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Abstract 

 

ADOPTION OF INTERNAL SOCIAL MEDIA FOR EMPLOYEE ENGAGEMENT 

AND ITS IMAPCT ON EMPLOYEE PERFORMANCE 

A CASE OF UK AND NIGERIAN AIRLINE COMPANIES 

 

UJU P UGOCHUKWU  

 

 

The digital age has fundamentally changed employees’ and organizations’ notions of 

convenience, speed, information sharing, and employee interactions, which has given 

organizations a whole new way to engage employees and build employee relationships. 

Effective communication among employees within an organization enhances two-way 

productivity. Hence, organizations are increasingly using internal social media platforms to 

communicate and engage employees through the application of  internal social media 

technology. Some of these mediums of communication are Facebook, Workplace by Facebook, 

WhatsApp, Twitter, LinkedIn, Yammer, and Google+, to name but a few. This is more evident 

in the airline industry, whose large, dispersed workforce, that is people working different shifts, 

in different time zones, and various departments in different geographical areas, need 

coordination and engagement of individuals and teams across organizations.  

Although there is much research on the importance and benefits of using internal social media 

platforms for employee engagement, there is limited research on the factors influencing 

adoption and use of internal social media for employee engagement, and the extent to which 

internal social media influences employees’ intellectual, affective and social engagement and 

its impact on employee performance, This research has brought this into single study to 

examine factors that influence employee adoption and usage of internal social media on 

employee engagement and performance and their relationships for two countries’ employees, 

a top priority for airline companies who utilize internal social media for employee engagement 

to enhance performance in their organizations. Moreover, this study proposed and tested an 

extended theoretical model ; the technology acceptance model (TAM ). Using survey data from 

343 airlines employees  in UK and Nigerian airline companies that had adopted internal social 
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media for engagement, this study uses the partial least squares structural equation modelling 

approach to test the proposed relationships between influencing factors of internal social media 

adoption and usage and employee engagement and their impact on employee performance, the 

results indicate that perceived ease of use and uncertainty avoidance are important, significant 

factors in internal social media adoption and usage for employee engagement in Nigerian 

airline companies. However, perceived usefulness and uncertainty avoidance are also 

significant actors in internal social media adoption and usage for employee engagement in UK 

airline companies. This finding is consistent with prior research  and hold significant 

implications for both theory and practice.  
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CHAPTER ONE: INTRODUCTION 

1.1 Introduction  

Researchers have long been interested in the various factors that influence employee intentions 

to use internal social media for employee engagement (Smith et al, 2009; Parry & Solidoro, 

2013; Breunig, 2013; Goldwasser & Edwards, 2014). Prior research suggests that internal 

social media communication can provide opportunities for employee engagement and enhance 

employee performance (Van Zoonen & Banghart, 2018; Hakanen & Koivumäki, 2014). 

Employees who adopt and use internal social media for communication, knowledge sharing 

and work-related matters with colleagues and employers are more likely to improve 

engagement and increase performance, since employees can easily communicate and keep up 

to date with news and information, as well as share content with colleagues anywhere, 

irrespective of time and location (Bartram; 2002; Van Zoonen & Banghart, 2018). Leonardi 

(2013) considers internal social media as web-based and mobile applications that enable 

employees and organizations to foster social interaction, share user-generated content and 

display user connections via multi-way communication. These internal social media include 

but are not limited to Twitter, Facebook, LinkedIn, YouTube, Myspace, company websites, as 

well as other social networking enterprise sites (Beer, 2008). As a growing employee 

engagement strategy, especially in the airline industry, internal social media is used by 

employees and the organizations to connect, communicate, share knowledge and content with 

colleagues to enhance engagement.  

However, despite much research on the use of internal social media for employee engagement 

within the organization, the literature reveals that relatively little is known about the factors 

influencing employee attitude towards using internal social media for engagement. 

Furthermore, the actual use of internal social media as well as what factors create employees’ 

willingness to use internal social media platforms for engagement and its impact on employee 

engagement and performance may varies across industries and countries. Therefore, this study 

seeks to contribute to the growing body of knowledge by examining the factors that influence 

employees’ actual usage of internal social media for engagement and the impact on employee 

engagement and performance within the context of airline employees in the UK and Nigeria. 



2 

In the following sections, a brief research background to the study is provided. Then, the 

research gaps and the research contribution are highlighted. Thereafter, the aim and objectives 

of the research are presented, followed by the rationale for researching the UK and Nigerian 

airline industries. Finally, the theoretical and practical significance of the study, and the 

structure of the research are presented. 

1.2 Research Background     

The usefulness and importance of internal social media in achieving better communication, 

relationship and collaboration have become a driving force in organizations (Walsh et al, 2016). 

Also, it helps in providing opportunity for exchange of dialogue among employees. The 

internal social media platforms have also proven effective in the area of communication 

alignment between employees and employers and provides a new dimension to the building of 

relationship within the organization (Miller–Merrell, 2015). The interactive nature of internal 

social media may help to support collaboration, transparency, and increased trust across the 

organization.  

The usage of internal social media platforms has become an important communication avenue 

for organizations, particularly airlines companies, whose large, dispersed workforce, that is, 

people working different shifts, in different time zones and various department in different 

geographical areas, need to coordinate work and engage individuals and teams across 

organizations. Thus, communication and collaboration are sometimes contending issues in 

getting across these different geographical boundaries. As the second most socially devoted 

industry (Socialbakers, 2012), evidence indicates that airline companies have successfully used 

internal social media not only for disseminating information and marketing communication, 

customer relationship management, recruitment and selection (Seo & Park, 2018; Koch & 

Tritscher, 2017; Sabato et al, 2017). However, it helps in supporting and enhancing effective 

communication and improves relationships between co-workers (Seo & Park; 2018; Koch & 

Tritscher, 2017; Cleveland, 2016; Bühler et al, 2014; Parry & Solidoro, 2013; Parekh, 2012; 

Doherty, 2010). Internal social media, which is of course a 24-hour service, are nowadays used 

by many airlines to engage employees. Research has indicated that airlines are beginning to 

use social media platforms often to engage employees and communicate work-related issues 

(Chamberlain, 2020). Hence, employee engagement using internal social media platforms can 

lead to positive employee and organizational performance, if used effectively (Walden, 2016; 

Rothbard, 2016; Tudu & Pathak, 2015; Schultz et al, 2015; Dreher, 2014). Considering these 
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facts, it is reasonable to say that organizations today cannot disregard this extremely popular, 

ubiquitous and convincing form of communication and collaboration to support the attraction 

and retention of talent. Several airline companies have started taking initiatives by embedding 

internal social media as an integral part of their employee engagement strategy: 

“If the use of internal social media leads to more engagement, then it seems 

likely that there will be a corresponding improvement in areas such as: 

productivity, profitability, safety, customer satisfaction, turnover, and 
absenteeism”. (Haddud et al, 2016, p.6) 

The adoption of internal social media networks, as an extra-organizational communication 

strategy in communicating and interacting with their employees in current times, has brought 

about ongoing transformation. As an important tool for engaging employees, as well as gaining 

valuable insight into establishing good working relationships and creating a network base 

among employees, internal social media are seen as a wide range of internet-based services 

that allow employees to communicate and collaborate among themselves. Rauniar et al (2014) 

suggest that the widespread popularity of social media platforms is because of its acceptance 

and usage in the professional, social and personal life of users. However, a great challenge to 

the inclusion of internal social media in organizations is predicting its adoption and eventually 

its utilizations, especially for work purposes. Smith et al (2009) observe that the adoption of a 

communication and engagement digital platform in the workplace is often impeded by the 

unwillingness of employees to accept and adopt the digital platform. Therefore, achieving 

success in implementation of new technology usage within the workplace is often quite 

challenging (Smith et al, 2009). In this sense, organizations and practitioners have often 

preferred to understand individual perceptions of adopting and using internal social media for 

work purposes. Naik (2015) asserts that understanding individual perceptions is important to 

gauge how individuals perceive and react to the elements of internal social media platforms. 

Other researches have argued the use of internal social media platform within the workplace 

for engagement activities. Fundamentally, criticism is dependent on the interaction between 

the individual, technology, environment and organization context in which it is rooted 

(Gonzalez et al, 2013; Van et al, 2013). Such interaction and attitude may lead to actual usage 

of technology (Van et al, 2013; Rauniar et al, 2014). Most organizations nowadays are putting 

efforts into taking advantage of using internal social media platforms due to their advantages, 

especially in the aspect of employee and employer engagement.  



4 

1.3 Rationale for the Study  

The concept of internal social media, employee engagement and employee performance have 

wider implications within organizations, Prior research demonstrates a high level of interest in 

studying the adoption and usage of internal social media as a tool of engagement in the 

workplace (Kaplan & Haenlein, 2010). A review of the existing literature positions the need 

for the current study. Firstly, there is a growing body of empirical research paying attention to 

the adoption and usage of internal social media platform on employee engagement within the 

workplace (Parry & Solidoro, 2013; Breunig, 2013; Goldwasser & Edwards, 2014). Internal 

social media are becoming an indispensable part of organizations, particularly airline 

companies, with many airline companies using them as a tool to enhance employee engagement 

and enable employees to work more efficiently (Caslosi, 2008). This advantage drives 

organizations to develop deeper understanding of internal social media and effectively utilise 

it (Bety et al, 2015). The concepts of internal social media and employee engagement have 

wider implications within the organization. Several studies have claimed that use of social 

media in the workplace has negative consequences for both individual and organization 

(Carlson et al, 2016; Yang & Treadway, 2016; Moqbel & Kock, 2018). Yang and Treadway 

(2016) stated that the use of social media in the workplace results in job inattention and leads 

to lack of time management and performance decline.  

However, there is no conclusive evidence from prior study on the dark side of adoption and 

use of internal social media for employee engagement, and the relationship among these 

variables (Internal social media and employee Engagement). This is true when it comes to the 

adoption of internal social media for employee engagement and its impact on employee 

performance in the airline sector. Nevertheless, research that is mainly focused on the airline 

sector is very limited and is rather in its early stages. Hence, this research aims to fill the 

identified gaps and provides implications for academia and practitioners.  

1.4 Research Gap and Contribution  

Irrespective of extensive empirical studies dedicated to assessing factors influencing 

employees’ adoption and usage of internal social media for work purposes, the extant literature 

remains inconsistent and inconclusive. In fact, several limitations are identified and addressed 

in this research. These are summarized below: 

Firstly, most of the empirical studies investigated factors influencing individual adoption and 

usage of internal social media in the workplace and were based on the technological capabilities 
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of using technology in the workplace (Lee et al, 2016; Haddud, 2013; Wang et al, 2013; Denyer 

et al, 2011; Davis et al, 1992).  

Conversely, due to the nature of internal social media usage for work purposes, more especially 

for employee engagement, such an approach is considered to be limited concerning actual 

individual behaviour in using a specific domain of technology designed for work-related 

purposes. Therefore, behavioural factors together with technological factors are adopted to 

provide a more accurate and deeper understanding of what influences employees’ behaviour 

towards adoption and usage of internal social media for employee engagement.  

Another study which explored internal social media usage for work purposes was conducted 

mostly in western countries and assumed behavioural similarities in their findings (Vörös & 

Choudrie, 2011). In addition, the models of individual innovation adoption proposed by Davis 

(1993), Venkatesh et al (2003) and Goodhue and Thompson (1995) were used as the basis for 

the development of this work. The research only addressed individual aspects of the decision 

to adopt technology in western countries. However, relevant literatures provided minimal 

mention of an individual’s perception towards adoption and usage of internal social media in 

the workplace (Leonardi et al, 2013; Chin et al, 2015), more especially for employee 

engagement, within the contexts of Nigeria. The influencing factors may significantly differ 

and may not be applicable in both countries (Nigeria and the UK). However, given that 

differences in culture or environment play a role in shaping individual perception and group 

adoption of technology, especially within the workplace (Erumban & de Jong, 2006), 

comparing factors influencing adoption and usage of internal social media for engagement 

between these two countries is problematic. Thus, testing the model developed in this research 

in both the UK and Nigeria, brings more evidence from developing countries, enabling 

comparison between the two selected culturally different work environments. 

Thirdly, similar to the second point above, some of the studies on internal social media adoption 

and usage for work purposes, specifically employee engagement, were mainly conducted in 

different sectors, such as education, IT, healthcare and banking. Hence, the adoption of internal 

social media for work purposes has not been explored in the context of airlines. As such, this 

aspect is relevant to this study as this is explored in the framework of the Nigerian aviation 

industry, the reason being that the research is designed to explore internal social media adoption 

and usage for the employees within the Nigerian aviation industry.  
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Fourthly, although the use of internal social media for work purposes aimed at engaging 

employees in their work (Colbert et al, 2016), the empirical literature that studied the 

effectiveness of internal social media usage on employees, only focused on employee 

engagement as a whole, thus, neglecting the kind of engagement employees may derive when 

using internal social media. It included what internal social media activities impact and target 

employees’ intellectual, affective and social engagement, which leads to performance 

outcomes. Consequently, this study fills this gap by investigating the influence of internal 

social media on these three dimensions of employee engagement (intellectual, affective and 

social engagement) and the impact on employees’ performance. This gives an understanding 

of what type of engagement level employees could derive using internal social media for 

engagement in the workplace, considering the fact that social media platforms have mainly 

been argued as used for socialization.  

Finally, most previous studies on internal social media usage in the workplace lack strong 

theoretical foundations to explain the impact of internal social media usage on employee 

engagement (Men et al, 2020; Oksa et al, 2020; Ewing et al, 2019; Haddud et al, 2016). 

Therefore, drawing on the Technology Acceptance Model (TAM) proposed by Davies (1998), 

the present study uses and extends TAM by incorporating external variables to provide 

evidence on the applicability of the developed research theory concerning internal social media 

adoption for employee engagement and its impact on performance. Additionally, other studies 

that investigated the adoption of technology used within the workplace in education, IT, 

healthcare and banking industries found that employees’ adoption of technology was affected 

by variables such as perceived relevance, perceived management control, perceived 

behavioural control, perceived management control, uncertainty avoidance and original TAM 

constructs. Thus, incorporating these factors towards actual usage of internal social media 

could help obtain a more accurate model. 

1.5 Research Aim and Objectives  

The research is aim at exploring factors that influences airline employees’ usage and adoption 

of internal social media for employee engagement. Also, the research accesses how the use of 

internal social media impacts and targets employees’ intellectual, affective and social 

engagement and its impact on employees’ performance within the contexts of Nigeria and the 

UK.  
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To address this aim, the following objectives are set:  

• To assess the factors that influence employees’ usage of internal social media in the 

workplace. 

• To examine relationship between usage of internal social media and employees’ 

affective, intellectual, and social engagement 

• To assess the relationship between employees’ affective, intellectual, and social 

engagement and employee performance 

• To understand differences between Nigeria and the UK regarding factors that influence 

internal social media use and impact on employees’ engagement and performance. 

1.6 Research Questions 

To better understand the factors influencing adoption and usage of internal social media for 

employee engagement and the aspect of employee engagement (affective, intellectual and 

social engagement) in which internal social media can have an impact on engagement and 

performance of airline employees in the UK and Nigeria, this thesis aims to achieve the 

highlighted research, aim and objectives, and seeks to answer the following four, broad 

research questions:  

1. What are the influencing factors facilitating employees’ adoption and usage of internal 

social media? 

2. To what extent can the usage of internal social media platform drive employees’ 

intellectual, affective, and social engagement?  

3. Is there an association between employees’ affective, intellectual and social 

engagement and employee performance? 

4. Are there differences between Nigeria and the UK in terms of influence of internal 

social media adoption on employee engagement and employee performance?  

1.7 Research Context 

Based on literature regarding adoption and usage of internal social media in the workplace 

urging for comparative studies between the developed and developing contexts, the current 

study tests the developed research model by investigating comparatively the use of internal 

social media for employee engagement and its impact on performance among employees in 
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developing and developed nations in the airline sector. Whereas Nigeria represents a 

developing nation, the UK represents a developed nation.  

Even though there is research evidence on the use of social media generally in organizations, 

most of this existing research relates to how organizations use them to boost their profits and 

to engage employees (Sabato et al, 2017; Siamagka et al, 2015; Nah et al, 2012; Kuikka & 

Akkinen, 2011). In a business, such as in the airline sector, internal social media is implemented 

to provide employees with an easy way to communicate and share personal and professional 

information with other co-workers. Men et al (2020) assert that organizations’ adoption of 

social media is facilitated by its ease of accessibility and opportunity of using it advantageously 

in communication and as an employee engagement channel:  

“Organizations’ adoption of internal social media can not only satisfy 

employees’ information needs but also employees’ psychological needs for 

connectedness, relatedness, community, socialization, and empowerment”. 

(Men et al, 2020, p.8)  

The gesture helps to improve employee engagement, more especially airline companies that 

often connect with their employees outside of traditional communication mediums, due to its 

nature of a dispersed workforce and coordination of large teams across the whole organization.  

1.7.1 Why airline companies? 

While organizations have various tools to connect and communicate with employees, internal 

social media are unique channels for organizations to communicate, collaborate and enable 

two-way dialogue. Various organizations, especially airline companies that manage a dispersed 

workforce, are increasingly using internal social media for engaging and communicating with 

employees. Previous studies have reported that internal social media has become a business 

tool and an opportunity for communication and collaboration, as well as fostering workplace 

learning between internationally dispersed work colleagues (Breunig, 2013, Goldwasser & 

Edwards, 2014). Studies suggest they yield important benefits for employees and organizations 

(Men et al, 2020; Haddud et al, 2016) and indicate their overwhelming impact in the airline 

industry; for example, study reveals that internal social media used for employee engagement 

can help employees communicate, collaborate and connect to coworkers and the organization, 

which enables them to develop sense of belonging, enhance learning and innovation and 

promote engagement and in turn improve performance. Moreover, as the second most socially 

devoted industry (Socialbakers, 2012), there is evidence that airline companies adopt and use 
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social media externally to manage, and engage customers which help boost profit margin. 

Despite these important benefits, however, little is known about employee behaviour towards 

the usage of internal social media for employee engagement and its impact on employee 

performance. Therefore, a better understanding of the factors that influence employees’ 

perception to successfully adopt and use internal social media for employee engagement and 

the influence on employee intellectual, affective, and social engagement and the impact on 

performance, and their relationships will provide insights for improving the development and 

implementation of internal social media for engagement in airline companies.  

1.7.2 Why a comparison between Nigeria and the UK?  

The Nigerian airline industry, though nascent, has a unique historical evolution. It operates 

both national and international flights. Nigeria, the most populated African nation, is endowed 

with both natural, financial resources and human, material which make the nation a favourable 

destination for other countries of the world (Obioma et al, 2013). In 2019, more than 14 million 

passengers passed through Nigerian airports, with local travel accounting for over 10 million 

of these passengers. Almost 43,000 inbound flights were completed across the country’s 22 

airports. This figure illustrates an 11.2% increase in flights versus 2018 (Obioma et al, 2013). 

Air travel in the country is on the increase and this has brought about demand for more aircraft, 

as well as standard infrastructure and service to meet the needs of passengers. The Nigerian 

aviation sector is predicted to be one of the highest revenue earners for the country due to its 

huge opportunities. Moreover, in 2013, domestic and foreign airlines that operate in Nigeria 

contributed about $159 million (N58 billion, the Naira is Nigeria’s currency) to the nation’s 

economy and supported 61,000 jobs. This was disclosed by the country’s Ministry of Aviation 

(Obioma et al, 2013). According to the report, airlines registered in Nigeria directly employed 

7,000 people locally and supported through their supply chain a further 33,000 jobs. 

Furthermore, 21,000 jobs were supported through the household spending of those employed 

by airlines and their supply chain (Eze, 2013). In 2018, Nigerian airlines accounted for 49% 

(i.e., US$462 million or N90.8 billion) of the country’s GDP (gross domestic product) 

(Daramola & Fagbemi, 2018). In 2016, the aviation sector in Nigeria contributed $0.3 billion 

to the country’s GDP and air transport directly employed over 5.5 million people (Shadare, 

2017), which is more than the previous year. Similarly, the total contribution of travel and 

tourism to GDP (including wider effects from investment, the supply chain and induced income 

impacts) was N5,124.3 billion in 2016 (4.7% of GDP), and rose 1.3% to N5,059.4 billion 
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representing 4.6% of GDP in 2017 (WTTC, 2017). The Nigerian airline sector is faced with 

numerous problems. The major, and noticeable, problems confronting the Nigerian airline 

sector include poor interaction and processes experienced in the purchase of air tickets both 

online and offline, persistent flight delays and regular flight cancellations without information 

to passengers. Additionally, there is a lack of aviation operational guidelines and policies, and 

where a policy exists, there is the inability of airline service providers to operate within the 

confines of the policy (Adiele & Etuk, 2017). Aside from the abovementioned issues there are 

also poor supervisory roles by the management and poor customer relationship management 

(Adiele & Etuk, 2017). These challenges may be due to lack of communication, information 

coordination and collaboration among departments within the organizations, and among 

management and subordinates, which often occur due to airlines operating complex business 

activities and managing dispersed workforce. With the importance of the sector in the country’s 

economy and being the face of any nation given its strategic role, and as the sector currently 

serves more than 14 million people around the world, service quality and good business 

operation are important in meeting the needs and expectations of stakeholders. In the literature 

there is a relationship between service quality and employee engagement. However, Wake and 

Green (2019) stress that business success depends on employees and their happiness, energy, 

morale, beliefs and attitudes as key factors. Hence, many organizations have started adopting 

different strategies to improve business performance through employee engagement, more 

especially the Nigerian aviation sector. Due to their large and complex business activities, 

Nigerian airlines are turning to internal social media platforms because of its functionality of 

reaching many people at the same time to enhance employee engagement and ensure easier 

locations for communication and information among employees to improve business 

operations.  

Moreover, the UK plays a vital role in the international aviation industry. Remarkably, most of 

the recent growths in the British aviation were attained only after the 1970s (Mazareanu, 2020). 

Now, the UK aviation industry continually contributes to the further development of global 

passenger air travel opportunities. In more than 25 years, the number of air passengers arriving 

and departing at airport terminals in the UK has almost tripled; in 2018 more than 292 million 

people were transported by air in the UK. The sector contributed £52 billion in overall GDP 

with 961,000 jobs and £8.7 billion in taxation (Oxford Economics, 2020; Sustainable Aviation, 

2016). According to the Oxford Economics (2019) report, this is connected to 3.4% of the 

whole UK economy. Furthermore, “its contribution to UK employment is 960,000 jobs (3.4% 
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of the UK total), with airports and ground services contributing 433,000 jobs, aerospace 

327,000 jobs and airlines 200,000 jobs” (Oxford Economics, 2019). Furthermore, aviation is 

the backbone to any nation’s tourism sector. For example, the value of tourism to the UK 

economy in 2014 was £127.4 billion, representing 7.1% of the UK GDP. Also, the country 

remains the fifth largest international tourism destination ranked by visitor expenditure. The 

first four destinations are the USA, China, Spain and France (Oxford Economics, 2014). 

Therefore, based on the statistics above, it could be concluded that the contribution of the 

airline sector to any nation’s economy, whether developing or developed, is non-trivial. 

Additionally, with 3.4% of total UK jobs, it could be inferred that any innovative effort or 

approach deployed by employers to engage this huge workforce is equally non-trivial. 

The choice of the UK and Nigeria as the case studies is due to the fact that these two countries 

are the largest players in the aviation industry in their respective continents. Additionally, a 

significant number of studies on individual use of technology have been carried out mostly in 

western countries and have assumed behavioural similarities in their findings (Vörös & 

Choudrie, 2011). While there is an increasing body of research on employee adoption of 

internal social media within the workplace in western countries, there remains a lack of 

investigation into the factors that influence employee usage and adoption of internal social 

media within the workplace in developing African countries (Tarhini et al, 2016; Chiemeke & 

Evwiekpaefe,2011; Licker & Motts, 2000). The relevant factors such as individual 

characteristics, organization characteristics, and technical competencies in adoption of an 

internal social media platform within the workplace differs and is often overlooked; therefore, 

further investigation into the factors that influence employee adoption and usage of internal 

social media for employee engagement and its influence on employee performance in a 

developing African country must be undertaken. Hence, this study compares Nigeria 

(developing Africa country) and UK (western, developed country) in terms of factors that 

influence employee adoption and usage of internal social media for employee engagement and 

its impact on employee performance within the context of airline employees in Nigeria and the 

UK. Finally, no proposed framework(s) appear to have emerged based on the findings of the 

growing body of empirical work within a comparison of developing African countries and 

western countries context in relation to internal social media usage for employee engagement; 

therefore, this study seeks to fill these identified research gaps through assessing the following 

twelve hypotheses using the extended TAM model. 
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1.8. Significance of the Study 

The present study will make a significant contribution to both the practical and theoretical 

understanding of the influencing factors of internal social media adoption and more 

importantly, the impact of internal social media usage of employee intellectual, affective and 

social engagement, and its influence on employee performance in the airline industry within 

the context of of the UK and Nigeria. 

1.8.1 Theoretical Significance  

There are numerous studies in different fields that link technology and engagement by showing 

cases in which use of technology can develop positive attitude associated with individual 

engagement (Domingo & Gargante, 2016; Stempniak, 2014; Law, 2009). Conversely, there 

has been no empirical research conducted to support these relationships in the context of human 

resource management (HRM) and technology communication. Therefore, this study has the 

potential to make valuable contributions by examining the relationship between adoption and 

usage of internal social media network and employee engagement in the context of HRM. 

Secondly, the influencing factors of internal social media adoption and usage and the impact it 

can have to employee engagement and performance are not well documented (Svenja et al, 

2017; Moqbel, 2012). This study contributes to the literature by exploring the influencing 

factors regarding internal social media usage and the impact of internal social media on 

employee engagement and performance among employees of airline companies in Nigeria and 

the UK. 

Thirdly, the Technology Acceptance Model (TAM) focuses only on cognitive attributes and 

technological functionality and fails to acknowledge other behavioural attributes that affect 

individual intention to adopt and use technology. Therefore, the study investigated other 

attributes (i.e., behavioural and physiological factors) that could influence employee adoption 

and usage of internal social media platform for engagement within the workplace, which can 

have impact on their performance (Read et al, 2011; Bagozzi, 2007). TAM was 

extended/modified to understand what factors are perceived as crucial for employee usage of 

internal social media platforms for engagement within the contexts of the UK and Nigeria. In 

this context, as a contribution to technology innovation, this study provides a comparative 

analysis of the factors influencing individuals concerning internal social media adoption for 

engagement activities in the workplace. The models of individual innovation adoption 
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proposed by Davis (1993), Venkatesh et al (2003) and Goodhue and Thompson (1995) were 

used as a basis for the development of this study. These models only address individual aspects 

of the decision to adopt technology in western countries. It is important to determine the factors 

influencing the effective usage of social media platforms for engagement in both the UK and 

Nigeria and compare these with the research model. It is within this premise that the scales 

used in this study were separately tested and validated within the contexts of the UK and 

Nigeria, to shed some light into the underlying factors that may influence current and future 

adoption and usage of internal social media platform for employee engagement in two 

culturally different work environments.  

Furthermore, this study is important due to limited research focused on the role of societal 

context in adoption of internal social media platform within the workplace. A significant 

number of studies on individual use of technology have been carried out mostly in western 

countries and have assumed behavioural similarities in their findings (Vörös & Choudrie, 

2011). While there is an increasing body of research on employee adoption of internal social 

media within the workplace in western countries, there remains a lack of investigation into the 

role of culture in acceptance and usage of social media within the workplace in developing 

countries (Tarhini et al, 2016; Chiemeke & Evwiekpaefe, 2011; Licker & Motts, 2000). The 

relevant aspect of the societal context in adoption of internal social media platform within the 

workplace is often overlooked; therefore, the behaviour in developing countries of technology 

adoption is not known and remains under-researched. However, given that differences in 

culture play a role in shaping individual behaviour and group adoption of technology, further 

investigation into the role of culture in accepting and using social media platforms within the 

workplace must be undertaken (Erumban & de Jong, 2006). 

 

1.8.2 Practical Significance  

From the discussion above, this study contributes to the body of knowledge in different ways, 

first it seeks to understand different factors that can impact on employees’ adoption and usage 

of internal social media for employee engagement. it investigates factors that may influence 

employee adoption of internal social media platforms for engagement within the organization. 

It will also be used to determine the importance of perceived management support, perceived 

behavioural control and perceived relevance, uncertainty avoidance on employee adoption and 

usage of internal social media for engagement within the workplace.  
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Secondly, in spite of the growing importance of employee engagement on internal social media, 

not much is also known about the antecedents of this phenomenon and its level of engagement 

with employees, which comprises of intellectual, affective and social engagement and its 

influence on employee performance (Read et al, 2011; Bagozzi, 2007). Hence, this study 

provides a different perspective on the organizational understanding of these phenomena and 

their impact on employee performance.  

Thirdly, the research has the potential to help organizations to understand the importance of 

using internal social media for employee engagement. It has the potential to help HRM 

understand the internal social media platform as a two-way communicative channel that 

enables employees to express their feelings, establish relationships, and exchange knowledge 

and expertise with one another. The main contribution to practice is for organizations to 

acknowledge that the use of internal social media can enhance employee engagement through 

giving and receiving support and collaborating with colleagues via internal social media 

platforms. This support and collaboration, as well as creating the feeling of being emotionally 

connected to work, especially when employees are not physically at the same location, can 

positively impact employees’ engagement in their work (Oksa, 2020). Thus, it is critical to 

allow and promote internal social media usage within the workplace for work-related 

discussions, especially in airline companies: this will help enhance higher employee 

engagement. 

Fourthly, studies that have used TAM as an underlying theoretical lens to study individual 

adoption and usage of technology within the workplace indicated ease of use and usefulness as 

influencing factors of technology adoption and usage (Hubert, 2019; Granić & Marangunić, 

2019; Koul & Eydgahi, 2018; Rauniar, 2014). A significant number of these studies have been 

carried out mostly in western countries and have assumed behavioural similarities in their 

findings (Vörös & Choudrie, 2011). However, there is insignificant literature on individuals’ 

perception and attitudes towards technology usage within the context of Africa (Leonardi et al, 

2013; Chin et al, 2015). The influencing factors may significantly differ and may not be 

applicable within African contexts, such as Nigeria. However, given that differences in culture 

or environment play a role in shaping individual behaviour and group adoption of technology 

(Erumban & de Jong, 2006), this study provides understanding of what factors influence 

employees’ ability to use internal social media for engagement in both countries.  
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1.9 Thesis Outline 

This study contains eight chapters. These are detailed below. 

Chapter One provides a brief overview of the study. It highlights the study’s background, the 

research gap and contribution, the research, aim, objectives and questions and lastly, the 

significance and structure of the thesis.  

Chapter Two reviews the literature on the meaning of social media in general, internal social 

media, the concept of employee engagement and the research context. This chapter supports 

the focus of this research and extensively evaluates the importance and implications of internal 

use of social media for employee engagement, including establishing the relationship between 

independent variables, mediator and dependent variables. This chapter also concerns the 

research context. It presents company case examples on the use of internal social media for 

employee engagement. It briefly evaluates airlines’ use of internal social media to 

improve/enhance employee engagement, as well as the 8Cs of internal social media activities 

used by airline companies for employee engagement and effectiveness. 

Chapter Three starts by emphasizing the theoretical basis which this research study is built 

on. The extended TAM is defined, and the application of the theory is justified. The chapter 

presents the research model and states the hypotheses tested in this research. Also, it discusses 

and defends the theoretical assumptions of the thesis.  

Chapter Four first presents the methodological viewpoints of this research. Second, it 

analyses and justifies the philosophical assumptions, the research approach, the paradigm of 

enquiry, the research methodology and the research approach selected for this study. Third, it 

identifies the research methods used to gather the data and test the hypotheses. It also discusses 

the research ethics, and the statistical method used to analyse the data; the research methods 

are also justified and backed up by pervious key studies in the field.  

Chapter Five presents the analysis of the Nigerian and UK data; it presents the results obtained 

from both surveys. The results are jointly analysed beginning with descriptive statistics 

describing the samples and assessing the measurement models to check the validity and 

reliability of the measurement models. Thereafter, the structural models are assessed, and the 

hypotheses are tested. The chapter also presents a multi-group analysis to identify the 

differences emerging between both researched countries.  



16 

Chapter Six is the discussion chapter. This chapter discusses the findings of this study and 

explains the findings using relevant literature to underpin the discussion. In this chapter, the 

proposed research questions are answered, and areas where the current research results 

contradict prior study are discussed. Additionally, differences between the two researched 

countries are explained and discussed.  

Finally, Chapter Seven concludes this thesis. The aim of the research, objectives and questions 

are linked to the research findings. The theoretical and practical implications of the study are 

presented, the limitations of the research are acknowledged, and future research is also 

identified.  

1.10 Summary  

This chapter has outlined the primary focus of this study, clearly stating the introduction, the 

background of the research and the problem statement. This chapter has presented the research 

gap, aim and objectives, as well as the research questions. In addition, it explored the rationale 

for UK and Nigerian airlines, together with the theoretical and practical significance of the 

study in order to understand the importance factors influencing the actual usage of internal 

social media for employee engagement and the impact of internal social media usage on 

employee engagement and its influence on employee performance. Thereafter, the research 

outline was stated to describe in detail the major parts of the thesis and clarify the content of 

each chapter of the thesis. The next chapter starts with the literature review. It explores the 

conceptual meaning of social media in general and internal social media. This chapter also 

discusses the conceptual meaning of employee engagement, highlighting the importance of 

internal social media for employee engagement in the workplace.   
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CHAPTER TWO: LITERATURE REVIEW AND THE RESEARCH 

CONTEXT OF THE CASE STUDIES 

2.0 Introduction  

This chapter discusses the analysis of the literature: it provides an overview of social media in 

general, internal social media and employee engagement, important theories about several 

technology acceptance models, external factors and impact of employee engagement on 

employee performance. This section also examines the theoretical basis of this study. It 

presents the key factors that influence an individual employee’s behaviour and intention to 

adopt and use internal social media within the workplace for engagement. Research gaps are 

identified as the reason for the justification of this research. A conceptual model has been 

developed based on the literature review. The model defines the factors that may influence an 

employee’s intention to use internal social media for engagement, and the relationships 

between the factors. Finally, hypotheses are proposed to test the links between the empirical 

data.  

2.1 Conceptual Definition of Social Media  

As the most crucial development of our time, social media platforms have essentially changed 

our private and professional lives (Walden, 2016). Studies have indicated that individuals are 

spending more time on social media and other similar communication technologies (Walden, 

2016). In the past, communication was mainly through traditional means which offered limited 

features, preventing people from engaging in other activities; certain people relied on written 

correspondence to disseminate information, where messages and emails where mostly passive 

acts; leaving people to make sense and assess the credibility of the messages (Flanagan, 2017). 

Traditional communication media lost their popularity due their limited capacity to reach a 

wider range of people across the globe, as well as their lack of two-way communication patterns 

that promote mutual understanding between peers (Grung & Hunt, 1996). 

The advent of Web 2.0, the term coined by Tom O’Reilly, brought about a shift in the use of 

the internet. Social media are specific internet services which employ Web 2.0 principles. Web 

2.0 is a change in the way individuals make use of the internet for information sharing, 

productivity, content creation and collaboration (O’Bannon, 2008). As computer-mediated 

technologies enable the sharing of information and creation of user generated content, there 
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has been an increase in the use of social media tools both inside and outside organizations due 

to its media richness, social presence and strong user content (Bennett et al, 2010). The growing 

importance and penetration of this communication medium into businesses are encouraging 

organizations to embrace social media platforms to enhance employee performance and 

organizational strategies. Moreover, indicating the massive growth of social media in the past 

20 years, studies claim that social media platforms are an increasingly important environment 

where organizations engage with employees (Boyd & Ellison, 2007; Haddud, & Dugger, 2016; 

Sabato et al, 2017). Walsh et al (2016) state that organizations are investing in social media to 

improve communication and collaboration to enhance performance. Mogbel et al’s (2013) 

study points to the use of social media in the workplace as having a greater impact on employee 

job satisfaction and performance.  

Moreover, social media have been defined as system-based services that permit individuals to 

build a public or semi-public profile within a constrained system (Boyd & Ellison, 2007). 

Marketo (2010) defined this tool as any individual-originated communication with other 

individuals who share an interest and use the web as a platform to create a community to share 

information, build and maintain relationships and connect with one another. Greenberg (2010) 

maintained that social media is mainly an internet- or mobile-based application which allows 

individual sharing, collaborating, creating and publishing of information. Other researchers 

maintain that social media sites are public web applications which give users access to create 

a personal profile, find other users, read messages and send both private and public messages, 

as well as post content and react to postings made by others on the site (Bryer & Zavatarro, 

2011; Boyd & Ellison, 2013).  

The emergence of new communication modes in the form of social media and the response to 

the new reality of using social media for corporate life has provided opportunities for 

organizations to speedily deliver content and links, and engage with people worldwide 

(Bennett, 2010). As a medium for communication, social media is used by individuals or 

groups of people for different purposes such: as texting, uploading images, blogging, tweeting 

and posting video or audio content and can take place irrespective of the platform. Its 

characteristics enable various individual comments, recommendations and evaluations, and 

individual users take active participation and interest in the content, and thus develop a social 

relationship amongst themselves (O’Reilly, 2007). The interaction involves the mutual 

exchange of individual opinion, information, experience, expertise and impression, as well as 

involvement in the creation of content (O’Reilly, 2007). According to Lee et al (2015), the one-
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to-many nature of social media communications eliminates the communication gap between 

individuals. Past studies have indicated that social media have been used or adopted for various 

incentives and reasons which include information, social aspects and entertainment (Shao, 

2009; Stafford et al, 2004). Heinonen (2011) said that its usage is divided into three elements, 

namely, social connection, entertainment and information processing. These sites have become 

a day-to-day routine for people.  

2.2 Social media in the Workplace 

The existence and usage of social media tools in the past 20 years has emerged significantly 

and led to a cultural shift, linking people and allowing them to collaborate in ways that were 

impossible before (Cao et al, 2013). Social media has become a crucial point for almost every 

human interest and activity (Richards, 2011). The advancement of online communities has 

crept into employees’ individual space, extending to the workplace (Icha & Edwin, 2015). 

Nowadays, organizations use both internal and external social media, which is generally known 

as enterprise social media, to connect stakeholders who share similar business ideas and 

interests. Internal social media in the workplace has been mainly defined as any organization’s 

internal social media platforms such as: blogs, wikis, Facebook, Twitter, LinkedIn, Myspace, 

Instagram, and other forms of social media platforms that are used only by the employees 

within the workplace for work purposes, collaborations, interactions, and nurturing 

relationships among employees. on the other hand, external social media is a public social 

media platform such as Twitter, Facebook, Instagram, Google+ etc. that is used by an 

organization to conduct research and stay connected to their customers to improve business 

operation and process. Kuegler et al (2015) studied social media use among employees in the 

organization and found that use of internal social media platforms has a greater impact on 

employee job performance than external social media use. Internal social media is becoming 

increasingly important for many organizations. Bennett et al (2010) claim that there has been 

an increase in the use of social media in organizations due to its media richness, social presence 

and strong user content. Anand (2010) added that the growing importance and penetration of 

this communication medium into businesses are encouraging organizations to embrace social 

media platforms to enhance employee performance and organizational strategies. Previous 

studies have reported that social media has become a business tool and an opportunity for 

communication and collaboration, as well as fostering workplace learning between 

internationally dispersed work colleagues (Breunig, 2013; Goldwasser & Edwards, 2014). The 

https://www.emerald.com/insight/content/doi/10.1108/JEIM-08-2020-0331/full/html#ref034
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work of Marcia (2013) showed that 91% of the top 250 of “Fortune’s most admired U.S 

companies utilized at least one social media platform in the workplace” (p5). Similarly, recent 

statistics have indicated the overwhelming impact of social media in modern businesses. 

Recent research on social media statistics for 2018 indicated that the internet holds 3.5 billion 

users globally, there are 3.03 billion active social media users, 91% of retail brands use two or 

more social media channels, and 81% of all small and medium businesses use more social 

media platforms (Statusbrew.com, 2018). Similarly, Perdue (2010) found that more than one 

million active developers and entrepreneurs from more than 180 countries use Facebook, 

proving that social media interest is not only for entertainment and socializing purposes. In the 

United Kingdom alone, 88% of the top 100 companies use at least one social media platform. 

A study carried out by a chartered management institute (CIPD, 2014) found that in UK 

organizations like the police force, retail industries, social enterprises, service providers and 

the transportation sector use social media in the workplace to transform learning and 

development. 

Skeels and Grudin (2009) maintain that social media has made it possible for employees to 

work anywhere they are, inside or outside the organization and connect with other colleagues, 

allowing good connection and communication, which result in good working relationships 

between employees. Mangold and Faulds (2009) state that many organizations have used social 

media to strengthen their brands and create a network base. The work of Forcier et al (2013), 

which studied social media use of public libraries in Canada, found that these non-profit 

organizations adopt social media platforms as part of their communication strategies to build 

relationship and engagement. Sinickas (2005) added that organizations adopt social media 

platforms for different functions of human resources management, which include learning and 

development, employee engagement, employee voice and feedback, and to enhance the 

collective brainpower of all employees to improve business decisions.  

It has been revealed by Kirby and Raphan (2014) that most companies are actively pursuing 

the digital opportunity because of its potential business benefits. Traditionally, the Chartered 

Institute of Personnel and Development (CIPD) (2014) have subscribed to the belief that the 

benefits of social media communication have made organizations recognize its power and 

adopt these interactive platforms to create a more engaged workforce and positive work 

environment (CIPD, 2014). Similarly, Chao et al (1994) maintain that the central focus of why 

social media was adopted in the workplace is to increase employee voice, enhance 

communication between employees, ensure an effective transfer of knowledge and foster 
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workplace learning. For Chao et al (1994) social media is utilized in the workplace for 

socialization: socialization for organizational internal use means learning behaviour and skills 

necessary for employees to assume their roles and responsibilities and participate as part of the 

organization to increase organizational commitment and improve engagement. Williams and 

Cothrell (2000) hold the view that social media in the workplace involves the influence of 

employees’ perceptions and behaviour. Laroche (2012) supported this view and added that 

employees like to contribute, create and join groups to feel a sense of belonging, and feel 

socially connected and recognized by their colleagues in the organization. Bennett et al (2010) 

state that social media can facilitate improved workplace productivity by enhancing the 

communication and collaboration of employees, which aids knowledge transfer and 

consequently makes organizations more agile. Bennett et al (2010) further argue that “social 

media can provide enhanced levels of employee satisfaction by reducing the social isolation of 

teleworkers, making them feel part of organizational culture during long absences from the 

physical office” (p.139).  

According to Raacke and Bonds-Raacke (2008), social media can serve as a platform which 

makes it easy for employees to interact with one another, build important relationships with 

co-workers and develop business strategy, especially in recent workplace environments when 

employee loyalty and commitment can decline at the smallest demotivation and dissatisfaction, 

which can have influence on employee retention and turnover rate (Williams & Williams, 

2008). Kirby and Raphan (2014) said that social media use within the workplace is a vital tool 

that helps to shape effective organizational strategies and can make a great difference within 

the organization. The impact of social media use within the workplace has created a way for 

employees to collaborate and develop, providing management insight into understanding their 

employees and what motivates or interests them (Miller–Merrell, 2015). In spite of the claim 

that social media are essential tools which help to shape effective organizational strategies. 

Kirby and Raphan (2014) claim that the interactive technology is currently being underutilized 

by some major organizations, due its perceived dark side. However, Carlson et al (2016) added 

that the use of social media in the workplace may contribute to productive behaviours, as well 

as unproductive behaviours.  

In the workplace, employees use internal social media effectively when it helps them locate 

required information and knowledgeable individuals to answer questions, to learn about the 

skills and functions of others in the organization, and to boost work performance (Thomas & 

Akdere, 2013; Morch, 2015). Marcia (2013) believes that these elements of social media are 
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an integral part of business, which can enable an organization to drive a better, more 

transparent, engaged and collaborative culture to increase productivity and performance. 

Williams and Willams (2008) claim that social media as an interactive platform is known as a 

powerful tool, as it can help bring together like-minded people in the workplace and can be 

used to develop business strategy. Table 2.1 shows organizations use of social media. 

Table 2.1: Examples of social media networking sites used within the workplace  

Facebook:  Social networking site that enables users to create personal profiles and connect 

with like-minded people and friends, the site ensures that users receive automatic notifications and 

updates of current news and activities. At the same time users can join and follow topics and areas 

of interest such as company learning and development and can receive instant messaging. 

Blog:  Blogs and microblogs are discussion sites where publishers post write-ups on a 

particular topic of choice. This is done on a regular basis and attracts interested people to leave 

commentaries and share with people in their network. Blogs in the workplace are used to increase 

knowledge sharing. The benefit of increased knowledge sharing is higher levels of productivity. 

Employees with access to information about the inner workings of the company may feel more 

included. They might become enthused to act on that knowledge or further develop it. 

LinkedIn:  A social networking site focused on business and professional connection and 

networking. Users can link with people of the same profession and interest. In the workplace, 

LinkedIn is used for personal, professional and organizational development. Employees can use it 

for networking and for keeping up with trends.  

Twitter:  A widely used microblogging site, it enables users to post messages which are made 

visible to followers only or the public depending on privacy settings. The messages, known as tweets, 

are up to 140 characters which can be retweeted by followers or shared on different platforms. Many 

businesses use Twitter to invite online feedback, reviews or comments. In the workplace, Twitter is 

used to keep employees up to date with current information about the business.  

YouTube:  A video-sharing site which enables users to upload, share and view videos of 

their interest. This is a typical site for user-generated content as a user of any level of expertise can 

make and share videos on different topics and interests. Users can set up channels and encourage 

interested people to subscribe to their channel. Due to the popularity of this site, organizations are 

increasingly using it to share company information and vacancies. Employees use it to access 

recorded webinars and tutorials, etc. Additionally, certain industries, such creative arts, are using it 

as a tool for recruitment.  
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Google:  Known for its search engine technology to give users relevant information, Google 

is a commonly used site for online search specialising in internet services. The site also has its own 

social networking site Google+ which has the same features as Facebook. 

Website:  A company website is a place to find background information about an 

organization. Websites are intended to appeal to visitors by creating content that people want and is 

presented in a way that is organized and easy to consume. It is now a common practice for 

organizations to have a dedicated internal website for information sharing, internal recruitment, 

communication, peer-to-peer engagement, business updates and performance.  

Forum:  An online interaction tool, which can be used to facilitate learning. Individuals generate 

ideas on a subject that will be addressed, questions raised, suggestions and ideas are exchanged. 

Forums are still used regularly by 10% of UK online users (Li & Bernoff, 2011). The benefit of an 

online forum is that it gives the user the potential for anonymous interaction (Pendry & Salvatore, 

2015). It can also be used to improve rapport between employers and employees and improve brand 

reputation. 

Others:  This covers other forms of social media networks used within the workplace for 

communication, building relationships, learning and development, sharing knowledge or used for 

any form of activities aimed at bringing employees together. For example, wikis, file sharing, 

ideation blogs, bookmarks, Yammer, etc. (Haddud, 2016, p.4). 

Sources: Li & Bernoff (2011); Pendry & Salvatore (2015); Haddud (2016)  

2.3 Impact of Social Media in the Workplace  

2.3.1 Potential benefits and challenges  

Social media has provided networked interaction channels that facilitates communication and 

collaboration, allowing messages to propagate within social and professional academic 

communities (Collins et al, 2016). Social media use within the workplace is fast becoming a 

vital tool for an organization. It plays an important role in the building of relationships within 

the organization, by supporting employee interaction and eliminating rigid, traditional means 

of communication (Thomas & Akdere, 2013). Previous studies have indicated that 

organizational initiatives for establishing effective interaction and closer links within the 

workplace, to increase productivity and performance cannot be fruitful without strong 

involvement and engagement of employees using social media (Parry & Solidoro, 2013; 

Marcia, 2013; Girard & Fallery, 2010; Miller–Merrell, 2012; Parry, 2011). To this end, many 
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organizations understand the values of social media within the workplace, regarding improving 

technical and professional skills (Cairo, 2014), thus finding smarter ways to improve their 

business strategies using new technologies (Gutierrez, 2016). According to Marlow et al 

(2012), there are two likely causes for a search for new ways of improving business strategies: 

(i) employees expect effective and speedy information and collaboration within the workplace; 

and (ii) twenty-first century employees are moving away from a one-to-many model of 

communication, to a many-to-many model of communication: a shift from the kind of 

communication model that “suited hierarchical organization to a model that best suits the 

network-like organization” (p.159). Gutierrez (2016) believes that these skilled employees 

cannot be managed with the old style of management regarding communication pattern. 

Employees expect a culture of transparent, speedy and clear communication. It is due to these 

facts that organizations are becoming more people-oriented and companies are finding smarter 

ways to boost employee engagement and performance using technology (Gutierrez, 2016). 

Despite the numerous benefits of social media, several studies have indicated various 

drawbacks of using social media within the workplace. Buche et al (2013) argue that social 

media can be a valuable tool to a business, but it can also cause serious issues in the 

organization and as a result, organizations are slow to adopt social media platforms for 

workplace activities due to their inability to control corporate communication and the belief 

that employees may use the medium for personal use during working hours. Leftheriotis and 

Giannakos (2014) said that some organizations think that the use of social media in the 

workplace is a waste of management time, as managers and supervisors may have to frequently 

check and provide warnings and reminders to employees to focus more on their work.  

According to Walden (2016), social media can become a real challenge to an organization and 

organizations are concerned about the risk of misuse and its consequences. In addition, studies 

have also indicated that the use of social media networks within the workplace can be a waste 

of time and pose many challenges to an organization, such as trust, privacy concerns and fear 

of damage to reputation (Moorcraft, 2006; Parry & Solidoro, 2013). Leftheriotis and Giannakos 

(2014) have also challenged other authors’ view (Aguenza et al, 2012; Çetinkaya & Rashid, 

2018) on the benefits of using internal social media in the workplace, arguing that employees 

may use the medium for personal use during working hours, and problems start when 

employees abuse workplace internet access for individual use during working hours Thus, the 

risk of misuse and its consequences become a serious concern to organizations. This is certainly 

true in the case where workplace social media policies are not implemented. Ployhart (2012) 
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suggests that an organization can enhance success and minimize the risk of social media usage 

if they can create and implement formal social media policies, stating clearly the functional 

policies, which include organizational privacy policy. 

Furthermore, to ensure adoption and effective use of internal social media within the 

workplace, it is important to understand that individuals and organizations differ from one 

another in the degree to which they adopt or use technology; these differences are motivated 

by different factors (Parveen, 2012; Bogea & Brito, 2018). According to the institutional 

theory, an organization’s adoption of innovation is driven by social and cultural factors, which 

means that organizations are motivated to adopt e-commerce due to pressures from competitors 

or customers (external pressure) which motivates them to copy from market leaders, instead of 

making internally driven decisions to adopt technology (Oliveira & Martins, 2011). Despite 

considerable research on organizational innovation adoption, little is presently known about 

the adoption of innovation at the individual level within organizations (Talukderi et al, 2008). 

Similarly, Oliveira and Martins (2011) argue that there is a belief that technology has 

significant impacts on an organization’s productivity; these impacts can only be realized if 

technologies are widely spread and used, but it is important to understand the individual 

determinants of technology adoption, as there are few studies on adoption models at the 

individual level (Oliveira & Martins, 2011).  

