mohr & Webb, 2005) emphasize that CSR has a positive
impact on the evaluation of the company and purchase intentions. A different approach, focused
on communication and information, is taken by Alniacik et al. (2011) putting the emphasis on
negative and positive information about the corporate social and environmental responsibility.
The results demonstrate that positive CSR information about a firm enhances consumers'
intentions to purchase. When looking at the relation between investments in communication
and purchase intention, Bigne-Alcaniz & Curras-Perez (2008) reinforce this approach concluding
that the brand’s CSR image and the corporate ability image influences purchase intention. The
lack of agreement on this issue may be explained by the complexity behind the process of
evaluation of CSR initiatives. As Oeberseder et al. (2011) found this complexity is due to the fact
that consumers distinguish between core, central and peripheral factors when evaluating (and
perceiving) CSR initiatives.

4.2. Social Responsibility Driven Consumer Behaviour (group 2)

Social responsibility drives consumer behaviour leading to positive responses regarding
purchase likelihood (Oezsomer & Altaras 2008), attitudes towards the organisation (Lichtenstein
et al, 2004) and generation of revenue (McManus & Bennet 2011). By aligning the cause with
the type of consumer, organisations may be able to obtain a higher response rate from
customers, thereby increasing the level of consumer involvement and engagement (Mattila &
Hanks, 2012). Also, some studies confirm that CSR influences customer perceptions of price
fairness (Matute-Vallejo et al, 2011), thus helping to improve consumer engagement..

4.3. Consumer responses to ethical behaviour (group 3)

The consumer responses to ethical behaviour are influenced by different factors, namely specific
consumer's ethical consciousness, ethical cognitive effort, perception of ethical justice,
motivation judgment, institutional rationality, and corporate social responsibility-corporate
ability (Deng, 2012). The changing of attitudes of consumers regarding different aspects of
responsibility and the change of consumption habits forces organisations to look for new
alternatives of activities that address corporate social responsibility (Banyte et al, 2010). But in
order to do so, organisations need to know if consumers would be willing to pay higher prices
for ethically produced goods, since they tend to be more expensive to develop (Trudel & Cotte,
2009). Although not fully exploited within the literature there are a few attempts to analyse and
prove that consumers will pay a premium price for products from a social responsible
organisation (Trudel & Cotte, 2009; Arora & Henderson, 2007; Boboc et al, 2009).
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4.4, Cause marketing & reputation

Literature in this field embraces how cause related marketing affects reputation (Eccles et al,
2007) and allows companies to charge premium prices. The number of firms carrying a cause-
related product has significantly increased in recent years (Krishna & Rajan, 2009). Linking
products to a cause tend to increase sales both of that product and, via a spillover effect, of
other products in the firm's portfolio (Krishna & Rajan, 2009). Overall, research in this field
implies that, by owning cause-related products, companies can not only improve their image in
the public eye but also increase profits (Krishna & Rajan, 2009; Elfenbein & McManus 2010).
Regarding research that links auctions, and bidder motives, with social responsibility, results
show that auctions with proceeds donated to charity lead to significantly higher selling prices
(Haruvy & Leszczyc, 2009; Chang, 2008). One might conclude that research demonstrates that
cause related marketing affects reputation in a favourable way and that companies may even
get greater benefits if they adjust marketing strategy to understand which premium price to
charge to which product and cause.

5. DISCUSSION AND FINAL CONSIDERATIONS

One of the initial findings was the confrontation with the small amount of papers that resulted
from the queries. A total of 55 relevant papers within a search equation applied to all years.
Considering that the relevant papers spanned within 11 years, which means an average of about
5 papers per year, this clearly shows little scientific production. Taking into consideration that
80% of the papers were produced between 2008 and 2012, it demonstrates that this is an
unexplored area but with a growing trend.

This research illustrates clear gaps within the scientific literature that can be explored by
researchers wishing to deliver innovative and useful research. In fact, although the analysis
allows identifying four main research areas within the subject, each group comprises just a few
papers (between 6 and 31).

The main topics reflected in each group are CSR perceptions and its relation with purchase
intention (group 1), how CSR drives consumer behavior, namely consumer involvement and
engagement (group 2), the ethical dimension of CSR and its impact on consumer response,
namely the willingness to pay a higher price (group 3), and finally, the case of cause-related
marketing approach (group 4), which may represent a specific form of CSR, allowing companies
to boost their reputation and set up higher prices.

Besides the research implications, empirical implications show that CSR is an important asset for
companies, not only at the operational level — enhancing consumer involvement and
engagement and purchase intention —, but also on a strategic level by reinforcing attitudes
toward the organization and reputation.
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APPENDICES

Appendix 1 — First Search

First search was performed on December 7t", 2012, in three different moments

Search 1, Search 2, and Search 3 which were afterwards combined with an OR operator

Search equation Database Refined by Timespan Lemmatization Results
“csr AND price” IN 36
Topic Social & Behavioural document type = (Article All years ON
“corporate social Sciences (SBS) database or Review) AND Subject 95
responsibility AND of ISI Current Contents Areas = (Business
price” IN Topic Economics)
“social 215
responsibility AND
price” IN Topic

Appendix 2 — Second Search

Second search was performed on December 13, 2012, in fifteen different moments
Search 1 to Search 15 which were afterwards combined with an OR operator
Search equation Database Refined by Timespan Results
“premium price AND csr” IN 2
Topic 2000-2012
“premium price AND social 14
responsibility” IN Topic All years
“premium price AND corporate 8
social responsibility” IN Topic All years
“purchase* behavior AND Social & Behavioural 33
i ibility” Sci SBS
corporate social responsibility ciences (SBS) All years
IN Topic database of ISI
- - Current Contents
“purchase* behavior AND social All years 49
responsibility” IN Topic
“purchase* behavior AND csr IN All years 18
Topic
“price fairness AND csr” IN Topic All years 3
“price fairness AND social All years 8
responsibility” IN Topic
“price fairness AND corporate All years 5
social responsibility” IN Topic
“purchase intention AND 33
corporate social rgspon5|b|l|ty All years
IN Topic
“purchase intention AND social All years 41
responsibility” IN Topic
“purchase intention AND csr” IN All years 18
Topic
“price effects AND csr” IN Topic All years 14
“price effects AND corporate All years 32
social responsibility” IN Topic
“price effects AND social All years 56
responsibility” IN Topic
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Estilos de lideranca e motivacao: Estudo em IPSS’s de V. N.
Famalicao
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** ISMAI - University Institute of Maia, Portugal (<))

ABSTRACT Leadership and motivation are essential aspects for an organization to succeed. The study of
the application of these concepts in Private Institutions of Social Solidarity (IPSS) has not been very
frequent. This study aims to contribute to knowledge about the characteristics of leadership of the
presidents of the IPSS, and knowing what motivates employees of these institutions, in the perception of
the employee and in the perception of the leader. We sought to further understand whether the
leadership style exercised in institutions based on perception of employees influences their motivation.
We applied 189 questionnaires to employees and five presidents to assess their characteristics, the type
of leadership (Multifactor Leadership Questionnaire from Bass and Avolio, 2004), and the factors that
influence the motivation of employees (Scale Multi-Factorial of motivation adapted by Ferreira et al.,
2006). The results suggest that, in the perception of employees, leadership behaviors are mostly
transformational style, although some presidents also exhibit behaviors of transactional style. Leaders
consider that their behaviors have mostly the transformational style. Regarding factors that contribute to
the motivation of employees at work, the most important seem to be reflected in the organization work
and achievement and power, both related to the tasks they perform. It was found that leadership style
does not decisively influence the motivation, nor show any association between the motivation of
employees and their qualifications, age, gender and working time, unlike what happens in the type of
employment contract, which exhibits a statistically significant influence on this motivation.

Keywords: Leadership, Leadership styles, Motivation, Motivation factors, IPSS

1. INTRODUCAO

As organizagdes para serem bem-sucedidas, especialmente em tempo de crise econdémica,
necessitam de colaboradores motivados para atingir os objetivos da organizacdo. Ter um lider
eficaz é fundamental para mobilizar as pessoas, influenciando os outros através da
comunicag¢do, com vista a consecugao dos objetivos organizacionais.

Chiavenato (2007) considera que as organizacdes para produzirem resultados devem
desempenhar fungbes ativadoras, sendo uma delas a lideranga e o uso adequado de incentivos
para conseguir a motivagdo. E, assim, necessario que os gestores conhegcam as motivacdes
humanas e saibam conduzir as pessoas, ou seja, liderar.

Sao muitos os estudos sobre a lideranga e a motivagdo, no entanto, a aplicagao destes conceitos
em Instituicdes Particulares de Solidariedade Social (IPSS) ndo tem sido alvo de muita pesquisa.
O terceiro setor tem a seu cargo a quase totalidade dos servicos sociais, que se traduzem na
prestacdo de servicos e apoio a criangas e jovens, pessoas portadoras de deficiéncia, pessoas
toxicodependentes, pessoas idosas e pessoas em situacdo de dependéncia, através de uma
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I6gica solidaria e em regime de contratualizacdo com o Estado, com uma estrutura hierarquica
definida, o que implica ndo descurar as questdes relacionadas com a lideranga e a motivacgao.
Sdo estes dois conceitos — motivagao e lideranga — no contexto das IPSS que se estudam nesta
investigacdo. Circunscrevemos o estudo ao concelho portugués de Vila Nova de Famalicdo (VNF)
por razGes de conveniéncia e pelo facto de ser um concelho simultaneamente urbano e rural, o
que lhe pode conferir uma maior representatividade e capacidade de generalizacdo externa,
pois leva em conta a diversidade do contexto ambiental. A nossa experiéncia com dezenas de
IPSS ao longo de muitos anos levou-nos a concluir que as dire¢Ges das IPSS tém normalmente
uma gestdo presidencialista, isto €, o presidente da dire¢do tem um poder de decisdo raramente
contrariado, moldando o estilo de lideranca dominante, o que nos levou a questdo de partida
relacionada com o tentar perceber se o tipo de lideranga percecionada pelos colaboradores de
IPSS influencia a sua motivagdo. Assim, os objetivos desta investigacdo prendem-se com o
conhecer as carateristicas de lideranca dos presidentes das IPSS; o que motiva os colaboradores
destas instituicdes; perceber se o tipo de lideranca exercido influencia a motivacdo dos
colaboradores; e perceber se hd semelhancas nas percec¢des dos lideres e dos colaboradores
guanto ao tipo de lideranca exercido e quanto aos fatores que motivam os colaboradores. Estes
objetivos permitem formular as seguintes questdes de investigacao:

1. Quais as carateristicas de lideranca dos lideres das IPSS de VNF na ética dos

colaboradores?

