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ABSTRACT  

This paper investigates internal communications role in the values alignment required to improve 

service quality in an inbound call centre. Through the measurement of organisational climate variables 

relating to internal communication and organisational values, insight was gained into the relationship 

between the agent’s perception of the organisational values and service delivery. A modified 

Psychological Climate Questionnaire, augmented with questions derived from organisational policies 

and procedures associated with service values demonstrated a statistical relationship between internal 

communication and the agent’s perception of organisational values.  Internal communication explains 

a significant amount of variance in relation to the understanding and uptake of organisational values, 

an outcome that will be used for further investigation on internal communication, management and 

service quality. 
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The call centre industry has experienced rapid growth and plays a critical role in servicing customers 

within the global business world (Miciak & Desmarais, 2001). This paper focuses on inbound call 

centres, described by Gable (1993) as ‘a place of technology and business practices, where the goal is 

to effectively and efficiently process a large volume of calls’ (p.15). These calls when engaging the 

customer gain support for the organisation through an effective service experience (Clark, Murfett, 

Rogers & Ang, 2013). For agents to provide quality service they need to feel valued by the 

organisation, creating a link between the organisation, agent and customer. The foundation for this 

service relies on clear processes, technology, values alignment all fostered by internal communication 

(Mazzei, 2010). As customers are the ultimate judge of excellent service an understanding of their 

expectations is required of service quality to be innovated or improved. Internal communication is a 

critical mechanism when it comes to achieving the organisation’s goals (Merryman, 1996; Rana, 

2013). This study measures organisational climate and internal communication within an inbound call 

centre utilising aspects of Jones and James (1979) Psychological Climate Questionnaire (PCQ). The 

researchers selected the relevant items and created a number of composite variables consisting of 
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Upward Interaction, Openness of Expression, Organisational Communication-down, Conflict of 

Organisational Goals and Objectives, Consistent Application of Organisational Policies, and Planning 

and Effectiveness. These measures were linked to organisational goals to assess the strength of 

relationships allowing an investigation of internal communication, as measured by the PCQ, and its 

role in values alignment and service quality. 

 

LITERATURE REVIEW 

As defined by Clutterbuck and Hirst (2003) internal communication is a process ‘to assist employees 

within an organisation to learn together and work together in pursuit of shared goals and/or the mutual 

creation of value’ (p. xxiii). Internal communication takes place when there is an interaction or 

meaningful exchange between two or more people and at the time of the exchange, knowledge, 

information, skills, wisdom or data may be transferred (Clutterbuck & Hirst, 2003; Westman 2013). 

From this perspective, internal communication plays a significant role in organisations (Koufteros, 

Nahm, Edwin Cheng & Lai, 2007). 

 

With the business environment rapidly changing, organisations have found they need an engaged 

workforce to achieve its desired outcomes (Quirke, 2008). Communication persuades and influences 

and without it collaboration, goal sharing, support, understanding, motivation, trust and development 

does not take place (Arons, 2010; Akroush, Abu-ElSamen, Samawi & Odetallah 2013; Bond-Barnard, 

Steyn & Fabris-Rotelli, 2013; Rana 2013). This changes internal communication delivery of messages 

from a traditional model of wrapping up management messages communicating the goals and strategy 

of the organisation (Quirke, 2008) to one where messages are linked with the organisation’s values 

and mission (Clemons, 2003). The following model, figure 1, demonstrates the linkage of internal 

communication with the values. 

 

Insert Figure 1 here 
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Clutterbuck and Hirst (2003) explain the meanings behind each of these values as: Respect - at an 

organisational level, the employee’s contribution is valued and for the employee, being pleased to 

work for the company, Worth - the creation of value-added, for the organisation, the focus is on the 

shareholder; for the employee, it may involve a mixture of compensation, training, and opportunities 

to gain experience; and for the customer, worth is related to value for money and  Belief - the values 

that underlie the decisions and behaviours.  From this point there is initial evidence that internal 

communication plays a role in the development of organisational values and the level of understanding 

throughout the organisation of these values. 

