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Abstract

With Generation Z entering the workforce, organizations have new employees of unique
characteristics, attitudes and needs. Not only is the mental health of Generation Z often worse
than those of other generations, but when working in the technology industry, employees are
often suffering from burnout or stress, influencing their overall mental health. Therefore,
organizations have started to support employees on mental health and wellbeing through internal
communication. Yet, limited research available, which is why this dissertation aims to answer
the following research question: “How can internal communication strategies be affected by the
mental health needs of Generation Z employees in the technology industry in Germany?".

Through a mixed method approach, a quantitative survey of 107 answers of Generation Z
employees in the German technology industry uncovered their opinions and attitudes towards
mental health communication. At the same time, seven qualitative interviews with internal
communication and/or human resource experts investigated current strategies on mental health
in the technology industry, to draw a comparison between the strategies utilized, and those
wanted. The results show that while there is an overall alignment between the current strategies
and needs of Generation Z, organizations need to pay more attention to topics that are relevant
to the generation, as well as shifting away from simply communicating about the topic, but truly

integrating it into their overall strategies to ensure employee engagement.

Keywords: Mental Health, Wellbeing, Internal Communication, Strategies, Generation Z



Resumo

Com a entrada da Geragdo Z no mercado de trabalho, as organizagdes tém novos
trabalhadores com carateristicas, atitudes e necessidades tnicas. N3o s6 a saude mental da
Geracao Z ¢ frequentemente pior do que a das outras geragdes, como também, quando trabalham
na industria tecnologica, os colaboradores sofrem frequentemente de esgotamento ou stress, o
que influencia a sua saude mental geral. Por conseguinte, as organizagdes comegaram a apoiar
os seus colaboradores em relagdo a saude mental e bem-estar através da comunicagao interna.
No entanto, a literatura disponivel € limitada, razao pela qual esta dissertacao pretende responder
a seguinte questdo de investigagdo: "Como ¢ que as estratégias de comunica¢do interna podem
ser afectadas pelas necessidades de saude mental dos colaboradores da Geragao Z na industria
tecnologica na Alemanha?".

Através de uma abordagem de método misto, um inquérito quantitativo de 107 respostas
de empregados da Geragdo Z na industria tecnoldgica alema revelou opinides e atitudes em
relacdo a comunicagdo sobre saide mental. Ao mesmo tempo, sete entrevistas qualitativas com
especialistas em comunicagado interna e/ou recursos humanos investigaram as estratégias actuais
sobre a saude mental na industria tecnologica, para estabelecer uma comparagdo entre as
estratégias utilizadas e as desejadas. Os resultados mostram que, embora exista um alinhamento
geral entre as estratégias actuais e as necessidades da Geragdo Z, as organizagdes precisam de
prestar mais atencdo aos topicos que sdo relevantes para a geragdo, bem como deixar de
simplesmente comunicar o assunto, ¢, em vez disso, integra-lo verdadeiramente nas suas

estratégias gerais para garantir o envolvimento dos colaboradores.

Palavras-chave: Mental Health, Wellbeing, Internal Communication, Strategies,

Generation Z
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Introduction

For many years, acknowledging and addressing mental health problems came with stigma
and prejudice. Even now, it is still an ongoing issue in today’s society, with mental health
problems often being ignored (Rdssler, 2016). In 2019, according to the World Health
Organization (2022a), 970 million people globally lived with a mental health problem. These
mental health issues, which include depression and anxiety, not only influence the way a person
functions in everyday life (Beddington et al., 2008), but also in the workplace (Attridge, 2019;
World Health Organization, n.d.-a). They can influence one’s ability to be productive or
confident, and the overall ability to contribute to their work easily (World Health Organization,
n.d.-a). Consequently, some organizations have already started to put more emphasis on mental
health and have started to concern themselves with the overall wellbeing of their employees
(Wu et al., 2021), while other organizations still fail to support their employees and are not
addressing and recognizing these topics of mental health, stress, or burnout openly (Deloitte,
2023).

Organizations operating within the technology and information technology industry are
specifically known to be fast-paced and tiring (Reeder, 2020). Not only that, but the information
technology industry is also known to have higher stress levels and more mental health issues
than other industries (Bryant, 2023; Padma et al., 2015; Rao & Chandraiah, 2012). One function
within organizations that has increasingly focused on mental health is the internal
communication department (Gallagher, 2022). This department is often responsible for
providing information and inspire and involve employees to become part of the organization
(Vercic€ et al., 2022). Thus, they also often deliver information on mental health and wellbeing
(Gallagher, 2022) and additionally provide initiatives to address the mental health concerns of
their employees such as events, trainings or other internal, as well as external, resources.

Generation Z, those born in or after 1996 (McKinsey & Company, 2023), is a generation
that has been actively voicing their mental health concerns and raising awareness for mental
health in general (Bethune, 2019; Imagen Insights, 2023). Additionally, this Generation is also
known to struggle with poor mental health (Coe et al., 2023), thus impacted by anxiety or stress
(Deloitte, 2023). As the newest generation entering the workforce, they bring with them unique

perspectives and characteristics. In the workplace, they are described as confident and creative
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(Bencsik et al. (2016), as well as emotional, transparent and innovative amongst other
characteristics (Racolta-Paina & Irini, 2021). Further, they are often stressed about their work-
life-balance, toxic work environments and their connected mental health (Deloitte, 2023). Given
these concerns and their interest in mental health, previous studies have concluded that
Generation Z puts high value on employers who provide mental health support (Coe et al., 2023;
Deloitte, 2023).

Generation Z now entering the workforce presents employers with the opportunity to
engage more with their employees on the topic of mental health and wellbeing (Coe et al., 2023).
While companies indicate that they are already communicating about mental health internally,
there is still little research on how it is actually implemented in practice. Furthermore, there is
almost no research or existing literature that connects all four topics: mental health, Generation
Z, internal communication and the technology industry. Taking into consideration the earlier
mentioned points of Generation Z entering the workforce, as well as the technology industry
being prone to mental health issues, there is an important research gap that this dissertation aims
to fill. To provide new understanding of such important topics, the dissertation conducts

research on the following question:

"How can internal communication strategies be affected by the mental health needs of

Generation Z employees in the technology industry in Germany?".

The goals are to investigate current internal communication practices on mental health and
compare them with the actual mental health needs of Generation Z, while also providing
practical implications for organizations. To be able to answer this research question and
subsequent goals, the dissertation is structured into two parts. First, a theoretical framework,
covering existing literature on Generation Z, Internal Communication and Mental Health, and
secondly, the empirical study, which gathers data to fulfil the research goals and provide answers
to the question.

The first chapter in the theoretical framework introduces Generation Z, their main
characteristics as well as their behaviour and expectations of the workplace. As part of the

second chapter, the various definitions of internal communication are given. As the topic of
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mental health in the workplace is also closely related to employee engagement, this term and its
connection to internal communication is explained. The second chapter then covers the internal
communication and engagement preferences of Generation Z. Lastly reviewed is the topic
mental health. This third chapter firstly introduces mental health and its various types, followed
by Generation Z’s mental health attitudes, perceptions and overall mental state. Afterwards, how
mental health influences the workplace and employees is explained, as well as initiatives and
internal communication practices to support and engage employees on the topic of mental
health.