Additionally, Kim and Chung (2017) maintain that as innovation is considered idea utilization, 

the process of innovation involves two different stages: adoption, which consists of the 

decision of the organization to make use of innovation and implementation, which involves 

employees’ constant use of the innovation after adoption (Klein & Sorra, 1996). Although the 

adoption of innovation is expected to create the desired performance increase or organizational 

change, it is also vital for innovation success: innovation success can be achieved when the 

innovation is constantly used by individuals (Kim & Chung, 2017). In spite of its practical 

importance, studies on innovation have shown limited research on implementation (Choi & 

Chang, 2009) as a practical phenomenon or implementation factors that lead to innovation 

success (Kim & Chung, 2017). However, organizational innovations that need to be integrated 

in the work process of an organization are of less value if they are not consistently used by 

employees (Talukderi et al, 2008). It is said that giving employees opportunity to be innovative 

drives employee engagement. McLeod’s report (2009) supports this view, stating that high 

levels of employee engagement are positively correlated to high levels of innovation. 
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This section has analysed the potential benefits and potential risks of using internal social 

media in the workplace and has argued that the allegedly positive implications of using social 

media in the workplace are driving the academic and practical interest in explaining and 

adopting the concept. Table 2.2 indicates potential benefits and risks of using social media 

networks in the workplace. 

Section 2.4 discusses the conceptualisation of social media employee engagement strategy, 

providing insight into the impact of social media usage on employee engagement within the 

workplace. 
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Table 2.2: Potential benefits and risk of using social media in the workplace  

Organizational Use Potential Benefits Potential Risks 

Recruitment and 

selection  

❖ Improved sourcing of high-quality candidates 

❖ Enhanced candidate quality  

❖ Increased time and cost efficiency  

❖ Employment discrimination (e.g., obtaining personal information that is not job-

related from sites such as Facebook and using it in hiring decisions)  

❖ Variability in applicant use of social media disadvantages those who do not use it 

(Some age groups or racial/ethnic groups may be underrepresented on social media 

sites.)  

Socialization, 

engagement and 

onboarding  

❖ Greater organization identification and commitment  

❖ Reduced turnover 

❖ Improved employment compatibility and job 

satisfaction  

❖ Bring down personal or hierarchy barriers within the 

workplace  

❖ Spread of inappropriate or damaging information (e.g., negative information posted 

by disgruntled employers could discourage new hires) 

❖ Creation of division rather than inclusion (e.g., establishment of cliques or 

subcultures)  

❖ Concern about employees posting offensive, provocative and irrelevant contents, or 

posting content outside organizational goals and objectives.  

❖ Concern about cyber-bulling (the medium may be used to harm people in hostile 

and deliberate ways if not management do not monitor employee online behaviour)  

Training and 

development  

❖ Reduced training cost  

❖ Greater training effectiveness  

❖ Continuous skill enhancement and self-directed 

learning  

❖ Facilitates knowledge sharing among team members 

with diverse expertise  

❖ No positive effect on learning or development (e.g., skills to be learned are not 

transferred to the job)  

❖ Unequal access or usage (e.g., those who do not use social media have fewer 

opportunities for training and development)  

❖ Potential risk of accessing dubious or incorrect information. 

Knowledge sharing  ❖ Fast and inexpensive discrimination of information 

❖ Easy sharing of knowledge from few to many  

❖ Unequal access or usage (e.g., those who do not use social media have less 

opportunity to share)  

❖ Too much information (e.g., work time consumed with reading social network 

posts) 

❖ Quick spread of negative information (e.g., co-workers learn of an employee’s 

serious medication condition)  

Branding and 

marketing  

❖ Ability to reach new customers 

❖ Customer loyalty enhancement 

❖ Increased time savings and cost efficiency  

❖ No relevant effect on customers metrics (e.g., investment in social media does not 

generate rise or customer growth). 

❖ Hidden costs with maintenance of media (e.g., staff time to monitor social network 

site and constantly provide fresh content) 
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Organizational Use Potential Benefits Potential Risks 

Creativity and 

problem solving  

❖ Increased problem-solving accuracy and speed 

❖ Innovation spread throughout the organization with 

minimal effort  

❖ Consensus process slows decision making (e.g., the more people involved in 

decision making, the more time needed to resolve an issue) 

❖ Consensus leads to pursuit of poor choices; lack of critical thinking (e.g., 

groupthink or an influential employee generating support for a bad idea)  

Influencing 

organizational culture/ 

change  

❖ Enforcement of organizational culture  

❖ Culture change through communication  

❖ Broad resistance to organizational change (e.g., employees bond together to resist 

change) 

❖ Facilitation of undesirable company culture (e.g., employee use of social media to 

form coalitions counter to the organization’s culture)  

Performance 

management  

❖ Used for appraisals and development of performance 

objectives for  

employees  

❖ Used as a performance indictor (e.g., time spent by 

employee may be an evidence of procrastination) 

❖ Can be used as a tool to disseminate the overall 

organizational and employee goals  

❖ Concern about leakage of information or disclosure of confidential information  

Sources: Lee (2013); Yokoyama (2016) 
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2.4 Conceptual Definition of Employee Engagement 

As discussed in Section 2.1 regarding the meaning of social media, it is important to know 

about the meaning of employee engagement in order to have a clear understanding of the 

impact of internal social media on employees’ level of engagement in the workplace, which is 

elaborated in Section 2.5. 

Kahn’s (1990) widely cited paper defined employee engagement as the psychological condition 

whereby employees can be engaged in three different components, namely, physical, 

emotional, and cognitive. Truss et al (2006), however, offer a different view and construe 

employee engagement as a ‘passion for work’ which results from motivational drivers. 

May et al (2004) indicated that employee engagement is a flexible application of employee 

emotions and behaviours. Cha (2007) defined employee engagement as the active involvement 

of employees in their role in a physiological, cognitive, and emotional state. Wellins and 

Concelman (2005) maintain that engagement is a combination of employee commitment, 

loyalty to the organization, improving productivity, and ownership. Bakker (2011) added that 

engagement is when an individual is in a positive and highly awakened emotional state with 

two characteristics: energy and involvement. However, in the context of this study engagement 

is defined as a state or extent to which employees are involved and committed affectively, 

intellectually, and socially to their role and the organization.  

In the business context, employee engagement is acknowledged and accepted to have 

multidimensional constructs, as suggested by Khan (1990). Building on the work of Kahn 

(1990), Alfes et al (2013) introduced an engagement scale that consists of three dimensions: 

Intellectual, Social and Affective (ISA). The three dimensions of employee engagement are 

similar to that of Kahn (1990) and Schaufeli et al (2002) employee engagement facets which 

involve “a physical-energetic (vigour), an emotional (dedication), and cognitive (absorption) 

component” (Schaufeli, 2013, p.9). These dimensions of employee engagement are used in the 

workplace to determine the employee level of engagement. The ISA scale shapes an 

employee’s mental ability, satisfaction, perception and commitment and can be measured using 

different instruments (Truss et al, 2006). However, the definition of intellectual/cognitive 

engagement varies slightly in different fields. Within the organization context, many authors 

have defined intellectual/cognitive engagement. Among them are Schaufeli et al (2002) who 

define intellectual/cognitive engagement as a state where an employee is mentally present and 

focused on their job activities, and which has been considered as positive, satisfying and 
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persistent mental state. Sundaray (2011) defined intellectual/cognitive engagement as the 

perception employees have about the company, workplace culture and its management/leaders. 

Research in the education field defined intellectual/cognitive engagement as a physiological 

process that involves the attention, effort and interest that a student puts in during learning 

(Marks, 2000). Newmann et al (1992) also defined intellectual/cognitive engagement as a 

psychological investment and effort that a student puts towards learning activities, 

understanding, skills and mastering of knowledge that academic work aims to promote. 

Allen and Meyer (1996) defined affective engagement as an internal engagement which 

involves individual feeling and emotion. In addition, Agyemang and Ofei (2013) see affective 

engagement as an individual emotional attachment to, identification with and involvement in 

the organization, hence, resulting in a stronger belief about achieving organizational goals and 

values. In addition, Affective engagement involves an individual employing more effort on 

behalf of the organization and consists of three subcomponents, namely: (1) emotional 

attachment employees have about the organization; (2) sense of belonging in the organization; 

and (3) employee involvement in the organization, while Social engagement is defined as the 

degree to which an individual is socially connected to their work environment and shares 

common values with others; it is an individual experience of connectedness with colleagues 

(Soane et al, 2012). In this study employee engagement is defined as a new concept relating to 

positive psychology of the employees which contributes to the positive operational and 

experiences in work-related contexts (Mauno et al, 2007). 

Moreover, employee engagement and its significance have attracted much research attention 

in academic fields and in work organizations, as many organizations struggle to find, engage 

and retain their workforce in a competitive job market. Richman (2006) indicated that engaged 

employees have high level of involvement and attachment to their organizations. Cummings 

and Worley (2008) explained that the involvement of employees tends to increase employees’ 

input in the decisions that affect the performance of the organization and the wellbeing of the 

employee. MacLeod and Clarke (2006) argue that engagement through the heart of the 

organization relationship that exists between employees and employer can be a key to 

unlocking productivity and to transforming the working lives of many in the organization. 

MacLeod and Brady (2008) support this viewpoint and state that engaged individuals are 

emotionally connected, involved with enthusiasm and willing to exert greater discretionary 

effort in their work. Similarly, Harter et al (2002) state that the engaged employee will typically 

demonstrate initiative, proactively seeking opportunities to contribute, and be willing to share 
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information with colleagues while speaking up for the organization. Goldwasser and Edwards 

(2014) suggested that it is often important when an organization can enhance proactive 

employees who demonstrate initiative and are enthusiastic to go the extra mile beyond their 

normal duties; these employees become dedicated and committed to their work, which ensures 

they are hardly absent from work, become loyal to the organization and therefore are easier to 

retain (Goldwasser & Edwards, 2014).  

2.5 Conceptualization of Internal social media and Employee Engagement  

2.5.1 Employee engagement and internal social media  

Numerous literatures seek to emphasise the importance of internal social media for engagement 

within the workplace (Bondarouk et al, 2016; Parry & Solidoro, 2013; Marler, 2009; Qteishat, 

2014; Huang et al, 2012). Many authors have maintained that internal social media can enhance 

employee engagement and performance (Parry & Solidoro, 2013; Parveen et al, 2016). There 

is an opinion that using internal social media for employee engagement can help enhance 

organizational brand image (Groysberg & Slind, 2012). Dutta (2011) claims that the adoption 

of internal social media for employee engagement increases collaboration, breaks down 

barriers that hinder the flow of information in the organization, and creates a culture of 

openness and transparency, as well as potential productivity gains across business activities 

such as recruitment, customer relationships, channelizing best talent, competitive intelligence 

and enhanced decision making. 

Britt et al (2005) found that the employees having higher level of engagement and dedication 

to the organization and the work, often are negatively influenced by different negative events 

occurring within the business environment. In such cases, the provision for an effective and 

congenial environment is required. Caldwell and O’Reilly (1990) assessed the implications of 

organizational pressures and different forms of uncertainties that influence the motivational 

concerns of the employees in different perspectives. Chalofsky and Krishna (2009) argued that 

engagement showed by the employee has been associated with both intrinsic factors. Previous 

studies have shown that intrinsic motivations such as enjoyment and commitment play a crucial 

role in motivating users to share online (Wamba et al, 2017), for example, on internal social 

media.  

Internal social media drives the entire work environment to collaborate, give or collect 

knowledge within the workplace. In the recent times, internal social media, especially built by 
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the organizations, circle knowledge across various units. Leonardi (2015) states that increased 

internal social media usage may play a key role in enhancing employees’ engagement, 

communication, innovation capabilities, collaboration and retention. Leonardi (2015) explored 

the relationship between internal social media usage and employee engagement within the 

organization. The results showed that the greater the self-reported usage of internal social 

media, the greater the levels of self-reported employee engagement. Internal social media is an 

exclusive platform incorporated by organizations for their employees to connect among 

themselves and create an internal network to share ideas (Buettner, 2015). Internal social media 

can be a major variable of study to elucidate the effect on knowledge exploitation. Though 

intense studies have been put forth to analyse the benefits of social media on organization 

performance (Haddud et al, 2016; Agostini et al, 2017), internal social media is associated 

positively with employee engagement and self-reported competence (Haddud et al, 2016). 

Notably, studies have also claimed that internal social media can be a means by which 

organizations can establish dialogue and relationships between employees and employer 

(MacLeod & Clarke, 2009; Kahn, 1990). Rees et al (2013) added that employee engagement 

is all about establishing a good relationship between employee and employer and social media 

platforms provide a new avenue for building relationships within the organization (Parry & 

Solidoro, 2013). 

Furthermore, as a critical enabler of engagement, internal social media create the conditions in 

which employees offer more of their capability and potential and show active and positive 

behaviour towards their work, which help to integrate employees into the organization’s culture 

and provide the opportunity to create a sense of community (Shutan, 2017). Internal social 

media have encouraged a more flexible communication and collaborative approach and have 

been used to encourage individuals to voice their opinion directly rather than as a collective 

voice within the workplace (Bryson et al, 2006). Providing a platform were employees feel free 

and motivated to nurture ideas would lead to an increased level of commitment and 

performance (Saone et al, 2012). Today, there is an emphasis on maximizing employee 

engagement in organizations and promoting a more inclusive culture where employees are 

encouraged to present their points of view. Thus, employees develop these emotions when they 

are given the freedom to contribute to the organization’s goals through informed opinions, 

ideas and suggestions (Martin et al, 2015) via internal social media. These innovative 

contributions are at times based on the knowledge obtained by being part of a socially 

connected online network within the workplace (Martin et al, 2015). Parry and Solidoro (2013) 
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added that the use of internal social media to engage employees brings effective interaction 

that encourages knowledge sharing and easy problem solving and facilitates employee 

communication in a more organized manner. Marcia and McCorkindale (2013) suggest that 

businesses that want to streamline internal communications and engagement initiatives may 

take a step forward and consider the use of social media platforms internally. Internal social 

media has a unique ability to pull users in, getting them to share content willingly; this in turn 

adds greater value to an organization by fostering creativity and collaboration amongst 

employees, streamlining goals and energizing employees to actively participate in the 

organization’s affairs.  

2.6 Literature Summary  

The above analysis explores the influence of internal social media on employee engagement. 

Much literature indicated that employees’ usage of internal social media contributes to an 

improved level of perceived transparency of the organization, as a result, leads to employee 

engagement. It is vital to understand the role of internal social media may play in nurturing 

employee engagement. The applications of Internal social media provide employees with an 

convenient way to communicate and exchange personal and professional information with 

other colleagues; it also enhances relationships between colleagues and improves the 

individuals’ and organizations’ knowledge base. The effective use of internal social media can 

result in increased employee engagement. These advantages may lead to more innovation and 

greater productivity (Buettner, 2015). Organizations need to be aware of the barriers for 

internal social media adoption and psychological engagement conditions on internal social 

media usage. Furthermore, much has been written and discussed on employee engagement and 

internal social media separately, but very few studies have analysed practical links between 

employee engagement and internal social media usage within airline companies. The topic is 

further explored in the following research context by examining the activities of internal social 

media for employee engagement within airline companies. 
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2.7 Research Context 

The following sections examine case examples of use of internal social media within the airline 

companies chosen for comparison. It draws on multiple sources of evidence from different 

airline companies to illustrate how and why airline companies use internal social media for 

employee engagement. The sections also discuss the 8C framework of internal social media 

activities used by airline companies. The case example evidence could lead to a better 

understanding of various key activities that are carried out on the internal social media of these 

airline companies to engage with employees, and also challenge prevailing assumptions and 

beliefs about the negative impact of social media usage in the workplace and its impacts on 

employee performance.  

2.8 Airlines’ Use of Internal social media to Improve/Enhance Employee 

Engagement 

Human resources (HR) leaders in today’s global organizations with dispersed workforces, as 

in the airline sector, face these key challenges: creating a culture of transparency, eliminating 

hierarchy and democratizing decisions; improving employee inclusion and engagement 

(SHRM, 2018). Much research has indicated lack of efficient and effective collaboration, 

timeless information and communication challenges among dispersed workforces (Tenzer et 

al, 2014; Friesl & Silberzahn, 2012; Monalisa et al, 2008). It can be challenging to collaborate 

and communicate across teams made up of employees with different shift patterns and work 

locations. An organization where employees are not involved, committed, energized and 

psychologically present can be challenging and can negatively affect employee performance. 

The implications of disengaged employees are far-reaching for many large organizations, more 

especially airline companies. Implications such as lower output, lack of morale and high 

employee turnover influence organization productivity (Wynen et al, 2018). Changes in the 

workplace environment with the introduction of new media are driving the need for more 

efficient and effective employee engagement (Parry & Solidoro, 2013). The effective use of 

internal social media plays a vital role in enabling communication and collaboration among 

employees (Haddud, 2016; Gaál et al, 2015; Parry & Solidoro, 2013). The use of use internal 

social media to improve internal communication gives employees a single platform for 

communication. This type of platform implies that work and sharing of information are 

seamlessly integrated into an organization's already existing enterprise, bringing people 

together and allowing communication to happen where and when needed. Research shows that 
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airline companies are harnessing the potential of internal social media for effective employee 

engagement to gain valuable opportunities for communication and knowledge sharing (Kelly, 

2019; Brumberg; 2018; Louwers, 2016; Bashford, 2011). Given the exceptional influence of 

internal social media, organizations such as airline companies are increasingly trusting it as a 

medium for effective employee engagement (Naim & Lenka, 2017). Research indicates the 

main eight activities of employee engagement on internal social media within the airline 

companies to be communication, creativity/collaboration, customer problem solving, 

content/information sharing, customer feedback/complaint notification, competition and 

incentives, community of practice and crowdsourcing (Ewing et al, 2019; Haddud, 2016; Parry 

& Solidoro, 2013). These 8Cs of internal social media activities reflect the airline companies’ 

idea of an engagement tool available to influence and engage employees. The activities 

streamline goals and energize employees to activity participate and engage in the 

organization’s affairs, which in turn reinforces organizational values, culture and beliefs 

(Ewing et al, 2007). 

Figure 2.1 shows the eight main internal social media activities of airline companies that 

engage employees and provoke responses. 
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Figure 2.1: The 8Cs of internal social media activities used by companies for employee 

engagement 

(Source: Originated by this researcher) 

 

In determining the right way to engage employees effectively in their work using internal social 

media platforms, a toolbox called activities of internal social media has been created. The 

elements of the activities of internal social media are known as the eight Cs: communication, 

creativity/collaboration, customer problem solving, content/information sharing, customer 

feedback/complaint notification, competition and incentives, community of practice and 

crowdsourcing. As Table 2.3 shows, each of the Cs is an activity that can be run on different 

companies’ internal social media platform. The idea of the internal social media activities for 

employee engagement in this context is an internal communication activity which is a 

fundamental part of all work interactions within an organization that coordinates, motivates, 

energizes and empowers employees, which occurs at all levels within an organization, and 

directly affects employees’ performance and the organization’s productivity. Moreover, it is 

important to highlight that one internal social media activity may not be sufficient to engage 
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employees internally. Therefore, organizations within the airline sector may need to include 

multiple activities to create effective and superior employee engagement which will enable 

employees to adopt and use the platform.  

Moreover, in accordance with Leonardi et al (2013), employees can do different activities on 

internal social media such as communicating messages with specific colleagues in the 

organization, indicating or revealing a colleague as a communication patterner, running digital 

focus groups and training. Other activities also include editing, posting, viewing messages and 

connecting with colleagues at any time of choosing. Lee and Xue (2013) highlighted that the 

ability to communicate issues, solutions and insights on internal social media leads to employee 

empowerment and fostering of innovation. Moreover, the implementation of internal social 

media can provide top management direct access to suggestions posted on the platforms, which 

will help in decision making processes. Top management can simply search for, identify and 

consolidate employees’ skills to match a specific company project requirement (Lee & Xue, 

2013). Holtzblatt et al (2013) claim that internal social media tools improve employees’ social 

capital by enhancing employees’ connection, reinforcing existing ties and expanding social 

networks within the workplace. An organization can gain numerous advantages from 

implementing and using internal social media (Lee & Xue, 2013), for instance, “employees 

remain focused on corporate objectives and can share resources and information easily and 

effectively” (Haddud et al, 2016, p.6). Additionally, Tierney and Drury (2013) state that the 

use of internal social media enables a process that provides a single and easily findable platform 

that helps to reduce the issues of employees working in isolation. A study by Haddud et al 

(2016) on the impact of internal social media usage on employee engagement has demonstrated 

that the increased use of internal social media may play an important role in enhancing 

employees’ collaboration, communication and innovative capabilities; the idea is that more 

engaged employees can communicate and manage their work tasks more effectively, align their 

work goals more with the overall organizational goals and strategies. If the adoption and usage 

of internal social media leads to more engagement, then it seems likely that there will be a 

corresponding improvement in areas such as: productivity. (Haddud et al, 2016, p.6). Using 

these viewpoints, an internal social media activity common to all businesses, more especially 

the airline companies, was identified and divided into primary activities, as described in Table 

2.3. 
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Table 2.3: The 8Cs of internal social media activities  

The 8Cs  Meaning / Concept  Usage and application  Authors Organizational case examples  

Communication  Communication is defined as a 

process of transmitting information 

whereby individuals give or receive 
information from one another about 

their needs, desires, knowledge, 

perceptions or affective states” 

(Beattie & Ellis, 2014). In the 

airline environment, 
communication is seen as a means 

by which employees (air crew, 

ground crew and management) 

connect with each other to receive 

and share information related to 

safety, customer issues, employee 
issues, social activities and other 

aviation activities through different 

or specific communication 

platforms.  

With the general adoption of internal social 

media within the airline industry, internal 

social media is a powerful and efficient 
communication medium used by airline 

companies to directly interact, communicate, 

share corporate news, channel employees’ 

comments related to work activities, 

programmes or policies through corporate 
Facebook, Google+, YouTube, Twitter, 

LinkedIn and Yammer, thus allowing bottom–

up communication. 

Ewing et al 

(2019)  

Airline companies such as British 

Airways, Virgin Atlantic, American 

Airlines, Arik Air, United Airlines and 
RewandAir use internal social media to 

facilitate communication across the 

organization, employees express their 

opinions and ideas, by communicating 

and messaging, employees feel more 
connected with one another and the 

organization and better communicate 

about work-related issues to improve 

the efficiency of the organization.  
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Creativity 

collaboration / 

Collaborative 

creativity  

Creative collaboration describes a 

relationship between two or more 

persons with a common purpose of 

creating new objects through 

certain ideas and shared 
understanding of something new 

and a common goal.  

It is also the art of bringing people 
together to explore emotions, 

themes, characters, both positively 

and negatively, in a normal course 

of action. Taking initial thoughts on 

an entire journey; delving deep into 
concepts and running with ideas 

until a natural stop is reached.  

With the use of internal social media in airline 

companies, employees with a common purpose 

and interest come together to create new ideas 

and share understanding of common goals. For 

example, employees use internal social media 
such as corporate Facebook, Google+ and 

corporate WhatsApp to form formal or 

informal groups with people of common 

interest to come together and come up with 

new ways to improve services and customer 

experience.  

Railean et al 

(2015) 

The use of internal social media as one 

of the strategies that virgin airline uses 

as a means of collaboration increases 

employee engagement, Employees 

with common interest come together to 
share ideas, disseminate company 

news, share users’ message through 

video or picture, solve real-time 

problems and collaborate more freely 

with their colleagues: this facilities 

interaction, participation and 

engagement among groups.  

Customer 

problem solving  

The act of defining a customer 

problem, determining the cause of 

the problem; identifying, 

prioritizing and selecting 
alternatives for a solution; and 

implementing a solution. 

Airline companies use internal social media for 

support seeking and solving customer 

problems, by allowing employees to share 

great ideas, post news, ask questions and share 
links. For example, employees put out 

problems on internal social media related to 

customers issues and allow colleagues to come 

up with different ideas on how to solve the 

problems.  

Moro and 

Rita (2018) 

In airline companies such as British 

Airways, Virgin Atlantic, Arik Air, 

American Airline, internal social 

media plays a vital role in keeping 
employees informed about work-

related problems, through internal 

social media, it creates opportunity for 

employees to share solutions and 

exchange ideas on customers issues 

such as customer flight booking, lost 
bag enquiries and other related work 

issues, which helps to create 

efficiencies for getting tasks done. 
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Crowding 

sourcing 

A practice of engaging a group of 

people with common interest and 

different specialties via an online 

medium to collectively contribute 

ideas or expertise to a cause or 

project.  

With the help of internal social media airline 

companies create an online community of 

employees who genuinely and collectively 

contribute their ideas and expertise towards 

innovation, problem solving or completing a 
work-related task. These online communities 

allow employees from different departments, 

divisions and locations to share their ideas and 

expertise or news relevant to them.  

Prpić et al 

(2015) 

 

Estellés-

Arolas and 
Guevara 

(2012) 

 

Ikediego et al 

(2018) 

Through internal social media Virgin 

Atlantic and Arik Air improve 

collaboration and increase knowledge 

sharing among employees across the 

organization and geographies, which 
gives employees faster access to 

internal experts, making knowledge 

sharing and management easier and 

less expensive.  

Competition 

and incentives 

A process by which two or more 
people in an organization try to gain 

something or compete for an 

incentive, aimed at engaging, 

motivating, and inducing 

employees to work harder.  

Airline companies embrace internal social 
media to incentivise employees by engaging 

them in healthy and friendly competition. 

Employees are engaged in some activities such 

as polls, contests, questionnaires, special deals 

and promotions, as well as photo caption 

contests, creating a best-comment competition, 
a play-to-win game, vote-to-win and like-or-

comment to win. These competitions also 

allow employees to show support for their 

colleagues by internally voting for them, which 

in turn inspires employees, motivates, boosts 
engagement, and creates interpersonal 

connection between employees.  

Lubienski 
and Lee 

(2016) 

Virgin Atlantic uses internal social 
media such as Workplace by Facebook 

to connect and interact with employees. 

The interactive platform is used for 

competitions that allow employees to 

like contents and win prizes, 

maximizing all opportunities to build 
employee engagement internally in a 

fun and unique way, helping employee 

to learn from one another by discussing 

important topics, share opinions and 

content openly, in turn building 
enthusiasm and support amongst 

employees. 
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Customer 

feedback and 

complaint 

notification  

Positive and negative expressing of 

satisfied and unsatisfied 

action/event experienced by 

customers which serves as a 

valuable source of feedback to the 
organization that can be used to 

evaluate services.  

Internal social media are used by airline 

companies to disseminate customer feedback 

and complaints by notifying employees of 

customer satisfaction and dissatisfaction, 

aimed at enlightening employees to understand 
customers’ experience and learn, solve and 

correct past mistakes to keep employees 

enthusiastic and engaged.  

Behrens 

(2018) 

 

Cao (2016) 

In KLM, teams make use of Yammer 

to report challenges, share innovative 

new ideas and streamline business 

processes, as well as suggestions, 

customer feedback, questions, reports 
of problems, and receive responses, 

within 24 hours, significantly 

increasing response time and business 

agility. 

Content and 

information 

sharing  

A distribution of webpage content 

and information across channels 
with the aim of building 

engagement.  

Airline companies make use of internal social 

media for content and information sharing, by 
providing content on a regular basis, such as 

posts, photos, videos, comments, and 

newsletters, helping employees to get quicker 

information.  

Karen et al 

(2016) 

 

Bokunewicz 

(2013) 

British Airways, Virgin Atlantic, Arik 

Air, American Airlines, KLM and 
United Airlines use internal social 

media to keep employees informed and 

involved in its activities; the companies 

use the platform to empower 

employees to share their own stories, 

and regular updates; and encourage 
employees across the organization to 

share and comment on content and 

questions.  
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Community of 

practice 

A group of people with the same 

interest or discipline who share a 

concern, passion, set of problems or 

topic, aim at fulfilling both 

individual and group goals. 

Learning that happens among 

practitioners in a social 

environment. 

Internal social media, such as Google+, is used 

by airline companies to encourage and bring 

together groups of employees who have a 

common interest in a specific aviation issue. 

These groups of people regularly share 
information and exchange knowledge, develop 

their professional skills, solve problems, help 

retain talent in the organization and actively 

work on advancing the general knowledge of 

the airline business.  Communities of practice 

within the airline sector have much longer life 
than project teams, as they drive a long-term 

strategic plan and promote best practices 

within the organization, as well as helping to 

build a sense of belonging within networks.  

Li et al 

(2009) 

 

Wenger 

(2000) 

British Airways implemented and 

adopted a digital workplace platform, a 

mobile intranet solution Unily, to 

communicate with employees. The 

digital platform operates on a personal 
and individual level, where team 

members can host personal and 

professional interactions through 

internal social media. The platform is 

used as a tool for group 

communications, fostering interaction 
and knowledge sharing through strong 

online community. Group members, 

often practitioners and experts, pursue 

their interests through developing and 

maintaining core collective knowledge 
and ideas that they take back to their 

practice to enhance work performance.  

(Source: Originated by this researcher) 
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Furthermore, the 8Cs provides an insight that internal social media use is impactful on 

employee engagement and performance. It helps in facilitating innovative management and 

better communication, engagement, and performance improvement through open 

communication and interaction from employees with different skill sets, which promotes 

innovation, strengthens existing ties, and enhances employees’ connection to the organization 

(Holtzblatt et al, 2013). This gears them towards developing a sense of belonging and 

encourages employees to voicing behaviours, thus contributing to employee engagement, 

which in turn improved employee motivation, decreased employee turnover, improved 

employee physiological and social wellbeing and increased organizational productivity and 

profit. 

2.9 Case Study Examples of Internal Social Media for Employee Engagement  

In this section, the study analyses some airline companies’ use of internal social media for 

employee engagement, discussing how selected airline companies use some of the 8Cs of 

internal social media activities practically to engage employees. These selected airlines 

companies have presence both in Nigeria and the UK. 

2.9.1 American Airlines  

American Airlines adopted podcasting to communicate with its 122,000-plus employees. 

Podcast as an engaging platform is used by the organization to explain policy changes, 

navigating turbulent topics, and providing a glimpse into strategic direction. Management use 

the medium to communicate and answer employee questions regarding their business 

operations (Brumberg, 2018). 

2.9.2  United Airlines 

United Airlines is a large company, with different people working different shifts, in different 

time zones, communication is sometimes an issue for them. The company believes that 

leveraging employee advocacy can effectively deliver multiple benefits for its brand. As social 

media is 24/7, they rely on their blog to connect, communicate, and inform the 90,000 

employees who work in numerous markets across the globe. United Airlines leverage employee 

advocacy leading to big business benefits internally and externally (Anon, 2018).  
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2.9.3  KLM Royal Dutch Airlines 

KLM deployed enterprise internal social media to improve communication between teams and 

enable faster decision making, helping to improve business processes. With more than 9,000 

cabin crew members and back-office staff. KLM crew make use of Yammer on their mobile 

devices to engage and communicate in a seamless, real-time network to provide feedback for 

back-office employees or ask questions and receive answers (Brubaker, 2018), For example, 

when there are issues or a shortage of items on certain flights, a cabin crew member may post 

the issue on Yammer and the issues would be resolved very quickly. Over 5,000 employees 

post more than 100 new posts per week. Yammer is filling a real need for unified 

communication that helps employees work together as an efficient network. Teams make use 

of Yammer to report challenges, share innovative new ideas and streamline business processes, 

as well as suggestions, customer feedback, questions, reports of problems, or receive responses, 

within 24 hours, significantly increasing response time and business agility (Louwers, 2016). 

Additionally, cabin crews often share engaging experiences that strengthen the pride the brand 

takes in providing exceptional service, and brainstorm on how to arrange special initiatives for 

customers. Due to the use of this internal social media platform (Yammer), KLM Inflight 

Services achieves tangible improvements in customer service and business efficiency 

(Louwers, 2016).  

2.9.4 British Airways 

One of the biggest challenges British Airways had was to unite a disparate workforce, from 

cabin crew and engineers to baggage-handlers and back-office staff. Newer forms of 

communication, such as social media and apps, were used as a key part of the brand’s strategy 

to improve internal communication (Bashford, 2011). British Airways use internal social media 

to ‘engage, inform, connect and share ideas’ with its 44,000 employees from all corners of the 

globe. British Airways adopted a digital workplace platform, a mobile Unily intranet solution 

to communicate with employees, and provide more consistent and effective high-quality 

delivery of services to its customers. Unily platforms operate on a personal and individual level, 

where team members can host personal and professional interactions through email, video and 

other internet or social media interactions; the platform can also be used as a tool for group, 

company-wide communications. Thus, this helps relationships between people whether they 

are in the next room, country, or continent. In addition, the use of internal social media is a 

significant communication platform for British Airways which also operate in Nigeria: the 
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subsidiary company uses intranet and WhatsApp to interact, build relations, communicate, and 

share information with employees, which help to boost engagement. The use of internal social 

media enhances the performance of its employees and reinforces company culture to increase 

business outcomes. 

2.9.5 Virgin Atlantic 

Virgin Atlantic uses social media such as Yammer, blogging and Workplace by Facebook to 

create adverts using a short video on digital signage or a gif to drive traffic to messages. Virgin 

Atlantic uses Workplace by Facebook to connect to some 10,000 employees, of which 70% are 

out of the office and most of the time out of the country (the UK). Workplace by Facebook 

helps Virgin Atlantic to publish news, send messages, create videos and interact with 

employees. The interactive platform is also used for competitions that allow employees to like 

contents and win prizes. In addition, Virgin Atlantic uses technology such as iPads to monitor 

and manage employee performance on the flight deck. Performance information is loaded 

directly to the tablets, which allows pilots to use iPads to monitor and manage their 

performance, which is being integrated into flight procedures.  

2.9.6 Arik Air 

Arik Air is a Nigerian-owned commercial airline which operate both international and domestic 

flights. The company recognizes the importance of maintaining good communication and 

employee engagement, therefore the company uses internal social media such as intranet to 

facilitate open communication between teams and between managers. The use of internal social 

media enables managers to communicate more actively with employees; this offers a dynamic 

way of connecting and informing employees which helps to enhance a strong line of 

communication. Most Arik Air employees work on a shift pattern; thus, it can be difficult to 

reach them instantly through traditional electronic channels such as email. Employees use their 

personal mobiles to stay connected to the business.  

2.9.7 RwandAir 

RwandAir operates domestic and international services to East Africa, Central Africa and West 

Africa; the airline has an established presence in Nigeria. The company uses internal social 

media network for internal communication which allows for instant communication with 
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employees; staff are equipped with relevant information that can easily help them address 

issues about flights, new rules and procedures, or any work-related problems. Internal social 

media creates a unique voice and a safe place for employees to receive information that they 

need to enhance performance and stay engaged with the organization. 

2.10 Research Context Summary  

Today, there is an emphasis on maximizing employee engagement in airline companies. As 

discussed above, airline companies are turning to internal social media to boost engagement 

and build friendlier workplace cultures, especially those with a large proportion of remote 

employees. The utilization of internal social media helps to pull users in and get them to share 

content willingly to facilitate healthy communication across channels, regions and hierarchical 

levels. Within the airline companies, access to the internal social media is restricted to members 

of the organization and guided by policies and procedures allowing employees to generate 

content and voice opinions, hence helping to enhance their engagement. It has been shown that 

internal social media within the airline companies as a tool for employee engagement can play 

an effective role to support the engagement of employees. The airlines mentioned above have 

successfully integrated internal social media strategy within their organizations to increase 

levels of employee engagement. These airlines have managed to increase the flexibility of 

interaction and communication among their employees. The integration of different internal 

social media platforms proves to be helpful for the organizations as internal social media open 

new avenues for employees to communicate and collaborate with one another, which would 

not have been possible without social media technology. Hence, with this new ability to 

communicate with one another via different internal social media platforms, employees quickly 

began to maximize their performance and creativity. Therefore, choosing the right internal 

social media platforms to enhance employee engagement is important as the medium has 

worked to foster a cohesive culture among the airlines’ thousands of employees by allowing 

them to be involved with one another.   
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CHAPTER THREE: THEORETICAL FOUNDATION AND 

CONCEPTUAL FRAMEWORK 

3.0 Introduction 

This chapter examines different theories proposed to explain individuals’ acceptance of 

technologies and their intention to use a technology. The chapter also discusses the TAM model 

as the theoretical foundation underpinning this research. TAM is extended and discussed to 

clearly explain and predict the underlying factors influencing airline employees in their 

intention to use internal social media for work purposes. Two main TAM constructs and 

additional constructs are discussed in more detail. 

3.1 Theories Underpinning Individual Technology Adoption and Usage  

According to Wade (2009), there are various theories and models in IT research. These theories 

have been applied to study the adoption of IT innovation – among the models are: Theory of 

Reasoned Action (TRA) (Ajzen & Fishbein, 1980), Theory of Planned Behaviour (TPB) 

(Ajzen, 1985), Technology Acceptance Model (TAM) (Davis, 1989), Model of PC Utilization 

(Thompson et al, 1991), Motivational Model (Davis et al, 1992), Social Cognitive Theory 

(Brown, 1999), Extension of the Technology Acceptance Model (TAM2) (Venkatesh & Davis, 

2000), Diffusion of Innovation (DOI) Model (Rogers, 2003) and the Unified Theory of 

Acceptance and Use of Technology (UTAUT) (Venkatesh et al, 2003). This study focuses only 

on theories of technology adoption because these theories establish the foundation for 

conducting research on factors that can influence individual acceptance and adoption of 

technology. The most used models in IT adoption and acceptance include: TAM (Davis, 1986; 

1989; Davis et al, 1989), TAM2 (Venkatesh & Davis, 2000), TPB (Ajzen, 1985, 1991), 

UTAUT (Venkatesh et al, 2003), DOI (Rogers, 1995) and the Technology, Organization and 

Environment (TOE) framework (Tornatzky & Fleischer, 1990). These theories have been used 

over the years by various researchers in different contexts to elaborate on the rationality of 

individuals when they adopt and use a certain technology (Chen et al, 2017). After reviewing 

all the models of technology adoption, this study discusses the main, important models used to 

study technology adoption at the individual level: this means that TAM, TAM2, TPB and 

UTAUT are examined briefly in the following section and TAM is discussed as the research 

framework for the novel technology of internal social media for employee engagement.  
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3.1.1 Technology Acceptance Model (TAM)  

The origin of TAM can be traced back to TRA (Ajzen & Fishbein, 1975, 1980). It is a theory 

that explains the various phases of the technology innovation process. According to TRA, 

behavioural intention of an individual affects their actual behaviour. Davis (1989) used TRA 

to examine the link between factors of affections, perception and usage of technology and he 

developed TAM from his findings. The TAM model is the idea that an individual’s acceptance 

of a technology is influenced by their attitude to using the system. It consists of two main 

constructs: Perceived Usefulness (PU) and Perceived Ease of Use (PEOU), and these constructs 

ascertain a user’s attitude towards a particular technology usage, which in turn, influences 

usage intention to use the technology (Davis, 1989). The TAM model was used for adoption 

of technologies in the context of online shopping and the study of the effect of enjoyment and 

trust (Sánchez-Prieto et al, 2017). The theory has been widely supported and recognized in 

numerous studies and proved to be valid and reliable in explaining technology acceptance and 

usage (Davis & Venkatesh, 1996; King & He, 2006), across levels of user expertise (Gefen, 

2002) and across various contexts including social networks (Hossain & de Silva, 2009). 

Although TAM had focused on the perception of usefulness and convenience of technology 

adoption (Luarn & Lin, 2005; Lai & Zainal, 2015). TAM attempt to help researchers and 

practitioners to understand why a technology or system may be acceptable or unacceptable. 

TAM is most extended and tested in the study of technology adoption (Sánchez-Prieto et al, 

2017; Teo et al, 2008; Venkatesh & Davis, 2000; Lai, 2016) to provide a better understanding 

of what influences individual users of technology in different situations; for example; Moon 

and Kim (2001) added a new variable ‘playfulness’ to study acceptance of the world wide web. 

Lim (2000) proposed to modify TAM by adding variables like experiences self-efficacy, 

perceived risk and social influence. Van der Heijden (2000) added two new constructs to TAM: 

perceived entertainment value and perceived presentation attractiveness to study user adoption 

of technology In addition, Chau and Hu’s (2001) comparison study of three technology 

adoption models – TAM, TRA and TPB on intention to use and adopt technology in a 

professional setting indicated that TAM was superior to TPB in explaining individual intention 

to adopt and use technology. Han (2003) as well as Lai and Zainal (2014, 2015) noted that 

using TAM capability was favourable compared with TRA and TPB. As TAM is derived from 

the theory of TPB and TRA, it is expected that it should explain or predict actual behaviour 

more accurately than TPB and TRA. Thus, the comparisons of the study confirmed that TAM 

was more flexible to use across different research settings. While TAM has been criticized on 
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several grounds, it serves as a useful general framework and is consistent with several 

investigations into the factors that influence employee’s adoption and use of technology. 

Similarly, it is the most common ground theory of technology adoption among human resource 

information system literature (Menant et al, 2021; Jones et al, 2010). Therefore, it is appropriate 

to use TAM in this research to study the internal social media adoption within the context of 

employee.  

3.1.2 Technology Acceptance Theory 2 (TAM2) 

According to the TAM model, technology behavioural intention to use results from technology 

adoption and actual use. Scholars have made significant and prolific efforts to extend TAM by 

introducing new variables to hypothesise various relationships between constructs (Lee et al, 

2003). TAM2 was developed by Venkatesh and Davis (2000) and derived from TAM. Due to 

limitations in relation to low level of explanatory power (R²), two processes were incorporated 

into the model: social influence (comprising Subjective Norm, Voluntariness and Image) and 

cognitive process (comprising Job Relevance, Output Quality, Result Demonstrability and 

Perceived Usefulness) for the purpose of capturing the social influence that requires an 

individual to use technology (Venkatesh & Davis, 2000). This extended TAM version (TAM2) 

explained 40%–60% and 34%–52% of variance in Perceived usefulness and Intention to use, 

respectively (Venkatesh & Davis, 2000). However, the two processes, social influence and 

cognitive process, were vital to the study of individual acceptance. Furthermore, the extended 

TAM models had drawbacks that have a methodological nature. First, TAM2 was tested using 

four longitudinal studies, that used four different systems. Two of these systems were for 

mandatory and voluntary usage settings each, however, each study had less than 50 participants 

(Weerasingh, 2017). It was presumed that small sample size could decrease the statistical power 

of the significance test (Venkatesh & Davis, 2000). Secondly, “some constructs were measured 

using only two items (e.g., job relevance, output quality). Although the scales had strong 

reliability, still the number of items created the basis for questioning the reliability and validity 

of the measurements” (Marikyan & Papagiannidis, 2020, p.10). 

3.1.3 Theory of Planned Behaviour (TPB)  

There are many theories that address human behaviour. The most widely studied model that 

predicts behavioural intention is the theory of planned behaviour (TPB). TPB was developed 

from the extension of the Theory of Reasoned Action (TRA) (Fishbein & Ajzen, 1975). TPB 
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is an important, social cognitive model whose purpose is to explain variance in behaviour of 

consumers (Kassim et al, 2017). The idea of TPB is to predicate individual intention to engage 

in a behaviour at a time and place, it represents an individual’s perceptions of control over a 

behaviour, which reflects individual actual control.  

The main element of TPB is behavioural intentions; behavioural intentions are influenced by 

the attitude about the likelihood that the individual behaviour will have the predicated outcome. 

TPB comprises of constructs that symbolise an individual’s actual control of behaviour. 

According to TPB, behavioural intention is influenced by attitude, subjective norms and 

perceived behavioural control (PBC). The theory has been used in various studies to explain 

individual behaviour and intentions (Liao et al, 2007; Kaiser, 2006). It is a leading model that 

has been shown to be effective, parsimonious and versatile for examining the antecedents of 

behaviour, and is considered as the most important theory in the study of health psychology 

(Zemore & Ajzen, 2014). In addition, most research that predicts behavioural intention found 

50% of variance in intention and 10% of variance in behaviour. Intentions, which are seen to 

show the amount of effort an individual is expected to devote to perform a behaviour, are 

determined by attitudes.  

3.1.4 Unified Theory of Acceptance and Use of Technology (UTAUT)  

The acknowledgement of individual intentions and acceptance towards using technology has 

been a long-standing, important study topic in information management (Legris et al, 2003). 

The summary of various past literature relating to IT user behaviour and acceptance brought 

about the model of UTAUT, proposed by Venkatesh et al (2003). UTAUT comprises of eight 

important models in the study of information system (IS) adoption that explain user acceptance 

of information technology (IT), namely, TRA, TAM, Motivational Model, TPB, Combined 

TAM and TPB, Model of PC Utilization, DOI and Social Cognitive Theory (Liana & Yen, 

2014). There are various constructs employed in UTAUT: the theory employed ten important 

variables to explain individual behaviour towards technology use. The variables include effort 

expectation and social influence, performance expectation, and facilitating conditions, age, 

gender, voluntariness of use experience, behavioural intention and user behaviour. Among the 

variables, three variables (performance expectation, effort expectation and social influence) are 

anticipated to have direct influence on user behavioural intention to use technology (Liana & 

Yen, 2014), and one variable (facilitating condition) a direct influence on usage. However, 

gender, age and experience are the moderators of the models (Lescevica et al, 2013). In other 
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words, performance expectancy implies the degree to which using a technology will give 

benefits in terms of performing certain activities, effort expectancy is the degree of ease 

associated with the use of the technology, while social influence is the degree to which an 

individual perceives that it is important others believe they should use the new system (Chao, 

2019). The UTAUT model provides a framework that not only explains acceptance of ITs and 

ISs but also explains the actual use of such technologies and systems. Although the UTAUT 

model has been widely adopted and indicated to produce a considerable improvement in 

variance in behavioural intention to use technology, the model has been examined by other 

researchers and doubts exist over its capability to explain individuals’ technology acceptance 

(Chao, 2019). Although the UTAUT model is a robust model and is commonly used in the field 

of IS to predict IS adoption and usage behaviour, this theory has raised a few questions among 

IS researchers (Moghavvemi et al, 2011). The UTAUT model is more relevant to study 

consumers rather than employees. Venkatesh et al (2003) did add self-efficacy and attitude as 

direct factors of behavioural intention in the UTAUT model. Self-efficacy in the UTAUT 

model is believed to be an indirect construct and measures specific self-efficacy towards a 

particular technology (Venkatesh et al, 2003; Straub, 2009) Evidence indicated that the 

perceived total self-efficacy considerably adds to the motivation and performance of an 

individual (Bandura & Locke, 2003; Bandura, 1997). However, TAM considers attitude as a 

direct determinant of intention. The UTAUT model does not measure the individual 

characteristic towards behavioural intention to adopt technology (attitude, self-efficacy)  

This section reviewed the four main technology adoption models at the individual level used 

in IT literature, shedding light on individual acceptance and effective use of technology. From 

the above analysis, this study adopted TAM and extends the original TAM to explain adoption 

and usage of internal social media for employee engagement by integrating six external 

variables, discussed in detail in the next chapter. The foremost rationale for using the TAM in 

this study is to present a basis for ascertaining the influence of external variables on personal 

abilities, internal beliefs, own abilities, mind-set and intention in using internal social media in 

the workplace for employee engagement and impact on employee performance. However, 

despite TAM2, TPB and UTAUT being applicable to information technology research at the 

individual level and that they might be a powerful model due to their parsimonious structure 

and higher explanatory power (R²), the models disregarding examination of direct effects 

which might reveal new relationships as well as important factors from the study. Therefore, 

TAM is most appropriate for the current study because it stands out in investigating 
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individuals’ acceptance and usage of new technology and helps to predict users’ behaviour 

(Huda et al, 2012; Shroff et al, 2011). TAM is expected to explain or predict actual behaviour 

more accurately than TPB and UTAUT. Durodolu (2016) states that the variables that 

comprises of TAM are like the individual ability expected of modern professionals to attain 

employee engagement. The idea of TAM is the intention that it can be used to predict individual 

motivation and curiosity to act on a behaviour. Individual beliefs influence attitudes towards 

behaviour, and behavioural intention in turn influences actual behaviour to use the new 

technology within the organization (Davis et al, 1989). The validity of the theory has also been 

well tested and was found to be impressive. TAM with and without extensions, has been 

successfully used in wide of range of information system empirical studies to predict and 

explain acceptance and usage of different technology, such as social networks (Pinho & Soares 

2011; Shin & Kim 2008), mobile education (Tan et al, 2012), e-banking (Al-Smadi, 2012), 

online shopping (Vijayasarathy, 2004) and web-based learning (Chiu & Wang, 2008), and has 

proven to be of quality and statistically reliable.  

Furthermore, the application of TAM to technology, more especially social networks, was 

validated and confirmed by numerous studies such as Talukder (2008), Dixit and Prakash 

(2018), Singh and Srivastava (2019) and Nistor (2019) that show the relationships between 

attitude and intention, in that it may be reasonable to apply TAM to acceptance and usage of 

internal social media for employee engagement. According to Olushola and Abiola (2017), 

TAM is more suitably applied in online contexts in the light of many advantages; It is specific 

to information system usage in applying the concepts of ease of use and usefulness, it adopts 

the simplest assumptions when formulating or interpreting data, The model offers a basic 

framework to explain the influence of external variables towards behavioural ideas (Davis, 

1989): “TAM predicts IT acceptance under different conditions, such as time and culture, with 

different control factors, it has also explain technology adoption in a wide variety of contexts, 

ranging from individual to organisational technology acceptance” (Olushola & Abiola; 2017; 

p.77). It is for this reason that TAM was employed as a baseline for the theoretical framework 

to explore the important requirements for the use of internal social media for employee 

engagement. The application of TAM in this study is relevant to the acceptance of internal 

social media engagement within the workplace. 

In summary, the Extended Technology Acceptance Model (TAM2) by Venkatesh and Davis 

(2000) and Fishbein and Ajzen (1980), and UTAUT by Venkatesh et al (2003) were not 

selected since the situation was for internal social media to be implemented in the 
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workplace/organization, and taking into consideration the subjective norm that includes society 

is not required for this research involving the innovative technology of single platform internal 

social media. According to Davis et al (1989), the scale of social norms had a very poor 

psychometric viewpoint and might not apply any influence on individuals’ behaviour intention 

or actual usage, especially when information system application, like an internal social media 

platform, was fairly personal while individual usage was voluntary.  

Additionally, UTAUT is an extension from TAM2 that comprises social influence; therefore, 

it is not used in this study based on social norm and is more relevant to study consumers rather 

than employees. TAM2, TBP and UTAUT use moderators but the current research focuses on 

the factors and employees’ ability to adopt and use internal social media for employee 

engagement. As mentioned earlier, TAM2 and UTAUT did not include direct relation studies 

and TAM was derived from the TPB; hence, it is expected that it should explain or predict 

actual behaviour more accurately than TPB. Therefore, TAM2 and TBP, UTAUT were not 

suitable to study the innovative technology of internal social media platform for employee 

engagement. The next section examines the foundation, growth and limitation of TAM as the 

theoretical background of this study, to understand its relevance in the context of this research.  

3.2 Research Conceptual Framework and Hypothesis 

3.2.1 Perceived usefulness 

According to Davis (1993), perceived usefulness (PU) is seen as the extent to which an 

individual believes that using a specific system would help to improve their job performance. 