 

Organisational values are an essential component of organisational culture (Pettigrew, 1979 and 

Schein, 2004, as cited in Michailova & Minbaeva, 2012). In this context, Albrecht (1988) defines 

organisational values as ‘A set of precepts, principles, beliefs, or statements of advocacy to which top 

management pledges its adherence. The human factors that drive the conduct of the business. Often 

published and posted prominently for everyone’s benefit’ (p. 180).  

 

Values shared by organisations that have demonstrated service quality include; creativeness, respect, 

fairness, integrity, accountability, quality, new idea generation and customer service focus (Sullivan, 

Sullivan & Buffton, 2002).  Building upon these, Proctor and Doukakis (2003, p. 273) suggest two 

additional values, trust and empowerment; trust being ‘the belief that those on whom we depend will 

meet our expectations of them’ and empowerment to act, meaning people being committed to what 

they do. Key ingredients of empowerment are motivation, recognition, training and communication 

(Proctor and Doukakis, 2003). 

 

A comparison between the values suggested by Sullivan et. al. (2002), the organisation studied and 

those of American Express show valuing the customer as its top focus reinforcing the importance of 

top managers, communicating, nurturing and using values to achieve the desired organisational goals 
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(Michailova & Minbaeva, 2012). With customers being pivotal to organisations, the quality of service 

provided is of the upmost importance to achieve their organisational goals. 

 

Prior to the mid 1990’s, service quality was a critical competitive feature, since then quality has 

become a competitive necessity for an organisation (Kaplan & Norton, 1996; Cho, Kim, Park & Cho, 

2013).  Where mediocre service is provided, service organisations lose business (Albrecht, 1988) 

therefore for an organisation to be successful, customers need to receive superior customer service 

(Parasuraman, Zeithaml & Berry, 1988; Kitcharoen & Ratanakomut, 2013; Stanimirov & Zhechev 

2013).  

  

Defining service quality is difficult as it is an elusive and abstract construct, quite dissimilar to goods, 

which can be measured objectively. Lewis and Booms (1983, as cited in Parasuraman et. al., 1985) 

present the following definition of service quality ‘Service quality is a measure of how well the 

service level delivered matches customer expectations. Delivering quality service means conforming 

to customer expectations on a consistent basis’ (p. 42). This is supported Stanimirov and Zhechev 

(2013) who suggest service quality is reliant on customer expectations being met. 

 

In the organisation studied, the output for the call centre is measured through multiple call metrics.  

These measures relate directly with the handling of a call only (Miciak & Desmarais, 2001).  Internal 

call metrics employed to measure the performance of an agent include; average talk time, average 

handling time of the customer call (AHT) and calls per hour (Miciak & Desmarais, 2001; Parmar 

2003; D’Cruz & Noronha, 2013).   In the call centre studied, the agent level metrics are quality and 

AHT though at a call centre level, metrics used are; number of calls, service level, abandonment rate, 

AHT, AUX time, adherence to schedule, sick leave and annual leave. Within this context, Taylor and 

Bain (1999) found call metrics are technologically driven measurements that are obtained through 

specialised rostering equipment and the Interactive Voice Response Unit (IVR), which distributes the 

calls. The statistics obtained are then interpreted by management and used to drive performance rather 

than the quality of the interaction with the customer. Where conventional call metrics, that of AHT, 
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abandonment rates and service level, are the main focus in a call centre, Miciak and Desmarais (2001) 

suggest they may not be the best indicator of service quality as customer satisfaction was not always 

achieved.  

 

Building upon Gable’s definition of a call centre, Chaudhry and Jeanne (2004), state that inbound call 

centres are a place where customer service related enquiries are handled by an agent with the support 

of telephony tools and computer technology. Taylor and Bain (1999) support this by suggesting there 

are three aspects to an inbound call centre; firstly, the way calls received are distributed, for example, 

according to their call type, secondly, while the agent interacts with the customer they use a computer 

and thirdly, the type of call is for customer service only.  

