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AN ABSTRACT OF THE THESIS

Title: The Impact of Communication on the Performance of Lebanese

Pharmaceutical Companies.

In my personal work experience as a medical reptatee with several
pharmaceutical companies in Lebanon, | often wértee difficulties people at all levels
have communicating with each other. These diffiealcreate multiple problems for the
companies. | often wondered why people fail to camitate well with each other, and

how much better the companies would perform if doisimunication was good.

This personal and professional interest led me cggpin depth the subject of
communication, focus on the role communication glay companies and identify the
factors that have the most impact on the orgamzatisuccess or failure. | identified six
major factors from my literature review and examdirteeir impact in either large or
small/medium pharmaceutical companies and in eitlibrand *“or “generic’

pharmaceutical companies.

| collected data from the administration of a gimestaire that reflects the findings
of my literature review, and administered my quastaire to pharmaceutical companies

in Lebanon, both local and international.

| used the following statistical tools to analyzg data and develop conclusions

and recommendations: multiple regressions, ANO\&&tdr analysis, and other tools.

| expect that my research, findings, using datanfgharmaceutical companies in

Lebanon, would be convincing and contribute to uhderstanding these companies and



employees who work there have of the important rolegood communication in

organizational performance.

In addition my study showed that there is no défee in communication
processes between large companies and small /mextimpanies but a difference exists
between the brand companies and the generic coegani the way they look to

communication practices and see its importancharotganization’s success.
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Introduction

We can resemble communication to the nervous syefeime human being. The
nervous system coordinates and controls the humavements in such a way that
facilitates and complements the person’s actiors reactions, and he /she succeeds in
doing with high performance the designated work dmniies. Like the nervous system we
can say that the communication is the tools andnieehanism of coordinating and
controlling our movements to succeed in our lifdether on the personal level or the
business level. By mastering a good communicatiitin people, we achieve a higher rank
of performance on the social and business levetsnny humble experience and due to
the nature of my work as a medical representativeknow the importance of
communication and how a simple communication aciccoaise the person or push the

person down. Therefore a good communicator willterdsis /her track in life.

For these reasons, | saw that highlighting thigestilcould help people and make
them understand the importance of good communitatia the fact that good use of its

tools can help them achieve higher performancd shoaains of life.

For Clampitt (2001, p.xiii)” Communication is a @@ in almost every arena of

life”.

Neuliep; Neuliep (2009, p.8) state that “peopleibeég communicate at birth and
continue throughout their lives”. They explain tlt@immunication is surrounding us, in
every place, time and situation; we always see lpeogmmunicating. Even when we see
a person alone he /she is communicating in someowanother, and with others if this is
not the case, he /she is bombarded with all tydesommmunication. They add that

communication is the use of language and its poweerdeliver our thinking;



communication is what separates us and distingsishe from animals, it is a
characteristic of the human being. Even when otheatures do somehow communicate,
for humans, communication is a method of conductihgir lives. For people
communication is the instrument by which they stewhtinue and finish their relationship
with others; with communication, people can poiat, show, prove, and convince others,
with communication, people can manage, solve asdive international, local, regional,

national conflicts.

In her book Guffey (2003, p.9) quotes from Alvin files and Oren Harari,
management experts and futurists: “tomorrow’s viedikpends on the development and

exchange of knowledge “; and exchange needs oseagmmunication.

Guffey (2003) believes that, in the new environmehthis dynamic world and
life, the ability to communicate effectively is thmost important foundation skill for
knowledge worker to succeed and triumph. Commumgagffectively is being able to
listen and express ideas whether in written or far@hs. She adds that to move up in your
career, communication skills and know how have becmne of the most important
skills/factors you need to possess. Many of théofadskills we cannot control in this fast
moving world of work, but communication is the dhat we can control and manage. She
acknowledges that, in this new world, we need to géills of effective communication,

specifically that business nowadays is conductea our borders.

Isbell; Brounstein; Bell; Smith (2007) add thattims competitive world of ours,
organizations use and take advantage of team ®ffasthandle projects, and today this
trends is increasing all over the world . Therefaneorganization’s success is related to its

mastery of good communication and especially toskiks its teams of employees have to



communicate effectively. Nowadays in any job fumttand field of employment

effective communication is vital.

