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Abstract. Building organizational behaviour for managements in businesses is rather challenging. Although in
some cases, due to the external forces such as competition, risk of unemployment, the balance of payments etc., it
happens itself in the right way, in many more cases, managers should handle it carefully delicately. For this purpose,
the leader plays an important role when s/he directs the whole organization with his/her words and instructions. On
the other hand, thanks to the developing machine learning algorithms and data available online, text mining have
been used for information extraction and semantics. There are plenty of successful studies done via text mining for
business. In this study, we used text mining tools to analyze leaders’ words at universities in Turkey. We extracted
meaningful keywords used by university rectors in their main speeches and clustered universities around those words.
Then again, we ranked and clustered the same universities with parameters like publications done, citations, number
of students per professors etc. We overlaid two clusters to see if they match. Our study has shown that the top 15 and
bottom 15 universities in the ranked table make two different clusters again when done with universities’ rectors’
words. Our study concludes that leaders’ words may give clues about the organization’s organizational behaviour and
general profile.

c©2016 KKG Publications. All rights reserved.

INTRODUCTION
Organizational Behavior and Leadership
Organizational behavior is a field of study and application that
investigates human behavior, attitude, discipline and culture
within an organization. When all of these elements of multiple
people come together they merge into a unique organizational
behavior. Organizational behavior has a great impact on the
performance and productivity of the organization. It merely
plays a prominent role on the achievements of the organization
(Kasemsap, 2015). So, managers would like to form and shape
the organizational behavior in accordance with their tactical
and strategical plans. Organizational behavior is affected by
many different factors though. Some of them are background of
employees, demographic and gender differences or similarities,
power of competition and rivals, job satisfaction, technology,
motivation and leadership within the organization.
Thanks to the increasing competition in business life and fast
growing market and initiative options available in various sec-
tors, the importance of leadership in organizations has increased
recently. Indeed, leadership not only comes up with future
strategies but also inspects the steps walking through these
strategies. The aim of the leader is not to gain priorities and
privileges in the organization, yet to furnish synergy among

employees and make them work harder and motivated so
that the organization could ante up its positions in the sector.
It is obvious that the leader of an organization is not a figure
only, but an important factor with his/her opinions, words and
gestures. When it comes to assess the success of a leader we
simply assess his/her impact or the contribution to the organi-
zational achievements. Studies show that a leader may have
a contribution up to 67% on sales, profit and market share
increase (Buyukyavuz, 2015).
The leader in an organization should understand, well define,
control, direct and manage the individual behavior in the organi-
zation so that she can form and employ organizational behavior
for business purposes and strategies (Shajan, 2015). From this
perspective, one way of organizing and managing organizational
behavior is to exploit leadership in the organization i.e how the
leader motivates staff, enhances job satisfaction with his/her
words, attitudes and even gestures. Leaders send messages
to their employees via different media. This may be weekly
e-mails, monthly speeches, daily gestures and mimics. In this
study, we aim to assess the power of leaders words on organi-
zations and organizational behavior. That means how much a
leader can affect the organizational behavior or in other words

∗Corresponding author: Gokhan Silahtaroglu
†Email: gsilahtaroglu@medipol.edu.tr

gsilahtaroglu@medipol.edu.tr


53 G. Silahtaroglu, P. Vardarlier - Leaders impact .... 2016

how much the leader knows and understands the organization
so she acts and speaks along with that. The study encompasses
157 university rectors main statements which are placed in
the front page of university web sites. In these texts rectors
or leaders of the universities point out how their universities
should be. They give clues both to lecturers, researchers and
students. The leaders motivate them to teach well, research
well, study well etc. Some stress research as some point out
social activities and some emphasize national values. Some
of these universities are top universities in Turkey and they
produce hundreds of scientific papers, receive hundreds of cites
every year, lead hundreds of thousand dollars projects. Some
of the universities are just teaching universities. Scholars are
not productive enough to participate in sector projects neither
they produce papers enough amount to be mentioned. What we
wanted to see is that if rectors words give any clue about the
situation of the organization or university. If the rector mentions
sportive and social activities, teaching and learning or if the
rector stresses research, projects, international conferences etc.
does it have any impact on the people at the university that
create a certain type of organizational behavior which will place
the university in a different situation; a teaching university or a
research university?

