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[bookmark: _Toc521904263]ABSTRACT	
[bookmark: _Toc378856028]The advent of digitisation, regulatory uncertainty, and increased financial pressure on businesses has enlarged the global competitor landscape forcing organisations to turn to their employees as a key strategic source of competitive advantage. These factors, and more, have placed employee engagement at the forefront of the business agenda as it has become a key performance indicator for many organisations. This research study investigated the influence of internal communication, particularly communication from the line manager on employee engagement constructs of organisational commitment, job satisfaction and employee trust. This study draws from the integrated marketing communications framework and on Freeman’s stakeholder theory that encourages organisations to take into account the different internal groups with a varying stake in the organisation. Furthermore, Freeman’s stakeholder theory recognises employees as key influential stakeholders in the work place.
The methodology entailed a cross-sectional survey design featuring a self-administered online questionnaire adapted from past research studies. The findings revealed the critical role that a line manager plays in building an engaged workforce through the practice of efficient internal communication. All hypotheses were supported and the results indicated a positive and significant relationship between all constructs of internal communication and employee engagement. 
This study makes a contribution to the areas of internal marketing communication, and the role of line management in creating an engaged labour force within the identified context of the study. In addition, this study broadens the existing knowledge in the field of internal marketing communication and employee engagement and also gives theoretical and practical recommendations to leaders within the organisation. Managerial implications reveal the importance that organisations ought to place on up-skilling line managers as a way to create employees who will serve as a source of strategic competence. 
Keywords: employee engagement, internal communication, internal stakeholder, organisational commitment, job satisfaction, employee trust, internal line manager communication.
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[bookmark: _Ref25654451][bookmark: _Toc141172730][bookmark: _Toc141172802][bookmark: _Toc141173470][bookmark: _Toc141173536][bookmark: _Toc141173582][bookmark: _Toc484429737][bookmark: _Toc521904269]INTRODUCTION
[bookmark: _Toc141172731][bookmark: _Toc141172803][bookmark: _Toc141173471][bookmark: _Toc141173537][bookmark: _Toc184011853][bookmark: _Toc484429738]Employee engagement has become a popular term that is widely accepted and used extensively globally (Robinson, Perryman, & Hayday, 2004). It has caught the attention of academics, practitioners and consultancy firms alike because it has been linked to overall organisational effectiveness. Saks (2006) attributes declining turnover, high job satisfaction levels, improved productivity and as organisational tenets of employee engagement; as such, engaged employees are more productive and make effective use of organisational resources (Smith, 2016). Changes in the global economic landscape in the last few decades have placed special emphasis on the need for an enhanced high performing workforce (Jha & Kumar, 2016), with many practitioners citing engaged employees as a great source of competitive advantage and strategic competence. For businesses universally, engagement is the lever that elevates and promotes performance, it fosters a culture of innovation and greater agility (Smith, 2016). Frank, Finnegan, and Taylor (2004) define employee engagement as the degree to which employees exhibit uncompelled effort and energy in their roles at the workplace, whilst Kahn (1990) describes it as the binding of employees to their work roles; employees express themselves emotionally, cognitively, and physically during the performance of their roles. Paulsen, Callan, Ayoko, and Saunders (2013) suggest that employees who are engaged contribute positively and meaningfully to the organisation, exhibit high energy levels, display flair and creativity in their work, generally feel empowered to drive their own professional growth, and have superior performance standards. Similarly, Smith (2016) asserts that engaged employees put their creativity, pride and energy into their work whilst deriving a lot of joy and satisfaction in the process. Research studies have shown that disengagement erodes the firm’s bottom line; results of a 2014 study titled Future of Engagement revealed that, on average, one disengaged employee robs the organisation of a thousand dollars’ worth of profit annually whilst a highly engaged workforce is 78% more productive and 40% more profitable. Iyer and Israel (2012), recognised internal communication as a key lever of employee engagement and similarly, research conducted by practitioners has also identified internal communication as a fundamental influence of employee engagement. Organisational communication plays a very important part in ensuring employee engagement and, in order to meet the distinct needs of today’s diverse work-force, firms need to pay special attention to internal communication practices (Gaither 2012). The burden of making work meaningful through the effective resolution of issues that employees are faced with at the workplace has been placed on line managers as prior research demonstrates that often, persons seek deeper meaning in their work than they do in their personal capacity (Mehrzi & Singh, 2016). Continuous, honest and transparent communication helps reinforce good relationships with employees (Jha & Kumar, 2016) and thus, line manager communication is an important area to explore as a key driver of employee engagement (Vercic & Vokic, 2017). 
[bookmark: _Toc521904270]Purpose of the study
[bookmark: _Ref25396392][bookmark: _Toc141172732][bookmark: _Toc141172804][bookmark: _Toc141173472][bookmark: _Toc141173538][bookmark: _Toc184011854]The purpose of this study is to investigate the influence of internal communication on employee engagement, particularly communication coming from the line manager. The study determines in what way line manager communication affects organisational commitment, job satisfaction and employee trust within organisations in the financial services sector in South Africa. Management scholars, Smidts, Cees, and Pruyn (2001) suggest that internal communication is a neglected area and Lockwood (2007) stresses the importance of knowing what drives employee engagement, especially in culturally dissimilar work environments. This study focused on the employee’s role as a stakeholder i.e. internal customer within the integrated marketing communications framework.  Freeman (2004) defines stakeholders as people that have an effect, or are affected by the achievement of the organisation’s goals. Stakeholders are groups such as employees, customers, suppliers, manufacturers, government, and shareholders (Ozuem, Limb & Lancaster 2016). Traditionally, most companies recognise shareholders as the most important stakeholder, but Stakeholder Theory endeavours’ to correct this constricted view by arguing that companies do not merely exists to maximise shareholder value and wealth (Buchholz & Rosenthal, 2005). Customers are also regarded as priority stakeholders because they have a direct impact on sales generated and organisational profitability (Ozuem et al., 2016) but Mohammed and Pervaiz (2000) believe that employees are the most important public of the organisation. Therefore, this study demonstrates the importance of the employee as a customer. The findings of this research study give practical guidance and strategic recommendations to company executives, Marketing, Corporate Affairs, and Human Resource practitioners in the formulation of employee engagement programmes through the effective use of internal line manager communication. This study will assist in creating synergy within the internal and external environment of companies (Jha & Kumar, 2016) and subsequently help organisations establish a unique and sustainable competitive advantage as a means to achieving company goals and objectives. 
This study empowers line managers to create, drive and maintain employees’ organisational commitment, increase job satisfaction and improve employee trust in their organisations, thus creating engaged employees. To ensure success, companies need to be deliberate in executing engagement plans that create an inclusive work climate that instils high levels of confidence and enthusiasm (Jha & Kumar, 2016). A survey by Deloitte Touche-Tohmatsu found that senior executives are feeling the pressure to regularly measure non-financial information about their company, such as engagement and productivity (Hansen, 2007).
Studies by Iyer and Israel (2012) and Saks (2006) revealed that employee engagement can be explained through the dimensions of organisational commitment and job satisfaction. These studies proved that engagement explains a substantial amount of variance in job satisfaction, and organisational commitment. Similarly, studies conducted by Wang and Hsieh (2013), and Hassan and Ahmed (2011), revealed that trust is positively and significantly correlated with employee engagement (r = .64, p < .01). Therefore this study measures employee engagement through its constructs of organisational commitment, job satisfaction and employee trust.

[bookmark: _Toc484429739][bookmark: _Toc521904271]Context of the study
Academic research and practitioners have become increasingly interested in employee engagement, particularly in markets outside of the United States (Schaufeli, Salanova, Gonzalez-Roma, & Bakker, 2002). Gallup's 2013 workplace engagement study which surveyed 142 countries revealed that only 13% of employees worldwide are engaged in their work; this number rose by 3.7% in 2016 (Smith, 2016). Approximately 180 million employees, which equates to about one in eight workers in the countries surveyed are committed to their work and are most likely to be contributing positively to their company’s. Gallup's study revealed that the most engaged workers are in America and Canada whilst the most actively disengaged employees are in the North Africa region and Middle East with more than 1 in 3 workers classified as actively disengaged (Gallup Management Inc., 2013). 
Employees can be classified as highly engaged, also referred to as totally engaged, moderately or nearly engaged, passively engaged, which is considered as nearly engaged or nearly disengaged, and actively disengaged, also known as totally disengaged (Jha & Kumar, 2016). Research findings from Effectory International show that in Africa, employees want to work in organisations that communicate honestly and on an on-going basis, communication plays a bigger role on this continent than in other regions (Smith, 2016). In South Africa, 45% of the employees surveyed are actively disengaged, 46% are passively engaged and only 9% are engaged (Gallup Management Inc., 2013). These differences are most likely due to the prevailing economy of a particular country, its value system, cultural nuances, political climate and different individual management styles (Haid & Sims, 2009). This low level of employee engagement has continually been seen in many other surveys conducted by practitioners and academic researchers and epitomises a global crisis in employee relations (Saks, 2006). 
A communication Return on Investment study by Watson Wyatt (2008) revealed that companies that are able to communicate efficiently typically demonstrate higher levels of engagement as opposed to those that communicate less regularly and are not as effective in their communication. As organisations grow and become more complex, the internal line manager becomes an important mechanism to disseminate information, build trust and commitment and maintain relationships (Mishra, Boynton, & Mishra, 2014).  In an increasingly competitive and dynamic world, engagement is seen as less of a commodity and more of a necessity (Smith, 2016). 
[bookmark: _Ref25636347][bookmark: _Toc141172733][bookmark: _Toc141172805][bookmark: _Toc141173473][bookmark: _Toc141173539][bookmark: _Toc184011855][bookmark: _Toc484429740][bookmark: _Toc521904272]Problem statement
The dearth of academic research on internal communication has created a void that needs to be addressed (Vercic, Verčič, & Sriramesh, 2012). There are numerous variables that have been identified as drivers of employee engagement such as employee coaching, employee career development, rewards and recognition, creating an environment that fosters accountability, the employees’ ability to perform meaningful work, and teams that are adequately resources (Baumruk, 2006; Kahn, 1990; Woodruffe, 2006). The mediating effect of internal communication on employee engagement consequently requires further research, particularly when referring to the influence of the line manager. In a global leadership survey, improving employee engagement emerged as one of the highest issues that have an impact on organisational effectiveness. Internal communication was noted as an enabler and yet, despite its relevance, it is still under-studied and under-appreciated by communication scholars (Linke & Zerfass, 2011). 
Several consultancy firms (i.e. Aon Hewitt, IES, CIPD, PeopleMetrics, Towers Watson, Kenexa, Gallup Inc., etc.) have conducted studies on engagement which contain minimal information on the influence of internal communication and line manager communication, and thus a lot of the data available comes from these companies and it consists mainly of surveys conducted on communication practitioners (Hayase 2009). Despite the increased attention and importance placed on internal communication and employee engagement, inadequate empirical research on their relationship has been presented (Saks 2006; Welch, 2011). The identified gaps that exists within internal communication have created great criticism (Welch & Jackson, 2007) and therefore, the possible connection and relationship between internal communication and employee engagement, will allow for this assertion to be either supported or refuted (Hayase 2009).
[bookmark: _Toc141172734][bookmark: _Toc141172806][bookmark: _Toc141173474][bookmark: _Toc141173540][bookmark: _Toc184011856][bookmark: _Toc484429741][bookmark: _Toc521904273]Main problem
To investigate the influence of internal line manager communication on the employee engagement constructs of organisational commitment, job satisfaction and employee trust.
[bookmark: _Toc141172735][bookmark: _Toc141172807][bookmark: _Toc141173475][bookmark: _Toc141173541][bookmark: _Toc184011857][bookmark: _Toc484429742][bookmark: _Toc521904274]Sub-problems
1. To investigate the influence of internal line manager communication on organisational commitment. 
2. To investigate the influence of internal line manager communication on job satisfaction. 
3. To investigate the influence of internal line manager communication on employee trust. 
[bookmark: _Ref25654455][bookmark: _Toc141172736][bookmark: _Toc141172808][bookmark: _Toc141173476][bookmark: _Toc141173542][bookmark: _Toc184011858][bookmark: _Toc484429743][bookmark: _Toc521904275]Significance of the study 
Karanges, Beatson, Johnston, and Lings (2014) acknowledge that whilst perceived support, job characteristics, and value congruence are cited as drivers of employee engagement, theoretically, internal communication has the greatest impact in the development and upkeep of employee engagement efforts in the workplace. Multiple possibly significant constructs are not always explored in literature, such as communication (Anitha, 2014; Bakker & Demerouti, 2008; Chaudhary, Rangnekar, & Barua, 2012; Holbeche & Springett, 2004), and this has led to academic research that investigates possible ties between internal communication and employee engagement and the excellent value of internal communication programmes championed by line managers, in fostering better relationships with employees (Kang & Sung, 2017). 
What has emerged in literature is the lack of empirical evidence regarding ways in which internal communication influences employee engagement (Karages et al., 2014) and yet, despite the significance of the link between internal communication and employee engagement, the relationship has not been widely tested (Vercic & Vokic, 2017). Very little research has been done to test the association between line manager communication and engagement (Ruck, Welch, & Menara, 2017) and Karanges et al., (2014) support this view in that very little or no research studies investigate the influence of internal line manager communication on employee engagement. Very limited empirical evidence and research that tests the relationship between internal communication and employee engagement exists in the context of the South African financial services industry.  Similarly, there are limited published studies that have conceptually and empirically tested the relationship between trust and engagement (Chughtai & Buckley, 2008). The mechanism underlying the association between trust in line management and role performance have been established through empirical research (Li & Tan, 2013), but there is a need to investigate the role that other psychological, behavioural and situational variables have on engagement to help gain a better understanding and appreciation of the trust construct (Chughtai & Buckley, 2008). 
Research studies looking at the effect of internal communication on employee engagement have been conducted in various industries, such as, the education, policing, and public service sectors (Arif & Ilyas, 2013; Chen, 2008; Chong, 2007; Dolphin, 2005; Sopow, 2008; Sudhakar & Patil, 2006; White & Stafford, 2010), but none within the financial services industry in the South African context. A majority of these studies were carried out in overseas markets such as Canada, the United States of America, the United Kingdom, and in China (Gaither 2012).  According to research conducted by Effectory International, the most engaged and committed workers globally are within the Agriculture sector (37%), whilst only 28% of employees in the financial services industry are engaged and committed (Smith, 2016). 
In service industries, employees are the most pertinent target market (Mohammed & Pervaiz, 2000) even though external customers are typically recognised as the sole focus of marketing efforts. Bhattacharya, Sen, and Korschun (2008) argue the need for research that examines the impact of marketing communication efforts on stakeholders other than customers. 
[bookmark: _Toc141172737][bookmark: _Toc141172809][bookmark: _Toc141173477][bookmark: _Toc141173543][bookmark: _Toc184011859][bookmark: _Toc484429744][bookmark: _Toc521904276]Delimitations of the study
· The research study was only conducted in financial services organisations in South Africa.
· The study did not critique the firm’s existing internal communication programme and its influence on employee engagement. 
· Participation was limited to employees who had been with the company for more than six months reporting to the same line manager within the same period. 
· The results of the research study were not compared and contrasted against other financial services organisations to draw differences and similarities.
90


[bookmark: _Toc141172740][bookmark: _Toc141172812][bookmark: _Toc141173480][bookmark: _Toc141173546][bookmark: _Toc184011862][bookmark: _Toc484429745][bookmark: _Toc521904277]Definition of terms
Internal communication:
According to Welch and Jackson (2007, p. 183), internal communication is the “strategic management of interactions and relationships between stakeholders at all levels within the organisations”. 
Internal line manager communication: 
Communication that occurs between line managers and their employees (Karanges et al., 2014); also referred to as supervisor or front-line communication, in literature. 
Stakeholders:
“Any group or individual who can affect or is affected by the achievement of the firm’s objectives” (Freeman, 2004, p. 229)
Internal stakeholder:
Line manager to employee, line manager to the manager, internal members of the team and other internal groups that are stakeholders within an organisation (Welch & Jackson, 2007). 
Employee engagement:
“A positive, fulfilling, work-related state of mind that is characterised by vigour, dedication, and absorption” (Schaufeli, Salanova, Gonzalez-Roma, & Bakker, 2002, p. 74).



Organisational commitment:
According to Meyer and Herscovitch (2001, p. 301), commitment is “a force that binds an individual to a course of action that is of relevance to a particular target”, whilst organisational commitment is defined as “the relative strength of an individual’s identification with and involvement in a particular organization” (Avolio, Zhu, Koh, & Bhatia, 2004, p. 952). 
Job satisfaction:
Satisfaction is a positive state that brings out enthusiasm and feelings of energy (Macey & Schneider, 2008), whilst job satisfaction is defined as “a pleasurable or positive emotional state resulting from the appraisal of one’s job or job experiences” (Saari & Judge, 2004, p. 396). In literature, the most commonly used research definition of job satisfaction is by Locke (1976). 
Employee trust:
According to Morrow, Hansen, & Pearson, 2004, p. 50), employee trust is “one’s overall belief that another individual, group or organization will not act to exploit one’s vulnerabilities” It is also defined as “a psychological state comprising the intention to accept this vulnerability based upon positive expectations of the intentions or behaviour of another” (Rousseau, Sitkin, Burt, & Camerer, 1998, p. 395). 