 

The typical call centre environment is several rows of desks with identical workstations in a large 

open space (Batt, 1999; Horsburgh, 1999).  Agents have very little privacy and quiet for the handling 

of complex customer issues and complaints (Read, 2001). The agent’s role is to answer incoming calls 

with a scripted response, act on complaints and enquiries, provide procedural and product information, 

action requests by entering data into a computer, all in a timely, friendly and knowledgeable manner 

(Frenkel et. al., 1998; Kinnie et. al., 1998; Sergeant & Frenkel, 2000, as cited in Moshavi and Terborg, 

2002).  The nature of the work is routinized, one task immediately follows the other, length of time on 

the call is restricted with high job control tightly exercised through call monitoring and work measures 

to ensure both personal and organisational targets are met (Taylor & Bain, 1999; Holman, 2002; Rod 

& Ashill, 2013). This leaves the agent in a difficult situation of having to handle the call with 

efficiency when customers want more time than has been allowed for that particular call type, for 

example, a complaint (Clark et.al., 2013).  

 

Within an organisation of rigid rules and procedures, an environment is created that undermines both 

customer and high quality service operations (Proctor & Doukakis, 2003).  As values are one of the 

key drivers in an organisation, it has been found that once a common set of values are adopted both 
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the organisation and the agent reap significant benefits (Sullivan et. al., 2002).  Communication used 

effectively in an organisation impacts positively on the organisation’s output.  For an ‘organisation is 

not merely mediated by communication; it is continually regenerated, and recreated, by 

communication reflexively’ (Taylor, 1993, p. 227). 

 

METHOD 

 

The research was a quantitative case study. Set within a western context, the call centre investigated 

was situated in South East Queensland, Australia and employed 210 front-line agents, 90 part-time 

and 120 full-time, allowing for flexibility in rostering to organisational needs. Due to the rostering, 

agents aren’t necessarily at work at the same time as their manager or team. Team contact was with 

their manager once a fortnight, followed by one-on-one coaching on a weekly basis for a period of 30 

minutes, when the call flow allowed. 

 

The call centre operates from 6am to 11pm, seven days a week, 365 days a year servicing a customer 

base of 430,000 with the call centre handling on average 50,000 calls per week. The average handle 

time (AHT) for a call was three minutes 46 seconds.  This figure includes the time taken to speak with 

the customer, processing time and any after call work, which is required.  

 

A positivist research approach was undertaken as it unites the natural and social science methods with 

the natural science method being the only rational source of knowledge (Johnson & Duberley, 2000).  

Several hypotheses were created and gleaned either from the literature or the data, or both and then 

tested for verification (Glaser, 1994).  The research focus included clear measurements associated with 

quantitative methods (Johnson & Duberley, 2000).  The study was quantitative case study employing a 

survey instrument and the questions for this study were incorporated into an organisational climate 

survey being undertaken. 
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The survey consisted of three sections, demographic data, 15 questions directly related to the 

organisational values, which were derived from the organisation’s policy and procedures 

documentation. The organisation’s values are:  we value our customer, unity of purpose, integrity, be 

passionate, ownership and initiative, respect and support for each other. The third section of the survey 

contained questions derived from Jones and James (1979) Psychological Climate Questionnaire. 

Building upon Jones and James (1979) Principal Components and Ryder and Southey’s (1990) 

modified version of the scale, for the purposes of this study, six composite variables were suggested 

for internal communication with the labels assigned shown in Table 1. 

 

Insert Table 1 here 

 

On completion, a pilot study was used to test validity (Mason, Lind & Marchal, 1994).  This involved 

a small sample of five agents from the call centre and ensured the terminology used in the survey was 

relevant and able to achieve the desired outcomes.  