Guffey (2003) observes that to succeed in our waekshould express ourselves,
listen and build relationships with people with wihave work. The world is changing, so
does the workplace that undergoes profound changakits aspects. To succeed in such
a world of changes and have a successful businadigjduals should have good and
effective communication skills. This means a goodhmunicator should know how to

read, listen, speak, and write in an effective way.

For Nicholas; Stevens; Jay; Prince; Bartolome; Agy1999, p.2) “business is

tied together by its system of communication *.

But for Hargie, Dickson and Tourish (2004, p.5),tganizations do not
communicate, people do”. The communication is ttganization circulatory system that
provides it with blood, oxygen; it is its contrgilssem, and function like the brain and the
central nervous system that control the human mewsn It is the binding system of its
departments and divisions, it is like the artetiest nurture and connect all the human
body parts together. All of these metaphors hidttlige important role of communication
in conducting the business smoothly by allowingitess messages to be communicated
rapidly and linking all the parts of the organipatitogether. This is why when the
organization’s structure is large and more compdidait needs a more effective
communication system. Thus we can say that comratiaic is an important and vital

component of an effective business operation.

This is why Hiam (2003) believes that Communicatieran art, the same words

could have different meaning and effects, and effleshds on the speakers. The same exact



word spoken by one speaker could motivate and raspinereas it demotivates if spoken

by another speaker.

“And one of the fastest ways to ensure your caseecess is to develop excellent
communication skills. Today's workplace revolvesward communication” says Guffey

(2010, p.6).

Moreover, in today‘'s world. Strategic communicatibas become an important
key player. Communication inside the company alltivesemployees to fulfil their needs
of knowing their company plans, and how to contigband participate in its growth.
Therefore a good leader knows the importance of nconication and focuses on
developing a good communication system throughbet drganization (Obuchowstri,

2007).

Moreover to the new trends of business between aarmap all over the globe,

intercultural communication is becoming very impmitt (Guffey, 2003).

For Angell (2004, pp.4-10),”our communication stidelinked to the culture into
which we were born”. In this new twenty —first cent, modern communication has many
applications in the business world, for this realsoginess communicators need to possess

multiple communication skills.

For Hargie.et al. (2004) the role of communicatiorany organization is a very
important one. In addition to its importance, iskarole to achieve in five key functions:
the task/work function, social / maintenance fumetimotivation function, integration
function, innovation function. Thus, the centraler@f communication is essential in

achieving all these functions.



As to Guffey (2003, p.15),” Organizational commuation has three basic

functions: to inform, to persuade, and /or to préargoodwill”.

And Hankin (2005) explains that an effective commation whether inside or
outside the organization will enable the companyntake a difference and achieve

Success.

But effective communication with others in business the professional level

should push us to learn how to create clear mesgagwell, 2004).

Owen. et al. (2004) explain that most of the bessncommunication is based on
talking, therefore to succeed in it we should foespecially on the oral skills. Good
human relationships in an organization create fec&fe inter-related and inter —locking

communicative system, they say.

This is why Angel (2004) thinks that adequate imércommunication is a key

component to make a business function well and eyepls perform their jobs well.

In his article “What To ask A Person In the Mirrdfaplan (Harvard Business
Review, 2008, January, p.88) states “that failmgammunicate your vision and priorities

has direct costs to you in terms of time and bissme#fectiveness”.

In addition, good communication is a factor for maining top performers in an
organization. A poor communication is a major r@asgiven by employees who quit,

(Hiam, 2003).

Therefore Hamm (2006, p.115) mentions “In the absesf clear communication
that satisfies the urgent desire to know what theshs really thinking people imagine all

kinds of motives. The result is often sloppy bebaviand misalignment that can cost a



company clearly. Precious time is wasted, rumolnsuad, talented people lose their

focus, and big projects fail”.

Hargie.et al. (2004) find that poor organizatioo@nmunication is a contributor to

turnover, it is also a top contributing factor &ldre.

This is why a good manger should possess good cmomcation skills to boost

motivation, not just to get work done says HiamOZ0

Again Hargie.et al. (2004) believe that the impoct of a people centred focus
was confirmed in research by Morley et al., who vt that organizations with
conductive communication processes were more eféect achieving their task- related

goals, and had more positive working environmestgaceived by employees.

Communication is the tool that can replace theotscspiral of silence with a

virtuous spiral of communication, explain Perlowdafilliams (2003, p.53).