[bookmark: _Toc141172741][bookmark: _Toc141172813][bookmark: _Toc141173481][bookmark: _Toc141173547][bookmark: _Toc184011863][bookmark: _Toc484429746][bookmark: _Toc521904278]Assumptions
The following assumptions were made: 
· Respondents had adequate understanding of what is meant by internal communication, line manager communication and all other terms used in the research instrument.
· 148 responses are deemed sufficient to confirm or disapprove the hypothesis.
· Participants were truthful in their responses and reflect normal perspectives and experiences. 
[bookmark: _Toc514352003][bookmark: _Toc521904279]Report structure 
This research report is divided into six chapters as follows: 
Chapter 1 introduces the research study and gives an overview of the study in terms of key themes contained in this report i.e. the purpose of the study (1.1), the context of the study (1.2), the problem statement with relevant sub-problems (1.3), the significance of the study (1.4), the identified delimitations (1.5), the definition of the key terms referred to in the report (1.6), and the identified research assumptions (1.7).  
Chapter 2 is the literature review section which involved rigorous synthesising of academic literature pertaining to the research study (Bakker & Demerouti, 2008). The theoretical grounding of the study is presented together with the conceptual model and the hypothesised relationships.  
Chapter 3 outlines the adopted research methodology relating to the research paradigm (3.1) research design (3.2), population and sample, including sampling techniques (3.3), the employed research instrument (3.4), the procedure followed for data collection (3.5), data analysis and interpretation (3.6) the limitations of the study (3.7), and validity and reliability of the research scales (3.8). 
Chapter 4 presents and describes the results of the study in terms of the respondents’ general information relating to their employment tenure and their demographic make-up. The validity and reliability of the scales is addressed, followed by results pertaining to the open-ended questions relating to internal line manager communication. To conclude the chapter, results pertaining to the hypothesis are presented and summarised. 
Chapter 5 discusses and explains the results of the research study in relation to the literature review conducted in chapter 2. 
Chapter 6 concludes the research report and gives practical recommendations to the identified stakeholders and provides suggestions for further research.  
[bookmark: _Toc141172742][bookmark: _Toc141172814][bookmark: _Toc141173482][bookmark: _Toc141173548][bookmark: _Toc184011864][bookmark: _Toc484429747][bookmark: _Toc521904280]LITERATURE REVIEW
[bookmark: _Toc141172743][bookmark: _Toc141172815][bookmark: _Toc141173483][bookmark: _Toc141173549][bookmark: _Toc184011865][bookmark: _Toc484429748][bookmark: _Toc521904281]Introduction
A multidisciplinary method was used to summarise and synthesise literature from various disciplines i.e. marketing, public relations, organisational communication, human resource, business management and psychology were examined (Gaither 2012). The research was restricted to articles published in the English language predominately using keywords, but not limited to internal communication, internal marketing, employee engagement and its related constructs i.e. organisational commitment, trust, and satisfaction, supervisor communication, line manager communication, employee relations, stakeholders, job satisfaction, organisational communication etc. The search was narrowed down to articles with keywords that appear in the title, abstract and citations. 
[bookmark: _Toc484429749][bookmark: _Toc521904282]Theoretical grounding, definition of topic and background discussion 
This research study is grounded in the theory of Integrated Marketing Communication which has evolved from being viewed as a way of co-ordinating and organising communication tools but rather as more strategic function (Madhavaram, Badrinarayanan, & McDonald, 2005). Human Resource scholars view communication as a management function whilst Marketing scholars believe it is a Marketing function where employees are recognised as internal customers (Dunmore, 2002; Gummesson, 2000; Mohammed & Pervaiz, 2000). A study conducted on Public Relations (PR) Executives revealed that PR practitioners understand the value of internal marketing communication and findings indicated that they see their roles as overlapping with Marketing professionals (Mishra, Boynton, & Mishra, 2014).  Duncan and Caywood (1996) first defined Integrated Marketing Communication as a process aimed at influencing all messages which encourage decisive dialogue to create and cultivate profitable relationships with customers and other stakeholders. This definition expands the notion of an organisation’s target market to include, apart from customers, all employees and other organisational stakeholders (Kliatchko, 2008). Integrated Marketing Communication transpires at two levels in the organisation, namely, the corporate and operational levels with each focusing on strategic and managerial topics (Kliatchko, 2008). He further posits a four pillars model which is summarised into four distinct areas i.e. stakeholders, content, channels and results (see Figure 1).  These four pillars may be considered both antecedents and consequences of Integrated Marketing Communication.
[image: ]
[bookmark: _Toc519584155]Figure 1: Four pillars of IMC (Kliatchko 2008, p. 145)
This model is in line with this study as it looks at the internal customer i.e. employee, as a stakeholder within the Integrated Marketing Communication’s agenda. Furthermore, Public Relations falls within the Integrated Marketing Communications framework (Pickton & Broderick, 2005). See Figure 2. 
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[bookmark: _Toc519584156]Figure 2: IMC Mix Model (Pickton & Broderick, 2005, p. 17)
A firm’s pertinent publics include both external and internal audiences such as employees and managers (Schultz & Schultz, 1998). Building and maintaining positive and sustainable relationships with employees should be top of the priority list for any organisation looking at creating employee allegiance and feelings of ownership. Linking marketing activities directed to external target audiences with internal marketing efforts is a great way of creating employees who are customer focused and oriented. This in turn creates a motivated workforce who will align and implement these strategies internally (Mohammed & Pervaiz 2000). 
As per figure 2, employee publics, also referred to as internal stakeholders, falls within the ambit of IMC (Pickton & Broderick, 2005). For the purpose of this study, the marketing practitioner’s view of internal communication as posited by Welch and Jackson (2007) is used that states that internal communication transpires in both management and marketing communication areas as well as the strategic public relations area within the organisation which is a function of Integrated Marketing Communication. This view is supported by marketing scholars.
Within organisations, internal communication is the management of exchange relationships between varying stakeholders across a number of related areas; see table 1 on page 35 for a list of these stakeholders (Welch & Jackson 2007). The focus of this study is on line manager communication; also referred to as Internal Line Manager Communication in this paper, and is aligned with Schaufeli, Salanova, Gonzalez-Roma, and Bakker’s (2002) definition of engagement as “a positive, fulfilling, work-related state of mind characterized by vigour, dedication, and absorption” (p. 72). Vigour, which can also be classified as an employee’s behaviour, is defined as mental resilience, coupled with high energy levels whilst working and the readiness to plough exertion and tenacity in one’s job even when faced with adversity (Schaufeli, Bakker, & Salanova 2006). Dedication, which some scholars describe as an employee’s emotional state, is defined as the ability to be engrossed in one’s work and deriving a sense of motivation, meaning, and zeal (Schaufeli et al., 2006). Finally, absorption, or cognition, is defined as being completely absorbed in one’s work, to a pint where time passes and one experiences difficulties separating themselves from work (Schaufeli et al., 2006).
[bookmark: _Toc484429750][bookmark: _Toc521904283]Internal Communication
Internal communication within organisations occurs constantly, whether through formal or informal structures, managed and unmanaged (Welch & Jackson 2007). It exists to fulfil two main functions; to provision and disseminate information internally, and to create a feeling of community and belonging within organisations (Friedl & Verčič 2011). Internal communication is used as one approach to build and nurture satisfied and motivated employees (Karanges et al., 2014) and thus lack of communication should be an area of alarm since it suffices that lack of communication leads to workplace ineffectiveness (Profile, 2006). Forman and Argenti, (2002); and Tourish and Hargie, (2004a) believe that internal communication plays a central role in organisations, evidence shows that companies with effective internal communication programmes are more successful than those without, yet despite this knowledge, there is an imbalance between the perceived importance of communication versus the actual attention and resources allocated to the function within organisations. 
Even though the importance of communication to a firm’s well-being has been established, the knowledge is rarely translated into practice (Kalla, 2005). “Communication is the undoubted lubricant to prevent the corporate machinery from self-destructing from the friction of change” (D’Aprix, 2009, p. xxiii). Quirke, (2008) believes that one of the roles of internal communication is to provide employees with the information that they require to accomplish their roles successfully. The advantages of internal communication are but not limited to improved employee productivity levels, reduced rates of absenteeism, innovation and better quality of products and services produced by the firm (Clampitt & Downs 1993). Kalla (2005) defines Internal Communication as the ability to deliver messages through social interaction whilst Bovee and Thill  (2017) view it as the prevalent on-going exchange of ideas and information within an organisation. Internal communication enables productivity through the streamlining of employees’ roles and duties within the organisation (Benner & Tushman, 2003). 
The ownership of internal communication as a strategic organisational function remains a critical and topical issue. The intrinsic meaning of internal communication is assigned different definitions by multiple scholars, its antecedents are borrowed from various business management disciplines, however, Argenti (1996); Kalla (2005); and Welch and Jackson (2007) argue that it falls within the Public Relations domain. Argenti (1996) suggests that there is a shortage of scholarly journals that define internal communication; he attributes this shortage as the reason why existing literature recycles the same definition from Frank and Brownell (1989) which defines internal communication as relations between all employees in an organisation aimed at driving and co-ordinating day-to-day activities. Kalla (2005), together with Welch and Jackson (2007), refute this definition as they believe that it is applicable to organisational communication and not internal communication. 
[bookmark: _Toc484429751][bookmark: _Toc521904284]The history of Internal Communication
D'Aprix (1982) wrote about a crucial time for organisations to communicate with its employees, he called for the revolution of internal communication noting that there exists a lack of meaning, limited budgets and resources and short sightedness, this necessitated improvement within the internal communication discipline. The concept of internal marketing communication where employees are considered internal customers emerged during the 1980’s (De Bussy, Ewing, & Pitt, 2003) due to the changing workplace dynamic where companies are now dealing with employees who are not just looking for job satisfaction but who are looking for meaningful work (D’Aprix 1982). The rise of internal communication thus intensified in the 1990’s in the United States of America (USA) and soon after, spread to Europe, and has been growing from strength to strength since (Vercic et al., 2012). The quest to recognise and advocate internal communication as an independent domain has led to in a string of initiatives from practitioners with the aim of understanding and examining the field and discipline (Vercic et al., 2012). To further this agenda, the Institute of Internal Communication was set up as an entity from the Chartered Institute of Public Relations in 2010 by practitioners of internal communication in the UK. This institution is pioneering the transformation of the Federation of European Business Communicators Association in Europe into an association of internal communicators (Vercic et al., 2012). The USA followed suit with the establishment of Council of Communication Management further reaffirming the importance of recognising internal communication as a standalone domain. Unfortunately, academia has not kept up with practitioners in advancing these initiatives (Vercic et al., 2012).
The approach to internal communication has had to change, mostly because of the current business landscape catalysed by digitisation. Argenti (1998, p. 179) at the time, wrote about organisational changes that have a direct impact on employees, which still holds true today. He asserted that “the overall environment is more competitive than ever before, more global than in the past, and more interdependent on other organisations. These put pressure on today’s employees and create the need for a more coordinated approach to employee communication”. A shift occurred when practitioners began applying external marketing strategies internally (Hayase 2009). 
[bookmark: _Toc484429752][bookmark: _Toc521904285]The Practitioners view – the Delphi study
The Delphi study was conducted in Europe in two phases by Vercic et al. (2012) to determine the opinion and perspective of internal communication representatives of the national association in response to the lack of empirical evidence on internal communication from the practitioner perspective. This study is significant because it represents the views of internal communication specialists on the antecedents and outcomes of internal communication and is symbolic as it reveals practitioners’ views on where the function of internal communication belongs within an organisation. 
The first round of findings of the study revealed that practitioners often perceive internal communication as a synonym for inter-organisational communication which is the equivalent of employee communication. They view internal communication as a way of achieving a methodical way of distributing information across at all strata, co-ordinated in the most efficient way possible. Practitioners believe internal communication should play a motivational role, thereby creating organisational significance. They believe internal communication has the responsibility of aligning employees’ individual goals to that of the organisation to help build strong organisational cultures. Participants believe that communication involves the exchanging information between employees in an organisation to create understanding (Vercic et al., 2012). In the second round of the study, participants were asked to describe what internal communication is and what they believe it is responsible for. There was consensus among most respondents that it is a management function aimed at taking charge of the communication process within organisations and the dissemination thereof. They noted that internal communication is responsible for aligning employees with the organisation’s purpose, helps improve the organisation’s communication, contributes positively to the motivation and engagement of employees and assists with mediation between management and employees. Participants placed internal communication as a multi-disciplinary function in line with Welch and Jackson (2007) and Kalla (2005) which serves the purpose of infusing elements of marketing, human resource management, and communication. Overall findings revealed other areas that are strongly associated and observed to be close to internal communication i.e. the human resources function, the discipline of change management, organisational development, public relations, marketing, general management, corporate strategy and communication. Internal communication is interwoven with all these functions and plays a critical role, therefore declaring it as a speciality in itself would not be unsound (Vercic et al., 2012). 
There are differing views regarding the domain of internal communication. Some scholars (Johlke & Duhan, 2001; Smidts et al., 2001; Kalla 2005; Welch & Jackson 2007) conceptualise internal communication as an integrated multi-disciplinary construct, while others (Carrlere & Bourque 2009; Zahay & Peltier, 2008) believe internal communication is a one-dimensional paradigm that is made up of numerous pieces that mirror the domain of internal communication (Karanges et al., 2014). The following is a summary of an integrated multi-disciplinary approach to internal communication which is the approach followed by this study to analyse the internal communication construct. 
[bookmark: _Toc484429753][bookmark: _Toc521904286]An integrated multi-disciplinary approach to Internal Communication
Research findings from the Delphi study conducted by Vercic et al. (2012) show that practitioners see internal communication as a multidisciplinary function that combines features of human resources, communication and marketing, but they also view it as part of the organisation’s overall communication function that is practical in nature. Argenti (1996) asserts that internal communication is a function of corporate communication, which practitioners often refer to as public relations, with the objectives of notifying employees about changes within the organisation. Welch and Jackson (2007) agree with this view and further suggest that internal communication is a strategic management function that facilitates relationships among stakeholders across multiple levels and functions in an organisation and is a facet of strategic public relations. Scholes (1997) approaches the definition of internal communication from a stakeholder viewpoint as the management of exchanges between all publics that have a vested interest or stake within an organisation which is in line with this study. 
Kalla (2005) also views internal communication from an integrated perspective; he defines it as all forms of communication that takes place internally across all known levels in any firm. The definition is based on a multidisciplinary approach of internal communication with reference to four domains, namely; 1.) Business communication, which refers to employees’ communication skills; 2.) Management communication, which is concerned with managers’ capabilities to communicate effectively 3.) Corporate communication, which focuses on formal communication to internal and external stakeholders and 4.) Organisational communication, which is concerned with addressing philosophical, and theoretically oriented issues. All four domains have an internal and external communication aspect and draw from the knowledge available both in theory and practice of all four domains (Kalla 2005).  
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[bookmark: _Toc519584157]Figure 3: Kalla’s (2005) conceptual framework of integrated internal communication (p. 306).
Internal communication happens in formal and informal settings, from informal conversations between colleagues to formal corporate communication by company executives. Between these two forms of communication lies an assortment of approaches including communication between an employee and line manager (Welch, 2015) which is the focus of this research study. See figure 4.

[bookmark: _Toc519584158]Figure 4: Welch & Jackson’s (2007) approach to internal communication
As part of his work relating to instrumental stakeholder theory, Jones (1995) identified employee stakeholders in terms of group and subgroup levels i.e. strategic management, day-to-day, team and project management which are collectively a representation of the various stakeholders that exists at different levels within a company. This led to the classification of internal communication by stakeholder groups into four dimensions positioning internal communication as a strategic management of exchanges between groups within organisations across a number of interrelated functions including, 1.) Internal line management communication which occurs at every level in the organisation and is concerned with issues relating to day-to-day activities in a firm 2.) Internal team peer communication involves managers and employees in a team setting 3.) Internal project peer communication involves colleagues working together on a special project with the aim of fulfilling a project goal. This type of communication is two-way and participants may be inter-departmental and include managers and subordinates and 4.) Internal corporate communication which focuses on communication with all employees across all levels in an organisation (Welch & Jackson 2007). These typologies of internal communication are expressed in the following internal communication matrix. 
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[bookmark: _Toc519584138]Table 1: Internal communication matrix (Welch & Jackson, 2007, p. 185)
Scholes’ (1997) definition of internal communication which is reinforced by Welch and Jackson (2007) makes reference to individuals or groups with varying levels of interest an organisation; this is encouraged by stakeholder theory that encourages practitioners to take into account the different internal groups with varying stakes that exist in a company. To conclude this integrated approach to internal communication, Freeman (2004) identifies line manager to employee as key stakeholders within an organisation. 
[bookmark: _Toc484429754][bookmark: _Toc521904287]Employee as a Stakeholder
Communication facilitates dialogue and helps managers engage with employees, poor communication has the potential to compromise organisational effectiveness. Research that exists within public relations observes employees as internal stakeholders (Seitel 1989). Freeman’s (2010) stakeholder approach delineates stakeholders as individuals, collectives, or publics who are impacted by the fulfilment of an organisation’s goals and Waters et al. (2013) believe that since stakeholders are the most enthusiastic and opinionated publics of an organisation, they are not afraid to express their dissatisfaction if their needs and expectations are not fulfilled. The lack of attention given to internal communication is due to the attention and focus traditionally given to external customers as consumers of the firm’s products and services through the use of marketing communication like advertising (Mishra et al 2014). Chang and Lu (2007) and Wright (1995) argue that external customers are valued by public relations scholars and academics over internal customers and this is demonstrated by the lack of concern from managers and organisations for their employees. Most executives equate success to metrics relating to brand equity, market share, and increases in revenue, yet the real attributes and factors of business success lie with an organisation’s work-force. Employees are the real catalysts that build the enterprise (Kaliannan & Adjovu, 2015).  Cheney (1991, p. x) echoes these sentiments by pointing out that “amid the rush toward heightened efficiency and competitiveness is a sense that most organisations don’t care a great deal about their employees”.
The employee public plays a central role in an organisation. Therkelsen and Fiebich (2003) note that some of the benefits of having an involved and informed employee public are; (1.) informed employees contribute positively to customer satisfaction, and (2.) because they are knowledgeable about the affairs of the enterprise, they can affect public opinion positively. 
The integration of internal communication is an agenda that is advocated by academia, this integration is approached from a stakeholder perspective aimed at ensuring the delivery of a unified and consistent message to both internal and external publics of the firm, yet the uptake of this approach by practitioners is slow as they believe internal communication is the ambit of human resources and external communication a function solely concerned with communicating externally (Mishra et al. 2014). Kennan and Hazleton (2005) note the importance of treating the employee as a crucial stakeholder, highlighting the need for organisations to acknowledge employees as definite publics of the firm. Effective internal communication is advantageous for the day-to-day operations and overall success of the company (Kitchen & Daly, 2002). Employers that invest in their internal customers, i.e. employees, are viewed in a more favourable light by external publics as being employers of choice (Gill, 2010).  
Stakeholders can be categorised into three typologies; normative, derivatives and non-stakeholders (Phillips, 2003).  According to Phillips (2003, p. 30) “normative are those stakeholders to whom the business has a moral obligation of fairness, over and above that due other social actors simply by virtue of their being human”. Phillips (2003, p. 31) further defines “derivatives are groups whose actions and claims must be accounted for by managers due to their potential effects on the organisation and its normative stakeholders”. “Non-stakeholders are sets of groups and individuals who are not stakeholders” (Phillips, 2003, p. 33). Sowa (2005, p. 433) affirms that “partnerships must be built with internal stakeholders”. Forman and Argent (2002) postulate that the employee is the most valuable asset to an organisation, Englehardt and Simmons (2002) agree with this view as they emphasise that employees are the greatest and only sustainable source of competitive advantage. The employee is the most critical public of any firm therefore employee communication within the organisation is the most important form of communication (Therkelsen & Fiebich, 2003). 
Employees are considered branding tools for an organisation and their involvement and engagement can really do wonders for the growth of the firm. The more satisfied and engaged the company’s workforce is, the better the services and the satisfaction levels of customers (Jha & Kumar, 2016). 
Open internal communication is critical to ensuring high morale in an organisation; it affects employees’ happiness and creates an effective work environment. Results of a study financed by numerous multi-nationals established that employees consider transparent and truthful communication as the most significant way of measuring both satisfaction with one’s role (Therkelsen & Fiebich, 2003). 
In order for businesses to see results, there has to be a shift in the way they communicate internally with staff, however, little is known about how they can shift communication levels to enhance employee engagement (Hayase 2009) hence the need for this research study. The best way to communicate effectively with employees is through the line manager, direct face-to-face communication from a line manager to the employee increases employee trust, loyalty, satisfaction and productivity (Therkelsen & Fiebich, 2003). 
[bookmark: _Toc484429758][bookmark: _Toc521904288][bookmark: _Toc484429756]Internal line manager communication
Internal communication is the most important aspect of communication management and it exists as a way for managers to communicate with employees and vice versa (Welch 2015). Internal communication is communication between organisational leaders and its pertinent stakeholders; its employees (Dolphin 2005). Internal communication is a fundamental conduit to help executives build a culture underpinned by openness and transparency and to engage employees around the objectives of the organisation (Mishra et al., 2014). Internal communication is a reflection of the manager’s ability to build, sustain and drive relationships across all levels of the organisation (Welch & Jackson, 2007) as the line manager is a key resource that motivates and encourages employees to be engaged at the workplace (Menguc, Auh, Fisher, & Haddad, 2013). The relationship between an employee and their line manager has a major influence on the perceptions that an employee holds regarding the safety of the work environment (May, Gilson, & Harter, 2004). As companies grow and become more complex, communication between internal stakeholders becomes more difficult to manage (Kalla 2005); internal communication is therefore the mechanism that allows managers to share information, foster trust, maintain relationships between an organisation, line managers and employees, and create a sense of belonging and community among employees (Hume & Leonard, 2014; Ryynänen, Pekkarinen, & Salminen, 2012). There has been a noticeable reduction of trust between employees, their line managers and the organisation which has resulted in decreased levels of loyalty and commitment (Vercic et al. 2012). Kenexa’s Work Trends report found that the level to which employees are driven and willing to apply discretionary effort to fulfilling activities that are crucial to the achievement of organisational goals is linked to the strength of line managers within the organisation (Robinson, et al., 2011). Honest, transparent and continuous communication helps reinforce good relationships with employees and is key to establishing favourable relations with them, and helps enhance their satisfaction levels and belief in the organisation’s decision making process (Jha & Kumar, 2016). The importance placed on line managers is at an all-time high and this is due to reasons associated with securing an engaged workforce (Smith, 2016). 
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Miles, Patrick, and King (1996) define line manager communication as the interchange of information and impact between organisational members where the line manager has the delegation of authority to direct organisational activities of employees. The purpose of employee-line manager communication is to create a cohesive and co-operative personnel who will assist the organisation to achieve its purpose and at the same satisfy any expectations that employee have (Therkelsen & Fiebich, 2003). Line managers are able to alleviate some of the stresses and strains that are brought about by high demands associated with the job and so when employees feel like they have the support of their line manager they remain engaged in their work (Menguc et al., 2013). 
There have been numerous studies that reinforce the importance of communication between line managers and their employees (Dansereau & Markham 1987). A line manager’s role involves providing information and keeping employees up to date across all levels of the organisation (Andrews & Kacmar 2001). This type of communication contributes towards overall organisational effectiveness and has the ability to influence organisation members to attain job satisfaction and satisfactory commitment levels (Kacmar, Witt, Zivnuska, & Gully, 2003). Line manager communication influences employee relationships, employee attitudes and behaviours in the workplace (Dasgupta, Suar, & Singh, 2013); in organisations, effective managerial communication assists the company to connect with employees and build and maintain good relationships (Wyatt, 2006). Results from a study by Sias (2005) revealed that the type of communication that an employee receives from their line manager is a key predictor of the employees’ job satisfaction and commitment levels (Abu Bakar et al., 2010). Employee loyalty lies with both the organisation, their work unit, but particularly the line manager. Employees are the most critical stakeholder in an organisation as they fulfil all the tasks that define organisational success, the line manager is the definitive path to employee backing and commitment (Therkelsen & Fiebich, 2003). Dasgupta et al. (2013) note the visible shift in the manner in which line managers communicate with their employees. In the 1950’s, communication between line manager-employee placed emphasis on minimizing communication red-tape, and towards the early 1980’s, prominence shifted to harnessing employees’ unused potential by motivating and involving them. As organisations began to expand and become multinational and decentralised into the early to mid-1990’s, companies commenced to consider employees as the company’s greatest asset, however that narrative has evolved. Employees’ are now recognised as human capital owners and investors (Davenport, 1999) elevating the asset metaphor to even greater heights. Sharing power, which is depicted by organisations involving and informing employees through their line managers, has become compelling as it is associated with sound business practice (Therkelsen & Fiebich, 2003). 
Line manager communication has the ability to affect the work relationship between an employee and the organisation (Varona, 2002). Often, line managers communicate with employees in an unfavourable and dissatisfactory manner that invalidates their emotions, belittles and ignores them. Whilst this may not always be intentional, it erodes organisational effectiveness and has negative repercussions (Sniderman, Fenton-O’ Creevy & Searle 2016). Line Managers play a key role within organisations; they are tasked to manage multiple functions including people management which involves both human resource management and employee relations (Townsend & Loundoun 2015). Executives in organisations are inclined to view communication with managers and external stakeholders as more essential than communication with sub-ordinates (Therkelsen & Fiebich, 2003), but because of increased competition in the market place, organisations are forced to place greater attention on the way they treat employees at the workplace (Dasgupta, 2014). 
Line manager communication is interpreted by employees against two dimensions; “what” is being said and “how” it’s being said (Dasqupta et al., 2013). Being a good communicator also involves nonverbal cues; it is not only what the line manager says but body language such as facial expressions and disposition influence employees’ perceptions of their line manager’s openness (Therkelsen & Fiebich, 2003). Whilst technology, costs, or new product development are at the heart of business strategy, a people-centric strategy is a great source of competitive advantage as it is difficult to imitate (Pfeffer, 1998). The strength of relationships between employees and organisations has become more important; through communication, managers are able to create an environment that allows employees to experience happiness and demonstrate passion for their jobs (Dasqupta et al. 2013). Firms must make it apparent that the relationship with the employee public is the primary obligation of the line manager, not just an add-on (Therkelsen & Fiebich, 2003). 
Line managers are considered representatives of the company and if employees feel that the company or line manager is supportive they develop a sense of responsibility to match the effort (Rhoades & Eisenberger, 2002). The line manager, enabled by the company, gives support to his/her subordinates and this assists to cultivate a positive climate. Employees will most likely hold unfavourable behaviours and attitudes if the treatment is neutral or negative (Dasgupta, Suar, & Singh, 2013).  Employees’ prefer to hear information first hand from their line managers, irrespective of the nature of the problem or issue at play as they are more trusted than the company CEO.  This sort of communication creates a positive group identity particularly within employees’ work unit. Employees’ look to their line managers for beneficial and truthful news and information about the firm and they feel a lot more confident when they believe that the line manager has clout (Therkelsen & Fiebich, 2003). Employees trust their managers if they are supportive, show a willingness to listen and communicate truthfully in a transparent manner (Carroll,2006). This level of transparency and honesty in internal communication is received more favourably when it comes from the line manager (Mishra et al., 2014). According to the SHRM Special Expertise Panels 2006 Trends Report, the employee-employer relationship has a great significance on employee engagement (Lockwood 2007). Internal communication between managers and employees will generate great employee engagement on the strength of the trust fostered between the two (Mishra et al., 2014). If the line manager is deemed to be a credible source of information, employees perceive this feedback as being more accurate, insightful, and satisfactory and are receptive to implementing the line manager’s suggestions (Therkelsen & Fiebich, 2003). Employees who like their line managers tend to feel prouder and more enthusiastic about their organisation, thus if firms desire a more engaged workforce, they need to enhance the line manager’s ability to manage well and create structures that encourage better team communication (Markey, 2014). Appreciation, respect, feeling valued at the work place, and the personal touch of management will help motivate employees to engage with full commitment (Jha & Kumar, 2016). 
Marketing and Public Relations practitioners have a deep understanding and appreciation for internal communication as a business priority and CEO’s play a catalytic role in advocating and promoting employee communication (Wright 1995). Efficient and timeous communication between leadership and employees has the ability to sway employee engagement: a leader who is able to demonstrate strategies to subordinates with certainty is able to motivate workers to be engaged (Lockwood, 2007). Blessing and White (2011), argue that engagement is directly related to top management input. Internal communication is tasked with developing a sense of community within an organisation through establishing and maintaining relationships between the organisation, line manager and other employees (Karanges et al., 2015). The employee at every level has an implicit psychological contract with the organisation which contains all the perceived undertakings made by both the employee and the organisation alike (Therkelsen & Fiebich, 2003). An employee may form numerous workplace relationships, however, the two relationships that dominate the life of an employee pertaining to their work environment, is the relationship with their organisation and with their line manager (Sluss, Klimchak, & Holmes, 2008). Internal organisational communication and internal line manager communication are critical within any company (Bennis & Nanus, 1985). 
“Today’s leaders should concern themselves less with issues of task and structure and more with their employees’ “spirit”, we all yearn for spiritually rooted qualities at work – integrity, character, inspiration, belief, and even reverence – qualities that are key factors in an enterprise’s success” (Hawley, 1993, p. 11). 
It is the function of the line manager to communicate the company’s vision, mission, values, objectives, and specific job related tasks as a way of stimulating employee feedback (Bennis & Nanus 1985). In a study conducted by the Great Place to Work, results showed that that employees appreciate working in an environment where they are able to trust the people for whom they work, have pride in their work and enjoy and get on well with the people with whom they work (Carroll, 2006). 
Feeling good matters in the workplace study, plus previous Gallup research show that line managers hold a critical role when it comes to employees’ well-being and state of engagement (Huggins, 2006). Findings from this study demonstrate that a positive relationship with the line manager holds great weight on engagement and employees who experience higher engagement levels, have noticeably far more positive interactions with their colleagues than those who are disengaged (Jha & Kumar, 2016). Studies by management scholars (i.e. Bakker et al., 2007; May et al., 2004; Saks, 2006) show that engagement is higher for employees who report to line managers who exhibit relationship-related behaviours, such as employee-development, consideration and performance-orientation.