2. Ha semelhancas entre as percec¢des dos lideres e dos colaboradores quanto ao estilo de

lideranca percebido nestas instituicées?

3. O que motiva os colaboradores destas instituicdes no seu contexto laboral?

4. Qual a percegao do lider quanto aos fatores que motivam os trabalhadores?

5. Ha semelhancas entre as percecdes dos lideres e dos colaboradores quanto aos fatores

gue motivam os ultimos?

6. Existe relacdo entre o estilo de lideranca e a motivacdo percebidas pelos colaboradores?

7. As motivagdes dos colaboradores variam conforme o grau de habilita¢des literarias, a

idade, o sexo, tipo de contrato de trabalho e o tempo de trabalho dos mesmos?
Apresenta-se, de seguida, a definicdo e caraterizagdo das IPSS, assim como uma sintese sobre
as teorias da lideranga e da motivagdo que estiveram na base da construgao dos questionarios
aplicados..

2. REVISAO DA LITERATURA

2.1. Instituicoes Particulares de Solidariedade Social — defini¢do e importancia

Varios sdao os autores que fazem a distingdo entre organiza¢des lucrativas e as sem fins
lucrativos. Carvalho (2005) faz uma sintese destas distin¢des e, de forma sustentada, considera
gue o que diferencia as organiza¢6es sem fins lucrativos das organiza¢des com fins lucrativos é
o estatuto juridico dessas entidades, o qual, para as primeiras, ndo permite a distribuicao dos
lucros pelos proprietarios das instituicdes ou seus financiadores, assim como a diferenga no
desiderato principal dos promotores dos dois tipos de organizac¢des.
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A definicdo das IPSS é sugerida por diversos autores (e.g. Carvalho, 2005; Bordalo e Cruz, 2010;
Azevedo et al., 2012). As IPSS sdo institui¢cGes constituidas por iniciativa de particulares, sem fins
lucrativos, para responder ao dever ético de solidariedade e de justica entre os individuos, com
o objetivo de facultar respostas de acdo social, como o apoio a criangas e jovens, apoio as
familias, protecao dos cidadaos na velhice e invalidez e em todas as situa¢des de falta ou
reducdo de meios de subsisténcia e de incapacidade para o trabalho, promoc¢do e protecao na
saude, promocdo da educacdo e formacdo profissional dos cidaddaos e contribuicdo para a
integracdo social e comunitdria e promog¢do do desenvolvimento das comunidades (Constituicdo
da Republica Portuguesa, art.2 632, n2 3; Decreto-Lei n.2 119/83, de 25 de fevereiro; Bordalo e
Cruz, 2010).

De acordo com Salamon e Anheier (1997), as organizagdes sem fins lucrativos sdo organizagdes
(“entidades com um propdsito a cumprir”), privadas (“ndo pertencem ao aparelho do Estado,
ndo sdo publicas”), ndo distribuidoras de lucro (podem gerar retorno, mas este nao é distribuido,
é reinvestido na organizacdo), autogovernadas (ndo estdo dependentes de outras entidades
externas para a tomada de decisdo), e que podem ter trabalho voluntdrio (“podem ter
voluntdrios como colaboradores”). Estas caracteristicas deste tipo de organizagcdes foram
sintetizadas na definicdo de Carvalho (2005: 23), que afirma o facto de serem “entidades de
iniciativa privada, que fornecem bens, servigos e ideias para melhorar a qualidade de vida em
sociedade, que nGo remuneram os detentores e fornecedores de capital, e utilizam muitas vezes
trabalho voluntdrio”. Este autor considera que o objetivo principal das IPSS é satisfazer as
necessidades dos clientes, considerando que a lucratividade é substituida por varidveis como o
aumento da qualidade de vida dos clientes e da sociedade em geral.

As IPSS podem ter diferentes formas juridicas: associa¢des de solidariedade social, associacGes
de voluntarios de acdo social, associacGes de socorros mutuos, irmandades da misericérdia e
fundagbes de solidariedade social.

De acordo com Sousa et al. (n.d.), as IPSS tém um peso considerdvel na economia portuguesa.
N3ao é possivel quantificar com exatiddo o peso das IPSS na economia portuguesa, contudo, em
2008, tera sido superior a 1,7% do PIB, 2,9% das remunerag¢des e 2,4% do consumo final. A
autora considera que a importancia econdmica direta das IPSS na economia portuguesa sera
superior a de atividades como o fabrico de material de transporte ou as Industrias da Madeira,
Pasta, Papel e Cartdo. A nivel europeu, Portugal esta entre os trés primeiros Estados membros
da Unido Europeia em termos de importancia econdmica das IPSS, “sendo apenas inferior ao
valor registado pelo Luxemburgo (3,2%) e pela Finldndia (3,0%)” (Sousa, n.d.: 13)..

2.2. Liderangca

A lideranga é um conceito que tem sido alvo de muitos estudos no contexto das ciéncias sociais
e humanas, merecendo uma especial aten¢dao no ambito da Teoria Organizacional. Chiavenato
(2001) considera que a lideranga é necessaria em todos os tipos de organizagdo humana, sendo
fundamental em todas as fun¢des da Gestdo. Este autor define a lideranga como “a influéncia
interpessoal exercida numa situag¢do, sendo conduzida por meio do processo da comunicagéo
humana, levando a consecugdo de um ou mais objetivos especificos” (Chiavenato, 2007: 307).
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As principais teorias classicas da lideranca podem ser agrupadas em trés grandes grupos: a
Teoria dos Tracos ou Carateristicas dos Lideres, as Teorias Comportamentais e as Teorias
Situacionais ou Contingenciais.

A Teoria dos Tracos ou Carateristicas dos Lideres assenta na ideia de que os verdadeiros lideres
devem possuir determinadas carateristicas que os distinguem do ndo-lideres. Segundo
Chiavenato (2004), esta teoria parte do pressuposto de que certos individuos possuem uma
combinacdo especial de carateristicas, as quais poderado ser utilizadas para identificar futuros
lideres e para avaliar a eficacia potencial de uma determinada lideranca.

As Teorias Comportamentais estudam a lideranga tendo em conta o comportamento do lider,
defendendo que, de um modo geral, determinados comportamentos especificos diferenciam os
lideres dos ndo-lideres. Nesta abordagem, enquadram-se os estudos realizados na década de 40
do século XX na Universidade de Ohio, que identificam duas dimensdes no comportamento dos
lideres, que tém a ver com as estruturas de iniciacdo e de consideracdo, onde a combinacdo do
grau de cada uma delas classifica as diversas formas de lideranga (Hersey e Blanchard, 1986); e
trés estudos da Universidade de Michigan, em que um classifica o comportamento dos lideres
em dois grupos: o do comportamento centrado nas preocupacdes com a tarefa e o do
comportamento centrado nas relagGes pessoais (Likert, 1971); um segundo define os quatro
estilos de liderancga (Likert, 1971) — Autocratico-Coercivo, Autocratico-Benevolente, Consultivo
e Participativo; e um terceiro concretiza-se na apresentacdo da grelha de gestdo de Blake e
Mouton (1964), a qual consiste numa matriz bidimensional com duas varidveis: a preocupacao
com as pessoas e a preocupac¢do com a producdo, de onde resultam posi¢Ges de lideranga com
enfoques diferentes.

As Teorias Situacionais ou Contingenciais defendem que o comportamento mais apropriado
para um lider depende das situacdes ou circunstancias concretas em que o lider se encontra.
Enquadram-se nesta perspetiva a teoria “caminho-objetivo” de House (1971), que considera
que o lider deve ter em atencdo a situacdo que enfrenta tendo em conta as carateristicas do
ambiente e as carateristicas dos subordinados; a teoria do “continuum de lideranga” de
Tannenbaum e Shimdt (1973), que defende que a escolha do tipo de lideranga eficaz depende
das carateristicas do lider, das carateristicas dos subordinados e dos requisitos da situacdo; a
teoria da contingéncia de Fiedler (1964), que defende que uma pessoa se torna lider ndo sé
pelos seus atributos, mas também pela coexisténcia de varios fatores situacionais e de interagdo
entre o lider e os subordinados; e a teoria situacional de Hersey e Blanchard (1986), que defende
que o estilo de lideranga mais eficaz varia conforme a maturidade dos subordinados e as
carateristicas da situagao.

As abordagens mais recentes da Lideranca destacam a Lideranca Carismdtica, a Lideranca
Transformacional e a Liderang¢a Transacional, as quais tém tido grande aceitagdo internacional.
A Teoria da Lideranga Carismatica, de House (1977), defende que os lideres apresentam
comportamentos ou carateristicas, tais como: visdo e autoconfianca, elevadas expetativas e
confianga nos subordinados, magnetismo pessoal influenciando fortemente as pessoas, e
faculdades excecionais que os diferenciam dos outros (Chiavenato, 2004). Segundo House
(1977), a liderancga carismatica comporta quatro aspetos: tragos do lider, comportamentos do
lider, situagGes facilitadoras e efeitos sobre os seguidores. As consequéncias destes aspetos nos
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seguidores sdo diversas: eles apresentam crencas semelhantes as do lider, aceitam-no sem
qguestionamento, sentem afeicdo por ele, tém vontade de lhe obedecer, identificam-se com ele,
envolvem-se na missdo que ele corporiza, perfilham objetivos ambiciosos e sentem-se capazes
de contribuir para o sucesso da missdo do grupo (Pina e Cunha et al., 2006).