Lin’s (2005) findings indicated that perceived usefulness was an important predictor of 

intention to use an object and also a promising variable for explaining attitude in using internal 

social media sites for employee engagement. To understand the desired influence of internal 

social media on employee engagement, several literatures have been employed to achieve 

predicating factors that influence employee behaviour to adopt internal social media for 

engagement. As many organizations are using internal social media for work activities, it is 

important to examine factors that affect employees’ successful adoption of these technologies 

(Graham, 2004; Lin & Lee, 2006). The main concern with any technology is the extent to which 

its adoption and usage benefit users. Research indicates that perceived usefulness impacts on 

intention and behaviour to use social media. Won and Wen (2010) state that perceived 

usefulness is believed to impact on people’s intention to use social media for improved 
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collaborative work performance among employees. However, in this research, perceived 

usefulness is explained as the belief that the use of a specific technology improves performance 

and that the invention of the technology is better than its precursors (Mazman & Usluel, 2010). 

The original TAM assumes that people are likely to adopt new technology when they believe 

it can help them improve their work. However, within the context of an organization, 

employees would accept and adopt internal social media when they feel that the medium would 

enhance their skills, knowledge and motivation, as well as their competence (Prieto et al, 2017). 

However, even if employees believe that social media is useful, they may at the same time 

believe that the technology is too complicated or difficult for them to use and that the benefits 

of using the medium are out-weighed by the effort of using the system. Latiba et al (2014) 

added that an employee may dislike a technology but may still use the technology if it is 

perceived to increase job performance.  

Additionally, researchers see perceived usefulness as a factor of actual behaviour that 

encourages users of the present-day organization to use more advanced and user-friendly 

technologies that give them more independence to perform work activities. However, Berthon 

et al (2007) state that perceived usefulness of internal social media is dependent on the 

organization’s services offer and utilization of the technology. This is consistent with the work 

of Kaplan and Haenlein (2010) which argued that organizations that lack understanding of the 

definition and the functionality of internal social media will not identify the functionalities of 

internal social media in engaging with their employees regarding developing strategies and 

allocating resources. However, there is much evidence that proves the significance of influence 

of perceived usefulness on actual intention to adopt technology, such as studies of e-learning 

(Lee et al, 2005; Saadé et al, 2007). Money and Turner (2005) also employed the TAM model 

to investigate the adoption of knowledge management systems and discovered that perceived 

usefulness has a positive influence on intention to use technology. Other researcher which 

adopted the TAM approach in various studies were consistent with the previous findings 

(Pasaoglu, 2011; Chen & Barnes, 2007; Guriting & Ndubisi, 2006; Jaruwachirathanakul & 

Fink, 2005; Eriksson et al, 2005; Venkatesh, 2000; Venkatesh & Davis, 1996).  

Furthermore, Tan and Teo (2000) identified perceived usefulness is an important determinant 

of adoption of technology. As with internal social media usage for engagement, employees 

seek values clearly different from existing social media platforms, which is expected to provide 

an important function, and is trusted to help them improve in their performance; it is also trusted 
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to improve collaboration and open communication within the organization. Therefore, when 

employees perceive the internal social media platform to have the abovementioned usefulness 

and values from their individual experience, they will develop a positive attitude towards using 

the internal social media services. Thus, the greater the perceived usefulness of using internal 

social media for employee engagement and work activities, the more likely that internal social 

media will be adopted and used. Therefore, the following hypothesis is formulated: 

H1: There is a positive relationship between Perceived usefulness with Actual usage of internal 

social media. 

3.2.2 Perceived ease of use  

Ease of use is another main determinant of behaviour towards use in technology proposed in 

the TAM model. According to Davis (1989), ease of use is defined as the attention of mental 

and physical effort received from the user when deciding the use of technology. This means 

the ability of users to use technology free from effort. This view is supported by Teo (2001) 

who states that a technology that is easy to use should be effortless on the part of the user, 

which increase the chances of acceptance and adoption of a specific technology. Zeithaml et al 

(2002) added that the level to which a technology is found easy to use and understand can be 

regarded as perceived ease of use. The work of Teo (2001) further states that a technology 

which is always easy to use needs less effort on the part of the user and increases the intention 

to adopt the technology. Selamat et al (2009) added that technology that is perceived to be 

easier to use than other technology is more likely to be adopted by users, while the more 

difficult a technology is perceived to be, the slower the user will be to accept it. Other scholars 

found that perceived ease of use has a positive influence on people’s attitude to using a 

technology (Bisdee, 2007; Yulihasri & Daud, 2011).  

Leng et al (2011) analysed adoption of social media and found that ease of use has influence 

on usefulness, as a result affecting the intention towards using Facebook. A study by Rauniar 

et al (2014) on the use of social media among 900 students in US-based universities indicated 

that social media has an impact on usefulness. In addition, Lee’s (2014) study on the use of 

“social media among businesses in Japan and the United States indicated that usefulness for 

knowledge sharing using social media has an influence on usefulness for business in Japan” 

(p.27). Adams et al (1992) proposed that the user’s perception of ease of use may develop only 

through continuous usage. The increase of perceived ease of use leads to improved 
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performance, which is supported by Latifah et al (2014), as their study concluded that employee 

engagement among academic staff using Facebook to engage with work colleagues is 

influenced by perceived ease of use. Therefore, it can be argued that social media platforms 

used for employee engagement purposes which can provide clear key functions that are 

understandable, with less mental effort and allow employees to use internal social media 

platform easily to communicate with their work colleagues result in an ease-of-use perception 

in the mind of employees.  

Furthermore, Davis et al (1989) specified that behavioural beliefs and outcome evaluation are 

not enough to measure a user’s acceptance of technology as they are much influenced by 

several external factors, such as system characteristics. Therefore, two variables, perceived 

usefulness and perceived ease of use have been indicated as influential factors in influencing 

individual intention to adopt and use technology both directly and indirectly (Guriting & 

Ndubisi, 2006; Wang et al, 2003; Venkatesh, 2000; Venkatesh & Davis, 1996). Hence, 

perceived usefulness and perceived ease of use were adopted as important antecedents to 

understand employee intention towards adoption and usage of internal social media for 

employee engagement. Therefore, the following hypothesis is formulated: 

H2: There is a positive relationship between Perceived ease of use with Actual use of internal 

social media. 

 

Figure 3.1: Original Technology Acceptance Model (TAM) (Davis, 1991) 

The next section discusses the extension of TAM and its additional variables in detail.  
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3.3 Extended Model of TAM  

Based on the review of literature and by considering the main features of internal social media 

usage within the workplace, a conceptual framework has been created: the proposed conceptual 

model is an extension of the conventional TAM model. Since the TAM model was first 

proposed, it has been gradually refined and subjected to modifications by authors, both to use 

it in various contexts and to increase its variance percentage. In the field of business, the 

number of studies that use TAM to examine the technology adoption process is on the increase. 

There are significant examples of its adoption in research both by employers and employees at 

all business levels, especially in the field of information technology and human resources 

management / business management (Hayes, 2012; Yu & Tao, 2009; Rauniar et al, 2014). The 

number of studies on technology acceptance among employees within the HRM field is 

growing, as managements attempt to use social media to leverage information and knowledge 

(Leonardi, 2015), with a rise in the number of studies focusing on the organizational context 

of these technologies (Breunig, 2016; Snow et al, 2017; Holland et al, 2016), many of the 

studies on the adoption of social media networks used within the workplace are centred on 

employers, workplace learning and development, recruitment and selection, employee voice 

and other areas of HRM (Bente et al, 2008; Bingham, 2009; Bingham & Conner, 2010), paying 

less attention to employee characteristics and employee engagement. In this case, this study 

examines the adoption of internal social media networks among employees in the workplace 

for employee engagement within airline companies. Engaging employees using internal social 

media networks is a new communication strategy for delivery of effective communication, 

collaboration and development within the workplace, especially within airline companies. 

From practical and academic viewpoints, it is interesting to understand and examine 

employees’ attitude towards adoption and usage of internal social media network within the 

workplace. TAM is chosen as the baseline model for examining this study because the model 

has offered well known and well tested constructs regarding user’s acceptance and adoption of 

technology, more especially in the workplace. As much research that used TAM focused on 

attitudinal and behavioural intentions as determinants of factors of technology acceptance and 

usage, Thompson et al (1991) state that the TAM model needs to drop behavioural intention 

and directly link attitude to actual behaviour; this is because behavioural intention was found 

to be a weak moderator (Davis et al, 1991) and behavioural intention is not enough to measure 

a user’s adoption and acceptance of technology as they are much influenced by several external 

factors, such as system characteristics (Davis et al, 1989). As this study is interested in actual 
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behaviour and specifically focuses on individual adoption of internal social media platforms 

for engagement to enhance performance in the workplace, the factors influencing employee 

internal social media adoption and usage in the workplace have not been well documented and 

incorporated in TAM. In addition, the TAM approach does not address the functions of other 

users in influencing the actual attitude of an individual towards using social media networks, 

and hence the usage behaviour (Rauniar et al, 2014). Similarly, Read et al (2011) state that 

TAM only focuses on cognitive processing or attributes, ignoring other behavioural 

components/responses. Yousafzai et al (2007) added that TAM only focuses on the system/ 

technology factors alone, ignoring human characteristics. This becomes a concern since many 

psychological studies have indicated that the behaviour of an individual is influenced by other 

factors; for example, behaviour of individuals around them (Rauniar et al, 2014). Due to these 

limitations, researchers recommend extending TAM by incorporating components that better 

explain an individual’s acceptance and usage of technology. Yi et al (2006) recommended that 

TAM should incorporate more variables associated with both human and social processes to 

discover factors directly influencing individual attitude towards adopting innovation. Winarto 

(2011) maintained that there are various external variables that can be used with TAM to 

explain the process necessary to acquire new skills. Yousafzai et al (2007) classified the 

variables into four categories, namely: organizational characteristics, system characteristics, 

user’s personal characteristics and other variables. Talukder (2008) supported this claim and 

maintained that variables such as social factors, organization factors, individual factors and 

system characteristics need to be considered as critical factors to explain technology acceptance 

and usage behaviour. 

In addition, drawing from the suggestion of Kim and Chung (2017), authors have regarded 

individual factors as the main predictors of an individual’s implementation behaviour towards 

the use of new technology. Frambach and Schillewaert (2002) maintain that organizational 

factors influence individual ability to adopt and use innovation, i.e., “Organizational influence 

can motivate individual employees adopting an innovation” (Talukderi et al, 2008, p.468). 

Thonget et al (2002) state that organizational contexts also affect attitude to use technology. In 

addition, Surendran (2012) states that the most actual system use is influenced by external 

variables and one of the external factors which is mainly manifested are social factors. The 

author maintained that an employee’s adoption of innovation is motivated by the social 

environment, which plays a role in adoption of technology. Employees may accept using 

technology due to perceived social pressure, which may come from individuals whose opinions 
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are important in the organization (Surendran, 2012). Kiriakidis (2017) states that user intention 

is determined by attitude towards the user behaviour, a social factor and a personal factor, as 

well as perceived social pressures, and subjective norm from significant referents to act on the 

behaviour. Within the context of this study, Rauniar et al’s (2017) empirical study that 

examines individual acceptance behaviour of the most popular social media network, 

Facebook, suggest “the need to add key variables to TAM in considering user engagement on 

social media networks and other social-media-related business strategies” (p.25), such as 

internal social media platforms. Therefore, due to the recommendations of the previous studies 

and the model superior attributes, this study adapts TAM by retaining the main constructs of 

perceived ease of use and perceived usefulness while extending the model with eight other 

important factors from different models and information system literature: these factors 

include: Perceived behavioural control, Perceived relevance, Perceived management support, 

Uncertainty avoidance, Affective engagement, Intellectual engagement, Social engagement 

and Employee performance, to understand the influencing factors for internal social media for 

employee engagement and their relationships. Furthermore, the extended TAM stresses the 

importance of key factors in this research and seeks to enhance the model by incorporating 

individual, social and organizational factors and system characteristics which influence an 

individual employee’s attitude towards acceptance and actual use of internal social media 

adoption for engagement in airline companies. In addition, the intrinsic motivational factors 

which have greater effect towards technology adoption and usage in the workplace including 

positive perceptions (Perceived usefulness, Perceived ease of use, Perceived management 

support, Perceived behavioural control, Perceived relevance, Intellectual, Affective and Social 

engagement) and negative perceptions (Uncertainty avoidance) were considered in the model 

and used to understand the influencing factor associated with internal social media actual usage 

and influence on employee engagement and performance among employee in the airline 

companies. This research contributed to the model by adding 8 constructs to extend the model 

and introduce new relationships based on previous research. The new relationships will enable 

testing of individual employee intention and actual behaviour towards internal social media 

usage for employee engagement and it impact on employee performance in airline companies 

within the context of developing and developed countries, therefore establishing the link 

between them in a single study.  

The summary of prior studies about understanding TAM and its extension in various contexts 

and scopes of research is shown in Table 3.1. 
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Table 3.1: Summary of technology adoption models in various contexts and scopes of research 

Variables  Research 

setting 

Study sample Instruments / 

model 

Author Findings Limitation  

       

Perceived ease 

of use  

Taiwan Individuals TAM Fu et al (2006) A manual taxpayer’s decision to adopt e-tax 

method is influenced by perceived ease of use 

(PEOU). 

Limited to a single population (Taiwan) 

and e-government services. 

USA Consumers TAM Ma et al (2017) Perceived ease of use was associated with 

consumers’ use of sustainability labels. 

Limited to apply findings to other product 

categories and limited to consumers 

outside the USA. 

USA Students  Extended TAM He et al (2018) Perceived ease of use enhances an end user’s 

beliefs about one’s ability to perform the 

recommended act (i.e., self-efficacy) and, in 

turn, impacts adoption. 

Observations of college students. 

Replications of these results among other 

populations.  

Taiwan Teachers TAM Weng (2018) Ease of use of the multimedia material would 

enhance the intention to use. 

Studies may examine teachers’ acceptance 

depending on different types of cities.  

Malaysia Individuals TAM  Hamid et al (2016) The findings indicated that perceived ease of 

use does predict the continuance intention of 

using the e-government services in Malaysia. 

Sample consists of only government 

servant users. the proposed model did not 

include the other TAM construct 

(attitude). 

       

Perceived 

usefulness 

USA Shoppers TAM Ma et al (2017)  Perceived ease of use IS associated with 

consumers’ use of sustainability labels. 

No investigation exists on other external 

variables that may influence consumers’ 

perception, such as self-efficacy and 

knowledge.  

Nigeria Hospital 

Employees  

TAM Kabir et al (2017) Studies have found direct effect of Perceived 

usefulness on intention to use electronic 

collection system among employees of the 

Nigerian federal hospitals. 

Results were based within the context of 

mandatory environment (government 

organization), hospitals employees from 

Accounts and Finance, Audit and IT 

departments.  

China WeChat users TAM Chen et al (2017) Perceived usefulness does not have very 

strong effect on the actual behavioural 
intention. 

Survey questionnaire is in Chinese 

language and results were limited to 
WeChat. It would be interesting to extend 

the work into an international context and 

perhaps consider other social networks. 
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Variables  Research 
setting 

Study sample Instruments / 
model 

Author Findings Limitation  

       

Perceived 

organizational 
support  

South 

Australia 

University 

employees 

TRA and TAM Talukder (2012) The findings indicate that managerial support 

is a dominant variable in explaining adoption. 

Encompasses a single Australian tertiary 

education institution. The same research 
carried out in another setting might 

generate a different result.  

Taiwan Employees 

(manufacturing, 

financial and 

service sectors) 

DeLone and 

McLean (D&M) 

IS success 

model 

Lin (2010) Top management support both directly and 

indirectly influenced ERP (Enterprise 

resource planning) system usage. Top 

management support motivates increased user 

participation and increases ERP system 

success. 

Seek an enhanced understanding of the 

determinants of ERP system usage 

through structured interviews and case 

studies. The sample size of this study is 

relatively small (containing only 97 firms 

operating in Taiwan). 

       

Perceived 

behavioural 

control 

USA Students  TPB  Foltz (2016) Results revealed that Perceived Behavioural 

Control positively predicted Behavioural 

Intention towards changing social networking 

privacy.  

Environmental and economic factors were 

not investigated. Could examine how 

these factors might impact users' 

Intentions towards changing their social 

networking privacy settings.  

Ireland  Managers  TPB McLaughlin and 

Stephens (2015) 

The more the perceived level of confidence 

they have with social media, the more likely 

they are to use it.  

Small sample size of eight participants. 

Also, survey ignored level of 

qualification, such as formal business or 

information technology (IT), 

qualifications which could give them a 

competitive advantage around using social 

media within an organization. 

Korea Students  TPB, TAM and 

social influence 

theory 

Hong (2018) Perceived behavioural control has a positive 

effect on behavioural intention to use social 

networking sites.  

The study tended to focus on university 

students in their twenties, and evaluation 

failed to identify drivers of behavioural 

intention in light of changes in the social 

and cultural environment. 
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Variables  Research 
setting 

Study sample Instruments / 
model 

Author Findings Limitation  

       

Perceived 

relevance  

USA, South 

Korea and 
China 

Students TPB Kang et al (2013) Perceived personal relevance significantly 

affects young consumers’ attitudes; perceived 
behavioural control affects purchase 

intentions for environmentally sustainable 

textiles and apparel. 

Model could be applied to each country in 

order to understand how each model is 
different or consistent using multi-group 

comparison tests. 

Sweden Employees  TAM Clarke (2009) Perceived relevance is positively associated 

with adoption of technology. 

Results are cross-sectional in nature. 

Hence all the limitations for cross-

sectional studies apply.  

Spain Teachers 

(Higher 

Education) 

Keller’s ARCS 

model 

Sanchez-Mena 

(2017) 

Perceived relevance was not found to 

influence either teachers’ attitude towards 

educational video games (EVGs) or teachers’ 

intention to use EVGs. 

Study used convenience sample to collect 

data from Education institutions teachers 

which does not allow for generalization of 

findings. Also, future research should 

analyse the moderating role of gender in 

both attitude towards EVGs and intention 

to use EVGs. 

       

Uncertainty 

avoidance 

Emerging 

economies 

Individuals TAM Tibor (2011) Cultures with high uncertainty avoidance 

level are expected to show lower levels of 

new technology adoption. Individuals in high 

UA countries seek more prominent 

supportive signals to use new ICT solutions. 

The original data collection of Hofstede 

dates back to the 1980s. In relation to the 

emerging economies, with their changing 

status, it is important to use more recent 

data. 

Multiple 

countries (148 

economies) 

Business leaders Hofstede’s 

cultural 

framework 

Ozbilen (2017) Uncertainty avoidance, has a satisfactory 

influence on the adoption of new technology 

at firm-level 

Study only used survey questionnaire.  

Libya Employees 

(management)  

Hofstede’s 

cultural 

framework 

Twati (2008) High uncertainty avoidance influences the 

adoption of IS negatively in Libya. Low 

adoption rate in Libya may be attributed to 

factors such as the influence of aging top 

senior management executives with no 

technical background and low education 
level.  

Study has only been carried out in one 

sector and country, and only focused on 

Hofstede’s  four original cultural 

dimensions.  
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Variables  Research 
setting 

Study sample Instruments / 
model 

Author Findings Limitation  

       

Intellectual 

engagement 

USA Students TRA and TAM Alsaleh et al (2019) Direct positive effect of intellectual on 

attitude and adoption intention. 

The participants in this study were 

students, who are knowledgeable and 
obsessive about virtual world websites 

such as yoowalk.com. Hence, future study 

should be performed on those consumers 

who are less exposed to virtual world 

websites and see the impact of cognition, 

affect and social factors on their attitude 

towards technology adoption. A 

replicating study should examine 

equivalence across different cultures (e.g., 

Asian, African).  

       

Affective 

engagement 

USA Students TRA and TAM Alsaleh (2019) Result indicated that high technology 

innovation has positive significant effect on 

consumers’ affective engagement if 

technology used was challenging enough to 

evoke stronger dominance-related emotions. 

Study did not treat tech products that are 

privately consumed, or non-tech products.  

Australian Consumers TAM  Read et al (2011) Affective engagement was not significant to 

behavioural intention to adopt e-reader 

technology.  

The generalization of findings is an issue 

as the study only tested a single product 

(e-reader) and actual adoption was not 

examined.  

       

Social 

engagement 

UK  Employees  ISA 

Engagement 

Soane et al (2012) Social engagement significantly impacts on 

employee task performance, organizational 

behaviour and turnover intentions. 

Data were cross-sectional, self-report and 

focused on the UK. 
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3.3.1 Perceived management support  

It is also revealed that management support helps to encourage technology adoption and 

acceptance, and enhances user performance, impacts user perceptions and improves the overall 

technology experience (Dong et al, 2009). Indeed, much management literature has stressed 

the importance and impact of management support on the acceptance and usage of technology 

in organizations (Liang et al, 2007; Dong, 2008; Sharma & Yetton, 2003; Jordan, 2008; Aloini 

et al, 2007). Perceived management support is the degree to which employees believe that the 

necessary resources provided, such as technical support and training, could enhance 

employees’ satisfaction and help in an effective use of the technology (Yoon & Guimaraes, 

1995). According to Peansupap and Walker (2005), perceived management support is the 

degree to which an employee believes that support from management would help them 

successfully adopt and utilize new technology. Liu et al (2010) mentioned that management 

support is the key factor for project success. In the context of the construction industry, 

Gambatese and Hallowell (2011) discovered that effective top management support was the 

strongest facilitator for implementing innovation of new technology. This means that 

employees with a sense of management support feel that in situations where they need support 

in their work, the management is eager to assist them; employees feel respected and recognized 

and thus show cooperation, and increased performance, appreciation and organizational 

commitment (Aselage & Eisenberger, 2003). In the organization, management can help to 

influence the adoption and implementation of new technology, which requires management to 

invest their time into the technology and monitor results (Jordan, 2008). Piercy et al (2006) 

state that organizational support stimulates employees’ commitments to act in accordance with 

the objective of the organization. When employees believe that the organization has great 

concern about their personal values, they tend to respond. This statement is supported by social 

exchange theory which proposed that when employees feel a positive attitude towards their 

organization’s concerns about their wellbeing, they show positive work attitude towards the 

organization.  

In addition, employees experience social exchange relationships with their organization: these 

relationships have behavioural, emotional and cognitive implications where employees 

reciprocate the favour they receive from the organization and from their supervisor (Masterson 

et al, 2000; Sluss et al, 2008). Amabile (2004) supported this view by stating that management 

support such as providing clear goals and good work environment that promotes innovation, 

encourages and influences an employee’s intrinsic motivation to become creative, resulting in 
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an innovative culture. Research carried out by Neufeld et al (2007) among 680 employees of a 

construction company in Australia indicated that management support plays a key role in 

influencing implementation of technology success or failure. Ifinedo (2008) claims that a 

significant body of knowledge has linked management support to success of technology 

implementation. Huang (2005) added that management support helps to provide the needed 

resources and eliminate obstacles to operation restructuring, thus encouraging users’ 

satisfaction. The study of Boonstra (2013), which examined top managers in 20 selected 

organizations with multiple levels of management that are responsible for strategy, the strategic 

use of IS and corporate policy, indicated that management support is a vital element of IS 

project success. Igbaria et al (1995) argue that management support provides an environment 

and culture needed for change, which is a vital factor in encouraging a user’s satisfaction. In 

terms of social media implementation and adoption, it is noted that resistance to change within 

business has been a key issue for innovation of social media. Therefore, to implement social 

media–related activities in the workplace, management need to support and understand social 

media innovation, and have social media insight when making strategic decisions. Evidence 

from IGI Global and the Information Resources Management Association (2015) states that 

lack of management support and their little interest in utilizing social media discourage 

employees from using the technology and make it difficult for them to understand the benefits 

of utilizing social media for work.  

Peansupap and Walker (2005) asserted that in a situation where the use of technology is 

necessary, it is important to consider management influence. Successful adoption of internal 

technology by employees for work purposes needs implementation encouragement and support 

from management if individuals are to accept and utilize it (Peansupap & Walker, 2005), as 

the influence of management can help in the implementation and use of the technologies; 

Gambatese and Hallowell (2011) verified this claim in their research and identified effective 

management support as the strongest influencer on innovation implementation. This can also 

be supported using social influence theory which is of the idea that an individual’s attitudes, 

beliefs and subsequent actions or behaviours are influenced by referent others. According to 

Khan (2017), the basic idea behind the theory of social influence is the change in behaviour 

that one person causes in another, intentionally or unintentionally, as a result of the way the 

changed person perceives themselves in relationship to the influencer, other people and society 

in general (Khan, 2017). 
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Additionally, numerous studies have indicated that the role of management (CEO, top 

management or manager) is vital to the enterprise, since they have an impact on the current and 

future activities of the organization (Fuller–Love, 2006; Smith, 2007). This is also associated 

with different stages of technology adoption decisions, which include: planning, 

implementation, maintenance and system grade (Bruque & Moyano, 2007; Nguyen, 2009; 

Fuller & Lewis, 2002). Chuang et al (2009) and Li et al (2006) posit that the personality traits 

of honesty and extroversion, as well as demographic characteristics are the significant 

determinants of technology usage behaviour and performance within organizations. Similarly, 

Ghobakhloo et al (2012) state that in technology adoption top management support and 

commitment in technology adoption is one of the main bases of a high level of success and 

satisfaction with technology adoption. Top management support, however, plays a vital role in 

determining an organization’s technology innovation strategies and decisions (Hsu et al, 2019). 

Dong et al (2009) also maintain that top management support encourages the use of technology 

and influences positive individual perceptions and enhances the overall technology adoption 

and usage. Similarly, Coeurderoy et al (2014) found that management influence has a direct 

influence on the implementation and speed on technology adoption and usage. Therefore, when 

managers support the usage of technology innovation by providing support activities such as 

support technicians and new services sources, employees will tend to foster a greater usage of 

technology within that workplace (Hasan, 2013). Similarly, factors which include innovations, 

perceived behavioural control over technology, support and commitment, in-house IT experts, 

level of IT investment and financial resources available directly impact the process of 

technology in small and medium-size enterprises (Premkumar, 2003; Qureshi & York, 2008; 

Drew, 2003; Thong et al, 1993). Sargent et al (2012) proposed that the knowledge of top 

management will reduce the level of uncertainty associated with technology, which will lead 

to low risk in technology adoption. Therefore, a high level of management support can 

influence employee usage of internal social media for engagement within the organization. 

Hence the following hypothesis is formulated: 

H3: There is a positive relationship between Perceived management support with Actual use 

of internal social media. 
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3.3.2 Perceived behavioural control 

Perceived behavioural control (PBC) has attracted the attention of many researchers; the 

interest in PBC has been stimulated in a number of works (e.g., Cheung & Chan. 2000; Sheeran, 

et al, 2003; Kraft et al, 2005; Fila & Smith, 2006; Zolait, 2014; Cristea & Gheorghiu, 2016; 

Shin & Hancer, 2016; Aurigemma & Mattson, 2017) and has been used frequently in efforts to 

predict different kinds of behaviours. Cristea and Gheorghiu (2016) provided evidence 

indicating that individuals’ behaviour is strongly influence by their confidence in their ability 

to perform. PBC is a part of TPB coined by Ajzen (1986): the view that user behaviour is a 

determinant of behavioural intentions. However, current research has proved that the main 

concept of perceived behavioural control, as normally assessed, encompasses two components: 

“self-efficacy (dealing mainly with the ease or difficulty of performing a behavior) and 

controllability (the extent to which performance is up to the actor)” (Ajzen, 2002, p.665). 

Ajzen and Madden (1986) defined PBC as an individual belief about how tough or easy 

performance of a behaviour will possibly be. “It is assumed to reflect past experience as well 

as anticipated impediments and obstacles” (Ajzen, 1991, p.188). PBC states that the possibility 

of successful performance behaviour will differ as a function of the perceived controllability 

with regard to performing a behaviour (Armitage et al, 1999). Similarly, Teo and Lee (2010) 

state that PBC refers to the perceived ease or difficulty of performing a particular behaviour 

and how much control an individual has over the accomplishment of the goals from said 

behaviour. It is interesting to note that PBC differs from perceived ease of use (PEU) in the 

sense that PEU is the extent to which a user believes that using a system would be free from 

effort and easy to use while Perceived behavioural control is the ease or difficulty of using a 

system, i.e., “beliefs about the presence of factors that may facilitate or impede performance of 

the behavior” (Ajzen & Fishbein, 1980, p.453; Ajzen & Madden, 1986). PBC theory suggests 

that an individual’s intention to act results from perceived behavioural control and that the 

more the perceived high level of control, the more the behavioural intention (Ajzen & Madden; 

1988), this means the degree to which an individual perceives a behaviour to be in their control 

(Ajzen, 2002), in turn from a set of control beliefs which “deals with the presence or absence 

of requisite resources and opportunities” (Ajzen, 1991, p.196). Armitage and Conner (2001) 

added that lack of individual ability to have control over their performing behaviour results in 

a weak relationship between intentions and behaviour. Therefore, there is a strong theoretical 

belief that perceived behavioural control plays a vital role in individual acceptance of 

technology.  
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In addition, IS researchers (such as Morris et al, 2005; Davis & Davis, 2003) claim that there 

is a relationship between PBC and intention to use technology. According to the authors, PBC 

enables and fosters an individual to gain confidence to successfully perform a specific 

behaviour (Morris et al, 2005; Davis & Davis, 2003). Similarly, Ajzen (2002) proposed that a 

high degree of perceived control strengthens an individual’s intention to perform behaviour. 

Fella et al (2014) state that loss of control can negatively influence people’s attitude when 

considering technology. However, authors such as Sparks and Shepherd (1992) call for more 

research to understand, improve and expand the PBC construct; therefore, it is important to 

answer the call for better understanding of the factors which influence individual behaviour, as 

crucial for promoting the acceptance of a desired behaviour. Perceived behavioural control can 

be an important predictor when encouraging and motivating employees to use social media to 

support work activities in the workplace. In addition, PBC has been indicated to be associated 

with perceived ease of use or difficulty regarding a specific technology, which have been 

indicated to be main factors predicting intention to use that technology (Compeau & Higgins, 

1995). Similarly, if an individual perceives a behaviour as difficult to perform or not under 

their control, the intention to perform the task will decrease consequently. However, in the 

context of this study, the use of internal social media for employee engagement, it is expected 

that with higher perceived behavioural control in the use of a social media platform for a desired 

purpose in the workplace, there will be positive acceptance behaviour. Olumide (2016) 

indicates that confidence in technology usage can lead to flexibility, control, and competent 

use of information. Thus, increased knowledge can result in an improved productivity. On the 

other hand, “the inability for a user to take control and accept the use of technology can be 

overwhelming which may eventually result in anxiety to the level that it will deteriorate the 

quality of decisions” (Olumide, 2016, p.20). Similarly, in the opinion of Dupin–Bryant (2002), 

the inability of an individual to adapt to change and their resistance to innovation can result in 

a negative influence on cognitive performance. This may be due to fear of unpredictability of 

computers, risk of failure and public display of ignorance that may weaken users’ attitude. 

Therefore, this study added PBC to TAM to account for employee intention to adopt and use 

internal social media for engagement in the workplace and to understand how PBC can hinder 

or facilitate the actual performance. 

The hypothesized effects of perceived behavioural control as proposed by Ajzen (1991) are 

presented below. First, if individual perceives a behaviour as difficult to perform or not under 

one's control, the intention to perform it will decrease accordingly. Second, for behaviours not 
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under total will control, to the level that perceived behavioural control realistically reflects the 

external factors that can hinder or facilitate the performance (i.e., actual control), perceived 

behavioural control can have a unique effect beyond behavioural intention in predicting the 

actual performance. Third, “when there is a control problem in enacting a behaviour, perceiving 

a behaviour as controllable and easy will be a necessary but not a sufficient condition for 

translating intention to actual performance” (Cheung et al, 2000, p.9). Thus, perceived 

behavioural control could impact on individual behavioural intention and actual performance 

of a behaviour. Therefore, the following hypothesis is formulated: 

H4: There is a positive relationship between Perceived behavioural control with Actual use of 

internal social media. 

3.3.3 Perceived relevance 

Employee perceptions of relevance is defined in the present research as the degree to which 

employees perceived that the adoption of technology for work purposes is relevant to their own 

goals and needs (Tan, 2019). This means the degree to which internal social media is important 

and would help employees in their work. Perceived relevance is subjective and may differ 

significantly among employees. It has less to do with kind of industry or particular job role, 

and more to do with a deep relation that employees make or do not make between their work 

and performance. This subjective idea is in line with Warr and Inceoglu (2012), which is of the 

view that “job features are often recorded in terms of incumbents’ perceptions rather than 

through independent measurement” (p.135). Studies characterized that job relevance is the 

purpose to perceive the usefulness of technology application and employees tend to use the 

technology if they perceive that the use of the technology is more advantageous and relevant 

to their job (Venkatesh et al, 2008; Alharbi & Drew, 2014; Alambaigi & Ahangari, 2015). In 

this study, perceived relevance focuses on employee perception that using internal social media 

platforms in their work roles could be relevant and enhance their professional development 

needs. However, to differentiate perceived relevance and perceived usefulness; Job relevance 

refers to an individual's perception regarding the degree to which the target system is applicable 

to their job (Venkatesh & Davis, 2000), while Perceived usefulness is the degree to which a 

person believes that using a particular system would enhance their job performance (Davis, 

1989). This means that what is useful to one user may not be relevant to another user; an 

internal social media platform may be useful for work activities but may be perceived not to 

be relevant to an employee or fit into their work goals. The relevance of internal social media 
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for work purposes and the ability to make employees become more productive in their work is 

a valid determinant as to what makes employees adopt internal social media; this is suggested 

by the work of Bandura (1997), which states that technology is believed to be efficient when 

an individual uses it to achieve a given outcome. Thatcher et al (2007) maintained that the 

efficiency of a technology was found to be the primary factor in the adoption of technology in 

the workplace. Similarly, a technology which is perceived to be of more relevance for 

employees’ work activities than another is high likely to be adopted by users, whereas the less 

important a technology is perceived to be, the more unlikely it will be adopted (Surowiec & 

Bansal, 2016). This is supported by social influence theories within social communication 

theory, like that of Paul Lazarsfels et al’s (1950) theory which is of the view that employees’ 

perception of relevance between their needs and personal goals is an important basis for 

adoption. In addition, the two-factor theory of job satisfaction of Herzberg’s Motivation–

Hygiene theory (1966) also explains employee intention and actual use of technology: the 

theory proposed that people are influenced by two sets of factors, motivator and hygiene 

factors. The motivator factor such as growth and self-improvement which would help 

employees uplift their professional competence could be a motivator to why employees could 

adopt social media at work to improve their work performance.  

Zhang et al (2008) state that individuals and employees have different views of results they 

expect to get from social media due to different natures of their job roles, which influences 

their intention of choosing a technology. In other words, if information or messages on an 

organization’s internal social media are not relevant to employees or did not help employees 

to improve in their jobs, they would develop a negative attitude towards using social media. 

Kim (2008) noted that there is an empirical relationship between user acceptance and 

relevance. Therefore, it could be conceptualized that employees/individuals’ significant and 

positive perceptions about internal social media relevance to their job would help reinforce 

towards internal social media adoption. Expectancy–value theory has been proposed to explain 

the mental basis of individual attitude when making a decision. Expectancy–value theory holds 

the belief that individuals that have different beliefs may have the same attitudes, stating that a 

negative implication for one of the attributes does not necessarily mean a general negative 

attitude (Zhang et al, 2008), thus, the adoption and use of technology depends on individual 

belief that the technology is compatible with their needs and values (Pantano, 2015). 

Additionally, Venkatesh et al’s (2008) and Davis’s (2000) studies indicated that job relevance 

is a determinate of perceived usefulness. Action theory, work motivation theory and 



71 

behavioural decision theory used in TAM2 and TAM3 argue that Job relevance would 

significantly influence perceived usefulness. Therefore, in this study, which is examining the 

adoption and usage of internal social media, it can be argued that job relevance would be 

associated with actual usage of internal social media for employee engagement. Perceived 

relevance was added to the TAM to extend Venkatesh et al’s and Davis’s work to examine the 

relationship between perceived relevance and actual usage of internal social media. Therefore, 

the following hypothesis is formulated: 

H5: There is a positive relationship between Perceived relevance with Actual use of internal 

social media. 

3.3.4 Uncertainty avoidance  

According to Hofstede (2001), uncertainty avoidance is the degree to which an individual in a 

culture feels comfortable or uncomfortable with ambiguity and uncertainty or being in an 

unstructured situation. Uncertainty avoidance signifies the collective ability of a society to 

accept ambiguous outcomes. Hofstede’s cultural dimension model suggests individual 

perception, behaviour and attitude are based on country culture (Pauleen, 2003). Research 

suggests that an individual’s behaviour, knowledge and belief are shaped by their culture and 

environment (Harrison & Huntington, 2000), and their behaviour is learned through studying 

the social environment in which they live (Chen, 2014). It is also indicated that differences in 

culture play a vital function in shaping individual behaviour and group adoption of technology 

(Erumban & de Jong, 2006). In addition, there is substantial evidence that culture can have a 

significant influence on an individual’s tacit epistemologies and cognitive processes (Nisbett 

et al, 2001). In marketing communication, culture has been seen to impact on consumer 

behaviour (Chen et al, 2007); this means that cultural orientation is a force that shapes 

individual behaviour, attitude and beliefs, and can also be a principal guide to one’s life (Chen, 

2014). However, many organizations recognize the importance of cross-cultural relations in 

their business operations; taking this cultural relation as an important factor in implementing 

change across the organization, it is important to understand what national culture’s influences 

are on individual adoption of technology use. In the context of this study, as the research focus 

is on two different countries (the UK and Nigeria), it is important to provide empirical 

justification on how differences in national culture affect an employee’s behavioural intention, 

perception and attitude to adopt social media platforms in the workplace. Indeed, much 

research in cross-cultural issues in relation to IT has provided evidence to support the notion 
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that cultural factors moderate technology adoption (Erumban & de Jong, 2006; Huang et al, 

2003; Karahanna et al, 2002; Meyers & Tan, 2002).  

Hofstede’s (1981) cultural dimension theory proposed cross-cultural communication 

exploration on countries’ culture with the idea of a six-dimensional model. The model indicated 

uncertainty avoidance as an index that impacts on people’s behaviour, perception or adoption 

intention. Perez (2010, p5) states that technology adoption contains risk and uncertainty, and 

“differences in the level of Uncertainty Avoidance determine the rate and pace of innovation” 

(Singh, 2006; McCoy, 2002; Shane, 1995). In addition, Perez (2010) states that as individuals 

from culturally distinct societies make use of technology, their perception and satisfaction level 

differ: “These differences are a function of the differential found in cultural dimensions such 

as Uncertainty Avoidance” (p.5). Similarly, differences in the level of Uncertainty Avoidance 

determine the rate and pace of innovation (Singh, 2006; McCoy, 2002; Shane, 1995). 

Numerous studies that examine cross-cultural issues related to technology have provided 

evidence to support the claim that cultural factors moderate the adoption of technology (e.g., 

Erumban & de Jong, 2006; Huang et al, 2003; Karahanna et al, 2002; Meyers & Tan, 2002). 

The UA cultural dimension has been identified as a key element moderating technology 

adoption (Vörös & Choudrie, 2011). Thus, uncertainty avoidance is added to TAM to examine 

significant differences in the level of uncertainty avoidance and group perceptions towards 

internal social media adoption in the workplace in two distinct cultures.  

Moreover, numerous articles have proposed a theory of high uncertainty avoidance for culture, 

society or employees. For instance, DiRienzo et al (2007) proposed that in countries with high 

uncertainty avoidance, people feel uncomfortable in unpredicted situations, resulting in 

inability to challenge authority, accept change or take risk (Chui et al, 2002). Leung et al (2005) 

added that in high certainty avoidance societies there is resistance to change and employees in 

these kinds of societies prefer greater standardization, while countries or societies with low 

uncertainty avoidance are comfortable with taking risks. Past research has indicated that 

uncertainty avoidance has an impact on individual attitude (Panina & Aiello, 2005). Panina and 

Aiello (2005) added that the uncertainty avoidance construct may impact on users in behaviour; 

for example, in online transaction activities, the feeling of uncertainty may occur because users 

perform their online activities far from societal presences.  

Therefore, in high uncertainty avoidance cultures, individuals in these societies are less 

concerned with involving themselves in technology use than individuals in low uncertainty 
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avoidance cultures: people in low uncertainty avoidance cultures prefer situations where they 

can feel free and are not guided by any rules (Belkhamza & Azizi Wafa, 2014). Applying this 

statement to behavioural theories, such as TRA and TPB, many studies have supported the 

notion of individual behaviour in various cultural contexts. Bagozzi (2007) maintained that 

environment, exposure, society and economic status in the area where technology is exposed 

to individual can influence adoption and usage (p.212). People living or born in low uncertainty 

avoidance countries tend to take risks and feel comfortable in ambiguous situations, they accept 

uncertainty conditions and feel conformable and have positive attitude towards involving 

themselves in technology activities; on the contrary, people in a high uncertainty avoidance 

country tend to avoid uncertainty and prefer to act under known condition and recognized 

zones, and also try to avoid unknown situations. This claim is supported by McCoy et al (2005) 

who state that when assimilating cultural value into the investigation of technology adoption 

among individuals, “the assumption of homogeneity amongst a national or ethnic group is not 

appropriate” (p.169). Therefore, for people to become involved in technology adoption there 

should be a positive attitude towards the technology, which is proposed to give them confidence 

to facilitate knowledge sharing and engagement regarding technology usage activities. In 

addition, positive attitude is expected to reduce barriers in technology adoption usage. 

Therefore, the following hypothesis is formulated: 

H6: There is a positive relationship between Uncertainty avoidance with Actual use of internal 

social media. 

The next section examines the impact of social media usage on employee level of engagement, 

exploring on the relationship between employee use of social media platforms and three 

dimensions of employee engagement. The original TAM variables (Perceived usefulness and 

Perceived ease of use) with the added constructs and where it was adopted from (its root 

sources) are presented in Table 3.2. 
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Table 3.2: Research constructs and their root sources  

Research Constructs  Root Model Reference 

Perceived usefulness TAM  Davis (1991) 

Perceived ease of use  

Perceived management support Social influence theory  Kelman (1958) 

Perceived relevance  TAM2  (Venkatesh & Davis, 2000) 

Perceived behavioural control  TPB Icek Ajzen (1985, 1991) 

Uncertainty avoidance  Hofstede’s cultural 

dimensions  

Hofstede (1980) 

Social engagement  Dimensions of employee 

engagement  

Afes et al (2010) 

Affective engagement  

Intellectual engagement  

 

3.4 Effect of Actual Usage of Internal Social Media on Dimension of Employee 
Engagement within the Workplace  

The development of social media platforms is presenting opportunities for organizations to 

effectively communicate and collaborate with employees and improve employee engagement 

(Haddud, 2016). The application of internal social media provides employees better ways of 

sharing personal and professional information with other colleagues. Evidence presented by 

Haddud et al (2016) indicated that internal social media has a relationship with the level of 

employee engagement. Nelson et al (2011) posited “that users of internal social media are 

drawn to different levels of contribution, which is dependent on their functions in the 

organization” and that different social media platforms may have their own pattern of adoption 

in an organization. Moreover, many research initiatives (e.g., Herlle et al, 2012; Fusi & Feeney, 

2018) have examined the technical side of social media used in the workplace, but limited 

research has been carried out to explore internal social media ability to enhance organizational 

performance through a more empowered workforce. Therefore, it is important to understand 

the relationship between employee use of internal social media platforms within the workplace 

and the level of their engagement, by exploring social media and the dimension of employee 

engagement. The following sub-section examines the relationship between internal social 
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media and three dimensions of employee engagement, exploring the impact of usage of internal 

social media on each dimension of employee engagement.  

3.4.1 Internal social media and intellectual employee engagement 

A CIPD report (2010) states that intellectual engagement is defined as the degree to which an 

individual is intellectually absorbed in their work role and thinks hard about the job and how 

best to carry out their tasks. However, many of the controversial questions regarding social 

media sites ask what impact these technologies have on employees and organizations 

(Leftheriotis & Giannakos, 2014; Huang & Wang, 2017; Turel & Serenko, 2012). Given this 

focus, literature that examines the outcomes of social media in general indicates mixed 

outcomes and effects of social media on individuals. For example, prior research found that 

long use of social media networks was associated with loneliness, increased depression and 

small social circles, and was also linked to a negative effect on individual psychological 

wellbeing (Kraut et al, 1998). Parker et al (2014) added that within the workplace, the use of 

social media is seen as disruptive and to negatively affect productivity. Turban et al (2011) 

argue that social media use in the workplace is communication tool which is blamed for 

decreasing employee productivity, as employees spend an unacceptably long time online and 

chatting. In addition, the authors added that social media are considered as a waste of time and 

could cause security issues to organizations.  

While some research on social media use has indicated negative psychological outcomes, 

current research finds positive benefits of using social media within the workplace (Tudu & 

Pathak, 2015; Rothbard, 2016; Schultz et al, 2015; Dreher, 2014; Walden, 2016; Fusi & 

Feeney, 2018; Çetinkaya & Rashid, 2018; Forsgren & Byström, 2018; Jackson, 2019; Men et 

al, 2020). Research has indicated that individuals adopt internal social media platforms for 

personal and professional purposes (Schultz et al, 2015). Rothbard (2016) maintained that 

individuals use social media for personal purposes such as collaborating, gathering and 

publishing information and socialization. Sinickas (2005) states that organizations adopt social 

media platforms for employee engagement and the collective brainpower of all employees to 

improve business decision making. MacLeod and Clarke (2009) and Kahn (1990) state that 

social media can be a means by which an organization can establish dialogue and relationships 

between employees and employer and provide a new avenue of relationship building within 

the organization (Parry & Solidoro, 2013). Zoonen et al (2014) added that in a work-related 

context, social media serve the function of disseminating information, improving engagement, 
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managing relationships and connecting employees to one another (Roberts, 2013). However, 

earlier research argues that there is no long-term impact of social media usage on depression 

or loneliness (Kraut et al, 2002), and that prior research does not state what social media 

activities might affect individual psychological wellbeing and why those activities affect these 

outcomes (Kraut et al, 2002).  

In addition, Smith et al (2017) stated the use of social media may be described in the literature 

as a planned activity, although use of social media may be shown in a study as a planned 

activity, but that there is also a point in the advancement of social media usage that goal-

directed behaviour gives way to absorption in the social media experience; thus, when people 

are engaged while using social media, they feel committed to, inspired by and attached to media 

content (Oh & Sundar, 2016, p.178). Additionally, Oh and Sundar (2016) state that individual 

engagement consists of a strong cognitive focus on the media content and signifies a deep 

investment in the interaction of human and computer (O’Brien, 2016). Individual engagement 

has been associated with the feeling of being lost in a state where their intellectual system and 

abilities are focused on events in the narrative (Smith et al, 2017). The study by Oh and Sundar 

(2016) indicated that engagement as a concept of experience consist of curiosity, attraction and 

interest in using social media sites. The experience of attraction is triggered by intrinsic interest 

and curiosity (Smith et al, 2017). These outcomes however depend on the quality and the 

experience of using the social media platform (O’Brien, 2016).  

Moreover, research has proposed that factors that keep the social media user engaged include 

interest, curiosity, ease of use, likelihood of interaction and novelty of the experience 

(McCayPeet & Quan-Haase, 2016; Oh & Sundar, 2016). Similarly, O’Brien (2016) claimed 

that to derive engagement through social media activity, the experience must be categorized by 

the perceived attractiveness of the system, perceived ease of use, felt involvement and 

endurability, as well as freedom, resourcefulness and imagination (Smith et al, 2017). 

However, this statement can be best explained using the job demands-resources model (JD-R 

model) which basically assumes that work engagement results from the nature of the resources 

that an individual needs to achieve the demands of their job. These needs involve two resources: 

job resources and personal resources. Job resources consist of those parts of the job that are 

useful in achieving work goals, individual growth and development; for example, the control 

individuals have over their jobs, performance feedback and support from managers and 

colleagues. While personal resources involve those aspects of the individual that are linked to 
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resiliency, which means the ability of an individual to control and impact successfully on their 

environment; for example, self-efficacy, being emotionally stable and optimism (Schaufeli, 

2013). The JD-R model explains engagement on the basis that, where employees have high 

levels of personal resources, they are expected to be engaged and absorbed with their role 

(Catherine et al, 2015). This means that intellectual engagement is seen as a serious cognitive 

investment in doing an activity and may occur when an individual is involved in a task that 

deeply arouses their interest. Therefore, it is suggested that when a social media platform 

provides employees with resources or activities that they need to build individual and collective 

knowledge to overcome difficulties in their jobs and meets the demand of their roles 

(resourcefulness), they develop a strong sense of self-efficacy (O’Brien, 2016). Efficacious 

behaviour fosters intrinsic interest and deep engrossment in activities and creates personal 

accomplishment. Thus, employee intellectual social media engagement can be achieved 

depending on the types of activities, information and interactions employees get from using the 

social media, and the quality of the social media experience (O’Brien, 2016). However, 

arguments of whether an individual uses a specific social media site or not, will likely be an 

inconclusive prediction of psychological wellbeing. Instead, it would be more beneficial to 

move towards finding activities within the social media environment and the theoretical 

description about why those activities would impact individual psychological outcomes. 

Therefore, the following hypothesis is formulated: 

H7: There is a positive relationship between Actual usage of internal social media with 

Intellectual engagement  

3.4.2 Actual usage of internal social media and affective employee engagement  

Hardaker and Fill (2005) claim that individuals are no longer satisfied with becoming just part 

of an organization; they also desire to become ambassadors and progress to the level where 

they are proud or pleased to talk highly about their organization. The emotional commitment 

employees develop towards their organization enables them to become brand advocates and 

become committed to achieve their stated goals. Understanding the importance and value of 

social media in the workplace can help to influence employee engagement in a way that was 

impossible before the development of the internet. However, judgements about the various 

attributes of social media network have been indicated as a significant factor of social media 

use (Oh & Sundar, 2016). With development of social media, it has attracted many users. Many 

individuals and organizations use social media for various needs. The significance of social 
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media is an important step in taking employees into the digital arena. Organizations utilize 

social media to leverage knowledge and experiences from multiple geographically dispersed 

projects and have embraced the desire to involve employees through an effective strategy of 

social media communication to achieve virtual collaboration (Breunig, 2016). Every day, 

organizations are looking for better ways of eliciting that extra stimulus that causes employees 

to develop deeper emotional dedication and enthusiasm (affective engagement) to commit and 

engage to their work, especially in online communities. Research has indicated that technology 

or online engagement is a multidimensional construct and a valid means for capturing user 

engagement in terms of affective engagement.  

However, ‘affective’ comes from the word ‘affect’ which is defined as the ability to affect or 

to be affected by and which are two sides of the same event (Massumi, 2002). Massumi (2002) 

states that affect is pre-personal, pre-individual and nonconscious but real, which offers a 

potential for action or influences a person to take change or act. However, ‘affective’ comes 

from the noun ‘affect’ and it can be used interchangeably with ‘emotion’. ‘Affective’ describes 

something that has been impacted by emotions (CIPD, 2014) and is explained to relate to the 

way in which an individual feels about being involved in a particular role or job (Barmby, 

2014). 

In the HRM field, emotional or affective engagement occurs when employees have emotional 

commitment to their job or organization, and identify with the organization’s aims and values 

(CIPD, 2014). Similarly, emotional or affective engagement also occurs when employees 

develop a positive feeling towards their jobs and are motivated by the desire to do their best in 

their jobs and work with other colleagues (CIPD, 2011). However, within this study, the phrase 

‘affective engagement’ is used rather than ‘emotional engagement’ because affective 

engagement captures an individual’s deep feelings and thinking, which always result in action. 