 
The hypotheses were generated from a comparison of the six composite scores with 15 questions 

(numbered questions 2 through 16), which consisted of the organisational and service quality 

measures. Table 2 lists the organisational service values questions listed in the survey. An example of 

the hypotheses is:  Ho1: Internal communication as measured by the six composite scores is not 

significantly related to question 2. Ha1: Internal communication as measured by the six composite 

scores does influence question 2 (The customer must be our single most important focus). The full list 

of hypotheses is presented in Table 3.  

 

Insert Table 2 here 

 

Insert Table 3 here 

 

 

RESULTS AND DISCUSSION 
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After examining the 104 completed surveys for any issues that the instrument’s missing data 

procedures could not address, the data was entered into SPSS for analysis. The six composite variables 

generated by averaging responses over several questions from the survey were intended to represent 

the concepts of; Upward Interaction, Openness of Expression, Organisational Communication-down, 

Conflict of Organisational Goals and Objectives, Consistent Application of Organisational Policies, 

and Planning and Effectiveness. These new measures were validated in terms of their homogeneity 

and internal consistency through calculating inter-question correlations and question-to-total 

correlations (Gregory, 2000).  Gregory (2000) recommends inter-question correlations should exceed 

.30 and question-to-total correlations should exceed .50 to warrant a question’s inclusion into the 

calculation of a composite variable. 

 

Using principal components analysis (PCA), the homogeneity of questions was further evaluated as 

Hair, Anderson, Tatham and William (1998) states that a composite variable which measures a single 

underlying construct is expected to result in the withdrawal of a single dimension when exploratory 

factor analysis (such as PCA) is used.  Hair et. al. (1998, p. 111) also state for individual questions to 

be ‘practically significant’ factor loadings, which have an absolute value greater than .50, should be 

displayed.   Assessment of reliability was conducted using Cronbach’s alpha (Hair et. al. 1998, p. 

118).  As a result of using this method, one of the questions was removed and the composite variable 

was then recalculated.  Assessment of reliability and validity was repeated for the new composite 

variable. 

 

The general trend of results indicated one of significant correlations between each of the six composite 

variables and each of the survey questions.  Upward Interaction was found to be significantly 

correlated (p < .05) with each of the survey questions.  The largest correlation was with question 8 (r = 

.455, p < .0005), and the smallest with question 2 (r = .203,  p < .05). Openness of Expression was 

also significantly correlated with each of the survey questions.  The largest correlation being with 

question 5 (r = .527, p < .0005) and the smallest with questions 6 and 11   (r = .277, p < .05).  The 
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largest correlation with Organisational Communication-down was with question 8 (r = .514, p < 

.0005). Organisational Communication-down displayed a non-significant correlation with a single 

question - question 15 (r = .164, p > .05).  The largest correlation between a question and Conflict of 

Organisational Goals and Objectives, was with question 4 (r = -.382, p < .0005).  Two questions 

displayed a non-significant correlation with this measure, question 5 (r = -.109, p > .05) and question 6 

(r = -.026, p > .05).  The largest correlation between a question and Consistent Application of 

Organisational Policies, was with question 8 (r = .549, p < .0005). A single question displayed a non-

significant correlation with this measure, question 6 (r = .102, p > .05).  Planning and Effectiveness 

was found to be significantly correlated with each of the survey questions.  The largest correlation was 

with question 9 (r = .581,  p < .0005).  The lowest correlation with this composite measure was with 

question 11 (r = .325,  p < .005).  These findings are presented in Table 4. 

 

Insert Table 4 here 

 

Through a series of standard multiple linear regressions, additional insight was gained into the 

relationship between the survey questions and composite variables, that of Upward Interaction, 

Openness of Expression, Organisational Communication-down, Conflict of Organisational Goals and 

Objectives, Consistent Application of Organisational Policies and Planning and Effectiveness. These 

findings are presented in Table 5. 