The second part of the dissertation is the empirical study, starting with the explanation of
the significance of the study. This is followed by the research question and delivery of research
goals and explaining the mixed method approach used. The next chapter then describes how
the data was collected through interviews and a survey, and how this data was analyzed. As with
any study, it is important to consider biases and deliver proof of validity and reliability. The
final part of the dissertation is the results of the data, its discussion and finally, the conclusion,

which also includes any limitations that were encountered in the process of the research.
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1. Generation Z

Extensive research has been done on generational differences, specifically on older
generations. Yet, with the rise of the “fastest-growing generation” called Generation Z (Wells,
2023, para 2), not just scholars but also organizations are still trying to understand this new
generation’s characteristics in everyday life as well as the workplace. Developing an
understanding of this new generation is highly important, as they will be the ones to influence
and transform the future (Scholz & Renning, 2019).

Organizations are already experiencing this wave of young, inexperienced employees, and
are starting to appreciate the positive changes Generation Z can make in the workplace, while
others are also struggling to understand their distinctive attitudes and expectations (Wells,
2023). Current challenges and opportunities like digitization, globalization, or new
technologies, all aspects that other generations have not experienced at all or to such an extent,
make it even more apparent that identifying and specifying the key characteristics of this

generation should be considered (Scholz & Renning, 2019) before conducting further research.

1.1. Introduction to Generations

Before introducing the term ‘Generation Z’, it is important to understand the term
‘generation’ itself. According to Jansen (1974), a generation can be identified and described by
two prerequisites, namely (1) a particular time dimension, and (2) a particular historical context.
The first dimension identifies a generation by those who live at the same time while also sharing
the same age. People of different ages can live at the same time, but because they do not share
the same age, they are separated into different generations. In the historical context setting,
members of a generation are identified by shared historical events or circumstances, or similar
views on these circumstances. More specifically, this means that a generation “consists of
people of the same age who interpret their similar circumstances by attaching similar meanings
to these circumstances, by seeing the world in the same way” (Jansen, 1974, p. 93-94).
According to the author, this does not mean that members of the same generation share the exact
same perspectives, but rather having collective ones, as well as individuals and unique views

(Jansen, 1974).
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One of the most known generational theories is by Strauss and Howe (1991). This theory
states that generations, those with the same behaviour and same age, change every 20 years.
Additionally, the authors believe in an 80-year cycle, after which the four generations of that
cycle are faced with a crisis or challenge, leading to a new social order (Strauss & Howe, 1991
as cited in Artese, 2019). Overall, the increasing differences between generations more than
ever before makes it highly important to know what defines each generation, to be able to
understand one another. Throughout life, generations of different ages experience the same
events, however at what stage and age in life a person experiences a political shift, technological
change or social marker defines their mindset and individual view. In business, segmenting your
market into generations is the common first step of market research. Other generational
differences can include values, attitudes, and communication (McCrindle, 2014).

Now that it is understood what a generation is, and why it is important to define them,
Table 1 summarizes the above information and provides an overview of the current main
generations, divided into their generational name or terminology, and birth years (Dimock,
2019). However, as Dimock (2019) states, it needs to be noted that the years of which each
generation starts or ends can vary by one or two years between different authors. Therefore, to
later have a larger sample later on in the data collection, 1996 will be used instead of 1997, as
suggested by Dimock (2019). Prior to the term
‘Baby Boomers’, the practice of labelling generations did not exist in the same way it does today.
However, the term was established because of the clear implications of the second world war

on this generation and started the practice of labelling generations (McCrindle, 2014).
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Table 1

Overview of Generations

Generation Birth Years
Silent Generation 1928-1945
Baby Boomers 1946-1964
Generation X 1965-1980
Generation Y or Millennials 1981-1995
Generation Z 1996-2012

Note. Own illustration. The table displays the birth years and the term commonly known for

each generation.

A main difference between the above-displayed generations is their technological use.
Babyboomers witnessed the rise of television, whereas Generation X grew up with the first
computers, Generation Y was able to be the first generation to grow up with the internet,
and Generation Z learned to live with all of the above from the start (Dimock, 2019). Therefore,
Generation Y and Z are often referred to as technological or digital ‘natives’, having grown up
with technology, whereas older generations can be called ‘digital immigrants’, who learned how
to use and lived with technology later in their life (McCrindle, 2014). The digital usage leads to
Generation Z also living a different lifestyle than previous generations, as they spend much of
their life online, looking for any type of information, making purchases, or sharing their interests
with others on social media. (PricewaterhouseCoopers, 2020; McKinsey & Company, 2023).

Besides technological use, there are more differences between Generation Z and previous
generations. Born and raised at the end of the 20 century and beginning of the 21%, this
generation was faced with changing and challenging global environment. When it comes to
politics, finances, environment, and social life, this generation is labelled as more aware and
cautious of these topics than previous generations (Ameen et al.,, 2023; McCrindle, 2014).
Moreover, Generation Z (McCrindle, 2014) is the first global generation, in all aspects of life,

such as movies, technology, food, trends and more. Many of these aspects have been global for



17

previous generations, however the list of this generation is longer and more complex than ever
before.

Globalization could be why Generation Z is also known to be an inclusive generation,
specifically online, as it does not matter to them rather their friends are online, or in the physical
world. The people they want interact are not chosen based on location, but rather on shared
interests (Francis & Hoefel, 2018). Additionally, Generation Z also values diversity. For this
generation, diversity does not stop at gender or race, but compared to other generations, they
also include identity and orientation (Gomez et al., n.d.). The following chapter will explain
more specific characteristics, lifestyles, values and behaviours that describe Generation Z.

According to Scholz and Renning (2019), Generation Z is marked by three main issues,
compared to previous generations. Firstly, this generation is used to structure due to
overstructured and bureaucratic school systems, specifically in Germany. Therefore, structure
is also expected in everyday, whereas previous Generation Y is characterized by
openness and fluidity. Secondly, Generation Z is faced with feelings of insecurity when it comes
to life and the workplace. The authors mention that this generation is faced with a difficult labour
market that is facing many lay-offs in the last years, unstable health-care systems and low
pension systems. The last issue, connected to the previously mentioned once, is labelled by the
authors as ‘feeling good’. Generation Z has grown up with overprotective parents, which protect
the children of this generation from negative feelings and assessments, whether it is in daily life
or school. Therefore, the generation has become used to feeling good about themselves rather
than being able to take criticism. This leads to Generation Z expecting to experience a ‘feel good

environment’ in all aspects of life, specifically in the workplace (Scholz & Renning, 2019).

1.2 Generation Z — Main Characteristics

Seemilller and Grace (2019) characterize Generation Z with a multitude of words. Mainly,
they are open and compassionate, courageous, and caring. Furthermore, they are honest, loyal,
creative, curious, tolerant, eager, and thoughtful amongst other characteristics. Burawat (2023)
adds that they are also characterized as thoroughly educated, driven by purpose, and yearning
for freedom and being independent. Seemiller and Grace (2019) as well as McCrindle (2014)

also describe Generation Z as conscious, caring and worried about political and environmental
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issues. Seemiller and Grace (2019) also believe Generation Z to be optimistic and hopeful to
change the world to a better place, despite current situations such as political conflicts or
violence. As mentioned earlier, Scholz and Renning (2019) state that they are often over-
protected by their parents, which McCrindle (2014) agrees with this, and adds on that over-
protection leads to these young people being growingly nervous and anxious.