Outra teoria é a da Lideranga Transformacional (Burns, 1978; Bass, 1985), que defende que o
lider estabelece padrées de conduta fascinantes, baseando-se na mudanca de valores e crengas
e na inovagao. Estes lideres lidam facilmente com conceitos abstratos como a missao e a visao
(Chiavenato, 2004). Segundo Bateman e Snell (2007), o lider transformacional motiva as pessoas
a transcenderem os seus interesses em beneficio do bem comum. De acordo com Pina e Cunha
et al. (2006), os lideres conseguem obter grandes mudancas e elevados desempenhos. Burns
(1978) realizou o seu trabalho com lideres politicos, mostrando que o processo transformacional
leva os lideres e os seguidores para niveis superiores de moralidade e motivagdo. Os lideres
promovem a consciéncia dos seguidores apelando a valores como a justica, a liberdade, o
humanismo, e ndo através de emog¢des como o medo, a inveja ou o ddio (Burns, 1978). O lider
transformacional gera entusiasmo através do seu carisma e da atengdo individualizada que da
aos seus seguidores, delegando tarefas desafiadoras as pessoas merecedoras, mantendo a
comunica¢do aberta, uma orientacdo individual para o desenvolvimento do pessoal, e um
estimulo intelectual que transfere para os colaboradores (Bateman e Snell, 2007). A lideranca
transformacional permite prever a motivacao dos colaboradores, o que, por sua vez, permite
prever um aumento da criatividade (Bateman e Snell, 2007). A lideranga transformacional é
também definida pelos efeitos que causa nos seus seguidores: estes confiam, admiram, sdo leais
e respeitam o lider, dispondo-se a desempenhar tarefas além das consignadas na sua funcdo. O
lider consegue que os seguidores sejam mais conscientes da importancia dos objetivos, induz a
gue transcendam esses objetivos em prol dos interesses da organizacdo, e ativa as suas
necessidades de ordem mais elevada. Este tipo de lideranga tende a relacionar-se mais
positivamente com o desempenho individual e com a eficdcia organizacional (Pina e Cunha et
al., 2006). Os lideres transformacionais tornam-se fonte de inspiragdo através do seu
compromisso, da sua perseveranga para com a missdo da organizagdo, assumindo riscos, para
conseguir alcancar os seus objetivos, questionando até as estratégias bem-sucedidas de forma
a melhora-las ao longo do tempo (Bass e Avolio, 2004). Estes autores consideram que a principal
carateristica destes lideres é conseguir transformar os seus seguidores também em lideres
transformacionais. Este efeito é denominado por “cascata de lideranga” (Bass e Avolio, 2004). A
teoria da Lideranga Transformacional de Burns (1978) foi aprofundada por Bass (1985) que
distinguiu a Lideranga Transformacional da Lideranga Transacional.

A Teoria da Lideranga Transacional defende que o lider guia ou motiva os seus seguidores para
atingir metas estabelecidas, esclarecendo as exigéncias do papel e da tarefa. De acordo com
Chiavenato (2004), é carateristica deste tipo de lideranca a troca de recompensas, promessas
de recompensas, ou reconhecimento do sucesso pelo esforco e bom desempenho. Segundo
Bateman e Snell (2006), a lideranga transacional, ao contrario da lideranga transformacional,
nao entusiasma, ndo transforma, ndo fortalece e ndo inspira as pessoas a focarem-se nos
interesses da organizacdo. Trata-se de uma lideranga consubstanciada em processos de troca
entre lideres e seguidores Chiavenato (2004). No seu formato mais interventor, chamado de
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gestdo ativa por excecdo, o lider especifica os padrdoes desejados de comportamento,
monitorizando de perto os desvios ou erros, podendo punir quem ndo cumpra tais padrdes. Na
sua forma mais passiva, o lider espera que os problemas aparecam antes de tomar medidas, ou
ndo age de todo, apresentando caracteristicas denominadas, por isso, de liderancga laissez-faire
(Bass, Avolio, Jung, Berson, 2003).

Enquanto Burns (1978) considera as liderangas transacional e transformacional como extremos
opostos de um continuo, Bass (1985) prefere considera-las como processos distintos mas
complementares. O lider pode recorrer a ambos os estilos em situa¢des distintas, mas também
os pode usar em simultaneo. Ambos podem ser eficazes em fungao da realidade em presencga:
a lideranca transformacional serd mais eficaz em periodos de fundacdo organizacional e de
mudanca, enquanto a liderancga transacional sera mais eficaz em periodos de evolugdo lenta em
ambientes estaveis (Bass, 1985).

2.3. Motivagao

“O comportamento humano ndo é causal nem aleatdrio, é antes orientado e dirigido para algum
objetivo” (Chiavenato, 2007: 296). Assim, Chiavenato (2007) considera que o comportamento
humano é o resultado das motivacdes. Para o mesmo autor, o “motivo é a for¢ca ou impulso que
leva a pessoa a agir de determinada maneira, isto é, que dd origem a um comportamento
especifico” (Chiavenato, 2007: 296). Sendo a motivacdo materializada num comportamento
causado pelas necessidades de um individuo, visando atingir objetivos que podem satisfazer
essas necessidades (Chiavenato, 2001). Segundo lvancevich et al. (1997), a motivacdo pode ser
definida como o “conjunto de for¢as que impulsiona o comportamento e determina a sua forma,
diregdo, intensidade e duragdo”.

Assim, é importante que os lideres das organiza¢gdes conhecam as necessidades humanas de
forma a compreender o comportamento das pessoas e, dessa forma, utilizar a motivagdo para
melhorar a qualidade de vida nas organiza¢des (Chiavenato, 2007). Uma pessoa altamente
motivada ira provavelmente trabalhar de forma mais intensa para alcancar as metas pessoais e
organizacionais, melhorar o seu desempenho e, consequentemente, ser mais produtiva. Os
lideres devem, assim, ter a nogao clara do tipo de comportamento que querem motivar nas
pessoas (Bateman e Snell, 2007). Neste ambito, existem varias teorias que passamos a descrever
sucintamente:

2.3.1. Teoria dos Motivos (McClelland, 1965)

McClelland (1965) dividiu os motivos ou necessidades em trés grupos: motivo de sucesso
(representa uma orientacdo para a exceléncia, a melhoria do desempenho); motivo afiliativo
(orientagdo para relagGes amistosas e cooperativas); e motivo de poder (representa uma
orientagdo para o prestigio e para a produgdo de impacto nos comportamentos ou emogdées das
outras pessoas) (Pina e Cunha et al., 2006).

Filipa Azevedo e Jodo M. S. Carvalho 41
Estilos de lideranca e motivacdo: Estudo em IPSS’s de V. N. Famalicdo



= SOMS

m
1
Ié= Stuties of Organisafional Studies of Organisational Management & Sustainability, 2 (1), 36-60
]

Management & Sustainability

2.3.2. Teoria da Fixagdo de Objetivos (Latham e Locke, 1979)

Latham e Locke (1979) defendem que o efeito motivador para um comportamento passa pela
identificacdo do tipo de objetivos capazes de produzir niveis de desempenho mais elevados,
surgindo o acronimo SMART (specific, measurable, agreed/attainable, realistic/relevant e timed)
para identificar as carateristicas que os objetivos devem ter (Doran, 1981). Esta teoria defende
que os trabalhadores serdo tanto mais empenhados quanto maiores forem as suas expetativas
em atingir os objetivos, quanto mais motivadores estes se revelarem, quanto maior for a ligacao
gue percecionam existir entre a consecucdao dos objetivos e a obtencdo de recompensas, e
quanto maior for o valor que atribuem a essas recompensas (Pina e Cunha et al., 2006; Santos,
2008).

2.3.3. Teoria das Carateristicas da Fungdo (Hackman e Oldham, 1980)

Hackman e Oldham (1980) consideram que as carateristicas que contribuem para fazer de uma
fungdo uma fonte de motivacdo sdo cinco: variedade, identidade, significado, autonomia e
feedback. Pina e Cunha et al. (2006) referem que a presenca destas carateristicas numa funcao
tende a aumentar a motivacao intrinseca dos empregados e a satisfacdo geral face ao trabalho.
Estes autores consideram, ainda, que esta relacdo entre aquelas carateristicas e a motivacao é
moderada pelas necessidades de crescimento ou realizacdo pessoal e profissional, assim como
pela capacidade da pessoa para corresponder as exigéncias do trabalho, e a sua satisfacdo com
o contexto e os fatores externos que influenciam a percec¢do das carateristicas da tarefa.

2.3.4. Teoria do Envolvimento Organizacional (Allen e Meyer, 1990)

Allen e Meyer (1990) consideram que existem trés dimensdes para o envolvimento
organizacional: afetiva, instrumental e normativa. A abordagem afetiva contempla a crenga na
aceitacdo dos valores e objetivos da organiza¢do, partindo do principio que o colaborador
desenvolve um esforco consideravel em prol da organizacdo. A abordagem instrumental
defende o envolvimento como o comprometimento implicado nas a¢des de cada individuo na
organizacao, sendo que os colaboradores permanecem na instituicdo pela avaliacdo dos custos
e beneficios que estdo associados a sua saida da organiza¢do. A abordagem normativa tem a ver
com o facto de as pessoas comprometidas exibirem comportamentos que acreditam serem os
moralmente certos. Assim, Allen e Mayer (1990) consideram que os colaboradores se sentem
envolvidos com a organizacdo se desenvolverem um forte comprometimento afetivo,
demonstrando que permanecem na organizagdo porque estdo implicados afetiva e
emocionalmente com esta (Ferreira et al, 2006). Considera-se, assim, que o envolvimento é uma
medida determinante na produtividade, contribuindo fortemente para a motiva¢do no trabalho
(Ferreira et al., 2006; Campos et al., 2009).
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3. METODOLOGIA

De modo a dar resposta as questdes de investigacdo, decidimos realizar um estudo empirico de
carater exploratdrio, utilizando uma estratégia quantitativa transversal com base numa amostra
representativa das IPSS do concelho de VNF.