 

Insert Table 5 here 

 

Table 5 provides insight into the relationship between the organisational service values as measured 

by the 15 questions derived from the organisations policies and practices and the appropriate 

organisational climatic conditions as indicated by Jones and James (1979) Psychological Climate 

Questionnaire.  This demonstrated the importance of internal communication, as a foundation in 

achieving service quality through aligning organisational values with a climate of service that is 

relevant to the customers needs.   This outcome provides insight into how to obtain organisational 

success by using internal communication to effectively manage values as this is seen as a high priority 
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when improving service outcomes as indicated by Clark and Seward (2000). Further research supports 

this relationship between values and service quality (Moran and Volkwein, 1992; Albrecht, 1998) and 

that the basis for this is internal communication, which provides the structure for achieving the 

strategic objectives of the organisation (Campbell, 1997). These positive findings established between 

the organisational values and six composite variables created to represent internal communication, 

provides insight into internal communication, and the quality of service delivered in accordance with 

the works of Zabava Ford (1998) and  Roberts (2002). 

 

Managerial implications from this study include the need for internal communication skills based 

training with a particular understanding of relationships to intrinsic motivation and personal values, as 

information is communicated, provide opportunity for front-line agent dialogue and interaction, 

information needs to be timely, up-to-date and include rationale, all of which contribute to the quality 

of service provided. These represent the positive relationships that exist, which may require further 

exploration. 

 

Albrecht (1988, p. 180) summed up the relationship of values to an organisation with the statement 

that values are ‘the human factors that drive the conduct of the business’.  These composite variables, 

representative of internal communication, are needed to drive the service values, thus underpinning the 

organisation initiatives to achieve high levels of service quality. 

 

The findings of this study relate to inbound call centres only. By their very nature, outbound call 

centres have other complexities associated with the type of service they provide, which may be one of 

sales . 

 

 

CONCLUSION  

 

This study showed that in the inbound call centre studied internal communication was a key driver of 

organisational values alignment that lead to service quality. The composite aspects of internal 
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communication; Upward Interaction, Openness of Expression, Organisational Communication-down, 

Conflict of Organisational Goals and Objectives, Consistent Application of Organisational Policies, 

and Planning and Effectiveness, all are motivating factors for the agent’s performance standard to be 

one where the delivery of service quality is one of excellence. With the composite measure, Conflict 

of Organisational Goals and Objectives, no relationship was revealed with any of the value questions, 

therefore further investigation is required to understand this result. 

 

The most significant findings of this study was a series of very strong statistical relationships between 

internal communication and the agent’s perception of the organisational values; the customer is the 

most important focus, integrity, being passionate, respect and support internally, and respect and 

support externally, with that of the composite variables.  While internal communication explains a 

significant amount of variance in relation to the understanding and uptake of organisational service 

values, other factors such as management that may influence the rest of the variance fall outside this 

study. The study did reveal that Planning and Effectiveness, which accounted for a strong relationship 

with nine out of the fifteen value questions, is a powerful influence on the delivery of quality service 

to customers. 

 

The inbound call centre industry is known for poor management processes and customers not being 

valued as a result of the call metrics that measure the performance of both the call centre as a whole 

and the agent. From a customer perspective, revising the call metrics to include flexibility in call 

handling time (AHT) enabling customer concerns, including complaints to be addressed, needs to be 

considered. In addition, the focus needs to shift to improving internal communication to enhance work 

processes, gain efficiencies, enabling an environment where openness of expression is a part of the 

day-to-day activity, thereby resulting in satisfied employees, which in turn improves organisational 

performance through satisfied customers. 
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Figures and tables 

 

Figure 1: The values triangle (Clutterbuck and Hirst, 2003, p. xxiii). 

 

 

 

 

Table 1: Composite labels representing internal communication 

Component Label Definition 

1 Upward Interaction Perceived success of interactions which 

occur between immediate manager and 

higher levels of management. 

2 Openness of Expression Providing feedback and asking questions 

without fear of consequences. 

3 Organisational Communication - 

down 

Communicating changes throughout an 

organisation can be formal or informal 
through the grapevine. Employees want to be 

kept up to date and informed including being 

provided with the rationale as to why. 