[bookmark: _Toc521904290]Dimensions of line manager communication
Through quantitative and qualitative studies, Huseman, Hatfield, Boulton and Gatewood (1980) established 7 types of communication that are prevalent in the line manager-employee relationship, namely, direction, information, rationale, feedback, positive expression, negative expression and participation. Miles et al., (1996) tested these types of line manager communication and found 4 further separate dimensions of line manager communication behaviours that mirror communication in a line manager-employee relationship. 
I.	Positive relationship communication which is characterised by line managers seeking suggestions from employees, thus showing interest in them as people and allowing them to contribute and give input on crucial decisions. 
II.	Upward openness communication is characterised by the chance to question a line manager’s instruction.
III.	Negative relationship communication deals with the line manager disparaging employees and criticising them in the attendance of other team members.
IV.	Job-relevant communication includes a line manager’s response on issues relating to job performance, and company rules, goals and policies (Abu Bakar, Dilbeck, & McCroskey, 2010).

[bookmark: _Toc521904291]Line manager communication and teams
Communication literature has revealed that communication between a line manager and an employee has implications for each person working in that particular team setting (Kramer, 1995, 2004). Whilst employees may spend more time with their team members, it is the line manager who ultimately sets the precedent for employees’ work environment as decisions taken by line managers have a more frequent and direct impact on employees (Smith, 2016). The study by Sias & Jablin (1995), found that the differences in the line manager’s quality of communication between team members is noticed and talked about in the team together with any differential treatment that may exist (Abu Bakar et al., 2010). This further indicates that line manager communication has far reaching effects in the line manager-employee relationship; this also demonstrates that the value of communication, reinforces employees’ perceptions of their work group relationship (Lee, 2005). A global business research study by Effectory International has shown that the line managers’ influence on work experience is greater than the teams influence because managers spend a lot more time with employees and they shape and create work standards and the environment (Smith, 2016). A high-quality line manager-employee relationship leads to high quality communication characterised by upward openness and job relevance. This leaves employees feeling like they are executing meaningful work which translates to a deep sense of purpose and affection to the team (Ellemers, De Gilder, & Haslam, 2004). Employees within a team setting benefit the line manager by being committed; past studies have shown that internal line manager communication has positive consequences on all employees (Yrle, Hartman, & Galle , 2002). 
Lockwood (2007) suggests that companies ought to take a firm stance against managers who harbour and nurture disengaged employees in favour of engaged ones because sooner or later, they will lose them to other organisations. The following are character traits that are demonstrated by managers who are concerned with promoting and advancing employee engagement in organisations; 
I. They show strong commitment and are dedicated to diversity and inclusion
II. Take responsibility for team successes and failures equally 
III. They display honesty and integrity
IV. They are always ready and willing to assist in finding solutions to problems
V. They demonstrate respect and care for employees as individuals
VI. They are realistic and set accurate performance expectations
VII. They are passionate about individual and team success; and 
VIII. Defend and support their direct reports 
Management scholars have demonstrated that line manager-employee communication has an influence on certain key engagement outcomes (Abu Bakar et al., 2010) such as job satisfaction (Mueller & Lee, 2002), job performance (Alexander & Helms, 1989) and organisational commitment (Varona, 1996). Regression analysis has found that the greatest driver of engagement is the strength of the communication connection between employees and the line manager (Sinickas 2005).
In a recent global study conducted by Effectory International, findings showed that employees are looking for four distinct features in the work place (Smith, 2016);                                                                              
1. A compelling company culture that makes them feel appreciated, and leaves them feeling proud of the work they do and what the company stands for.
2. An environment where they are free to work, perform optimally and develop.
3. Exceptional leaders who inspire confidence and communicate openly and honestly.
4. Inspiring line managers who are motivational, constantly provide feedback and are able to manage people. 
Practitioners and scholars alike cannot afford to be bystanders to the engagement discussion as there is a lot to be gained by being privy to this undertaking (Sinickas, 2005). 
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Exceptional internal communication can impact an organisation’s capability to engage its employees positively (Kress, 2005) and assist in achieving the firm’s vision, mission and business objectives (Vance 2006). Internal communication within the organisation plays an integral role in ensuring employee engagement; it is accepted that succinct, decisive, and truthful communication is central to employee engagement, and it has been recognised that poor or the lack communication may lead to mistrust, cynicism and unwelcomed staff turnover (Lockwood (2007). Engagement should be regarded as an important business strategy that involves all levels of the organisation (Jha & Kumar, 2016). Internal communication from a line manager and leadership has been cited as an enabler of employee engagement and has been noted for its ability to lead to employee performance which results in higher organisational effectiveness (Bedarkar & Pandita, 2014). 
[bookmark: _Toc521904293]The meaning of employee engagement
There is a lack of consensus in academic literature and among practitioners regarding the true definition and uniqueness of employee engagement; as a result, there are numerous definitions that are in use. This sense of confusion emanates from the overlap of engagement with other constructs of engagement that are written about such as job satisfaction, organisational commitment, and job involvement (Cole, Walter, Bedeian, & O'Boyle, 2012; Saks, 2006; Shuck, Ghosh, Zigarmi, & Nimon, 2012). Macey and Schneider (2008) and Saks and Gruman (2014) posit that engagement is a multidimensional construct that comprises all practises of engagement i.e. job engagement and organisation engagement and is used as an overarching term that includes a variety of organisational efforts (Vercic & Vokic, 2017). 
Employee engagement is complex concept and is enabled by various factors ranging from organisational internal communication, the prevailing culture at the work place, mutual trust and respect, types of leadership and organisational reputation (Lockwood 2007). Before the introduction of employee engagement as a construct, practitioners were using job satisfaction as a mechanism of measuring employee engagement (Hayase, 2009).  Defined as a satisfying and optimistic, job related state of mind, the advantages of employee engagement include high productivity levels, decreased employee turnover and profitability (Schaufeli et al., 2002). Lockwood (2007) defines employee engagement as the level of commitment that employees display whilst performing their roles and the decisions they make regarding their tenure as a consequence of that obligation. Macey and Schneider (2008) define engagement as the employees’ ability to function at their peak and perform their jobs with zeal and a sense of assurance and eagerness. This definition infers the attitudinal and behavioural components of employee engagement.
According to a series of studies conducted by Watson Wyatt Worldwide (2008, 2009, 2010), engaged employees are most likely to be top performers when compared to less engaged employee’s, and are supportive of organisational change (Gaither 2012). As a result, companies are developing strategies to increase employee engagement and commitment as a means to gain a competitive edge (Lockwood 2007). Engaged employees generally display feelings of enthusiasm and dedication in their work behaviour (Truss, et al., 2006). Kahn (1990) was the first author to ever publish a study in management literature on the psychological tenets of employee engagement; the study was ethnographic in design where he immersed himself and observed engagement and disengagement on the job (Saks & Gruman, 2014). He defined engagement as “the harnessing of organisation members’ selves to their work roles; in engagement, people employ and express themselves physically, cognitively, and emotionally during role performances” (Kahn, 1990 p. 694). He further notes disengagement as “the uncoupling of selves from work roles; in disengagement, people withdraw and defend themselves physically, cognitively, or emotionally during role performances” (p. 694). 
According to Kahn (1990), when employees are engaged at work, they exert themselves emotionally, mentally, and materially. Christian, Garza, and Slaughter (2011) describe engagement as a concept that encompasses a holistic investment of the entire self cognitively, emotionally, and physically by employees. In academic literature, there are two main definitions of engagement; Kahn’s (1990) definition which is noted above, and Schaufeli, et al.’s (2002) with distinct differences yet slight similarities with regards to engagement being a motivational state (Saks & Gruman 2014). Schaufeli, et al. (2002) define engagement as a confident, and rewarding state of being that is categorised by vigour, dedication, and absorption. This is the definition adopted for this research study. Vigour is characterised by mental strength and great levels of energy while performing the role. Dedication is concerned with being highly involved while working and experiencing feelings of satisfaction, zeal, challenge and a sense of significance. Absorption is regarded as the ability to concentrate, focus and be absorbed in your work (Schaufeli et al., 2002), thus employees that are engaged are engrossed in their roles, so much so that time flies, they are energetic and passionate (Bakker & Demerouti, 2008). 
[bookmark: _Toc521904294]Dimensions and outcomes of employee engagement 
In the workplace, employee engagement is classified into three dimensions, namely, social, intellectual and emotional engagement; these dimensions assist in measuring job satisfaction, perception, trust, commitment and other constructs of engagement (Jha & Kumar, 2016). Social engagement is concerned with the extent to which employees communicate with each other regarding different work related tasks, intellectual engagement is the extent of involvement which leads to better performance and use of intellect to improve work related skills, and emotional engagement is the degree an employee connects emotionally with the work and culture of the firm (Jha & Kumar, 2016). Christian et al., (2011) assert that engagement is different from job satisfaction which can be classified as an attitude about one’s role, organisational commitment is an emotional attachment to the firm, and job involvement relates to the level to which one’s job is congruent with their personal identity; employee engagement is considered to be a higher order motivational paradigm. They define engagement as a lasting state of mind and the amount of energy an individual experiences in relation to their work. One of the goals of internal communication is to contribute to internal organisational relationships which are characterised by organisational commitment (Welch & Jackson 2007) and this emotional commitment towards the job and the organisation has been identified as a key lever for engagement (Lockwood, 2007).
[bookmark: _Toc521904295]Organisational Commitment 
Humans are committed to a multitude of things in both their personal and professional lives such as their families, religious institutions, education as well as their employers, co-workers, line managers and customers (Vance, 2006). The bond between an employee and the organisation falls under the banner of organisational commitment; when employees are committed, they are driven and motivated to realise, achieve and support the organisation’s objectives thus creating synergy between each other’s objectives (Smith, 2016). This shapes the definition of commitment as the willingness and perseverance to continue on a course of action due to a sense of obligation (Vance, 2006). Commitment has an emotional and rational component which is demonstrated by positive feelings towards the entity to which one is committed and the conscious decision to undertake the required actions to fulfil the commitment (Vance 2006). Commitment requires time, mental and emotional investment; in the workplace, employees make the assumption that both the line manager and the organisation will reciprocate this commitment in the form of something of value (Vance 2006). An implicit agreement exists between employees, line managers and employers in exchange for their commitment, as such, if the organisation and line manager fail to meet such expectations, commitment is eroded (Vance 2006). A study about the impact of human resources practices and organisational commitment showed that progressive HR practices lead to higher levels of employee commitment (Lockwood 2007). 
Employees are feeling a lot less committed to their employers due to broken psychological contracts, declining feelings of reciprocity and the realisation that they may not work for the same company until retirement age; this has made it a lot harder for organisations to plan and implement effective engagement strategies to resuscitate organisational commitment  (Vance 2006). Committed employees are determined, proactive, productive and produce quality work, they are also less likely to exhibit high absenteeism (Smith, 2016). Employees with higher levels of commitment perform their duties 20% better than their colleagues and 87% of them are less likely to leave the organisation (Lockwood 2007). 
Meyer and Allen (1997) identify 3 types of commitment in the workplace, namely, affective commitment which relates to the employees’ emotional attachment to the organisation and strong feelings of wanting to remain with the firm, continuance commitment is the employees’ feeling of needing to work for the organisation due to risk associated with high costs of leaving, and normative commitment which relates to the employees’ feelings of obligations to stay with the company. These levels of commitment implicitly demonstrate that commitment can be defined as the degree and type of loyalty to the organisation by the employee (Welch & Jackson 2007, p. 188).  De Ridder (2004) argues that commitment can be negatively influenced by the perceived level of communication by the line manager and team mates. He further notes that superior task related communication is vital towards the formation of commitment whilst excellent non-task communication is fundamental towards creating employee trust. Trust is seen as a precursor to organisational commitment (Welch & Jackson 2007). 
Vance (2006) notes the following variables as mechanisms to enhance workplace commitment; job training, providing employees with opportunities for personal development, enabling employees to experience success over the long-term, competitive pay, equitable exchange and flexible benefits and perks. “The degree and quality of performance depend on heart over mind. The level of emotional commitment, the extent to which the employee derives enjoyment, meaning, pride or inspiration from something or someone in the organisation—is a significant variable in engagement” (Lockwood 2007; p. 4). The manager is tasked to forge the connection between an employee and the firm, therefore the line manager-employee relationship is considered the number one factor that impacts workplace commitment and it cited as the “deal breaker” (Lockwood 2007). Results of a recent study on commitment show that 56% of employees believe their line managers have low levels of understanding and knowledge of what they do. Welsch and LaVan (1981) introduced internal communication as one of the five variables found to have the strongest correlation to commitment. Companies that use internal communication effectively experience greater levels of employee commitment and engagement (Goodman & Truss, 2006; Guzley, 1992; Sias, 2005; Yates, 2006) and employees who have a trusting relationship with their managers have a greater likelihood of being committed to the realisation of organisational success (Lockwood 2007). 
[bookmark: _Toc521904296]Job Satisfaction
Satisfaction is a facet of employee engagement when it is explained as a positive state that brings out enthusiasm and feelings of energy  (Macey & Schneider, 2008) and it can be improved by increasing the occurrence of line manager–employee communication (Therkelsen & Fiebich, 2003). In an organisation, job satisfaction is an indicator of engagement levels and is an evaluation of job characteristics and conditions which form part of an employee’s attitude (Christian, Garza, & Slaughter, 2011). Decreased levels of job satisfaction lead to employee attrition which is detrimental to business effectiveness (Therkelsen & Fiebich, 2003). Employee engagement is about mutual commitment for both the employee and the organisation; it is not solely about job satisfaction which is mostly concerned with personal development, goals and success (Jha & Kumar, 2016). Consultancy firm, Towers-Perin, classify satisfaction as an emotional dimension tied to an employee’s feelings of affirmation gained from their jobs and from being part of the firm (Gibbons, 2003). 
An employee’s overall satisfaction is influenced by factors such as proper communication from the line manager, feeling valued at work and training and development interventions (Robinson et al., 2004). Over and above these core factors, Jha and Kumar (2016) cite the work environment, culture, promotion and respect as other key factors that also influence the employee’s satisfaction and feeling valued at the workplace. 
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[bookmark: _Toc519584159]Figure 5: Drivers of employee engagement and satisfaction model by Robison et al. (2004) cited in Jha and Kumar (2016, p. 23)
Satisfaction helps improve the value of the firm in various ways; it helps improve organisational commitment thus increasing the firm’s competitive edge, it promotes organisational citizenship behaviour which leads to greater operational efficiencies and it helps attract the correct level of talent (Cao & Chen, 2016). 
A satisfied workforce generates an efficient and productive climate for business survival in the long-run and line managers need to be equipped with the right capabilities to manage employees in a nourishing and sustainable manner. These traits include being respectful, responsible, proactive, participative, sociable and with empathetic behaviour towards employees (Jha & Kumar, 2016). 
High levels of job satisfaction help organisations retain and motivate their employees, which in turn, improves profitability and productivity (Cao & Chen, 2016). 
[bookmark: _Toc521904297]Employee Trust
Gavin and Mayer (2005) contend that internal communication improves trust between employees and their line managers as line management plays a critical function in defining employees’ perception about their work environment (Li & Tan, 2013). Mishra and Mishra (1994) define trust as the underlying care of each other’s welfare which can be established and maintained through open communication, whilst McAlister (1995) defines trust as the extent of one’s assurance and inclination to act on the basis of another individuals’ words and promises. Trust is considered a large factor of human interaction and is classified as an intangible resource which influences behaviour (Miller, 1992). Factors such as life experiences, an individual’s background, level of education, their personality, and other socio-economic aspects often determine a person’s probability to trust others (Mayer, Davis, & Schoorman, 1995), individuals differ in their likelihood to trust others (Rotter, 1980). Mooradian, Renzl, and Matzler (2006) believe that individuals who possess a high probability to trust others typically believe that individuals genuine, fair and hold positive intentions.  In the workplace, trust can be broken down into three forms; trust in top management, line manager and co-workers; in the context of this study, trust refers to employees’ perception of the trustworthiness of their line manager (Chughtai & Buckley, 2008). Trust is one of the best ways to measure successful relationships between the employee and their line manager because it measures and is indicative of the prevalent levels of honesty and reliability (Ki & Hon, 2007). Often, the line manager’s credibility and trust are questioned due to confusing and poorly integrated communication and they can easily become a source of uncertainty if employees are unable to trust the manager (Quirke 2008). Line manager trust is important predominantly in cases where one party is dependent on the other because they lack the ability to control the other party’s behaviour and actions; this is particularly dominant in the line manager-subordinate relationship where an employee relies on their line manager as a result of organisation structural requirements (Li & Tan, 2013). Elements such as the line managers professional conduct, level of integrity, and overall competency are vital in establishing whether a line manager can be trusted or not (Wang & Hsieh, 2013). 
Some scholars view trust as a one-dimensional construct defined as “a psychological state comprising the intention to accept vulnerability based upon positive expectations of the intentions or behaviour of another” (Rousseau, Sitkin, Burt, & Camerer, 1998, p. 395) whilst some believe it to be a multi-dimensional construct which consists of different aspects of a trusting relationship (Chughtai & Buckley, 2008). Even though its importance in the smooth functioning of an organisation has been established, trust is conceptualised and defined differently by different management scholars, however, two elements are prevalent across most definitions i.e. 1.) Willingness to accept vulnerability and, 2.)  Positive expectations. Vulnerability has got to do with the potential risk that the trustor is prepared to undertake by placing their well-being in the care of the trustee with the belief that they will not be comprised in the process (Chughtai & Buckley, 2008). 
The role of trust in a line manager in increasing job satisfaction and raising organisational commitment within the workplace is crucial and its importance has been documented by management scholars (Li & Tan, 2013).  Research studies have evidenced that an environment that is characterised by trust benefits the individual, teams and the organisation at large (Chughtai & Buckley, 2008). 
A Watson Wyatt (2008-2009) study revealed that strategies that engage employees often include line manager communication. Internal communication is therefore key in creating organisational commitment and trust between employees and their internal line managers (Mishra et al., 2014). “Trust and commitment are by products of processes and policies which are designed to make the relationship satisfactory for both parties, such as open, appropriate, clear and timely communication” (Chia, 2005, p.7). Yankelovich Partners identified the top five behaviours that either contribute towards building or eroding employee trust and communication is at the top of the list (Therkelsen & Fiebich, 2003). 
[bookmark: _Toc521904298]Levels of employee engagement
Lockwood (2007) and Truss, et al. (2006) identified different levels of engagement and suggest that gaining an understanding of these types of engagement equips managers with a perspective into behaviours that can affect the fulfilment of organisational goals. Employee engagement can be considered as 1.) Emotional engagement which relates to an employee’s involvement in work related tasks, and how they feel about the overall organisation, its leaders and co-workers 2.) Cognitive engagement relates to an employee’s ability to concentrate work related responsibilities, and, 3.) Physical engagement, which is also referred to as behavioural engagement, is the extra effort reflected in the employee’s inclination to go the extra mile. This definition is line with Kahn’s (1990) notion that engaged employees express and exert themselves emotionally, cognitively, and physically during the enactment of their duties. Lockwood (2007) notes that employees who are engaged are typically passionate about their work and company and are innovative in finding solutions that advance the organisation. Disengaged workers have "checked out," and do not display enthusiasm towards their work, they display their unhappiness and in the process, erode what their engaged colleagues achieve (Lockwood, 2007). Drivers of employee engagement, also cited as antecedents, have been noted for their ability to lead to employee performance which results in higher organisational performance (Bedarkar & Pandita, 2014). Truss et al. (2006, p. 335) identified three key drivers of employee engagement; “1.) Opportunities for employees to feed their views and ideas upwards, 2.) Employees feeling well-informed about what is happening within their organisation, and 3.) Employees sensing their manager is committed to the organisation”. Employees’ in organisations are either highly engaged  also referred to as totally engaged, moderately or nearly engaged, passive engaged which could either be classified as nearly engaged or nearly disengaged, and actively disengaged, also known as totally disengaged (Jha & Kumar, 2016). 
[bookmark: _Toc521904299]Studies on employee engagement
A number of studies highlighting the role of employee engagement and its contribution to company performance and the sustainability thereof have been conducted by practitioners (Lockwood 2007), namely; i. Feeling Good Matters in the Workplace study by Gallup Management Inc. which shows evidence that line managers fulfil a paramount role in ensuring employee engagement.  ii. Driving Performance and Retention through Employee Engagement study by the Corporate Leadership Council which stresses the connection between engagement, commitment and business success. iii. Employee Engagement Report 2006, which seeks to understand how employees feel about their organisations, their manager and job.
Every company defines and measures employee engagement in a variety of ways, there is no one correct or best way to implement engagement; what is important is that it is executed according to the needs of an organisation (Lockwood 2007; Vance 2006). The Gallup Management study found that an employee will most likely act to the benefit of the organisation if they have high levels of engagement (Huggins, 2006). Employees who are engaged can help the firm accomplish its mission, implement its strategy and fulfil business outcomes (Vance, 2006).  Organisational strategy and employee structure are key determinants of a firm’s decision to invest in improving engagement and commitment (Vance 2006).
[bookmark: _Toc521904300]Measurement of employee engagement
[bookmark: _Toc141172745][bookmark: _Toc141172817][bookmark: _Toc141173485][bookmark: _Toc141173551][bookmark: _Toc184011867][bookmark: _Toc484429760]It is not surprising that there are issues relating to the measurement of employee engagement, given the discord surrounding the true meaning and definition of the construct (Saks & Gruman, 2014). Employee engagement can be measured by assessing levels of job satisfaction, organisational commitment, involvement as well as emotional attachment and feelings of empowerment (Jha & Kumar, 2016). Several different scales that measure engagement have been developed; the Utrecht Work Engagement Scale (UWES) is the most used scale and contains 17 items that measure vigour (5 items), dedication (6 items), and absorption (6 items) (Saks & Gruman, 2014). Schaufeli et al. (2002) developed this measurement scale based on their definition of employee engagement characterised by vigour, dedication and absorption.  The scale has been advocated and validated in multiple geographies and each scale has been found to have high validity (Bakker, Albrecht , & Leiter, 2010). Debates regarding the factor structure of the scale are prevalent with researchers questioning whether there are in fact three dimensions that correspond to vigour, dedication, and absorption (Saks & Gruman 2014). Whilst the UWES is the most widely used measurement scale (the rest have been used in very few studies), serious concerns about the construct and discriminant validity have been raised, signalling issues regarding the validity of the results of previous studies that have used UWES (Saks & Gruman, 2014). For this study, employee engagement was measured through its constructs, using scales adapted from literature. 
[bookmark: _Toc521904301]Sub-problem: The influence of internal line manager communication on employee engagement
[bookmark: _Toc192401322][bookmark: _Toc484429763][bookmark: _Toc521904302][bookmark: _Toc141172748][bookmark: _Toc141172820][bookmark: _Toc141173488][bookmark: _Toc141173554][bookmark: _Toc141172749][bookmark: _Toc141172821][bookmark: _Toc141173489][bookmark: _Toc141173555][bookmark: _Toc184011871][bookmark: _Ref35062434]Hypotheses
[bookmark: _Toc484429764]H10: There is no relationship between internal line manager communication and organisational commitment.
H1a: There is a direct positive relationship between internal line manager communication and organisational commitment. 
H20: There is no relationship between internal line manager communication and job satisfaction.
H2a: There is a direct positive relationship between internal line manager communication and job satisfaction. 
H30: There is no relationship between internal line manager communication and employee trust.
H3a: There is a direct positive relationship between internal line manager communication and employee trust. 
[bookmark: _Toc141172753][bookmark: _Toc141172825][bookmark: _Toc141173493][bookmark: _Toc141173559][bookmark: _Toc184011875][bookmark: _Toc484429768][bookmark: _Toc521904303]Conclusion of Literature Review