Many describe Generation Z as caring and conscious about the environment (Djafarova
& Foots, 2021; Lendvai et al.,, 2022; McCrindle, 2014; Seemiller & Grace, 2019;
PricewaterhouseCoopers, 2020). Djafarova and Foots (2021) also add that their strong personal
and moral believes on ethics and the environment are reinforced through social media, as it
contributes to the awareness of ethical issues amongst this generation. At the same time, research
by Djafarova and Foots (2021) also revealed that only some members show ethical consumption
habits and are overall conscious of their consumer behavior. Research conducted in Portugal
with Generation Z on sustainability and tourism showed similar results, with this generation not
strong, rooted sustainable or pro-environmental lifestyles. Conscious habits and behaviours are
limited to recycling and observing their own water and energy consumption (Pinho & Gomes,
2023).

Similarly, Lendvai et al. (2022) explored Generation Z’s lifestyle and values in terms of
health and sustainability in Hungary. They discovered that the highest values are being open to
latest technologies, trying new things, and purchasing sustainable and responsible products. In
addition, this generation also values self-development and training, products without animal
testing, sharing information on sustainability and health, and lastly, working out and exercising.
Seemiller and Grace (2019) add that they value happiness, family and relationships, fulfilling
employment and being financially stable. Motivation comes from success, relationships and
following their passions.

As previously mentioned, Generation Z is known as ‘digital natives’, with their behaviour
with technology therefore being different than the behavior of previous generations. Laor and
Galily (2022) explored the media consumption patterns between Generation Y and Z. Their
findings revealed that Generation Z uses more digital and new media such as YouTube or
videos- on-demand than previous generations. Also mentioned earlier was the fact that

Generation Y grew up with the development of the television, which explains why these
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researchers found that Generation Y consumes more, and more frequently, television than
Generation Z. However, both generations portray similar patterns in their television
consumption. On-demand-content is highly important to Generation Z, as it is part of their daily
routine. They are used to having any content available, whenever they want it to
(PricewaterhouseCoopers, 2020).

Pichler et al. (2021) also states that this generation prefers communication through
electronic means. Correspondingly, the earlier mentioned study by Harari et al. (2022) also
concluded that Generation Z, in comparison with Generation X, prefers both digital and physical
forms of communication products, whereas Generation X prefers physical. This generation also
experiences communication and information overload, which leads to them preferring images
rather than words and phrases (McCrindle, 2014). Also, McCrindle (2014) describes members
of Generation Z as the most advanced and empowered in terms of technological and social
abilities, demonstrating confidence and intuition when using digital technology such as social
media, smartphones and more.

Further, McCrindle (2014) addresses the generation’s multitasking behaviour. Generation
Z promptly switches between tasks, which often leads to them disregarding accuracy, and rather
makes them focus on speed. Again, the author connects this to the digital nature of the
generation, as they are used to a lifestyle in “a wireless, hyperlinked, user-generated world
where they are only ever a few clicks away from any piece of knowledge” (p. 72). As a
generation that is often marketed to, holding their attention is rather difficult, not only because
of their multitasking nature, disruptions and distractions, but also because their attention span is
rather short, as they are used to changing and refreshing content on social media and other apps
(McCrindle, 2014; Munsch, 2021).

Additionally, Generation Z is marked by individualism (Francis & Hoefel, 2018; Pichler
et al., 2021). This individualism also becomes apparent in their behaviour, such as learning,
communication or interaction with others, which might hinder the generation in working in
groups (Pichler et al., 2021). Individualistic character traits are also important to consider in the
workplace. Although it is an individualistic generation, Generation Z is yet strongly influenced

and shaped by their friends, specifically through social media, as it extends the network in which
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Generation Z is influenced from a geographic network to a technological one, in which one can
be influenced at all times (McCrindle and Fell, 2019).

Djafarova and Foots (2022) also discovered that Generation Z watches their own social
media presence and image very carefully, as they fear their friends’ opinions of what they might
be posting online. At the same time, this generation expects and wants to portray their authentic
selves online, being honest and open on their social networks, rather than faking a perfect life
(Rosario, 2022). Further, research also showed that not only recommendations of friends or
online reviews, but also those of social media influencers, can influence this generations’
purchasing behaviour (Djafarova & Foots, 2022; PricewaterhouseCoopers, 2020). Generation
Z values and trust their opinions, and specifically engages with those who show similar
behaviour to themselves (Djafarova & Foots, 2022). Overall, this young generation’s consumer
behaviour is commonly peer pressured into following current trends (McCrindle, 2014).

The Covid-19 pandemic also brought an increase in feelings of stress and loneliness to
Gen Z (Becker, 2022). Harari et al. (2022) also investigated the difference between Gen X and
Gen Z’s attitudes, personal values and resilience in connection to the pandemic. The research
revealed that Generation Z is less resilient in times of crisis, meaning that this younger
generation was not coping well with implications of the pandemic. However, participants did
show resilience in terms of adhering to restrictions imposed by the pandemic, and also showed
higher openness to change compared to Generation X. They also value new experiences, and
self-expression compared to the other generation. Overall, the authors research shows that
Generation Z is more sensitive than previous generations (Harari et al., 2022).

To conclude the above, Generation Z can be described by a multitude of characteristics:
open, compassionate, honest and optimistic amongst other. At the same time, they are also
marked as a generation that is anxious, sensitive and over-cared for. They are conscious when
it comes to political, ethical and environmental issues, yet their behaviour sometimes does not
match these values. In addition, their behaviour and lifestyle is marked by globalization and
technology. Specifically social media plays a large role in their life; not only do they spend a lot
of time on it, but they are also influenced by their peers all around the world and are careful
about the image they portray online. Although influenced and shaped by their networks, they

show individualistic attitudes and have a hard time collaborating with others. As ‘digital
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natives’, even their preferred communication is based on electronics. Their attention span is
rather short, and they are experts at multi-tasking, making it difficult to catch their attention

fully.

1.3 Generation Z in the Workplace

With Generation Z on its way to entering the workplace full-time, many studies have been
done in the past on this generations’ expectations of employers, how to attract this young talent,
and how this generation behaves in the workplace. Especially with most of the previous
mentioned generations at the workplace together at the same time, uncovering generational
differences has been a priority of many researchers. Each generation’s characteristics can
influence their work perspectives, and managers and leaders need to find a way to manage and
adjust to each generation, in order to promote collaboration between generations as well
(Kapoor & Solomon, 2011).

In the previous chapters, the main characteristics of Generation Z were delivered, as well
as the main adjectives used to describe this generation. Additionally, research has also been
done on how Generation Z is perceived in the workplace. Research done by Bencsik et al. (2016)
delivered a diverse overview of perspectives and opinions on Generation Y and Z in the
workplace. The 410 participants of the research described these two young generations as overly
confident and creative, with perfect communication. Likewise, research conducted by Racolta-
Paina and Irini (2021) explored Human Resource (HR) professionals’ opinions, experiences and
challenges with Generation Z in the workforce. Respondents described Generation Z as
“dynamic, transparent, creative, innovative, involved, tolerant, socially responsible, emotional,
knowledgeable, and individualistic* (Paina & Irini, 2021, p. 81). But the research also showed
that HR employees believe Generation Z has unrealistic expectations about wage and is often
inexperienced (Racolta-Paina & Irini, 2021).