3.1. Populagdo e amostra

A populacdo de estudo sdo todos os lideres e colaboradores das 43 IPSS do concelho de VNF em
outubro de 2013, os quais constituem os elementos amostrais, sendo que as unidades amostrais
sdo constituidas pelas IPSS, tendo a recolha de dados ocorrido entre margo e maio de 2014.

O método de selecdo da amostra foi aleatério e estratificado de acordo com a localizacao
geografica da instituicdo no concelho: zona urbana e zona rural. Pretendia-se estudar dez
instituicdes (4 urbanas + 6 rurais), mas sé foi possivel recolher dados em cinco delas (2 + 3). No
total, a amostra foi constituida por 189 colaboradores e 5 presidentes das instituicdes. Foi
garantido o anonimato e, por isso, as instituicdes serdo designadas por IPSS A, IPSS B, IPSS C,
IPSS D, e IPSS E.

The analysis of top authors showed that there is one author with 4 papers (Sen) and one with 3
papers (Bhattacharya). Both of this authors work together. There are only six authors (Bigne-
Alcaniz, Curras-Perez, Leszczyc, McManus, Mohr & Webb) with two papers each. The remaining
authors only have one paper each.

3.2. Instrumentos e medidas

Utilizaram-se dois inquéritos: um para os presidentes e outro para os colaboradores destas
organizagdes.

Para medir a percecao sobre os estilos de lideranca foi aplicado o Questionario Multifatorial da
Lideranga (QML), desenvolvido por Bass e Avolio (2004), nas suas duas versoes, para lideres e
para colaboradores. Cada questionario é composto por 45 questdes que medem
comportamentos, permitindo determinar o tipo de lideranga principal: Transformacional,
Transacional ou Laissez Faire.

Na tabela 1 sdao apresentados os comportamentos possiveis de avaliar no Questiondrio
Multifatorial da Lideranca, segundo Bass e Avolio (1994, 2004) como foi citado por Ferreira
(2012). A escala de resposta nesta escala é de tipo-Likert, variando entre 0 = “De forma alguma”
até 4 = “Frequentemente ou sempre”.
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Tabela 1 - Tipo de lideranga e categorias do QML

Tipos de Lideranga Categorias

Atributos de Influéncia Idealizada
Comportamentos de Influéncia Idealizada
Motivagdo Inspiracional

Estimulo Intelectual

Consideragdo Individual

Recompensa pelos Objetivos Atingidos
Gestdo por Excegdo Ativa

Gestdo por Excegdo Passiva
Laissez-faire — Auséncia de Lideranga
Esforgo Extra

Resultados de Lideranga Eficacia

Satisfagdo

Transformacional

Transacional

Laissez-Faire

L XOINDL A WD

Para medir a motivacdo usou-se uma adaptacdo da Escala Multifatorial de Motivacdo no
Trabalho (Multi-Moti, de Ferreira et al., 2006). Foi utilizada uma versao para o lider para avaliar
a percecao deste em relacdo aos fatores que motivam os colaboradores e uma versao para os
colaboradores para avaliar os seus fatores motivacionais para o trabalho. Assim, poder-se-a
comparar a percecao do lider quanto aos fatores que motivam os colaboradores com os fatores
gue motivam os colaboradores. O questionario é composto por 28 questdes que contemplam
as teorias de Hackman e Oldham (carateristicas da fun¢do), de McClelland (motivos), de Latham
e Locke (fixagdo de objetivos) e de Allen e Meyer (envolvimento organizacional). Utilizou-se a
escala de Likert para as respostas: de 1 = “Discordo totalmente” até 5 = “Concordo totalmente”.
Na parte inicial do questiondrio para os colaboradores é feita a caraterizacao dos respondentes,
identificando-os quanto ao género, a idade, as habilitagGes literarias, o tipo de contrato de
trabalho, e o tempo de trabalho na instituicdo. Para o lider as questdes de caraterizagdo dizem
respeito ao género, idade, habilitagcbes literdrias, tempo de trabalho nas funcbes que
desempenha atualmente, respostas sociais que a instituicdio desenvolve e numero de
colaboradores a sua responsabilidade.

Para o tratamento de dados foi utilizado como ferramenta o SPSS (Statistical Package for Social
Sciences), versao 22, sendo calculadas as estatisticas descritivas e inferenciais necessarias para
dar resposta as questées de investigacao.

4. APRESENTACAO, ANALISE E DISCUSSAO DE RESULTADOS

As instituicdes, estudadas na amostra, desenvolvem as seguintes respostas sociais: Lar, Centro
de dia, Creche, Jardim-de-infancia, Servico de Apoio Domicilidrio, Centro de Atividades
Ocupacionais e Centro de Atividades de Tempos Livres.

A caraterizagdo dos lideres das IPSS da amostra é apresentada nas tabelas 2, nomeadamente a
sua distribuicdo por género, idade, habilitacdes literarias e tempo de trabalho na instituicdo.
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Tabela 2 - Caraterizagao dos lideres das IPSS

Género n % Classe etaria n %
Masculino 3 60 Dos 25 aos 35 anos 1 20
Feminino 2 40 Dos 35 aos 45 anos 1 20

Total 5 100 Mais de 45 anos 3 60
Habilitagdes n % gotal 5 100
literarias Tempo de trabalho n %
Até ao 122 ano 1 20 na Institui¢do
Bacharelato 1 20 De 1a2 anos 1 20
Licenciatura 1 20 De 2 a 10 anos 1 20
Mestrado 1 20 Mais de 10 anos 3 60
Doutoramento 1 20 Total 5 100
Total 5 100

Verifica-se, nesta amostra, que os lideres das IPSS sdo, maioritariamente, do sexo masculino
(60%), tém mais de 45 anos (60%) e mais de 10 anos na instituicdo (60%). Quanto as habilitacdes
literarias, os lideres distribuem-se igualmente pelos cinco niveis considerados.

De seguida, sdo apresentados os resultados referentes aos estilos de lideranca e a motivacdo
nos colaboradores das IPSS do concelho de VNF, recorrendo ao Questionario Multifatorial de
Lideranca (QML) e a Escala Multifatorial de Motivacdo no Trabalho (Multi-Moti), tendo em conta
as questdes de investigacdo definidas.

Procedeu-se a avaliacdo da fiabilidade das escalas através do coeficiente alfa a de Cronbach
(tabela 3). De acordo com Hill e Hill (2008), uma escala pode considerar-se aceitavel quando o
valor é superior a 0,6. No Questionario Multifatorial de Lideranca todas as subescalas
apresentam valores acima de 0,7, exceto a escala de Gestdo por Excecdo Passiva. Na Escala
Multifatorial de Motivacdo no Trabalho todas as subescalas obtiveram valores acima de 0,6,
exceto a subescala Envolvimento. Ainda assim, de modo a ndo descaraterizar as escalas globais,
que apresentam boas medidas de fiabilidade (todas com a > 0,7), resolvemos manter estas
subescalas na analise.

Tabela 3 — Andlise de fiabilidade das escalas

Escalas a de Cronbach N2 de itens
Motivagdo (Multi-Moti) 0,776 28
Organizagdo do trabalho 0,781 7
Motivagdo para o desempenho 0,611 7
Realizagdo e poder 0,593 7
Envolvimento 0,408 7
Lideranga Transformacional (QML) 0,955 20
Influéncia idealizada — atributos 0,809 4
Influéncia idealizada — comportamentos 0,768 4
Motivagdo inspiracional 0,891 4
Estimulo intelectual 0,782 4
Consideragdo individual 0,813 4
Lideranga Transacional (QML) 0,834 8
Recompensa pelos objetivos atingidos 0,765 4
Gestdo por excegdo ativa 0,717 4
Lideranga laissez-faire (QMIL) 0,754 8
Gestdo por excegdo passiva 0,454 4
Auséncia de lideranga 0,729 4
Resultados de lideranga (QML) 0,948 9
Esforgo extra 0,863 3
Eficacia 0,879 4
Satisfagdo 0,817 2
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Questdo de investigacdo 1: Quais as carateristicas de lideran¢a dos lideres das IPSS de VNF na
otica dos colaboradores?

Questdo de investigag¢do 2: Hd semelhancas entre as percegdes dos lideres e dos colaboradores
quanto ao estilo de lideranga percebido nestas instrituicées?

Na tabela 4 sdo apresentadas as pontuacdes médias obtidas com as subescalas dos estilos de
lideranca dos presidentes das IPSS, na dtica dos colaboradores.

Tabela 4 - Estilos de lideranga na ética dos colaboradores

IPSS A IPSS B IPSS C IPSS D IPSS E

Lideranga transformacional 2,22 2,20 2,27 2,42 2,35
Influéncia ldealizada — Atributos 2,27 2,18 2,38 2,40 2,47
Influéncia Idealizada — Comportamentos 2,21 2,21 2,23 2,42 2,35
Motivagdo Inspiracional 2,22 2,28 2,28 2,50 2,40

Estimulagdo Intelectual 2,20 2,18 2,25 2,33 2,31

Consideragao Individual 2,20 2,18 2,25 2,33 2,31

Lideranca transacional 2,22 2,21 2,27 2,37 2,34

Recompensa pelos objetivos atingidos 2,18 2,22 2,21 2,34 2,27
Gestdo por excegao ativa 2,26 2,21 2,35 2,37 2,45

Lideranca Laissez-faire 2,14 2,14 2,16 2,24 2,26

Gestdo por excegdo passiva 2,13 2,12 2,13 2,14 2,23

Auséncia de lideranga 2,16 2,16 2,18 2,33 2,28

As variaveis lideranga transformacional, lideranga transacional e lideranca laissez-faire foram
testadas quanto a sua normalidade através de um teste Kolmogorov-Smirnov com correcao de
Lillefors, tendo-se verificado que seguem essa distribuicdo na populacdo. Como tal, é possivel
realizar testes t para amostras relacionadas, comparando as médias obtidas em cada estilo de
lideranga, em cada IPSS.