[bookmark: _Toc141173494][bookmark: _Toc141173560]Several scholars have written about the positive influence of internal line manager communication on employee engagement  (Chong, 2007; Hayase, 2009; Saks, 2006; Welch & Jackson, 2007), therefore internal communication between employees and managers should lead to employee trust, commitment and superior employee engagement (Mishra et al., 2014). Engagement is crucial for organisations and line managers alike as it helps cultivate issues of commitment and motivation (May et al., 2004). Companies that communicate effectively with their employees experience higher engagement levels (Baumruk, 2006; Yates, 2006). In an effort to reinvigorate employee confidence and support of organisational goals, marketing and human resource practitioners can guide the formulation of strategic communication plans that are inclusive and involve employees whenever possible and address communication from leaders to employees to create buy-in. Most importantly, this communication plan must be constantly monitored and optimised to ensure the fulfilment of the objectives of the firm (Lockwood 2007). Effective communication drives work engagement, employee retention and commitment, and increased productivity levels, which subsequently lead into improved business performance generating return on financial investment (Yates, 2006). Clear, effective, honest, consistent, timely and up-to-date communication are key drivers of employee engagement as such strategies are central to driving and sustaining long-term organisational success (Lockwood 2007; Truss, et al., 2006). Given the current competitive global market place, it is no surprise that employee engagement is noted as a critical driver of organisational success (Lockwood 2007) and with the current low levels of engagement, the role of the internal line manager is a crucial one as an employees’ experience with the organisation is largely determined by the internal line manager (Smith, 2016). 
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[bookmark: _Toc519584160]Figure 6: Conceptual framework for the study
[bookmark: _Toc141172754][bookmark: _Toc141172826][bookmark: _Toc141173496][bookmark: _Toc141173562][bookmark: _Toc184011878][bookmark: _Toc484429771][bookmark: _Toc521904304]RESEARCH METHODOLOGY
The research methodology applied in this study is discussed in great detail in this chapter. This section addresses specific objectives with regard to the research paradigm, design, population and sample. The research instrument which was used to gather data is discussed together with the procedure followed for data collection, data analysis and interpretation. Reliability and validity tests of the research study are discussed, including limitations of the research procedure and methods. 
Research is used to find answers to practice and professional answers through the use of tested procedures and approaches. It is one of the methods used to collect reliable and precise information about the usefulness of the chosen research instrument thereby providing the researcher with evidence of its effectiveness (Kumar, 2011).  
[bookmark: _Toc141172755][bookmark: _Toc141172827][bookmark: _Toc141173497][bookmark: _Toc141173563][bookmark: _Toc184011879][bookmark: _Toc484429772][bookmark: _Toc521904305]Research paradigm
Research paradigm, also known as research strategy or research approach, is a plan detailing how the researcher intends to find answers for their research questions (Saunders, Lewis, & Thornhill, 2016). It is the approach used to test theories by investigating relationships between variables (Creswell, 2014). Research strategy is divided into two distinct areas, namely, qualitative and quantitative; quantitative is concerned with quantification and is mostly related to positivism when used with predetermined data collection techniques which are highly structured (Saunders et al., 2016). Qualitative places emphasis on words during the collection and analysis of data, triangulation is a mixed method, combining both qualitative and quantitative analysis (Bryman, 2012).
A quantitative research strategy was used for this study to quantify and analyse the data collected; this approach is concerned with measurement, generalisation, and replication (Bryman, 2012). A quantitative research approach investigating comparable phenomenon has been utilised in similar studies i.e. Langford (2009); Kang and Sung (2017); Karanges et al., (2014), and Saks (2006). The benefits of this approach include the use of specific, standardised procedures of measurement and data collection. This study sought to investigate and test the relationship between variables of internal communication relating to internal line manager and employee engagement. The quantitative strategy was most suitable as it revealed the prevalence and strength of the association among these variables (Bryman, 2012). This study adapted existing scales that have been used extensively in the study of internal communication and the constructs of employee engagement. 
[bookmark: _Toc141172756][bookmark: _Toc141172828][bookmark: _Toc141173498][bookmark: _Toc141173564][bookmark: _Toc184011880][bookmark: _Toc484429773][bookmark: _Toc521904306][bookmark: _Ref25574737]Research Design
Research design details the general plan and roadmap of how the researcher intends to find answers to the identified research questions or the way research questions and objectives are operationalised into a research project (Saunders et al., 2016). It is the plan that the research will assume to answer questions in a manner that is accurate, objective, valid and economical. Research design also refers to the way the researcher communicates their decisions regarding the research design, identified respondents, collecting information and interpreting and communicating research findings (Kumar, 2011). 
A cross-sectional survey design was utilised for this study containing a self-administered online questionnaire (Ruck et al., 2017). This type of survey is the most common research design and it involves studying a specific phenomenon at a particular time allowing the researcher to make inferences about the population of interest (Creswell, 2014). 
Since the design of the survey provided the foundation for accurate estimates regarding the hypothesised level of the relationship between internal line manager communication and engagement (Ruck et al., 2017), the quantitative approach tested the causality of the dependant and independent variables to examine if internal line manager communication influenced organisational commitment, job satisfaction and employee trust. This design is aimed at finding out the prevalence of the research problems identified in the literature review section (Kumar, 2011). Cross-sectional is from the worldview of post positivism, and this study used a deductive theory approach which is concerned with deducting conclusions from premises or propositions (Bryman, 2012). 
[bookmark: _Toc141172757][bookmark: _Toc141172829][bookmark: _Toc141173499][bookmark: _Toc141173565][bookmark: _Toc184011881][bookmark: _Toc484429774][bookmark: _Toc521904307][bookmark: _Ref25556716]Population and sample
[bookmark: _Toc141172758][bookmark: _Toc141172830][bookmark: _Toc141173500][bookmark: _Toc141173566][bookmark: _Toc184011882][bookmark: _Toc484429775][bookmark: _Toc521904308]Population
Identifying the target population is part of planning the research project i.e. the participants, or records that contain the anticipated information and can answer the measurement questions (Cooper & Schindler, 2014).  The focus and target of the research inquest is also known as the subset of the population including elements from where a sample is taken (Saunders et al., 2016). 
The population for this study comprised respondents who are professionals working in a variety of leading financial services organisations in South Africa. They were employees working in various roles across all levels in their respective companies from general/non-manager employees to executives/directors. The study excluded employees who had been working in their current organisations and had been in role for less than six months; this instruction was put in place to ensure that employees are adequately acquainted with the organisation as well as their line managers in order to have a fair perception of them (Hassan & Ahmed, 2011) and an established exchange relationship with their internal line manager. Participation was voluntary and confidential. 
The target population for the study was defined as follows; 
· Age: Adults i.e. 18 years and older
· Employment status: Currently employed
· Industry: Financial Services, which included, but was not limited to banking institutions, insurance companies, fund managers, and investment organisations
· Tenure: Participants had been in their current role for six months or longer reporting to the same line manager for more than six months
· Job level: General/non-manager employees, junior managers, senior managers and  directors/executives                                        
· Geographic: Respondents were living and working in South Africa at the time of the study
[bookmark: _Toc141172759][bookmark: _Toc141172831][bookmark: _Toc141173501][bookmark: _Toc141173567][bookmark: _Toc184011883][bookmark: _Toc484429776][bookmark: _Toc521904309]Sample and sampling method
Sampling involves the process of choosing a sample from a larger group known as the sampling population intended to be the source of predicting the occurrence of unknown information, outcome or situation regarding the larger group; it is a subdivision of the population in which the researcher is interested (Kumar, 2011).  
This research study used two non-probability sampling techniques, namely, snowball sampling and purposive sampling, in line with a similar study conducted by Hassan and Ahmed (2011) looking at the effects of authentic leadership and trust on engagement in the banking sector in Malaysia. Non-probability sampling is a method of sampling where it is unknown which individual from the population of study will be selected to form part of the sample; participants are selected because of their convenience, and immediacy to the researcher (Penrod, Presto, Cai, & Stark, 2003). Purposive sampling is valuable when a researcher needs to reach a targeted and specific sample speedily, and respondents are selected based on the objectives of the research study and on the characteristics of the population in question (Atkinson & Flint, 2001). Purposive sampling was befitting as the context of this study was financial services. 
"The primary consideration in purposive sampling is your judgement as to who can provide the best information to achieve the objectives of your study. You as a researcher only go to those people who in your opinion are likely to have the required information and be willing to share it with you. The number of individuals from whom you obtain the required information is called the sample size and is usually denoted by the letter n“ (Kumar, 2011 p. 389). 
The snowball sampling technique is also known as chain-referral sampling as it uses existing participants to recruit future respondents among their acquaintances (Atkinson & Flint, 2001). The snowball technique has been criticised by some scholars, however, the benefits of using this technique include identifying people with particular knowledge in a specific industry or those that possess a definite characteristic (Jha & Kumar, 2016). Snowballing assists in increasing the number of participants through existing networks and helps the researcher access stakeholders who are hard to find or are unknown to them (Dolores & Tongco, 2007). To ensure that the right individuals participated in the study, a qualifier question at the beginning of the survey was used to maintain the integrity of the research instrument. 
[bookmark: _Toc192401336][bookmark: _Toc484429777][bookmark: _Toc521904310][bookmark: _Ref25485698][bookmark: _Toc141172760][bookmark: _Toc141172832][bookmark: _Toc141173502][bookmark: _Toc141173568]The research instrument
The research instrument, also called a research tool, is a means of collecting data for a research study; it is the concrete step in realising the study. One is able to either construct a research tool developed by someone else or use one by means of adaptation that has already been created (Kumar, 2011). 
The research study used a fully structured questionnaire in the form of an online survey comprising seven sections labelled section A-F (Karanges et al., 2014). The survey took an average of 10-15 minutes to complete the current set of 35 scale items including demographic and general information questions and it included a cover letter that informed the participants about the purpose and context of the study. The questionnaire used to collect the primary data is available as Appendix B. An open-ended question looking at internal line manager communication was included as a way for respondents to give qualitative understanding and feedback relating to their communication with their line manager. 
Section A was the qualifier question allowing respondents to indicate whether they work for a financial services organisation or not. If they did not, the survey was terminated immediately. 
Section B was used to gather general information about the participants including demographic information, their level of occupation and employment tenure. 
Section C was related specifically to internal line manager communication with an open-ended question at the end which allowed respondents to give additional information to substantiate their responses. This assisted the researcher to support quantitative findings with insights.  
Section D asked questions relating to organisational commitment whilst section E focused on employee trust and section F asked questions relating to job satisfaction. 
Items for all scales used in this study are included as part of the research instrument - Appendix B.  
The questionnaire was based on predetermined, identical and standardised sets of questions (Saunders et al, 2016) adapted from literature researching similar constructs using a seven point Likert measurement scale ranging from (1) strongly disagree to (7) strongly agree to measure internal line manager communication and engagement through organisational commitment, employee trust and job satisfaction. The seven point scale is better than the five point scale as it is provides a much needed balance between points of discrimination. If there are not enough response options, users default to the next best choice and this may potentially present measurement error (Sauro, 2010). Likert is one of the most used scales in quantitative research, the overall mean for each variable provides a summary of respondents’ views towards that respective variable (Kaliannan & Adjovu, 2015). The design of the questionnaire provided the base for accurate estimatation of the degree and level of relationship between internal line manager communication and employee engagement constructs (Ruck et al., 2017). 
We cannot prove the influence communication has on engagement if the research instrument does not include enough, or the right kinds of questions about communication (Sinickas, 2005), thus internal line manager communication was measured using a 13-item scale adapted from a study by Karanges et al. (2014) looking at a similar research topic i.e. optimising employee engagement with internal communication. Internal communication was measured through internal line manager communication.
Engagement was measured through its constructs i.e. organisational commitment, job satisfaction and employee trust. 
Organisational commitment was measured using two measurement scales. The first scale was adapted from a study by Saks (2006) looking at the antecedents and consequences of employee engagement. The second scaled was adapted from a study by Langford (2009) which explores the measurements of organisational climate and employee engagement. 
Job satisfaction was measured using two measurement scales.  The first scale was adapted from a similar study by Kang and Sung (2017) looking at the influence of symmetrical employee communication on engagement and positive employee communication behaviours. The second scale was adapted from a study by Saks (2006) looking at the antecedents and consequences of employee engagement. 
Similarly, employee trust was measured using a measurement scale adapted from a similar study by Kang and Sung (2017) looking at the influence of symmetrical employee communication on engagement and positive employee communication behaviours. 
Pre-testing in the form of a pilot study was conducted to resolve any prevailing issues in the survey as well as to test for content validity and reliability (Karanges et al., 2014). For the pilot study, 61 responses in total were received, of the 61 responses, 13 were incomplete and thus 48 were analysed for the purposes of pre-testing the scale before conducting the final study. 
[bookmark: _Toc521904311]Pilot study 
The objective of a pilot study is to pre-test a research instrument to provide valuable insights before conducting the full-scale study; pilot studies are central to a good study design (van Teijlingen & Hundley, 2001). The pilot study generated 61 responses, of the 61 responses, 13 were incomplete and thus only 48 were analysed. Similar to the final study, two non-probability sampling techniques, namely snowball sampling and purposive sampling, were used to recruit participants who worked in numerous organisations in South Africa across various employment levels. 
[bookmark: _Toc521904312]Measurement scale of the pilot study 
Exploratory factor analysis was conducted to assess the validity of the constructs while Cronbach’s Alpha was conducted to assess reliability. The scale for two of the job satisfaction construct items namely; “I am not happy in my interactions with this organisation” and “In general, I do not like my job” was reversed before conducting factor analysis (i.e. 7 = 1, 6=2, 5 = 3, 4=4, 3=5, 2=6, 1 = 7). This was because they were negatively worded compared to the other items in that construct. The item “I am not happy in my interactions with this organisation” was removed from the job satisfaction construct during factor analysis because it had a factor loading less than 0.4 (0.346). Thus, the construct for the final study had five items instead of the hypothesised six items.
All the variables had a very high factor loading onto their respective constructs with a minimum factor loading of 0.672 and a factor loading as high as 0.944. The items within each construct retained one factor. The employee engagement factor explained 70% of variation in the items within the scale, internal communication (71%), internal line manager communication (68%), organisational commitment (68%), employee trust (79%) and job satisfaction (72%). The Cronbach’s Alpha values indicated that there was excellent reliability for employee engagement (α = 0.944), internal communication (α = 0.930), internal line manager communication (α = 0.959), organisational commitment (α = 0.930), and job satisfaction (α = 0.900) since the alpha values were greater than or equal to 0.9. Employee trust (α = 0.868) had a good reliability level since the alpha value was greater than 0.8. Since all the Cronbach’s Alpha values were greater than the minimum acceptable value of 0.7, the items within each construct could be combined together to form a summated scale. The summated scale was computed by computing the average of the items within the construct. The descriptive statistics and Pearson’s Correlation for the constructs are included as Appendix C.
[bookmark: _Toc521904313]Results from pilot study
The results from path analysis revealed that;
· There is no significant relationship between organisational commitment and internal line manager communication (β = 0.230, t=1.621, p-value = 0.105) since the p-value is greater than 0.05. This implied that H1 was not supported. 
· The relationship between employee trust and internal line manager communication (β = 0.485, t=3.801, p-value < 0.01) was positive since the standardised coefficient for internal line manager communication is greater than zero and is also significant since the p-value is less than 0.05. This implied that H2 is supported. 
· The relationship between employee satisfaction and internal line manager communication (β = 0.402, t=3.008, p-value = 0.003) is positive since the standardised coefficient for internal line manager communication is greater than zero and is also significant since the p-value is less than 0.05. This implies that H3 is supported. 
· The results of the pilot study revealed that there was no need to use the UWES engagement measurement scale to measure employee engagement since it was being measured through its constructs of organisational commitment, employee trust and job satisfaction. It also became apparent that there was no requirement for the internal communication scale as this construct was measured through internal line manager communication. Thus the UWES engagement scale and internal communication scale were removed; this decreased the length of the questionnaire which was raised as a concern by participants during pre-testing. 
The results of the pilot study revealed that H1, looking at the relationship between organisational commitment and internal line manager communication was not supported however this relationship was supported when looking at results of the final study examining the financial services industry in South Africa. The results of the final study are presented and discussed in great detail in chapter 4 and 5. 
[bookmark: _Toc192401337][bookmark: _Toc484429778][bookmark: _Toc521904314]Procedure for data collection
Participants received a link inviting them to participate in the survey with a secure web link generated from Qualtrics directing them to the questionnaire; all responses were completed online (Karanges et al., 2014). Respondents were provided with a plain language statement outlining the objectives of the research study as well as an invitation to participate (Firth, Mellor, Moore, & Loquet, 2004). Participation was voluntary and respondents were informed that their responses were anonymous and confidential (letter enclosed as Appendix A). 
[bookmark: _Ref25020491][bookmark: _Ref25646398][bookmark: _Toc141172761][bookmark: _Toc141172833][bookmark: _Toc141173503][bookmark: _Toc141173569][bookmark: _Toc192401338][bookmark: _Toc484429779][bookmark: _Toc521904315]Data analysis and interpretation
The research study tested the relationship and influence of internal line manager communication on employee engagement. The hypotheses were tested by performing a series of path analyses. Exploratory factor analysis was conducted to assess the validity of the constructs while Cronbach’s Alpha was conducted to evaluate reliability. The Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Bartlett's Test of Sphericity from exploratory factor analysis was conducted to establish correlation among the items within each construct, as required for factor analysis. 
SPSS AMOS, which is a statistical software, was used to analyse the results of the research study. SPSS has gained widespread popularity within both the academic and business fratenity due to its versatility as it allows for different types of data analyses and output (Arkkelin, 2014). The data was captured onto an Excel spradsheet, and imported into SPSS where descriptive statistics analysis, exploratory factor analysis followed by path modelling in AMOS were performed. 
[bookmark: _Toc484429780][bookmark: _Toc521904316]Limitations of the study
The subject of limitation is often handled with uncertainty as some researchers wish to ignore these limitations as they believe they detract from the impact of the study, this attitude is considered unethical (Cooper & Schindler, 2014). The study design or measurement scale may not always be the best but one adopts it for a possible number of reasons and such limitations must be disclosed and communicated to the reader (Kumar, 2011). There are two types of limitations, technical and administrative limitations. 
The following limitations were identified; 
· The survey was only open to participants working in the financial services industry in South Africa with a tenure of longer than six months and reporting to the same line manager for more than six months. This excluded 65 individuals from participating in the survey as 18 had been working for their employer for less than six months, and 47 had been reporting to their current line manager for less than six months. 
· The information may have been subject to bias as respondents are not always truthful in their responses, their responses may be a reflection of the desired relationship they wish to have with their line managers.
· Online questionnaires offer researchers valuable methods of evaluating employee views, however, they lack the ability to enquire in great depth issues such as the importance that employees attach to their line managers’ openness (Ruck, Welch, & Menara, 2017). 
· Because cross-sectional design involves studying a specific occurrence at a particular point in time, it cannot be used to measure and analyse participant’s behaviour or state of mind over a period of time. The timing of the snapshot in time is not guaranteed to be representative.  
· Snowball sampling technique lends itself to sampling bias which is described as the systematic error in sampling or measurement procedures that cause inaccurate results (Hammersley & Gomm, 1997). The findings of the research study may only be a representation of a small sub-set of the sample as respondents may share similar views and traits. 
[bookmark: _Ref25473012][bookmark: _Toc141172762][bookmark: _Toc141172834][bookmark: _Toc141173504][bookmark: _Toc141173570][bookmark: _Toc184011886][bookmark: _Toc484429781][bookmark: _Toc521904317]Validity and reliability
External validity is concerned with transferability whilst internal validity is concerned with the dependability of the research findings.  At its core, reliability is concerned with issues relating to the consistency of the research measures (Bryman, 2012).  It is crucial to know that the results of the study are transferable to other contexts and how far they can be generalised (Miles et al., 2014). 
In order to minimise measurement error and to guarantee that the results of the study are a true representation, the reliability and validity of the scales was addressed (Karanges et al., 2014).  To ensure reliability and to produce work that is free of any bias, the researcher put the research instrument under thorough examination in so doing, justifying each question in relation to the objectives of this study  (Kaliannan & Adjovu, 2015).  All of the constructs in this study have valid scales as this study adapted scales that were already validated (Nazir & Islam, 2017). Research should be valid on four fronts i.e. measurement of variables, internal validity which is concerned with causality, external validity which has to do with generalisation of the results and ecological validity with regards to how useful the study is. Furthermore, validity was established via a small scale and through pilot testing prior to the study being conducted to resolve any fundamental problems (Ruck et al., 2017). Exploratory factor analysis was conducted to assess the validity of the constructs while Cronbach’s Alpha was conducted to assess reliability. On the research instrument used during pre-testing, the scale for two of the job satisfaction construct items namely; “I am not happy in my interactions with this organisation” and “In general, I do not like my job” were reversed before conducting factor analysis (i.e. 7 = 1, 6=2, 5 = 3, 4=4, 3=5, 2=6, 1 = 7). This was because they were negatively worded compared to other items in that construct.
The item “I am not happy in my interactions with this organisation” was removed from the job satisfaction construct during pilot factor analysis because it had a factor loading less than 0.4 (0.346). 
[bookmark: _Toc141172763][bookmark: _Toc141172835][bookmark: _Toc141173505][bookmark: _Toc141173571][bookmark: _Toc184011887][bookmark: _Toc484429782][bookmark: _Toc521904318][bookmark: _Toc141172764][bookmark: _Toc141172836][bookmark: _Toc141173506][bookmark: _Toc141173572][bookmark: _Toc184011888]External validity
External validity is the extent to which the results of a study can be generalised to other situations and other contexts. As discussed earlier, the research instrument was pre-tested and face validity was established via a small scale prior to the conducting the study. 
[bookmark: _Toc484429783][bookmark: _Toc521904319]Internal validity
[bookmark: _Toc141172765][bookmark: _Toc141172837][bookmark: _Toc141173507][bookmark: _Toc141173573][bookmark: _Toc184011889]Internal validity looks at whether the instrument measures what it is claimed to measure by its maker (Saunders et al., 2016) and whether the findings make sense, and are credible (Miles et al., 2014). For this study, validity was confirmed via factor analysis. 
[bookmark: _Toc484429784][bookmark: _Toc521904320]Reliability
Saunders et al. (2016, p. 257) posit that "reliability has to do with the accuracy and precision of a measurement procedure” and “is concerned with estimates of the degree to which a measurement is free of random or unstable error (Saunders et al., 2016, p. 260).  Reliability looks at whether the process of the research study is consistent, stable over time and across research methods. It is concerned with issues of integrity as well as quality (Miles et al., 2014). 
Reliability was evaluated by examining the Cronbach’s alpha coefficients and item-to-total correlation with individual items with alpha scores below .70 and item-to-scale correlation scores less than .30 were discarded (Karanges et al., 2014). The benchmark score is 0.7 where anything below 0.7 is considered unreliable (Cooper & Schindler, 2014). The Cronbach’s Alpha values indicate that there was excellent reliability for internal line manager communication (α = 0.954), organisational commitment (α = 0.945), and job satisfaction (α = 0.873) since the alpha values were greater than or equal to 0.9. Employee trust (α = 0.871) had a good reliability level since the alpha value was greater than 0.8. Since all the Cronbach’s Alpha values were greater than the minimum acceptable value of 0.7, the items within each construct could be combined together to form a summated scale.
The pilot study was a reliable method of testing the research instrument. This allowed for a few scale items to be removed from the questionnaire due to low factor loadings and because some items were deemed unnecessary for the research study. Following data analysis from pre-testing, the final study explored internal line manager communication using a thirteen item scale, organisational commitment was tested using an eight item scale, and job satisfaction and employee trust were explored using a five item and three item scale respectively. 