Positively mentioned by respondents in the study by Bencsik et al. (2016) was the fact
that Generations Y and Z dislike monotony, individual activities or marketing. In addition, their
research showed that respondents believe that these younger generations show better
performance in technological fields, and subjects of creativity and innovation. Pichler et al.

(2021) also notes that Generation Z is known to appreciate assistance from their supervisors and
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colleagues. Although Generation Z can be described as being career driven, at the same time
they are labelled as being non-committed and non-hard working, as well as poor performers
when it comes to administrative tasks compared to other generations (Bencsik et al., 2016).

Also shown in the earlier chapters was the unique and different behaviour and interests of
Generation Z. These can also lead to intergenerational conflict in the workplace, as Bencsik et
al.’s research (2016) shows that communication and differences in thinking are the main factors
that can hinder collaboration between generations. Some respondents of the research believe
that it is a manager’s role to resolve this conflict. Overall, the majority of respondents believe a
change in communication for the organization is key to handling these younger generations.
Even managers from one generation prior, millennials, should adapt to Generation Z’s
preferences of collaboration and communication despite the potential little generational gap
(Gabrielova & Buchko, 2021). Older generations in the workplace focusing on communication
methods and technologies they are used to, rather than focusing on Generation Z, can be
ineffective when trying to reach this generation (Graczyk-Kucharska & Erickson, 2020). This
shows the importance of exploring the preferences of communication, as part of this dissertation,
from the viewpoint of Generation Z.

Often called ‘job hoppers’, this generation is also known to switch jobs more frequently
than any other generation (Stacey, 2023; Stahl, 2022; Zimmerman, 2023). This brings up the
question as to how Generation Z can experience job satisfaction, and which factors influence
their intention to stay at a company. Alias et al. (2013) created a framework that investigates
factors that can lead to job satisfaction, which ultimately also leads to workplace deviant
behaviour. Workplace behaviour can be categorized both into positive and negative and
describes how employees can contribute positively to an organizations’ effectiveness, goals or
on the other hand destruct the organization in with deviant behaviour, e.g. employees stealing.
The framework suggests that any negative factors mentioned will lead to dissatisfaction with
the job, therefore deviant behaviour. For example, if an employee is distrust towards their
management, it leads to job dissatisfaction and deviant behaviour. The overall framework and

each factor can be seen in Figure 1.



23

Figure 1

Theoretical Framework for Measuring Workplace Deviant Behaviour
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Note. From “Predictors of workplace deviant behaviour: HRD agenda for Malaysian support
personnel” by M. Alias, R. Mohd Rasdi, M. Ismail, M. and B. Abu Samah, 2013, European
Journal of Training and Development, 37 (2), p. 174
(https://doi.org/10.1108/03090591311301671). Copyright 2013 Emerald Group Publishing
Limited.

Job satisfaction overall is an important motivation for Generation Z to stay at company
(Achmad et al., 2023). Other factors and motivations to stay at a company are often money and
career opportunities (Bencsik et al.’s, 2016; Pandita, 2021; Racolta-Paina & Irini, 2021; Imagen
Insights, 2023). Achmad et al. (2023) also found that talent development plays a significant role
for Generation Z, which also positively influences the overall job satisfaction. As seen in the
framework, work stress influences job satisfaction, and for Generation Z, a positive work-life
balance is highly important when deciding which company they would like to work for (Imagen
Insights, 2023; Silva et al., 2023). According to HR experts, members of this generation also

value an organization and workplace that supports and interacts with their community (Pandita,
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2021). This generation also shows organizational commitment, instead of job hopping, when
they believe the organization aligns with their own persona (Silva et al., 2023).

Racolta-Paina and Irini (2021) also add that this generation expects transparent
communication, work projects that are challenging, and other benefits besides a competitive
wage. Scholz and Grotefend (2019) agree that this generation searches for purposeful and
interesting work. Generation Z also expects and prefers to work in flexible working programs
such as hybrid-work (Imagen Insights, 2023; Racolta-Paina & Irini, 2021). Adding onto this,
Becker (2022) showed that the younger generation overall portrays more positive attitudes
towards hybrid workplace training, which is not a surprise as Generation Z is known to be more
flexible and adaptable to change than others. Similarly, Pandita (2021) believes that upon
entering the workforce in the future, Generation Z will not work in 9-to-5 jobs, but rather with
more flexibility. Further, the author believes that hierarchies in the workplace in the future will
be flatter than currently, and job titles will be less important. Technology will play an even
bigger role due to Generation Z’s nature with technology.

Other research has also been investigating the types of motivation Generation Z
experiences in the workplace. The main motivational styles that characterize Generation Z are
extrinsic motivation (receiving rewards or other types of recognitions) and intrinsic motivation
(being driven by self-satisfaction and contributing to organizational goals). However, this
generation can also be labelled as ‘amotivated’ (not self-determined to follow goals). Lastly,
Generation Z is not motivated by identified regulations (adapting outside behaviours as their
own) (Mahmoud et al., 2020).

It should be noted that previous research on generational differences in the workplace has
shown that Generation Z experience lower levels of employee engagement! (Burawat, 2023).
This means that they are less engaged with their job and put less priority on work in their lives,
as they also show little effort in fully carrying out their responsibilities and tasks, while other
generations show higher willingness to show maximum effort. French (2022) agrees with this,
and describes how Generation Z, in comparison to previous generations, does not believe in a

hustle work culture, where burnout was common, and issues like anxiety, depression, and mental

! The overall concept of employee engagement and the preferences of Generation Z will also be explained
and examined in more detail in the following chapter.
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health were unheard of in the workplace. Instead, Generation Z believes in putting their own
mental wellbeing before work. This shows the importance of not only properly engaging with
this generation according to their preferences, but also highlights how mental health should be

considered as an important factor for higher employee engagement.
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2. Internal Communication
2.1 Internal Communication in Organizations

As one of the “fastest growing specializations of public relations and communication”
(Vercic etal., 2012, p. 223), much research has been done on internal communication. Yet, new
technological advantages are changing the field, especially when it comes to the choice of
channels (Vercic et al., 2022). In addition to that, new generations entering the workplace, such
as Generation Z, present difficulties for traditional internal communication methods and
practitioners have to adapt their already-difficult way of reaching their target audiences (Miiller
& Miiller, 2022). Organizations and researchers are also paying attention to employee
engagement, and how internal communication can contribute to it (Verci¢ et al., 2022).
Therefore, this chapter will explore all three above-mentioned topics: internal communication,

employee engagement, and Generation Z.