Text Mining and Using it for Business Purposes
Text mining is the sub model of data mining. Instead of using
data only on transactional databases, this model exploits any
kind of text data available in digital format (He, 2013). Online
newspapers, blogs, mails sent and received and comments and
reviews on social media or some portals are some of them.
Analyzing these texts, one can discover valuable information
for different purposes (Premchaiswadi & Romsaiyud, 2012).
Classification, clustering or association rule learning algorithms
may be used with these data in text format as it is in regular data
mining. As it is for transactional database, text data also should
be converted into a proper data warehouse in order to be used
with text mining algorithms. When a database admin or owner
builds a transactional database, s/he does not focus on a future
information retrieval process. He or she merely would build the
database as organized enough as to get some reports for some
certain periods. For text data it is even sharper. People never
think about a future text mining research when they, text, send
email messages, write a comment under a picture in Instagram,
Facebook or write their opinions in Twitter. Considering the
structure of text it is much harder to construct a data warehouse
from texts than it is from transactional corporate databases.
Today, because most of text or written materials are on the
Internet web pages, sometimes, text mining is also called as
web mining (Premchaiswadi& Romsaiyud, 2012).

Every other day the amount of text data available in web pages
are getting bigger and bigger. Thats where big data concept
emerges from (Assuncao, Calheiros, Bianchi, Netto & Buyya,
2015). All these text data are sitting somewhere on the Internet
and waiting to be processed. Most of the text data on the
Internet are user generated data (UGD) on social media like
Facebook, Twitter, Instagram or information sharing web sites
like blogs, forums or discussion groups. Social media like
Twitter and Facebook contain data about the user as well so for
researches they are more attracting (Russell, 2013).

LITERATURE REVIEW
In the literature there are plenty of researchers and success
stories of using UGD on social networks. Here it will be good
to give some examples from recent studies:
Online user generated data has been used by researchers for
different purposes. During a government crisis the content
of social media changes dramatically and people start to text
or tweet about the crisis, these texts or text data can be used
for analysis and to understand reaction of people in case of
emergency (Graham, Avery & Park, 2015). Furthermore, all
information gained from these data may be used for taking
measures to prevent misinformation during a disaster (Yates
& Paquette, 2011) or crisis (Ozer, Karpinski & Kirschner,
2014). Comments, reviews or any other messages generated
on Youtube.com and Facebook.com have been used to under-
stand the effect of anti-smoking campaigns (Chung, 2015) and
this research helped campaigners to direct and promote their
campaigns in a more effective way (Link, Cawkwell, Shelley
& Sherman, 2015). For businesses the data on social media is
like a treasure. Researchers prove that using UGD on social
network, it is possible to measure and increase the customer
brand loyalty (Luo, Zhang & Liu, 2015), help improve brand
innovation (Nguyen, Yu, Melewar & Chen, 2015) and handle
strategic behavior. In addition to this, managers may want to
learn the effect of UGD on their firm value. This knowledge
gained through text mining will help managers understand the
ways to increase their firm value (Kim, Koh, Cha & Lee, 2015)
or the popularity of their firms. (Zhai et al., 2015), analyzed
text data generated by users on social media in order to see if
it is possible to quantify and increase the popularity of urban
restaurants (Zhai et al., 2015). This kind of researches has
been widely done recently on tourism sector by many scholars
(Zeng & Gerritsen, 2014; Xiang & Gretzel, 2010). They have
used text mining techniques and algorithms to analyze reviews,
comments and texts (Munar & Jacobsen, 2014), so they have
discovered what travelers like, dislike or hate and so on (Chung,
Lee & Han, 2015; AlKahtani, Xia, Veenendaaland, Caulfield
& Hughes, 2015; Li, Law, Vu, Rong & Zhao, 2015). These



2016 Int. J. Bus. Admin. Stud. 54

studies show that text data or user generated data available on
the Internet may be helpful for different purposes if they are
organized, processed and analyzed in a proper way (Christou,
2015).

Analyzing Leaders’ Speeches and Its Influence on Orga-
nizational Behavior
Data Collection
The method of factor analysis,which was the basis for Cat-
tels research has been the tool of many other personality re-
searchers.The grand Scope of Cattells vision-that of proposing
an empirically supported model of trait that coulds encompass
the full spectrum of personality-has been again captured in
more recent model : The big five (Cloninger, 2013).
The data used for this study have been produced from two
different sources. One part of data has been collected from uni-
versities annual reports and turned into a table. 157 universities
in Turkey have been examined for the study. After manually
reading the reports some key features have been extracted.
These key features are; Total Papers and proceedings, Total
Citation on papers and proceedings, number of PhD students
graduated, Number of students per Professor, Number of inter-
national students, number of students visited universities abroad
in the framework of ERASMUS or FARABI programs.
All these parameters have been normalized with number of
students and number of professors teaching at the university.
The average of these parameters has been used as the total
score for each university. Thus, the highest score is 767.35 and
minimum university score is 69.76. The average score is 403.8
and standard deviation is 148.3.
The second part of the data has been developed from univer-
sities web pages. Each universitys web page has been visited
to get either rectors address to students or universitys vision
and mission which is thought to be written top management
of the university. We primarily used rectors addresses but in
some cases there were not such a text on the university web site
so, we used vision and mission statements. All files converted
into separate text files, after that, text files have been converted
into a text data warehouse. For this purpose, suffixes, prefixes,
punctuation marks, numbers, prepositions, linking words and
no-meaning words have been removed.