[bookmark: _Toc521904321]PRESENTATION OF THE RESULTS 
[bookmark: _Toc521904322][bookmark: _Toc378856074]Introduction
This chapter presents the results gathered from the research study; the data was collected, cleaned and analysed using SPSS software, applying the methodologies discussed in Chapter 3.  First, the profile of the respondents is described in terms of the general information questions contained in section B of the research instrument relating to their demographic make-up, level of occupation, and employment tenure. The second part presents the research results pertaining to the reliability and validity of the measurement scales indicating the Cronbach alpha scores for each factor specified. The last part of the section presents the results relating to each hypothesis with a deduction stating whether the hypothesis has been supported by the research findings. A path analysis model together with squared multiple correlations to explain variation of the variables is presented to conclude this chapter. 
[bookmark: _Toc521904323]Descriptive profile of respondents
This research study employed a quantitative approach, and the data used for empirical analysis was gathered using a fully structured online questionnaire. The study adopted a non-probability sampling method using purposive sampling and snowball sampling techniques to collect data. A link to the survey was generated in Qualtrics which was emailed to contacts working in financial services organisations in South Africa. The researcher requested that these contacts share the link with their colleagues for scale. Furthermore, the researcher posted the link on her social media pages for further reach i.e. Facebook, Twitter and LinkedIn. Respondents were notified that participation was voluntary and that their responses would remain anonymous and confidential. To ensure that respondents work for a financial services organisation, a qualifier question was added on the survey questionnaire (question 1 under the general information section of the research instrument). 
The data used for empirical analysis was based on the responses collected from the online questionnaire. The survey method is considered the most suitable instrument to guarantee confidentiality and anonymity (Togna, 2014). There were 300 responses received from the research survey; of the 300 responses, 35 were incomplete, 52 participants did not work for a financial services organisation, 18 had been working for their employer for less than six months, and 47 had been reporting to their current line manager for less than six months. Thus, 148 responses were complete and were analysed for the purposes of this study from employees working in a variety of jobs. This represents a response rate of 49% which is higher when compared to a similar study conducted by Karanges et al. (2014) in Australia which achieved a response rate of 18.25% and slightly lower when compared to a similar study by Togna (2014) investigating the relationship between employee trust and organisational commitment which had a response rate of 56.46%.  An open ended question under the Internal Line Manager section of the questionnaire was included as an optional question that respondents could answer to provide a deeper understanding of the prevailing relationship between them and their Line Manager; this data was analysed qualitatively by identifying common themes and subsequently divided into positive and negative sentiments. 
Understanding the age, gender and ethnic distribution of the sample is important given the prevalent cultural and racial diversity in South Africa particularly in a heterogeneous industry such as the financial services sector. Statistics South Africa has estimated the country’s population at a total of 56.5-million people in 2017 with black Africans making up the majority of the population at 79.2%. Coloured and White people each make up 8.9% of the total population respectively, and the Indian/Asian population makes up 2.5% whilst the “other” population group makes up 0.5% of the total. Of the total population, 51.3% is female and 48.7% is male (Stats SA, 2017). 


[bookmark: _Toc521904324]Respondents’ gender
It can be noted that 65% of the respondents were female while the other 35% were male. The percentage of female participants in this study (51.3%) is higher than the percentage of females in the South African population (Stats SA, 2017). The gender distribution of the sample is summarised in figure 7.

[bookmark: _Toc519584161]Figure 7: Gender distribution of the research sample
[bookmark: _Toc521904325]Respondents’ age profile
The ages of the respondents ranged from 18 to 55+ years. Close to half of the sample (47%) was aged 25 – 34 years old, while the other 42% were 35 – 44 years old. Only 2% were younger than 25 years old and 3% were 55 years or older.

[bookmark: _Toc519584162]Figure 8: Age distribution of respondents
	 
	Gender
	Chi-square P-value

	
	Female (n=96)
	Male (n= 51)
	Total (n=147)
	

	Age
	18 - 24
	0.0%
	5.9%
	2.0%
	.174

	
	25 - 34
	49.0%
	45.1%
	47.6%
	

	
	35 - 44
	43.8%
	39.2%
	42.2%
	

	
	45 - 54
	5.2%
	5.9%
	5.4%
	

	
	55+
	2.1%
	3.9%
	2.7%
	

	Total
	100.0%
	100.0%
	100.0%
	


[bookmark: _Toc519584139]Table 2: Cross-tabulation of gender and age of respondents
[bookmark: _Toc521904326]Respondents’ ethnicity
Most of the respondents were of African origin (62%), while only 14% apiece were White and Indian, while the Coloured ethnic group constituted 10% of the sample.

[bookmark: _Toc519584163]Figure 9: Ethnic group
[bookmark: _Toc521904327]Respondents’ level of occupation
The respondents were asked to indicate their occupation level within their organisation. The results are summarised in Figure 10. 28% of the respondents were general employees / non-managerial staff, 14% were junior managers, and 28% were in middle management while 29% were either executives or senior managers.

[bookmark: _Toc519584164]Figure 10: Level of occupation
[bookmark: _Toc521904328]Respondents’ tenure 
The number of years that the respondents had been in the employment of their current employer is summarised in Figure 11. As per the qualifier question, the respondents in the sample had all been with their current employer for more than six months with 9% having been with their employer for 6-12 months, 18% for 1-2 years, 31% for 3-5 years and 43% for more than five years.

[bookmark: _Toc519584165]Figure 11: Number of years employed by current organisation
	
	Level of occupation
	Chi-square p-value

	
	General employee (n=41)
	Junior & Middle Management (n=63)
	Senior Management and Executive (n=44)
	Total (n=148)
	

	Time employed by current organisation
	6 - 12 Months
	12.2%
	7.9%
	6.8%
	8.8%
	.464

	
	1 - 2 Years
	19.5%
	20.6%
	11.4%
	17.6%
	

	
	3 - 5 Years
	36.6%
	23.8%
	36.4%
	31.1%
	

	
	5+ Years
	31.7%
	47.6%
	45.5%
	42.6%
	

	Total
	100.0%
	100.0%
	100.0%
	100.0%
	


[bookmark: _Toc519584140]Table 3: Cross-tabulation of tenure and level of employment


[bookmark: _Toc521904329]Respondents’ number of years under their current line manager
Figure 12 shows the amount of time that the respondents have been reporting to their current line manager. 35% had been reporting to their current line manager for 6 – 12 months, 30% for 1 – 2 years, 27% for 3 – 5 years and the other 9% had been reporting to their current line manager for more than five years.

[bookmark: _Toc519584166]Figure 12: Number of years under their current line manager
The below table summarises the demographic profile, level of employment and tenure of the respondents. 
	Variable
	Category
	Percent

	Gender
	Female
	79.2

	
	Male
	20.8

	Age
	25 - 34
	52.1

	
	35 - 44
	45.8

	
	45 - 54
	2.1

	Ethnic Group
	African
	93.8

	
	White
	2.1

	
	Indian
	2.1

	
	Coloured
	2.1

	Occupation
	Executive
	6.3

	
	Senior Manager
	22.9

	
	Middle Manager
	27.1

	
	Junior Manager
	18.8

	
	General employee / non-managerial
	25.0

	Number of years employed by current organisation
	6 - 12 Months
	12.5

	
	1 - 2 Years
	20.8

	
	3 - 5 Years
	33.3

	
	5+ Years
	33.3

	Number of years under current line manager
	Less than 6 Months
	14.6

	
	6 - 12 Months
	37.5

	
	1 - 2 Years
	29.2

	
	3 - 5 Years
	16.7

	
	5+ Years
	2.1


[bookmark: _Toc519584141]Table 4: Summary of demographic profile, level of employment and tenure
[bookmark: _Toc521904330]Testing reliability and validity of the scales
An examination of the measurement scales was conducted and validity and reliability was addressed to minimise measurement error (Karanges et al., 2014). Exploratory factor analysis was conducted to assess the validity of the constructs while Cronbach’s Alpha was conducted to assess reliability. As discussed in chapter 3, a pilot study was conducted to resolve any problems in the survey questionnaire and to test for content validity. A total of 64 responses were gained through purposive and snowballing sampling techniques for the pilot study and provided feedback regarding the overall design, measurement and clarity of wording of the scale items (Karanges et al., 2014). The questionnaire used for the pilot study is available as Appendix C. Modifications were made to the measurement instrument following results from the pilot study before the final study was conducted. 
The Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Bartlett's Test of Sphericity scores from exploratory factor analysis for the final study are presented in Table 5. All the KMO values were greater than the minimum required value of 0.5. This implies that the sample was adequate to conduct factor analysis. The Bartlett's Test of Sphericity had significant p-values (P-values < 0.05); this implies that there is some correlation among the items within each construct as required for factor analysis.