4 Conflict of Organisational Goals and 

Objectives 

Rules, regulations, objectives and goals all 

exist within an organisation. At times there 
appears to be conflict between some of these 

items that overall impact on the effectiveness 

of the department and the organisation. 

5 Consistent Application of 
Organisational Policies 

There is the expectation that policies are 
applied within organisations consistently or 

are there departments where additional 

privileges are granted? 

6 Planning and Effectiveness Work methods and processes are expected to 

be up to date and effective to reduce wasted 

effort. This variable looks at how effective 
both the department and organisation is 

perceived to be. 

 

 

 

 

 

 

Customer 

Company Perception 

Employee 

 

Belief 

Respect 

Worth 
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Table 2: Survey questions derived from service quality measures 

Question 

Number 

Organisational 

Service Values 

 Description of the Values 

2 Customer focus Customer is the single most important focus 

3 Unity of purpose Organisational-wide commitment to achieve objectives and goals 

4  Integrity Being honest with yourself – everything you do is honourable 

and based on the organisation’s principles 

5 Being passionate Strong enough to try something even if there is the feeling or fear 

of failure 

6 Ownership and 

initiative 

Taking up the challenge and following through with issues 

7 Ownership and 

initiative 

Being involved and driving improvement as part of the everyday 

role 

8 Respect and Support In relation to internal customers 

9 Respect and Support In relation to external customers 

10 Knowledge Knowledge provided by the organisation by way of policies, 

procedures, products and quality standards 

11 Skills Skills to apply knowledge 

12 Accountability Full responsibility for calls towards achieving first call resolution 

13 Empowerment Acting with authority and power relevant to your job 

14 Education Ability to pass on knowledge clearly to a customer 

15 Decision making 

discretion 

Decision making where the outcome is a win/win for the 

customer and organisation 

16 Judgement to make a 

decision 

With the knowledge you have at the time, being able to make 

decision based on your opinion  

 

 

Table 3: Hypotheses generated from the research question  
 
Ho1 

 

Ha1 

Internal communication as measured by the six composite scores is not significantly related to 

question 2. 

Internal communication as measured by the six composite scores does influence question 2 (The 

customer must be our single most important focus). 

Ho2 

 

Ha2 

Internal communication as measured by the six composite scores is not significantly related to 

question 3. 

Internal communication as measured by the six composite scores does influence question 3 (‘Unity of 

purpose’ is seen as an organisational-wide commitment to strive to achieve our objectives and goals). 

Ho3 

 

Ha3 

Internal communication as measured by the six composite scores is not significantly related to 

question 4. 

Internal communication as measured by the six composite scores does influence question 4 

(‘Integrity’ is being honest with yourself, where everything you do is honourable based on the 

organisation’s principles). 

Ho4 

 

Ha4 

Internal communication as measured by the six composite scores is not significantly related to 

question 5. 

Internal communication as measured by the six composite scores does influence question 5 (Being 

passionate is being strong enough to try something although there is the feeling or fear of failure). 

Ho5 

 

Ha5 

Internal communication as measured by the six composite scores is not significantly related to 

question 6. 

Internal communication as measured by the six composite scores does influence question 6 
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(Ownership and initiative are the many ways of taking up the challenge and following through with 

issues that come your way). 

Ho6 

 

Ha6 

Internal communication as measured by the six composite scores is not significantly related to 

question 7. 

Internal communication as measured by the six composite scores does influence question 7 

(Ownership and initiative is seen as getting involved in activities and driving for improvement at 

every opportunity). 

Ho7 

 

Ha7 

Internal communication as measured by the six composite scores is not significantly related to 

question 8. 

Internal communication as measured by the six composite scores does influence question 8 (Respect 

and Support for our internal customers, is a natural behaviour within the organisation). 

Ho8 

 

Ha8 

Internal communication as measured by the six composite scores is not significantly related to 

question 9. 

Internal communication as measured by the six composite scores does influence question 9 (Respect 

and Support automatically flows on to our external customers of the organisation). 