Na IPSS A, podemos verificar que a lideranca transformacional e a lideranca transacional
apresentam uma média igual de 2,22, seguido da lideranca laissez-faire com 2,14. De salientar
que nas subescalas, a variavel que mais se destaca é a influéncia idealizada — atributos com o
valor mais elevado (2,27), sendo que o valor médio mais baixo é o da gestdo por excecdo passiva
(2,13).

Realizaram-se testes t e verificou-se que entre a liderang¢a transformacional e a lideranga
transacional ndo existe uma diferenca estatisticamente significativa (t = -0,382 ; p = 0,704), mas
entre estas e a lideranca laissez-faire ja as diferencas apresentam significado estatistico (t = 4,03
;1=6,164 ; p <0,001). Como tal, podemos concluir que os estilos de lideranca transformacional
e transacional sdo percecionados pelos colaboradores da IPSS A como dominantes, ndo sendo
clara a distingdo entre eles. O lider apresenta carateristicas dominantes do estilo
transformacional, segundo a sua prépria perce¢do. Assim, estamos na presenca de um
presidente capaz de motivar os colaboradores para atingir os objetivos da instituicao, que
entusiasma os colaboradores através do seu carisma, delegando-lhes tarefas desafiadoras e
orientando-os para o desenvolvimento pessoal. De acordo com as carateristicas de Influéncia
idealizada de um lider, este propde solu¢des inovadoras para lidar com problemas criticos,
mostrando determinagdo e convicgao.
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Pode dizer-se que, quanto as carateristicas de lideranca transformacional, presidente e
colaboradores tém a percecdao de que existem, mas quanto as carateristicas transacionais o
presidente ndo lhes reconhece relevancia maior. Parece que, dependendo da situacdo, aos olhos
dos colaboradores, o presidente tem comportamentos que o levam a ter um estilo de lideranca
mais transformacional, assim como também tem comportamentos em que é identificado como
lider transacional. De acordo com Bass (1985), o lider pode recorrer a ambas em situagbes
distintas ou usar os dois tipos de lideranga em simultaneo.

Na IPSS B, verifica-se que o tipo de lideranca mais identificado pelos colaboradores é o da
lideranca transacional com uma média de 2,21, seguido da liderang¢a transformacional com 2,20
e da liderancga laissez-faire com 2,14. De entre as subescalas, a variavel que mais de destaca é a
motivagdo inspiracional com 2,28 de média, enquanto o valor mais baixo é o da varidvel gestdo
por excegdio passiva com 2,12.

Nos testes t verificou-se que entre a lideranc¢a transformacional e a lideran¢a transacional nao
existe uma diferenca estatisticamente significativa (t =-0,606 ; p = 0,551), mas entre a lideranca
transformacional e a lideranga laissez-faire ja a diferenca apresenta significado estatistico (t =
3,098 ; p < 0,01) assim como entre a lideranca transacional e a lideranca laissez-faire (t = 7,097
; p < 0,001). Como tal, podemos concluir que os estilos de lideranca transformacional e
transacional sdo percecionados pelos colaboradores da IPSS B como dominantes. O lider
apresenta carateristicas dominantes do estilo transformacional, segundo a sua prdpria
percecdo. Assim, estamos na presenca de um presidente capaz de motivar os colaboradores
para atingir os objetivos da instituicdo, que entusiasma os colaboradores através do seu carisma,
delegando-lhes tarefas desafiadoras e orientando-os para o desenvolvimento pessoal. De
acordo com as carateristicas de motivagdo inspiracional de um lider, este aumenta o otimismo
e entusiamo dos colaboradores, comunicando com fluéncia e confiangca ao mesmo tempo que
promove expetativas positivas sobre o que precisa de ser feito. Conclui-se, quanto as
carateristicas de lideranca transformacional, o presidente e os colaboradores tém a percecdo de
que existem, mas quanto as carateristicas transacionais o presidente ndo as reconhece de forma
relevante. Dependendo da situagdo, parece que o presidente tem comportamentos que indicam
pertencer ao estilo de lideranca transformacional assim como também tem comportamentos
em que se identifica com um lider transacional.

Na IPSS C, verifica-se que a lideranga transformacional e a lideranga transacional tém valores
médios iguais de 2,27, seguidos da lideranca laissez-faire com 2,16. De entre as subescalas, a
variavel com valor médio mais elevado é a influéncia idealizada — atributos com 2,38, sendo que
a subescala com valor médio mais baixo é a gestdo por excegdo passiva com uma média de 2,13.
Nos testes t verificou-se que entre a lideranga transformacional e a lideranga transacional ndo
existe uma diferenca estatisticamente significativa (t = 0,329 ; p = 0,744), mas entre estas e a
lideranga laissez-faire ja as diferencas apresentam significado estatistico (t = 5,312 ;t=7,922 ;
p < 0,001). Como tal, podemos concluir que os estilos de lideranca transformacional e
transacional sdao percecionados pelos colaboradores da IPSS C como dominantes. O lider
apresenta carateristicas dominantes do estilo laissez-faire, segundo a sua prépria percegao.
Assim, segundo a percecao dos colaboradores, estamos na presenca de um presidente capaz de
motivar os colaboradores para atingir os objetivos da instituicdo, que entusiasma os
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colaboradores através do seu carisma, delegando-lhes tarefas desafiadoras e orientando-os
para o desenvolvimento pessoal. De acordo com as carateristicas de Influéncia idealizada de um
lider, este propde solugdes inovadoras para lidar com problemas criticos, mostrando
determinacdo e convic¢do. Conclui-se que os colaboradores e o presidente ndo tém uma
percecdo igual quanto ao estilo de lideranca exercido. Enquanto os colaboradores percecionam
o estilo de lideranga como transformacional, o lider considera que o seu estilo de lideranca é
laissez-faire. Esta diferenca de percecao pode ser um indicador de falta de comunicacdo entre o
presidente e os colaboradores, talvez porque a presenca fisica do presidente ndo seja constante
na instituicdo. Muitas vezes, nas IPSS, o presidente é o paroco da freguesia por imposi¢ao dos
estatutos, como acontece neste caso, o que pode levar a um fraco envolvimento do mesmo,
delegando as suas responsabilidades no Diretor Técnico da institui¢ao.

Na IPSS D, verifica-se que o tipo de lideranca mais identificado pelos colaboradores é o da
lideranca transformacional com 2,42 de média, seguido da lideranca transacional com 2,37 e da
lideranca laissez-faire com 2,24. De entre as subescalas, a varidvel com média mais elevada é a
motivagdo inspiracional com 2,50 de média e a varidvel com média mais baixa é a gestdo por
excegdo passiva com 2,14.

Nos testes t verificou-se que, em todos os pares, existem diferencas estatisticamente
significativas, isto é, entre a lideran¢a transformacional e a lideranga transacional (t = 2,231 ; p
< 0,01), entre a lideran¢a transformacional e a lideranga laissez-faire (t = 6,455 ; p < 0,001), e
entre a lideranca transacional e a lideranca laissez-faire (t = 6,336 ; p < 0,001). Como tal,
podemos concluir que o estilo de lideranga transformacional é percecionado pelos
colaboradores da IPSS D como dominante. O lider apresenta também carateristicas dominantes
do estilo transformacional, segundo a sua prdpria percecdo. Assim, podemos assumir que
estamos na presenca de um presidente capaz de motivar os colaboradores para atingir os
objetivos da instituicdao, que entusiasma os colaboradores através do seu carisma, delegando-
Ihes tarefas desafiadoras e orientando-os para o desenvolvimento pessoal. De acordo com as
carateristicas de Motivagdo Inspiracional de um lider, este aumenta o otimismo e entusiamo
dos colaboradores, comunicando com fluéncia e confianga ao mesmo tempo que promove
expetativas positivas sobre o que precisa de ser feito. Conclui-se que este lider tem uma posicao
assumida quanto ao estilo de lideranga que exerce, a qual é claramente identificada pelos
colaboradores.

Na IPSS E, verifica-se que o tipo de lideranca mais identificado pelos colaboradores é o da
lideranga transformacional com média de 2,35, seguido da liderang¢a transacional com 2,34 e da
lideranga laissez-faire com 2,26. De entre as subescalas, a varidvel com média mais elevada é a
influéncia idealizada — atributos com 2,47, e a varidvel com média mais baixa é a gestdo por
excecdo passiva com 2,23 de média.

Nos testes t verificou-se que entre a lideranga transformacional e a lideranga transacional ndo
existe uma diferenga estatisticamente significativa (t = 0,816 ; p = 0,42), mas entre estas e a
lideranga laissez-faire ja as diferencas apresentam significado estatistico (t = 5,827 ; t = 6,782 ;
p < 0,001). Como tal, podemos concluir que os estilos de lideranga transformacional e
transacional sdo percecionados pelos colaboradores da IPSS E como dominantes. O lider
apresenta carateristicas dominantes do estilo transformacional, segundo a sua prdpria
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percecdo. Assim, segundo a percecdao dos colaboradores, estamos na presenca de um
presidente capaz de motivar os colaboradores para atingir os objetivos da instituicdo, que
entusiasma os colaboradores através do seu carisma, delegando-lhes tarefas desafiadoras e
orientando-os para o desenvolvimento pessoal. De acordo com as carateristicas de Influencia
idealizada de um lider, este propde solucdes inovadoras para lidar com problemas criticos,
mostrando determinagdo e convic¢do. Conclui-se que, quanto as carateristicas de lideranca
transformacional, o presidente e os colaboradores tém a percecao de que existem, mas quanto
as carateristicas transacionais o presidente ndo as reconhece de forma relevante. Dependendo
da situagdo, parece que o presidente tem comportamentos que indicam pertencer ao estilo de
lideranga transformacional, assim como também tem comportamentos em que se identifica
com um lider transacional, aos olhos dos colaboradores.