	Internal Line Manager Communication

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.938

	Bartlett's Test of Sphericity



	Approx. Chi-Square
	1641.971

	
	Df
	78

	
	Sig.
	.000

	Organisational Commitment

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.937

	Bartlett's Test of Sphericity



	Approx. Chi-Square
	1010.681

	
	Df
	28

	
	Sig.
	.000

	Employee Trust

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.724

	Bartlett's Test of Sphericity



	Approx. Chi-Square
	225.996

	
	Df
	3

	
	Sig.
	.000

	Job Satisfaction

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.844

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	420.257

	
	Df
	10

	
	Sig.
	.000


[bookmark: _Toc519584142]Table 5: KMO and Bartlett's Test
Table 6 shows the final construct composition, factor loadings for the items within each factor, the total variance explained by each construct and the Cronbach’ s Alpha to assess the level of reliability.
[bookmark: _Toc519584143]Table 6: Reliability and Validity
	Construct
	Items
	Factor Loading
	Total Variance Explained
	Cronbach's Alpha

	Internal Line Manager Communication 
	Communication from my line manager is complete.
	.890
	65%
	.954

	
	Communication from my line manager is accurate.
	.870
	
	

	
	Communication from my line manager is adequate.
	.860
	
	

	
	My line manager and I discuss the best actions for me to take in my role.
	.851
	
	

	
	At work, an open line of communication between me and my line manager is encouraged.
	.825
	
	

	
	At work, communication flows two-way (e.g. from my line manager to me, and from me to my line manager).
	.816
	
	

	
	Discussions with my line manager go beyond mere direction about how to do my job.
	.805
	
	

	
	Communication from my line manager is timely.
	.795
	
	

	
	My line manager communicates with me frequently.
	.794
	
	

	
	At work, I exchange ideas and information with my line manager freely and easily.
	.774
	
	

	
	My line manger tells me how my job tasks fit into the overall aim of the organisation.
	.743
	
	

	
	I often discuss role-related matters with my line managers.
	.738
	
	

	
	My line manager and I regularly discuss my day-to-day activities and goals.
	.681
	
	

	Organisational
Commitment 
	I feel a strong sense of belonging to this organisation.
	.912
	73%
	.945

	
	I feel personally attached to this organisation.
	.902
	
	

	
	I feel a sense of loyalty and commitment to this organisation.
	.877
	
	

	
	I am proud to tell people that I work for this organisation.
	.853
	
	

	
	Working at this organisation has a great deal of personal meaning to me.
	.850
	
	

	
	I really feel that problems faced by this organisation are also my problems.
	.834
	
	

	
	I am willing to put in extra effort for this organisation.
	.814
	
	

	
	I would be happy to work at this organisation until I retire.



	.774
	
	

	Employee
Trust





	This organisation can be relied on to keep its promises.
	.913
	80%
	.871

	
	Whenever this organisation makes an important decision, it will be concerned about me.
	.903
	
	

	
	I believe that this organisation takes my opinions into account when making decisions.
	.860
	
	

	Job Satisfaction
	I am happy with this organisation.
	.897
	68%
	.873

	
	In general, I like working here.
	.875
	
	

	
	Both the organisation and I benefit from the relationship.
	.863
	
	

	
	All in all, I am satisfied with my job.
	.843
	
	

	
	*In general, I do not like my job.
	.612
	
	


[bookmark: _Toc378856076]*Scale reversed
All the variables had a very high factor loading onto their respective constructs with a minimum factor loading of 0.612 and a factor loading as high as 0.913. The items within each construct retained one factor as per the hypothesised constructs. The Internal Line Manager Communication factor explained 65% of variation in the items within the scale; it explained 73% of organisational commitment, 80% of employee trust and 68% of job satisfaction. These results show that each construct was unidimensional since they all retained one factor.
The Cronbach’s Alpha values indicated that there was excellent reliability for internal line manager communication (α = 0.954) and organisational commitment (α = 0.945) since the alpha values were greater than or equal to 0.9. Employee Trust (α = 0.871) and Job Satisfaction (α = 0.873) had good reliability levels since the alpha value was greater than 0.8.  Since all the Cronbach’s Alpha values were greater than the minimum acceptable value of 0.7, the items within each construct could be combined together to form a summated scale.  The summated scale was computed by computing the average of the items within the construct. 
The internal line manager communication construct consisted of a 13 item scale whilst the organisational commitment consisted of eight items, employee trust construct consisted of three items and the job satisfaction construct consisted of five items. The job satisfaction scale for the item “In general, I do not like my job.” was reversed before conducting factor analysis (i.e. 7 = 1, 6=2, 5 = 3, 4=4, 3=5, 2=6, 1 = 7), this is because the item was negatively worded compared to the other items in the construct. 
[bookmark: _Toc521904331]Open-ended questions
Of the 148 responses analysed, only 37 participants responded to the open ended question. The majority of responses came from middle managers, followed by senior managers and junior managers respectively. Employees at director/executive level all had positive sentiments relating to communication with their line managers. Karanges, et al. (2014) posits that most communication in organisations comes from this level as they are the source of most of the communication in the organisation. 

[bookmark: _Toc519584167]Figure 13: Responses to internal line manager communication open-ended question by occupation level


[bookmark: _Toc519584168]Figure 14: Sentiments towards internal line manager communication open ended question by occupation level
[bookmark: _Toc521904332]Hypothesis Results
Figure 15 presents a recapitulation of the hypothesised conceptual framework of the research study illustrating the influence of internal line manager communication on organisational commitment, employee trust and job satisfaction as constructs of employee engagement. This section presents results stemming from path analysis to test the theorised relationship and causality. For this analysis, the independent variable is internal line manager communication and the dependant variables are organisational commitment, job satisfaction and employee trust. The path analysis results are shown in figure 15. 
[image: ]
[bookmark: _Toc519584169]Figure 15: Path Analysis


One-way analysis of variance was conducted to assess if there was a significant relationship between each of the four constructs and occupation level. The results are shown in table 7 below.
	 
	N
	Mean
	Std. Deviation
	P-value

	Internal Line Manager Communication
	General employee
	41
	5.06
	1.37
	.786

	
	Junior & Middle Management
	63
	5.19
	1.35
	

	
	Senior Management and Executive
	44
	5.25
	1.30
	

	
	Total
	148
	5.17
	1.33
	

	Organisational
Commitment
	General employee
	41
	4.60
	1.60
	.125

	
	Junior & Middle Management
	63
	4.67
	1.59
	

	
	Senior Management and Executive
	44
	5.20
	1.31
	

	
	Total
	148
	4.80
	1.53
	

	Employee 
Trust
	General employee
	41
	4.10
	1.75
	.514

	
	Junior & Middle Management
	63
	4.37
	1.51
	

	
	Senior Management and Executive
	44
	4.48
	1.43
	

	
	Total
	148
	4.32
	1.55
	

	Job
Satisfaction
	General employee
	41
	4.95
	1.56
	.181

	
	Junior & Middle Management
	63
	4.98
	1.28
	

	
	Senior Management and Executive
	44
	5.42
	1.29
	

	
	Total
	148
	5.10
	1.37
	


[bookmark: _Toc519584144]Table 7: Rating of attributes by occupation level
The results show that none of the constructs; internal line manager communication (p-value = 0.786), organisational commitment (p-value = 0.125), employee trust (p-value = 0.514) and job satisfaction (p-value = 0.181) differ significantly by employment level.

[bookmark: _Toc521904333]Relationship between internal line manager communication and organisational commitment 
The first sub-problem of this study was to investigate the influence of internal line manager communication on organisational commitment in South Africa. Pearson correlation analysis was conducted to measure and determine the strength of the relationship between these variables. The descriptive statistics and Pearson’s Correlation for the constructs are summarised in table 7.
	
	Descriptive Statistics
	Correlation

	
	Mean
	Std. Deviation
	1.
	2.

	1.Internal Line Manager Communication
	5.17
	1.33
	1
	

	2.Organisational Commitment
	4.80
	1.53
	.409**
	1


**. Correlation is significant at the 0.01 level (2-tailed).
[bookmark: _Toc519584145]Table 8: Descriptive Statistics and Pearson's Correlation
The correlation coefficients show that there is an association between internal line manager communication and organisational commitment (r = 0.409, p-value < 0.01). The amount of variation in organisational commitment that is explained by internal line manager communication summarized in table 8. 
	Variable
	Estimate

	Organisational Commitment
	,167


[bookmark: _Toc519584146]Table 9: Squared Multiple Correlations
The Squared Multiple Correlations table shows that internal line manager communication (ILMC) explained 16.7% of variation in organisational commitment.
The results showed that organisational commitment increases as internal line manager communication increases, the relationship is illustrated in the scatter plot below.
[image: ]
[bookmark: _Toc519584170]Figure 16: scatterplot showing the relationship between internal line manager communication & organisational commitment
H0: There is no relationship between internal line manager communication and organisational commitment.
H1: There is a direct positive relationship between internal line manager communication and organisational commitment.
	
	
	
	Estimate
	Standardised
Estimate
	S.E.
	C.R.
	P

	OC
	<---
	ILMC
	,470
	,409
	,086
	5,438
	***


*OC – Organisational Commitment 
*ILMC – internal line manager communication 
[bookmark: _Toc519584147]Table 10: Organisational commitment regression weights
The results from path analysis and table 9 shows that there is a positive and significant relationship between organisational commitment and internal line manager communication (β = 0.409 t=5.438, p-value < 0.001). The relationship is positive since the standardised coefficient for internal line manager communication is greater than zero and is also significant since the p-value is less than 0.05. This implies that H1 is supported. Thus, the null hypothesis is rejected in favour of the alternative hypothesis. It is concluded that a there is a direct positive relationship between internal line manager communication and organisational commitment. The results pertaining to sub-problem and hypothesis 2 are presented in the following section. 
[bookmark: _Toc521904334]Relationship between internal line manager communication and job satisfaction
The second sub-problem of this study was to investigate the influence of internal line manager communication on job satisfaction in South Africa. Pearson correlation analysis was conducted to measure and determine the strength of the relationship between these variables. The descriptive statistics and Pearson’s Correlation for the constructs are summarised in table 10.
	
	Descriptive Statistics
	Correlation

	
	Mean
	Std. Deviation
	1.
	2.

	1.Internal Line Manager Communication
	5.17
	1.33
	1
	

	4. Job Satisfaction
	5.10
	1.37
	.502**
	.808**


**. Correlation is significant at the 0.01 level (2-tailed).
[bookmark: _Toc519584148]Table 11: Descriptive Statistics and Pearson's Correlation
The correlation coefficients show that there is an association between internal line manager communication and job satisfaction (r = 0.502, p-value < 0.01). The amount of variation in job satisfaction that is explained by internal line manager communication is summarised in table 11 below. 
	Variable
	Estimate

	Job Satisfaction
	,252


[bookmark: _Toc519584149]Table 12: Squared Multiple Correlations
The Squared Multiple Correlations table shows that internal line manager communication (ILMC) explained 25.2% of variation in job satisfaction.
The results showed that job satisfaction increases as internal line manager communication increases, the relationship is illustrated in the scatter plot below (figure 17).
[image: ]
[bookmark: _Toc519584171]Figure 17: Scatterplot showing the relationship between internal line manager communication and job satisfaction
H0: There is no relationship between internal line manager communication and job satisfaction.
H1: There is a direct positive relationship between internal line manager communication and job satisfaction. 
	
	
	
	Estimate
	Standardised
Estimate
	S.E.
	C.R.
	P

	Job
Satisfaction
	<---
	ILMC
	,518
	,502
	,074
	7,044
	***


*ILMC – internal line manager communication 
[bookmark: _Toc519584150]Table 13: Job satisfaction regression weights
The results from path analysis and table 13 show that there is a positive and significant relationship between job satisfaction and internal line manager communication (β = 0.501, t=7.044, p-value < 0.001) The relationship is positive since the standardised coefficient for internal line manager communication is greater than zero and is also significant since the p-value is less than 0.05 as per table 13 above. This implies that H2 is supported. Thus, the null hypothesis is rejected in favour of the alternative hypothesis. It is concluded that there is a direct positive relationship between internal line manager communication and job satisfaction. The results pertaining to sub-problem 3 and hypothesis 3 are presented in the following section.
[bookmark: _Toc521904335]Relationship between internal line manager communication and employee trust
The third sub-problem of this study was to investigate the influence of internal line manager communication on employee trust in South Africa. Pearson correlation analysis was conducted to measure and determine the strength of the relationship between these variables. The descriptive statistics and Pearson’s Correlation for the constructs are summarised in table 12. 
	
	Descriptive Statistics
	Correlation

	
	Mean
	Std. Deviation
	1.
	2.

	1.Internal Line Manager Communication
	5.17
	1.33
	1
	

	3.Employee trust
	4.32
	1.55
	.501**
	.725**


**. Correlation is significant at the 0.01 level (2-tailed).
[bookmark: _Toc519584151]Table 14: Descriptive Statistics and Pearson's Correlation
The correlation coefficients show that there is an association between internal line manager communication and employee trust (r = 0.501, p-value < 0.01). The amount of variation in employee trust that is explained by internal line manager communication is summarised in table 13. 
	Variable
	Estimate

	Employee Trust
	,251


[bookmark: _Toc519584152]Table 15: Squared Multiple Correlations
The Squared Multiple Correlations table shows that internal line manager communication (ILMC) explained 25.1% of variation in employee trust. 
The results showed that employee trust increases as internal line manager communication increases, the relationship is illustrated in the scatter plot below (figure19).
[image: ]
[bookmark: _Toc519584172]Figure 18: Scatterplot showing the relationship between internal line manager communication and employee trust
H0: There is no relationship between internal line manager communication and employee trust.
H1: There is a direct positive relationship between internal line manager communication and employee trust.
	
	
	
	Estimate
	Standardised
Estimate
	S.E.
	C.R.
	P

	Employee
Trust
	<---
	ILMC
	,584
	,501
	,083
	7,015
	***


*ILMC – internal line manager communication 
[bookmark: _Toc519584153]Table 16: Employee trust regression weights
The results from path analysis and table 33 show that there is a positive and significant relationship between employee trust and internal line manager communication (β = 0.502423, t=7.044, p-value < 0.01). The relationship is positive since the standardised coefficient for internal line manager communication is greater than zero and is also significant since the p-value is less than 0.05. This implies that H3 is supported. Thus, the null hypothesis is rejected in favour of the alternative hypothesis. It is concluded that there is a direct positive relationship between internal line manager communication and employee trust. 
[bookmark: _Toc521904336]Summary of the results
This chapter presented the results from the analysis of the data collected for the research study. A descriptive profile of the respondents was presented and cross-tabulations, where necessary, were used to describe the sample of the study and the association between variables. The validity and reliability of the scales were then analysed using Cronbach’s Coefficient Alpha test and the results indicate that the scales used were reliable, with Alpha scores above 0.8 and 0.9 respectively. The Squared Multiple Correlations table showed that internal line manager communication (ILMC) explained the great variation of all the respective constructs. 
All three hypotheses derived to address the research problem were supported as results from path analysis show that the relationship between internal line manager communication and employee engagement is positive. It is therefore concluded that there is a direct positive relationship between internal line manager communication and employee engagement constructs of organisational commitment, job satisfaction and employee trust in South Africa within the financial services industry. In a similar study conducted by Karanges et al. (2014), regression analysis involving internal supervisor communication (referred to as internal line manager communication in this study) and employee engagement showed a significant and positive association between the two variables (β = 0.57, p-value < 0.001). Internal supervisor communication accounted for 32% of the variance in employee engagement; these results are similar to the results achieved by this study. Another study conducted by Kang and Sung (2017) tested the effects of internal communication efforts on employee engagement and the relationship was positive and thus the hypothesis was supported (β = 0.47, p-value < 0.001). 
Sentiments derived from the open-ended questions show that employees are generally satisfied with the level and type of communication from their line managers and mostly feel that it is sufficient.  The following chapter discusses and explains the research findings in line with the literature reviewed.
[bookmark: _Toc378856077][bookmark: _Toc521904337]DISCUSSION OF THE RESULTS
[bookmark: _Toc378856078][bookmark: _Toc521904338]Introduction
This chapter discusses and explains the results presented in the previous chapter against the research hypotheses and conceptual framework of the study posed in the literature review section. Firstly, the research problem and sub-problems are discussed at length, Demographic findings are not discussed in this chapter as they are not material to the research problems and findings and were sufficiently covered in the previous chapter. 
[bookmark: _Toc521904339][bookmark: _Toc378856080]Discussion of the main research problem
The main research problem was to investigate the influence of internal communication, using the internal line manager as a conduit, on organisational commitment, job satisfaction and employee trust as determinants of employee engagement. This study measured employee engagement through its constructs and was approached from a role specific perspective in relation to one’s job in their organisation (Saks, 2006). Literature suggests that employee engagement is influenced by numerous factors including internal communication, thus this research sought to investigate whether communication from an internal line manager plays a mediating role in the implementation of successful internal communication and employee engagement programmes. In an environment characterised by an ever changing competitive landscape and rapidly changing technology, an engaged workforce is considered a strategic source of business competence and competitive advantage. 
All hypotheses were supported, consequently confirming that internal line manager communication has a significant role to play in driving employee engagement in the work place and further provides empirical evidence of the relationship that exists between internal communication and employee engagement. In another study, conducted by Karanges et al. (2015), the first linear regression analysis showed a significant and positive association between internal communication and employee engagement (β = .48, p-value < 0.01), internal communication accounted for 23.04% of the variance in employee engagement showing similar results to this study. The second linear regression analysis involving line manager communication and employee engagement showed a significant and positive association between the variables (β = .57, p-value < 0.01), internal line manager communication accounted for 32.38% of the variance in employee engagement. These results demonstrate that internal communication, particularly from the line manager, plays a crucial role in developing and maintaining employee engagement in the workplace. 
This study evidenced the assertion made in literature that suggests that internal communication is the biggest contributing factor to employee engagement as it is a company practice aimed at conveying organisational values to employees in an effort to obtain their support in realising company goals (Papalexandris & Galanaki, 2009). 
Table 17 below is a summary of the hypotheses tests followed by a discussion of each hypothesis in relation to the literature review in support of the empirical findings. 
	Path coefficient
	Hypothesis
	Estimate
	S.E.
	C.R
	P
	Results

	ILMC --> OC
	H1
	,470
	,086
	5,438
	***
	Significant & supported

	ILMC -->Employee trust
	H2
	,584
	,083
	7,015
	***
	Significant & supported

	ILMC -->Job satisfaction
	H3
	,518
	,074
	7,044
	***
	Significant & supported


*ILMC – Internal line manager communication
*OC – Organisational commitment 
[bookmark: _Toc519584154]Table 17: Summary of hypothesis testing