Ho9 

 

Ha9 

Internal communication as measured by the six composite scores is not significantly related to 

question 10. 

Internal communication as measured by the six composite scores does influence question 10 (The 

organisation provides you with knowledge, via awareness and familiarity of the organisation policies, 

procedures, products and quality standards). 

Ho10 

 

Ha10 

Internal communication as measured by the six composite scores is not significantly related to 

question 11. 

Internal communication as measured by the six composite scores does influence question 11 (The 

organisation provides you with the skills required to apply your knowledge to issues in relation to 

your job). 

Ho11 

 

Ha11 

Internal communication as measured by the six composite scores is not significantly related to 

question 12. 

Internal communication as measured by the six composite scores does influence question 12 (The 

organisation provides you with accountability for your job, by allowing you to take full responsibility 

for all calls to work, towards achieving first call resolution relevant to your job level). 

Ho12 

 

Ha12 

Internal communication as measured by the six composite scores is not significantly related to 

question 13. 

Internal communication as measured by the six composite scores does influence question 13 (The 

organisation empowers you to act with the authority and power relevant to your position within the 

organisation). 

Ho13 

 

Ha13 

Internal communication as measured by the six composite scores is not significantly related to 

question 14. 

Internal communication as measured by the six composite scores does influence question 14 (The 

organisation provides the education to pass on your knowledge to the customers so that it is easily 

understood). 

Ho14 

 

Ha14 

Internal communication as measured by the six composite scores is not significantly related to 

question 15. 

Internal communication as measured by the six composite scores does influence question 15 (The 

organisation provides you with the discretion to make decisions, within a certain situation, which 

result in the best interests of both the customer and the organisation). 

Ho15 

 

Ha15 

Internal communication as measured by the six composite scores is not significantly related to 

question 16. 

Internal communication as measured by the six composite scores does influence question 16 (The 

organisation allows you the judgement to make a decision, based upon your best opinion or estimate, 

with the knowledge available at that time). 
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Table 4: Correlations between the six composite variables and survey questions 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 5: Outcomes of multiple linear regressions analysis on all 15 hypotheses 

 

Hypothesis  Statistical outcome 

Hypothesis 1 Internal communication and question 2 (Customer single most important focus), 

shows a  significant relationship with the set of independent variables found to 

explain 31.4% of the variance in question 2 (R
2
 = .314).  Openness of Expression 
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(OPEN4), sr2i = .181, t = 2.196, p < .05, Organisational Communication-down 

(COM_DWN4), sr2i = -.191, t = 2.313, p < .05 and Planning and Effectiveness 

(PLAN5), sr
2
i = .397, t = 4.812, p < .0005, were found to significantly uniquely 

contribute to prediction.   

Hypothesis 2 Internal communication and question 3 (unity of purpose), shows a significant 
relationship with the set of independent variables found to explain 25.8% of the 

variance in question 3 (R2 = .258).  Only Planning and Effectiveness (PLAN5), sr2i 

= .277, t = 3.237, p < .005, was found to significantly uniquely contribute to 

prediction. 

Hypothesis 3 Internal communication and question 4 (being passionate), shows a significant 

relationship with the set of independent variables found to explain 37.1% of the 

variance in question 4 (R2 = .371).  Both Consistent Application of Organisational 

Policies (CONSIST3), sr
2
i = .235, t = 2.975, p < .005, and Planning and 

Effectiveness (PLAN5), sr
2
i = .247, t = 3.124, p < .005, were found to significantly 

uniquely contribute to prediction. 

Hypothesis 4 Internal communication and question 5 (integrity, being honest with oneself), shows 
a significant relationship with the set of independent variables found to explain 

33.5% of the variance in question 5 (R2 = .335).  Both Openness of Expression 

(OPEN4), sr
2
i = .296, t = 3.647, p < .0005, and Planning and Effectiveness 

(PLAN5), sr2i = .231, t = 2.852, p < .01, were found to significantly uniquely 

contribute to prediction.   