2.1.1 Definitions of Internal Communication

Welch and Jackson (2007) describe internal communication as one of seven types of
organizational communication, next to (1) public relations, (2) public affairs, (3) environmental
communication, (4) investor relations, (5) labour market communications (recruitment) and (6)
corporate advertising. As the seventh type, internal communication is described as the
communication that is taking place between managers and their employees. However, this is a
rather broad scope. Instead, the authors also state that “internal communication is the strategic
management of interactions and relationships between stakeholders at all levels within
organisations” (Welch & Jackson, 2007, p. 183), delivering a more specific definition.

Internal communication is often described using other terms, such as organizational
communication or employee communication (Ver¢ic et al., 2012; Tench & Yeomans, 2014). In
addition, terms often used are also community relations, marketing communications, or
leadership communication (Smith & Mounter, 2008). Internal communication is also often
associated with change and crisis communication. Interaction, transparency, and discussion are
key components of internal communication (Dahlman & Heide, 2020). According to Kalla
(2005), integrated internal communication draws from four different areas of communication,

in order to deliver multidisciplinary framework. These four areas are business communication.
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management communication, organizational communication and corporate communication

(Kalla, 2005), as seen in Figure 2.

Figure 2

Framework Integrated Internal Communications
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Note. From “Integrated internal communications: a multidisciplinary perspective” by H.K.
Kalla, 2005, Corporate Communications: An International Journal, 10 (4), p. 306
(https://doi.org/10.1108/13563280510630106). Copyright 2005 by Emerald Group Publishing
Limited.

Research by Kalla (2005) also showed that many believe the lines between the different
functions are becoming increasingly blurred, and that much of internal communication is no
longer confined to communication about corporate information. Specifically, management
communication, as a key part of internal communication, shows the importance for a multilevel

framework. Managers are often the missing gap between corporate communication function and
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employees to deliver internal communication (Kalla, 2005). Previous research also showed that
many understand internal communication simply as all communication within an organization.
More specifically, internal communication is also understood as a management function,
responsible for delivering and producing organizational communication, information and
internal media, while blending with aspects of human resources and marketing, overall sitting
in the communication department.? Yet, they still consider internal communication to be their
own separate function, working closely together with other departments® (Ver¢i¢ et al., 2012).

Araujo and Miranda (2020) agree that internal communication is a multidisciplinary field,
and that different areas are of importance for internal communication. They state that internal
communication is both formal and informal communication, and is overall contributing to
information sharing, relationship and trust building with employees. In addition, internal
communication is also reliant on managerial decisions, strategic planning and stakeholder
segmentation, proving once again its multilevel framework. Overall, internal communication is
reliant on organizational strategy, and therefore approaches of internal communication will
differ in each organization (Quirke, 2017).

As said, internal communication also needs to be viewed as a strategic function, and in
order to be able to communicate effectively all employees need to be invovled, in addition to
them understanding that it is important they possess good communication skills (Kalla, 2005).
Internal communication can be described as strategic when it is deliberated planned and
ongoingly worked on so that it encourages, pushes, grows and shifts the strategic directions an
organization is undertaking (Dahlman & Heide, 2020).

Further, internal communication can be described as a strategic tool, if employees can
exchange knowledge and information, gain meaning from it and add value through decision-
making, based on internal communication (Quirke, 2017). Ver¢ic€ et al. (2022) on the other hand
states that internal communication has a strategic nature, due to its strong influence on

organizational outcomes, which will be more examined in the next chapter. The authors state

2 Other goals of internal communication are described in the following sub-chapter 2.1.2.
3 In which department internal communication sits in an organization is explored in sub-chapter 2.1.3.
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that “even if its strategies are not formally planned or written down, internal communication
must be understood as a central function of strategic management.” (Verci€ et al., 2022, p. 34).

Yet, planning internal communication has numerous advantages: it ensures that
employees are not experiencing information overload, the right channels are used, and the right
people are reached (Quirke, 2017). Through planning, strategies and goals can be organized,
tracked and controlled, and internal communication efforts and their effectiveness can be
measured and evaluated more effortlessly (Verci¢ et al, 2022). Strategic internal
communication can help understand what works, and what does not, and therefore contribute to
the overall success of an organization (Vercic et al., 2022). However, organizations often focus
only on distributing content and establishing awareness. Rather, they should focus on the effects
communication can have, such as understanding the received communication, how it can be
interpreted and the then following actions that could take place (Quirke, 2017). According to
Carramenha (2019), companies are often limited to distributing information because they lack
support from management and their strategic discussions. Therefore, one of the following
chapters will review how internal communication can be strategized.

For this research, internal communication is defined and understood as the following:
internal communication is the official creation and exchange of information between the
organization or the employer, and its employees (Vercic, 2019). More specifically, internal
communication is also understood as managed communication of the organization to inform,
inspire and involve employees in creating meaningful and effective organizations (Ver¢ic et al.,
2022). This definition, especially the aspect of providing or exchanging information as well as
inspiring and involving employees, is important to consider in this research, as it explores,
amongst other things, the information that is shared with employees about mental health and
wellbeing, and whether or not organizations are actively involving and supporting their

employees around this topic.

2.1.2 Goals and Influences of Internal Communication
Internal communication can follow many goals and objectives. Argenti (1998) states seven goals
of internal communication from a manager’s point of view based on previous research by Troy

(1988), namely the following in order of importance:
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1. Raise team-spirit and promote a good environment within the workforce
Inform about internal changes
Educate on employee benefits and other compensations

Improve staff knowledge on the organizations, culture, products and services

woA

Help staff change their behaviour to be more entrepreneurial, quality-focused, and
productive
6. Improve staff awareness of important health and social concerns and trends

7. Include staff in community service

Although older, these goals are still relevant today according to other research. A recent
survey revealed that many organizations today still focus on communicating about topics such
as culture, customer experience, benefits and rewards, health and safety, or new systems
(change), amongst other topics and priorities (Gallagher, 2022), similar to the goals mentioned
above in 1998/1988. As mentioned, these goals deliver an overview from a managerial
perspective, adding a more diverse view on the topic, rather than a communication
professionals’ point of view. Since its publication, Argenti’s article has been widely cited by
scholars and other research in the field of organizational and internal communication (Aratjo &
Miranda, 2020; Vercic et al., 2021).

Another well-known article in the field also focusing on goals and objectives of internal
communication is one by Welch and Jackson (2007). They explain that internal communication

has four main objectives:

1. “Contributing to internal relationships characterized by employee commitment
promoting a positive sense of belonging in employees

developing their awareness of environmental change; and

> »w D

developing their understanding of the need for the organization to evolve its

aims in response to, or in anticipation of, environmental change” (p. 188).
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This article and its content can also be considered as older; however, it is amongst the
common frameworks of internal communication, delivering a specific definition of internal
communication from a stakeholder approach. Further, the main objectives mentioned above
have proven to still be of value today, as research has shown that the purpose of internal
communication today is still about creating feelings of culture and belonging, and that topics
often communicated about the strategies of the organization, amongst other topics such as
diversity, health or sustainability (Gallagher, 2022). Similarly to Argenti’s article, Welch and
Jackson’s article has been used as the basis for more research, such as Vercic et al. (2012) and
Welch (2012), making it possible to close gaps in the literature and the field.