Thus, in this study, the affective dimension of engagement is defined as a total and enduring 

level of emotions which is experienced by an individual in regard to their engagement focus 

(Calder et al, 2013) and transpires through long-lasting and recurrent feelings, rather than one-

off emotions. The affective dimension of engagement has two aspects: enthusiasm and 

enjoyment. These two sub-dimensions of affective engagement indicate the excitement, 

interest, pleasure and contentment an individual feels in regard to being involved in a social 

media brand community (Dessart et al, 2014). 
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The participation, collaboration and interaction with a community of like-minded employees 

is a vital factor that contributes to the success of the organization and employee engagement. 

The interest in usage of the internet for interaction and collaboration to enhance engagement 

among employees within the workplace has been growing strongly in both practice and 

academia. Much research has looked at the influence of the use of technologies or social media 

platforms on the affective dimension of engagement in different fields, such as in education, 

IT, marketing and health care, but little or no research has focused on the relationship between 

social media use and affective engagement in the human resources context. Therefore, the 

relationship between social media and affective engagement would mainly be drawn from other 

fields. However, there is evidence that suggests the influence of social media on individual 

affective engagement. For example, there is the empirical study by Dessart et al (2015) on 

consumer engagement in online brand communities: a social media perspective which 

interviewed 21 international online brand community members, which covers different brand 

categories and social media platforms, and indicates that a social media brand community is an 

environment where individuals develop strong emotional links among themselves and these 

aggregate into deep and long-lasting affective bonds (Bergami & Bagozzi, 2000). In addition, 

Dessart et al (2014) maintain that the emotions that the individual feels towards the social 

media brand community are strong and mainly positive and contain enjoyment and excitement. 

Dessart et al (2015) also added that interaction with peers through social media helps to 

generate individual excitement and happiness, which is inspired by the individual’s own 

comments and posts and those of other users; thus, individual usage level of social media 

triggers and sustains enthusiasm and enjoyment (affective). In addition, the work of Barge et 

al (2016), which examined the attitudinal and behavioural brand loyalty as consequences of 

consumer engagement in social media, proposed that perceptions of enjoyment, which is a sub-

dimension of affective engagement, is significantly associated with consumer engagement. In 

addition, Neidlinger (2014) maintained that social media is uniquely placed for making 

emotional connections, which is improved relational engagement. Therefore, it is proposed that 

there is likely to be a relationship between social media and affective engagement. Therefore, 

the following hypothesis is formulated: 

H8: There is a positive relationship between Actual usage of internal social media with 

Affective engagement  
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3.4.3 Actual usage of internal social media and social engagement  

In times of challenging business environment, organizations need to engage employees socially 

through the utilization of social media to promote active participation. Kahn (1990) claimed 

that engagement has a clear social component and presented social engagement as the extent 

to which an individual is socially connected with their workplace and shares common interest 

and values with colleagues. Social engagement as one of the facets of the ISA Engagement 

scale (intellectual, social, affective) proposed by Soane et al (2012), could be measured and 

assessed by the extent to which employees share the same work goals, attitudes and values with 

their work colleagues (Soane et al, 2012). These constructs are associated with task 

performance and turnover intentions and are significant to organizational change since 

effectiveness of social process are vital to positive outcomes (Soane et al, 2012). Khan (1990) 

proposed that social engagement is the experience of relatedness with other people, and it is an 

important element of the expression of oneself in-role.  

In addition, the emergence and acceptance of social media networks has encouraged human 

participation and communication on a unique scale (Sharma & Bhatnagar, 2016). Social media 

platforms allow individuals to share contents and interact with one another, and offer various 

purposes besides personal use, that encourage organizations to adopt the network to support 

their strategic business plans. The value of social media networks in a business arena started to 

be acknowledged as forward thinking. In the marketing field, businesses incorporated social 

media as a marketing medium, using various social media platforms such as Facebook, 

YouTube, blogs and Twitter for marketing their products and services (Taman, 2014). In the 

workplace, organizations are now integrating their internal communication strategy using 

social media strategy to involve employees in communicating with people across the 

organization, and conducting different activities such as to share ideas, solve problems, 

organize meetings, generate awareness on work-related matters, collaborate and build work 

relationships between colleagues (Fabre, 2015).  

The growth and acknowledgement of social media has made organizations adopt the tool to 

engage individuals on a deep and meaningful level (Dessart, 2017). Employee engagement is 

a necessary condition that has organizational purpose and consists of behavioural and 

attitudinal elements such as employee involvement, energy, passion, dedication, absorption and 

vigour (Mills, 2012). Jackson et al (2000) added that it is important that employees work 

collectively to operate together to solve challenges and learn from one another. Saks (2006) 
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recognized the importance of connectedness with others in the work environment and 

suggested that implementing and sustaining social interaction on work demands would result 

in engagement with others, especially when solving a complex task (Krauss et al, 2005). In 

addition, that study indicated that the feeling of working with others improves intrinsic 

motivation and determination among individuals working alone (Quintero, 2014), and that 

shared values encourage organizational culture (Scott & Bruce, 1994). Sharma and Bhatnagar 

(2016) posit that the ability of employees to become part of online communities where they 

can connect and interact with all levels of employees to discuss work-related issues based on 

their expertise, can encourage a more flexible learning approach across various parts of the 

organization, and “also overcome hierarchical boundaries and power dynamic in internal 

communications” (Sharma & Bhatnagar, 2016. p.17). Sharma and Bhatnagar (2016) also 

suggest that giving employees such opportunities would help to meet their psychological and 

emotional needs, which is a good source of employee motivation, as employees feel involved, 

encouraged and valued, and motivated to develop, learn and collaborate with others in the 

organization.  

On a similar note, Sharma and Bhatnagar (2016) state that giving employees the opportunity 

to connect to diverse members of the organization within different groups, departments and 

countries, will help create a dynamic social network of heterogeneity where employees share 

ideas and bring solutions to solve work-related problems on a common platform. Social media 

such as blogs, internal Facebook, Twitter, company intranet and discussion forums can help 

employees to share their opinions, new ideas and provide feedback on organizational polices 

and process (Sharma & Bhatnagar, 2016). Nohria and Eccles (1992) maintained that 

technology enabled shared values between people, and enhances the intra-organizational 

relationships, which provides opportunities for transfer of personal and technical knowledge, 

as well as other resource exchanges. Therefore, seeking employee involvement and 

participation through social media will help to create conditions for employee collaboration, 

facilitate interactive communication, share common interest and get social support for 

colleagues (Sharma & Bhatnagar, 2016).  

Littlejohn (2003) urges that the use of technology enhances and encourages individual 

interaction and communication and gives individuals the opportunity to go in depth and engage 

fully in interaction and communication with their peers. This statement can be underpinned 

using the technology-based learning engagement theory proposed by Kearsley and 

Shneiderman (1998), which is the idea that individuals must be meaningfully engaged in their 
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learning activities by interacting with others and worthwhile tasks. The theory maintains that 

the use of technology encourages an individual’s collaboration, as it helps to encourage 

learning, develop individual deeper understanding of their activities and develop ideas beyond 

the scope of individual activities (Kearsley & Shneiderman, 1999). Technology engagement 

theory promotes individual activities which involve cognitive processes such as problem 

solving, creativity, decision taking, evaluation and reasoning in which individuals are 

motivated to learn due to the nature of the learning environment and tasks (Kearsley & 

Shneiderman, 1999). Despite the significance of social media for engagement, Kearsley and 

Shneiderman (1998) argue that engagement can happen without the use of technology; but that 

technology can help facilitate engagement in ways that are difficult to achieve. An empirical 

study of the learning management system WebCT indicated the significance of engagement 

theory in the development and implementation of WebCT courses; the study indicated the 

effectiveness of the technology engagement theory in the implementation and outcomes of 

teaching and learning using technology (Marshall, 2007). This is consistent with the works of 

Feildman (1987), Barua et al (1995), Quinn et al (1996), Huber (1990) and Bhatnagar (2016), 

which maintained that the use of technology in the workplace plays a role in promoting 

collaboration and sharing of information within, inside and across the boundaries of the 

organization.  

Furthermore, the evolution of new technologies and the beliefs about its usefulness and its 

acceptance in the workplace, where employees use technology to express their viewpoint and 

ideas (Madsen, 2017). Also, where organizations utilize the social media network to collect 

peer praise, objective alignment, manager feedback and idea generation, this helps employees 

and organizations to make sense of communication on internal social media as job-related 

communication among employees (Madsen, 2017). In addition, Moorman et al (1993) state 

that social media used within the workplace influence group activities, help employees to solve 

colleagues’ work-related problems and keep employees updated with changes within the 

organization. With the presence of social media within the workplace, the process of helping 

colleagues becomes easier. It also makes it easier for organizations to keep employees updated 

on the issues of the organization, which also results in group cohesiveness (Moorman et al, 

1993).  

Anderson and Nar (2010) maintained that professional social media used within the workplace 

ease the processes of information sharing and achieving of goals, which result in a high 

evaluation of the relationship quality. Relationship quality improves employees’ organizational 
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citizenship behaviour (Warkenting et al, 1997). Hence, organizational citizenship behaviour 

refers to the willingness of an employee to go the extra mile in their job or serve the employer 

in matters that are outside the scope of their job descriptions and contributes to positive 

functioning of the organization. It consists of Helping behaviour, Civic virtue, Sportsmanship, 

Organizational commitment, Individual initiative, Compliance and Personal development 

(Podsakoff et al, 2000; Castro et al, 2004). Kahn (1992) suggests that employees who are 

engaged are more likely to “initiate citizenship behaviours due to their participation in a 

positive cycle of input and rewarding outcomes” (p.14). Kahn’s (1992) suggestion has been 

confirmed in an empirical study by Rich et al (2011). Another work’s findings also supported 

Kahn’s study and proposed that organizational communication must be considered as a vital 

issue to foster employees’ organizational citizenship behaviour (Yildirim, 2014). This is 

because organization citizenship behaviour reinforces close friendship, intimacy, sense of 

effectiveness and usefulness, emotional communication, and organizational effectiveness, and 

in social networks enhances virtual life within the online community. This section has 

examined the impact of workplace use of social media networks on three dimensions of 

employee engagement, to understand the influence of social media usage on employees’ level 

of engagement. Therefore, the following hypothesis is formulated: 

H9: There is a positive relationship between Actual usage of internal social media with Social 

engagement  

Actual usage of internal social media (AU) as one of the study variables included in the 

conceptual framework, will be tested to determine the relationship with intellectual, affective, 

and social engagement. The next section explores the impact of dimensions of employee 

engagement on the level of employee performance, providing more insight into how 

employees’ level of engagement derives from the usage of social media networks within the 

workplace can impact on their performance. 

3.5 Impact of Dimensions of Employee Engagement on Employee Performance  

Performance is an important variable in management literature. Xiaojun (2017) defined 

employee job performance as an employee’s overall job effectiveness which can be obtained 

by organizational performance information (e.g., sales) or assessed by employees’ managers, 

peer colleagues or employees themselves (Sykes, 2015; Tepper et al, 2011). Many studies have 
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examined the relationship between engagement and performance in the workplace. Demerouti 

and Cropanzano (2010) stated that engagement can lead to performance due to various 

mechanisms. This view is in line with a growing number of different studies which demonstrate 

a positive link between engagement and employee performance (Xanthopoulou et al, 2008; 

Whittington & Galpin, 2010; Clutterbuck, 2005; Kazimoto, 2016). Recently, interest has been 

shown in the relationship between employee engagement and performance. Linking employee 

engagement and performance, it could be suggested that engagement may constitute the 

process through which HRM practices influence employee and organizational performance. 

This is evident from much research which shows that there is a positive relationship between 

engagement and performance at individual and group levels (Harter et al, 2002; Rich et al, 

2010; Christian et al, 2011; Bakker & Bal, 2010).  

Fredrickson’s (2001) theory of ‘Broaden and Build’ explains the positive link between 

engagement and job performance: the theory states that the engaged individual experiences a 

positive emotion that widens the individual’s thought, which results in the employee 

concentrating more on their jobs and being more immersed in their job (Soane, 2012). Positive 

emotions can build and contribute to intellectual, affective and social behaviour. An engaged 

employee has a high retention rate which decreases the employee’s intention to leave the 

organization and increases productivity, profitability and growth of the organization (Markos 

& Sridevi, 2010). Employee engagement is a critical element of employee and organizational 

success. Schaufeli and Bakker (2008) state that employee engagement predicts employee 

performance and organizational success, and the impact of employee engagement or 

disengagement can be evident through organizational performance. 

Raza et al (2014) maintained that performance is an individual or employee’s physical and 

mental ability to carry out a specific task in a way that can be measured as high or low in scale. 

Specifically, employee performance involves the way in which employees achieve the goals 

set for them by the organization and relate their personal behaviours to the norms of the 

organization (Imran et al, 2012): It is also an effective, efficient and timely completion of 

mutual job agreement between employees and employers (Tinofieri, 2011). In this study 

performance is described as that behaviour of employees that contributes to the success and 

goals of the organization. However, the term performance is considered to have different 

aspects which include behavioural and outcome aspects (Roe, 1999; Campbell et al, 1993; 

Borman & Motowidlo, 1993). The behavioural aspect encompasses how the individual or 

employee performs their job, that is, the action itself, and involves specific individual 
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behaviour (e.g., sales volume, sales interaction with clients, test of job knowledge, etc.). This 

concept means that only actions that are goal-oriented and which can be measured or evaluated 

are considered as performance (Campbell et al, 1993). Campbell et al (1993) maintain that the 

outcome of performance involves the outcome and result of individual behaviour, which is an 

accomplishment of organizational goals and objectives which result from the behavioural 

aspect (i.e., employee behaviour). 

In addition, Albrecht (2012) explained that when employees are supported and provided with 

open and clear autonomy for their career development, this will ensure engagement in their 

jobs and improve performance. Khan (1990) explains that psychological differences may 

influence an employee’s ability to engage or not to engage in their work performance, exactly 

as they shape employee willingness and ability to be committed to work. Khan (1990) further 

argued that an individual would engage in different ways based on their psychologically 

meaningfulness experiences, psychological safety and availability in specific situations. In 

addition, Kahn (1992) stated that when employees are psychologically present, they feel 

connected, integrated and focused deeply into their role performance and keep themselves in 

the work they are performing. Macey et al (2009) added that the feeling of engagement leads 

to engagement behaviour which results in performance outcomes. Therefore, Macey et al 

(2009) and Kahn’s (1992) models proposed that deep employee engagement has a state and 

cognitive dimension; the state of engagement leads to engagement behaviour and engagement 

behaviour leads to performance outcomes. These links are important in understanding the 

development and management of employee engagement.  

Although numerous studies have confirmed a positive link between engagement and 

performance outcomes, Sparrow’s (2014) study advised against confident claims that deep 

employee engagement leads to high performance. The authors explained that there is a 

possibility that being in a well-performing unit results in employee engagement and not the 

reverse. This view is supported by social exchange relationship theory (SET) which focuses 

mainly on principles of reciprocity. SET specifies that certain workplace antecedents lead to 

interpersonal connections and “these relationships produce effective work behaviour and 

positive employee attitudes” (Cropanzano & Mitchell, 2005, p.882). Purcell (2014) argues that 

one issue with employee engagement is presenting conclusive and causal evidence between 

deep employee engagement and employee performance. Soane et al (2012) suggested further 

research on the examination of dimensions of employee engagement in relation to other 
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concepts relevant to human resource development (HRD) researchers and professionals, such 

as performance. However, before the association between each facet of employee engagement 

on performance is more clearly understood, one possible suggestion is to employ a much more 

systematic approach to identify how each dimension of employee engagement (Intellectual. 

Affective and Social) is linked to performance; as a result, this study assesses the link between 

three dimensions of employee engagement (intellectual, social, and affective) and performance 

to understand how these dimensions impact the level of employee performance in the 

workplace. 

3.5.1 Intellectual engagement and employee performance 

Intellectual engagement is an important research area in the field of business management 

psychology. Intellectual engagement requires not only being absorbed but thinking hard about 

the role and how to do it better. However, to understand the relationship between intellectual 

engagement and performance, it is important here to clarify exactly the meaning and concept 

of intellectual engagement.  

The term intellectual dimension of engagement refers to an individual’s absorption in their 

work and the way in which the individual thinks hard about improving their performance. 

(Soane et al, 2012) defined intellectual engagement as the degree to which an individual is 

intellectually engrossed in their work and thinks how to focus hard on, concentrate in and pay 

attention to their work. For Michele et al (2013), intellectual engagement means an absorbing, 

creative and energizing focus which results in the individual’s deep commitment to explore, 

investigate and solve problems and inquiry over a sustained time. Soane et al (2012) stated that 

given the significance of intellectual activity to individual and organization performances and 

given that engagement means more than an ordinary fulfilment of job roles, they see intellectual 

engagement as the extent to which an individual is absorbed in their work intellectually. In 

addition, intellectual engagement is defined as a state where an employee is 

intellectually/cognitively engaged and thinking hard about their job and how to perform better 

in their role (Alfes et al, 2010). This means that employees engage and involve in psychological 

activities such as brain tests, being social, keeping open to experience to acquiring different 

knowledge and understanding about their role, to develop their cognitive or intellectual skills 

to perform well in their role. However, intellectual engagement is often associated with 

cognitive activities or constructs such as knowledge acquisition, peer interaction, making a 
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judgement about something and generating solutions to achieve good performance outcomes 

(Drusendahl, 2014).  

Saks (2006) argues that intellectual/cognitive engagement is more than an individual’s attitude 

or behaviour and represents how an individual pays attention to their work and their ability to 

think tactically and place high importance on their job role to their daily life (Appleton, 2012; 

Wilms et al, 2009). Zyniger (2008) added that intellectual engagement is linked with internal 

processes such as motivation, mental strategy use, deep processing, effort and self-regulation. 

Rothbard (2011) states that intellectual/cognitive engagement consists of two factors: 

absorption and attention. Absorption involves the focus and immersion that an individual 

experience during work, the individual would be engrossed in a deeper manner and not 

distracted easily from their activities (Rothbard, 2011). In addition, absorption involves a 

deeper and much stronger level of individual immersion and concentration in their work and 

links to individual cognitive effort and investment in work. While attention relates to the 

amount of intellectual or cognitive resources, such as mental energy and concentration, that a 

person spends in thinking about their job roles. Although some research in different fields has 

looked at the relationship between intellectual /cognitive enjoyment and performance, there are 

limited studies directly investigating the relationship between intellectual/cognitive enjoyment 

and performance in the HRM context.  

In the field of education, research indicates that intellectual engagement has been understood 

to have positive influence in student learning outcomes (Fredricks et al, 2004; Greene, 2015; 

Greene et al, 2004; Wigfield et al, 2008). Marks (2000) defined cognitive/intellectual 

engagement as “psychological process that involves student’s attention, investment and 

interest, as well as effort that a student puts in the work of learning” (pp.154–155). For Rotgans 

and Schmidt (2011), cognitive/ intellectual engagement is a psychological investment of a 

student and effort directed towards their skills, learning goals, planning, mastering of 

knowledge and self-regulation. Bircan and Sungur (2016) indicated that students who are 

intellectually engaged use different strategies which can help them organize information, 

connect their current knowledge to their previous knowledge, monitor, plan and access their 

learning, contributing to their academic accomplishment. Research has indicated that 

“intellectual/ cognitive engagement is a strong predictor of academic performance” (Bircan & 

Sungur, 2016, p.154). This means that students who have a high level of intellectual or 

cognitive engagement are likely to do well on academic tasks (Paris & Paris, 2001; Pintrich & 

Garcia, 1991; Pintrich & De Groot, 1990).  
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In the organizational context, research has indicated that intellectual/cognitive engagement 

with sub-dimensions of attention and absorption, contributes to greater performance. However, 

evidence from engagement research proved that when employees are intellectually/cognitively 

absorbed in their role, they are not only less easily distracted with issues that are peripheral to 

their task, but also less easily discouraged by challenges or issues that emerge while doing the 

job (Sonnentag, 2003). Also, due to their strong attention and concentration on the work, they 

tend to overcome possible challenges and issues that may arise and hence, become more 

efficient and effective in carrying out their job, thereby resulting in greater performance (Violet 

et al, 2011). Therefore, the following hypothesis is formulated: 

H10: There is a positive relationship between Intellectual engagement with Employee 

performance  

3.5.2 Affective engagement and employee performance  

Researchers have since tried to establish the relationship between affective engagement and 

performance in the workplace. One challenge that organizations face involves the 

implementation of strategies designed to improve interest in employee engagement, employee 

motivation and commitment, and employee satisfaction to boost performance. However, there 

is a growing interest among HRM practitioners and researchers in understanding how 

employees in the workplace become emotionally attached to their workplace (Robertson et al, 

2007; Yang & Pandey, 2009; Hassan & Rohrbaugh, 2011, 2012; Moon, 2000; Lyons et al, 

2006; Moynihan & Pandey, 2007; Armstrong et al, 2008). This is because evidence shows that 

the emotional attachment an employee has in the workplace has been indicated to be associated 

with increased employee performance (Riketta 2005; Podsakoff et al, 2000). A better 

understanding of the relationship, hence, has both theoretical and practical significance for 

HRM. In addition, researchers believe that providing employees with an environment that 

promotes knowledge sharing, learning and development opportunities, and supports a balance 

in the lives of the employees, would create the basis to support employee effort and personal 

initiatives and make employees become committed and feel positively about doing a good job 

(affective) (Alfes et al, 2012). Until now, study indicates that affective engagement predicts 

employee performance (Meyer et al, 2004). Also, the emotional attachment employees have 

about organization values and how much they enjoy the relationship they have with the 

organization, as well as the way they feel as part of the organization, has a remarkable influence 

on employee performance (Meyer et al, 2004).  
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Practically, Meyer and Allen (1997) state that employee emotional attachment to their 

workplace has been scrutinized with respect to commitment. The term commitment has been 

used extensively in engagement literature and it is found to be a common concept used to define 

employee engagement. Clearly, there are various concepts that have been used to explain the 

definition of employee engagement; types of commitment are used to define engagement, 

meaning that engagement and commitment can be used interchangeably. However, 

commitment is viewed as a psychological state that shows the relationship employees have 

with the employer. A decision that an employee makes is to either stay with the organization 

or to leave the organization. This decision involves employees’ positive and negative reactions 

that make them feel emotionally connected with their organization, and this is also known as 

affective commitment or affective engagement (Fredricks, 2004). Both affective engagement 

and affective commitment have been examined in various perspectives, and it is extensively 

acknowledged that the two concepts slightly differ. Affective engagement refers to an 

individual’s loyalty and emotional commitment to their work, while affective commitment 

refers to an individual’s loyalty and emotional commitment to their organization (Little & 

Little, 2006). The two concepts can be used interchangeably, as they are considered as a 

component of employee engagement, employee involvement and employee commitment 

(Little & Little, 2006). In the context of this study, affective engagement is used because it 

goes a step further to explain the employee making extra efforts to attain organizational goals.  

An empirical study on how satisfaction translates into performance in China, which surveyed 

292 employees in seven different manufacturing companies, indicates that affective 

engagement is an element through which employee satisfaction influences job performance 

(Zhang & Zheng, 2009). Meyer and Allen (1993) added that employees develop a 

psychological attachment when they are treated favourably, and their sense of personal 

importance and competence are induced, which in turn can foster satisfaction and employee 

performance. Furthermore, Meyer et al (2004) maintained that employees want to stay when 

they are involved in and committed to their workplace (i.e., affective engagement) and are 

eager to utilize their effort on behalf of their employer due to the benefit they get from the 

relationship they have with the organization. This explanation is rooted in the social identity 

theory proposed by Tajfel (1972), which states that society is made up of different social groups 

with different status and power, and that individuals derive their social identification from the 

social group to which they belong. Social identity theory is also seen as an individual’s 

knowledge or perception that they are part of a specific social group, and that they place high 
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importance and pride in the group they belong to. In addition, Hogg and Vaughan (2002) 

explain social identity theory as an individual’s positive feeling which is derived from 

perceived membership of desirable social groups.  

Edward and Peccei (2007) applied a social identity theory in the work context to define 

organization identification as the psychological link between employees and their organization 

whereby the employee has an intense self-defining “affective attachment with the organization 

as a social entity” (p.30). In addition, Tyler and Blader (2001) pointed out that an individual 

with a stronger social identity tends to develop a greater motivation to associate and collaborate 

directly and indirectly with their colleagues through the effect of identity on values and 

attitudes. Additionally, Hogg and Terry (2011) also maintained that an organization can 

become a key source of employee social identity and that organization identification helps 

employees to develop collective self-esteem, and make them feel the successes and failures of 

their employer as their own, and involves them in behaviour or attitude that supports the goals 

and aims of the organization. On a similar note, Karanika-Murray et al (2015) stated that a 

stronger attachment and psychological bond between employee and their organization 

strengthens an employee’s motivation and reinforces their ability and willingness to do better 

and engage with their work. This is to say that organizational identification can predict 

employee motivation and performance beyond their core job roles (Reade, 2001). Also, an 

employee with a strong identification with their workplace is likely to be involved actively in 

the achievement of goals and activities of the organization, and as a result, become more 

motivated to work hard to attain the goals of the organization (Karanika-Murray et al, 2015). 

This may mean that organization identification could be a condition necessary to determine an 

employee’s attitude towards their job roles, and specifically job satisfaction and performance, 

by reinforcing their engagement with their work (Karanika-Murray et al, 2015).  

Furthermore, employee involvement as an aspect of affective engagement is often known as 

enriching job design. Job enrichment helps to improve the important nature of employee work 

performed and gives employees opportunity and greater control over how to perform their 

work. Job enrichment increases employee’s commitment and alters their psychological state in 

a way that they develop their competencies and become involved with their work (Kim & Sung-

Choon, 2013). In addition, employee involvement consists of employees having power to make 

and participate in decision making, providing necessary training for employees to do their jobs 

which would positively influence outcomes by increasing the employee’s motivation and skills 

(Sanchez, 2015). Thus, employee involvement has a positive effect on employee performance. 
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Current research proposes that work practices that encourage employee involvement can create 

emotional attachment, positive attitudes and belief that are linked with employee engagement, 

and that this type of work practice can create a behaviour that results in improved performance 

(Konrad, 2006). Therefore, the following hypothesis is formulated: 

H11: There is a positive relationship between Affective engagement with Employee 

performance  

3.5.3 Social engagement and employee performance  

Social engagement is one dimension of employee engagement which is defined as the extent 

to which an employee is socially connected to work colleagues and the work environment and 

aims to discuss work-related issues and share common values with one another. Soane et al 

(2012) argued that “social engagement is the experience of connectedness with others and is 

an integral feature of the expression of self-in-role” (p.9). The significance of the social context 

to engagement is well known by scholars in the field of HRD (Rich et al, 2010; Macey & 

Schneider, 2008; Swanson, 2001).  

In addition, in the context of a psychological approach, it is believed that the workplace that 

creates a unique and dynamic work environment has expectations and needs that are social and 

psychological in nature. These needs consist of success and survival within the group to which 

the employee belongs. Then, when these needs are met, the employee develops a sense of 

engagement which results in increased job performance and commitment (Soane, 2012). 

Employee social engagement is a vital way to enhance engagement throughout an 

organizational process. Khan (1990) states that employees get socially involved or committed 

to their work role when they have opportunity to share the same work-related values and goals 

with their colleagues and share the same work attitude with their colleagues. Soane et al (2012) 

claim that an important and previously neglected element of engagement is the perceived social 

connectedness between an employee and their colleagues that involves the employee sharing 

the same work-related values, goals and attitudes, and this may be interesting to examine in 

depth (Truss et al, 2013). This is to understand the social engagement process and how the 

practice of social connectedness can enhance engagement in and experience of work.  

Based on the literature, social connectedness, which consists of all elements of belonging, is 

defined “as the ongoing momentary affective experience of belonging based on awareness and 

appraisals of social relationships and interactions” (Hakanson & Ohlen, 2016, p.47). Maslow’s 
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(1968) theory of hierarchy of needs points out that the importance of feeling connected to others 

can be placed only behind safety needs and basic physiological needs. The theory explains that 

social need which involves feelings of belonging, sense of connection and being part of a group, 

as well as the need for social relationships, motivates behaviour. In addition, recent research in 

psychology, health and social science has found that social aspects of life contribute to a general 

sense of well-being (Umberson & Montez, 2010; Burke & Kraut, 2016). Umberson and Montez 

(2010) added that social relationships influence health in behavioural, physiological and 

psychosocial ways. A growing body of evidence strongly proposes wellbeing as an essential 

aspect of social engagement. Brown and Leigh (1996) maintained that poor staff engagement 

can be damaging to organizations because of the ensuing decrease in employee wellbeing and 

productivity. However, there are different factors that affect individual wellbeing. These 

factors influence and increase individual wellbeing to boost employee performance; good 

communication is an element of individual wellbeing, as having a more direct form of 

interaction, involvement and colleague support can be beneficial and can increase high levels 

of commitment and motivation (CIPD, 2007). 

Moreover, the human relations theory proposed by Kurt Lewin (1950) suggests that 

communication is a tool that can be used to encourage employees, especially during change, to 

improve employee performance. Communication was indicated to be a tool which enables 

interactions between various departments within the organization, and encourages team 

building and proper work coordination. In addition, research shows that communication within 

the organization drives employee engagement (Ruck, 2012; MacLeod & Clarke, 2009). 

Bleeeker and Hill (2013) added that good relationships and interaction between employees is 

one way to motivate and engage employees. In addition, employees experience friendship in 

the workplace from the level of intimacy they find and the extent to which the workplace 

environment is friendly and welcoming (Atambo & Momanyi, 2016). Nurturing feelings of 

intimacy and highlighting the importance of a sense of community in the workplace leads to 

employees developing relationships, and cooperation and effective communication with each 

other. Klein (1994) supported this statement and states that effective communication in the 

workplace among employees is known to create change readiness and serves as an important 

factor in obtaining dedication among employees. Thus, communication, teamwork and 

cooperation, which is a by-product of friendship, have a positive effect on the employee’s 

morale and performance (Atambo & Momanyi, 2016). 
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Furthermore, social support and communication provided by the immediate supervisor is likely 

to enhance employee engagement. The literature proposes that social support is associated with 

organizational engagement (Osca et al, 2005). For instance, support from colleagues and 

management has positive relationship with work engagement (Fone et al, 1997). In addition, 

Joiner and Bakalis (2006) discovered that an employee who has positive relationships with 

their colleagues and their supervisors develops a high level of commitment to their workplace. 

The social relationship employees have with their colleagues, where employees feel safe in 

their work environments, which is categorized by supportiveness and honesty, allows 

employees to try new things, take the initiative and become open in ever-changing situations 

(Kahn, 1990). In addition, Boswell (2006) states that employees who understand the 

relationships they have with their colleagues and the contribution they make to the strategic 

goals of the organization are more likely to feel a sense of belonging and fit into the 

organization. Therefore, effective social engagement and collaboration among employees in 

the workplace can improve employee performance. Therefore, the following hypothesis is 

formulated: 

H12: There is a positive relationship between Social engagement and Employee performance.  

Figure 3.2 shows the conceptual hypothesis which predict the theoretical relationship between 

the research variables.  

 

Figure 3.2: Research Conceptual Model and Corresponding hypothesis 



94 

3.6 Hypotheses  

Based on the various reviews of literature shown above and the features of internal social media 

usage for engagement purposes within the workplace, the conceptual model proposed here 

incorporates all constructs to capture possible factors that influence the directions and 

relationships of all the constructs in the modified research model. In total, twelve hypotheses 

have been proposed, as shown in Table 3.3. In addition, as stated above, various review of 

literature on internal social media within the workplace, more especially within airline 

companies, indicated limited study on internal social media adoption and usage from a TAM 

perspective. Based on the relationships proposed by the extended TAM model (Figure 3.2), the 

hypotheses in Table 3.3 are proposed. 

Table 3.3: Research hypotheses  

Hypothesis Research hypothesis relationship for (a) Nigeria and(b) the UK  

H1a 

H1b 

Perceived usefulness has a positive relationship with Actual use of social 

media  

H2a 

H2b 

Perceived ease of use has a positive relationship with Actual use of social 

media  

H3a 

H3b 

Perceived management support has a positive relationship with Actual 

use of social media 

H4a 

H4b 

Perceived behavioural control has a positive relationship with Actual use 

of social media  

H5a 

H5b 

Perceived relevance has a positive relationship with Actual use of social 

media 

H6a 

H6b 

Uncertainty avoidance has a positive impact on Intention to use social 

media  

H7a 

H7b 

Actual usage of internal use of social media has a positive influence on 

employee Intellectual engagement 

H8a 

H8b 

Actual usage of internal social media has a positive influence on 

employee Affective engagement 

H9a 

H9b 

Actual usage of internal social media has a positive influence on 

employee social engagement  

H10a 

H10b 

Employee Intellectual engagement has a positive relationship with 

employee Performance  

H11a 

H11b 

Employee affective engagement has a positive relationship with 

employee Performance 

H12a 

H12b 

Employee Social engagement has a positive relationship with employee 

Performance  
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3.7 Summary  

This chapter reviewed extensively the technology adoption models: Technology Acceptance 

Model (TAM), Extended Technology Acceptance Model (TAM2), Theory of Planned 

Behaviour (TPB) and Unified Theory of Acceptance and Use of Technology (UTAUT). This 

research focuses on the Technology Acceptance Model (TAM) developed by Davis (1989) to 

explain employee adoption and actual usage of internal social media for employee engagement 

and the impact on employee performance. The chapter discussed TAM adoption, validation 

and extension, and explained that TAM was chosen because it stands out in investigating 

individuals’ acceptance and usage of new technology and helps to predict users’ more 

accurately than TPB and UTAUT, and performed better than TAM2 in respect to the explained 

variance in behavioural intention (Tang & Chen, 2011). Moreover, the chapter also discussed 

the relationship between external variables and internal social media adoption for employee 

engagement. The research model indicates and considers previous research to identify eternal 

variables (e.g., Perceived usefulness, Perceived ease of use, Perceived relevance, Perceived 

behavioural control, Perceived management support and Uncertainty avoidance) and also 

explains the relationship between internal social media usage directly on employees’ 

intellectual, affective and social engagement, which in turn impact on employee performance. 

Finally, the chapter addressed the development of research hypothesis based on the available 

literature regarding individual adoption and usage of social media and technology in general; 

based on the literature review in the social sciences, information systems and behavioural 

science, it was indicated that a set of causal factors influences a series of intermediate indictors, 

which in turn determines the outcome regarding changes in employee performance. 

The next chapter presents the research methodology.   
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CHAPTER FOUR: RESEARCH METHODOLOGY 

4.0 Introduction  

According to Rajasekar (2006), methodology can be defined as a study of how research is 

carried out. It can also be referred to as a strategy and process used to select and analyse 

research information (Crotty, 1998). It is in fact how researchers go about their work of 

describing, explaining and predicting phenomena. It is also defined as the study of method 

through which knowledge is gained (Rajasekar, 2006). Research methodology is important not 

only because it embodies philosophical assumptions, but also because it guides the choice of 

research methods. The methodology enables the researcher to draw implications from the 

sample studies and generalize them for the targeted population (Gray, 2009). Social science 

research involves exploring and understanding social phenomena, which involves social 

science questions that could be investigated in a suitable manner and the methods which enable 

such investigation acceptable (Dash, 1993).  

This chapter gives an outlines of research methods. First, the chapter explores the philosophical 

assumptions, the paradigm of inquiry, the research methodology, the research design and the 

strategy of inquiry employed in this study. This guides the study when selecting the right 

methods for the research investigation. It is claimed that the use of a chosen method is 

influenced by the philosophical paradigm of inquiry that the researcher needs to adopt a 

creative stance (Creswell, 2009). Similarly, Bryman (2008) recognises the importance of 

choosing a questionnaire based on the philosophical assumptions. Second, the chapter outlines 

and justifies the methods used in this study, the data collection method, the research ethics and 

the instruments used to measure the key variables for the research model. According to Mill 

(2014), research methods are procedures and techniques employed to carry out a research. The 

method used to gather data can include surveys, experiments, interviews, etc. 

4.1 Research Philosophy  

Analysing the philosophical assumptions when carrying out research is important for both 

shaping research design and for explaining different approaches taken in order to support 

credibility of the research outcome (Paul, 2004). Eriksson and Kovalainen (2008) recognized 

that understanding the philosophical position that guides the researcher in specifying the 

overall research design and strategy is important. Saunders et al (2009) proposed that it is 
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important to know about different philosophies in research before selecting the right research 

philosophy approach for investigation.  

Research philosophy is referred to as a system of beliefs and assumptions about the 

development of human knowledge. The development of new knowledge may arise from a 

desire to answer a specific problem in a particular field or organization. In the field of research, 

the research philosophy adopted contains important assumptions about the way the world is 

viewed. These assumptions underpin the research strategy and methods. The classification of 

research philosophy into such as epistemology (assumptions about human knowledge), 

ontology (realities encountered during research) and axiology (judgments about value) shapes 

how we understand our research questions and the interpretation of our findings (Crotty, 1998). 

An understanding of research philosophy is important because it is fundamental to how we 

approach our research. Easterby-Smith et al (2002) state the importance of understanding 

philosophical issues. First, it can help to clarify research designs. This involves considering the 

evidence needed and how it is to be gathered and interpreted. Second, understanding different 

research philosophies can help the researcher to identify which research designs work best. 

Table 5.1 provides a short comparison of research philosophies which support research in 

social science disciplines and the relationships between each paradigm’s ontology, 

epistemology, methodology and methods (Bryman & Bell, 2007). 
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Table 4.1: Research philosophies 

Adapted from various sources: Wilson (2010); Saunders et al (2009); Guba & Lincoln (2000) 

Paradigm  Ontology 

Researcher 

assumptions of the 

nature of reality, i.e., 

researcher’s view on 

the way the world 

operates 

Epistemology  

The researcher’s view 

about knowing reality 

and what can be 

discovered 

Axiology 

The researcher’s view 

of the role of values in 

research 

Methodology 

How do you go about 

research?  

Method 

What are the 

techniques for 

data 

collections? 

Research 

approach 

 

What are the 

plans and 

procedures for 

the research.? 

Positivism Consider the world 

to be external and 

objective. Maintain 

minimal interaction 

with research 

participants (i.e., 

independence). 

Reality can be 

measured and hence 

the focus is on reliable 

and valid tool to obtain 

that.  

Research is undertaken 

in a value-free way, 

the researcher is 

independent from the 

data and maintains an 

objective stance. 

Scientific experiments 

based on hypothesis; 

these are usually 

quantitative. Conditions 

that confound are 

manipulated. 

Quantitative, 

but can use 

Qualitative 

Deductive 

Interpretivism / 

Constructivism  

There is no single 

reality or truth. 

Reality is created by 

individuals in a 

group. 

Reality needs to be 

interpreted and it is 

used to discover the 

meaning of events and 

activities.  

Biased.  

 

Research is value 

bound, the researcher 

is part of what is being 

researched, cannot be 

separated and so will 

be subjective. 

Create a consensus 

through individual 

constructions including 

the construction of the 

investigator. 

Qualitative Inductive 
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Paradigm  Ontology 

Researcher 

assumptions of the 

nature of reality, i.e., 

researcher’s view on 

the way the world 

operates 

Epistemology  

The researcher’s view 

about knowing reality 

and what can be 

discovered 

Axiology 

The researcher’s view 

of the role of values in 

research 

Methodology 

How do you go about 

research?  

Method 

What are the 

techniques for 

data 

collections? 

Research 

approach 

 

What are the 

plans and 

procedures for 

the research.? 

Realism Realities are socially 

constructed entities 

that are under 

constant internal 

influence (Critical 

Realism). 

Observable phenomena 

provide credible data, 

facts. Insufficient data 

means inaccuracies in 

sensations (direct 

realism). Alternatively, 

phenomena create 

sensations which are 

open to 

misinterpretation 

(Critical Realism). 

Focus on explaining 

within a context or 

contexts. 

Research is value-

laden; the researcher is 

biased by world views, 

cultural experiences 

and upbringings. 

These affect research 

findings. 

Pursues falsification of 

hypotheses. Methods 

chosen must fit the 

subject matter, 

quantitative or 

qualitative. 

Qualitative Deductive / 

Inductive 

Pragmatism Reality is constantly 

debated and 

interpreted in light of 

its usefulness in new, 

unpredictable 

situations.  

Researcher uses 

whatever materials and 

methods are needed 

and necessary to find 

answers to research 

questions. Use the best 

method to solve 

problems.  

Value-free/biased. 

 

Values play a large 

role in interpreting 

results, the researcher 

adopting both 

objective and 

subjective points of 

view. 

Mixed method design-

based research 

 

Action research 

Quantitative 

and 

Qualitative 

Deductive / 

Inductive 
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In the field of social sciences, it is claimed that the causal theory of human behaviour can result 

in the development of models and laws that can anticipate human behaviour (Rosenberg, 2005). 

This research aims at investigating the factors that can influence employees’ adoption of 

internal social media for employee engagement and its influence on employee performance. 

The researcher aims to identify the factors influencing employee behaviour towards usage of 

internal social media for engagement. Moreover, it intends to gather findings from a developed 

and a developing country.. In research studies, there are three types of research philosophies: 

interpretivism, positivism, and realism. The research philosophy adopted is influenced by practical 

considerations and different views of the researcher. In this regard, the positivism approach 

was adopted. Positivist philosophy suggests that knowledge can only be attained and justified 

by observation, experience and experiment (Gray, 2009). The positivist philosophy considers the 

quantitative methods and focus on the objective nature of the research study (Taherdoost, 2016). In 

relation to this research study, the positivist research philosophy has been adopted by the researcher due 

to its importance in developing the foundation of a clear direction of the future of the research regarding 

information gathering and analysing, and for its suitability in generating objective understanding of 

theories and concepts in relation to theories of employee engagement and performance etc. Another 

rationale for adopting positivist philosophy was the logic, experiences, and the reasons that lead the 

study towards producing credible information that will enable solving the research problems (Babii, 

2020). Moreover, by adopting positivist theory, it will help to consider early theories and concepts of 

technology adoption, employee engagement and employee performance in order to generate knowledge 

about the phenomena researched. Additionally, the application of such a philosophy on social 

sciences asserts that the causal theory of human behaviour can result in developing models, 

regularities and laws that are capable of predicting human behaviour (Rosenberg, 2005). In this 

regard, the next section identifies and discusses the paradigm of inquiry employed by the study 

within the positivist philosophy. 

4.2 Paradigm of Inquiry  

Paradigm of inquiry is frequently used in social science and plays a vital role in the research 

process of any research study. Paradigm refers to a way of explaining social phenomena from 

which particular understandings of these phenomena can be gained and explanations attempted 

(Guba & Lincoln, 1994). In addition, it explains aspects of the paradigm of inquiry which 

include epistemology, ontology and methodology (Burrell & Morgan, 1979; Guba & Lincoln, 

1994; Creswell, 2009). Epistemology assumption refers to how reality is captured or known; it 

is in fact the relationship between researcher and reality (Carson et al, 2001). It is the belief 



101 

that the researcher and what is researched are not separated, as the researcher has developed 

new knowledge from the review of literature. According to Guba and Lincoln (1985), 

epistemological assumptions determine an individual’s view of the world and reality; they 

affect the process in regard to developing questions, adopting appropriating strategies and 

designing research. Ontology assumption refers to the science of being (Baikie, 1993). It 

involves the nature of reality. Additionally, it is a system of beliefs that reflects an interpretation 

by an individual of what constitutes the facts (Hudson & Ozanne, 1988). An ontological 

assumption can be either subjective or objective. An objective ontological assumption sees the 

world and reality as independent and separate from the individual, while a subjective ontology 

is the existence of a relationship between the people and reality (Eriksson & Kovalainen, 2008). 

Axiology refers to how the researcher can go about finding out about a given question (Morgan, 

1998). In other words, axiology claims similarity between ontological and epistemological 

views (Mittman, 2001).  

Guba and Lincoln (1994) cited four philosophical paradigms used in social science: positivism, 

post-positivism, constructivism and critical theory and their dimensions; ontology, 

epistemology and methodology. Generally, positivism and post-positivism are seen as the 

traditional paradigm of research, which is often known as the scientific approach; these 

methods are more quantitative than qualitative (Creswell, 2009). While constructivism and 

critical theory are more qualitative than quantitative, their methods are based on the views of 

participants and interpretations of the examined situation (Creswell, 2009). As a result, the 

emphasis is more on the inter-relationship between cause and outcomes (Howell, 2013). 

The present research employs the approach of positivism. According to Cohen et al (2007), 

Positivism is an assumption that explains the researcher’s approach to investigate social 

phenomena. It holds the view that knowledge is derived through close observation and that 

phenomena are shaped from perceptions and consequent actions of those social actors which 

are concerned with their existence (Burningham & Cooper, 1999). Myers (2008) added that 

positivist philosophy consists of the view that science is the way truth can be uncovered, which 

is the idea that “factual” knowledge obtained from observation and experience is trustworthy. 

Additionally, Levin (1988) states that positivists own the belief that reality is stable and can be 

explained from an objectivist point of view.  

The paradigm of this research holds a critical realism viewpoint and altered the approach of 

the dualist where the concept of independence is dropped and the objectivity remains (Guba & 
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Lincoln, 1994). According to Howell (2013), post-positivism criticized positivism in relation 

to positive knowledge. The post-positivist holds the view that outcomes are the consequence 

of antecedents. The relationships are in general articulated through research questions and 

hypotheses (Creswell, 2009). Additionally, post positivism considers that the researcher and 

the researched are inseparable (Eriksson & Kovalainen, 2008). Johnson and Duberley (2000) 

state that post-positivism claims that understanding of human behaviour and attitude within the 

context of business must consider the reality of people’s interpretations and perceptions. This 

study’s ontological position is critical realism, which suggests that reality can only be seen 

incorrectly and probabilistically as the human factor impedes its full understanding (Guba & 

Lincoln, 1994; Howell, 2013). This research examines the factors influencing employee 

adoption and usage of internal social media for engagement. This reality is external to the 

researcher and therefore can be observed and measured objectively. Nevertheless, it is 

understood that this reality cannot be understood in an objective manner as the study recognizes 

the impact of employee attitude towards adopting and using internal social media for 

engagement. Such an impact comes from the usage of Likert scales in this study which are 

based on employee attitude and belief, hence justifying the approach of critical realist ontology. 

Regarding epistemological position, the view is that the researcher and what is researched are 

not separated, as the researcher’s ontological position developed a pre-existing knowledge 

from reviewing the literature; however, the objectivity of the study can be enacted by 

measuring the study’s variables in a quantitative manner. The result findings are replicable yet 

can still be fallible as a result of contextual differences. This view justifies the context used to 

approach the adoption and usage of internal social media for employee engagement.  

4.3 Research Approach  

An approach is taken based on the different choices made by the researcher. In research, the 

use of theory recognises two research approaches: deductive and inductive. 

The deductive approach is the nature of the relationship between theory and research which 

aims at testing theory (Bryman, 2003). According to Saunders et al (2012), the deductive 

approach consists of the use of hypotheses to explain the relationships between variables, and 

often makes use of quantitative methods. The authors added that the deductive approach 

explains why a phenomenon is happening. While inductive research involves the generation of 

new theory which emerges from data, it also makes use of research questions to narrow the 

scope of the research. In addition, Saunders et al (2012) argue that the inductive research 
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approach examines the reason a phenomenon is happening. In the field of social science, it is 

accepted that the deductive research approach is the most common way to test a theory-based 

approach (Eriksson & Kovalainen, 2008). However, in order to ensure content validity, this 

study adopted deductive reasoning as a primary mode of theoretical reasoning to test statements 

(hypothesis) of theory: hypotheses were tested by analysing existing data and theory based on 

observed patterns of behaviour (DePoy & Gilson, 2007) in order to understand if the data reject 

or support the hypothesis. According to Ochara (2013), deductive approaches are the most 

heavily employed modes of theorizing in IS research. As a result, existing theory was adopted 

and modified to explain phenomena in a new context, in order to know whether the theory 

applies to specific instances (Hyde, 2000). Hence, the stance of this approach is to deduce 

findings from samples collected from the UK and Nigeria and then compare the analysis of the 

two countries to bring to the internal social media and employee engagement literature some 

theoretical foundations. Additionally, this study adopted the deductive approach as it considered the 

methodology of the research studies and its appropriateness with the selected positivism research 

philosophy within the study. Moreover, the use of deductive approach was also important in this study 

to develop casual knowledge regarding research problems and effectively generalize research outcomes 

through the amount of information gathered. This helps to gain insight into understanding airline 

employee behaviour towards using internal social media platforms for engagement. The testing 

of the hypotheses also provided a clear understanding and enabled reaching a logical 

conclusion on the relationship between constructs, drawn from data collected from the UK and 

Nigeria. Moreover, the use of questionnaires as a tool for the deductive form of theorizing was 

used to collect data about employee behaviours to reach conclusions about associations 

between variables (Straub et al, 2004). This helps to answer the objective questions of how and 

why the phenomenon happens (Gioia & Pitre, 1990). 



104 

4.4 Research Design and strategy  

4.4.1 Research Design  

According to Anderson (2017), a research design is defined as methods used by a researcher to 

specify the procedures for the collection and analysing of information in a coherent and logical 

way, in order to ensure research problem is effectively addressed. The research design help in 

data collection, evaluation, and data analysis using quantitative information such as survey 

questionnaire, case study, experiments, etc (Cope, 2015). And helps to formulate the type of data to 

collect for the study. Creswell (2009) states that there are three types of research designs: 

quantitative, qualitative and mixed method. As the aim of this research is to investigate factors 

influencing airline employees attitude towards adopting and using internal social media for 

employee engagement and its impact on their performance within the context of UK and 

Nigeria, in response to this predefined research aim, the study aimed to find the factors 

affecting employees’ adoption of internal social media for employee engagement within the 

workplace, as well as to examine the effect of usage of internal social media platforms on 

employees’ performance in both countries using a customised TAM model. The present study 

adopts a quantitative approach to present data and formulate facts (Sukamolson, 2005). 

Generally, this approach was adopted to test pre-established research hypotheses and evaluate 

the modified TAM model, still considering the individual’s perceptions and attitudes, through 

perception-based Likert questions.  

A quantitative approach in TAM research accords with the positivist tradition. It is stated that 

the positivist paradigm favours the quantitative method (Clark, 1998; Giddings & Grant, 2006). 

This is in accordance with the positivist idea which allows value-free research. The researcher 

remains independent of and neutral to what is being researched and maintains an objective 

stance. Therefore, the collection of quantitative data provided a deeper understanding of what 

the influencing factors are for internal social media adoption and usage among airline 

employees. The quantitative studies are used in this study to compare modified technology 

acceptance and usage practice across the UK and Nigerian airline sectors. Similarly, adopting 

a quantitative research approach is a suitable approach to generalized findings and provides a 

statistical quantitative relationship between the two countries (Bryman, 1988; Eriksson & 

Kovalainen, 2008). The quantitative approach draws from the philosophical position that the 

problem under examination can be measured in data rather than opinions, this enables the researcher to 

confirm or reject the hypothesised relationships between the variables in the study and generate 
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measurable deductions according to the theory. The quantitative deductive approach comprises 

of a five-level process: exploration, development of construct, hypothesis development, 

hypothesis testing, internal and external validity testing. The first three steps were explored and 

discussed in the earlier chapters. The review of the literature led to development of constructs 

and the study of hypothesis and their links to the constructs. The research design adopted help 

in testing the study hypotheses for internal and external validity. Additionally, the study seeks 

to gather quantitative information and use statistical techniques to achieve the research 

outcome. The use of qualitative approach was not appropriate to achieve the aim of the study. 