De um modo geral, verifica-se que os diferentes tipos de lideranga tém valores idénticos,
prevalecendo, ainda assim, a lideranga transformacional com valores médios mais elevados.
Pode dizer-se que os presidentes das instituicdes exercem a lideranga tendo em conta o
comportamento mais apropriado dependendo das situagdes ou circunstancias concretas em
gue o lider se encontra. Varios estudos revelam que os lideres eficazes devem conjugar todos
os estilos de lideranca (e.g. Bass, 1985, 1998; Bass e Avolio, 1993; Avolio, 1999). Verifica-se que,
na maior parte dos casos, na percecdo dos colaboradores, os presidentes apresentam também
comportamentos de liderancga transacional, o que se justifica pois, de acordo com a literatura, a
lideranca transacional é a base para a lideranga transformacional, porque tem em conta as
necessidades individuais que, ao tornarem-se elevadas, propicia a passagem para o estilo
transformacional (Avolio e Bass, 2004).

De acordo com Machado (2011), a lideranca transformacional é a que melhor se adequa as
organizacdes sociais, pois quando estas organizacdes enfrentam fortes mudancas, os lideres
devem ter competéncias para motivar e fortalecer os colaboradores, obtendo desempenhos
gue vao além das expetativas e alcancando a exceléncia. Refere, ainda, que o lider deve inspirar
os colaboradores a terem atengdo aos interesses da organizagdo, assim ele préprio deve dar
atenc¢do as necessidades e desenvolvimento de cada colaborador. Ele deve ser capaz de
transmitir significado as tarefas e de entusiasmar e inspirar as pessoas a darem o maximo de si.
Embora noutro setor de atividade, um estudo semelhante, realizado na area da hotelaria no
Brasil (Giuliani, 2012), concluiu-se que a perce¢do dos lideres em relacdo ao seu estilo de
lideranca é maioritariamente transformacional. Por seu lado, os colaboradores consideravam
que o lider tinha, maioritariamente, comportamentos transformacionais, mas também
apresentam comportamentos transacionais, apresentando médias mais préximas dos dois
estilos de lideranca do que na percecdo dos lideres, o que acontece de igual modo no nosso
estudo. Num outro estudo, realizado na area da educagdo (Bento, 2008), concluiu-se que, de
acordo com a perspetiva dos liderados, os lideres apresentam maioritariamente
comportamentos transformacionais, seguido dos comportamentos transacionais e, com menos
frequéncia, apresentam também comportamentos de lideranca laissez-faire. Assim, pode
verificar-se que, em diferentes contextos, os resultados sdo curiosamente semelhantes. Isto
pode ter uma explicacdo ligada ao facto da abordagem a lideranga nos contextos modernos

Filipa Azevedo e Jodo M. S. Carvalho 49
Estilos de lideranca e motivacdo: Estudo em IPSS’s de V. N. Famalicdo



= SOMS

m
1
Ié= Stuties of Organisafional Studies of Organisational Management & Sustainability, 2 (1), 36-60
]

Management & Sustainability

organizacionais poder ter semelhancas de carater cultural, mas também pode ser explicado pelo
enviesamento devido a respostas de acordo com a desejabilidade social.

Em conclusdo, os colaboradores das IPSS de VNF consideram que os presidentes apresentam
comportamentos maioritariamente transformacionais, mas também de cariz transacional e,
marginalmente, do tipo laissez-faire, sugerindo que devera existir uma adaptacdo dos lideres as
situagGes concretas.

Questdo de Investigagdo 3: O que motiva os colaboradores destas instituicées no seu contexto
laboral?

As variaveis Organizagdo no trabalho, MotivacGo para o desempenho, Realizagdo e poder, e
Envolvimento, foram testadas quanto a sua normalidade através de um teste Kolmogorov-
Smirnov com corregdo de Lillefors, tendo-se verificado que seguem essa distribuicdo na
populacdo. Como tal, é possivel realizar testes t para amostras relacionadas e independentes,
comparando as médias obtidas em cada fator motivacional e entre cada tipo de respondente.

Tabela 5 — Fatores que motivam os colaboradores

N Média Desvio Padrao
A - Organizagdo no trabalho 185 3,709 0,41
B — Motivagdo para o desempenho 185 3,663 0,40
C - Realizag¢do e poder 185 3,706 0,40
D - Envolvimento 185 3,632 0,38

Pela analise da tabela 5, verifica-se que as médias quanto aos fatores que motivam os
colaboradores em contexto laboral sdo marginalmente diferentes. Ainda assim, o fator que
parece motivar mais os colaboradores é a Organizagdo no trabalho com uma média de 3,709,
seguido da Realizagdo e poder com 3,706, Motivacdo para o desempenho (3,663) e Envolvimento
(3,632).

Nos testes t realizados verificou-se que entre a Organizagdo no trabalho e a Realizagdo e poder
ndo existe uma diferenga estatisticamente significativa (t = 0,418 ; p = 0,676), mas entre os
outros pares ja as diferengas apresentam significado estatistico (A-B: t = 7,967 ; A-D:t= 9,263 ;
B-C:t=-12,814;B-D:t=5,265; C-D: t=13,982 ; p < 0,001). Como tal, podemos concluir que os
fatores que contribuem para a motivagdo no trabalho dos colaboradores sdo maioritariamente
referentes a Organizagdo no trabalho e a Realizagdo e poder, ambos relacionados com as tarefas
que os colaboradores realizam.

Assim, na amostra, os colaboradores sdo mais motivados por questdes relacionadas com as
carateristicas da fungdo (variedade, identidade, significado, autonomia e feedback), por Ihes
proporcionar aumento de conhecimentos e responsabilidades, maior autonomia, assim como o
conhecimento dos resultados do desempenho. Note-se que estas carateristicas estdo associadas
a importancia que os colaboradores conferem as tarefas, sentindo maior satisfagdo no trabalho
por via da motivacdo intrinseca (Ferreira et al., 2006). Este tipo de motivacdo advém da
recompensa originada diretamente na realizacdo do trabalho em si (Bateman e Snell, 2007). Em
instituicdes de carater social, sem fins lucrativos, é importante que os colaboradores se sintam
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motivados por questdes de ordem intrinseca, uma vez que as IPSS ndo tém suporte financeiro
para motivar os colaboradores através de regalias monetarias.

O segundo fator que parece motivar mais os colaboradores é o da Realizagdo e poder. De acordo
com a Teoria das Necessidades Aprendidas de McClelland (1989), o comportamento dos
colaboradores é influenciado pela satisfacao de trés tipos de necessidades: de realizacdo, de
poder e de afiliagdo (Santos, 2008). Assim, com base nesta abordagem, podemos concluir que
os colaboradores destas instituicdes dao importancia ao sucesso no desempenho de tarefas e
ao feedback positivo recebido, a influéncia e controlo dos comportamentos de outras pessoas e
as relagGes amigaveis com os outros no seio da organizagao.

Na amostra, a Motivagdo para o desempenho aparece em terceiro lugar como fator de
motivacdo. Os resultados desta varidvel relacionada com objetivos, e que estdo préximos dos
valores médios das anteriores, permite enquadra-la na Teoria da Fixacdo de Objetivos de Latham
e Locke (1979), que nos diz que esse pode ser um fator de motivacdo importante para os
colaboradores. Em instituicdes sociais, os objetivos fixados tem a ver, essencialmente, com o
desenvolvimento das tarefas, a satisfacdo das necessidades dos clientes, o aumento da sua
gualidade de vida, e a satisfacdo de uma procura crescente de respostas sociais.

A varidvel que parece menos contribuir para a motivagdo dos colaboradores, mesmo com
valores aproximados das restantes variaveis, é a do Envolvimento com a organizacdao. No
entanto, os colaboradores ndo deixam de ser influenciados pelos valores e objetivos da
organizacao, pela avaliacdo da relacdo custo-beneficio associado a permanéncia na organizacao,
e pelas crengas morais do que é certo ou errado nos comportamentos. Conforme refere
Machado (2011), este tipo de organizagdes € marcado por uma vertente humana e emocional,
sendo dada importancia a valores como altruismo, compaixdo, igualdade, respeito e dignidade
humana. Os colaboradores desenvolvem um sentimento de pertenca e comprometimento e
criam ligagdes afetivas com os utilizadores dos servigos com a percec¢do de que estdo a “fazer o
bem”.

Em trabalho recente (Sousa, 2012), realizado com enfermeiros de um Hospital Privado
Portugués, onde também foi aplicada a Escala Multifatorial de Motivagdo no Trabalho, foi
concluido que o fator que mais motiva os enfermeiros é a MotivacGo para o Desempenho,
seguida de Realizagdo e poder, Organizagdo no trabalho e Envolvimento. Verifica-se que, em
comparagdo com a presente investiga¢cdo, as varidveis Realiza¢Go e poder e Envolvimento
encontram-se na mesma posicdo de influéncia na motivacdo (segundo e quarto lugar
respetivamente) e que a variavel Organizagdo no trabalho, que na presente investigacdo é a que
mais motiva os colaboradores das IPSS, com os enfermeiros aparece em terceiro lugar. Tal
resultado pode estar relacionado com o facto de no contexto de enfermagem os objetivos serem
definidos de uma forma mais especifica do que em institui¢des sociais. Sabe-se também que os
objetivos que sdo fixados e seguidos de recompensa monetaria tém como resultado niveis de
motivagdo mais elevada (Ferreira et. al., 2006), o que é provavel que aconteca na instituicdo
hospital estudada. Nas institui¢des sociais, devido as dificuldades financeiras que atravessam
(Sousa et al, n. d.), ndo ha condigdes para retribuir monetariamente o esfor¢co dos
colaboradores.
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Pode concluir-se, assim, que os fatores que motivam os colaboradores para o trabalho
dependem do tipo de organiza¢gdo em que estdo inseridos, assim como das necessidades de cada
individuo. Parece que, nas organizagdes sociais, os colaboradores sdo motivados especialmente
com questdes relacionadas com as tarefas que desenvolvem e com o significado que lhes
atribuem.

Questdo de Investiga¢do 4: Qual a percecdo do lider quanto aos fatores que motivam os
trabalhadores?