Other authors state that internal communication is also used to communicate the
organizations mission, vision and values, creating feelings of commitment, integration and
identification for the employees (Welch, 2012; Martinenz & Hurtado, 2018; Meirinhos et al.,
2022). Further, if done successfully, it can create awareness and understanding among
employees about the opportunities and threats their organization is facing, and what priorities
the organization is putting (Welch, 2012). It also contributes to the involvement of employees
in organizational processes (Meirinhos et al., 2022), and whether or not employees feel like their
contributions are being valued, and if they feel the organizations cares about employees’
wellbeing (Santiago, 2020).

Many authors agree that internal communication affects organizational effectiveness
(Kalla, 2005; Tench & Yeomans, 2014; Welch, 2012, 2019). Further, internal communication
also supports positive relationships between employees and senior managers through
communication (Welch, 2019), as well as mutual, trusting relationships with internal publics
(Tench & Yeomans, 2014). It can also support developing a sense of community within
organizations. To achieve this feeling, relationships between the organizations and employees,
whether it is leaders or employees, needs to be established and sustained (Karanges et al., 2015).

If an organization regularly shares information, especially honest ones, it can lead to
employees being more productive, motivated to do their jobs, and committed to the
organization's goals (Argenti, 1998). Although often internal communication puts sharing
results and providing information and announcements as their main goal, as seen above, sharing

knowledge can be more important for daily tasks of employees. Knowledge sharing and internal
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interaction also influences organizations’ actions and activities, can lead to increased feelings
of security for employees and higher efficiency and motivation, while feedback can improve the
organizations (Kalla, 2005). Good internal communication relies on good interpretation and
mutual understanding of messages, with dialogues often being necessary.

One-sided communication or other poor internal communication can also be counter-
productive and affect organizations negatively, as it can interfere with an organization trying to
reach their goals (Welch, 2012; Dahlman & Heide, 2021). Amongst other consequences, it can
lead to low motivation and job satisfaction of employees, a negative work atmosphere,
insufficient of knowledge sharing and learning opportunities, and it can also hinder an
organization in implementing change correctly and successfully (Dahlman & Heide, 2020).
Internal communication should also not only focus delivering information from management to
employees or other target groups, as it plays a higher function in the organization as seen above,
and therefore needs a better strategic, functioning approach (Dahlman & Heide, 2021;
Meirinhos et al., 2022).

2.1.3 Performing Internal Communication

In practice, internal communication can be performed through many different channels,
can be organized by many different teams, with different types and lengths and load of
information. Vercic et al. (2022) believes that many organizations lack a formal strategy or
strategic goals, but all use internal communication to influence their employees’ knowledge,
feelings and actions. Therefore, before explaining the different channels to use for internal
communication, it is also important to understand the are many different types, directions and
formats it can take on within the organization for strategic planning purposes.

Welch (2012) differentiates between different formats of media that can be used to reach
audiences: print, electronic, and face-to face. With the rise of social media, Vercic¢ (2019) adds
this as another format to the previous mentioned list. However, Tench and Yeomans (2014)
believe that newer channels are not necessarily better. Instead, many authors agree that the right
channels and methods should be chosen based on employee preferences (Tench & Yeomans,
2014; Welch, 2012; Welch & Jackson, 2007). Communication can take place through different

flows or directions, including one-way (asymmetrical), two-way (symmetrical) and again, face-



33

to-face (Tench & Yeomans, 2014; Men, 2014; Vercic et al., 2022). Authors agree that internal
communication should be a two-way process instead of one-way, as it leads to employees being
more productive, satisfied and feeling understood (Argenti, 1998; Men, 2014; Vercic¢, 2019).
Additionally, even with the rise of technology, face-to-face communication is still a valuable
method, as it promotes social interaction, information sharing, and non-verbal feedback (Kalla,
2005; Men, 2014).

Welch and Jackson (2007) designed four specific dimensions of internal communication.
Each dimension takes place on a different organizational level, with different participants,
stakeholders and content, as seen in Table 2. The authors propose that the mentioned dimensions
specify internal communication as the “communication between an organisation’s strategic
managers and its internal stakeholders, designed to promote commitment to the organisation, a
sense of belonging to it, awareness of its changing environment and understanding of its

evolving aims* (p. 186)
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Table 2

Dimensions of Internal Communication

Dimension Level Direction Participants Content

1. Internal line Line Predominantly Line Employees’ roles

management managers/ two-way managers-employees Personal impact, e.g.

communication supervisors appraisal discussions,
team briefings

2. Internal team  Team Two-way Employee-employee Team information, e.g.

peer colleagues team task discussions

communication

3. Internal project Project group Two-way Employee-employee Project information, e.g.

peer colleagues project issues

communication

4. Internal Strategic Predominantly Strategic Organisational/corporate

corporate managers/top  one-way managers-all issues, e.g. goals,

communication management employees objectives, new

developments, activities
and achievements

Note. From “Rethinking internal communication: a stakeholder approach” by M. Welch and
P.R. Jackson, 2007, Corporate Communications: An International Journal, 12(2), p. 185
(https://doi.org/10.1108/13563280710744847). Copyright 2007 by Emerald Group Publishing
Limited.

Internal communication can also take place through many channels, and should be chosen
based on resources, goals, the message and also the preferences of those being communicated
with (Verci€ et al., 2022). According to Men (2014), many organizations mostly use email,
followed by meetings, and lastly print media such as brochures, newsletters or posters, in order
to inform employees about changes, events and other decisions made by the organization. Far
less used are digital channels such as online meetings, or social media. However, social media
is often used to gather feedback or concerns as “social media blurred the boundaries between
communication hierarchies and thus more significantly expanded participation and the sharing
of opinions, ideas, and knowledge in corporate social networks” (Men, 2014, p. 271).

In contrast to what organizations use, the study also found that employees prefer channels
such as emails, meetings and interpersonal communication, followed by print media and internal

websites. Welch (2012) confirmed similar results through a qualitative survey, investigating 46


https://doi.org/10.1108/13563280710744847

35

employees and their preferences of media and messages for internal communication. It was
discovered that most preferred electronic formats, like newsletters via email or intranet, while
some prefer both electronic and print, or at least having the options to receive printed
information when wanted. This leads to the conclusion that most employees prefer electronic
methods, with some wanting a mixed approach (print and electronic), and rarely print. The study
also showed that sustainability plays an important role, as respondents noted that they would
prefer cost-effective and sustainable electronic formats. Verci¢ et al., (2022) delivers an
overview of channels, divided into traditional channels and newer channels (based on

technological advances), as well as interactive or non-interactive as seen in Table 3.

Table 3

Matrix of Traditional and New Internal Communication Channels

Traditional New
Not Newsletters Digital newsletters
interactive Magazines Information on LCD or other screens
Information boards Podcasts
Posters Blogs
Memos Video posts
Mail sent to home Group e-mails
Somewhat  Meetings in larger groups Intranet
interactive  Live events One-on-one e-mails

Live web-casting

Video conferencing in larger groups

Social networks

Internal communication

applications (apps)
Interactive = Meetings in smaller groups  Video conferencing in smaller groups

Team building One-on-one video conferencing
One-on-one interactions
Rumor mills

Note. From Internal Communication and Employer Brands (p. 41), by A.T. Verci¢, D. Verci¢
and A. Spoljari¢, 2022, Routledge. Copyright 2022 by Routledge.
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Concerning the question, who should be responsible for internal communication, many
options are possible, and the answer often varies depending on the size and industry of the
organization (VerCi¢ et al., 2022). Argenti (1998) believes that internal communication
techniques do not vary from external ones, and that internal communication should be the
responsibility of the cooperate communication department. Similarly, Smith and Mounter
(2008) also states that it is often part of corporate communication, therefore bordering external
communications.