The philosophical views of individual experience and subjective meanings of the world (Crotty, 

1998) would not enable the explanation of the significance of the interrelationship between 

independent variables: Actual usage of internal social media, employee Engagement and 

employee Performance based on the underlying theory articulating this research. The 

researcher understands the factual data obtained from quantitative through survey. In regard to 

this, important steps were taken to ensure that the pilot study was completed by participants by 

ensuring that they understood the constructs and their dimensions as criteria for validating the 

research instrument. The use of perception-based Likert scale allows participants to rate the 

direction/strength of their experiences and feelings that best reflect their understanding of the 

subject being examined. Moreover, to fully achieve the aim of the study, the quantitative 

approach improves the researcher’s ability to measure the relationships between the variables 

and to confirm the pre-existing realities of the developed hypotheses. 

Figure 4.1 shows the key areas of enquiry and the knowledge sources used to address these 

enquiries. 
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Figure 4.1: Research design 

4.4.2 Research strategy  

In a positivist study, there are many methods of collecting survey data; these include: online, 

hard copy, self-administered and postal questionnaires, and face-to-face and telephone 

interviews (Collis & Hussey, 2009). The survey strategy is common in social sciences and 

linked with the deductive research approach (Mark et al, 2009). In relation to the undertaken 

study, this research adopted hard copy questionnaire design to collect quantitative information, 

the hard copy structured questionnaire was developed and designed for selected participants 

(airline employees in the UK and Nigeria) without the involvement of the researcher. This 

survey questionnaire was self-administered and consisted of close-ended questions, which 

helped the researcher to gather different employees’ views, knowledge, feelings, emotions, and 

opinions related to the research questions. The questionnaires were analysed through Partial 

Least Squares Structural Equation Modelling (PLS-SEM). Authors state that the use of PLS-

SEM is on the increase in business and marketing research projects, particularly research 

projects examining the cause or effect connection between variable and constructs (Hult et al, 

2009; Hair et al, 2011). 

The purpose of using survey in this study is to analyse findings of a sample from a whole 

population (Pinsonneault & Kraemer, 1993). It is believed that using questionnaire for this 

study is predominantly relevant. The data gathered through this structured research instrument 

Selection of factors for the research study  

Proposed research hypotheses / research model  

Review of literature  

Collection of empirical data from quantitative survey  

Test hypotheses / research model  
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is useful to develop knowledge by identifying variables, as well as testing research questions 

and theories (Johnson & Onwuegbuzie, 2004). 

Self-administered and structured questionnaires allow the researcher to gather comparable and 

standardised responses by asking respondents to respond to exactly the same set of questions 

in a predetermined order collecting descriptive and explanatory data about people’s opinions, 

behaviours and attributes, from a large population (Akinci & Saunders, 2015; Alhassany & 

Faisal, 2018; Oshaib et al, 2019). The survey strategy is easy and flexible to use compared to 

other methods of data collection (such as interviews and observations), as this research requires 

a large number of close ended questions. The questionnaire contains standard questions were 

researcher aim that the questions will be interpreted in same manner by all respondents 

(Robson, 2011). In addition, the vast majority of the previous empirical studies on human 

resources development (HRD) and information system (IS) were conducted through self-

administered and online questionnaires (Akinci & Saunders, 2015; Piabuo et al, 2017; 

Bondarouk et al, 2017; Mozgovoy & Mettler, 2019; Chowdhury & Haidear, 2019), and has 

been validated and found to have good statistically significant results compared to other data 

collecting methods. Similarly, a study by Turulja and Bajgoric (2016) that looked at the 

importance of human resources and information technology to organization performance used 

questionnaires to gather data from companies; thus, confirming the appropriateness of such a 

method to social media and employee engagement literature. However, it is acknowledged that 

this type of data collection can be affected by the available resources, such as time available to 

complete data collection and financial implications, which may result in low response rate 

(Bryman, 2012), and can increase the likelihood of statistical biases (Tomaskovic–Devey et al, 

1994). However, due to the objectives of this research, this instrument is administered to gather 

useful information from a large sample size in the UK and Nigeria in order to explore the 

impact of external factors on employee behaviour towards using internal social media 

platforms for engagement and its influence on performance. The gathering of information 

through the questionnaire helps the researcher to gather sufficient information from the number 

of employees in a reasonable time frame. The adopted research design help to significantly 

increase the validity and reliability of the information gathered.  

4.5 Research Population and Sampling  

According to Saunders (2007), a research population is defined as the full set of cases from 

which a sample is taken. In line with this, Cohen et al (2000) state that a population is a group 
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of people who are subject to a piece of research, while sampling is the method of choosing the 

segmentation of a population for study. Smith (2002) also defined population as a group of 

people with a similar characteristic at which the study is being directed. According to Flick 

(2014), individuals must have specific traits to be considered as part of the targeted population. 

However, it is impossible for the researcher to survey the entire population due to several 

limitations, which include funds and time. The research population entails the selection of the 

quantitative research approach within this research paradigm. Questionnaires were distributed 

to individuals from whom the researcher expects to find answers to the research questions. In 

this study, the research population consists of employees of airline companies in the UK and 

Nigeria; these employees are those that are active users of internal social media usage within 

the airline industry. Additionally, the population involved different nationalities and considered 

employees who are Nigerian or British, but not only Nigerian or British. It is expected that 

there will be employees who are from other countries within the UK and Nigerian airline 

industry. Relevant samples were selected to represent the entire populations.  

The sampling strategy provides different methods that ensure that the sample the researcher 

uses in the research study represents the entire population from which sample is drawn 

(Saunders et al, 2009). Hair (2003) states that sampling is the process of selecting sample units 

from a set of data for measuring individual characteristics, attitudes and beliefs. Cooper et al 

(2003) suggested that the reasons for sampling are to better speed collection of data, obtain 

accurate results and ensure cost efficiency. Therefore, a sample is chosen out of the entire 

population to be studied in order to evaluate and assess them. Moreover, the conclusion 

obtained from this study sample can be used to generalize to the whole population (Maxwell, 

2012). Yin (2014) explained that samples can be taken by different approaches and can be 

subdivided into two categories: probability and non-probability sampling. In probability 

(random) sampling all subjects in the target population have equal chances of being selected in 

the sample (Shorten & Moorley, 2014) and consist of: simple random sampling, systematic 

sampling, stratified sampling and clustered sampling. While in non-probability sampling 

methods the population sample is selected in a non-systematic process and subjects may not 

have the chance of being selected, and consist of: convenience sampling, quota sampling, 

judgement (or purposive) sampling and snowball sampling (Elfil & Negida, 2017; Patton, 

1990). This study adopts the non-probability approach of purposive sampling Previous study 

suggested that this method satisfied the criterion for the population being studied given their 

experience and understanding of internal social media usage for engagement within the 
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workplace (Binsardi et al, 2013). In fact, this study made use of experts ( Management and 

non-management staff) who work with the airline companies to obtain cases that are 

informative (Neuman, 2000). Purposive sampling relies on the researcher’s judgement when 

selecting the sample for study and enables the researcher to select individuals with a specific 

characteristic that suits the needs of the study. This approach was used in this research to get 

deeper understanding of the topic being studied (Neuman, 2000), and also canvass the opinion 

of employees to make theoretical and analytic generalisations from the sample. Moreover, by 

studying the targeted population, unlike similar studies, this study has widened its base by 

studying employees of airline companies. This research samples show the characteristics of 

employees who are actively or currently using internal social media platforms for engagement 

activities.  

In addition, purposive sampling was employed to select individuals based on their knowledge 

and experience in using internal social media for employee engagement. In this case, due to 

the theoretical nature of this study, more specific, predefined groups were selected to capture 

a wide range of perspectives relating to employees’ use of internal social media for engagement 

in a specific industry (airline companies). The rationale for employing this technique is to get 

the opinions of the targeted population (Ishal et al, 2019) to better understand the regular 

patterns of employee behaviour and the relationship between employee usage and adoption of 

internal social media and engagement within the workplace. In addition, purposive sampling 

was considered a more accurate and rigorous base on the guidance of relevant literature 

(Bryman, 2012; Patton, 1990). Relevant methodological literature (Bryman, 2012; Binsardi & 

Green, 2012) specifies several purposive sampling techniques: homogeneous sampling, typical 

case sampling, extreme case sampling, critical case sampling, total population sampling, 

maximum variation sampling (MVS) and expert sampling. Based on the nature of this study 

and other similar studies using this type of sampling (Al-Thunibat & Sahari, 2011; Binsardi et 

al, 2013; Ishal et al, 2019), as well as different criteria for expert and to also determine 

employee behaviour towards using internal social media for employee engagement within the 

workplace, a purposive sampling technique was considered feasible as it provided the 

researcher with the justification to make theoretical generalizations based on knowledge rooted 

in these particular individuals and the industry (Binsardi & Jackson, 2013). 
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4.6   Data Collection Protocol 

A data collection protocol helps researchers to ensure that all data are collected in a coherent 

and efficient manner to ensure valid, reliable and quality data analysis, in order to prevent 

challenges such as common method variance and non-response or incomplete questionnaires 

(McDonald & Adam, 2003). Bryman (2001) states that data collection is seen as the most 

important stage of any research, therefore the data collection procedures should be carefully 

planned and implemented. Moreover, there is one main type of data collection for this research, 

the primary data obtained from the questionnaires. The researcher selected to conduct a survey 

as the form of collecting information. In order to achieve the objectives of the study, a 

quantitative approach was taken. This study adopted a face-to-face hard-copy questionnaire. In 

addition to the structured questions, close-ended questions were used to obtain the demographic 

information of the participants. The use of an online questionnaire using the Qualtrics platform 

was considered but dropped due to some challenges experienced during the pilot study, such 

as: non-responses/incomplete data, time consumed and internet problems. It is important to 

mention that this study is focused on the UK and Nigeria and therefore, using an online 

questionnaire for both the UK and Nigeria can be time consuming, particularly for Nigeria 

where most individuals often turn off their internet data due to high cost of data from the service 

providers and so they are less likely to respond to online questionnaires in a timely manner or 

when needed; hence gathering data online may be difficult. However, to prevent any form of 

bias, face-to-face hard-copy questionnaires were used to collect data from both the UK and 

Nigeria. It is indicated that hard-copy questionnaire has high response rate compared to web-

based questionnaire (Zuisgeest et al, 2011; Kongsved et al, 2007). Fitzgerald et al (2019) 

claimed that hard-copy questionnaires are likely to appeal to different populations with 

different behavioural and sociodemographic characteristics.  

In this study, an email was sent including a copy of the questionnaire and a covering letter to 

airline companies clearly stating the purpose and the implication of the research (Bryman, 

2003), as well as the anonymity and confidentiality of respondents (Saunders et al, 2012). The 

purpose of the email was to solicit permission from airline companies to distribute face-to-face 

paper-based questionnaires to employees ( both  management and nonmanagement).  After a 

few weeks, an email reminder was sent to the airlines, emphasising the importance of the data 

collection (Rea & Parker, 2012). Moreover, the questionnaire was distributed to employees of 

airline companies to find answers to the underlying concepts. As indicated, the questionnaire 

was distributed face-to-face by the researcher and through different airline managers and 
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station managers who approached staff and explained to them what the study was about and 

the importance of the research. Prior to the distribution of questionnaire, research was made to 

find out the airline companies that uses internal social media before distribution of the 

questionnaire. Moreover  

For the employees who are willing to participate, the researcher handed the questionnaires to 

them before and after their work shifts, which was the time suitable for them. Being a tool of 

the quantitative approach, questionnaires were designed and tested using the pilot study, 

described later.  

4.7 Survey Design  

As this study is conducted under the positivist philosophical perspective, all the survey 

questions used in this study were close-ended and involved respondent choice to select boxes. 

The survey questionnaire was based on the research conceptual model discussed in this 

research and consisted of questions designed to measure each of the 11 factors indicated to 

influence employee adoption and hence usage. The use of close-ended questions makes the 

collection of data comparable, and enables the tabulation, coding and interpretation of data 

(Zikmund et al, 2010). Likert-type scales were used to measure employee intention towards 

adopting social media within the workplace. According to Madu (2003), Likert scales include 

a scaling procedure that enables respondents to express the extent to which they agree or 

disagree with a statement. It is considered as the most reliable tool to measure individual 

opinions (Monette, 2013). Burns and Grove (1997) indicated that Likert-type scales are 

designed to measure individual attitudes or human behaviour. Respondents were offered a 

choice of seven pre-coded responses with point labels ranging from strongly agree to strongly 

disagree and that each scale has its own advantages and disadvantages (Rahi, 2017). Therefore, 

to ensure reliability and accuracy a seven-point scale was used for all items in the questionnaire. 

Thomas and Lewis (1993) suggested that a seven-point Likert scale shows optimal reliability. 

The Likert scale used in this study was based upon previous works, supports and justifications; 

it was decided to adopt the commonly used seven-point Likert scale for all items, since the use 

of seven-point scales may improve validity, reliability and rate of responses (Thomas & Lewis, 

1993; Ogbonna & Harris, 2000; Finstad, 2010; Johns, 2010; Hair et al, 2010).  

Moreover, research has been carried out to determine the influence of cultural differences on 

individuals’ response style. While numerous studies have found distinctive cultural differences 
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associated with Likert scales, such as cultural values (Dolnicar & Grun, 2007; Lee et al, 2002), 

it is interesting to mention that cross-cultural research can have response bias in terms of 

response style because certain cultural groups may likely respond to questions with a specific 

response style (Smith, 2004). For instance, some cultures or nationalities can typically show 

an extreme response style (ERS), while others may show a middle response style (MRS) or an 

ambivalent response Style (ARS). However, since increasing the number of Likert items from 

3 to 7 contributed to a higher internal reliability and extra discriminating power, the researcher 

opted for a high (7-point) Likert scale, taking into consideration culturally rooted context and 

difference of respondents’ shared background (Lee et al, 2002). The survey questions were 

divided into two sections: the first section contained eleven sub-sections with the items in each 

section relating to one of the study’s eleven constructs. The second section contained the 

demographic questions. These demographic questions allow the researcher to report and 

discuss the attributes of the employees involved in the study. All the questions were close-

ended with 7-point Likert scales; this enabled the researcher to measure the independent, 

mediating and dependent variables of the research model developed. 

4.8 Research Ethics  

The key component of any study is dealing with potential ethical issues related to data 

collection processes. In quantitative research, there are many steps that a researcher can take 

to ensure transparency and honesty within the field of research (Creswell, 2012). In the case of 

this research, it was important to disclose the full purpose of the study to the respondents, for 

them to be aware of what they were accepting in regard to their voluntary participation, which 

is known as informed consent. Informed consent was needed to carry out this research because 

the research involved human participation. Respondents were made aware of the purpose of 

the research, by providing an information sheet that showed the nature of the study. In addition, 

additional ethical principles were considered by providing respondents with verbal information 

to ensure that they fully understood the purpose of the research and they were willing to 

participate before the collection of data commenced. Gregory (2003) posits that if the 

appropriate information is clearly stated to participants, it is sensible to assume that the ethical 

requirements have been met. According to McNabb (2013), it is important that the researcher 

protect the rights of the respondents by ensuring that their privacy is respected and protected. 

In this respect, norms of all participants were considered and respected such as culture, religion 

and gender, which are considered sensitive in nature and can pose a key issue in research. To 
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respect confidentiality, this study also took into consideration information that would be 

considered personal or implicate participants to ensure fairness and openness for all 

participants. McNabb (2013) states that when gathering data, objectivity and truthfulness 

should be maintained throughout the study; this implies that the researcher should prevent any 

form of bias which can lead to a false conclusion by ensuring that the data collected are not 

misinterpreted or encouraging one answer over others.  

Furthermore, to safeguard the privacy of respondents, it is understood that the information 

shared by participants will not be compromised or disclosed to any third party (Homan, 1991). 

Ultimately, there are a number of limitations and challenges acknowledged. There would be 

challenges in terms of honesty. This implies that respondents may tend not to be totally honest 

on a questionnaire, especially when they feel they should give a certain response to a question 

(Dornyei, 2003). In addition, due to the close-ended style of the survey questionnaire, there is 

often a low rate of validity (Dornyei, 2003). Finally, issues may arise if there are many 

respondents who offer non-responses (Dornyei, 2003). 

Overall, this section presented the research method, methodology, ethical considerations and 

potential limitations that might be experienced during the study. The ethical approval form is 

attached in Appendix 1. The next section discusses the reliability and validity of the research. 

It examines the internal consistency and accuracy (reliability and validity) of the research tool 

used for this study.  

4.9 Reliability and Validity 

According to Ghauri and Gronhaug (2005), validity describes how well the already collected 

data covers the actual area of research being investigated. Validity primarily means measuring 

what is meant to be measured (Field, 2005). In research there are different types of validity, 

namely, content validity, construct validity, face validity, criterion validity and reliability. 

While reliability relates to the extent to which a measurement of a phenomenon provides stable 

and consistent results, similarly, it refers to the consistency of the research findings or results 

if the research is repeated over a period of time (Bazeley, 2013). It also refers to the “stability 

of measurement over time; and the similarity of measurements within a given time period” 

(Kirk & Miller, 1986, p.41). “Testing for reliability is important as it refers to the consistency 

across the parts of a measuring instrument” (Huck, 2007, p.33). 
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4.9.1 Content validity  

Content validity is the initial step to evaluate the research questionnaire and measurement 

procedure. According to Haynes et al (1995), content validity is the extent to which the 

essential assessment instruments are relevant and fairly represent the targeted construct for a 

specific assessment purpose. In this study the first draft of the questionnaire was checked by 

the supervisory team, then with 8 human resources professionals and 6 academic doctoral 

research students. The process was important for the following reasons: (1) that the survey was 

free from error; (2) that items to be tested fairly represented all items that are to be measured; 

(3) the accuracy of the measurement tool; and (4) tangential and irrelevant materials are not 

included in the measurement items. Moreover, before commencing the pilot study, feedback 

and comments were received, and the following issues were indicated: (1) the length of the 

questionnaire was too long; (2) the questions on perceived management support were seen to 

be answerable by managers rather than “ordinary employees”; (3) there were spelling and 

formatting problems in the questionnaire, and unclear sentences; and (4) the measure for 

employee performance comprised only two items, and thus the researcher was advised to get a 

measure with more items. As a result, some questions were modified in the main and 

demographic parts of the questionnaire to ensure accuracy.  

4.9.2 Construct reliability and validity 

The construct reliability and validity of this study were piloted to test that all constructs for this 

study were measured, using instruments that have already been used in the same study context. 

The construct reliability and validity tests of each measure were conducted to assess the 

relationship of each measured item and the extent to which the factor loadings were consistent 

and significant (Andreson & Gerbing, 1988). To test for internal consistency, Cronbach’s alpha 

coefficient was used in this study: its values range on a scale of 0 to 1, with high 

intercorrelations indicating reliability. High factor loadings indicated good convergent validity. 

It is acknowledged that 0.7 is the recommended threshold, as recommended by Hair et al 

(2003). Field (2009) maintained that if the Cronbach’s alpha is low, the items measured should 

be checked and odd items loading less than 0.3 should be removed. In this study, almost all the 

factor loadings were above 0.7, reaching the recommended threshold.  



115 

4.10 Measurement Variables  

Having stated the method used in this study, this section explains the instruments used to 

measure the investigated variables in this study. Almost all the measurements used in this study 

have already been used and tested in the same context. The primary aim of this research was 

to investigate the extent to which employees adopt social media platforms for employee 

engagement and its influences on performance. The conceptual research model consists of six 

exogenous variables, perceived usefulness, perceived ease of use, perceived management 

support, perceived behavioural control, perceived relevance and uncertainty avoidance and 

four endogenous variables, intellectual engagement, affective engagement, social engagement 

and employee performance. In addition, the mediating variable, actual usage, explains the 

relationship between the independent variables and dependent variables. The measures for each 

variable were adapted from various authors. Figure 4.2 recalls the theoretical research model 

proposed in this study. The next section discusses the items used to measure the 

abovementioned variables.
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Figure 4.2: Research Conceptual Model (adapted from TAM)
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4.11 Independent Variables  

As indicated in Table 4.2, the measurement of variables was adopted from various studies in 

order to measure the indictors (Dreher, 2014; Razak & Latip, 2016; Cilliers et al, 2017). The 

same items were used for both the UK and Nigeria in order to allow research model 

comparison. The respondents were asked to select a rating which best described their choice of 

agreement with the statements on a 7-point Likert-type scale ranging from 1 = strongly agree 

to 7 = strongly disagree. This was to understand the extent to which employees used social 

media platforms for engagement within the workplace. Moreover, various scales have been 

used to measure individual attitude towards technology adoption. It is important to understand 

the effect of external variables (independent variables) on employee attitude and how the 

external variables could cause changes in employees’ attitude to adopt social media platforms 

for engagement. The items reflected the six external variables: perceived usefulness, perceived 

ease of use, perceived management support and perceived behavioural control. Table 4.2 

presents all the measures for this research.  

Table 4.2: Research variables and measurement scales  

 Variables and measurement scales  Source 

 Perceived User-friendliness (UF)  

Davis (1998) 

PU1 Using my company’s internal social media platform makes it 

easier to stay in touch with colleagues 

PU2 Using my company’s internal social media platform makes it 

easier to stay in touch with managers 

PU3 I find my company’s internal social media useful in my 

professional life 

PU4 Using my company’s internal social media makes it easier to 

stay informed with my colleagues 

PU5 Using my company’s internal social media makes it easier to 

stay informed with my managers 

PU6 Using my company’s social media would help me communicate 

and interact with my colleagues 

PU7 I can use my company’s internal social media if I found it 

improve my work 

PU8 My company’s internal social media allows me to accomplish 

my task more quickly 
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 Variables and measurement scales  Source 

 Perceived ease of use (PEU) 

Davis (1993) 

PEU1 I find my company's internal social media platforms easy to use 

PEU2 Interaction with my company's internal social media is clear and 

understandable 

PEU3 My company’s internal social media is a flexible technology to 

interact with 

PEU4 With minimal effort, I find it easy to use my company’s internal 

social media platform to obtain information that is of relevant to 

me 

PEU5 With minimal effort, I find it easy to use my company's internal 

social media platform to disseminate information that is of 

interest to me 

PEU6 It could be easy for me to become skilful at using my company's 

internal social media platform 

 Perceived management support (PMS) 

Lin (2010) 

PMS1 Management is aware of the benefits that can be achieved with 

using my company’s internal social media platforms 

PMS2 Management supports and encourages the use of internal social 

media platforms 

PMS3 Management provides most of the necessary resources and help 

to support the use of internal social media platforms 

PMS4 Management is keen to see people happy with using internal 

social media platforms 

PMS5 Management provides adequate resources, technical support and 

training for effective utilization of internal social media 

platforms 

 Perceived relevance (PR) 

Kim & Huh 

(2017)  

Jung (2017) 

PR1 When I see work related information on my company's internal 

social media, I feel that it might be of value to me 

PR2 When I see work related information on my company’s internal 

social media, I feel that it might be relevant to my needs 

PR3 Using my company’s internal social media is important to me 

PR4 Using my company's internal social media is likely to give me 

new ideas 

PR5 Using my company’s internal social media is interesting to me 
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 Variables and measurement scales  Source 

 Perceived behavioural control (PBC) 

Zhao et al 

(2016) 

PBC2 I am confident that I can use my company's internal social 

media to interact, share contents and network with colleagues if 

I want to 

PBC3 I am confident that I can use my company's internal social 

media to interact, share contents and network with managers if I 

want to 

PBC4 I feel I have the time, skills, resources and knowledge to 

communicate and interact on my company's internal social 

media with colleagues 

PBC5 I feel I have the time, skills, resources and knowledge to 

communicate and interact on my company's internal social 

media with managers 

PBC6 It is mostly up to me whether or not to use my company's 

internal social media in my daily job task 

 Uncertainty avoidance (UA) 

Baek and 

Morimoto 

(2012) 

Quintal et al 

(2010 

UA2 I dislike using any company's internal social media platforms 

for communication and interaction within the workplace 

UA3 I discard or ignore information on my company’s internal social 

media 

UA4 It is important to have instruction, rules and regulations spelled 

out, so I will know what is expected of me when using my 

company's internal social media to interact and communicate 

with colleagues and managers 

4.12 Dependent Variables  

In this study, the dependent variables consist of intellectual engagement, affective engagement 

and social engagement. These variables are influenced by the independent variables and are 

measured using the independent variables. As highlighted above it can be seen that changes in 

dependent variables are caused by independent variables. The factors which are high in 

dependent variables can constitute powerful predictors of employee performance. This means 

that employees who are reportedly higher in intellectual engagement, affective engagement and 

social engagement are likely to experience a greater level of employee performance 

(Frederickson, 2001). Table 4.3 shows dependent variables and measures used in this study.  
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Table 4.3: Dependent variables  

 Variables and measurement scales  Sources 

 Intellectual engagement (IE) 

Soane et al 

(2012) 

IE1 I focus hard on my work 

IE2 I concentrate on my work 

IE3 I pay a lot of attention to my work 

 Affective engagement (AE) 

Soane et al 

(2012) 

AE1 I feel positive about my work 

AE2 I feel full of energy and strength in my work 

AE3 I am enthusiastic about my work 

 Social engagement (SE) Soane et al 

(2012) 

Thomas 

(2011) 

SE1 I share the same work values as my colleagues 

SE2 I share the same work goals as my colleagues 

SE3 I share the same work attitudes as my colleagues 

 Employee performance (EP) 

Drewery 

(2016) 

Parke (2018)  

Suriati (2016) 

EP1 I often carry out the core parts of my job well 

EP2 I always initiate better ways of doing my core tasks today 

EP3 I always fulfil all the responsibilities specified in my job 

description  

EP4 I consistently meet the formal performance requirements of my 

job  

EP5 My competency (knowledge, skill and ability) improves 

through internal social media activities 

EP6 My performance has been getting better through company 

internal social media activities 

 

4.13 Mediating Variable  

The mediating variable explains the relationship between the dependent and independent 

variables. As indicated above and from Table 4.4, it can be seen that independent variables 

influence the dependent variables by means of a “middleman” which is the mediating variable. 

In this study the mediating variable consists of actual use of social media in the workplace and 

helps to explain the cause-and-effect relationship between the use of social media for employee 

engagement and employee performance. The actual use of social media in the workplace 

explains why and how there is a relationship between the independent variables and dependent 

variables. The analysis of mediating variable answers the question of how independent 

variables are related to dependent variables (Nima et al, 2013). The respondents were asked to 



121 

indicate to what extent on average per week they would say they used company internal social 

media for work purposes within the workplace. Table 4.4 shows the mediating variable and 

measures used in this study.  

Table 4.4: Mediating variable  

 Variables and measurement scales  Source 

 Actual use of social media in workplace (AU)  

Rauniar et al 

(2014)  

Venkatesh 

and Davis 

(2000) 

AU 1 Less than 1 hour 

AU2 1 to 3 hours  

AU3 3.5 to 5 hours 

AU4 5.5 to 7 hours  

AU5 7.5 hours or more  

AU6 We have internal SM, but I don’t use it 

AU7 I’m not aware that my company has internal social media  

 

Table 4.5: Composite and Cronbach’s alpha for employee adoption of social media 

platforms for engagement and its impact on performance for Nigeria 

Constructs Items Composite 

reliability  

Cronbach's 

alpha 

Perceived usefulness (PU) 8 0.876 0.832 

Perceived ease of use (PEU) 6 0.918 0.892 

Perceived management support (PMS) 5 0.910 0.875 

Perceived relevance (PR) 5 0.916 0.886 

Perceived behavioural control (PBC) 5 0.892 0.847 

Uncertainty avoidance (UA) 3 0.751 0.522 

Actual usage of social media (AU) 4 0.798 0.677 

Intellectual engagement (IE) 2 0.902 0.784 

Affective engagement (AE) 3 0.934 0.895 

Social engagement (SE) 3 0.806 0.667 

Employee performance (EP) 6 0.860 0.805 
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Table 4.6: Composite and Cronbach’s alpha for employee adoption of social media 

platforms for engagement and its impact on performance for the UK 

Constructs Items Composite 

reliability  

Cronbach’s 

alpha 

Perceived usefulness (PU) 8 0.878 0.832 

Perceived ease of use (PEU) 6 0.903 0.871 

Perceived management support (PMS) 5 0.850 0.777 

Perceived relevance (PR) 5 0.850 0.775 

Perceived behavioural control (PBC) 5 0.883 0.883 

Uncertainty avoidance (UA) 3 0.812 0.648 

Actual usage of social media (AU) 4 0.818 0.692 

Intellectual engagement (IE) 2 0.937 0.865 

Affective engagement (AE) 3 0.903 0.838 

Social engagement (SE) 3 0.874 0.804 

Employee performance (EP) 6 0.818 0.732 

 

As seen in Table 4.5 and Table 4.6, the test results for construct reliability indicate that almost 

all the items measured had sufficient correlation among the set of variables. As mentioned 

above, some scales were removed to improve the Cronbach’s alpha for internal consistency 

and reliability for both the Nigerian and UK data; this means that three indictors were removed 

from Actual use of internal social media (AU), and one item each were removed from Perceived 

behavioural control (PBC), Uncertainty avoidance (UA), Perceived usefulness (PU) and 

Intellectual engagement (IE). The remaining indictors were on their respective scale and were 

statistically significant. Employees were presented with multiple item statements to measure 

the extent to which they adopted internal social media platform for engagement. In Table 5.5 

and Table 5.6 the mediating variable and one item each from independent and dependent 

variables had Cronbach’s alpha below 0.70 and other items were above 0.7. In addition, all the 

composite reliabilities satisfied the standard for reliability. This means that all variables of the 

model produced the recommended values for construct reliability (0.70), indicating strong 

convergent reliability (Said et al, 2011). Thus, it can be concluded that the eleven model 

constructs showed satisfactory discriminant validity and reliability. 
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4.14 Sample Size and Non-Response Rate 

There are many debates in academic literature on sample size. Selection of the right sample 

size has been an issue for researchers (Rahi, 2017). Rahi (2017) also states that sample size 

needs to be considered carefully as statistical methods are affected by it. Other sources 

suggested that sample size which is based on analysis techniques, for example, structural 

equation modelling that analyses confirmatory factor analysis, structural path analysis, casual 

modelling with latent variables, as well as multiple regression analysis, need to be treated in a 

careful manner (Collis and Hussey, 2009). Moreover, based on the useful suggestions and 

arguments regarding selection of the right sample size (Comrey & Lee, 1992; Hair, 2003), 

sample size for this research was selected by following the important guidance mentioned in 

academic literature. Data was drawn from 136 and 207 employees of selected licenced airline 

companies in the UK and Nigeria, respectively, through the administration of a survey 

questionnaire. The number of responses in Nigeria was lower than that in the UK as airline 

companies operating in the UK, both domestic and international, are more than double the 

number of domestic and international airlines operating in Nigeria. In other words, the UK has 

the third largest airline network in the world (Association of UK Airlines, 2020), compared to 

Nigeria which is still growing in airline business (Bailey, 2019). Additionally, a small sample 

size was gathered in Nigeria due to cost, time frame and accessibility. Although 136 and 207 

responses may be considered as relatively low, they are still within the average sample size and 

threshold sample size for PLS-SEM. Henseler et al (2009), Reinartz et al (2009), Hair et al 

(2014a) found that PLS-SEM achieves a high level of statistical power with small sample sizes. 

Therefore, the data collection was sufficient to compare and contrast the two countries 

investigated.  

Respondents were selected based on their knowledge, expertise, and relationship in terms of 

the research topic (Freedman et al, 2007). In this research, the respondents who were selected 

had a relationship with the topic being studied, adequate and relevant work experience in the 

use of internal social media, active involvement in several engagement initiatives within the 

organization and were in roles with customer- or client-facing roles, as well as administrative 

roles and managerial positions. Within this context, the respondents for this study were in 

managerial and non-managerial position such as: customer/passenger service agents, baggage-

handlers, pilots, cabin crew members, call centre agents, ramp agents, managers, etc. Five 

hundred hard-copy questionnaires were distributed by employees of airline companies in the 

UK and Nigeria, 250 questionnaires for each country. The totals of usable questionnaires 
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obtained in Nigeria and the UK were 136 and 207, respectively. The questionnaire was 

distributed face to face in both countries by going to the airline companies. It is suggested that 

face-to-face questionnaire mode distribution appears to be the most suitable way of collecting 

primary data in cross-cultural projects (Jong, 2016). Face-to-face mode was possibly 

convenient for the participants to take part in the survey due to the nature of their jobs. It has 

been claimed that face-to-face or hard-copy surveys garner higher response rates than online 

surveys (Duncan, 2008). Questionnaires were distributed to participants at a convenient time 

(during their break time and after work). Some questionnaires were filled and returned 

immediately. To increase the number of responses a phone call was made to remind the 

companies of completion of the remaining questionnaires, and three follow-up visits were made 

to the airline companies to collect more completed questionnaires.  

Moreover, to reduce the problem of missing data in the study, the researcher collected only the 

essential information, and the pilot study was conducted to identify problems that could occur 

during the main study. In order to test for data accuracy, missing data were checked to identify 

the missing value for each variable. Cases with missing data were omitted to ensure unbiased 

and conservative results (Kang, 2013). According to Hair et al (2006), missing data occur when 

respondents miss or fail to answer one or more question in the questionnaire. Similarly, missing 

data can occur when the researcher fails to store or record a data value. This can have a 

significant effect on the research result drawn from the data (Graham, 2009). Table 4.7 shows 

the number of hard-copy survey questionnaires distributed and the number of questionnaires 

returned and usable for the data collection result for the UK and Nigeria. 
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Table 4.7: Number of questionnaires distributed to individual airlines for the UK and 

Nigeria  

Nigeria UK 

• Airline A (International and national 

carriers) Handed 54 questionnaires to 

station manager 

• Airline B (International carriers) 

Handed 52 questionnaires to operations 

manager 

• Airline C (National carriers) 

Handed 60 questionnaires to duty manager 

• Airline D (International carriers) 

Handed 57 questionnaires to station 

manager 

Airline E (International carriers) Handed 27 

questionnaires to station manager 

• Airline A (International and national carriers) 

Handed 54 questionnaires to duty manager 

• Airline B (International and national carriers) 

Handed 52 questionnaires to station manager 

• Airline C (International and national carriers) 

Handed 60 questionnaires to duty manager 

• Self-distributed 84 questionnaires  

 

Table 4.8: Number of hard-copy survey questionnaires distributed, returned and usable 

for the UK and Nigeria 

Country  Questionnaires 

Sent Returned Usable 

UK 250 213 207 

Nigeria  250 146 136 

 

4.15 Data Analysis Software: PLS (partial least squares) 

The single method approach adopted in this research required the analysis of quantitative data. 

As a result, PLS software (partial least squares) was used to analyse the data. However, the 

main drawback of this statistical tool is that its use for theory testing and theory confirmation 

is limited since it has no global fitness indexes to confirm, as well as its minimum sample size 

(Henseler & Sarstedt, 2012; Goodhue et al, 2012; Marcoulides & Saunders, 2006; Hair et al, 

2012b; Henseler et al, 2009).  

Moreover, the Smart PLS approach has become one of the most popular multivariate analytical 

methods, especially in social science studies. Development of PLS-SEM was made to deal with 
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issues of data inadequacy, such as heterogeneity. In addition, it has given researchers the 

appropriate means to conduct a simultaneous test for multiple inter-relationships between 

variables in the case of multivariate and complex phenomena (Hair et al, 2014). Moreover, 

PLS-SEM software is a powerful statistical tool to analyse path analysis with multiple 

dependents. It is a “soft-modelling-technique with minimum demands, in terms of scales, 

sample sizes and residual distributions” (Monecke & Leisch, 2012, p.2). Its aim is to predict 

the behaviour of the relationship between constructs and to explore the underlying theoretical 

concept (Hair et al, 2013, Pavlou & Sawy, 2006). In addition, Smart-PLS can handle many 

independent variables at the same time (Hair et al, 2011; Chin & Newsted, 1999). Moreover, 

due to the objectives and theoretical view of this study, PLS-SEM was used as a statistical tool 

to predicate significance of relationships between constructs and to explore theory. The interest 

in using PLS-SEM is stimulated by the increased need for modelling formative constructs in 

organization / management research (MacKenzie et al, 2005; Diamantopoulos & Winklhofer, 

2001), and its appropriateness in analysing research models that have many constructs and links 

(Pavlou & Fygenson, 2006). Marcoulides and Saunders (2006) state that PLS-SEM is widely 

used in information systems research, its ability to model both factors and composites is 

appreciated by researchers across disciplines and makes it a promising method particularly for 

new technology research and information systems research. However, as this research aims to 

analyse employee attitude towards adopting and using social media platforms in the workplace, 

Smart-LS path modelling is an appropriate statistical tool for this research compared to other 

structural equation modelling tools. 

4.16 Pilot Study 

Brink et al (2012) define a pilot study as a small-scale form of a major study. Pilot studies 

represent a vital stage of the research process and aim to examine the feasibility of a method 

that is proposed for use before the main data collection (Leon et al, 2010). Similarly, Gilbert 

(2001) states that a pilot study helps the researcher to ensure the suitability of the questionnaire, 

design a research technique, evaluate whether the research technique is feasible, determine the 

sample size and gather preliminary data. The research instrument design for this research was 

extensively piloted to ensure that the questions were right and of a high quality before carrying 

out the main data collection (Saunders et al, 2009). In addition, it is important to pilot a 

questionnaire before the principal data collection to clarify and make changes to the questions 

before the main data collection (Saunders et al, 2009). However, De Vaus (1993) states that 
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although it is important for the researcher to know the weakness of a research instrument, a 

pilot study does not assure success in the main research; but it can be used to determine the 

overall appropriateness of the research instrument. According to Van Teijilngen and Hundley 

(2002), pilot studies exist primarily to pre-test an instrument needed for the research process. 

Once the main data collection has started, there is limited scope to clarify or change the 

questionnaire elements within the study. Additionally, to make sufficient application of the 

pilot study, a sample of the selected survey population was used to test both the survey 

questionnaire and the procedures. However, there is no specific threshold regarding what an 

acceptable number for large or small samples means; but Churchill (1999) confirms that the 

subjects of a pilot study should be about 10% of the sample size intended in the main study. 

Hence, the pilot study for this study was carried out with 50 people from both countries to 

determine the general appropriateness of the research instrument before the main data 

collection commenced. This means that the pilot study was carried out with individuals from 

each country, comprised of non-employees (academia) and airline employees (professionals) 

who were not part of the main study. Twenty-three out of the 27 respondents completed all the 

questions without the researcher’s involvement. Twenty-seven attempted it but had problems 

with some sections. Errors on the questionnaire were corrected using feedback and comments 

from the supervisors and lecturers (academia) and employees (professionals) involved in the 

pilot study. During the pilot study, participants were selected randomly, and the initial version 

of the hard-copy questionnaire was distributed. Individuals who participated in the pilot study 

were willing to share their views and comments about their experience in completing the 

questionnaire. It was observed that the questionnaire was too long, and some respondents 

struggled to cope with certain words and phrases used in the questionnaire. The questions 

seemed unclear at the pilot stage; hence, amendments were made based on the suggestions 

from the respondents and therefore, the length was reduced to enable a participant to answer 

the questions within 12 to 15 minutes. In addition, understanding the questionnaire items and 

the flow of statements was another issue observed during the pilot study. However, some of 

the questions were understandable, and participants found it easy to answer without help. 

Conducting a pilot study provided an opportunity to obtain important ideas and approaches that 

helped in modifying the questionnaire.  
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Table 4.9: Sample size of the pilot study 

Category  Pilot study 

sample 

Lecturers 10 

Airline company management  15 

Airline company non-management  25 

Total 50 

 

4.17 Summary  

This chapter has outlined the primary focus of this study, stating clearly the methods and 

process employed for this study and the rationale for choosing the methodologies. In addition, 

this chapter has presented the theoretical view of this study, together with the overview of the 

single approach (quantitative) used in this study to achieve the research objectives. The 

research employed a quantitative method of data collection in order to attain a complete and 

accurate representation of the topic being researched. The approach for the data collection, 

procedure and measures, as well as pilot study have been discussed in detail. The research 

model aims to explain the extent to which employees adopt social media platforms for 

employee engagement and its impact on their performance. The research administered the same 

questionnaire in one developing country (Nigeria) and one developed country (the UK) to test 

the model. The rationale for testing the research model across two countries was to allow for 

comparison and identify differences that may arise within the contexts of these countries, and 

hence better predict social media platform adoption and use across the two countries.  

However, despite the many reasons that this methodology is most appropriate for this study, it 

still has some drawbacks. Due to the quantitative nature of this study, the use of close-ended 

questions gave respondents a limited choice of responses. The data collection method used 

during the field work, for example, face-to-face distribution of hard-copy questionnaires in the 

UK and Nigeria, increased the time frame and cost of the research. In addition, a quantitative 

research method needs a large sample size. However, due to inadequate resources the 

obtainability of a large sample size was impossible in Nigeria.   
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CHAPTER FIVE: ANALYSIS OF THE NIGERIAN AND UK DATA  

5.0 Introduction  

This chapter presents the results through quantitative analysis of the Nigerian and UK social 

media adoption samples to confirm the research model. The data collected from the UK and 

Nigeria were tested to allow comparisons between the countries and to determine whether the 

differences observed across countries were significant. The chapter starts by analysing the 

Nigerian data, and thereafter the UK data. However, one on-going problem in the management 

of technology is the difficulty of identifying influencing factors that determine individual 

acceptance and use of systems developed and implemented by others (Lim & Ting. 2012). The 

determination of the adoption and usage of these systems may differ according to the 

individual, the environment and between different countries; thus, this study incorporates 

predicating factors by proposing an extended TAM. Moreover, the chapter starts with analysing 

the descriptive statistics of the sample responses received from employees of airline companies 

in order to state the characteristics of the collected samples. Additionally, WrapPLS-SEM was 

used in this study to analyse the measurement and structural model. PLS-SEM has been used 

by many researchers and is claimed to be a powerful statistical method to analyse data (Ali et 

al, 2016).  

5.1 Descriptive Statistics 

It is important to discuss the descriptive statistics analysis of the study samples. According to 

Zikmund et al (2010), descriptive analysis provides information on the characteristics of the 

investigated sample. Descriptive analysis is useful in this study to establish the respondents’ 

demographic and general characteristics and enables the presentation of raw data in a more 

meaningful manner. The analysis of the respondents’ demographic information gives the 

participants’ general background information and a clarification of their viewpoint of the 

factors that influence employee adoption and usage of internal social media for employee 

engagement, from the following perspectives: Age, Gender, Job role, Length of employment, 

Qualification and Ethnicity, which were investigated in this study. SPSS (version 24) was used 

in the analysis of demographic and descriptive data: however, there was not much variation in 

demographic information such as qualification and ethnicity, therefore these demographics 

were not included in Table 5.1. Additionally, in the context of this research, demographic 
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information was not considered important or relevant in this research, hence it was not further 

analysed and interpreted in this study. The following sub-sections discuss the demographic 

profile of respondents, data distribution, non-response bias, missing values, and outliers.  

5.1.1 Demographic profile of Nigerian and UK respondents 

This section reports the respondents’ age, gender, job role and length of employment for both 

countries. The sample sizes for Nigerian and UK airline employees were recorded as 136 and 

207, respectively. Table 5.1 and Table 5.2 present a general overview of respondent 

characteristics, while the other part of this section reviews a more detailed sample characteristic 

separately.  

Table 5.1: Descriptive statistics for the Nigerian sample (demographic profile of 

respondents) 

Variable Category Frequency  Percentage 

Age 18–25 8 5.9 

26–35  54 39.7 

36–45 60 44.4 

46–55  11 8.1 

56–65  2 1.5 

65 or more 0 0 

Gender  Male  75 55.1 

Female  60 44.1 

Other 1 0.7 

Job role Passenger services agent  47 34.6 

Flight/Cabin crew 3 2.2 

Flight dispatcher  2 1.5 

Pilot 1 0.7 

Baggage-handler 10 7.4 

Management/Admin  11 8.1 

Customer services / Call centre  20 14.7 

IT  8 5.9 

Other 31 22.8 

Length of employment  Less than one year 12 8.8 

1–5 years 51 37.5 

6–10 years  43 31.6 

11–15 years  20 14.7 

16–20 years 8 5.9 

More than 20 years 1 0.7 
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The original sample contains 136 Nigerian airlines employees and covers both international 

and national airlines. The age distribution of the respondents was: 5.9% of the sample was in 

the 18–25 age range, 39.7% in the 26–35 age range, and 44.4% in the 36–45 age range. The 

ratio of respondents in the 46–56, 56–65 and 65 and more age ranges were 8.1%, 1.5% and 

0%, respectively. Regarding the gender distribution, 55.1% were male (75) and 44.1% were 

female (60) and other 0.7%. Of those that reported their job role, 34.6% were passenger service 

agents, 2.2% were cabin crew, 7% pilots, 7.4% baggage handlers, 8.1% management, 14.7% 

in customer service, 5.9% in information technology (IT) and 22.8% were other roles not listed 

in the questionnaire. Examining the length of time in the organization, 8.8% of respondents 

were less than one year in the organization, 37.5% were 1–5 years, 31.6% were 6–10years, 

14.7% were 11–15 years, while 16–20 years and more than 20 years were 5.9% and 0.7%, 

respectively.  

5.1.2 Demographic profile of UK respondents 

This section reports the respondent’s age, gender, job role and length of employment for the 

UK sample. The sample size for the UK airline employees was recorded as 207 individuals. A 

hard-copy questionnaire was used to collect data. A total of 207 responses were found to be 

usable. Table 652 presents an analysis of the UK demographic profile.  
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Table 5.2: Descriptive statistics for the UK sample (demographic profile of respondents) 

Variable Category Frequency  Percentage 

Age 18–25  76 36.4 

26–35  65 31.1 

36–45 32 15.3 

46–55  16 7.7 

56–65  17 8.1 

65 or more 1 0.5 

Gender  Male  90 43.1 

Female  117 56.0 

Other 0 0 

Job role Passenger services agent  87 41.6 

Flight/Cabin crew 29 13.9 

Flight dispatcher  17 8.1 

Pilot 8 3.8 

Baggage-handler 14 6.7 

Management/Admin  15 7.2 

Customer services / Call centre  20 9.6 

IT  11 5.3 

Other 6 2.9 

Length of employment  Less than one year 63 30.1 

1–5 years 82 39.2 

6–10 years  28 13.4 

11–15 years  22 10.5 

16–20 years 4 1.9 

More than 20 years 5 2.4 

 

The main sample contains 207 UK airline employees and covers both international and national 

airlines. The age distribution of the respondents is: 36.4% of the sample was in the 18–25 age 

range, 31.1% in the 26–35 age range, and 15.3% in the 36–45 age range. The ratio of 

respondents in the 46–56, 56–65 and 65 and more age ranges were 7.7%, 8.1% and 5%, 

respectively. Regarding the gender distribution, 43.1% were male (90) and 56.0% were female 

(117); of those that reported their job role, 41.6% were passenger service agents, 13.9% cabin 

crew, 8.1% flight dispatchers, 3.8% pilots, 6.7% baggage-handlers, 7.2% management, 9.6% 

in customer service, 5.3% in information technology (IT) and 2.9% were in other roles not 

listed in the questionnaire. Examining the length of time in the organization, 30.1% of 

respondents were less than one year in the organization, 39.2% were 1–5 years, 13.4% were 6–

10 years, 10.5% were 11–15 years, while 16–20 years and more than 20 years were 1.9% and 

2.4%, respectively. The demographic information of both countries’ sample demonstrates a 
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dramatic shift in the demographic of the current airline employees in adoption and usage of 

internal social media in the workplace. This is very useful to understand how demographics 

would influence the adoption and usage of internal social media for employee engagement. In 

this respect, the following reviews the characteristics in more detail. 

5.1.3 Missing data and outliers  

Missing values and outliers are often encountered while gathering data (Kwak & Kim, 2017). 

Missing data occurs when a respondent fails to answer a particular question accidentally or 

deliberately (Field, 2009). In the WrapPLS-SEM software, missing values are automatically 

replaced by the mean of the other values of that particular factor (Kock, 2013). The presence 

of missing data in the study reduces the data to be analysed and compromises the statistical 

power and reality of the results. According to Peng et al (2006), when missing data are ignored, 

it leads to loss of information which can compromise the data set, increase standard error and 

can make the collected information unsuitable for statistical analysis. Enders (2003) stated that 

a missing rate of 15% to 20% was common in educational and psychological studies. Hair et 

al (2014) suggested that if an observation is missing more than 15% of the data, the researcher 

should consider deleting the missing observation. Thus, to have a complete data set in order to 

avoid weakening the generalization of findings, all the cases with missing data higher than 15% 

were removed. This means that 6 responses were removed from the data set of the Nigerian 

sample while for the UK sample, there is not even a single missing value in the study; therefore, 

all 207 samples were free of missing values.  

In regard to the outliers, these result from numerous factors including error in respondents’ 

answers and errors in data entry. Cho et al (2013) state that responses which are different from 

or inconsistent with other data sets with extremely small or large values are known as outlying 

responses. According to Kwak and Kim (2017, p.409), “Outliers significantly affect the process 

of estimating statistics; for example, the average and standard deviation of a sample, which 

results in overestimated or underestimated values”. Therefore, it is important to deal with data 

sets containing outliers before the analysis. This comprises of modification of outliers or 

replacing the value of outliers with substitute values (Kwak & Kim, 2017). Other authors 

suggest dealing with data sets by removing outliers by trimming the data set to get a more 

robust statistic (Saunders et al, 2012; Zikmund et al, 2010; Field, 2009). However, Davison 

and Hinkley (1997) argue that outliers should not be removed from the data set, rather they 

should be further analysed using bootstrapping unless they are caused by measurement error. 
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In this study a test was undertaken using the SPSS statistical software to detect the presence of 

outliers. Hair et al (2010) suggested that when the Z-scores for all attributes are less than the 

value of 4, it means there is no presence of outlying responses. In this study, the Z-scores for 

all attributes were less than the recommended value, thus there were no outlying responses 

detected in the data set for either country (see Appendices 4 and 5).  

5.1.4 Common method bias  

Measurement error can affect research validity and relationship between measures (Bagozzi & 

Yi, 1991). However, the issue of common method biases differs according to discipline and by 

investigated constructs. For example, research found that in the fields of marketing and 

education the method variances are 15.8% and 30.5%, respectively, while in job performance 

and attitude measures, method variance accounts for an average of 22.5% and 40.7% of method 

variance, respectively (Cote & Buckley, 1987). 