[bookmark: _Toc521904340]Relationship between internal line manager communication and organisational commitment 
H0: There is no relationship between internal line manager communication and organisational commitment.
H1: There is a direct positive relationship between internal line manager communication and organisational commitment.
As presented in chapter 4, results from path analysis showed that there is a positive and significant relationship between internal line manager communication and organisational commitment.  According to Lockwood (2007), the internal line manager is the condiuit between the employee and the organisation, thus this relationship is what drives organisational commitment and explains the bond between an employee and their firm as evidenced by the empirical findings of this study. Squared multiple correlation showed that internal line manager communication explained 16.7% of the variation of organisational commitment.  Committed employees work harder, are motivated, support the the firm’s objectives and are least likely to leave the organisation. Vance (2006) notes that commitment is eroded due to broken psychological contracts but more so because people realise that they may not work for the same company until they retire. For the first item in the commitment scale ‘I would be happy to work at this organisation until I retire’, 45% of the participants answered that they would be happy to work for their organisation until they retire. In a 2008 study conducted by the Employee Benefit Research Institute, almost two thirds of the 5000 sample were dissatisfied with their jobs at the time they made the decision to retire and felt they were not valued and that their work did not contribute to the long-term objectives of their organisation (Attridge, 2009). This research study focused on affective commitment which is concered with emotional attachment and has been linked with oranisational financial performance, 67% of the respondents believe that working at their current organisation has a great deal of meaning to them. 59% feel that the problems faced by the organisation are their problems, and 57% feel personally attached to their organisation. Commitment is considered a psychological state of attachment that binds an employee to their organisation (Macey & Schneider, 2008); this emotional attachment is a significant variable in determining engagement. 
Employees work on the assumption that their commitment will be reciprocated, this is charectirised by an unspoken implied agreement between the employee and their line manager and subsequently, the firm. If both the internal line manager and organisation fail to rise to this expectation then commitment is eroded. Literature suggests that employee loyalty lies in the organisation and the work unit, particulary the internal line manager, as they are the most direct path to employee backing and loyalty.  66% of respondents feel a sense of loyalty and commitment to their current organisation, and 76% are proud to tell people that they work for their companies in line with the assertion made by Kaliannan and Adjovu (2015) that engaged employees directly or indirectly potray an image of their organisation based on their levels of organisational comitment. 75% of the respondents are willing to put in extra effort for their organisations. 
Commitment can be impacted positively by the quality of task and non-task related communication characterised by line management. Good quality effective task communication is crucial to creating commitment whilst good quality non-task communication is vital to creating trust. Internal line manager communication is a good predictor of an employee’s commitment levels, the results showed that organisational commitment increases as internal line manager communication increases, as illustrated in the scatter plot presented in chapter 4. Organisational commitment is an antecedent of engagement; it results from a firm’s policies, adoption of management methods and choices, conflicts and psychological climate (Bolognini, 2003; Eisenberger et al., 1986; Meyer et al., 2002). Organisational commitment is an imperative aspect of engagement, particularly when it is theorised as positive attachment to the wider organisation as it related to feelings of personal identification with the organisation by employees (Macey & Schneider, 2008). Research studies have showned that employees who are committed to the organisation the most, perform 20% better than those who are not (Attridge, 2009). 
[bookmark: _Toc521904341]Relationship between internal line manager communication and job satisfaction
H0: There is no relationship between internal line manager communication and job satisfaction.
H2: There is a direct positive relationship between internal line manager communication and job satisfaction.
Employee satisfaction can be improved by increasing the occurrence of internal line manager to employee communication (Therkelsen & Fiebich, 2003) and the results from path analysis support this as there is a positive and significant relationship between internal line manager communication and job satisfaction.  Findings from H2 are consistent with results from a Mercer’s People at Work Survey (2002) that surveyed more than 2,500 employees with results showing that when line management communicates effectively compared to when they do not, fewer employees were dissatisfied with their organisations (7% vs. 39%) and very few employees did not feel a strong sense or organisational commitment (6% vs. 32%) compared with previous studies (Attridge, 2009). 
In this study, 70% of the respondents indicated that, all in all, they are satisfied with their jobs (scale item 3 under job satisfaction) and one can make the assumption that this level of satisfaction is due to effective communication between themselves and their internal line manager as noted by Therkelsen and Fiebich (2003). This is true as results showed that job satisfaction increases as internal line manager communication increases, the relationship is illustrated in the scatter plot presented in chapter 4.
Job satisfaction is an indicator of engagement levels in an organisation; it has got to do with the extent to which an employee loves their work (Carrlere & Bourque, 2009). In the study, 69% of the participants said that they are happy with their organisations, 72% believe that the relationship with their employer is mutually beneficial to both parties and 70% of the respondents are satisfied with their jobs. Literature has evidenced that high job satisfaction levels assist organisations with their retention strategies which have a positive effect on the firm’s productivity and profitability (Bovee & Thill , 2017). 
[bookmark: _Toc521904342]Relationship between internal line manager communication and employee trust
H0: There is no relationship between internal line manager communication and employee trust.
H3: There is a direct positive relationship between internal line manager communication and employee trust.
The role of trust in a line manager in raising job satisfaction and organisational commitment within the workplace is vital and its role and significance has been documented by management scholars (Li & Tan, 2013).  When organisations include their staff as part of the decision making process, it creates an emotional bond which leads to employee trust and commitment. Results for the first scale item in the Trust construct ‘Whenever this organisation makes an important decision, it will be concerned about me’ show that 48% of the respondents agree with this statement (aggregated to include ‘strongly agree’, agree, and ‘somewhat agree’). This is further evidenced in the results of the study as employee trust increases so does the incidence of organisational commitment. Trust is seen as a precursor to commitment (Welch & Jackson 2007). Similarly, the results of this study showed that when employee trust increases, job satisfaction increases too. Trust is seen as a precursor to organisational commitment (De Ridder, 2004). 
Trust is produced by good communication amongst employees and the internal line manager. Academic literature points out that internal communication acts as a mechanism to stimulate employee relationships based on trust as trust is at the centre of the triadic relationship, also known as commitment, trust and communication  (Zeffane et al., 2011). This study, together with several others, have hypothesised and concluded that it is internal communication that creates trust (Allert & Chatterjee, 1997; Bolognini, 2003; Kottila & Ronni, 2008; Webster & Wong, 2008). Togna (2014) posits that organisational commitment is deeply interrelated to employee trust and the results of this study support this. Trust is the greatest lever to increase organisational commitment, high levels of employee trust stabilise levels of organisational commitment.
[bookmark: _Toc378856082][bookmark: _Toc521904343]Conclusion
This research study considered the employee public as a crucial stakeholder who assists the organisation to realise its business objectives, thus contributing positively to the firm’s bottom line. Line management has demonstrated its ability to influence employee engagement in organisations thereby emphasising the need for efficient internal communication and backing from internal line managers. 
All hypotheses were confirmed and supported, showing a positive and significant relationship between internal line manager communication and organisational commitment, employee trust and job satisfaction. The findings show that employee engagement can be improved by addressing line manager communication. McAlister (1995) argued that an employee’s occupation level might have an influence on trust, however the results show that none of the constructs differ significantly by employment level and all three variables have a direct relationship with each other, as the one increases so does the prevalence of the other. These findings differ to those from a study conducted on more than 10,000 employees in the UK (United Kingdom) that revealed that managers and executives tend to have higher engagement levels than general employees (Attridge, 2009). 
The findings of the study are consistent with findings from a previous study by Vercic and Vokic (2017) who applied linear regression to test the theorised relationship between internal communication (both organisational and line manager) and employee engagement and found that communication from the internal line manager plays a substantial role in creating and maintaining engagement in an organisation.
Communication and trust have an intended and unintended effect on organisation commitment, decreased job satisfaction leads to employee turnover (Therkelsen & Fiebich, 2003). Trust and commitment are derivatives of policies and processes which are intended to make the employee-internal line manager relationship satisfactory for both parties (Mishra et al., 2014). Literature asserts that the relationship an employee has with their line manager is the linchpin of employee engagement and is the definitive path to their support and loyalty to an organisation, therefore employees need to be satisfied with the level of communication between themselves and their line manager. Overall, engaged employees have better relationships with their line managers compared to disengagement one (Kaliannan & Adjovu, 2015). All said, communication from a line manager to an employee is most effective in increasing productivity and job satisfaction in the workplace, generating employee trust and employee loyalty (Therkelsen & Fiebich, 2003). The findings of this study are an indication that efforts to build relationships with employees begin with the internal line manager. The following chapter concludes the overall research report. 

[bookmark: _Toc378856083][bookmark: _Toc521904344]CONCLUSIONS & RECOMMENDATIONS
[bookmark: _Toc378856084][bookmark: _Toc521904345]Introduction
The previous chapters described and discussed the results and findings of the research study. This chapter concludes and provides an overview of the study, gives recommendations to each stakeholder who was identified as a beneficiary and makes suggestions for future research.
[bookmark: _Toc378856085][bookmark: _Toc521904346]Conclusion of the study
There has been great interest in the study of employee engagement in recent years, particularly from practitioners and consultancy firms alike. This interest is necessitated by a multitude of reasons, such as declining organisational commitment, decreased employee trust and satisfaction levels as well as technology and globalisation. Whilst a lot of organisations advocate the importance of employee engagement, particularly in areas pertaining to the firm’s profitability, there is little empirical evidence that demonstrates that this interest is translated into practice. Karanges et al. (2014) note the importance of understanding the mechanisms by which internal communication, particularly communication coming from the line manager, influences employee engagement in the provisioning of their day-to-day functions. Thus, this study provides empirical evidence of the influence of internal line manager communication on employee engagement within the financial services industry in South Africa. Many research studies have argued and demonstrated that communication vehicles and other tactics targeted to employees are valid, but the most effective way to communicate with employees is through the internal line manager. 
Academic scholars and industry research commissioned by various consultancy firms have recognised internal communication as a critical driver of employee engagement but very few studies have acknowledged internal line manager communication as a lever and means of harnessing employee engagement within organisations. As such, this research study sought to investigate the influence of communication from a line manager and the ways in which it encourages organisational commitment, employee trust, and job satisfaction in the work place. Furthermore, the study sought to identify ways in which practitioners can increase employee engagement scores within their organisations. 
Employee engagement is not an event or a once-off programme; it should be ingrained in the values and culture of the organisation. It is a continuous process of testing, learning and constantly refining and improving upon past plans and actions. Organisations should strive to create an engaged workforce as it directly impacts company performance; not just financial metrics but softer issues too like reputation, staff turn-over and retention, recognition and customer satisfaction (Bedarkar & Pandita, 2014). Tough economic conditions and a market place burdened by stiff competition has shrunk the available talent pool, therefore placing employee engagement at the forefront of any organisation as a means of retaining employees. The 2012 Edelman Trust Barometer study identified transparent communication as a vital ingredient for building employee trust in the company (Mishra et al., 2014). In many organisations, leadership has lost credibility due to issues relating to honesty and transparency about matters that impact employees in the workplace; this consequently erodes engagement. A way of regaining credibility is to create a culture of transparency through line manager communication and to be ingenuous about information that employee’s value. As trust in CEO’s decline, marketing professionals can help drive employee engagement by supporting CEO’s in dispensing clear communication through internal line managers (Mishra et al. 2014). Favourable and positive perceptions of management, together with a strong belief in their vision and communication style, are both linked with high levels of engagement (Robinson, et al., 2014). Ensuring an excellent climate of engagement is vital as organisations and employees depend on each other to accomplish their goals and objectives (Bedarkar & Pandita, 2014). 
Employees are considered crucial internal customers within the IMC framework (Duncan & Caywood, 1996) and this view is supported by Freeman’s stakeholder theory that purports that staff are the most pertinent public of the organisation (Kliatchko, 2008). Furthermore the stakeholder approch stresses the importance of investing in the relationships with those who play a crucial role in the firm, such as employees. Research has shown that employees are the most influential public as they are considered advocates and brand ambassadors for the firm. Because of this, it is important that engagement is at the forefront of the agenda of any enterprise. Engaged employees are considered a source of strategic differentiation and advantage as they utilise an organisation’s resources more effectively and efficiently. 
Internal line manager communication is apposite in generating trust as it is the basis upon which to create organisational commitment (Togna, 2014). This study demonstrates the influence of internal line manager communication and the findings solidify the role and the ability of a line manager to contribute towards creating an engaged workforce. Internal line manager communication explained significant variance in organisational commitment, employee trust and job satisfaction. Results of this research study show that employee engagement does not differ by level of occupation within the financial services industry, affirming that employees across all occupation levels are affected by business issues in a similar fashion. 
Progressive employee engagement practices catalyse increased levels of organisational commitment, job satisfaction and employee trust. If employees are most important stakeholder in the organisation, as discussed in this paper, then employee to line manager communication is the most important communication in the organisation (Therkelsen & Fiebich, 2003). 


[bookmark: _Toc378856086][bookmark: _Toc521904347]Recommendations
Because employee engagement is linked to overall organisational effectiveness, this study is beneficial to all managers in an organisation and has evidenced that employee engagement is the role of leadership spanning Marketing and Human Resources practitioners, Line Managers and Executives. This study offers practical implications for line managers and leaders within organisations relating to the drivers and tools which influence employee engagement. Furthermore, internal line management has proven its ability to influence employee engagement in organisations, thereby highlighting the requirement for efficient internal communication from internal line managers (Mishra et al., 2014). 
Bedarkar and Pandita (2014) attribute poor communication in organisations, as a great impediment to achieving employee engagement. Employees are the most pertinent stakeholder in service industries (Mohammed & Pervaiz, 2000) and thus must be treated as the most important public. In line with this, the following six interventions are recommended to each of the identified stakeholders following empirical analysis of the data and literature reviewed for this research study. It is important to note that none of these interventions can be implemented outside the boundaries of a robust company culture that enables employees to perform and fulfil their roles and responsibilities efficiently. Culture influences employee behaviour and encourages employees to work in a manner that is consistent with the values of the firm (Thakor, 2016). Pitney Bowes has measured employee engagement over the years and has found that integrating engagement enhancing practices into everyday culture is associated with positive outcomes (Attridge, 2009). Organisations that have a culture that fosters mutual respect and collaboration will not only keep their employees engaged, but also pass the contagious ‘spirit of work’ culture onto new employees (Markos & Sridevi, 2010 ). 


· Training 
The results of this study show that line manager communication has a catalytic effect on organisational commitment, job satisfaction and employee trust, therefore companies need to invest sufficient resources in ensuring that line managers are sufficiently trained to communicate effectively. Training and coaching interventions to assist managers translate employee engagement programmes into actionable outputs is paramount. Robinson, et al. (2014) suggest that investing in line manager training yields better return on investment and is more crucial than any other form of leadership development. Additionally, employees must be provided with training to enable them to acquaint themselves intimately with the company mission, vision, values, policies and procedures and job-specific requirements to enable them to perform optimally. These include matters relating to role specific requirements, responsibilities and the current priorities of the department to which the employee belongs. This will enable employees to acquire accurate role expectations to minimize any misunderstanding that may erupt. Effective training starts with a good quality induction programme, research studies have shown that the first few weeks in a role are vital (Markos & Sridevi 2010 ). Although the line manager is not responsible for the formulation and design of the induction programme, he/she can ensure that new employees are successfully inducted and integrated into the team in a seamless manner. First time managers should undergo people management training and be paired up with more experienced managers for peer to peer learning, guidance and support.
· Collaboration
A sense of disengagement sets in when employees are unable to find purpose and meaning from their work, therefore organisations have to give their employees the liberty to make their work stimulating, thereby creating a work place that cultivates an engaged work environment (Bedarkar & Pandita, 2014). Designing employee engagement programmes together with employees is one way of fostering collaboration, this two-way process allows for idea generation whilst instilling a sense of ownership from employees. Line Managers should identify employees across the organisation and train them to be active participants in creating messages that will resonate with their peers in an effort to bring these programmes to life. Line managers should encourage employees to identify quick wins as a way of generating excitement about the programmes and initiatives. This implicitly lets staff know that they play a crucial role in creating an engaged environment. Studies have revealed that when employees collaborate and work together in teams, they outperform individuals and teams which lack the bond of good relationships (Seijts, 2006). These programmes must be designed in line with the organisation’s vision, mission and business objectives and line managers must be up-skilled to educate employees about measures of success and metrics to ensure that the ideas that they generate are aligned to the overall goals of the firm. Seijts (2006) recognises that employees are partners in the running of the organisation, as such, they ought to be communicated with in a fashion that reaffirms this. He further posits that great leaders are team builders as they produce an environment that nurtures trust and collaboration. 
· Employee voice
When the concept of employee voice first emerged, it was associated with trade unions and collective bargaining, but it has since evolved to describe a variety of techniques in which employees are given an opportunity to have ‘their say’ in the happenings of their organisations. These opinions happen through formal and informal structures, indirect or collective representation or through individual channels (Alfes, Gatenby, & Chris, 2013). Employee voice is fundamentally the opportunity that companies give employees to input into decisions affecting their work, and to be properly consulted about issues affecting their workplace. 
Companies need to conduct regular anonymous surveys to allow employees to give honest feedback without fear of victimisation and the possibility that their views will be used against them. Giving employees a voice lets them know that the organisation values their input and that their issues will be prioritised by management. Staff surveys are a good way of ascertaining employee sentiments and opinions towards a wide range of issues within the company. Such opportunities to feedback upwards and give ideas and suggestions for improvement help promote an inclusive culture. Previous research studies have shown that giving personnel a voice is associated with higher levels of engagement (Robinson, et al., 2014). Line management plays a vital role as employees want to feel that the line manager is accessible and visible.
· Employee wellness programmes
Robinson et al. (2014) suggest that employees who are engaged show lower levels of general ill-health, mental health problems and depression and are less likely to exhibit signs of burnout and stress. It is because of this that employee wellness programmes are crucial in the workplace as a way of providing additional value to improve the lives of employees. Investing in employee wellness is an investment in a company’s human capital which ultimately drives organisational success and improves working conditions. Employee wellness programmes are there to support employees in effective stress management and such interventions help reduce sick leave and increase overall employee productivity. More than 50 studies have showed than human capital practices and benefits that prioritise positive mental health and company-wide wellness have a positive effect on employee commitment, creativity and retention (Attridge, 2009).
· Fair performance appraisals linked to recognition programmes
Organisations ought to create and encourage a culture in which the values and goals of line mangers are aligned across all departments to communicate a unified company voice (Markos & Sridevi, 2010 ). Fair performance appraisals are one way of achieving this and ensuring consistency. It is vital for organisations to develop performance management tools and systems that keep managers and employees liable for the level of engagement that they display (Markos & Sridevi, 2010 ). It is equally important for line managers to give quality feedback and evaluations that are in line with fair performance management processes and standards. Data from a 2009/2010 NHS staff survey revealed that having a performance appraisal alone does not move the needle on engagement, the key factor is having a good quality appraisal which is considered well-structured in that it is clear, useful and valuable to the employee (Robinson et al., 2014).  Well documented development plans implicitly communicate that the company values the employees and that they have a future in the company. There should be a clear link between performance and incentives given to the employees. Companies should look at both financial and non-financial benefits for employees who show more engagement in the fulfilment of their day-to-day function. Research conducted by management scholars have shown that employees exert more effort into their jobs when they receive more pay, recognition and acknowledgment (Markos & Sridevi, 2010). Recognition programmes that reward excellence and encourage innovation are a crucial part of fair performance appraisals. Research findings have revealed that employees who receive annual formal performance appraisals have higher engagement levels than those who have not (Attridge, 2009).  
· Knowledge sharing opportunities
Knowledge can be classified as an organisational asset for the organisation and the sharing and dissemination of this knowledge is a major goal of any organisation pursuing a competitive lead in an economy characterised by stiff competition and digitisation (Harden, 2012).  In the workplace, knowledge sharing is the exchange of knowledge, ideas, experiences, skills, or technology amongst individuals or groups of employees (Wang, Ahmed, & Rafiq, 2008). Knowledge sharing or exchange platforms should be created within immediate teams and within the overall organisation to encourage peer to peer learning and the dissemination of ideas. These platforms can be enhanced by using digital technologies such as internal social software, or social media to enhance communication internally. The use of information technologies has been found to contribute to organisation innovation and such technologies create greater opportunities for employee collaboration in contrast to traditional modes of communication such as company newsletters or email (Harden, 2012). Employees who feel that they are not part of the team or do not belong or fit in will invariably check out because they believe that their line manager does not value their opinion or does not think it is important for them to know what is going on. 

All these initiatives are underpinned and must be supported by continuous, transparent, and effective communication from the line manager and the organisation respectively. Employee commitment depends largely on good leadership and communication practices (Therkelsen & Fiebich, 2003).  Academic research has showed the value of excellent internal communication programmes in fostering better relationships with employees and in the championing of employee engagement (Kang & Sung, 2017). Organisations today should work towards fulfilling employees’ expectation as this impacts organisational performance positively (Bedarkar & Pandita, 2014). The line manager is the biggest influencer in engagement as they embody and espouse company values; internal marketing communication efforts reiterate and reinforce internal communication and employee engagement programmes, but it is the line manager that ultimately shapes employee behaviour. 
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Although this research contributes to existing academic and practitioner knowledge, no research study is without limitations that cannot be addressed by future research. Therefore, a need for further research in the following areas has been identified; 
Research in the area of the influence of internal marketing communication on employee engagement should be conducted in other industries that employ equally culturally diverse employees as well as in service orientated industries that require employees to regularly interact with external customers. Furthermore, research into the measurement of employee engagement levels interdepartmentally within organisations should be conducted to foster and optimise cross-company understanding. Interdepartmental learning harnesses the success of internal communication and engagement programmes. This also assists the business in developing alignment and driving shared value across the organisation, resulting in a positive impact on company culture.  Another area for further research is a case study method that will focus on a particular company, assessing and critiquing the firm’s existing internal communication programme, and its influence on employee engagement. Furthermore, future research should consider studying both employees and executives from a particular company to determine whether the inherent engagement initiatives are building trust in the organisation. Future research should look into the resulting effects and impact of employee engagement on relationships with external stakeholders such as customers and their levels of satisfaction. 
This study researched the ‘hard’ approach towards engagement; future studies must research areas relating to ‘softer’ dimensions of the employee engagement construct related to organisational support, employee voice, work-life balance, rewards and recognition, as well as pay and incentives. 
Research studies around generational mind-sets have revealed differences between prevailing generations i.e. Baby Boomers, Generation X, Generation Y also known as Millennials and Generation Z who will soon be entering the work-place. According to Stats SA, Millennials are the most researched generation and this is because they constitute 26.5 % of the South African population and are projected to grow at twice the rate of the overall population as they start actively contributing to society and the South African economy (Stats SA, 2017). There exists merit in conducting further research aimed at unearthing generational insights to assist in crafting tailored and bespoke engagement programmes that are in line with the psychological differences of each generation. As an example, Millennials are said to be the most unique generation exhibiting significant differences to their Baby Boomer parents in the workplace. 
A final area for future research is to study the potential effects of experimental interventions on employee engagement as well as observational or longitudinal studies aimed at studying the chosen population over a longer period of time to draw more conclusive recommendations. Furthermore, a qualitative study in the form of semi-structured interviews can help management generate insights to address the “engagement-gap” which is concerned with the maximisation of employee involvement, commitment, dedication, satisfaction and trust in the workplace to simultaneously prevent disengagement and drive profitability (Saks, 2006). 
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Research cover letter
Good day,
Thank you for taking the time to complete this academic questionnaire. I am a post-graduate student at the University of the Witwatersrand – Graduate School of Business Administration, undertaking a Master of Management degree in the field of Strategic Marketing. 
I am currently conducting research for my dissertation entitled: "The influence of Internal Communication on Employee Engagement in South Africa" within the financial services industry. 
I kindly request you to complete the attached survey, which should take less than five minutes. Your response will be greatly appreciated and of great value to my research. 
Your participation is voluntary and you will not be asked to provide any identification information; your identity and responses will remain anonymous. This research is for academic purposes only and the information obtained will be kept strictly confidential. 
Your views are very important to me. 
Sincerely,                                                          
Tatiana Ndlovu
Email: Ndlovu.tae@gmail.com
Study Supervisor 
Dr Yvonne K Saini
Email: Yvonne.Saini@wits.ac.za
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Research Instrument
Completion of questionnaire 
Tatiana Ndlovu, a Master of Management in Strategic Marketing Student at Wits Business School, Gauteng, Johannesburg, South Africa, is conducting research in the field of Internal Communication and Employee Engagement under supervision of Dr Yvonne K Saini. Topic of the research is:
“The influence of Internal Communication on Employee Engagement”
	ANNONIMITY AND CONFIDENTIALITY
Please note that your opinion will be treated with confidentiality and anonymity. Please answer the questions freely, honestly and as open as possible.