METHOD AND MODEL
DBSCAN clustering algorithm and Multilayer Perceptron Neu-
ral Network model have been used to analyze and compare two
data sets. Using both algorithms, data sets have been analyzed
and common keywords which placed records (universities) in

the same cluster have been extracted.
Key words have been analyzed semantically to understand
around which state of mind or way of thinking universities have
been clustered by both algorithms.

ANALYSIS AND FINDINGS
Our clustering analysis has yielded 9 clusters. The words
and phrases which represent the cluster centers or separating
one cluster from another are as follows: Research, Education,
Teaching, Science or Scientific Values, to be Most Preferred
University, Foreign Language, Masters Degree, PhD Can-
didates, National Values, Cultural Values, Universal Values,
Ethical Values, Sports, Social Activities. We have extracted the
key features of those nine clusters. As it is shown in Table-1,
university rectors stress different subjects or want to lead his/her
students and staff with different words. For example, in cluster
number one, university rectors emphasize research education
and teaching. As university rectors or top managements of
universities in cluster number two only stress education, for
universities in cluster three the emphasis is on scientific values,
importance of being most preferred university nationwide and
importance of universal values. University leaders in cluster
number four to eight employ different words and phrases to
address students and staff. There are seven universities in cluster
number nine that leaders do not use so called clich words like
education, teaching, science etc.
For the analysis we have chosen top 15 and bottom 15 universi-
ties and highlighted only 30 universities to see in which cluster
they have been placed by clustering algorithms. We can see this
in two different columns in Table-1.
As it is clear that university leaders of 2nd, 5th, 11th and 15th in
ranking stressed only education in their addresses to students
and employees. Leaders of universities which are 1st, 3rd, 6th,
7th, 10th in ranking mostly used words scientific values, to be
most preferred university, and praised universal values. So,
9 of top 15 universities fall in cluster number two and three.
Only one university is in cluster number five and there are two
universities both in cluster number eight and nine.
For university rectors who lead bottom 15 universities, it is
totally different. Six of those leaders use words like national
values, cultural values, education or only education, while five
of them use words teaching, education, social activities and
master’s degree. Thus, 11 of 15 bottom universities are placed
either in cluster number 5 or cluster number eight. None of
these university leaders stresses science or scientific values in
their messages and only one rector uses the word research in
his text.
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TABLE 1
Key Words and Clusters

Culster No Key Words and Frequencies No of Universities in Cluster Top 15 Universities In Turkey Bottom 15 Universities in Turkey

1
Research(100%)

23 125Education(91%)
Teaching (70%)

2 Education(61%) 39 2,5,11,15 133, 122

3
Science (100%), 5

1,3,6, 7,10Most Preferred University (100%)
Universal Values (80%)

4
Universal Values(100%),

15Most Preferred(100%),
Resarch (80%), Science(80%)

5
Teaching (90%), 29 12 130, 131, 132, 134, 123
Education (80%),

Social Activities (96%),
Master’s Degree (70%)

6
Ethical (100%),

2National Values (100%),
Master’s Degree (100%)

7
Foreign Language (100%), 6 124

Education(84%),
Teaching (84%),

Master’s Degree (84%)

8
National Values (100%), 30 4,14 129, 128,127, 126, 120, 121
Cultural Values (100%),

Education (60%),

9
Not using key words like education, teaching, science, etc. 7 9,13

But only Master’s Degree (100%)
Total 156 15 15

CONCLUSION
In this study we examined the web sites of universities in Turkey
in order to collect Rectors Message or is not exists, Vision/Mis-
sion Statements of the university which represent universities
policies, strategies or guiding principles. We analyzed all these
text data with text mining tools to cluster universities according
to the key words they have used in their messages. We extracted
the keywords which represent the cluster centers or the words
which separates on cluster from another. These words corre-
spond to the features of the clusters as well.
Meanwhile we have ranked universities on another list. We
used parameters like total papers and proceedings, total citation
on papers and proceedings, number of PhD students graduated,
number of students per professor and so on.
Further on we have chosen 30 universities from the ranked list:
15 from top and 15 from bottom. We overlaid those 30 universi-

ties with 9 clusters. It is seen that most of the universities both
from bottom 15 and top 15 fall in the same clusters. Some of
the prominent findings are as follows:
Nine of top 15 university rectors use words science, research,
education, universal values, in their statements. However none
of the universities from bottom 15 utter the words science, re-
search and universal values. University leaders of those bottom
15 universities mostly used words teaching, education, social
activities, national values, cultural values.
Here we can say that leaders words have an impact on the
policies and strategies of the institutions or leaders in our case
rectors give speeches describing the institution she managing.
In both ways of understanding we can conclude that rectors
statements, prefaces or any other mission/vision statements tell
a lot about the polices of the university.
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