Questdo de investiga¢do 5: Hd semelhancas entre as percegdes dos lideres e dos colaboradores
quanto aos fatores que motivam os ultimos?

Analisando a tabela 6, verifica-se que a percecado dos lideres quanto aos fatores que motivam os
colaboradores no contexto de trabalho tem médias maiores para Organizagdo do trabalho com
3,72, seguido de Realizagdo e poder (3,71), Motivagdo para o desempenho (3,69) e Envolvimento
(3,64).

Tabela 6 — Fatores motivacionais na ética dos lideres

N Média Desvio Padrao
Organizagao no trabalho 5 3,72 0,22
Motivagdo para o desempenho 5 3,69 0,22
Realizagdo e poder 5 3,71 0,24
Envolvimento 5 3,64 0,21

Pode-se verificar que os lideres tém uma percecao igual a dos colaboradores quanto a ordem
dos fatores que motivam estes ultimos.

Num estudo realizado numa instituicdo bancdria (Cogo et al., 2013), com um modelo de analise
diferente do utilizado no presente trabalho, concluiu-se que os lideres consideram que os
fatores que mais motivam os colaboradores sdo o Reconhecimento e autoconfianga (comparado
neste trabalho a subescala Realizacdo e Poder), Estabilidade e competéncia do superior
(comparado neste trabalho a subescala Envolvimento) e Expetativas pessoais, objetivos e
avaliagdo (comparado neste trabalho as subescalas Motivagdo para o desempenho). Pode
verificar-se que, comparando com a percec¢do dos lideres das instituicGes sociais, a ordem dos
fatores que entendem motivar os colaboradores é diferente. Os colaboradores da instituicdo
bancaria consideram que os fatores que mais os motivam s3o o Reconhecimento e
autoconfianca (Realiza¢do e poder), o crescimento individual, a autonomia, a utilizacdo do
potencial individual, a delegacdo de responsabilidades, a iniciativa, e a criatividade e
competéncia (Organizagdo do trabalho). Obviamente, estes resultados tém a ver com o tipo de
instituicdo que se estd analisar, assim como com o contexto, uma vez que aquele estudo foi
realizado no Brasil. Assim, mais uma vez, se pode verificar que os colaboradores de institui¢des
sociais apresentam percec¢des diferentes das de outros colaboradores em outros setores de
atividade, confirmando as idiossincrasias préprias das IPSS (Carvalho, 2005).
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De seguida apresentam-se o0s testes estatisticos para avaliar se existem diferencas
estatisticamente significativas entre as médias obtidas com os colaboradores e os lideres em
cada dimensado do conceito de Motivagao.

O teste de Levene permite-nos decidir sobre se devemos ou ndo assumir a homogeneidade das
variancias de cada dimensdo na populag¢do. Concluiu-se que essas variancias sdo homogéneas
em todos os casos (p > 0,05) para a populacdo de lideres e colaboradores das IPSS. Avaliando
entdo os testes t, verifica-se que, para todos os fatores, ndo existem diferencgas estatisticamente
significativas entre as percecdes dos fatores motivacionais dos colaboradores, avaliadas por
estes e pelos respetivos lideres.

Conclui-se, para as populacées de lideres e colaboradores, que existe uma percecao semelhante
sobre os fatores que influenciam a motivacao nos colaboradores. Esta conclusdo mostra que os
lideres estdo conscientes dos tipos de necessidades motivacionais dos seus colaboradores.

Questdo de investigagdo 6: Existe relagdo entre o estilo de liderangca e a motiva¢do percebidas
pelos colaboradores?

Para avaliarmos a relagdo existente entre os estilos de lideranca e os fatores de motivacado dos
colaboradores foram calculadas as correlagdes de Pearson, como se mostra na tabela 7.

Todas as correlagdes sdo diretas e moderadas (valores entre 0,3 e 0,5), com significado
estatistico (p < 0,001). Conclui-se que todos os fatores motivacionais podem ocorrer e concorrer
para qualquer estilo de lideranca. Realmente, a principal responsabilidade de um lider é a
motivac¢do dos seus colaboradores (Kouzes e Posner, 2008). De acordo com Bass e Avolio (2004),
um lider, para ser eficaz, deve utilizar todos os estilos de lideranca. Assim, percebe-se que o lider
deverd conhecer a pessoa e o seu desenvolvimento pessoal e profissional, de modo a ajustar o
estilo de lideranga, visando a maximiza¢ao da motiva¢do do colaborador, seja qual for o fator
motivacional em causa.

Tabela 7 — CorrelagGes entre os estilos de lideranga e os fatores motivacionais

. Motivagdo o
Organizagdo Realizagdo . —
para o Envolvimento Motivagao
no Trabalho e poder
desempenho
CELEE 0,451 0,431 0,404 0,420 0,430
Laissez-faire
Lideranga 0,452 0,438 0,415 0,432 0,438
Transacional
L|deranc§ 0,469 0,452 0,429 0,449 0,453
Transformacional

Tabela 8 — Andlise de regressao entre estilos de lideranga e motivagao

- Coeficientes
Coeficientes .
normalizados .
Llecel B Erro padrdo Beta t Sig.
(constante) 3,08 0,10 30,14 0,000
Lideranga Transformacional 0,53 0,38 0,88 1,39 0,17
Lideranga Transacional 0,07 0,52 0,12 0,14 0,89
Lideranca Laissez-faire -0,35 0,28 -0,55 -1,25 0,21
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Para avaliar a relacao entre os estilos de lideranca e a motivagao, realizou-se ainda uma analise
de regressao (tabela 8), concluindo-se que o modelo sé explica 22,2% da variabilidade na
motivacdo, medida pelo coeficiente de determinacdo (R?), o que demonstra a sua fragilidade
explicativa. Verifica-se que nenhum dos estilos de lideranga apresenta um valor de Beta com
significado estatistico, logo a motivacdo ndo é explicada por um estilo de lideranga em particular
nestas instituicdes. Malgrado ndo apresentarem significado estatistico, os valores de Beta
indicam que o estilo de lideranga transformacional é o que mais influencia de forma positiva a
motivacdo, seguido do estilo de lideranca transacional, enquanto o estilo de lideranca laissez-
faire o faz de forma negativa. Estes resultados eram esperados, no entanto, ha que ter em conta
o facto de a amostra ser constituida sé por cinco casos.
Segundo a literatura, a motivagdo é explicada por diversos fatores. Chiavenato (2007) refere que
as pessoas sao diferentes entre si no que diz respeito a motivacdo, produzindo comportamentos
que variam de individuo para individuo. De acordo com Bergamini (1997), a motivacdo é a forca
que estd no interior de cada pessoa e esta ligada a um desejo. Bergamini (1994) aponta ainda a
importancia de se conhecerem as necessidades motivacionais das pessoas, como fator crucial
para a sua motivacdo. Assim, é importante o lider conhecer as necessidades de cada pessoa de
modo a poder determinar a melhor forma de a motivar, ndo sendo o estilo de lideranca, por si
s0, capaz de explicar a motivacdo dos colaboradores.
No estudo de Nascimento (2012), realizado em organiza¢des do terceiro setor no concelho de
Braganca, concluiu-se que a motivagao no trabalho esta significativamente correlacionada com
a generalidade dos itens analisados da lideranga. No entanto, é referido que as carateristicas de
lideranca, ainda que tenham alguma influéncia, ndo sdo decisivas na motivacdo dos
colaboradores, como aconteceu no nosso estudo.
Assim, pode concluir-se que o estilo de lideranca nao influencia decisivamente a motivacdo dos
colaboradores, dependendo, provavelmente, de outros fatores ndo estudados neste trabalho.

Questdo de investigagGo 7: As motivagbes dos colaboradores variam conforme o grau de
habilitagoes literdrias, a idade, o sexo, tipo de contrato de trabalho e o tempo de trabalho dos
mesmos?

Foi realizada uma analise de variancia para estudar a relagao entre as habilitagGes literarias e os
fatores motivacionais. E de salientar que existem grupos demasiado pequenos nesta anilise,
tendo-se concluido, para a populagdo, que nao existem diferengas estatisticamente
significativas (p > 0,05) entre as médias de pontuagdo em cada fator motivacional e na
motivacdo em geral, entre os diferentes niveis de habilitacGes literarias dos colaboradores das
IPSS.

O estudo de Nascimento (2012) concluiu que os inquiridos com grau académico mais elevado
atribuem maior importancia a motivacdes extrinsecas e aos fatores motivacionais identificados
por Herzberg. Contudo, as diferengas observadas ndao apresentaram relevancia estatistica, logo
ndo poderiam ser extrapoladas para a populagdo. Na amostra utilizada no nosso estudo
verificou-se que, mesmo que marginalmente, os colaboradores com pds-graduacgdo sdo os que
atribuem maior importancia a qualquer um dos fatores motivacionais e a motivacao em geral.
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No entanto, a conclusdao global é que as habilitagcdes literarias ndao influenciam de forma
estatisticamente significativa a motivacdo dos colaboradores.

Realizou-se uma analise de variancia para estudar a relagdo entre os fatores motivacionais e a
idade. Conclui-se para a populagdo que nado existem diferencgas estatisticamente significativas (p
>0,05) entre as médias de pontuacdo em cada fator motivacional e na motivagdo em geral entre
os diferentes intervalos de idade dos colaboradores das IPSS.

No estudo realizado para a validacdo da escala Multi-Moti (Ferreira et al., 2006), os resultados
referentes a variavel idade também ndo apresentam diferencgas significativas nas subescalas,
concluindo-se que a variavel idade ndo infere na motivacdo no trabalho dos colaboradores.
Noutro estudo, realizado com enfermeiros (Sousa, 2012), concluiu-se que existem diferencas
significativas nas quatro subescalas em relagdo a idade.

Tal contradicdo nos resultados pode ter a ver com a profissdo exercida. Sabe-se que os
enfermeiros, conforme aumenta o tempo de trabalho e, por consequéncia, a sua idade, recebem
regalias, o que pode explicar este tipo de influéncia na sua motivacao.

No nosso estudo, a conclusao geral é de que a motivagdo dos colaboradores é independente da
idade.