Please indicate your answer by ticking (X) on the appropriate box. This questionnaire is strictly for research purposes only. 
SECTION A: QUALIFIER QUESTION
Q1. Do you currently work for a Financial Services company?
	Yes
	1

	No
	2


If no is selected, survey to be terminated immediately
SECTION B: GENERAL INFORMATION
Q1. What is your gender?
	Female
	1

	Male
	2

	Other
	3


Q2. What is your age?
	Below 18
	1

	18-24 years
	2

	25-34 years
	3

	35-44 years
	4

	45-54 years
	5

	55+ years
	6


If below 18 is selected, survey to be terminated immediately
Q3. What is your ethnicity?
	African
	1

	White
	2

	Indian
	3

	Coloured
	4

	Asian
	5

	Other
	6


Q4. What is the current level of your occupation?
	General employee/non managerial
	1

	Junior Manager
	2

	Middle Manager
	3

	Senior Manager
	4

	Director/Executive
	5




Q5. How long have you been employed by your current organisation?
	Less than 6 months
	1

	6-12 months
	2

	1-2 years
	3

	3-5 years 
	4

	5 years+ 
	5


 If less that 6 months is selected, survey to be terminated immediately
Q6. How long have you been reporting to your current line manager?
	Less than 6 months
	1

	6-12 months
	2

	1-2 years
	3

	3-5 years 
	4

	5 years+ 
	5


If less that 6 months is selected, survey to be terminated immediately


SECTION C: INTERNAL LINE MANAGER COMMUNCIATION
Q1. At work, I exchange ideas and information with my line manger freely and easily
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q2. Communication from my line manager is accurate
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q3. At work, communication flows two-way (e.g. from my line manager to me, and from me to my line manager)
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6






Q4. Communication from my line manager is adequate
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q5. Discussions with my line manager go beyond mere direction about how to do my job
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q6. Communication from my line manager is timely
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q7. At work, an open line of communication between me and my line manager is encouraged
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q8. My line manager and I discuss the best actions for me to take in my role
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q9. I often discuss role-related matters with my line managers
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q10. My line manger tells me how my job tasks fit into the overall aim of the organisation
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q11. My line manager communicates with me frequently
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q12. Communication from my line manager is complete
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q13. My line manager and I regularly discuss my day-to-day activities and goals
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q14. Please include any additional comments regarding your communication with your line manager (open ended)
	



SECTION D: ORGANISATIONAL COMMITMENT 
Q1. I would be happy to work at my organisation until I retire
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6





Q2. Working at my organisation has a great deal of personal meaning to me
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q3. I really feel that problems faced by my organisation are also my problems
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q4. I feel personally attached to this organisation
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q5. I feel a strong sense of belonging to my organisation
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q6. I feel a sense of loyalty and commitment to this organisation 
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q7. I am proud to tell people that I work for this organisation 
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q8. I am willing to put in extra effort for this organisation
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6








SECTION E: EMPLOYEE TRUST 
Q1. Whenever this organisation makes an important decision, it will be concerned about me 
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q2. This organisation can be relied on to keep its promises 
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q3. I believe that this organisation takes my opinions into account when making decisions
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6






SECTION F: JOB SATISFACTION
Q1. I am happy with this organisation
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q2. Both the organisation and I benefit from the relationship 
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6



Q3. All in all, I am satisfied with my job
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q4. In general, I do not like my job
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6


Q5. In general, I like working here
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	0
	1
	2
	3
	4
	5
	6
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Pilot study scale
Table 17: Demographic information
	Variable
	Category
	Frequency
	Percent

	Gender
	Female
	38
	79.2

	
	Male
	10
	20.8

	Age
	25 - 34
	25
	52.1

	
	35 - 44
	22
	45.8

	
	45 - 54
	1
	2.1

	Ethnic Group
	African
	45
	93.8

	
	White
	1
	2.1

	
	Indian
	1
	2.1

	
	Coloured
	1
	2.1

	Occupation
	Executive
	3
	6.3

	
	Senior Manager
	11
	22.9

	
	Middle Manager
	13
	27.1

	
	Junior Manager
	9
	18.8

	
	General employee / non-managerial
	12
	25.0

	Number of years employed by current organisation
	6 - 12 Months
	6
	12.5

	
	1 - 2 Years
	10
	20.8

	
	3 - 5 Years
	16
	33.3

	
	5+ Years
	16
	33.3

	Number of years under current line manager
	Less than 6 Months
	7
	14.6

	
	6 - 12 Months
	18
	37.5

	
	1 - 2 Years
	14
	29.2

	
	3 - 5 Years
	8
	16.7

	
	5+ Years
	1
	2.1



Table 18: Reliability and Validity
	Construct
	
Items
	Factor Loading
	Total Variance Explained
	Cronbach's Alpha

	Employee
Engagement
	My job inspires me.
	.918
	70%
	.944

	
	I am enthusiastic about my job.
	.915
	
	

	
	At my job, I feel strong and vigorous.
	.890
	
	

	
	At my job, I am bursting with energy.
	.852
	
	

	
	I am immersed in my work.
	.831
	
	

	
	When I get up in the morning, I feel like going to work.
	.828
	
	

	
	I am proud of the work that I do.
	.805
	
	

	
	I get carried away when I am working.
	.745
	
	

	
	I feel happy when I am working intensely.
	.720
	
	

	Internal Communication
	The executive team communicates with me frequently.
	.901
	71%
	.930

	
	The executive team regularly discusses organisational issues with me.
	.879
	
	

	
	At work, I exchange ideas and information with the executive team freely and easily.
	.878
	
	

	
	I often discuss work-related matters with the executive team.
	.835
	
	

	
	At work, open lines of communication between me and the executive team are encouraged.
	.823
	
	

	
	Discussions with the executive team go beyond mere direction about how to do my job.
	.800
	
	

	
	At my work, communication flows two-way (from the executive team to me and vice versa).
	.757
	
	

	Internal Line Manager Communication
	Communication from my line manager is accurate.
	.903
	68%
	.959

	
	Communication from my line manager is adequate.
	.886
	
	

	
	Discussions with my line manager go beyond mere direction about how to do my job.
	.871
	
	

	
	Communication from my line manager is complete.
	.862
	
	

	
	At work, communication flows two-way (e.g. from my line manager to me, and from me to my line manager).
	.845
	
	

	
	My line manager communicates with me frequently.
	.842
	
	

	
	My line manager and I discuss the best actions for me to take in my role.
	.826
	
	

	
	I often discuss role-related matters with my line managers.
	.818
	
	

	
	Communication from my line manager is timely.
	.796
	
	

	
	At work, an open line of communication between me and my line manager is encouraged.
	.779
	
	

	
	My line manger tells me how my job tasks fit into the overall aim of the organisation.
	.771
	
	

	
	At work, I exchange ideas and information with my line manager freely and easily.
	.764
	
	

	
	My line manager and I regularly discuss my day-to-day activities and goals.
	.731
	
	

	Organisational
Commitment
	I feel a strong sense of belonging to this organisation.
	.944
	68%
	.930

	
	I feel a sense of loyalty and commitment to this organisation.
	.936
	
	

	
	Working at this organisation has a great deal of personal meaning to me.
	.904
	
	

	
	I feel personally attached to this organisation.
	.836
	
	

	
	I am willing to put in extra effort for this organisation.
	.797
	
	

	
	I am proud to tell people that I work for this organisation.
	.772
	
	

	
	I would be happy to work at this organisation until I retire.
	.682
	
	

	
	I really feel that problems faced by this organisation are also my problems.
	[bookmark: _Hlk491233217].672
	
	

	Employee Trust
	This organisation can be relied on to keep its promises.
	.895
	79%
	.868

	
	Whenever this organisation makes an important decision, it will be concerned about me.
	.890
	
	

	
	I believe that this organisation takes my opinions into account when making decisions.
	.885
	
	

	Job Satisfaction
	All in all, I am satisfied with my job.
	.908
	72%
	.900

	
	In general, I like working here.
	.871
	
	

	
	I am happy with this organisation.
	.865
	
	

	
	Both the organisation and I benefit from the relationship.
	.843
	
	

	
	In general, I do not like my job.
	.739
	
	



Table 19: Descriptive Statistics and Pearson's Correlation
	
	Descriptive Statistics
	Correlation

	
	Mean
	Std. Deviation
	1.
	2.
	3.
	4.
	5.
	6.

	[bookmark: _Hlk491249584]1.Engagement 
	4.95
	1.35
	1
	
	
	
	
	

	2.Internal Communication (IC)
	4.24
	1.54
	.265
	1
	
	
	
	

	3.Internal Line Manager Communication (ILMC)
	5.06
	1.39
	.268
	.617**
	1
	
	
	

	4.Organisational Commitment
	4.16
	1.58
	.613**
	.416**
	.230
	1
	
	

	5.Employee trust
	3.62
	1.57
	.346*
	.669**
	.485**
	.732**
	1
	

	6.Job satisfaction
	4.55
	1.52
	.774**
	.418**
	.402**
	.805**
	.638**
	1


**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).								















Figure 1: Path analysis 
[image: ]

Table 4: Regression Weights
	
	
	
	Estimate
	Standardised
Estimates
	S.E.
	C.R.
	P

	OC
	<---
	ILMC
	,262
	,230
	,162
	1,621
	,105

	ET
	<---
	ILMC
	,549
	,485
	,144
	3,801
	***

	JS
	<---
	ILMC
	,441
	,402
	,147
	3,008
	,003



Table 5: Squared Multiple Correlations
	
	Estimate

	Job satisfaction
	,161

	Employee trust
	,235

	Organisational commitment
	,053
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Descriptive statistics of the scales  
Internal line manager communication frequencies and descriptive statistics
Table 20: Scale item frequency - Internal line manager communication
	Scale Items
	Strongly disagree
	Disagree
	More or less disagree
	Undecided
	More or less agree
	Agree
	Strongly agree

	At work, I exchange ideas and information with my line manager freely and easily.
	4.7%
	4.7%
	6.1%
	1.4%
	10.1%
	35.8%
	37.2%

	Communication from my line manager is accurate.
	3.4%
	8.8%
	8.1%
	5.4%
	16.2%
	35.8%
	22.3%

	At work, communication flows two-way (e.g. from my line manager to me, and from me to my line manager).
	4.1%
	8.8%
	6.8%
	4.7%
	16.2%
	37.2%
	22.3%

	Communication from my line manager is adequate.
	2.0%
	8.8%
	11.5%
	4.7%
	18.2%
	37.8%
	16.9%

	Discussions with my line manager go beyond mere direction about how to do my job.
	3.4%
	14.2%
	3.4%
	4.1%
	14.2%
	35.1%
	25.7%

	Communication from my line manager is timely.
	2.7%
	12.2%
	8.1%
	5.4%
	22.3%
	38.5%
	10.8%

	At work, an open line of communication between me and my line manager is encouraged.
	2.0%
	5.4%
	3.4%
	2.7%
	12.8%
	43.9%
	29.7%

	My line manager and I discuss the best actions for me to take in my role.
	4.7%
	4.7%
	7.4%
	4.1%
	23.6%
	33.8%
	21.6%

	I often discuss role-related matters with my line managers.
	2.7%
	7.4%
	4.7%
	4.1%
	25.7%
	35.8%
	19.6%

	My line manger tells me how my job tasks fit into the overall aim of the organisation.
	5.4%
	5.4%
	5.4%
	5.4%
	20.9%
	39.2%
	18.2%

	My line manager communicates with me frequently.
	3.4%
	6.1%
	7.4%
	4.1%
	20.9%
	43.9%
	14.2%

	Communication from my line manager is complete.
	3.4%
	12.2%
	7.4%
	8.8%
	18.9%
	39.2%
	10.1%

	My line manager and I regularly discuss my day-to-day activities and goals.
	6.1%
	14.9%
	9.5%
	7.4%
	25.0%
	31.1%
	6.1%



Table 21: Descriptive Statistics of Internal line manager communication scale items
	Descriptive Statistics

	Scale Items
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	At work, I exchange ideas and information with my line manager freely and easily.
	5.64
	1.703
	-1.492
	1.232

	Communication from my line manager is accurate.
	5.19
	1.716
	-.962
	-.156

	At work, communication flows two-way (e.g. from my line manager to me, and from me to my line manager).
	5.21
	1.731
	-1.038
	-.003

	Communication from my line manager is adequate.
	5.09
	1.639
	-.850
	-.369

	Discussions with my line manager go beyond mere direction about how to do my job.
	5.20
	1.832
	-.974
	-.361

	Communication from my line manager is timely.
	4.91
	1.653
	-.847
	-.425

	At work, an open line of communication between me and my line manager is encouraged.
	5.70
	1.460
	-1.638
	2.212

	My line manager and I discuss the best actions for me to take in my role.
	5.25
	1.637
	-1.137
	.570

	I often discuss role-related matters with my line managers.
	5.28
	1.552
	-1.171
	.722

	My line manger tells me how my job tasks fit into the overall aim of the organisation.
	5.22
	1.648
	-1.212
	.678

	My line manager communicates with me frequently.
	5.22
	1.550
	-1.212
	.695

	Communication from my line manager is complete.
	4.86
	1.678
	-.806
	-.506

	My line manager and I regularly discuss my day-to-day activities and goals.
	4.48
	1.751
	-.578
	-.931



Organisational Commitment frequencies and descriptive statistics
Table 22: Scale item frequency - Organisational commitment
	Scale Items
	Strongly disagree
	Disagree
	Somewhat disagree
	Neither agree nor disagree
	Somewhat agree
	Agree
	Strongly agree

	I would be happy to work at this organisation until I retire.
	15.5%
	19.6%
	2.0%
	17.6%
	12.2%
	20.9%
	12.2%

	Working at this organisation has a great deal of personal meaning to me.
	6.1%
	9.5%
	4.1%
	13.5%
	16.2%
	34.5%
	16.2%

	I really feel that problems faced by this organisation are also my problems.
	7.4%
	13.5%
	8.1%
	11.5%
	18.2%
	34.5%
	6.8%

	I feel personally attached to this organisation.
	7.4%
	16.2%
	5.4%
	13.5%
	14.2%
	30.4%
	12.8%

	I feel a strong sense of belonging to this organisation.
	6.8%
	12.8%
	5.4%
	10.1%
	19.6%
	31.1%
	14.2%

	I feel a sense of loyalty and commitment to this organisation.
	5.4%
	8.8%
	6.1%
	13.5%
	20.3%
	29.7%
	16.2%

	I am proud to tell people that I work for this organisation.
	4.7%
	2.7%
	4.7%
	12.2%
	14.2%
	38.5%
	23.0%

	I am willing to put in extra effort for this organisation.
	3.4%
	4.7%
	6.8%
	10.1%
	8.1%
	34.5%
	32.4%



Table 23: Descriptive Statistics of Organisational commitment scale items
	Descriptive Statistics

	Scale Items
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	I would be happy to work at this organisation until I retire.
	4.03
	2.070
	-.121
	-1.397

	Working at this organisation has a great deal of personal meaning to me.
	4.93
	1.769
	-.842
	-.334

	I really feel that problems faced by this organisation are also my problems.
	4.50
	1.798
	-.588
	-.928

	I feel personally attached to this organisation.
	4.53
	1.904
	-.478
	-1.087

	I feel a strong sense of belonging to this organisation.
	4.73
	1.839
	-.678
	-.743

	I feel a sense of loyalty and commitment to this organisation.
	4.89
	1.728
	-.758
	-.363

	I am proud to tell people that I work for this organisation.
	5.36
	1.582
	-1.224
	.972

	I am willing to put in extra effort for this organisation.
	5.48
	1.664
	-1.154
	.406





Employee trust frequencies and descriptive statistics
Table 24: Scale item frequency – employee trust
	Scale Items
	Strongly disagree
	Disagree
	Somewhat disagree
	Neither agree nor disagree
	Somewhat agree
	Agree
	Strongly agree

	Whenever this organisation makes an important decision, it will be concerned about me.
	10.1%
	9.5%
	10.1%
	22.3%
	17.6%
	23.0%
	7.4%

	This organisation can be relied on to keep its promises.
	7.4%
	9.5%
	8.8%
	17.6%
	20.9%
	26.4%
	9.5%

	I believe that this organisation takes my opinions into account when making decisions.
	8.8%
	8.1%
	18.9%
	20.3%
	16.2%
	18.9%
	8.8%



Table 25: Descriptive Statistics of employee trust scale items
	Descriptive Statistics

	Scale Items
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	Whenever this organisation makes an important decision, it will be concerned about me.
	4.26
	1.763
	-.379
	-.830

	This organisation can be relied on to keep its promises.
	4.52
	1.732
	-.544
	-.665

	I believe that this organisation takes my opinions into account when making decisions.
	4.19
	1.731
	-.169
	-.855



Job satisfaction frequencies and descriptive statistics
Table 26: Scale item frequency – job satisfaction
	Scale Items
	Strongly disagree
	Disagree
	Somewhat disagree
	Neither agree nor disagree
	Somewhat agree
	Agree
	Strongly agree

	I am happy with this organisation.
	5.4%
	5.4%
	7.4%
	12.8%
	14.9%
	43.9%
	10.1%

	Both the organisation and I benefit from the relationship.
	3.4%
	9.5%
	3.4%
	11.5%
	18.9%
	43.2%
	10.1%

	All in all, I am satisfied with my job.
	6.8%
	10.1%
	5.4%
	8.1%
	16.2%
	40.5%
	12.8%

	In general, I do not like my job.
	29.7%
	30.4%
	9.5%
	9.5%
	8.8%
	8.1%
	4.1%

	In general, I do not like my job.
	4.1%
	8.1%
	8.8%
	9.5%
	9.5%
	30.4%
	29.7%

	In general, I like working here.
	4.7%
	4.7%
	3.4%
	8.8%
	12.8%
	45.3%
	20.3%





Table 27: Descriptive Statistics of job satisfaction scale items
	Descriptive Statistics

	Scale Items
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	I am happy with this organisation.
	4.99
	1.625
	-1.020
	.154

	Both the organisation and I benefit from the relationship.
	5.03
	1.580
	-1.064
	.232

	All in all, I am satisfied with my job.
	4.90
	1.795
	-.912
	-.371

	In general, I do not like my job.
	2.78
	1.814
	.871
	-.439

	In general, I do not like my job.
	5.22
	1.814
	-.871
	-.439

	In general, I like working here.
	5.37
	1.596
	-1.370
	1.180
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Gender	
Female	Male	96	51	

Series 1	
18 - 24	25 - 34	35 - 44	45 - 54	55+	2.0270270270270271E-2	0.47297297297297297	0.41891891891891897	5.405405405405405E-2	3.3783783783783786E-2	
Percentage of respondents



Series 1	
African	White	Indian	Coloured	Other	0.61904761904761907	0.14285714285714285	0.1360544217687075	9.5238095238095233E-2	1.3605442176870748E-2	
Percentage of respondents



Series 1	
General employee / non managerial	Junior Manager	Middle Manager	Senior Manager	Director/Executive	0.27702702702702703	0.14189189189189189	0.28378378378378377	0.22297297297297297	7.4324324324324328E-2	
Percentage of respondents



Series 1	
6 - 12 Months	1 - 2 Years	3 - 5 Years	5+ Years	8.7837837837837843E-2	0.17567567567567569	0.3108108108108108	0.42567567567567566	Time


Percentage of respondents



Series 1	
6 - 12 Months	1 - 2 Years	3 - 5 Years	5+ Years	0.34693877551020408	0.29931972789115646	0.26530612244897961	8.8435374149659865E-2	Time


Percentage of respondents



Count	[PERCENTAGE]
[PERCENTAGE]
[PERCENTAGE]
[PERCENTAGE]
[PERCENTAGE]

General employee / non managerial	Junior Manager	Middle Manager	Senior Manager	Director/Executive	5	6	14	9	3	Percentage	
General employee / non managerial	Junior Manager	Middle Manager	Senior Manager	Director/Executive	0.14000000000000001	0.16	0.38	0.24	0.08	

Positive Sentiments	General Employee/Non Managerial	Junior Manager	Middle Manager	Senior Manager	Director/Executive	0.6	0.5	0.7142857142857143	0.66666666666666663	1	Negative Sentiments	General Employee/Non Managerial	Junior Manager	Middle Manager	Senior Manager	Director/Executive	0.4	0.5	0.2857142857142857	0.33333333333333331	0	
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