In his article “Avoiding Integrity Landmines”, Heeman Jr. (2007, Harvard
Business Review, April, p.102) points that “by feluly communicating guiding
principles, company leaders help create the compagulture that sustain high

performance with high integrity”.

“Organizations that listen to employees take advgetof ideas, encourage

creativity, and build commitment”, explains Guff@003, p.71).

Hiam (2003) brings to our attention that a trugerm and honest communication
push employees to feel more involved and commiteedheir work and qualify their

mangers as motivational leaders.



To succeed, emphasizes Hankin (2005, p.209)” Opeinded flexibility, mutual
respect, and clear and consistent communicatioh beilthe trilogy for success in the

future”.

For Guffey (2010) communication skills are critickdb a job placement,
performance, career advancement, and organizatgutaess. And she reminds us that
communication skills aren’t inherent but must barhed. (Guffey, 2003). And because
communication skills are learned, she further alates (2010) we can control how well
we communicate. Trends in the new world of work bagize the importance of
communication skills. The abilities to read, listspeak, and write effectively, of course
are not inborn. When it comes to communications imore nurture than nature. Good
communicators aren’t born, they are made. The wofldiork is changing dramatically.
Many of the changes in this dynamic workplace resolround processing and
communicating information. As a result the mostcassful players in this new world of

work will be those with highly developed communioatskills.



CHAPTER 1: Definition of Communication.

Stanton (2009) considers that communication isiiable in life, whether the
person wants it, likes it or not he/she will be coumicating in some way or somehow

with others .In case words are absent, that doassdtn communication is absent.

But what is the real definition of communicationeWNiep and Neuliep (2009)
admit that communication is very hard to defineeyrh quote from Frank Dance & Carl
Larson, the first compiled a list of 98 differergfuhitions of communication and both of
them presented a listing of over 125 definitionscommunication. But Neuliep and
Neuliep believe that, all these definitions are amant to be considered, since each
definition reflects people’s way of thinking. Netlegless, based on most communication
specialists’ and theoreticians’ views on commumicgtwe see that most definitions of
communication have certain common properties. Tipesperties describe the nature of
communication itself, and they include the folloginprocess, dynamic, interactive —

transitive, symbolic, intentional, contextual, uliiqus, cultural.

Hargie et al. (2004, p.17) took the social scierteeminology, for them
communication is “the scientific study of the pratian processing and effects of signals

and symbol system used by humans to send and eeteissages.”

As for Connie et al. (2007) they consider that damnd simple definition of
communication is to deliver a message that we Wwaobmmunicate to others and to do so
we should understand and use the exact and effewtivds in the designated language to

attain our objective.



But for Angell (2004) communication isn’'t only toeltver an understandable
message. Communication is when we achieve mutudératanding of the messenger’s
message. She adds that through communication, wethe others to understand, capture
in their mind and accept our ideas or messages Aadt mutual understanding happens
when the communicator understands both the coitettthe emotional meaning of the

message. At this point we achieve high fidelity.

Also Isbell Connie et al. (2007) see that the psepof communication is mutual
understanding. And they add that, to achieve thdetstanding the communication should

involve two participants: the senders and the xeesi

Also, Neuliep and Neuliep (2009) see that commuitunaequires two people, one
sending and one receiving messages in an actiteipation form. They explain that
active participation take place when people interally direct their messages to another
person. They add that this shows that communicagiam interactive, “two way” process,

one person sends (encodes) and one receives (d@coeesages simultaneously.

“A message cannot be truly communicated unlessst lbeen understood by the
receiver”, say Connie et al. (2007, p.9). They sstr¢hat during any communication
process any obstacle (visual, sound, emotion&. cpnsidered a “barrier” to successful
communication when it prevents the people you aoenngunicating with from

understanding the message you are communicating.

Guffey (2003) defines “noise “as anything that inipts the transmission of a

message in the communication process.



Neuliep and Neuliep (2009) clarify that messages@mposed with verbal and
non verbal symbols. These symbols are the onep#ugile share and transfer. But these
verbal and non verbal symbols are meaningful onlgaople who link the symbol to the
meaning it represents. The message isn’t considarédie message until the idea in
guestion is being encoded with symbols. Therefaepfe during communication and
before sending their thought to someone else, entoeim first. On the other hand the
receiver /listener captures the message and decmdémnslates it to be understood
correctly. They stress that differences in langsagetween different people are only a

usage of different codes.

This is why Guffey (2003) points that a high cohtwboral and written language

skills will lead to a successful communication.