According to Podsakoff et al (2003), some issues of common method bias result from: (1) 

artefactual covariance between the predictor and criterion variables produced by the fact that 

the respondent providing the measure of these variables is the same; (2) repeated use of the 

same anchor points (e.g., extremely, always, never) on a questionnaire; and (3) propensity for 

respondents to try to maintain consistency in their responses to questions” (p.882). Common 

method bias can cause potentially serious effects in research findings, resulting in possibly 

misleading empirical results and conclusions. To eliminate issues of common method bias, this 

study conducted a test for the UK data using Harman’s one factor. The measurement items 

were entered into the component factor analysis and the test showed that the single factor 

analysis is 0.39% less and 29.1% of total variance, respectively (see Appendix 3). If the test 

accounted for more than 50% of the variances there would be bias. Therefore, the results 

suggest that there was no problem of common method bias (Mattila & Enz, 2002; Lings et al, 

2014). Having discussed the descriptive statistics of this study, the following section presents 

the research model for Nigeria and the UK. Using the PLS-SEM analysis the research 

hypotheses are supported or rejected.  

5.2 PLS-SEM Analysis 

The developed research conceptual model was drawn in WrapPLS 6.0 software to assess the 

effect of variables on employee behaviour in social media usage for engagement activities. The 

PLS-SEM model is constructed by assessing and calculating different parameters which consist 
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of reliability, validity and item loading tests. It consists of a two-phase process, as stated by 

Henseler et al (2009), which involves the assessment of the measurement model (outer model) 

and the structural model (inner model). The rationale behind such assessment of the essential 

difference is the need to create proper specification for the measurement model to attain valid 

analysis (Jarvis et al, 2003).  

According to Hair et al (2011), the assessment of the measurement model is done through the 

reliabilities of each variable and latent variable, as well as the test on convergent and 

discriminant validities. The convergent validity is assessed by average variance extracted 

(AVE) or by the loadings, which determines the average amount of variance that is captured 

by the latent construct (Hair et al, 2011). In this study convergent validity was checked and 

assessed to know the relationship between each item measured and the extent to which factor 

loadings are significant (Andreson & Gerbing, 1988). Hair et al (2011) also state that the non-

assessment of reliability and validity may cause bias, leading to unreliability and 

misinterpretation of the structural model. Table 5.3 shows the variables in the research model 

and their allotted codes.  

Table 5.3: Variables in the research model and their allotted codes 

Variable Code 

Independent variables 

Perceived usefulness  PU 

Perceived ease of use  PEU 

Perceived management support  PMS 

Perceived relevance  PR 

Uncertainty avoidance  UA 

Perceived behavioural control  PBC 

Mediating variable 

Actual use of social media  AU 

Dependent variables 

Intellectual engagement  IE 

Affective engagement  AE 

Social engagement  SE 

Outcome 

Employee performance  EP 
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5.2.1 Measurement model of research constructs  

The measurement model is that part of the model that examines the correlation between the 

latent variables and their measures. The examination of the measurement model can assess the 

reliability, validity and unidimensionality of a latent construct (Cheah et al, 2018). However, a 

latent construct can be modelled in two ways – reflective and formative (Edwards & Bagozzi, 

2000; Diamantopoulos & Winklhofer, 2001). Typical calculations conducted in the 

measurement model include composite reliability, Cronbach’s alpha reliability, indicator 

reliability, convergent validity, discriminant validity, etc. In this study, the reliability and 

validity of the study was analysed using partial least squares (WrapPLS-SEM) to determine 

how the extended TAM model affects employee intention towards using internal social media 

platforms for engagement and the impact on employee performance.  

It is acknowledged that the PLS-SEM is suited equally to analyse both reflective and formative 

measurement models. In this study, all the variables are considered to be reflective as these 

variables have indicators which are caused by these variables. Conversely, in a formative 

construct, indicators become the cause of the variables. Also, the indicators of these variables 

are correlated to measure the variable and do not hold equal importance, and therefore, are 

considered reflective. Conversely, in formative models indicators are not necessarily correlated 

and also hold equal importance. In addition, PLS-SEM is a multivariate statistical method 

which has been widely used by information system researchers (Wetzels et al, 2009), and has 

been used in this study by reason of: (1) the size of the research sample; (2) it did not 

sufficiently satisfy the power requirements for the covariance-based structural equation 

modelling method; and (3) it did not meet the multivariate normality postulation related to 

those methods (Boakye et al, 2014). The next section discusses the individual item reliability, 

construct reliability and validity for all constructs used in this study.  

A)  Individual item reliability  

The individual item reliability was checked through the indictor’s loadings to assess the 

consistency manifest of the variables (Hair et al, 2012). The indictor loading evaluates the 

strength of the correlation between the item measures and the latent variable. In research, the 

rule of thumb for determining highly satisfactory standard outer loadings is 0.7 or higher. This 

would mean that the indictor shares more variance with its construct than error variance. In 

empirical literature, outer loading values of 0.5 are acceptable (Kock, 2011). The variables with 

less than 0.5 should be eliminated (Chin, 1998; Hair et al, 2010). Henseleretal (2009) suggested 
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that item with loading values between 0.4 and 0.7 should be carefully reviewed before 

eliminating the items as the removal of the indictors increases the composite liability. In this 

study, all item loadings less than 0.5 were eliminated as suggested by Henseleretal (2009). 

After eliminating the items with loading below 0.5, all of the combined loading of the indictors 

that were retained exceeded the recommended threshold of 0.5 and above (Goffee, 1996). This 

means that items with loading value of 0.5 and above were kept, hence the indicators’ loadings 

signify good satisfactory individual reliability. The indictors removed for the Nigerian sample 

were: AU5, AU6, AU7, PBC1, UA1, IE1. PU2 and PU4. In the UK data, the indictors removed 

were: AU5, AU6, AU7, PBC1, UA1, IE1. PU2 and PU4; this is to determine the identity 

underlying hypothesized constructs and compare the significant difference in the applicability 

of the extended TAM model across Nigeria and the UK. 

B)  Construct reliability  

According to Hair et al (2011), construct reliability is the measuring of constructs to evaluate 

their internal consistency. The reliability shows whether all the items used to measure latent 

variables reflect the same underlying construct or produce the same results. The assessment of 

reliability considers two types of internal consistency reliability, namely: composite reliability 

and Cronbach’s alpha coefficient (Peterson & Kim, 2013). In an exploratory study, a significant 

construct’s composite reliability needs to be between 0.60 and 0.70 while in an explanatory 

research the reliability should be between 0.70 and 0.90. In this study, the composite reliability 

and Cronbach’s alpha values were tested using WrapPLS. The composite reliability was used 

to assess the reliability of latent constructs. The composite reliability values for all the 

constructs for both the Nigerian and UK samples are between 0.798 and 0.934, greater than the 

suggested value of 0.7 (Nunnally & Bernstein, 1994). This means that the values extracted 

from the Nigerian data show sufficient composite reliability, as their values indicated between 

0.8 and 0.9 (above the recommended threshold for construct reliability: 0.70). The UK data 

shows sufficient composite reliability values between 0.8 and 0.9 (also the recommended 

threshold: 0.70). This indicates that all variables of the model satisfied the minimum 

recommended value for construct reliability (0.70). 

The use of Cronbach’s alpha in this study examines the internal reliability of the scales. In 

addition, the measurements of scale internal reliability using Cronbach’s alpha were to test the 

inter-relationship between sets of items. Cronbach’s alpha was used to assess the reliability of 

the twelve constructs and the reliability test exceeded 0.7 for both countries’ sample, showing 
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sufficient evidence of reliability and as recommended by Hair et al (2003). Table 6.12 shows 

the composite reliability and Cronbach’s alpha measures for all the constructs for the two 

countries used in this study.  

Table 5.4: Composite reliability and Cronbach’s alpha measures for Nigeria and the 

UK 

Variable UK Nigeria 

Composite Reliability Cronbach’s alpha Composite Reliability Cronbach’s alpha 

AU 0.818 0.692 0.820 0.706 

PU 0.878 0.832 0.890 0.850 

PEU 0.903 0.871 0.918 0.892 

PMS 0.850 0.777 0.910 0.875 

PBC 0.883 0.833 0.892 0.847 

PR 0.850 0.775 0.916 0.886 

UA 0.812 0.648 0.751 0.522 

IE 0.937 0.865 0.902 0.784 

AE 0.903 0.838 0.934 0.895 

SE 0.874 0.804 0.806 0.667 

EP 0.818 0.732 0.860 0.805 

 

As shown in Table 5.4, both composite reliability and Cronbach’s alpha coefficient exceeded 

the minimum thresholds. However, despite the low Cronbach’s alpha coefficient for the 

uncertainty avoidance construct (UK=0.648, Nigeria=0.522) and actual use of social media 

(UK=0.692), the composite reliability achieved the recommended threshold of 0.7 which is 

claimed as a popular alternative to Cronbach’s alpha coefficient in terms of assessing internal 

consistency measures (Fornell & Larcker, 1981; Peterson & Kim; 2013). Thus, it was 

concluded that the measurement instrument used in this study supported reliability.  

As shown in Table 5.4, both composite reliability and Cronbach’s alpha coefficient exceeded 

the minimum thresholds. The next step in the measurement model process is the assessment of 

construct validity.  
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C)  Construct validity  

According to Hair et al (2011), the assessment of construct validity requires the evaluation of 

two types of validities, namely, discriminant validity and convergent validity. The assessment 

of the construct validity is to ensure that the set of items used is measuring the latent construct 

(Henseler et al, 2009). The discriminant validity examines the extent to which measures that 

are not related show sufficient differences between them, while convergent validity examines 

the extent to which two indicators under the same construct have sufficient inter-correlation 

(Hair et al, 2010; Hair et al, 2014). In this study, discriminant validity was determined by 

comparing square roots of average variance extracted (AVE) and correlations between 

constructs to determine whether square roots of AVE are greater than the relationship between 

constructs (Fornell & Larcher, 1981) Fornell and Larcker (1981) state that measured AVE 

values need to be greater than the acceptable items’ variance: this means that constructs’ 

measured AVE need to be greater than the acceptable threshold value of 0.50. In the tables 

below, all of the AVEs are greater than 0.50 and are above the acceptable level, the factor 

loadings indicate that all constructs in the research model have sufficient level of discriminant 

and convergent validities. Table 5.5 shows the AVE for all constructs in the research model.  
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Table 5.5: Latent variables’ AVE for the Nigerian and UK samples 

Construct Average variance extracted (AVE) 

Nigeria UK 

Actual use of social media (AU) 0.538 0.569 

Perceived usefulness (PU) 0.575 0.546 

Perceived ease of use (PEU) 0.652 0.608 

Perceived management support (PMS) 0.670 0.536 

Perceived behavioural control (PBC) 0.624 0.605 

Perceived relevance (PR) 0.686 0.541 

Uncertainty avoidance (UA) 0.557 0.601 

Intellectual engagement (1E) 0.822 0.881 

Affective engagement (AE) 0.826 0.756 

Social engagement (SE) 0.570 0.638 

Employee performance (EP) 0.509 0.435 

 

Additionally, determining satisfactory discriminant validity implies that the latent construct is 

indeed different and measures a phenomenon that is not related to other constructs (Hair et al, 

2014). According to Engellant et al (2016), “the validity correlation coefficients should be 

higher than the heterotrait-heteromethod correlation coefficients that share the same column 

and row” (p.46). Taherdoost (2016) states that “discriminant validity means that a latent 

variable is able to account for more variance in the observed variables associated with it than 

other constructs within the conceptual framework” (p.32). The examination of discriminate 

validity using AVE should be greater than the acceptable threshold value of 0.50. Table 5.6 

indicates correlation between all constructs for the Nigerian samples. The square root of AVE 

is greater than the cross-loadings, therefore, the research model shows satisfactory discriminant 

validity. However, Fornell and Larcker (1981) state that if AVE is less than 0.5, convergent 

validity is still considered adequate if composite reliability is higher than 0.6. Arnentano et al 

(2015) state that “composite reliability (CR) and Average Variance Extracted (AVE) are the 

two measures that are useful for establishing validity and reliability” (p.6). Thus, in this study, 

the obtained value of AVE for employee performance (EP) for the UK sample was 0.43, when 
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considering the value of composite reliability for EP (which was greater than 0.6); so it was 

concluded that the research model shows adequate discriminant validity. 
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Table 5.6: Square root of AVEs for the Nigerian airlines 

Construct AU PU PEU PMS PBC PR UA IE AE SE EP 

AU (0.733) 0.070 0.218 0.082 0.066 0.113 0.024 -0.047 0.028 0.027 0.060 

PU 0.070 (0.758) 0.546 0.525 0.557 0.632 -0.006 0.231 0.354 0.299 0.424 

PEU 0.218 0.546 (0.807) 0.418 0.606 0.604 -0.112 0.325 0.257 0.226 0.480 

PMS 0.082 0.525 0.418 (0.818) 0.686 0.490 -0.024 0.191 0.300 0.373 0.345 

PBC 0.066 0.557 0.606 0.686 (0.790) 0.688 -0.027 0.176 0.380 0.309 0.407 

PR 0.113 0.632 0.604 0.490 0.688 (0.828) -0.098 0.184 0.312 0.296 0.472 

UA 0.024 -0.006 -0.112 -0.024 -0.027 -0.098 (0.746) 0.204 -0.005 0.016 -0.074 

IE -0.047 0.231 0.325 0.191 0.176 0.184 -0.204 (0.907) 0.446 0.275 0.488 

AE 0.028 0.354 0.257 0.300 0.380 0.312 -0.005 0.446 (0.909) 0.329 0.440 

SE 0.027 0.299 0.226 0.373 0.309 0.296 0.016 0.275 0.329 (0.755) 0.449 

EP 0.060 0.424 0.480 0.345 0.407 0.472 -0.074 0.488 0.440 0.449 (0.714) 
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Table 5.7: Square root of AVEs for the UK airline sample 

Construct PU PEU PMS PBC PR UA AU IE AE SE EP 

PU (0.739) 0.646 0.492 0.505 0.482 0.159 0.237 0.031 0.180 0.290 0.306 

PEU 0.646 (0.779) 0.440 0.480 0.375 0.062 0.045 0.121 0.152 0.234 0.239 

PMS 0.492 0.440 (0.732) 0.450 0.515 0.153 0.183 0.045 0.162 0.313 0.209 

PBC 0.505 0.480 0.450 (0.778) 0.553 0.238 0.209 0.113 0.174 0.333 0.167 

PR 0.482 0.375 0.515 0.553 (0.736) 0.211 0.206 0.075 0.226 0.374 0.274 

UA 0.159 0.062 0.153 0.238 0.211 (0.775) 0.481 -0.122 -0.036 0.065 0.016 

AU 0.237 0.045 0.183 0.209 0.206 0.481 (0.754) -0.231 -0.042 0.110 0.004 

IE 0.031 0.121 0.045 0.113 0.075 -0.122 -0231 (0.939) 0.506 0.238 0.304 

AE 0.180 0.152 0.162 0174 0.226 -0.036 -0.042 0.506 (0.870) 0.483 0.347 

SE 0.290 0.234 0.313 0.333 0.374 0.065 0.110 0.238 0.483 (0.799) 0.400 

EP 0.306 0.239 0.209 0.167 0.274 0.016 0.004 0.304 0.347 0.449 (0.660) 

 



144 

D)  Collinearity test 

According to Hair et al (2014), collinearity refers to a situation where predictor variables are 

non-independent. In addition, it is when two or more indictors in a statistical model are linearly 

correlated, and is sometimes referred to as multicollinearity (Alin, 2010). If there is no linear 

correlation between indictors in a multiple regression model, they are referred to as orthogonal 

(Jensen & Ramirez, 2012). McKee (2002) adds that if correlation between two indictors 

happens, there will be an increase in the standard error coefficient. Dauod (2017) further states 

that in research collinearity is also assessed by using indictors called variance inflation factors 

(VIF). VIF is a tool for examining how much the variance is inflated and it is frequently used 

to assess collinearity of formative indicators. It is interpreted using the rules in Table 5.8. 

Table 5.8: VIF interpretation: Dauod (2017) 

VIF – value Conclusion 

VIF = 1 Not correlated 

1 < VIF < 5 Moderately correlated  

VIF > 5 Highly correlated  

 

In addition, Hair et al (2012) suggested that VIFs should be less than a value of 5, while others 

recommended a threshold of 10 (Kaleka, 2012; Kock, 2013). Ringle et al (2015) suggested a 

value of 5 as the maximum acceptable level of VIF to guarantee collinearity. According to 

Becker et al (2015), VIF values of 5 or above indicate critical collinearity issues among the 

indicators of formatively measured constructs. However, collinearity issues can also occur at 

lower VIF values of 3 (Mason & Perreault, 1991; Becker et al, 2015). The VIF values should 

be close to 3 and lower. Knock and Lynn (2012) suggested a full VIF in PLS-SEM to access 

the full collinearity. Hair et al (2012) reported a threshold of 5 for a full VIF.  

Moreover, to determine statistical significance and relevance, it is also important to examine 

the indictor weight. Hair et al (2011) suggested that examination of the indictor weight is 

important to know whether each indictor truly contributes to the formation of latent variables. 

In PLS-SEM, Chin (1998) recommended the use of bootstrapping to determine statistical 

significance for indictor weights and to know whether correlation issues among indicators 
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should be accounted for. In significance testing of the indictor weight, Cenfetelli and Brasselier 

(2009) suggested that a low indictor but significant loading of 0.50 and below should consider 

removing except where there is strong support for its inclusion on the grounds of measurement 

theory. Kock (2011) clarified that researchers may depend on p-values related to the indicator 

weights to evaluate the validity of the formative constructs. Table 5.9 (see Appendix 6), Table 

5.10 and Table 5.11 indicate VIFs, indictor loading weights and full VIFs. As can be seen, all 

p-values and VIFs are less than the threshold. The indicator loadings and weights were 

significant and with a VIF not exceeding the threshold value of 3.3 for both the Nigerian and 

UK samples, therefore suggesting a good validity. Regarding Full VIFs, Table 5.10 and Table 

5.11 indicate the full collinearity (Full VIFs); all the VIFs are less than the value of 5, as 

recommended by Hair et al (2012).  

Table 5.9: Indicator weights and VIF for the Nigerian and UK samples  

(This table has been moved to Appendix 6.) 

 

Table 5.10: Full collinearity VIFs of constructs for the Nigerian sample 

AU PU PEU PMS PBC PR UA IE AE SE EP 

1.089 2.032 2.223 2.131 3.182 2.551 1.081 1.632 1.547 1.381 1.917 

 

Table 5.11: Full collinearity VIFs of constructs for the UK sample 

AU PU PEU PMS PBC PR UA IE AE SE EP 

1.455 2.213 1.926 1.603 1.814 1.803 1.349 1.507 1.685 1.590 1.367 

 

Based on the above analysis, the examination of reliability, validity and collinearity indicates 

that the measurement model presents satisfactory values. 
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5.2.2 The Structural Model  

Having examined the measurement model and confirmed the validity, reliability and 

collinearity of the constructs used in this study. the next stage is to examine PLS-SEM results 

by assessing the structural model to determine the relationship between the latent variables, 

and to decide whether to accept or reject the hypotheses. According to Shmueli et al (2016), 

the main criteria for assessing the structural model include: (1) statistical significance and 

relevance of the path coefficient; (2) assessment of the values of R²; (3) predictive relevance 

of the model Q2; and (4) evaluation of the effect size F². Therefore, the following sections 

present the assessment of the structural model. 

A)  Model fit indices 

The evaluation of the model fit in measure for PLS-SEM is demonstrated in three indices: 

average path coefficient (APC), average R-squared (ARS) and average variance inflation factor 

(AVIF). Model fit was examined to evaluate the validity of the research model and statistical 

significance of path coefficients. Henseler et al (2016) suggested that a good model fit should 

be less than 0.05 (for APC and ARS) and less than 5 for AVIF. Regarding the measure of global 

goodness of fit (GoF), Henseler and Sarstedt (2012) argue that the goodness of fit for PLS-

SEM does not represent a fit measure, hence it cannot accurately differentiate valid from 

invalid models, and since its application is limited to particular model setups, researchers are 

suggested to avoid use as a goodness of fit measure. Henseler and Sarstedt (2012) further state 

that the goodness of fit indices can only be considered in PLS multi-group analysis (PLS-

MGA). Moreover, when the overall model fit indices were examined in this study for both 

Nigeria and the UK, it was clearly indicated that all indices and indictors complied with the 

criteria of a fit model; therefore, it can be concluded that the fitness of the research model is 

reasonable and usable. Table 5.12 shows model fit index results. 
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Table 5.12: Model fit indices for the Nigerian and UK samples 

Indices  Results Criteria for GoF 

Nigeria UK 

Average path 

coefficient (APC) 

0.179, p<.008 0.182, p=.002 p-value <.05 

Average R-squared 

(ARS) 

0.134, p<.027 0.161, p=.004 p-value <.05 

Average adjusted R-

squared (AARS) 

0.119, p<.0039 0.152, p=.006 p-value <.05 

Average block VIF 

(AVIF) 

1.374 1.524 Acceptable if value ≤5, 

ideally ≤ 3.3 

Average full 

collinearity VIF 

(AFVIF) 

1.888 1.665 Acceptable if value ≤5, 

ideally ≤3.3 

 

B)  The path analysis (structural relationships)  

The result of the data analysis of the research samples are shown in Figure 5.1. The arrows and 

adjacent values indicate the effects between the variables and their β coefficients; the R² values 

indicate the variance of endogenous latent variables in the research model. The β coefficients 

have standardized values ranging from -1 to +1: values close to +1 represent strong positive 

relationships whereas values close to -1 represent the contrary (Hair et al, 2014). In Figure 5.1 

and Figure 5.2, the relationship of the structural model represents the hypotheses proposed in 

this study. Eleven validated constructs were used to test the research model in this study: 

Perceived usefulness (PU), Perceived ease of use (PEU), Perceived management support 

(PMS), Perceived behavioural control (PBC), Perceived relevance (PR), Uncertainty avoidance 

(UA), Actual use of social media platform in the workplace (AU), Intellectual engagement 

(IE), Affective engagement (AE), Social engagement (SE) and Employee performance (EP).  

With respect to the Nigerian airline sample, the results of the structural model show that the 

direct effect of PEU on AU is 0.25 at p<.01. This supports the proposed hypothesis H2 which 

states that PEU directly and significantly impacts AU. Similarly, the result of the structural 

model has also shown that the direct effect of UA on AU is 0.20 at p<.01. This means that 

Nigerian airline employees’ actual use of internal social media is associated with their 

perception of its ease of use. In addition, the result of the structural model indicates that AU 

has a direct effect on the three dimensions of employee engagement (AE, SE and IE). The 

direct effect of AU on AE is -0.18 at p<.02, and AU on SE is 0.29 at p<.01. Conversely, AU 
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has no significant impact on IE as the p-value is not less than .05. Similar to the explanation 

above, a weak but positive effect exists between AU and AE, and AU and SE. In addition, it 

was also indicated that IE (β=0.32, p<.01), AE (β=0.22, p<.01) and SE (β=0.33, p<.01) have a 

positive direct effect on EP. The result also shows that PU (β=-0.09, p<.15), PMS (β=0.07, 

p<.22), PBC (β=0.08, p<.17) and PR (β=-02, p<.42) have no significant effect on AU as the 

significance values are higher than threshold .05.  

Regarding the UK airline sample, Figure 5.2 explains that PU (β=0.13, p=.03) has a positive 

but weak significant effect on AU. The structural model shows that there is no relationship 

between PMS and AU as effect is explained at p-values greater than .05. On the contrary, the 

result shows an insignificant impact of UA (β=0.20, p<.13) on AU as the p-value is not less 

than .05. Apart from this, PEU (β=0.02, p=.38), PBC (β=0.01, p=.44) and PR (β=-0.01, p=.44) 

have no significant effect on AU. Additionally, the result indicates that AU has a direct effect 

on the three dimensions of employee engagement (SE, IE, AE). The direct effect of AU on SE 

is -0.20 at p<.01; AU on IE is β =-0.36 at p<.01, while AE is β=-0.27 at p<.01. This indicates 

that a negative but weak effect exists between AU and SE. Similarly, there is a negative effect 

between AU and IE, and AU and AE. The analysis also indicates a positive direct effect of IE 

(β=0.17, p<.01) and SE (β=0.37 (p<.01) on EP. While AE (β=-0.11, p=.06) has no significant 

effect on EP.  
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Figure 5.1: Structural model results for the Nigerian sample  

 

   R²=0. 01 

                                                                                                           
                                                                                                              β=0.32                 
 

(P=<.01)                                                                                                                                                                                                                                                                                        

 
          β= -0.09 β=-0.11                 

             (P=0.15)                                                    (P=0.10) 

              β= 0.25 

              (P<.01)                         R²=0. 11                                               R²=0. 03                                        R²=0.43              

               β= 0.07                                                                               β=-0.18                 β=0.22               

              (P=0.22)                                                 (P=0.02)                                            (P=<.01)                                                                                                                                                         

β= 0.08                                                                                                                                                                               

(P=0.17)                                                     

 β= -0.02                                                            β=0.29                                                                                                                             

(P=0.42)                                                                ( P<.01)                                                     β=0.33              

                                (P<.01)                                             

   β= 0.20                                                

(P<.01)                                                                                                       R²=0. 08 

 

 

  PU 

(R) 6i 

 

 PEU 

(R) 6i 

 

 
PMS 

(R) 5i 

 

 PBC 

(R) 5i 

 

 PR 

(R) 5i 

 

 UA 

(R) 3i 

AU 

(R) 4i 

 

 

IE 

(R) 2i 

 

 

AE 

(R) 3i 

 

 

SE 

(R) 4i 

 

EP 

(R) 6i 

 

 



150 

 

Figure 5.2: Structural model results for the UK sample 
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within the workplace (AU) and employee performance (EP) were 11% and 43%, respectively. 

In AU 11% of variances were explained by PU, PEU, PMS, PBC, PR and UA, while 43% of 

variances in employee performance (EP) were explained by IE, AE and SE.  

In the UK sample and from Table 6.22 the explanation of the R² values of the endogenous 

variables is as follows: the R-squareds for IE (R² =0.13), AE (R² =0.07) and SE (R² =0.04) are 

indicated to be weak effect size, while AU (R² =0.27) and EP (R² =0.29) were close to 

moderate. In addition, the R-squareds for actual use of internal social media within the 

workplace (AU) and employee performance (EP) were 27% and 29%, respectively. In AU 27% 

of variances were explained by PU, PEU, PMS, PBC, PR and UA. While 29% of variances in 

employee performance (EP) were explained by IE, AE and SE. Thus, these correlations can be 

regarded as statistically meaningful and have good predicative ability. Table 5.13 and Table 

5.14 summarise all the path coefficient values.  

Table 5.13: Path coefficients, p-values and R-squareds for Nigerian airlines  

Relationship Path 

Coefficient 

p-value R² Description 

PU      AU 0.09 .15 0.11 Insignificant 

PEU     AU 0.25 <.01 0.11 Positive, significant and weak 

PMS       AU 0.07 .22 0.11 Insignificant 

PBC       AU 0.08 .17 0.11 Insignificant 

PR         AU -0.02 .42 0.11 Insignificant 

UA         AU 0.20 <.01 0.11 Positive, significant and weak 

AU         IE -0.11 .10 0.01 Insignificant 

AU        AE 0.18 .01 0.03 Positive, significant and weak 

AU         SE 0.29 <.01 0.08 Positive, significant and weak 

IE         EP 0.32 <.01 0.43 Positive, significant and weak 

AE        EP 0.22 .05 0.43 Positive, significant and weak 

SE         EP 0.33 <.01 0.43 Positive, significant and weak 
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Table 5.14: Path coefficients, p-values and R-squareds for the UK airlines  

Relationship Path 

Coefficient 

p-value R² Description 

PU      AU 0.13 <.03 0.27 Positive, Significant and weak 

PEU     AU 0.02 .38 0.27 Insignificant  

PMS       AU 0.07 .15 0.27 Insignificant  

PBC       AU 0.01 .44 0.27 Insignificant  

PR         AU -0.01 .44 0.27 Insignificant  

UA         AU 0.46 <.01 0.27 Positive, Significant and moderate 

AU         IE -0.36 <.01 0.13 Negative, Significant and moderate 

AU        AE -0.27 <.01 0.07 Negative, significant and weak   

AU         SE -0.20 <.01 0.04 Positive, significant and weak 

IE         EP 0.17 .06 0.29 Insignificant  

AE        EP 0.11 .06 0.29 Insignificant  

SE         EP 0.38 <.01 0.29 Positive, significant and moderate 

 

C)  Measuring the effect size (F²) 

It is important to report the F² effect size in order to explain the presence of full or partial 

mediation (Nitzl et al, 2016). Hair et al (2018) suggested that F² should be “assessed to know 

how the removal of a certain predictor construct affects an endogenous construct’s R² value” 

(p.11). The F² measure can be calculated using the following formula: 

F2 = R² included – R² excluded 

            1 – R² included  

“R² included means dependent variables if the particular independent variable is used, while 

R² excluded refers to dependent variables if the particular independent variable is removed” 

(Chin, 1998b, p.316). According to Cohen’s (1988) guidelines, values higher than 0.02, 0.15 

and 0.35 signify small, moderate and large F² effect sizes, respectively. Table 5.15 and Table 

5.16 report the values for the effect sizes (F²) for the current study. 
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Table 5.15: Effect sizes for the Nigerian airlines  

Relationship  Effect size  Description  

PU      AU -0.09 Weak effect 

PEU     AU 0.25 Weak effect 

PMS       AU 0.07 Weak effect 

PBC       AU -0.08 Weak effect 

PR         AU -0.02 Weak effect 

UA         AU 0.20 Weak effect 

AU         IE -0.11 Weak effect  

AU        AE 0.18 Weak effect 

AU         SE 0.29 Weak effect 

IE         EP 0.32 Moderate effect 

AE        EP 0.25 Weak effect 

SE         EP 0.33 Moderate effect  

 

Table 5.16: Effect sizes for the UK airlines  

Relationship  Effect size  Description  

PU      AU 0.033 Weak effect 

PEU     AU 0.003 Weak effect 

PMS       AU 0.016 Weak effect 

PBC       AU 0.002 Weak effect 

PR         AU 0.002 Weak effect 

UA         AU 0.228 Weak effect 

AU         IE 0.131 Weak effect 

AU        AE 0.075 Weak effect 

AU         SE 0.041 Weak effect 

IE         EP 0.064 Weak effect 

AE        EP 0.040 Weak effect 

SE         EP 0.181 Weak effect 

Based on Table 5.15, it can be stated that in the case of the Nigerian airlines, effect sizes of 

PU, PMS, PBC, PR and UA were weak on actual use of internal social media platform in the 
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workplace (AU), whereas PEU and UA had a moderate effect on AU. Looking at the 

importance of endogenous constructs in predicting employee behaviour towards the use of 

internal social media platform for engagement in the workplace, AU has a moderate effect on 

AE and SE and weak effect on IE. In addition, it is also indicated that IE and SE indictors are 

primary predictors of employee usage of internal social media platforms for engagement and a 

primary predictor on employee performance (EP). While for the UK (see Table 5.16) it can be 

seen that the effect sizes of PEU, PBC and PR were weak on actual use of internal social media 

platform in the workplace (AU), whereas PU, PMS and UA had a moderate effect on AU. 

Looking at the importance of endogenous constructs in predicting employee behaviour towards 

the use of internal social media platform for engagement in the workplace, AU has a moderate 

effect on IE, AE and SE. In addition, it is also indicated that IE, AE and SE indictors are the 

main predictors of employee usage of internal social media platforms for engagement and a 

primary predictor of employee performance (EP). 

D)  Predictive relevance of the model (Q²) 

Hair et al (2012) stressed the need to assess and report the Q2 measure. The examination of Q2 

is important to evaluate the reflective inner model (Hair et al, 2017). Tenehous et al (2005) 

stated that Q2 is a cross-validated R² between the indicators of an endogenous construct and all 

the indicators related to the constructs envisaging the dependent variables. Hair et al (2018) 

argue that the value of Q2 needs to be larger than zero for an endogenous construct to show 

predictive accuracy of the structural model for that construct. The authors further argue that Q2 

values higher than 0, 0.25 and 0.50 are considered as small, medium and large predictive 

relevance of the model, respectively. Similarly, Henseler et al (2009) state that to consider a 

degree of predictive relevance value greater than 0.02, 0.15 and 0.35 should be regarded as 

small, moderate and large, respectively. In addition, in PLS, Q2 is calculated by applicability 

of blindfolding (Chin, 1998), and can be calculated using the following formula:  

Q² = Q² included – Q² excluded 

            1 – Q² included  

“Q² included means dependent variables if the particular independent variable is used, while 

Q² excluded refers to dependent variables if the particular independent variable is removed” 

(Chin, 1998b, p.318). Therefore, this current study examines Q2 using a blindfolding procedure 
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to assess the predictive relevance of the research model (Ali et al, 2006). Table 5.17 shows the 

Q2 of the endogenous constructs in the Nigerian and UK samples. 

Table 5.17: Q2 of the endogenous constructs in the Nigerian and UK samples 

Q2 AU IE AE SE EP 

Nigeria 0.135 0.018 0.033 0.085 0.439 

UK 0.291 0.129 0.070 0.041 0.283 

As indicated in Table 5.17, it can be seen that in the Nigerian sample, some of the Q2 values 

are higher than zero and substantial while others are less than zero. Thus, it can be concluded 

that AU and EP constructs had a strong predictive relevance for the model, while IE, AE and 

SE had a weak predictive relevance; while for the UK sample, the interpretation of Q2 for AU, 

IE, AE, SE and EP are 0.291, 0.129, 0.070, 0.041 and 0.283, respectively, some of the Q2 values 

are higher than zero and substantial while others are less than zero. Thus, it can be concluded 

that AU, IE and EP constructs had acceptable predictive relevance for the model, while IE and 

AE had a weak predictive relevance. 

5.3 Mediating Latent Variable Test (Direct and Indirect Effect) 

The examination of mediating effect represents a way of explaining the hypothesized 

correlation between variables. In research, mediation is said to exist “if a predictor variable 

operates through an intervening or mediating variable to affect a criterion variable” 

(MacKinnon & Fairchild, 2009, p.17). Wong (2015) states that if the direct path is not 

significant, there is no existence of a mediating effect. Mediation analysis can be done in three 

different approaches, namely, the Sobel test (1982), Baron and Kenny’s (1986) mediation 

analysis and the bootstrap method (Preacher & Hayes, 2004, 2008). This study has 11 

constructs. Examining the findings of direct and indirect relationships, the model suggested 

that AU and employee performance (EP) has been modelled as a mediator in answering the 

research question of whether AU mediates the relationship between the independent variables 

(PU, PEU. PMS, PBC, PR and UA), between AU and IE, AE and SE and between IE, AE, SE 

and EP. Based on this, significance of direct and indirect paths was estimated to verify these 

relationships; the p-values are substantial; thus it can be concluded that a full mediation effect 

exists in indirect effect. However, as hypothesized, Table 5.18 shows the mediation test results 

for the indirect effects. 
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Table 5.18: Results of mediating indirect effect for the Nigeria and UK samples 

  Nigeria UK 

 Relationship Path 

coefficient 

p-value Path 

coefficient 

p-value 

Effect 

through AU 

(with two 

segments) 

PU            IE 0.010 .437 -0.046 .174 
PEU          IE -0.027 .329 0.007 .440 

PMS          IE -0.007 .453 -0.026 .298 

PBC          IE -0.009 .442 -0.004 .468 

PR             IE 0.002 .488 0.004 .471 

UA            IE -0.021 .363 -0.165 <.001 

PU            AE -0.016 .397 -0.035 .239 

PEU          AE 0.044 .231 0.006 .455 

PMS         AE 0.012 .423 -0.020 .345 
PBC         AE 0.015 .405 -0.003 .476 

PR           AE -0.003 .480 0.003 .478 

UA          AE 0.035 .281 -0125 .005 

PU           SE -0.026 .336 0.026 .300 

PEU         SE 0.072 .116 -0.004 .466 

PMS         SE 0.019 .423 0.015 .384 

PBC         SE 0.024 .376 0.002 .482 
PR            SE -0.005 .348 -0.002 .484 

UA           SE 0.057 .173 0.093 .028 

AU           EP 0.100 .117 -0.017 .405 

Effect 

through AU, 

IE, AE & SE 

(with three 

segments) 

PU            EP -0.009 .459 -0.002 .488 

PEU         EP 0.025 .385 0.000 .498 

PMS         EP 0.007 .469 -0.001 .493 

PBC         EP 0.008 .462 -0.000 .499 

PR           EP -0.002 .492 0.000 .499 

UA          EP 0.020 .409 -0.008 .456 

Based on Table 5.18, in the case of the Nigerian sample, it can be concluded that there are no 

mediation effects as significance values are greater than the threshold value 0.05. Similarly, 

with respect to the UK sample, it can also be argued that there are no mediation effects, except 

of AU between UA and IE, UA and AE, and UA and SE.  

5.4 Multi-group Analysis (MGA)  

According to Kock (2013), multi-group analysis is an analysis that can be used for the standard 

error for the path coefficient. This section discusses the results derived from the path 

comparison and country comparison of the Nigerian and UK samples. The aim of performing 

MGA was to check whether the paths between the two group were significantly different or 

not. Similarly, the multi-group analysis method in partial least squares was used to relate 

differences between groups (Keil et al, 2000; Kock, 2014). The presence of the significant 
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differences in the path coefficients among the two compared models would suggest that 

moderators do have an effect on the path weight (strength) and direction. Comparing two 

samples in two different countries and comparing paths is conducted in both measurement and 

structural models. 

5.4.1 Country comparison  

To get more convincing evidence of non-invariance in path coefficients across the two 

countries investigated, a multi-group analysis was conducted to evaluate the hypothesis model 

for both countries (Nigeria and the UK). This approach is well recognized in the literature, 

which allows testing of moderating hypotheses to improve the probability of finding significant 

and meaningful differences in several relationships across the specific group results. The 

findings show that the two countries have notable differences regarding adoption and usage of 

internal social media, which explain how employees in both countries have different factors 

that influence their intention and usage. The outcomes of the multiple-group analysis for the 

model for both countries are shown in Table 5.19. 

Table 5.19: Path comparison  

Relationship Nigeria  UK p-value  

PU       AU -0.089 0.125 .024 

PEU       AU 0.249 -0.023 .005 

UA        AU 0.199 0.457 .006 

PMS      AU 0.066 0.072 .479 

PBC      AU 0.082 0.013 .265 

PR        AU -0.017 -0.011 .478 

AU        IE -0.113 -0.362 <.001 

AU        AE 0.180 -0.273 .212 

AU        SE 0.288 0.205 <.001 

IE       EP 0.310 0.178 .103 

AE       EP 0.222 0.107 .139 

SE       EP 0.335 0.369 .370 

 

With respect to the factors that influence employee adoption towards usage of internal social 

media for employee engagement, the following was identified.  
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Perceived usefulness (PU) was found to influence the actual usage (AU) of internal social 

media positively and significantly in the UK and has a negative relationship in Nigeria. 

Whereas on the Perceived ease of use (PEU) on actual usage of internal social media (AU) the 

positive influence was only significant in Nigeria, while in the UK it was negative. Perceived 

management support (PMS) was found to have no significant influence on AU in both the UK 

and Nigeria. Similarly, the relationship between Perceived behavioural control (PBC) and AU 

is not significant in both countries. Also, Perceived relevance was noted to have no significant 

influence on AU in both countries. Uncertainty avoidance (UA) was found to influence 

employee usage and adoption of internal social media positively and significantly in both 

countries. Although the relationship between UA and AU is positive for both countries, it is 

stronger in the UK with the value of 0.457 as compared to Nigeria. (0.199) This means that 

UA is more important to the employees in the UK than it is to the employees in Nigeria. 

In addition to the actual usage of internal social media (AU) towards intellectual engagement 

(IE) there were no significant differences between the two countries in the model’s 

relationships. In the context of AU and IE the relationship between the two countries is inverse; 

this means that the higher the actual usage of internal social media, the less employees become 

intellectually engaged in both countries; the of the relationship is higher in the UK than in 

Nigeria: this suggests that in the UK, AU is far less important to employee intellectual 

engagement, with a value of -0.362 than in Nigeria with -0.113. The actual usage of internal 

social media was found to have a significant influence on affective engagement (AE) in both 

investigated countries. The relationship between actual usage of internal social media and 

affective engagement is stronger in Nigeria. This seems to indicate that use of internal social 

media has more impact on employee affective engagement in Nigeria; the reverse applies in 

the context of the UK. This also suggests that AU has more impact on the AE of employees in 

Nigeria than in the context of the UK. Additionally, AU was indicated to have a positive 

significant relationship with social engagement (SE) in both countries. As indicated in Table 

5.19, all the three dimensions of employee engagement (IE, AE and SE) were found to have 

non-significant relationship with Employee performance (EP) in both Nigeria and the UK. The 

conclusion of this study is closer to the ideas of other studies, which is discussed in the next 

chapter. 

Table 5.20 presents the summary of the research hypothesis validation for the Nigerian sample. 
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Table 5.20: Research hypothesis validation for the Nigerian sample 

 
Research Hypothesis Nigeria 

H(a) 

UK 

H(b) 

H1 
Perceived usefulness has a positive relationship with Actual use 

of internal social media  

Not 

supported 
Supported 

H2 
Perceived ease of use has a positive relationship with Actual use 

of internal social media  
Supported 

Not 

supported 

H3 
Perceived relevance has a positive relationship with Actual use 

of internal social media  

Not 

supported 

Not 

supported 

H4 
Perceived behavioural control has a positive relationship with 

Actual use of internal social media  

Not 

supported 

Not 

supported 

H5 
Perceived management support has a positive relationship with 

Actual use of internal social media  

Not 

supported 

Not 

supported 

H6 
Uncertainty avoidance has a positive impact on Actual use 

internal social media  
Supported Supported 

H7 
Actual use of internal social media has a significant impact on 

employee Affective engagement  
Supported Supported 

H8 
Actual use of internal social media has a positive impact on 

employee Intellectual engagement  

Not 

supported 
Supported 

H9 
Actual use of internal social media has a positive impact on 

employee Social engagement  
Supported Supported 

H10 
There is a positive relationship between Affective engagement 

and employee Performance  
Supported 

Not 

supported 

H11 
There is a positive relationship between Intellectual engagement 

and employee Performance  
Supported Supported 

H12 
There is a positive relationship between Social engagement and 

employee Performance  
Supported Supported 

  

5.5 Summary  

Table 5.20 indicates the result of each research hypothesis for Nigeria and the UK, and from 

the table, in respect to the Nigerian sample, it is indicated that H2, H6, H7 and H9–H12 are 

supported, where these hypotheses correspond to the research questions Q1–Q4; these imply 

that almost all the variables proposed in the research model are influential on employee usage 



160 

of internal social media platforms for employee engagement and impact on employee 

performance. On the other hand, the result of the hypothesis validation demonstrate that the 

extended internal social media engagement model proposed in this study did not support all the 

hypotheses in the Nigerian context, i.e., H1, H3 H4, H5 and H8 are not supported. While in the 

UK it is indicated that H1, H6, H7, H8, H9, H11 and H12 are supported, and in contrast, H2, 

H3, H4, H5 and H10 were not supported. However, such significant and insignificant effects 

were statistically different across the two countries. The next chapter discusses the results 

obtained in this analysis.  
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CHAPTER SIX: DISCUSSION 

6.0 Introduction  

The previous chapters of this thesis have completed a critical synthesis of the Nigerian and UK 

adoption and use of internal social media for employee engagement and its impact on employee 

performance within the airline industry. An examination of the extant literature on the 

relationship between PU, PUE, PR, PMS, PBC and UA as the main factors and latent variables 

helped to formulate the main research questions. In explaining the influencing factors of 

internal social media usage for employee engagement, the researcher posited that relationships 

between PU, PEU, PR, PMS, PBC and UA were mediated by the role of AU to the extent that 

AU attributes directly influenced the outcome of IE, AE and SE. Thereafter, the main research 

hypothesis was developed pointing to causal relationships between the variables. The study 

took a realist ontology stance with quantitative design in order to test the main hypotheses. The 

researcher made a further choice by using PLS-SEM to evaluate the relationship between 

variables. The measurement indictors of each latent variable in the conceptual framework 

provided the essential basis to measure an adequate degree of relationship between a predictor 

variable and a dependent variable where no other reasonable causes for the outcome are 

present. This chapter discusses the main findings in light of the conceptual debate relevant to 

this thesis. In line with the research aim the results of this thesis are situated within the debate 

on the influence of internal social media on employee engagement and adoption. The 

importance and use of internal social media within the workplace for employee engagement is 

evidenced not only from the theory building perspective but, more importantly in practice, by 

demonstrating the value of internal social media in driving employee engagement within the 

airline sector. The next section jointly discusses the result of the analysis of both the Nigerian 

and UK data and linked to the study’s research questions.  

6.1 Discussion of the Research Findings  

The evolvement of internal social media has changed the organizational internal 

communication landscape. Many airline companies have incorporated internal social media in 

engaging and communicating with not only their digital savvy employees but the 

geographically dispersed workforce. With internal social media becoming popular in 

organizations, recent studies have made effort to explore the benefit of internal social media. 
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Extending prior research, this thesis took an employee viewpoint and described the relationship 

between employee adoption and usage of internal social media, and employee engagement and 

its impact on employee performance.  

In addition, the review of literature revealed that most of these works have neglected both the 

influencing factors of internal social media adoption on employee engagement and its potential 

in enhancing employee performance (Men et al, 2020). Indeed, it appeared that the little 

research looking at such initiatives has stressed the use of internal social media for employee 

engagement and overlooked their influencing factors on individual employees and their 

potential impact on employee engagement and performance (Oksa et al, 2020; Ewing et al, 

2019; Madsen, 2018; Haddud, 2016; Parry, 2013). Consequently, it is still not clear what factor 

influences individual employees to adopt internal social media for employee engagement, 

especially in airline companies in different countries.  

The current study seeks to understand what leads to adoption of such internal social media 

usage within the contexts of Nigeria and the UK. On the basis of an extended TAM model, the 

study investigates the influencing factors of internal social media for employee engagement 

and its impact on employee performance among airline employees within the contexts of 

Nigeria and the UK. While TAM has been extensively applied in western world, there have 

been limited studies on other parts of the world (Al-Gahtani, 2001). Additionally, there has 

been argument on whether TAM can be applicable across cultures, more especially in Nigeria. 

Straub et al (1995) suggested a need to understand whether the applicability of TAM applies 

in other regions of the world. However, given that differences in culture or environment play a 

role in shaping individual perception and group adoption of technology (Erumban & de Jong, 

2006), the influencing factors may significantly differ and may not be applicable within African 

contexts such as Nigeria, especially within the workplace. Similarly, it is evident that previous 

research on internal social media adoption and usage for work purposes was mainly conducted 

in different sectors, such as education, IT, healthcare, public relations and banking. Hence, the 

adoption of internal social media for work purposes may not be applicable to the airline context.  

The empirical literature looking at the connection between internal social media usage and 

employee engagement only focuses on employee engagement as a whole, thus neglecting the 

kind of engagement employees may derive when using internal social media, including what 

internal social media activities impact and target employees’ intellectual, affective and social 

engagement, which leads to performance outcome. Moreover, many present studies on internal 



163 

social media and employee engagement have been carried out using qualitative methods, such 

as in-depth interviewing, case studies and participant observation (e.g., Ewing et al, 2019; 

Haddud et al, 2016; Madsen, 2016). As these research works have been useful in providing in-

depth understanding and knowledge of what factors can influence the adoption and use of 

internal social media for employee engagement in airline companies within the context of 

Nigeria and the UK, this research extends this work by using a quantitative approach to test the 

relationship in a larger sample within Nigerian and UK airline companies. 

Additionally, using the conceptual model to give account of the extent to which airline 

employees use internal social media for employee engagement in the workplace in the Nigerian 

and UK airline contexts, uncovering the contribution internal social media plays in employee 

engagement and its effect on employee performance, a set of research questions was developed 

to address the shortcomings identified in the technology communication and employee 

engagement literature. The following sections discuss each factor separately in order to explain 

the hypothesis test result. The major findings of the study are summarized and further discussed 

below. 

6.2 RQ1 – Factors influencing employee adoption of internal social media 

platforms for employee engagement  

6.2.1 Perceived usefulness (PU) 

Perceived usefulness has been recognized to be an important factor in studies of information 

technology acceptance, with internal social media adoption in the workplace being no 

exception. Numerous studies have looked at the perceived usefulness of internal social media 

within the workplace in both developing and developed countries, where it has been indicated 

to have a significant influence on adoption and usage of technology. Within the context of 

internal social media usage within the workplace, several studies have confirmed these 

associations to hold true (Teo et al, 1999; Shin & Kim, 2008; Lederer et al, 2000; Pinho & 

Soares, 2011). Scholars have suggested that employees who feel positive about using 

technology believe that it would enhance their job performance (Sujatavani et al, 2019). These 

suggestions are in fact vital defining elements of perceived usefulness, which entails employees 

feeling positive and inspired to use technology when it can improve their performance. 

Regarding the findings about the influencing factors of internal social media adoption, in 

Nigeria, H1a states that there is a positive relationship between PU and Actual usage of internal 
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social media (AU). This assumption is not supported, the findings indicate a non-significant 

statistical correlation between PU and AU; the finding contradicts the hypothesis of TAM and 

results of other empirical research that indicates a significant correlation between perceived 

ease of use and technology usage and adoption (Davis, 1989; Davis et al, 1989; Hubert et al, 

2019; Trinh et al, 2020). The contradiction may be that employees are unsure if the use of 

internal social media for engagement is worthy or useful, as nearly half of them disagree or are 

neutral on whether the use of internal social media can improve their work and make them 

accomplish their tasks quickly. Additionally, employees may see no value in using internal 

social media platforms: it can be useful in general but not as a specific tool to enhance their 

work or personal goals. This supports the view of Lee and Lehto (2013), who indicated that all 

individuals may not be equally motivated and inspired to recognize the value of social media 

platforms for work, such as YouTube, Facebook, Myspace, etc., since it is commonly seen as 

a medium for social networking rather than work purposes. 

In contrast, the analysis of the result supported H1b for the UK, which predicted that perceived 

usefulness positively and significantly impacts on employees’ actual usage (AU) of internal 

social media platform for engagement activities. This result indicates that when employees 

perceived internal social media platforms for engagement activities useful, they accept and use 

the technology. In other words, perceived usefulness increased the level of positivity towards 

internal social media usage, which in turn influences employee attitude to use internal social 

media. The empirical result of this hypothesis produced a convergent result in support of the 

various literature that perceived usefulness to directly influence employees’ attitude towards 

internal social media usage (Rodríguez-Aceves et al, 2016; Rauniar et al, 2014; 

Skoumpopoulou et al, 2018). This research coincides with the research by Skoumpopoulou et 

al (2018) who stated that staff are intrinsically motivated to use technology when they think it 

is useful to them; it is expected that employees would be part of a workplace internal social 

media platform that contains activities that will help them efficiently communicate about and 

collaborate on work-related projects to improve their performance. This has been indicated 

through the impact of Perceived usefulness on Actual usage of internal social media being 

greater in the UK than in Nigeria. Employees in the Nigerian airline context may be more 

interested in the benefit of using internal social media for work purposes. 
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6.2.2 Perceived ease of use (PEOU) 

Several studies have found that Perceived ease of use (PEOU) is an important determinant of 

technology adoption and usage (Tarhini et al, 2013). The direct relationship between PEOU 

and intention to use a system were found to be inconsistent in different contexts. There are 

some claims that PEOU has a significant effect on intention to use a technology (Ajzen, 1991). 

They pointed that if individuals perceive a system to be easy to use, then they believe they have 

a total accessible control towards using the technology.  