Verci¢ (2019) agrees that internal communication can be the responsibility of public
relations, human resources management, or marketing, but that in most cases public relations or
cooperate communication departments understand the need of internal audiences the most. The
author also states that other scholars often believe it to be a part of internal marketing, however,
does not believe this to be true in the practice. Internal communication rarely has their own
separate function within organizations, and instead is placed within management functions,
often even lacking internal communication specialists (Verci€ et al., 2022).

Similarly, a survey conducted by the company Gallagher in 2022 also revealed that
corporate communication is most often the department responsible for internal communication,
especially in larger organizations. They also found that in 15% of respondents, internal
communication is part of the executive team, and that 10% of respondents actually do not have
a separate internal communication department within their company. In comparison with Verci¢
et al. (2022), the report by Gallagher (2023) states that human resources is the most valuable
department for internal communication. At the same time, the survey revealed that in practice,

HR is responsible for internal communication mostly in smaller organizations.

2.2 Defining Employee Engagement
Employee engagement has become a concept that many leaders and managers in
organizations have concerned themselves with (Welch, 2011). Many authors agree that the term
employee engagement often overlaps with many other constructs, and finding one definition is
rather difficult (Kumar & Pansari, 2014; Saks, 2006; Saks & Gruman, 204; Welch, 2011).
Schaufeli et al. (2002) define employee engagement as a “positive, fulfilling, work-related state

of mind” (p. 74). This state is constant and compelling (Schaufeli & Bakker, 2004). According



37

to Robertson-Smith and Markwick (2009), many companies believe employee engagement to
be attachment, commitment, and loyalty of the employee to its organization.

Yet Saks (2006) believes that commitment and engagement are two different constructs,
as commitment is an attitude, and engagement on the other hand is the extent to which an
employee is focused and absorbed in their role within the organization. He also differentiates
between organization engagement and job engagement, as organization engagement is
influenced by support, and job engagement by both support, and also job characteristics. Job
engagement is perceived higher amongst the research participants than organizational
engagement. Employee engagement is also driven by job satisfaction and commitment
(positively) and quitting intentions (negatively), and the overall attitudes, goals and actions of
the employee (Saks, 2006).

Other, newer research has also proven the relationship between employee engagement and
job commitment (Ahakwa et al., 2021; Sandhya & Sulphey, 2021). Sandhya and Sulphey (2021)
showed that in the information technology (IT) industry, the higher the employee engagement,
the lower the intention to leave the organization. Ahakwa et al. (2021) also states that not only
do employees need to feel engaged to show commitment, but they also need to be satisfied with
their jobs. Whether or not an employee feels engaged at work is also significantly influenced by
the working environment, as well as the team atmosphere and co-worker relationships (Anitha,
2014). According to the author, “this signifies the importance of a healthy work atmosphere and
good interpersonal harmony with fellow members in the organisation for anyone to be engaged
positively at work” (Anitha, 2014, p. 318).

Similarly, Jenkins and Delbridge (2013) state organizational values, job features,
organizational support, social relations, employee voice and organizational integrity as the
six drivers of employee engagement. Their research showed that employee engagement can be
divided into two approaches: soft and hard. The authors also noted that both approaches can
exist at the same time. With a soft approach of employee engagement, the organization is able
to consistently communicate company values and strategy, promoting management support and
dialogue, ultimately allowing connections to form within the company and employees to
identify themselves with the organization. A hard approach on the other hand does not allow

organizations, often due to size and structure, to align the overall organizational strategy with
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employee engagement, therefore not communicating values and narrative. This leads to negative
employee engagement and a workplace that is disconnected.

Nevertheless, good employee engagement increases employee productivity while
improving the company’s image and therefore influences the financial return positively
(Schaufeli et al., 2002). Welch (2011) states that not only does engagement influence
employees’ motivation and attitudes, but it also influences the organization’s effectiveness,
innovation and competitiveness. Overall, the employee’s performance can be positively
influenced by employee engagement (Ahakwa et al., 2021; Anitha, 2014). Sahoo and Sahu
(2009) also agree that organizations need to start “measuring, monitoring and maximizing the
level of engagement amongst the employees and ensuring it is not left to chance” (p. 74). Gupta
and Sharma (2019) call engagement a two-way process, where organizations, in return for
engaging with its employees, get employees that simply and effortlessly support the
organization, its goals, values and success.

Engaged employees are motivated to support and contribute to the organization’s goals
(Gupta & Sharma, 2019; Tucker, 2020), and they believe and feel that they are integrated,
supported and united within the organization (Zibbell, 2023). At work, they show strong levels
of energy and strong mentality, as well as a readiness to put effort into their task, and showing
endurance in the face of challenges. These employees experience enthusiasm and pride, feel
inspired yet challenged (Schaufeli & Bakker, 2004). At the same time, over-engagement needs
to be avoided, as it can lead to damaged interactions between employees, contribute to stress
that is related to work and do quite the opposite of commitment, namely withdrawal towards the
organization (MacCormick et al., 2012). Research has also shown that burnout and employee
engagement are negatively related to each other (Schaufeli & Bakker, 2004; Schaufeli et al.,
2002). Employees in a high-demanding job are more likely to experience burnout, which leads
to other health problems, which can ultimately lead to employees quitting their job. Positive
employee engagement and offering the correct resources for their job can help combat employee
turnover intentions (Schaufeli & Bakker, 2004).

Zibbell (2023) believes that employee engagement has to include multiple departments
such as HR, employee relations and employee experience amongst others, and that all aspects

of employee experience have to be considered for optimal employee engagement. This could
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question what the difference between employee engagement and employee experience is.
According to Tucker (2020), a positive employee experience increases employees’ engagement.
Employee experience is hereby understood as the feelings an employee is experiencing towards
their organization when interacting. To reach positive and high levels of employee engagement,
organizations need to positively influence the employee experience. For this research, employee
engagement will be defined as the following: employees are fully engaged in their work,
emotionally committed and physically active in their role. This is demonstrated by the fact that
they are very interested in their work, are dedicated to it and the organization, and are energized
by it (Welch, 2011). This depends on a positive and safe employee experience, therefore

connecting the two constructs as mentioned above by Tucker (2020).

2.3 Internal Communication and Employee Engagement

As seen earlier, employee engagement is an important concept for organizations due to its
positive outcomes. Welch (2012) states that “to contribute to engagement, the organizational
practice of internal corporate communication requires practical and theoretical consideration to
enable communication perceived as appropriate by employees” (p. 45). Employee engagement
can mean commitment as an employee to the organization as stated earlier. Research has also
shown that formal communication, in contrary to belief that it is connections between
employees, that makes employees commit to organizations (Downs & Adrian, 2004). They also
state that management exist to communicate the vision of the organization, and that therefore
communication plays a big role in employees choosing to follow the vision and commit to the
organization.