Hypothesis 5 Internal communication and question 6 (ownership and initiative – following issues 

through), shows a significant relationship with the set of independent variables 

found to explain 12.6% of the variance in question 6 (R
2
 = .126). Only Planning and 

Effectiveness (PLAN5), sr
2
i = .236, t = 2.539, p < .05, was found to significantly 

uniquely contribute to prediction.   

Hypothesis 6 Internal communication and question 7 (ownership and initiative – driving for 

improvement), shows a significant relationship with the set of independent variables 

found to explain 23.6% of the variance in question 7 (R2 = .236).  Only Planning 

and Effectiveness (PLAN5), sr
2
i = .263, t = 3.028, p < .005, was found to 

significantly uniquely contribute to prediction.   

Hypothesis 7 Internal communication and question 8 (respect and support for internal customers), 
shows a strong significant relationship with the set of independent variables found 

to explain 44.6% of the variance in question 8 (R2 = .446). Upward Interaction 

(UPWARD2), sr
2
i = .198, t = 2.677, p < .01, Consistent Application of 

Organisational Policies (CONSIST3), sr
2
i = .185, t = 2.496, p < .05, and Planning 

and Effectiveness (PLAN5), sr2i = .208, t = 2.803, p < .01, were found to 

significantly uniquely contribute to prediction. 

Hypothesis 8 Internal communication and question 9 (respect and support for external customers), 

shows a significant relationship with the set of independent variables found to 

explain 34.9% of the variance in question 9 (R
2
 = .349).  Only Planning and 

Effectiveness (PLAN5), sr2i = .305, t =3.801, p < .0005, was found to significantly 

uniquely contribute to prediction.   

Hypothesis 9 Internal communication and question 10 (the organisation provides knowledge), 

shows a significant relationship with the set of independent variables found to 

explain 21.0% of the variance in question 10 (R
2
 = .210).  Only Organisational 

Communication-down (COM_DWN4), sr2i = .231, t = 2.611, p < .05 was found to 

significantly uniquely contribute to prediction.   

Hypothesis 10 Internal communication and question 11 (the organisation provides skills), shows a 
significant relationship with the set of independent variables found to explain 14.0% 

of the variance in question 11 (R
2
 = .140). None of the composite variables was 

found to significantly uniquely contribute to prediction.  

Hypothesis 11 Internal communication and question 12 (the organisation provides accountability 

for job), shows a significant relationship with the set of independent variables found 
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to explain 27.3% of the variance in question 12 (R2 = .273).  Only Planning and 

Effectiveness (PLAN5), sr2i = .397, t = 4.812, p < .0005, was found to significantly 

uniquely contribute to prediction. 

Hypothesis 12 Internal communication and question 13 (the organisation empowers you to act), 

shows a significant relationship with the set of independent variables found to 
explain 27.4% of the variance in question 13 (R2 = .274).  Only Planning and 

Effectiveness (PLAN5), sr2i = .250, t = 2.945, p < .005, was found to significantly 

uniquely contribute to prediction.   

Hypothesis 13 Internal communication and question 14 (the organisation provides education), 

shows a significant relationship with the set of independent variables found to 

explain 19.5% of the variance in question 14 (R
2
 = .195).  None of the composite 

variables was found to significantly uniquely contribute to prediction.   

Hypothesis 14 Internal communication and question 15 (the organisation provides discretion to 

make a decision), shows a relationship with the set of independent variables found 

to explain 12.5% of the variance in question 15 (R2 = .125).  None of the composite 

variables was found to significantly uniquely contribute to prediction.  

Hypothesis 15 Internal communication and question 16 (the organisation allows judgement to 

make a decision), shows a significant relationship with the set of independent 

variables found to explain 13.9% of the variance in question 16 (R
2
 = .139).  Only 

Planning and Effectiveness (PLAN5), sr2i = .192, t = 2.080, p < .05, was found to 

significantly uniquely contribute to prediction.   
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