Regarding the result of the analysis, it is indicated that hypothesis testing H2a for Nigeria 

shows Perceived ease of use to have a significant influence on employee Actual usage of social 

media platform for engagement, which is consistent with previous study (Davis et al, 1989; 

Hamid, et al, 2016; Amadu, 2018; Trinh et al, 2020), which had to do with measuring the use 

of social media for collaborative learning and the use of technology in general. Within the 

context of airline companies as the focus of this research, the result of the analysis indicated 

that employees in Nigeria believe that using internal social media required less effort to use 

when regularly engaging with work-related activities such as uploading and sharing photos and 

video, generating ideas and sharing knowledge across teams and departments (Khare et al, 

2012). 

This study also concurs with various literature that shows that ease of use directly influences 

the behavioural intention to use workplace social media on individual technology acceptance 

(Venkatesh, 2000; Ramayah & Ignatius, 2005). As hypothesized, Perceived ease of use 

(PEOU) significantly affects Actual usage (AU) of internal social media. Hence, when the 

internal social media is simple and easy to operate and performs work-related activities, 

employees will have positive attitude towards using the platform for engagement. Employees 

may assess the platform based on how effortless it is to use, and how effective it is in helping 

them achieve their work-related goals. The features of the technology have an influence on 

adoption and usage, as for culture with high uncertainty avoidance as is found in Nigeria and 

Africa in general, more complication and complexity when using a technology can make 

individual employees develop less favourable perceptions about that system (Anandarajan et 

al, 2002). To support employees using internal social media platforms, the design of the 

platform needs to be user-centric and have a clear and uncomplex overview of activities and 

effective user interaction. The internal social media platform should be easy to navigate and 

clearly show the user their position within the platform. The platform should furthermore use 
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consistent and simple terms when adding content to the platform and when presenting topics 

for discussions and should be efficient in getting tasks done (Rauniar et al, 2014).  

However, the analysis of the Nigerian result contradicts with H2b for the UK result, which 

indicates a non-significant relationship between Perceived ease of use on Actual usage of 

internal social media for employee engagement. In this study the results indicate that the 

correlation between Perceived ease of use and Actual usage of internal social media is 

insignificant for employees in the UK; the result was not statistically supported. The result 

finding of (PEOU → AU) suggests that even if PEOU is increased by one unit it will have no 

impact on actual use of social for employee engagement. The result shows that the extent of 

the insignificance is great given that β=-0.02 (-22%). This means that PEOU does not seem to 

have significant effect on Actual use of internal social media for employee engagement in the 

UK. Also, it is not an enabler of or a key barrier against the actual usage of internal social 

media for employee engagement among employees in the airline sector in the UK. The results 

support earlier studies carried out in different sectors, which argue that PEOU has no direct 

impact on individual actual usage of technology. 

Moreover, it is indicated that the impact of perceived ease of use on actual usage of internal 

social media was greater in Nigeria than in the UK. Therefore, implementing internal social 

media training and support should aim to increase employees’ confidence in their ability to use 

the platform on their own, and to decrease levels of computer anxiety (Blok et al, 2020). 

Evaluation of the effect of PEOU and Actual use of internal social media in the airline sectors 

in Nigeria and the UK provides the aspect of originality of this work compared to the existing 

literature. 

6.2.3 Perceived relevance (PR) 

It is assumed that the individual’s perception of internal social media relevance to their work 

will impact on adoption and usage. Using structured equation modelling, the current study 

examines the influence of perceived relevance and internal social media for employee 

engagement within the context of UK and Nigerian airline companies. The findings show that 

perceived relevance has insignificant influence on actual usage of internal social media in both 

Nigeria (β=-0.02, p=-0.42) and the UK (β=-0.01, p=-0.44); this means that the results do not 

support the idea that PR has a positive relationship with AU for employee engagement, thus 

H3a and H3b are not supported. Surprisingly, employee perceived relevance was not found to 

influence employees’ attitude towards usage of internal social media for engagement. This 
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implied that the relevance of internal social media does not directly impact on employees’ 

adoption and usage of internal social media for engagement and work-related activities. This 

also means that the perceived relevance does not matter when it comes to using internal social 

media. Belch et al (2009) state that for individual acceptance of social media platform, social 

media activities need to be relevant and effective in engaging their interest. This finding 

supports the idea that perceived relevance insignificantly influences individual intention to use 

an information system course for a sample of prospective business students (Govender & 

Naidoo, 2013). This also corroborates the results by Antonio et al (2017), which found that 

perceived relevance was not indicated to influence teachers’ attitude towards educational video 

games. In addition, Perceived relevance plays a crucial role in employees deciding whether to 

adopt an internal social media platform for engagement, as they must determine if the platform 

is valuable to them. This is in line with numerous studies that found an individual’s perceived 

relevance of internal social media content, and relevance for professional practice determine 

whether or not they would use them (Belch et al, 2009; Wilks & Neto, 2013; Ogunlade & Bello, 

2019).  

Belch et al (2009) state that for individual acceptance of a social media platform, social media 

activities need to be relevant and effective in engaging their interest. In addition, the finding 

also contradicts earlier social influence theory within social communication theory which 

posited that employees’ perception of relevance between their needs and personal goals is an 

important basis for adoption (Lazarsfels et al, 1950). This non-significant relationship might 

be due to employees’ perception that the content of the internal social media platform has no 

influence on them to become efficient in work environments (Carlson et al, 2016), and they 

therefore had no significant influence on their work performance. Cao et al (2016) argue that 

individuals have different views about social media use in the workplace and the influence on 

job performance. The result also implied that employees’ adoption and usage of internal social 

media did not depend on the relevance of the software. This finding is expected in the airline 

industry in both countries were employees have similar work roles and responsibilities; and 

would prefer a platform that could contribute to a meaningful vision that inspires, motivates 

and enhances their work performance (Louie et al, 2016; Dunne et al, 2010). The perception of 

employees is influenced by the activities or information provided by the organization on 

internal social media platforms (Tehranian,1990). Therefore, it is important for organizations 

to provide activities or information that are relevant to employees’ own goals and needs 

(Hamilton, 1989) and enhances their professional development needs.  
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6.2.4 Perceived behavioural control (PBC) 

Perceived Behavioural Control (PBC) is the perception of an individual’s ability to have control 

based on their abilities, skills and resources to perform a specific behaviour (Ajzen, 1991). It 

is suggested that perceived behavioural control influences intention and behaviour, and 

emphasis on individual perceptions of control, rather than actual control (Ajzen, 1991). In the 

context of this research, respondents who have the ability to adopt and use internal social media 

for engagement activities or work-related activities report higher intention of adoption and 

usage of the platform. The result from the structural model established non-significant 

correlation between Perceived behavioural control (PBC) and Actual usage of internal social 

media (AU) in both Nigeria (β=-0.08 p=.17) and the UK (β=-0.01, p=.44). Hence, H4a and 

H4b are not supported. The result did not support the hypothesis that perceived behavioural 

control significantly influences employee adoption and usage of internal social media. The 

results were consistent with previous studies that indicated that individuals who have the 

abilities, skills, knowledge and resources to use technology or perform a specific behaviour 

will assume that such changes are not important and have no consequences for them (Armitage 

& Conner, 2001; Cheung & Darius, 2000; Parker et al, 1992). The result indicated that 

perceived behavioural control has insignificant effect on employees’ actual usage of internal 

social media for employee engagement. It is believed that self-efficacy is an important factor 

in using technology and employees’ self-efficacy and belief in their abilities and potential to 

use internal social media for employee engagement play an important function in employees 

believing that using the platform is within their control. Therefore, perceived behavioural 

control has no strong influence on employee adoption and use of internal social media for 

employee engagement, indicating that the higher the ability of employees in computer skills, 

the more likely the employees will be to adopt and use internal social media for work-related 

activities. Issues related to difficulty in using the platform such as inconvenience and cost of 

time due to low self-efficacy that may impede performance of adopting and using internal 

social media will not be a concern to them, as these employees have the capabilities required 

to use the platform.  

However, this result contradicts the theory of planned behaviour (Ajzen, 1985) and other 

previous studies which state a positive relationship between perceived behavioural control and 

intention to use technology (Martinez & Lewis, 2016; Mehrnoosh & Dolatabadi, 2016; Henleet 

al, 2010). Authors assume that individuals can perform specific behaviours based on self-

control which include internal factors (skills, personal abilities and information) and external 
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control factors such as resources, capabilities and opportunities (Martinez & Lewis, 2016; 

Mehrnoosh & Dolatabadi, 2016; Henleet al, 2010; Kang, 2006) which will determine their 

willingness to adopt an internal social media platform for engagement activities. Therefore, 

organizations should focus on how to provide and help employees gain the necessary skills, 

resources and opportunities to use an internal social media platform for engagement activities. 

Once employees have the perception of the presence of necessary resources and opportunities 

to use the internal social media platform, they will develop a positive attitude towards actual 

usage of the internal social media platform. Organizations should keep in mind that an internal 

social media engagement platform that reflects situational enablers (Venkatesh, 2000) creates 

an instinct towards internal social media usage for employee engagement.  

6.2.5 Perceived management support (PMS) 

To better explain, predict and increase individual adoption and use of technology, perceived 

management support was one of the constructs predicted in this study to show why individuals 

accept or reject the use of technology, especially in organizations. The results of the analysis 

revealed a statistically insignificant relationship between Perceived management support 

(PMS) and Actual use of internal social media (AU) in both Nigeria and the UK. Thus, 

hypotheses H5a (β =-0.02, p<0.42) and H5b (β =-0.01, p<0.44) were not supported. The 

correlation coefficient showed that the insignificant relationship is slightly stronger in the UK 

than in Nigeria. This means that the adoption and use of internal social media has no direct 

influence on employee actual usage of internal social media for engagement purposes. 

Perceived management support was not found in this study as a critical factor affecting 

employee adoption and use of internal social media for employee engagement. The statistical 

data showed that employees are likely to adopt and use internal social media for employee 

engagement with or without the involvement or support of management; this indicates that 

perceived management support is unimportant to employee adoption and use of internal social 

media for engagement or work-related activities. The insignificant correlation between 

perceived management support and actual usage of internal social media implies that 

employees are not optimistic about management support for the usage of internal social media 

platform for engagement activities.  

This comes as a surprise as this finding contradicts previous studies that considered PMS a 

relevant predictor of AU of technology such as social media (Chandra & Kumar, 2018; Thong 

et al, 1996; Haderi et al, 2018; Wang et al, 2010; Neufeld et al, 2007; Boonstra, 2013; 
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Ghobakhloo et al, 2012), Existing literature acknowledges that when employees perceive their 

managers to be supportive of use of technology such as social media they feel more positive 

about adopting and using the platform (Chong et al, 2009; Thong et al, 1996). The differences 

between the results of this study and previous studies could be explained by the type of 

technology used (Internal social media), culture (African vs Western), respondents 

(Employees) and the statistical analysis tool used in this study (SEM-PLS). This study 

recommends that airline companies should develop a supportive management environment for 

employees. Duan et al (2012) are of the view that resistance to IT adoption can be reduced if 

management has a positive attitude towards adoption of the system. This means that without 

management support the employees may face problems in usage and adoption of internal social 

media for employee engagement. This highlights the overall principle that management need 

to support and understand internal social media innovation, encourage employees to use the 

system, make it easier for them to understand the benefits of utilizing internal social media 

platform for employee engagement, allocate the needed resources and eliminate obstacles that 

may disrepute adoption and benefit that the new system will bring to supporting employees’ 

tasks and the organization (Kinuthia, 2014). 

6.2.6 Uncertainty Avoidance (UA) 

The role of uncertainty avoidance on technology adoption and usage has been examined in 

various research. The current study examined how uncertainty avoidance influenced 

employees’ adoption and usage of internal social media for employee engagement within the 

workplace. The result of the structural model indicated a significant relationship between UA 

and AU in both Nigerian and UK airline companies; thus H6a (β=0.20, p<.01) and H6b 

(β=0.13, p=.03) were supported. This means that Uncertainty avoidance is an important factor 

that directly impact on employees’ ability to adopt and use internal social media for employee 

engagement. Although the statistical correlation was similar in both countries, the relationship 

was stronger in the UK than in Nigeria. The result indicates that when employees see internal 

social media as uncertain and risky, they show concern, are less confident and feel 

uncomfortable towards using the platform to facilitate work-related activities. This finding is 

in line with previous research that supported the significant relationship between Uncertainty 

avoidance and Intention to use technology within the contexts of developing and developed 

countries (Usoro & Abiagam, 2018; Olasina & Mutula, 2015; Özbilen, 2017; Png et al, 2001; 

Sánchez-Franco et al, 2009). Authors argue the existence of a significant relationship between 
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uncertainty avoidance and technology adoption. It is acknowledged that the adoption of 

technology is linked with a heightened sense of initial risk and risky environment, which may 

lead to an individual’s lower chance of technology adoption (Özbilen, 2017). The slight 

statistical difference found between Nigeria and the UK could be due to different underlying 

cultural values. It has been mentioned that countries with low uncertainty avoidance, such as 

the UK, have a higher rate of technology adoption and usage and willingness to try new things 

(Png et al, 2001; Sánchez-Franco et al, 2009); however, in such countries individuals do not 

like intensive rules and regulations, they feel restricted by rules (Frijns et al, 2013) which may 

increase uncertainty avoidance more especially in using new technologies. However, it is 

assumed that when internal social media used for employee engagement within the workplace 

are embedded with too many internal social media polices and guidelines, employees are less 

likely to use the platform for non-work activity, voice freely their opinion or help solve work-

related problems (Pew Research Centre, 2016) which matters to them in freely and actively 

engaging with colleagues and may result in employees becoming more uncertainty avoidant.  

Moreover, for employees to involve themselves in internal social media adoption and usage 

there should be a positive attitude towards the system which is proposed to give employees 

confidence to facilitate knowledge sharing and engagement. It is suggested that clear 

instructions, rules and regulations be spelled out so employees will know what is expected of 

them when using internal social media for engagement. Hancioglu (2014) claims that 

“individuals benefit from rules only when they need” (p.913). It can therefore be argued that 

for an internal social media platform to thrive, an organization must develop and maintain a 

favourable culture, develop clear and unambiguous rules, understand cultural difference in 

individual employees and allow variety of opinions, which will enable employees to feel free 

and motivated to nurture ideas through the internal social media (Usoro, 2018). This could help 

reduce uncertainty avoidance and make it easier for employees to adopt and use the internal 

social media platform for engagement. 

6.3 RQ2 – Impact of internal social media usage on employee intellectual, 
affective, and social engagement 

6.3.1 Actual use of internal social media (AU) and Affective engagement (AE) 

To understand the effect of Actual use of internal social media (AU) on Affective engagement 

(AE) in both Nigeria and the UK, the outcome of this study shows that actual use of internal 
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social media for employee engagement has a negative and significant relationship with 

affective engagement. This means that H7a (β=-0.18, p=.02) and H7b (β=-0.27 p<.01) were 

not supported in both countries. The findings indicate that actual use of internal social media 

for employee engagement has a negative effect on employee affective engagement. In this 

study, it is assumed that using internal social media has a negative impact on employees; and 

that employees may not develop excitement, interest and pleasure at being involved in different 

activities on internal social media or belong to a community or group on internal social media 

(Dessart et al, 2014). This finding provides preliminary evidence that usage of internal social 

media has negative relationship with employee affective engagement. This study contradicts 

the results of the research conducted by Bergami and Bagozzi (2000), Dessart et al (2014) and 

Neidlinger (2014), which state that a social media brand community is an environment where 

individuals develop strong emotional links among themselves and these aggregate into deep 

and long-lasting affective bonds. The authors also revealed that the emotions that an individual 

feel towards a social media brand community are strong and mainly positive and contain 

enjoyment and excitement. It is assumed that internal social media usage for employee 

engagement activities can only enhance employee experience and engagement if the activities 

on the internal social media can influence employees’ deep feelings and thinking while 

interacting and collaborating with colleagues on work-related matters. 

Although the relationship between Actual usage of internal social media and Affective 

engagement is negative and significant in both countries, the relationship is stronger in the UK 

than in Nigeria. The slight differences could be explained by cultural differences. In this study, 

assumptions of cultural differences were made based on individualism and collectivism in 

Hofstede’s cultural model. Study supports that emotions in individualist countries (e.g., the 

UK) are interpersonal and subjective, while in collectivist countries (e.g., Nigeria) emotions 

are considered objective, relational and contextualized (Lutz, 1988). People in individualist 

cultures are more concerned with themselves than with the group. Therefore, opinions of the 

members of the group will not influence their decision to adopt the technology. On the other 

hand, people in a collective society are more concerned about maintaining a cohesive group; 

thus, they are expected to show more interest in adopting and using technology (Ebrahimi et 

al, 2010). Emotions have been proven to have essential effects in social media communication 

(Schreiner & Riedl, 2019). Previous studies have already shown that emotional content has the 

potential to grab attention and evoke the desired engagement (Teixeira et al, 2012; Schreiner 

& Riedl, 2018). Therefore, it is important for organizations to create internal social media 
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content with affective message in order to elicit emotions and subsequently to provoke 

engagement in social media” (Schreiner & Riedl 2019, p.198). Moreover, organizations need 

also to consider differences in culture; research has indicated that knowledge and belief are 

shaped by individual culture and environment (Harrison & Huntington, 2000); as individual 

perception and satisfaction level differ, differences in culture and environment play a vital 

function in shaping individual behaviour and group adoption of technology (Erumban & de 

Jong, 2006). 

6.3.2 Actual usage of internal social media (AU) and Intellectual engagement (IE) 

Part of this study’s conceptual model explores the effects of internal social media on 

intellectual engagement of employees within the contexts of Nigeria and the UK. The results 

showed that Actual usage of internal social media (AU) has a negative relationship with 

Intellectual engagement (IE) in both countries. This means that AU has a negative effect on 

employee intellectual engagement; therefore H8a (β=-0.11 p=.10) and H8b (β=-0.36 p<.01) are 

not supported. Findings of the study show that Actual usage of internal social media for 

employee engagement has a negative effect and insignificant on employee’s intellectual 

engagement in Nigeria and also has negative effect but significant on employee’s intellectual 

engagement in the UK. The findings further indicate that employees who use internal social 

media for employee engagement activities reported a low level of engagement in the 

intellectual dimension. This finding contradicts previous studies that found technology such as 

social media have a significant impact on individual intellectual engagement and improve 

cognitive function (Preciado-Babb et al, 2013; Sinclair & Grieve, 2017; Quinn, 2018). Also, 

the result finding contradicts other studies that indicated that social media satisfies intellectual 

needs of employees, and thus triggers their level of engagement (Reeve, 2012; Schindler et al, 

2017; Naim & Lenka, 2017). This result means that if employees are unable to develop strong 

intellectual influence in using internal social media while interacting, sharing information, 

participating in deep processing of information and collaborating with colleagues, they are 

likely not to be engaged intellectually. Intellectual engagement is seen as a serious cognitive 

investment in doing an activity and may occur when an individual is involved in a specific task 

that deeply arouses their interest (Catherine et al, 2015). Therefore, it is important that 

employees go the extra mile and feel intensely curious when using internal social media to 

approach work-related tasks. 
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As indicated in the results above, the possible reason for the negative effect and the statistical 

differences in Nigeria and the UK may be due to the fact that different internal social media 

networks have different functional capabilities and collaborative features on offer (e.g., 

Facebook, Twitter and LinkedIn are used for connecting with people, building relationships, 

discussion forums, creating awareness and knowledge sharing; Instagram, Snapchat and 

YouTube are used for sharing photos, video and live video; while Reddit, Quora and Digg are 

used for discussion forums); as a result, different organizations use different internal social 

media platforms to engage employees. Thus, employee intellectual engagement can be 

influenced depending on the type of internal social media platform used, as well as the 

activities, information and interaction employees derive from using internal social media 

(O’Brien, 2016). Another possible reason could be whether employees have adequate skills in 

using internal social media or not. Tomas et al (2015) indicated that having inadequate skills 

in using technology can hinder individual intellectual engagement. Therefore, organizations 

may create contents or activities that appeal to employees’ interest, arouse their curiosity and 

may even reflect their work objectives. The internal social media activities must be worthy of 

employee attention and time, and intellectually engaging. For example, organizations may 

allow employees to share various problems they encounter at work and let employees come up 

with various solutions for such problems in the future or encourage employees to produce short 

video or audio documentary on work-related matters. 

Although this variation is in line with various research that indicated a non-significant 

relationship between social media and intellectual engagement, it has both practical and 

theoretical implications because the current study finding seems neither harmful nor helpful to 

organizations and practitioners. From a practical perceptive, the study findings emphasized the 

need for organizations to find ways to intellectually engage employees on internal social media 

platforms; in theory, the study findings emphasize the importance of examining different kinds 

of internal social media platforms or activities that can influence employee intellectual 

engagement to prevent one-sided conclusion on the impact of actual use of internal social 

media on intellectual engagement.  

6.3.3 Actual usage of internal social media (AU) and social engagement (SE) 

The statistical results reveal that the construct Actual usage of internal social media (AU) has 

positive relationship with Social engagement (SE) in Nigeria, H9a (β=0.29, p<.01), and 

negative effect in the UK, H9b (β=-0.20, p<.01). This means that Actual usage of internal social 
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media for employee engagement has a direct impact on employees in Nigeria and has negative 

impact on employees in the UK. This result indicates that actual usage of internal social media 

was found to be significant and a strong factor in forecasting social engagement for airline 

employees in Nigeria. The result for Nigeria further indicated that employees are socially 

engaged when they have a higher level of social relationship with colleagues, when they 

become part of online communities where they can comment and contribute useful and relevant 

content that solves work-related problems, thus feeling involved and valued among colleagues 

with similar interests. This means that the intra-organizational online community, such as the 

internal social media which provides opportunities for employees to transfer knowledge, share 

their opinions and new ideas, and provide feedback on organizational polices and processes 

plays a critical role in enabling employee social engagement within the organization (Sharma 

& Bhatnagar, 2016).  

The result finding for Nigeria is consistent with past literature that found that use of technology 

may be correlated with social engagement in individual daily life (Chiu, 2019; Kearsley & 

Shneiderman, 1999). Czaja et al (2017) also found that using technology such as social media 

sites was associated with a high level of mental and physical wellbeing which is an important 

benefit of social engagement. Other authors also indicated that technology enabled shared 

values between people, and enhanced the intra-organizational relationships between peers, thus 

leading to social engagement (Moorman et al, 1993; Nohria & Eccles, 1992). However, this 

contradicts the result findings for the UK data. Moreover, from a practical viewpoint, the 

indicated correlation between the two constructs (AU and SE) may be relevant to organizations 

and practitioners in Nigerian and UK airline companies who want to successfully design and 

implement internal social media for employee social engagement within the workplace. It is 

suggested that when designing an internal social media, the platforms should contain activities 

that will enable employee involvement, participation, collaboration and interactive 

communication to engage them socially (Sharma & Bhatnagar, 2016). There is a growing need 

for organizations and practitioners to understand workforces and what kind of internal social 

media activities can actively deepen employees’ social engagement level. In addition, the 

results of the study for H7, H8 and H9 have helped to successfully answer RQ2. Although the 

current study supports previous studies with mixed findings reported in the literature about 

significant and non-significant influence of social media platforms on affective, intellectual 

and social engagement, no study has reported the influence of internal social media on 

affective, intellectual and social engagement on individual employees within the contexts of 
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developing and developed countries. The results highlighted the impact of internal social media 

platforms and the extent to which internal social media can enhance affective, intellectual and 

social engagement of individual employees within the airline companies in two culturally 

different countries. The evaluation of effect of Actual use of internal social media on different 

dimensions of employee engagement in these airline sectors provides the aspect of originality 

of this thesis regarding the existing literature. 

6.4 RQ3 – The impact of intellectual, affective, and social engagement on 

employee performance 

6.4.1 Affective engagement (AE) and Employee performance (EP) 

One of the objectives of this study is to analyse the effect of Affective engagement (AE) on 

Employee performance (EP). The result of the analysis revealed that Affective engagement has 

a positive impact on employee performance; thus, hypothesis H10a (β=0.22, p=<.1) is 

supported. This means that Affective engagement is significant and has a direct influence on 

employee performance. In the literature, it was stated that social media content generates both 

positive and negative emotions. According to this study, positive content was mainly shared, 

as internal social media were only used for work purposes within the workplace, thus triggering 

employees’ positive emotions, like happiness, satisfaction and admiration, which impact 

positively on their performance. The results further show that work practice that encourages 

employee involvement (for example, engaging activity on internal social media) makes 

employees feel positive, energized and enthusiastic about their work, and can create emotional 

attachment that results in improved employee performance. This means that employees become 

affectively engaged through enthusiasm and enjoyment of the interactions they have with 

colleagues. Both emotions and feelings are great forces that drive employee affective 

engagement which results in increased performance. Based on the higher individual employees 

are affectively engaged, the higher their performance; the less alert and disengaged they are, 

the lower their performance. The emotions that the employees feel towards communicating, 

collaborating and sharing knowledge may be strong and mostly positive, which could lead to 

positive employee performance. The result is consistent with numerous literature that confirm 

that affective engagement has a significant relationship with employee performance (Podsakoff 

et al, 2000; Meyer et al, 2004; Riketta, 2005; Zhang & Zheng, 2009). These authors state that 

affective engagement is an important dimension for employee performance, and that a sense of 
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belonging contributes to higher employee affective engagement, thus increasing employee 

performance. 

However, the result indicates that the effect of Affective engagement on Employee 

performance in Nigeria and the UK were found to be statistically different. This means that 

H10b (β=-0.11, p=.06) is not supported. The result indicates negative and insignificant effect. 

This implies that employee affective engagement did not impact on employee performance in 

the case of using internal social media for engagement activities in the UK context. The result 

suggests that if employees’ effort and personal initiatives are not supported, while engaging on 

internal social media activities, this will make them become less committed and less positive 

about doing their work, thus impacting negatively on employee affective engagement; this 

therefore indicates that negative emotions, lack of energy and apathy are factors that impact 

employee affective engagement, resulting in poor performance (Kurnia, 2016). The result of 

this study did not agree with the result of the research conducted by Riketta (2005) and 

Podsakoff et al (2000), which urged that the emotional attachment an employee has in the 

workplace while doing work-related activities using technology such as social media platforms 

has been indicated to be associated with increased employee performance. Moreover, the 

difference in result between Nigeria and the UK may be explained by differences in the 

individuals and work environments; it could be assumed that possessing emotional engagement 

alone cannot help enhance individual performance unless the emotions are used effectively to 

achieve goals and destiny (Kumar, 2014). This then means that when individual employees 

develop a high emotional engagement level, they can gather and regulate their emotions 

accurately and then use the information to make decisions and enhance their performance by 

changing their behaviours in a desired manner to achieve work-related goals. Therefore, the 

result of the study clearly reveals that emotions and feelings which are the catalyst of affective 

engagement are important to employees’ performance. As a consequence, an organization 

using internal social media for employee engagement must be able to provide activities to 

influence employees’ feelings, emotions and enthusiasm. Hence, this will help to improve 

employee performance.  

6.4.2 Intellectual engagement (IE) and Employee performance (EP) 

This current study confirms a significant relationship between Intellectual engagement and 

Employee performance in both Nigeria and the UK; thus H11a (β=0.32, p<.01) and H11b 

(β=017, p<.01) are supported, which means that employee intellectual engagement has a direct 
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impact on employee performance. When employees are intellectually engaged, they show 

better commitment to mastery of task, which motivates employees to perform at their highest 

potential at all times, therefore improving the overall performance. The finding further 

indicated that when airline employees in both countries dedicate their intellectual resources to 

their work by being involved in tasks or activities that develop their creative and critical 

thinking, it leads to high performance. 

The results of this study are consistent with the previous studies conducted by Bircan and 

Sungur (2016), Paris and Paris (2001), Pintrich and Garcia (1991) and Pintrich and De Groot 

(1990), who argued that intellectual engagement is a strong predictor of performance, since it 

can lead to an individual’s positive behaviour. This supports the notion that intellectual 

engagement is significantly associated with a number of catalysts, including dedication, vigour 

and positive emotion, which broaden an employee’s thinking (Shantz et al, 2013). According 

to Arani (2013), organizations that enhance intellectual engagement can create enthusiastic 

employees, which in turn leads to a higher level of employee performance. In addition, it is 

evident that the commitment and dedication related to intellectual engagement allow 

employees to become fully engrossed and show more engaged behaviour in their work, leading 

to high performance outcome (Otieno et al, 2015). Moreover, the result shows that in order to 

improve employee intellectual engagement that can lead to good employee performance, it is 

important to design internal social media platforms that incorporate activities of mental strategy 

and deep processing. Bearing these points in mind, it is proposed that empowerment, training, 

question and answer sessions, contest, and giveaways, as well as encouraging employees to 

join in discussion, can make employees psychologically present at work, which may result in 

improved employee performance.  

6.4.3 Social engagement (SE) and employee performance (EP)  

The result presented shows that there is a significant relationship between Social engagement 

(SE) and Employee performance (EP) in Nigeria and the UK; thus hypotheses 12a (β=0.33, 

p<.01) and 12b (β=0.37, p<.01) are supported. This means that employee social engagement 

directly impacts on employee performance. The result indicates that if employees are socially 

engaged by associating and collaborating directly and indirectly with their colleagues through 

the effect of identity on goals, value and attitudes, their performance will increase. The result 

further indicates that employees who perceive positive social relationships or connections and 
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a high involvement level in social activities, where colleagues engage in productive activities 

that create goods or serveries of value, were more likely to show better performance. 

This result supports previous studies that show that social engagement leads to increased 

employee performance (Khan, 1990; Rowe & Kahn, 1997; Joiner & Bakalis, 2006; Soane, 

2012; Maha, 2015; Atambo & Momanyi, 2016). The positive effect of social engagement on 

employee performance is consistent with social identity theory (Tajfel & Turner, 1985). Social 

identity theory argues that being part of a team is suggested to be important to an individual’s 

self-esteem, thus developing a greater motivation and satisfaction at work which result in 

increased employee performance. This gives further support to social identity theory, which 

states that when individuals perceive that they are part of a specific social group, and place 

high importance and pride in the people they belonged with, it contributes to positive employee 

performance. The current study emphasises the need for organizations to create an effectively 

communicating, collaborating and motivating internal social network where employees can 

bond with colleagues and enhance interorganizational relationships for transfer of personal and 

technical knowledge (Nohria & Eccles, 1992). This is to ensure better performance of the 

employee. Study has shown that shared values can help employees make better decisions; 

hence, this will help to improve employee performance (Titov & Umarova, 2017).  

6.5 RQ4 – Differences in the influence of internal social media usage on employee 

engagement and performance of airline employees in the UK and Nigeria 

From this study the three dimensions of engagement were operationalized, including 

Intellectual, Affective and Social engagement. The findings indicated differences between the 

UK and Nigeria in that Actual usage of internal social media has a negative influence on 

employee Intellectual engagement (IE) (β=-0.11, p=.10) and Affective engagement (AE) (β=-

0.18, p=.0.02); and has a positive effect on Social engagement (SE) (β=0.29, p=01) in Nigeria. 

While in the UK Actual usage of internal social media has a negative but statistically significant 

effect on employee Intellectual engagement (IE) (β=-0.36, p=.01); Affective engagement (AE). 

(β=-0.27, p=.01); and Social engagement (SE) (β=-0.20, p=.01). The analysis of the result 

indicated differences between Actual usage of internal social media and Social engagement in 

the UK and Nigeria. The result shows that there is a negative effect between Actual usage of 

internal social media on SE in the UK, while in Nigeria there is a positive effect between Actual 

usage of internal social media on Social engagement.  



180 

Additionally, the result also indicated that Intellectual, (β=0.32, p=<.01), Affective (β=0.22, 

p=<.01), and Social media engagement (β=0.33, p=<.01), have positive effect and significant 

impact on Employee performance in Nigeria, while the model also showed positive effect 

between Intellectual (β=0.17, p=<.01) and Social engagement (β=0.37, p=<.01) on Employee 

performance, but indicated a negative effect between Affective engagement (β=-0.11, 

p=<0.06) and Employee performance in the UK. This indicated that there is difference in the 

influence of Affective engagement on Employee performance in the UK and Nigeria. From the 

differences between Nigeria and the UK regarding influence of Actual usage of internal social 

media on employee Intellectual and Affective engagement, and Employee performance, it can 

be concluded that when employees engage with creating shareable and relevant content, they 

are more likely to engage intellectually. The result is consistent with other existing works in 

the literature: the examination of internal social media use on employees’ intellectual 

engagement and employee performance has yielded mixed conclusions. For instance, Haddud 

et al (2016), Sievert and Scholz (2017), Ruck et al (2017), Ewing et al (2019) and Men et al 

(2020) found that use of internal social media has an effect on dimensions of employee 

engagement (i.e., intellectual, affective and social) which impact on employee performance, 

while the studies by Kraut et al (1998), Turban et al (2011) and Parker et al (2014) did not find 

any relationship. This means that internal social media drives intellectual, affective and social 

engagement by improving communication and collaboration, through reading and sharing the 

organizations and co-workers’ posts and engaging in one-on-one or group conversations with 

management or colleagues which improve their understanding of the job and organization, 

reinforce connections with one another and offer alternate medium to voice their opinions 

(Ruck et al, 2017). “Such interactive processes can possibly improve employees’ attentiveness, 

absorption and sense of purpose at work, which contributes to their increased level of 

engagement” (Men et al, 2020, p.3), which in turn impacts positively on their performance. 

The differences between Nigeria and the UK are expected because individuals actively use and 

engage with the various platforms differently based on distinctive characteristics that each 

platform offers regarding interface, functionalities, and content (Hilde et al, 2018).  

6.6 Summary  

This chapter provided a comprehensive examination of the main findings of this thesis in light 

of the current debate provided by the extant literature. The discussions accord with the study’s 

main aim in explaining the factors influencing employee adoption and usage of internal social 
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media for employee engagement and impact on employee performance. The research shows 

that different aspects of factors that influence employee adoption and usage of internal social 

media for employee engagement and impact on employee performance are statistically and 

empirically variously significant and nonsignificant for employees in Nigerian and UK airline 

companies. In this regard, the implication for factors influencing employee adoption and usage 

of internal social media for employee engagement and the impact on employee performance 

have been determined. The result shows some similarities and differences between the 

countries. Within the Nigerian airline context, it was indicated that PEU and UA was 

statistically significant with Actual use of internal social media for employee engagement, 

while in the UK airline context PU and UA was statistically significant; this implies that these 

factors are important for adoption and usage of internal social media as a tool for employee 

engagement in these countries, respectively. On the other hand, the finding shows PU, PMS, 

PBC and PR to have a non-significant statistical correlation with Actual usage of internal social 

media for employee engagement in the Nigerian airline context, and PEU, PMS, PBC and PR 

in the UK airline context; this clearly reveals that these factors do not directly impact on 

employees’ usage of internal social media for employee engagement. In addition, the result 

also indicated some differences and similarities regarding Actual usage of internal social media 

for employee engagement: in the Nigerian airline context Actual usage of internal social media 

has no direct influence on employee intellectual engagement, but directly influences 

employees’ intellectual engagement in the UK airline context.  

Moreover, the result indicated similarities in the relationship between Actual usage of internal 

social media on employee Affective and Social engagement in both Nigeria and the UK. This 

implies that employees in both Nigeria and the UK demonstrated the same aspect of 

engagement while using internal social media for work-related purposes. This finding is 

expected because employees in the airline sector using internal social media for employee 

engagement would prefer an internal social media platform that enables them to collaborate, 

create and share useful content, and connect with people outside of their immediate 

departments and teams. The intention and willingness of employees to use internal social media 

is influenced by the activities and information that help them to achieve work-related goals and 

enhance their performance.  

These findings are in line with previous studies on internal social media and employee 

engagement in the organization context across various industry and country contexts. Thus, the 

study’s main findings provide reliable explanations for the factors that influence employees to 
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use internal social media for employee engagement and for the impact on employee 

performance.  
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CHAPTER SEVEN: CONCLUSIONS AND IMPLICATIONS 

7.0 Introduction 

This chapter provides an overview of the thesis in accordance with the research aim and 

objectives. The work aims to address the gap in the technology acceptance research by 

developing an enhanced technology acceptance model able to explain employees’ use of 

internal social media for employee engagement, and its impact on employee performance in 

the airline sector within the contexts of Nigeria and the UK. The model developed consists of 

eleven variables, which can be divided into nine external variables and two TAM constructs. 

In addition, the research aimed to examine the effect these variables have on employees’ 

adoption and actual usage of internal social media for employee engagement, and its impact on 

employee performance in both countries. Moreover, the chapter summarizes the main findings 

and the researcher’s contribution to knowledge. It then presents the study’s implications and 

limitations before concluding with recommendations for further research. 

7.1 The Study’s Main Conclusions (Research Overview) 

Nowadays, organizations are using internal social media for employee engagement. With social 

media becoming a new communication medium for organizations, many organizations have 

started to adopt various social media platforms to communicate, connect and improve 

engagement internally. Factors such as Perceived usefulness (PU), Perceived ease of use 

(PEU), Perceived relevance (PR), Perceived management support (PMS), Perceived 

behavioural control (PBC), Uncertainty avoidance (UA), Actual use of internal social media 

(AU), Intellectual engagement (IE), Affective engagement (AE), Social engagement (SE) and 

Employee performance (EP) form the main question that this thesis answers. The result showed 

the significance of these variables towards employees’ adoption and usage of internal social 

media for employee engagement in both Nigeria and the UK. Among the eight external 

variables, PU, PEU, PR, PMS, PBC, UA, IE, AE and SE, examination of these influencing 

factors of internal social media usage for employee engagement within the Nigerian and UK 

airline contexts revealed differences and similarities in employees’ adoption behaviour. The 

examination indicated UA to be most influential factors affecting employees’ decision to adopt 

and use internal social media for employee engagement in both Nigerian and UK airline 

companies. This indicates that incorporating the Uncertainty avoidance aspect, which hinders 
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employees’ actual usage of internal social media for employee engagement, will directly 

motivate them to accept the system. In addition, PU directly influenced employee adoption and 

usage of internal social media for employee engagement in the Nigerian airline sector, while 

PEU influenced employees in the UK airline sector. Regarding AU on the dimension of 

employee engagement, AU impacts on IE, AE and SE of employees in the UK airline sector. 

Moreover, AU played a significant role in influencing AE and SE of employees in the Nigerian 

airline sector. The developed model results confirmed the importance of external variables to 

explain employees’ adoption and usage of internal social media for employee engagement in 

the Nigerian and UK airline sectors. Finally, the multi-group analysis revealed that differences 

between the countries do exist in the developed model. The countries’ differences were mainly 

between the external variables towards TAM constructs and the dimension of employee 

engagement.  

7.2 Meeting the Aim and Objectives of this Thesis  

The research aimed to develop an enhanced technology acceptance model to explain 

employees’ Actual usage of internal social media for employee engagement and impact on 

employee performance in the Nigerian and UK airline sectors. Consequently, the research 

proposed four objectives to address the research aims. This section explains and summarizes 

each objective and how it was achieved. 

To assess the factors that influence employee usage of internal social media in the 

workplace:  

In relation to the two adopted TAM constructs (PU and PUE) the examination revealed that 

PEU is consistent with TAM study in Nigeria but inconsistent in the UK, while PU is consistent 

with TAM study in the UK and contradicts TAM study in Nigeria. The current findings prove 

that PUE is important in internal social media adoption and usage in Nigerian airline 

companies, while perceived usefulness (PU) is important in internal social media adoption and 

usage in UK airline companies. This means that airline employees in Nigeria are more 

concerned about the ease of use of internal social media platforms and they are likely to use 

the platform when they find the platforms are easy to use, while in the UK, employees are 

willing to use internal social media platform for engagement activities depending on their need 

and perceived usefulness of the internal social media platform. As a consequence, when an 

internal social media platform meets the need of employees and the activities are likely to help 
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improve their work, there will be positive attitude towards its actual usage. The result also 

indicates that employees in Nigeria and the UK prefer more information, expectations, rules 

and regulations spelt out for them in order to help them overcome barriers and allay their 

uncertainties about the platforms. This allowed this researcher to identify the most influential 

factors impacting employees’ adoption and usage of internal social media for employee 

engagement. The result indicates that the research model provided a good explanation of what 

factors affect employees to use internal social media for employee engagement within the UK 

and Nigerian contexts.  

To examine relationship between usage of internal social media and employees’ 

affective, intellectual and social engagement: 

The second objective was to explore the extent to which adoption and usage of internal social 

media platforms drives employees’ IE (Intellectual engagement), AE (Affective engagement) 

and SE (Social engagement) as part of the variables and to develop a theoretical model where 

the relationship between IE, AE, SE and AU can explain their links. To this effect, their direct 

relationship was argued in Chapter Two using the extant literature to hold that Affective, 

Intellectual and Social engagement had an impact on individual use of technology such as 

social media. Thus, the conceptual model was hypothesized on a significant relationship 

between the three variables, IE, AE and SE and their measurement indictors. There are 

differences and similarities regarding outcome of usage of internal social media for employee 

engagement in both countries. In the Nigerian context, there is no statistical evidence on the 

effect of internal social media usage on employee intellectual engagement, while in the UK, 

the usage of internal social media impacted on employee intellectual engagement. However, 

the examination shows that in the Nigerian context there is a gap between the possibility and 

actuality of employees using internal social media for work-related purposes to achieve their 

tasks. Additionally, based on the research model in Chapter Five, we can see that the airline 

companies in Nigeria and the UK have similar outcomes. Employees in both countries 

demonstrated Affective and Social engagement when using internal social media for employee 

engagement. Internal social media usage for employee engagement within the workplace can 

thus play a part in improving employee Affective and Social engagement, a potential which 

should be better understood by organizations in both developed and developing countries.  
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To assess the relationship between employees affective, intellectual, and social 

engagement and employee performance: 

The third objective was to evaluate the impact of intellectual, affective and social engagement 

on employee performance within the context of this study. This began with a choice of 

appropriate methodology, where a realist ontological position was taken with a data analysis 

design technique using PLS-SEM, as covered in Chapter Four. An instrument of the research 

was developed from the measurement indicators of the variables as described in the conceptual 

model and was tested on the sample population. Different employees in airline companies in 

Nigeria and the UK responded to the survey. Descriptive statistics show that the 136 and 207 

respondents in the Nigerian and the UK samples, respectively, were fully representative of the 

populations, and reliability and validity tests were all satisfactorily. Hypothesis testing 

confirmed that IE and SE have a direct effect on EP in both Nigeria and the UK, while the 

direct impact on AE and EP is different in both countries. In Nigeria AE has an impact on 

employee performance, while in the UK AE has no impact on employee performance. AE is 

seen as an important factor of employee performance in Nigeria. The finding also indicated 

that actual usage of internal social media has a profound effect on employees’ affective and 

social engagement in Nigerian airline companies and that employee affective, intellectual and 

social engagement have influence on their performance, while in the UK, actual usage of 

internal social media has influence on employees’ intellectual and social engagement and that 

intellectual and social engagement have a profound effect on employee performance.  

In accordance with extent literature, employees who are emotionally engaged show greater 

dedication, feel excited and take pride in their work, are more likely to show greater employee 

performance. Additionally, this study indicates the mediating role of internal social media on 

employee performance through employee engagement, as highlighted in Chapter Three, when 

employees use work-oriented internal social media platforms and can achieve positive work-

related outcomes such as greater work-related knowledge, building and maintaining social ties 

with colleagues over the platforms, obtaining meaningful information from knowledge 

communities and improving communication effectiveness, they become fulfilled and more 

engaged; hence, their job performance improves. Therefore, based on this phenomenon, 

organizations should provide internal social media activities that can impact on employee 

engagement; the amount of affective, intellectual and social engagement perceived as received 

from work-related activities influences employee performance.  
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To understand differences between Nigeria and the UK regarding factors that influence 

internal social media use, and impact on employee engagement and employee 

performance 

The fourth and the final objective of this study is to understand differences between Nigeria 

and the UK regarding influence of internal social media adoption on their engagement and the 

impact on employee performance. A detailed examination of the results shows that there are 

differences regarding adoption of internal social media for employee engagement, with regards 

to influencing factors of adoption and usage of internal social media for employee engagement, 

as highlighted in the first objective, within the Nigerian airline context as covered in Chapter 

Six, focusing on factors that influence employees’ actual usage of internal social in order to 

provide explanation towards the research aim and attain the study’s main aim. Perceived ease 

of use (PEU) was indicated to have a direct impact on employee adoption of internal social 

media for employee engagement in Nigeria, while in the UK airline context perceived 

usefulness (PU) was indicated to have an impact on employees’ adoption and usage of internal 

social media for employee engagement. In addition, the findings also differ in regard to the 

impact of actual usage of internal social media on employee engagement. Examination of the 

results shows that actual usage of internal social media for employee engagement has no direct 

impact on employee intellectual engagement (IE) in the Nigerian airline context, but has a 

direct impact in the UK airline context; this means that IE was an important factor in internal 

media usage for employee engagement. Furthermore, this study demonstrates differences in 

the impact of employee engagement on employee performance in both countries. The analysis 

also found that employee affective engagement has no direct impact on employee performance 

among airline employees in the UK, while there is a direct impact on three dimensions of 

employee engagement (Intellectual, Affective and Social) on employee performance in the 

Nigerian airline context. Moreover, the results further reveal that in Nigeria when employees 

perceived internal social media platform as engaging, they developed affective, intellectual and 

social engagement towards using them for their work, which in turn improves their 

performance; in regard to the UK, the results clearly reveal that actual usage of internal social 

media improves employee intellectual and social engagement and it is an important factor for 

employee positive performance.  

Finally, this study reveals that the effect of internal social media on employee affective, 

intellectual and social engagement is heavily dependent on the kind of internal social media 
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platform, and the quality of content and activities on internal social media; by this means 

employees are empowered to boost their performance. This study also revealed that when 

employees use internal social media for employee engagement and feel comfortable 

interacting, and sharing information and knowledge, they obtain information necessary to do 

their work. Therefore, an organization needs a well-defined internal social media engagement 

strategy that incorporates quality and engaging and optimizing contents and activities in order 

to promote the adoption and usage of internal social media for employee engagement. For 

employees, using internal social media for employee engagement may be a challenging task, 

as some employees in Nigeria may not have the necessary skills and capabilities needed for the 

use of internal social media for engagement. In order to increase the level of possibility of 

internal social media engagement, adoption and usage, the platform should be easy and useful, 

the organization should eliminate barriers to efficient and effective use by giving training to 

employees to enable adoption and usage of internal social media for employee engagement. 

The organization must incorporate social media content with a deep understanding of 

individual affective, intellectual, and social engagement factors. Thus, successfully facilitating 

internal social media adoption must address intellectual, emotional, and social concerns. These 

factors have important influences on employee engagement and performance. The findings 

suggest a more prominent focus on factors that influence and directly impact on employees’ 

ability to adopt and use internal social media for employee engagement by researchers and 

organizations in developed and developing countries, more especially in Nigeria where there 

are limited studies on the factors that impact employees’ adoption and usage of internal social 

media or technology in general for employee engagement within the workplace.  

7.3 Key Findings of this Thesis 

This thesis has attempted to examine factors influencing employee adoption and usage of 

internal social media for employee engagement and its impact on employee performance in the 

UK and Nigeria. The key findings from the fieldwork indicated that Perceived ease of use 

(PEU) plays a crucial role for the adoption and Usage of internal social media for employee 

engagement for airline employees in Nigeria and are the key acceptance factors: the finding 

supported the first hypothesis (H1) and agreed with existing literature that accessibility, flexible 

to interact with, being skilful at using internal social media and lower complexity had great 

impact on the adoption and usage of internal social media for employee engagement. However, 
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there was no similarly statistically significant relationship found in the UK (H2); the 

relationship between Ease of use and Actual usage of internal social media was non-significant. 

Second, the findings indicated that perceived usefulness (PU) had a significantly greater 

relationship with Actual usage of internal social media within airline employees in the UK than 

in Nigeria: the factor reflects the general concern among airline employees in the UK about 

having the ability to improve their performance and increase their productivity by using internal 

social media and consider this factor as significant when they are concerned about whether 

using internal social media would enhance their effectiveness on the job. In other words, when 

Internal social media functions and its ability to engage employees with work-related activities, 

and to motivate and enhance their performance, employees would perceive the platform as 

being useful and sufficient for their needs. Hence the adoption and usage decision may be 

influenced by the usefulness of the internal social media. However, this finding was 

insignificant among airline employees in Nigeria: perception about the usefulness of internal 

social media was not significant to the employees and thus did not influence the adoption and 

usage decision. The significant finding for both the UK and Nigeria finds support within the 

original TAM framework and other existing literature, suggesting the significant relationship 

between Perceived ease of use and Perceived usefulness of technology usage.  

Lastly, the third key finding indicted that Uncertainty avoidance has a statistically significant 

relationship with Actual usage of internal social media in both the UK and Nigeria. This means 

that Uncertainty avoidance has a significant relationship with Actual usage of internal social 

media: therefore, H6a and H6b were supported. The finding indicated concern about 

uncertainty associated with using internal social and suggest that the employees recognized the 

uncertainty and risk which may influence their decision to adopt and use internal social media 

for employee engagement. The similarities in adoption and usage behaviour among airline 

employees in both countries (the UK and Nigeria) shows the importance of trust, written rules 

and lower risk when using internal social media for employee engagement within the 

workplace. These findings provide valuable insights into the potential factors that may impact 

the current and future adoption and usage of internal social media for employee engagement 

among airline employees in the UK and Nigeria.  
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7.4 The Researcher’s Contribution and Novelty  

This study makes several contributions to the body of knowledge in the information technology 

and human resources management domain. The study has implications for the theoretical and 

practical understanding of the influencing factors of internal social media usage and 

understanding the effect of internal usage media on employee engagement and impact on 

employee performance.  

7.4.1 Implications  for theory  

The study’s conceptual model makes a significant step in explaining the relationship between 

predicated factors and actual usage of internal social media for employee engagement. This 

research proposes a framework based on an extended technology acceptance model. The 

research enhanced the technology acceptance model to explain employees’ adoption and actual 

usage of internal social media for employee engagement and its impact on performance in 

Nigeria and the UK. The developed model accounted for variables to explain employees’ 

usage. The results indicated the significance of the identified variables in a social media 

environment. The developed model was empirically validated by utilizing structural equation 

modelling via Smart-PLS, which allowed for an adequate assessment of the model. The 

structural equation modelling allowed the validation and examination of the developed model 

through confirmatory factor analysis and multiple regression analysis, respectively. The results 

of the confirmatory factor analysis confirmed the developed model’s validity through goodness 

of fit and construct validity, and the standardised coefficient indicated the significance level 

and prediction value of each hypothesis. 

Second, this study is important due to their limited research focused on the role of societal 

context in adoption of internal social media platforms within the workplace. A significant 

number of studies on individuals’ use of technology have been carried out mostly in western 

countries and have assumed behavioural similarities in their findings (Vörös & Choudrie, 

2011). While there is an increasing body of research on employee adoption of internal social 

media within the workplace in western countries, there remains a lack of investigation into the 

role of culture in acceptance and usage of social media within the workplace in developing 

countries (Tarhini et al, 2016; Chiemeke & Evwiekpaefe, 2011; Licker & Motts, 2000). The 

relevant aspect of the societal context in adoption of social media platforms within the 

workplace is often overlooked; therefore, the behaviour of developing countries in technology 
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adoption is not known and remains under-researched, more especially within the workplace. 