Research by Karanges et al (2015) also proved that internal communication and employee
engagement are positively associated with another, showing that optimizing internal
communication is significant for positive employee engagement. Their research also showed
that internal supervisor communication can influence employee engagement. Arif et al. (2023)
also revealed that meaningful manager or supervisor communication can lead to higher
engagement amongst employees, which ultimately leads to employees showing understanding
of the organization’s goals, supportive behaviours in the workplace, and emotional intelligence.

Karanges et al. (2015) state that communication can influence employees’ feelings of
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identification towards the organization, and that internal communication needs to reassure
employees to share ideas and opinions and need to be involved in discussions about their role
to establish a link between the employee’s own values and goals and those of the organization.
The channels chosen therefore need to allow dialogue and idea sharing for managers and
employees so that engagement is build (Arif et al., 2023). Accordingly, identification with the
organization is extremely important for an employee to engage with their work (Karanges et al,
2015).

Similar research to Karanges et al. done by Verci¢ et al. (2022) however showed that
internal communication alone cannot affect employee engagement, instead organizational
support and employer attractiveness also play significant roles as mediators. Further, the authors
suggest that internal communication needs to resort to other areas, such as psychology,
marketing, or branding (due to the influence of employer attractiveness) to properly engage.
Understanding the attitudes of employees is also highly important to find accurate strategies of
engagement, as well as offering feedback, supporting, caring and listening to employees to
foster a community and connections. In order to promote employee engagement, internal
communication needs to integrate and communicate aspects such as offers and benefits that can
establish the organization as a desired employer, with a working environment focused on
innovation and productivity.

Welch (2011) also agrees that employee engagement can be influenced by internal
communication with the right strategies and tactics. She addresses that although internal
communication can influence attitudes and motivations of employees, specific character traits
of employees cannot be influenced through communication and therefore cannot be properly
engaged. It is therefore important for internal communication to properly understand the
preferences, attitudes and characteristics of its employees when it comes to internal
communication, to be able to promote employee engagement. Further, Welch (2011) states that
poor communication can lead to disengagement. Similar to what was already mentioned above,
she believes that the content of the messages and its tone should strategically be thought about
as they can influence the level of engagement. The level of engagement that is already

experienced by each individual employee also indicates the type of information one needs.
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Davadoorst and Javadi (2019) adapted a communication concept by Johlke and Juhan
(2001), by adding a fifth dimension of internal communication. According to the authors, those
dimensions ultimately lead to employee engagement, summarizing the earlier delivered

information. These dimensions are the following:

1. Communication mode: Include the methods used to transmit communication, both
formal and informal, like newsletters, emails, blogs or phone calls,

2. Communication frequency: the amount of communication between employees and the
organization. Insufficient or excessive overload of communication leads to employee
dissatisfaction,

3. Communication content: the strategy that is used to communicate with employees, and
is differentiated between directive, like direct instructions, or indirective
communication, that is flexible and supports employees to include themselves in making
decisions

4. Communication quality: can be evaluated by the time it is received, by trust and
accuracy, full to get work done properly, and perfectly and easy to understand, however
it is subjective to the receiver

5. Communication direction: is divided into bidirectional communication, where
employees are encouraged to give feedback to the information provided, and
unidirectional communication, where information is only provided but employees are

not able to respond (p. 58-60). 4

2.4 Workplace Communication and Engagement Preferences of Generation Z
With Generation Z not fully in the workplace just yet, limited research has been done on
internal communication and engagement preferences of this generation; this indicates the
importance of this dissertation and filling the research gap.
As mentioned already, Generation Z is known for their technological affinities. This

digital communication is not only seen in their daily, private lives but also at the workplace

4 These dimensions support the explained methodology in chapter 4.
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(Janssen & Cardini, 2021; Kick et al., 2015) Research showed that in their private life, this
generation relies on texting and other instant messaging apps, rather than phone calls. Although
their preferred communication is not email in their private lives, in the workplace this channel
is most used, followed by telephone (Janssen & Cardini, 2021). For employers, this means
adapting their communication channels of those younger generations, e.g. using social
networking sites (Kick et al., 2015).

The research by Janssen and Cardini (2021) also showed that Generation Z does not feel
uncomfortable when not being able to access their phones at work, but rather sees it as an
opportunity to focus on their work and tasks. Yet, Kick et al. (2015) believes that this generation
will have a hard time being integrated into the workplace, specifically with previous generations,
due to their digital communication habits. Schroth (2019) agrees that “relying on e-
communication is not the most effective” (p. 13), and that it is the managers responsibility to
help this younger generation adapt to other means of communication, as well as explaining how
and when to use each different channel. As mentioned in the earlier chapters, generational
differences can also lead to poor communication in the workplace.

Research by Sakyté-Statnické et al. (2023) explored internal communication between
different generations, and the effectiveness of internal communication channels for each
generation. The research made it clear that the digital nature and behaviour of Generation Z also
influences the workplace. This generation is most effectively reached through social media, as
also indicated above, and audio or video conferences. Not effective on the other hand where
channels such as newsletters or other forms of written text, e.g. reports or bulletin boards. The
research also noted that the Covid-19 pandemic made organizations more prone to switch to
latest technologies more adequate for younger generations, which made it easier for those
generations to handle the implications of the pandemic in the workplace.

From a manager's viewpoint however, research by Tidhar (2022) showed that many
believe digital communication is not the key to connecting with Generation Z, but rather
interpersonal communication, as the use of digital channels creates a distance between the two
parties. Specifically, the pandemic made it difficult through the above-mentioned video
conferences to connect interpersonally and was not useful for good communication. Post-

pandemic in 2023, organizations still rely on newest technology to make the biggest impact on
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their overall employees, not just Generation Z, as research has shown that live broadcast videos
or and intranet channels as well as the use of apps became even more popular than previous
years (Gallagher, 2024).

It needs to be noted that Generation Z also shows frustration with the use of technology
in the workplace. This dissatisfaction is based on distraction, over-reliance on technology and
lack of boundaries. Respondents perceive technology as distracting, leading to difficulty
concentrating at work. In terms of lack of boundaries, the research showed that Generation Z
believes that employers expect constant accessibility, and therefore feeling like they are unable
to completely disconnect from work (Janssen & Carradini, 2021). Lastly when it comes
workplace communication, Hee and Yi (2023) revealed that Generation Z shows different
communication types than Generation X or Y, and that Generation Z is more likely to adapt
their opinions and behaviour to those around them and avoid conflict or confrontation in terms
of communication.

Earlier mentioned were workplace motivations and expectations of this generation. When
comparing with other generations such as Generation Y, they show less energy and effort when
it comes to their work. Specifically looking at engagement characteristics and preferences of
Generation Z, they show higher engagement when experiencing promotions, benefits other than
salary, satisfaction with job, supervision and co-workers (Melarkode & Thakur, 2022).
Moreover, members of this generation feel engaged when being given personal and professional
development opportunities, authentic leadership by being transparent, reliable and honest and
are given feedback opportunities (Schroth, 2019; Tidhar, 2022). Most importantly, they feel
engaged when organizations offer good mental health and wellness programs (Schroth, 2019)