Foi realizada uma analise de variancia para estudar a relagao entre os fatores motivacionais e o
sexo dos colaboradores. E de salientar que existe um grupo demasiado pequeno nesta andlise,
tendo-se concluido, para a populacdo, que ndo existem diferencas estatisticamente
significativas (p > 0,05) entre as médias de pontua¢do em cada fator motivacional e a motivagdo
em geral, entre o sexo feminino e o sexo masculino dos colaboradores das IPSS.

No estudo realizado para a validacdo da escala Multi-Moti (Ferreira et al., 2006), os resultados
foram iguais. Ja no estudo realizado com enfermeiros (Sousa, 2012), a conclusdo foi de que
existem diferengas significativas nas quatro subescalas para a varidvel sexo, ndo sendo a
priorizagdo das dimensdes iguais nos dois sexos. Mais uma vez, o contexto profissional podera
ser a explicacdo para estes diferentes resultados.

No nosso estudo, pode concluir-se que a motivagao é independente do sexo do colaborador.
Para analisar a relagdo entre os fatores motivacionais em relagdo ao tipo de contrato de
trabalho, torna-se essencial definir cada tipo de contrato. Assim, entende-se por contrato a
termo, aquele que tem o seu fim aquando de um acontecimento futuro certo. Quando se sabe
a data dessa ocorréncia estamos perante um contrato a termo certo; quando, apesar de se saber
gue vai acontecer, ndo se sabe a data em que se ira realizar, estamos perante um contrato a
termo incerto. Entende-se por contrato sem termo, como o préprio nome indica, aquele que ndo
tem data para terminar (Cédigo do Trabalho, do Artigo 139° ao Artigo 149°).

Assim, foi realizada uma andlise de varidncia para estudar a relacdo entre os fatores
motivacionais e o tipo de contrato de trabalho. E de salientar que existe um grupo com poucas
observa¢des nesta analise, tendo-se concluido, para a populagdo, que existem diferencas
estatisticamente significativas (p < 0,05) entre as médias de pontuacdo em cada fator
motivacional e na motivagdo em geral, entre os diferentes tipos de contratagdo dos
colaboradores das IPSS. Entdo, foram realizadas comparagao multiplas utilizando o teste de
Bonferroni, assumindo varidncias iguais entre os grupos na populacdo, e o teste Dunnett T3,
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assumindo variancias desiguais, tendo-se com ambos os pressupostos obtido resultados
idénticos, em termos de significacdo estatistica.
Concluiu-se que existem diferengas estatisticamente significativas entre o contrato a termo
incerto e o contrato a termo certo (p < 0,05) em todos os fatores motivacionais e na motivagao
em geral. Ao contrario, ndo se verifica e existéncia de diferencas estatisticamente significativas
(p > 0,05) entre os colaboradores com contrato a termo incerto e os com contrato sem termo.
O mesmo resultado acontece na comparagao entre os colaboradores com contrato sem termo
e 0s com contrato a termo certo (p > 0,05).
As diferencas estatisticas entre o contrato a termo certo e a termo incerto podem ser explicadas
pelo facto de os colaboradores, sabendo que o contrato termina, sentirem menor motivacdo. A
inexisténcia de diferencas estatisticamente significativas entre o contrato sem termo e os outros
dois tipos de contrato podem ser explicadas porque os colaboradores com contrato a termo
certo ou incerto procuram esforcar-se no seu trabalho para poderem vir a ter contratos sem
termo e, assim, os fatores motivacionais sdo menos revelados.
Foi realizada uma analise de variancia para estudar a relagdo entre os fatores motivacionais e o
tempo de trabalho dos colaboradores. E de salientar que existem grupos demasiado pequenos
nesta andlise, tendo-se concluido, para a populacdo, que ndo existem diferencas
estatisticamente significativas (p > 0,05) entre as médias de pontuacdo em cada fator
motivacional e na motivacdo em geral entre o tempo de trabalho dos colaboradores das IPSS.
Pode concluir-se que a diferenca de motivacdo, para os diferentes tempos de trabalho, ndo
apresenta significado estatistico, ou seja, o tempo de trabalho dos colaboradores nao influencia
a sua motivagao.

5. CONCLUSAO

A lideranga e a motivacdo sdo dois conceitos muito utilizados no ambito da Teoria das Rela¢Ges
Humanas assim como da Teoria Comportamental da Administracdo por ajudarem a
compreender comportamentos no seio das organizagdes.

Neste sentido, a investigacdo aqui apresentada teve como principal objetivo conhecer as
carateristicas de lideranga dos presidentes das IPSS de VNF na perspetiva dos colaboradores,
saber quais sdo os fatores que influenciam a sua motivagao, e perceber quais as influéncias que
o tipo de lideranca pode ter. Pretendeu-se, também, conhecer a perspetiva dos lideres quanto
ao tipo de lideranga exercido e a sua perce¢do em relagdo aos fatores que motivam os
colaboradores.

Assim, foi selecionada uma amostra composta por 189 colaboradores e cinco presidentes.
Aplicaram-se questionarios, com uma versdo para colaboradores e uma versdo para
presidentes, divididos em trés partes: caraterizagdo do respondente, o Questionario
Multifatorial da Lideranca (Bass e Avolio, 2004), e a Escala Multifatorial de Motivacdo no
Trabalho (Ferreira et al., 2006).

Os resultados do trabalho empirico sugerem que os colaboradores das instituicdes consideram
que o presidente apresenta comportamentos maioritariamente transformacionais, mas

56 Filipa Azevedo e Jodo M. S. Carvalho
Estilos de lideranga e motivacdo: Estudo em IPSS’s de V. N. Famalicdo



£ SOMS

@
Studies of Organisational Management & Sustainability, 2 (1), 36-60 RE Studies of Organisational

= i
Management & Sustainability

também comportamentos transacionais, o que poderd indicar que os lideres agem de acordo
com as carateristicas dos colaboradores ou da situagdo. Isto é, os lideres adotam um estilo
tendencialmente contingencial, provavelmente ajustado a natureza do contexto, dos recursos
disponiveis, da situacdo, do assunto, dos constrangimentos técnicos, politicos, ou outros, ou ao
perfil dos interlocutores.

Os comportamentos na base do estilo de lideranca laissez-faire sdo os menos verificados na
percecao dos colaboradores. Os lideres também consideram que tém comportamentos
maioritariamente transformacionais. Assim, verificou-se que ndo existem diferencgas
estatisticamente significativas entre colaboradores e presidentes quanto a percecdo sobre o
estilo de lideranca. Ao analisar cada instituicdo individualmente, verificou-se que um dos
presidentes considera exercer a lideranca laissez-faire enquanto os seus colaboradores apontam
apenas para comportamentos transformacionais e transacionais. Pode explicar-se esta percecao
do lider por este considerar que delega a maior parte das suas fungdes no Diretor Técnico da
instituicao.

Quanto aos fatores que parecem motivar os colaboradores, eles apresentam diferencas
marginais, mas o que mais os motiva é a Organizag¢do no trabalho e a Realiza¢éo e poder, ambos
relacionados com as tarefas que realizam. Em terceiro e quarto lugares aparecem a Motivagdo
para o desempenho e o Envolvimento. Os lideres tém uma percegdo igual a dos colaboradores
guanto a ordem dos fatores que motivam estes ultimos, o que leva a concluir que os presidentes
estardo ajustados, em termos de relevancia, a ordem de necessidades dos colaboradores.
Verificamos que entre os estilos de liderancga e os fatores motivacionais ha uma correlagdo direta
moderada mas, no entanto, os estilos de lideranca ndo influenciam decisivamente a motivacao
dos colaboradores. Conclui-se que a motivacdo dos colaboradores sera influenciada por outras
ordens de fatores que ndo os do tipo de lideranca avaliados isoladamente.

Conclui-se, ainda, que as habilitagdes literarias, a idade, o sexo e o tempo de trabalho dos
colaboradores ndo influenciam de forma estatisticamente significativa a motivacdo dos
colaboradores. O mesmo nao acontece no que diz respeito ao tipo de contrato de trabalho, pois
verifica-se que existem diferencgas estatisticamente significativas entre o contrato a termo certo
e o contrato a termo incerto, o que pode ser explicado pelo facto de ndo ser tdo motivador saber
que o contrato vai terminar, entre outros possiveis fatores motivacionais.

Este trabalho de investigacdo contribui para o conhecimento sobre as relagGes entre estilos de
lideranca e as motivag¢des dos colaboradores no terceiro setor, pelo facto de ser realizado neste
setor e por comparar as percec¢des de lideres e liderados sobre estas questdes organizacionais
tdo relevantes.

No entanto, a investigagdo apresenta algumas limitacGes que devem ser identificadas. Assim,
pode considerar-se que a amostra ndo é suficientemente representativa de um universo maior
do que aquele que foi regionalmente definido no concelho de VNF. Estdo também presentes as
limitacGes proprias do método de aplicacdo de questionarios, nomeadamente o efeito da
desejabilidade social nas respostas. A fiabilidade das duas subescalas relacionadas com o
Envolvimento e a Gestdo por excecdo passiva apresentaram valores inferiores aos desejaveis (<
0,6), mas ndo influenciando de modo relevante os resultados. Uma limitacdo importante
prende-se com o facto de ndo ter sido possivel realizar uma abordagem qualitativa, com
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entrevistas, que permitisse um maior aprofundamento sobre as razdes que informam os estilos

de lideranga em presenca.

Sugerimos, para investigacao futura, estudos tendo em conta a percec¢do dos colaboradores e

dos diretores técnicos de instituicdes de carater social, uma vez que estes poderdo estar mais

proximos e, dessa forma, influenciar também as motivag¢Ges dos colaboradores. Serd também

interessante perceber se, em organiza¢bes com fins lucrativos, as opiniGes dos lideres e

liderados apresenta semelhangas com os resultados no setor ndo lucrativo, em termos de

percecoes sobre a relacdo entre estilos de lideranga e a motiva¢do dos colaboradores.
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