Moreover, Nigeria, as a developing country, is greatly influenced by its multi-ethnic society 

and religious context, with over 250 ethnic groups, 520 languages spoken and population of 

over 140 million (Ethnologue, 2009; Gaye, 1999). However, given that differences in culture 

play a role in shaping individual behaviour and group adoption of technology (Erumban & de 

Jong, 2006), this study examine the role of culture in adopting and using internal social media 

platforms within the workplace; this was done by applying multi-group analysis to examine 

countries differences. Through the PLS the multi-group analysis between the two countries was 

performed for the measurement and developed model. The multi-group analysis for the 

measurement model identified if Nigeria and the UK have perceived the measured variables 

(questionnaire questions) in different ways, while the developed model identified if Nigeria 

and the UK perceived the research hypotheses differently. The multi-group analysis showed 

that country differences exist in the developed model over six hypotheses (H1, H2, H3, H4, H5 

and H7a). 

The third significant theoretical contribution of this thesis is in the methodology. The 

methodological approach combined various constructs that were assessed separately in past 

research. The research questionnaire was developed to measure variables at the individual 

level. The questions were created and validated for each variable in the research model. These 

questions were adapted from previous studies and adjusted to fit the research context. In 

addition, the questionnaire has gone through rigorous assessment to check for its validity and 

reliability. Additionally, the validated questionnaire can be adapted and used in future 

information system or technology acceptance research (see Appendix 2). The relationship 

between PU, PUE, PR, PMS, PBC and UA, and IE, AE and SE where AU plays a mediating 

role enables the measurement of direct and indirect effects and this is an important distinction 

for practical and management implications, particularly for airlines companies with a dispersed 

workforce. The measurement model used to develop relationships and evaluate the 

relationships between variables could contribute to other relationships. 

Finally, another contribution was applying the developed model to explain the Nigerian and 

UK airline employees’ use of internal social media for employee engagement. The model 

succeeded in explaining employees’ use of internal social media for employee engagement and 

its impact on employee performance in the Nigerian and UK airline environments. 
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7.4.2 Implications  for practice /managers  

The results indicated that Uncertainty avoidance was an important variable to explain the 

adoption and usage of internal social media in both the Nigerian and UK airline contexts. The 

main implication for academia and practitioners is to understand the importance of uncertainty 

avoidance by providing clear rules and regulations, and usefulness of the system, as well as 

performance enhancement features that will encourage employees to adopt and use the system. 

Moreover, based on the TAM constructs, Perceived ease of use directly influenced Actual 

usage of internal social media for employee engagement in Nigeria, while Perceived usefulness 

directly affected Actual usage of internal social media in the UK, which leads to implications 

based on the measured variables of functionality; firstly, in the Nigerian context, internal social 

media use for employee engagement should provide employees with ease of use the system. A 

good user interface design will reduce employees’ disorientation and cognitive load, which 

allows them to use the system easily. In developing countries, users’ perception of technology 

accessibility decreases, due to poor internet access and the lack of technical and organizational 

support. Therefore, organizations should provide employees with infrastructural support, 

software support and organizational support (Fan et al, 2012) to ensure easy access to Internal 

social media. The implication for organizations is to design a user-friendly interface and reflect 

employee characteristics in the system design by customizing features to build on employees’ 

interest and preference usage behaviour (Cho et al, 2009). Also, the implementation of internal 

social media should be accompanied with training and technical support by the organizations 

directed towards employees.  

Moreover, in the UK, Perceived usefulness directly affected actual usage of internal social 

media; internal social media should be suitable for the intended purposes and provide 

employees with engagement and work features to enable them to achieve their work-related 

roles. Therefore, organizations should provide internal social media that encourages employee 

work goals. Additionally, the results showed that Actual usage of internal social media directly 

affects employees’ Affective and Social engagement (AE and SE) in both Nigeria and the UK. 

The main implication for stakeholders is to understand content quality that impacts on 

employee Affective and Social engagement. According to Straub (2009), a successfully 

enabled technology such as internal social media adoption for engagement purposes, must 

address emotional, cognitive, social and contextual issues. Therefore, organizations should 

provide content and information that can impact on employees’ affective and social 

engagement level. Finally, the results also showed that Intellectual and Social engagement 
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impact on employee performance in both Nigeria and the UK. As a result, organizations should 

create internal social media content that drives employees’ intellectual and social engagement 

to enhance their performance. Atambo and Momanyi (2016) pointed out that employees are 

engaged with content that can socially, intellectually and affectively affect their morale and 

performance. The implication for organization is to implement internal social media platforms 

with features (e.g., work-related content) that can intrinsically motivate employees and give 

them the liberty to make their work exciting and create an environment for having an engaged 

work life. Employee engagement using internal social media should be integrated in the culture 

of an organization. Companies should invest in the technology, time and resources to best 

design and manage internal social media, since employees’ active use of internal social media 

leads to mindfulness, intrinsic motivation, creativity, authenticity, effective communication 

and ethical behaviour (Kahn 1990). Such positive attributes could promote employees’ feeling 

of belongingness, attachment with the organization, and engagement, thus improving their 

performance. 

Finally, it is widely acknowledged that internal media usage for engagement activities within 

the workplace is beneficial to employees and organizations, despite the fact that internal social 

media for employee engagement within the workplace can have its own drawbacks in terms of 

misuse, trust, security, unproductive behaviour, usage and implementation. However, it has 

potential in enhancing employee engagement (Men et al, 2020). As the study’s main findings 

reveal the effect of Actual usage of internal social media on employee engagement (i.e., 

Affective, Intellectual and Social), the study adds to the extant literature on the 

conceptualization of internal social media usage and its association with the level of employee 

engagement and employee performance.  

7.5 Research Limitations  

The research presented interesting findings to explain employees’ usage of internal social 

media for employee engagement and its impact on employee performance; however, the 

research has certain limitations First, the research findings may be limited to the research 

population; the research used a limited sample size in the Nigerian and UK contexts. Although 

it achieved the minimum sample size for PLS-SEM, future research can use larger sample sizes 

to provide a better representation of the whole population and produce a more accurate result. 

In addition, this research was limited in the type of technology examined, and internal social 
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media context. The study did not specify use of a particular internal social media platform, 

which may fail to shade light as the features of different internal social media platforms may 

influence employee engagement level differently. Hence, there should be caution when 

generalizing the research findings beyond the above aspects.  

Second, the research population was airline employees in Nigeria and the UK; there was no 

inclusion for other employees in different sector in other countries. Researchers can refine and 

examine the developed model performance to explain different internal social media usage 

behaviour. Furthermore, researchers should give more attention to intrinsic variables in 

technology acceptance research, as they have the potential to directly influence users’ 

acceptance of an information technology.  

Third, this study focuses only on a quantitative approach as the main method of data collection 

and SEM analysis to test the theoretical model; without an experimental design, it will be 

difficult to determine the true causal links between the research variables. More insights could 

be generated if other forms of data collection were used, such as qualitative methods (case 

studies and in-depth interviews or focus groups) to provide a more complete and richer 

understanding the impact of internal social media use on employee engagement and influence 

on performance. 

7.6 Future Research and Recommendations  

Considering the limitations of this study, some suggestions can be made for future research 

which could be useful to gather more data to increase the number of internal usage media usage 

in both countries, especially in Nigeria. A large sample size would be helpful to obtain a deeper 

understanding into the factors influencing internal social media usage for employee 

engagement and to be more accurate in representing the population. Demographic factors such 

as age, gender, job roles, education, ethnicity, and length of employment play a role in 

predicting employee attitude towards using technology in the workplace. Therefore, more 

investigation into the influencing factors of internal social media usage for employee 

engagement should be undertaken to develop specific recommendations. Additionally, to 

further understand the impact of internal social media in human resources information systems, 

further research should examine the impact of internal social media on employee motivation. 

Moreover, the top key factors from the view of employees in both countries, such as ease of 

use, usefulness, uncertainty avoidance, should be taken into account when designing an internal 
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social media for employee engagement activities. Considering the growing usage of internal 

social media for employee engagement by airline companies in two different continents within 

the workplace, it will be worthwhile to carry out further studies with more emphasis on factors 

such as cost, availability of technology resources, time to adopt and learn the technology, 

organizational structure and culture; this will enable more understanding of factors influencing 

internal social media adoption and usage in the workplace and on the individual level, which 

in turn leads to increased adoption of internal social media for employee engagement by airline 

employees.  

Additionally, employees in this research in both countries are looking at internal social media 

platforms for employee engagement consciously with respect to the importance of factors such 

as ease of use and usefulness when adopting and using the platform. As these two factors play 

a predominant role for employees to adopt and use internal social media, when designing 

internal social media platforms, we must ensure simplicity and avoid complexity, and 

management need to recognize the growing trend in making sure that internal social media for 

employee engagement are designed in a manner that meets the requirements of employees, so 

that the internal social media platform for engagement purposes and its associated services are 

perceived by employees in a positive light and in a way that would help them improve their job 

performance. Moreover, the results of the study showed the importance of the uncertainty 

avoidance factor in Nigeria. Being exposed to an uncertain or unknown situation, employees 

may feel anxiety; the degree of uncertainty could be reduced by managers and colleagues’ 

supportive influence. Management should ensure the design and implementation of internal 

social media that could minimize any concern associated with an increased sense of risk or 

uncertainty. It is also useful to provide a clear usage policy and necessary to adapt to the 

requirement issues which often arise from using internal social media within the workplace; 

therefore management must ensure a clear code of conduct and what is required of employees 

when using the platform. The polices will help to indicate how employees should conduct 

themselves via internal social media, build and maintain individual and organizational online 

reputation, ensure security, and encourage individual employees to get involved in online 

activities of the company. Without the availability of these policies and relevant codes of 

conduct there may be low rate of adoption because of the level of uncertainty associated with 

technology adoption and usage, especially within the workplace.  

In conclusion, this research has provided understanding of the factors influencing internal 

social media adoption and usage for employee engagement and impact on employee 
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performance. To this end, this research employed a technology acceptance model (TAM) and 

integrated some factors from the individual behavioural perceptive and the employee 

engagement dimension. The analysis of the research of 345 valid questionnaires from airline 

employees in the UK and Nigeria, provides revealing findings on the influence of six factors on 

the adoption and usage of internal social media usage for employee engagement, the 

relationship between Actual usage of internal social media on employee engagement, and the 

links between employee engagement and employee performance. From the analysis this 

research provides valuable insight into internal social media usage for employee engagement 

within the workplace, enabling better understanding of employees’ adoption and usage 

behaviour, and thus to further improve employees’ engagement levels. Accordingly, the 

research model was valid in understanding employees’ adoption and usage of internal social 

media for employee engagement, and it adds to the TAM model a new dimension that benefits 

organizations, more especially in the airline sector, community, academia and the areas of 

information technology and social psychology. 
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d) Continuing review approval (if requested)                              No 
e) Other, please state: The Survey Questionnaire is attached as Appendix 2, which 

provides a concise summary of information for participants.  
 

*1. Principal Investigators are responsible for ensuring that all staff employed on projects (including research assistants, 

technicians and clerical staff) act in accordance with the University’s ethical principles, the design of the research 

described in this proposal and any conditions attached to its approval. 

*2. In most cases, approval should be sought individually for each project. Programme approval is granted for research which 

comprises an ongoing set of studies or investigations utilising the same methods and methodology and where the precise 

number and timing of such studies cannot be specified in advance.  Such approval is normally appropriate only for 

ongoing, and typically unfunded, scholarly research activity. 

*3. If there is a difference in ethical standards between the University’s policy and those of the relevant professional body or 

research sponsor, Committees shall apply whichever is considered the highest standard of ethical practice. 

*4. Approval is granted for the duration of projects or for a maximum of three years in the case of programmes.  Further 

approval is necessary for any extension of programmes. 

 

 

8. Aims and Objectives of Research Project/Programme: 

Advances in social media technologies have transformed the way organizations use, distributes 

and share information within the workplace (Parry and Solidoro, 2013; Haddud, 2016). Social 

media has moved from a niche phenomenon to mass adoption (Wang, 2009). From the business 

context, effective networking is an essential component to success (Kelley, 2010). It is obvious 

that social media network is transforming the way a company connects, communicates, engages 

employees, and achieves its business goals (Lee, 2013). Employer and employee use of social 

media has been on increasing recently due to the proliferation of different social media platforms 

(Chivee et al, 2008). While many companies focus on engaging with their own employees using 

social media, some are focusing more on using social media to improve their business processes 

(Nascimento and DaSilveira, 2017). The airline industry is no exception to this growing trend: 

social media has also served as an excellent live, go-to platform for airlines to not only connect, 

but also engage with their stakeholders (McEleny, 2016, Zechen, 2016). 

Even though there is research evidence on the use of social media generally in organisations, 

most of this existing research relates to how organisations use them to boost their profits and to 

engage employees (Sabato, et al, 2017). There is little or no evidence on successful use of social 

media platforms with respect to employee engagement and how this social media strategy for 

internal communication targets employees’ intellectual, affective and social engagement. 

Moreover, implementing social media in the organization or expecting employees to use social 

media platforms in the workplace to boost their engagement level, does not mean employees 

will consider it useful or relevant. Such social media platforms succeed in an organization only 

if the employee is using it appropriately. Many factors impact on the employee’s perception to 

successfully adopt social media for employee engagement (Haddud et al, 2016, Constantin and 

Baiasa, 2014, Leftheriotis and Giannakos, 2014). Rauniar et al (2014) states that if an individual 

use of social media is primarily voluntary, then the causes of these behaviour have to be rooted 

in the individual personal intentions and motives. According to various authors, such emotional 

attitudes and intention leads to actual usage of the technology (Rauniar et al, 2014). Therefore, 

to explain user social media behaviour within the context of this study, Technology acceptance 
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model (TAM) is adopted and modified to explain individual employee’s intention to adopt social 

media platforms for engagement within the workplace. The rational for modifying TAM is that 

the theory only focus on cognitive attributes, ignoring other behavioural components/responses, 

thus TAM is modified by incorporating external variables including conative and affective 

attributes to determine how important the effect of cognitive, conative and affective attributes 

is in explaining adoption and usage of social media platform for engagement within the 

workplace. 

However, the aim of this research is in two folds, first to examine the external factors influencing 

employee intention and usage of company’s internal social media for engagement within the 

workplace. Second to examine the influence of usage of internal social media on employee’s 

intellectual, affective and social engagement and its impact on their performance. 

Research Objectives 

❖ To assess the factors that influence employee adoption of internal social media in the 

workplace 

❖ To examine relationship between internal social media and employee’s affective, 

intellectual, and social engagement 

❖ To assess the relationship between employees affective, intellectual, and social engagement 

and employee performance 

❖ To understand differences between Nigeria and UK regarding internal social media 

adoption, to engagement and the impact on employee performance.  

9. Brief Description of Research Methods and Procedures: 

A quantitative method approach is adopted in conducting this research. Quantitative information 

would be obtained from full-time and part-time employees of selected airline companies in the 

UK and Nigeria. A hard copy survey questionnaire which comprises of close ended questions 

and a demographic question like gender, age and job role will be used. Data collection method 

is proposed to be obtained via hard copy by self-collection and third party.  

The rationale for using hard copy questionnaires Is that paper based questionnaires has been 

reported to have a higher total response than web-based questionnaires (Zeitgeist et al, 2011; 

Kongsved et al, 2007; Nulty, 2008). Additionally, hardcopy questionnaires are more anonymous 

than soft copy questionnaires, which is of the view that respondents may be truthful on hard 

copy questionnaires. According to international survey associates (2016) “hard copy 

questionnaires have formatting that look standard for all respondents, and the environment in 

which the survey is taken is relatively uniform” therefore, using hard copy questionnaire will 

ensure that all employees in both UK and Nigeria receive the same questionnaires in the same 

format and the same setting. In terms of third-party method of data collection, the rationale for 

using third party is to ensure research quality and rigor by making this research non -contrive. 
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Rahi (2017) states that in a non- contrived research, the influence of researcher is minimized 

unlike contrive research. 

The rationale for choosing these two methods of data collection is to collect as many data as 

possible and to ensure that appropriate data are collected in order to answer the research 

questions. Additionally, in order to ensure that deadline for submission of my PHD thesis is 

met, this method of data collection is relatively quicker and save time. And it will also reduce 

the likelihood of errors occurring in the research.  

In addition, variables will be adapted from the literature, and a conceptual model grounded in 

the literature has been developed to. A brief measure of the research scale are provided in the 

table below. 

Variable names  Items Sources 

Perceived usefulness (PU) ❖ Using internal social media makes it easier to stay in touch with 

colleagues 

❖ I find social media useful in my professional life 

Davis (1993) 

Perceived ease of use (PEU) ❖ Social media platforms are user friendly  

❖ Social media is flexible to communicate and interact with  

Davis (1993) 

Perceived management 

support (PMS) 

❖ Management is highly interested in using social media 

platforms within the workplace  

❖ Management believes the cost of social media is a long 

investment and may pose risk to the organization  

Lin (2010) 

Perceived behavioural 

control (PBC) 

❖ I think it’s easy for me to join in conversation on company’s 

internal social media during discussion or debate  

❖ I am confident that I can use internal social media to interact, 

share contents and network with colleagues and managers if I 

want to  

Zhao et al (2016) 

Perceived relevance (PR) ❖ When I saw work related information on internal social media, I 

felt that it might be of value to me 

❖ When I saw work related information on internal social media, I 

felt that it might be relevant to my needs 

Kim & Huh 

(2017)  

Uncertainty avoidance (UA) ❖ I internationally ignore any social media platforms use within 

the workplace 

❖ I dislike using any internal social media platforms for 

communication and interaction within the workplace  

Baek and 

Morimoto (2012) 

Actual use of social media in 

the workplace (AUS) 

❖ I often per week do visit company’s  internal social media 

platforms 

❖ In a week I spend one to two hours on average on company’s  

internal social media platforms for communication and 

interaction  

Venkatesh and 

Davis (2000) 

Intellectual engagement 

(IE) 

❖ I focus hard on my work 

❖ I concentrate on my work 

Soane, et al 

(2012) 

Affective engagement (AE) ❖ I feel positive about my work 

❖ I feel full of energy and strength in my work 

Soane, et al 

(2012) 

Social engagement (SE) ❖ I share the same work values as my colleagues 

❖ I share the same work goals as my colleagues 

Soane, et al 

(2012) 

Employee Performance 

(EP) 

❖ I carried out the core parts of my job well 

❖ I initiated better ways of doing my core tasks 

Drewery (2016) 

Intention to use (IU) ❖ I tend to use internal social media for communicating and 

engaging with my colleagues 

❖ I tend to use internal social media to connect to colleagues that 

matters to me and can help me achieve my task 

Al-Rahimi et al 

(2013). 
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In addition, the construct will be tested using structural equation modelling (using the SmartPLS 

software). SmartPLS software is a powerful statistical tool to analyze the path analysis with 

multiple dependents.  

The interest in using Smart PLS is stimulated by the increase need in modelling formative 

constructs in organization/management research (MacKenzie et al, 2005, Diamantopoulos and 

Winklhofer, 2001), and its appropriateness in analysing a research model that has a number of 

constructs and links (Pavlou and Fygenson, 2006). Marcoulides and Saunders (2006) state that 

PLS-SEM is widely used in information systems research; its ability to model both factors and 

composites is appreciated by researchers across disciplines and makes it a promising method 

particularly for new technology research and information systems research. However, as this 

research aims to analyse employee perceptions and intention to adopt social media, Smart PLS 

path modelling is an appropriate statistical tool for this research compared to other structural 

equation modelling tools. 

In addition, a convenience sample of 500 respondents will be drawn from across various airlines 

compianes in the UK and Nigeria:250 questionnaires for each country. Five hundred 

questionnaires will be randomly administered on employees and management of selected 

airlines in each country. Respondents are selected on the basis of the knowledge, expertise, and 

relationship in terms of research topic (Freedman et al, 2007). Moreover, Selection of the right 

sample size was based on the useful suggestions and arguments in academic literature (Comrey 

and Lee, 1992, Hair, 2003), thus, the sample size for this research is selected by following the 

important guidance mentioned in academic literature.  

Furthermore, for the purpose of this research, the respondents who were selected will have a 

relationship with the subject being studied, adequate and relevant work experience in the use of 

social media, active involvement in several engagement initiatives within the organization and 

respondents with customers or client-facing roles, administrative roles or managerial positions. 

Within this context, the respondents of this study are customer/passenger service agents, ground 

handlers, pilots, cabin crew members, call centre agents, ramp agent, managers etc. No incentive 

shall be offered, and employees will be advised of their right not to participate in the survey and 

withdraw stop participating at any time after they start. 

The use of questionnaires will enable scales to be rated and also quantify employees’ behaviour 

and intention towards adopting and using social media for engagement in the workplace. 

Moreover, the choice of using questionnaires ahead of other methods is that it would help to 

contact a large number of respondents at a low cost and at a short period of time.  

The statistical data would be calculated and analyzed using Smart PLS. All the sources for this 

research are chosen carefully to answer the research question, and to test the validity and 

reliability of the study, a pretesting would be undertaken with 50 employees from airlines in 

both countries.  
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Furthermore, the results will be published in my project work and subsequent journal article in 

such a way to preserve the anonymity of airlines companies. 

Specify subject populations and recruitment method. Please indicate also any ethically sensitive aspects of the 

methods. Continue on attached sheets if required. 

10. Ethical Protocol: 

Please indicate how you will ensure this research conforms with each clause of the University of Plymouth’s 

Principles for Research Involving Human Participants. Please attach a statement which addresses each of the 

ethical principles set out below. 

 (a) Informed Consent: Yes 

Informed consent is needed to carry out this research because the research involves human 

participation. In addition, respondents will be clarified on the purpose of the research, by 

providing an information sheet that will show the nature of the study. The first question in the 

questionnaire will contain a question asking respondents to indicate if they are happy to answer 

the questionnaires. Adequate verbal information will be given to respondents to enable them 

decide whether to take part in filling the research questionnaire or not,  

 (b) Openness and Honesty:  

The researcher is aware of the University policy regarding honesty and openness. The research 

will foster and support honesty and openness, ensuring that research design, methodologies, 

data, findings and results are open to examination. There will be a fair agreement between the 

researcher and the participants before the collection of data can commence. Participants will 

acknowledge that they understand the situation and they are willing to participate. Additionally, 

this research will take into consideration any information that could be considered personal or 

information that could implicate participants to ensure fairness and openness for all participants 

Note that deception is permissible only where it can be shown that all three conditions 

specified in Section 2 of the University of Plymouth’s Ethical Principles have been made in 

full. Proposers are required to provide a detailed justification and to supply the names of two 

independent assessors whom the Sub-Committee can approach for advice. 

 (c) Right to Withdraw:  

In the case of this research, it is important to disclose the full purpose of the study to the 

respondents, so they are aware of what they are accepting in regards of their voluntary 

participation. Respondents will be advised of their right not to participate in the survey and to 

withdraw at any time after they start. 

Note that this section should also clarify that participant’s data will be destroyed should they 

withdraw, in accordance with best practice. 

 (d) Protection From Harm:  

N/A 
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 (e) Debriefing: 

The respondents will be informed of the nature and aims of the research, ensuring that all form 

of deceptive practices will be avoided. The study will prevent bias which can lead to a false 

conclusion by ensuring that the data collected are not misinterpreted or encourage one answer 

over others. Additionally, respondents will also be informed about the confidentiality of the data 

storage. They will be given the chance to receive follow-up information to have full 

understanding about the research. For example, through post or publication.  

 (f) Confidentiality:  

Confidentiality will be ensured throughout the research, the data collected would be protected. 

An important consideration will be made to safeguard privacy of the collected and stored data 

in my personal password locked computer, and ensure that data are not disclosed to any third 

party. However, if the work is to be published, adjustments would be made to protect the 

anonymity and confidentiality of the name of the companies used in this research.  

 (g) Professional Bodies Whose Ethical Policies Apply to this Research: 

The research will comply with the ethical guidelines of the British Education Research 

Association (BERA). 

The committee strongly recommends that prior to application, applicants consult an appropriate professional code 

of ethics regardless of whether or not they are members of that body (for example, Social Research Association. 

http://www.the-sra.org.uk/ethical.htm Market Research Society http://www.mrs.org.uk/standards/codeconduct.htm 

British Sociological Association http://www.britsoc.co.uk/equality/). Applicants MAY choose to write "not 

applicable" in the "Relevant Professional Bodies" section of the Ethical Application Form. However, it is very rare 

that there would be no professional/academic code of ethics relevant to a given research project. If based on the 

information written in other sections of the form, FREC considers a particular professional code to be of relevance, 

then the Committee may make its consultation and adherence a condition of acceptance.  

 11. Declaration*: 

To the best of our knowledge and belief, this research conforms to the ethical principles laid 

down by Plymouth University and by the professional body specified in 6 (g). 

 Name E-mail (s) Date 

Principal 

Investigator: 

 

Uju Ugochukwu uju.ugochukwu@plymouth.ac.uk  13/06/2018 

Other Staff 

Investigators: 

   

Director of Studies 

(only where Principal 

Investigator is a 

postgraduate 

student): 

Dr Mohamed 

Haddoud 

Dr Lise Hunter  

Mohamed.Haddoud@plyouth.ac.uk 

 

lise.hunter@plymouth.ac.uk 

13/06/2018  

 

13/06/2018 

 

*You will be notified by the Research Ethical Approval Committee once your application is approved.  
This process normally takes around 3-4 weeks.   
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Please Answer Either YES or NO to ALL Questions 
Below.  
 

If you answer YES, please provide further details. 

 

Do You Plan To Do: 

■ Research involving vulnerable groups – for example, children and young people, those 

with a learning disability or cognitive impairment, or individuals in a dependent or unequal 

relationship 

   Answer: No 

■ Research involving sensitive topics – for example participants’ sexual behaviour, their 

illegal or political behaviour, their experience of violence, their abuse or exploitation, their 

mental health, or their gender or ethnic status 

   Answer: No 

■ Research involving groups where permission of a gatekeeper is normally required for initial 

access to members – for example, ethnic or cultural groups, native peoples or indigenous 

communities 

   Answer: No 

■ Research involving deception or which is conducted without participants’ full and informed 

consent at the time the study is carried out 

   Answer: No 

■ Research involving access to records of personal or confidential information, including 

genetic or other biological information, concerning identifiable individuals 

   Answer: No 

■ Research which would induce psychological stress, anxiety or humiliation or cause more 

than minimal pain 

   Answer: No 

■ Research involving intrusive interventions – for example, the administration of drugs or 

other substances, vigorous physical exercise, or techniques such as hypnotherapy. 

Participants would not encounter such interventions, which may cause them to reveal 

information which causes concern, in the course of their everyday life. 

   Answer: No 

Completed Forms should be forwarded BY E-MAIL to Cher Cressey, Secretary of the FREC at: 
ccressey@plymouth.ac.uk 
 
Please forward any questions/comments or complaints to: 
Cher Cressey, DTC Administrator 
Graduate School (Link Building), Plymouth University, Drake Circus, Plymouth, PL4 8AA 
Tel: 01752 585540  
Updated: 03/07/14 
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Declaration: 

To the best of our knowledge and belief, this research confirms to the ethical 

principles laid down by the Plymouth University 

 

Student Name: Uju Ugochukwu Lead Supervisor 
Name: 

Dr Mohamed Haddoud 

Signature: Uju ugochukwu Signature:  
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Appendix 2: Survey Questionnaire 

Social Media Employee Engagement Survey Questionnaire 

This study is being conducted as part of the requirements for a Doctor of Philosophy (Ph.D.) 

degree at the University of Plymouth, United Kingdom. The administration of this survey is 

important to examine the extent to which employees adopt internal social media for employee 

engagement within the workplace and its impact on performance. Internal social media is the 

company’s use of social media platforms internally, to improve and facilitate employee 

communication and collaboration, and align goals within the organisation. These platforms are 

used within safe and secure hosting and developed specifically to be used only for work 

purpose. Examples of these internal company social media platforms are: Facebook (e.g. 

Workplace by Facebook), Twitter, LinkedIn, YouTube, Whats-app, Yammer, Google+ and 

other employer’s internal social media platforms. This survey should take about 12-15 minutes 

to complete. 

You have the right not to participate in this survey and to withdraw at any time after you start. 

Your answers will remain confidential and will be used only for the purposes of this research. 

Adjustments would be made to protect the anonymity and confidentiality of organisations and 

individuals that participated in this research. 

Thank you for your participation, and I look forward to a speedy response. 

Instructions: 

Please put a tick in the space corresponding to the answer of your choice or write in the space 

provided as the case may be. 

An internal social media is the company’s use of social media platforms internally, to improve 

and facilitate employee communication and collaboration, by helping employees to connect, 

learn, share and grow. These platforms are used within safe and secure hosting and developed 

specifically to be used only for work purpose. Examples of these internal company social media 

platforms are: Facebook (e.g. Workplace by Facebook), Twitter, LinkedIn, YouTube, Whats-

app, Yammer, Google+ and other employer’s internal social media platforms. 
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1. To what extent – on average per week – would you say you use your company’s internal social 

media platforms for work purpose within the organization? 

 
Very 

strongly 

agree 

Strongly 

agree 
Agree 

Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
Less than 1 hour        

1 to 3 hours        

3.5 to 5 hours        

5.5 to 7 hours        

7.5 hours or more        

We have internal SM, but I 
don’t use it  

       

I’m not aware that my 
company has internal social 
media. 

       

2. To what extent do you agree or disagree with the following statements? 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
Using internal social media 

makes it easier to stay in 

touch with colleagues 

       

Using internal social media 

makes it easier to stay in 

touch with managers  

       

I find social media useful in 

my professional life 

       

Using social media makes it 

easier to stay informed 

with my colleagues  

       

Using social media makes it 

easier to stay informed 

with my managers 

       

Using social media would 

help me communicate and 

interact with my colleagues 

       

I can use internal social 

media if I found it improve 

my work  

       

Internal social media allows 

me to accomplish my task 

more quickly 
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3. To what extent do you agree or disagree with the following statements? 

 
Very 

importa

nt 

Moderat

ely 

importan

t 

Slightly 

important Neutral 
Slightly 

unimportan

t 

Moderately 

unimportan

t 

Very 

unimportan

t 

I find my company's 

Internal social media 

platforms easy to use 

       

Interaction with my 

company's internal social 

media is clear and 

understandable 

       

My company’s internal 

social media is a flexible 

technology to interact with 

       

With minimal effort, I find 

it easy to use my company 

internal social media 

platform to obtain 

information that is of 

relevant to me 

       

With minimal effort, I find 

it easy to use my 

company's internal social 

media platform to 

disseminate information 

that is of interest to me 

       

It could be easy for me to 

become skilful at using my 

company's internal social 

media platform 
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4. To what extent do you agree or disagree with the following statements? 

 
Very 

strongly 

agree 

Agree 

strongly Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
Management is aware of 

the benefits that can be 

achieved with using 

internal social media 

platforms 

       

Management Supports and 

encourages the use of 

internal social media 

platforms 

       

Management provides 

most of the necessary 

resources and help to 

support the use of internal 

social media platforms 

       

Management is keen to see 

people happy with using 

internal social media 

platforms 

       

Management provides 

adequate resources, 

technical support and 

training for effective 

utilization of internal social 

media platforms 

       

5. To what extent do these statements match your ability to use company's internal 

social media platforms 

 

        

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
I think it’s easy for me to 

join in conversations on my 

company’s internal social 

media during discussion or 

debate 

       

I am confident that I can use 

my company's internal 

social media to interact, 

share contents and network 

with colleagues if I want to 
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I am confident that I can use 

my company's internal 

social media to interact, 

share contents and network 

with managers if I want to 

       

I feel I have the time, skills, 

resources and knowledge 

to communicate and 

interact on my company's 

internal social media with 

colleagues 

       

I feel I have the time, skills, 

resources and knowledge 

to communicate and 

interact on my company's 

internal social media with 

managers 

       

It is mostly up to me 

whether or not to use my 

company's internal social 

media in my daily job task 

       

6. To what extent do you agree or disagree with the following statements in relation to your need 

to use company's internal social media 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 

When I see work related 

information on my 

company's internal social 

media, I feel that it might 

be of value to me 

       

When I see work related 

information on my 

company’s internal social 

media, I feel that it might 

be relevant to my needs 

       

Using my company’s 

internal social media is 

important to me 

       

Using my company's 

internal social media is 

likely to give me new ideas 

       

Using my company’s 

internal social media is 

interesting to me 
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7. To what extent do these statements match your thinking and feelings about using company's 

internal social media? 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
I intentionally ignore any 

company's internal social 

media platform use within 

the workplace 

       

I dislike using any 

company's internal social 

media platforms for 

communication and 

interaction within the 

workplace 

       

I discard or ignore 

information on my 

company’s internal social 

media 

       

It is important to have 

instruction, rules and 

regulations spelled out, so I 

will know what is expected 

of me when using my 

company's internal social 

media to interact and 

communicate with 

colleagues and managers 

       

8. To what extent do you agree with the following statements that relate to your experience in 

your work role? 

 

Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 

I focus hard on my work        

I concentrate hard on my 

work 

       

I pay a lot of attention to 

my work 
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9. To what extent do you agree with the following statements that matches your feelings and 

emotion relating to your work role? 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
I feel positive about my 

work 

       

 I feel full of energy and 

involved in my work 

       

I am enthusiastic about my 

work  

       

10. To what extent do you agree with the following statements that matches your feelings and 

experiences of connecting with your work environment? 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
I share the same 

organizational values as my 

colleagues 

       

I share the same work 

goals as my colleagues 

       

I share the same work 

attitudes as my colleagues  

       

I often do connect with my 

colleagues  
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11. To what extent do you agree with the following statements about carrying out your work role 

and accomplishing your mission based on the expectations of your organisation? 

 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
I often carry out the core 

parts of my job well 

       

I always initiate better 

ways of doing my core 

tasks today 

       

I always fulfil all the 

responsibilities specified in 

my job description 

       

I consistently meet the 

formal performance 

requirements of my job 

       

My competency 

(knowledge, skill and 

ability) improves through 

internal social media 

activities 

       

My performance has been 

getting better through 

company internal social 

media activities 

       

12. To what extent do you intend to use internal social media to engage with your colleagues and 

Managers in the future? 

 
Very 

strongly 

agree 

Strongly 

agree Agree 
Neither 

agree/ 

disagree 
Disagree  Strongly 

disagree 

Very 

strongly 

disagree 
I tend to use internal social 

media for communicating 

and engaging with my 

colleagues 

       

I tend to use internal social 

media for communicating 

and engaging with my 

managers 

       

I tend to use internal social 

media to connect to 

colleagues that matter to 

me and can help me 

achieve my task 
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I would use internal social 

media for engagement and 

any work-related activities  

       

Given that I have access to 

internal social media, I 

predict that I would use it 

       

I intend to use internal 

social media platforms for 

engagement in the future 

       

 

Additional questions- Please fill in the details below  

What is your gender 

O Male  

O Female  

O Others  

What is your age  

O 18-25  

O 26-35  

O 36-45  

O 46-55  

O 56-65  

O 65 or more 

What is your Job role? 

O Passengers services agent  

O Flight/ Cabin crew 

O Flight dispatcher  

O Pilot 

O Baggage handlers 

O Management/Admin  

O Customer services/call centre  

O IT  

O Others ________________________________________________ 

What is your highest qualification?  

O GCSE 

O WAEC  

O Diploma  

O Professional degree  

O Bachelor’s degree 

O Master’s degree  

O Doctorate  

O Others ________________________________________________ 
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Length of employment with the current organization  

O Less than one year 

O 1-5 years 

O 6-10 years  

O 11-15 years  

O 16- 20 years 

O More than 20 years 

How would you describe yourself?  
O White  

O Asian  

O Asian British 

O Black British  

O African  

O Caribbean  

O Mixed/ Multiple ethnic group  

O Others ________________________________________________ 

What is your current employment status? 
O Employed full time  

O Employed part time  

O Flexible/contract hours 

O Others ________________________________________________ 

Please check that you have answered all questions.  

Thank you for completing this questionnaire. If you have any questions on this survey, you can 

contact me by sending an email to: uju.ugochukwu@plymouth.ac.uk or contact my director of 

study on: mohamed.haddoud@plymouth.ac.uk 
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Appendix 3: Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 15.167 29.168 29.168 15.167 29.168 29.168 

2 3.966 7.626 36.794    

3 2.842 5.466 42.260    

4 2.540 4.884 47.144    

5 2.359 4.537 51.680    

6 2.139 4.114 55.794    

7 2.018 3.880 59.675    

8 1.688 3.247 62.921    

9 1.615 3.105 66.027    

10 1.482 2.850 68.876    

11 1.368 2.631 71.508    

12 1.136 2.185 73.693    

13 1.073 2.063 75.756    

14 .911 1.752 77.508    

15 .885 1.701 79.209    

16 .866 1.665 80.874    

 17 .730 1.403 82.277    

18 .712 1.368 83.646    

19 .653 1.256 84.902    

20 .631 1.213 86.115    

21 .581 1.116 87.232    

22 .553 1.064 88.295    

23 .480 .923 89.219    

24 .465 .893 90.112    

25 .448 .862 90.975    

26 .416 .801 91.775    

27 .378 .726 92.501    

28 .342 .659 93.160    

29 .324 .623 93.783    

30 .287 .552 94.336    

31 .280 .538 94.874    

32 .264 .507 95.381    

33 .259 .498 95.879    

34 .226 .434 96.313    

35 .221 .425 96.738    

36 .207 .398 97.136    
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Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

37 .188 .362 97.497    

38 .178 .342 97.839    

39 .175 .336 98.175    

40 .131 .253 98.428    

41 .122 .234 98.662    

42 .105 .201 98.864    

43 .100 .192 99.056    

44 .090 .173 99.228    

45 .083 .160 99.388    

46 .074 .142 99.531    

47 .068 .130 99.661    

48 .053 .103 99.763    

49 .048 .092 99.856    

50 .042 .080 99.936    

51 .033 .064 100.000    

52 -6.434E-17 -1.237E-16 100.000    

Extraction Method: Principal Component Analysis. 
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Appendix 4: Z-Score for Assessing Outliers (UK) 

Descriptive Statistics  

 N Minimum Maximum Mean Std. Deviation 

Zscore(Gender) 207 -1.13742 .87494 0E-7 1.00000000 

Zscore(Age) 207 -.94155 3.62644 0E-7 1.00000000 

Zscore(Job_Role) 207 -.88797 1.76633 0E-7 1.00000000 

Zscore(Qulif) 207 -1.39910 2.36212 0E-7 1.00000000 

Zscore(Lent_Emp) 207 -.95962 4.43542 0E-7 1.00000000 

Zscore(Race) 207 -1.17644 2.54553 0E-7 1.00000000 

Zscore(Emplo_Sta) 207 -.93496 3.46362 0E-7 1.00000000 

Zscore(AU1) 207 -1.19861 1.93543 0E-7 1.00000000 

Zscore(AU2) 207 -1.61215 1.07910 0E-7 1.00000000 

Zscore(AU3) 207 -1.78076 .96670 0E-7 1.00000000 

Zscore(AU4) 207 -1.95125 .91674 0E-7 1.00000000 

Zscore(AU5) 207 -1.91501 .90952 0E-7 1.00000000 

Zscore(AU6) 207 -1.70711 .99794 0E-7 1.00000000 

Zscore(AU7) 207 -1.80901 .94461 0E-7 1.00000000 

Zscore(PU1) 207 -1.43123 2.66459 0E-7 1.00000000 

Zscore(PU2) 207 -1.45758 2.73212 0E-7 1.00000000 

Zscore(PU3) 207 -1.60593 2.64875 0E-7 1.00000000 

Zscore(PU4) 207 -1.47306 2.70287 0E-7 1.00000000 

Zscore(PU5) 207 -1.53714 2.46008 0E-7 1.00000000 

Zscore(PU6) 207 -1.55194 2.72022 0E-7 1.00000000 

Zscore(PU7) 207 -1.41384 2.71738 0E-7 1.00000000 

Zscore(PU8) 207 -1.62175 2.38144 0E-7 1.00000000 

Zscore(PEU1) 207 -1.30721 3.05015 0E-7 1.00000000 

Zscore(PEU2) 207 -1.49753 3.26346 0E-7 1.00000000 

Zscore(PEU3) 207 -1.53355 3.28275 0E-7 1.00000000 

Zscore(PEU4) 207 -1.47077 3.15704 0E-7 1.00000000 

Zscore(PEU5) 207 -1.58419 3.19167 0E-7 1.00000000 

Zscore(PEU6) 207 -1.67831 3.16751 0E-7 1.00000000 

Zscore(PMS1) 207 -1.62604 3.17059 0E-7 1.00000000 

Zscore(PMS2) 207 -1.63896 2.99534 0E-7 1.00000000 

Zscore(PMS3) 207 -.90640 12.18313 0E-7 1.00000000 

Zscore(PMS4) 207 -1.83423 2.71820 0E-7 1.00000000 

Zscore(PMS5) 207 -1.80499 2.63529 0E-7 1.00000000 

Zscore(PBC1) 207 -1.43554 2.54130 0E-7 1.00000000 

Zscore(PBC2) 207 -1.53486 3.77244 0E-7 1.00000000 

Zscore(PBC3) 207 -1.55790 3.24466 0E-7 1.00000000 

Zscore(PBC4) 207 -1.50733 3.27106 0E-7 1.00000000 

Zscore(PBC5) 207 -1.51222 2.80133 0E-7 1.00000000 

Zscore(PBC6) 207 -1.35313 2.92768 0E-7 1.00000000 
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Descriptive Statistics  

 N Minimum Maximum Mean Std. Deviation 

Zscore(PR1) 207 -1.55760 3.25679 0E-7 1.00000000 

Zscore(PR2) 207 -1.39356 3.24154 0E-7 1.00000000 

Zscore(PR3) 207 -1.58128 3.01538 0E-7 1.00000000 

Zscore(PR4) 207 -1.66007 2.90040 0E-7 1.00000000 

Zscore(PR5) 207 -.95239 12.10248 0E-7 1.00000000 

Zscore(UA1) 207 -1.65412 2.39151 0E-7 1.00000000 

Zscore(UA2) 207 -1.72027 2.13137 0E-7 1.00000000 

Zscore(UA3) 207 -1.68649 2.11989 0E-7 1.00000000 

Zscore(UA4) 207 -1.56976 3.03739 0E-7 1.00000000 

Zscore(IE1) 207 -1.15021 3.74825 0E-7 1.00000000 

Zscore(IE2) 207 -1.17941 3.68263 0E-7 1.00000000 

Zscore(IE3) 207 -1.11419 3.61432 0E-7 1.00000000 

Zscore(AE1) 207 -1.20633 3.48112 0E-7 1.00000000 

Zscore(AE2) 207 -1.29864 2.56320 0E-7 1.00000000 

Zscore(AE3) 207 -1.33089 2.91708 0E-7 1.00000000 

Zscore(SE1) 207 -1.59449 3.37063 0E-7 1.00000000 

Zscore(SE2) 207 -1.50356 2.94175 0E-7 1.00000000 

Zscore(SE3) 207 -1.51317 2.70723 0E-7 1.00000000 

Zscore(SE4) 207 -1.27625 3.17980 0E-7 1.00000000 

Zscore(EP1) 207 -1.21795 3.39979 0E-7 1.00000000 

Zscore(EP2) 207 -1.27806 2.87463 0E-7 1.00000000 

Zscore(EP4) 207 -1.32083 3.33826 0E-7 1.00000000 

Zscore(EP6) 207 -1.32462 3.38007 0E-7 1.00000000 

Zscore(IU1) 207 -1.51321 3.31969 0E-7 1.00000000 

Zscore(IU3) 207 -1.57163 3.37474 0E-7 1.00000000 

Zscore(IU6) 207 -1.46056 3.19498 0E-7 1.00000000 

Valid N (listwise) 207     
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Appendix 5: Z-Score for Assessing Outliers (Nigeria) 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Zscore(GENDER) 136 -.88608 3.00123 0E-7 1.00000000 

Zscore(AGE) 135 -2.02855 3.06642 0E-7 1.00000000 

Zscore(JOB_ROLE) 133 -1.20134 1.21497 0E-7 1.00000000 

Zscore(QULIF) 136 -3.57795 2.66052 0E-7 1.00000000 

Zscore(LENT_EMP) 136 -1.54353 4.55374 0E-7 1.00000000 

Zscore(RACE) 136 -3.90473 4.23387 0E-7 1.00000000 

Zscore(EMPLO_STA) 136 -.35741 5.19780 0E-7 1.00000000 

Zscore(AU1) 136 -.69057 2.54796 0E-7 1.00000000 

Zscore(AU2) 136 -1.25177 1.84352 0E-7 1.00000000 

Zscore(AU3) 136 -2.40592 1.88999 0E-7 1.00000000 

Zscore(AU4) 136 -2.61953 1.88054 0E-7 1.00000000 

Zscore(AU5) 136 -2.36150 1.85510 0E-7 1.00000000 

Zscore(AU6) 136 -1.19244 11.12800 0E-7 1.00000000 

Zscore(AU7) 136 -3.67664 2.19447 0E-7 1.00000000 

Zscore(PU1) 136 -1.11142 2.74032 0E-7 1.00000000 

Zscore(PU2) 136 -1.40642 2.58910 0E-7 1.00000000 

Zscore(PU3) 136 -1.38793 3.09892 0E-7 1.00000000 

Zscore(PU4) 136 -1.13828 4.19097 0E-7 1.00000000 

Zscore(PU5) 136 -1.31002 2.88649 0E-7 1.00000000 

Zscore(PU6) 136 -1.18358 3.08280 0E-7 1.00000000 

Zscore(PU7) 136 -1.24497 2.96193 0E-7 1.00000000 

Zscore(PU8) 119 -1.26111 2.70554 0E-7 1.00000000 

Zscore(PEU1) 136 -.87197 3.68361 0E-7 1.00000000 

Zscore(PEU2) 136 -1.12016 3.98280 0E-7 1.00000000 

Zscore(PEU3) 136 -1.03961 3.55458 0E-7 1.00000000 

Zscore(PEU4) 136 -.87948 4.04562 0E-7 1.00000000 

Zscore(PEU5) 136 -1.06641 3.62085 0E-7 1.00000000 

Zscore(PEU6) 136 -1.13823 3.16427 0E-7 1.00000000 

Zscore(PMS1) 130 -1.01840 3.20689 0E-7 1.00000000 

Zscore(PMS2) 136 -1.19334 2.86615 0E-7 1.00000000 

Zscore(PMS3) 136 -1.29050 2.33992 0E-7 1.00000000 

Zscore(PMS4) 136 -1.34387 2.43296 0E-7 1.00000000 

Zscore(PMS5) 136 -1.38584 2.13519 0E-7 1.00000000 

Zscore(PBC1) 127 -.32365 10.97182 0E-7 1.00000000 

Zscore(PBC2) 136 -1.31613 1.94889 0E-7 1.00000000 

Zscore(PBC3) 136 -1.32557 2.76383 0E-7 1.00000000 

Zscore(PBC4) 136 -1.34387 2.43296 0E-7 1.00000000 

Zscore(PBC5) 136 -1.39734 2.96648 0E-7 1.00000000 

Zscore(PBC6) 136 -1.44352 2.35677 0E-7 1.00000000 
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Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Zscore(PR1) 136 -1.16282 2.66765 0E-7 1.00000000 

Zscore(PR2) 136 -1.25990 2.36408 0E-7 1.00000000 

Zscore(PR3) 136 -1.26797 3.89735 0E-7 1.00000000 

Zscore(PR4) 136 -1.19668 3.66725 0E-7 1.00000000 

Zscore(PR5) 136 -1.32748 3.28183 0E-7 1.00000000 

Zscore(UA1) 136 -.88352 10.49556 0E-7 1.00000000 

Zscore(UA2) 136 -1.82773 1.73352 0E-7 1.00000000 

Zscore(UA3) 136 -1.94474 1.49841 0E-7 1.00000000 

Zscore(UA4) 128 -1.19559 2.76906 0E-7 1.00000000 

Zscore(IE1) 127 -.35163 10.54033 0E-7 1.00000000 

Zscore(IE2) 123 -.92721 2.83256 0E-7 1.00000000 

Zscore(IE3) 129 -.76512 5.74261 0E-7 1.00000000 

Zscore(AE1) 130 -.82357 4.37372 0E-7 1.00000000 

Zscore(AE2) 136 -1.01156 4.20811 0E-7 1.00000000 

Zscore(AE3) 136 -.92178 2.91401 0E-7 1.00000000 

Zscore(SE1) 136 -1.12552 3.28467 0E-7 1.00000000 

Zscore(SE2) 136 -1.30607 2.81159 0E-7 1.00000000 

Zscore(SE3) 136 -.82186 5.22333 0E-7 1.00000000 

Zscore(SE4) 136 -1.29385 3.47761 0E-7 1.00000000 

Zscore(EP1) 136 -.78238 5.44372 0E-7 1.00000000 

Zscore(EP2) 136 -1.03650 3.77062 0E-7 1.00000000 

Zscore(EP3) 136 -1.00773 2.52403 0E-7 1.00000000 

Zscore(EP4) 136 -1.09644 3.39807 0E-7 1.00000000 

Zscore(EP5) 127 -1.21546 1.90299 0E-7 1.00000000 

Zscore(EP6) 136 -1.32391 3.37341 0E-7 1.00000000 

Zscore(IU1) 136 -1.26791 6.06953 0E-7 1.00000000 

Zscore(IU2) 136 -1.46799 2.43825 0E-7 1.00000000 

Zscore(IU3) 136 -1.33974 2.18662 0E-7 1.00000000 

Zscore(IU4) 125 -1.32099 1.94879 0E-7 1.00000000 

Zscore(IU5) 136 -1.39493 2.15051 0E-7 1.00000000 

Zscore(IU6) 136 -1.38016 2.20238 0E-7 1.00000000 

Valid N (listwise) 104     
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Appendix 6: Item Multicollinearity 

Constructs VIF  Constructs VIF 

Nigeria UK  Nigeria UK 

AU1 1.185 1.034  PR1 2.215 1.673 

AU2 1.417 1.534  PR2 2.576 1.894 

AU3 1.809 2.589  PR3 2.107 2.221 

AU4 1.681 2.724  PR4 2.540 1.857 

PU1 1.643 1.423  PR5 2.574 1.152 

PU3 2.038 1.773  UA2 1.758 1.856 

PU5 1.823 1.778  UA3 1.757 1.755 

PU6 2.391 2.009  UA4 1.006 1.094 

PU7 1.519 1.952  IE2 1.709 2.390 

PU8 1.864 1.953  IE3 1.709 2.390 

PEU1 1.817 2.123  AE2 3.255 2.464 

PEU2 2.778 2.249  AE3 2.546 1.907 

PEU3 2.439 1.861  AE1 2.583 1.889 

PEU4 2.656 1.921  SE1 2.151 2.576 

PEU5 2.595 2.077  SE2 2.666 2.878 

PEU6 1.625 1.923  SE3 1.005 1.966 

PMS1 1.597 1.637  SE4 1.761 1.372 

PMS2 2.056 1.774  EP1 1.666 1.272 

PMS3 3.413 1.200  EP2 1.909 1.641 

PMS4 2.706 2.399  EP3 2.112 1.782 

PMS5 2.608 1.844  EP4 1.769 1.365 

PBC2 2.072 1.674  EP5 2.306 1.959 

PBC3 3.081 2.109  EP6 2.245 2.003 

PBC4 1.535 2.148  

PBC5 1.965 2.264  

PBC6 1.613 1.394  

 