Angell, (2004) goes further and explains that camiwation, formal or informal,
is a combination of listening and exchange of viedmal non verbal messages. It could
involve a large group of people or simply two pasoCommunication, for her, is an
exchange of the meaning of certain messages wiikrson and between people. She
considers communication as a continuous proceshémppens in different contexts, with
the usage of symbols from different cultures. Stésathat communication is a process
that uses spoken, non verbal and visual symboks.fi§hlly explains that “the exchange
of messages is ongoing and dynamic. The proces®romunication is a moving and
evolving set of experiences that influence our @nésand future interactions. Intrapersonal

and interpersonal communications are both actideflamible” (2004, p.8).

Hargie et al. (2004) recognize that communicapwecess occurs at four levels:

intrapersonal, interpersonal, network/ organizati@nd macro societal.

10



Guffey (2003) sees more complication in commundasatspecially when people
don’t share same religion, culture and lifestylae &lso dissects the communication by
mentioning that the communication process has fteps: idea formation, message
encoding, message transmission, message decoditide@dback. She explains that the
process of communication starts with a person graer) who has an idea and wants to
send it in the form of a message. She says thar@sprs, co-workers and subordinates
could be partners in sharing ideas and messages edmmunication happens. Guffey
(2010) stresses that the receiver has limits iaivéty and handling information, therefore
the sender should take this issue into consideratten sending information and send
only the adequate quantity of information that tieeeiver could handle, not more.
Therefore she considers (2003) that communicatosuccessfully achieved when the
message is being understood by the receiver imteeded meaning the sender wants it to

be understood.

Similarly Guttman (2008) explains that the act amenunication typically
involves a message being delivered by one persdmeareived by another. He also notes
that when the two parties are in “sync” we havefiective communication. He adds that
both the listener (receiver) and the speaker (s¢h@dee to participate with commitment.
The first must make an effort sincerely to underdtéahe speaker's words and their

meaning and the second must be committed to conuamenclearly.

Guffey (2003) points also to another essentiamel@ in the communication
process which is the feedback. For her, feedbaokifsethe sender to know that his /her
message was received and understood. She exgiain® tstimulate feedback, we should

ask a question, that's what good communicators do.

11



But for Clegg & Bailey (2008, p.1033) “communicatics not simply transmitting
messages, selecting media, processing informatiohnking people together. Instead it
is the way that organizing is accomplished”. Fanth rather than being an entity with
fixed boundaries or a network structure of contagtganizations are coordinated actions

and improvisational performances.

This is why Angell (2004) sees that through verbatl nonverbal messages,
business communication allows sharing information #his will lead to shaping and

maintaining the organization.

Also this is why Neuliep and Neuliep (2009) consitteat communication is the
dynamic process of encoding and decoding verbal ramd/erbal messages within a

defined cultural, physiological, socio-relationahd perceptual environment.

For our purposes we will take Guffey’s definitid®20@0) of communication, which
is “the transmission of information and meaningxrone individual or group to another”.
She emphasizes that the crucial element in thisitdeh is meaning. For her the process
of communication is successful only when the remeunderstands an idea as the sender
intended it. This process generally involves fiteps: sender has an idea, sender encodes
the idea in a message, message travels over chaecelver decodes message, and

feedback travels to sender.

12



CHAPTER 2: Different Types of Communication.

As for communication itself, there isn’t one kind siatus; we have several types

of communications that differ in their meaningsagess and methods.

For Clampitt (2001) there are many different typésommunication difficulties

that merit various intervention strategies.

Neuliep and Neuliep (2009) consider that verbal mamication that includes the
listening, speaking, reading and written commuiocats the most obvious form of

communication.

Guffey (2003) adds the non verbal communicationictvlincludes all unwritten

and unspoken messages both intentional and unionaht

Connie et al. (2007) go further in adding more sydeor them, it also includes the
eye movement and contact, body language, postestyrg, facial expression, head nods,
voice tone, time, space, appearance whether omsare basis or business, and even the

silence could be included in the non verbal commaton items.

Stanton (2009) points to the visual communicatiohicv is another type of
communication that complements the verbal commuanicaThe visual communication is
the one that uses statistical information: grapds (charts, bars, and pies, maps...) to

support the message that is being communicated.

Connie et al. (2007) note that there is also thection of the communication,
whether it is upward, downward or horizontal (latgris to be considered in the different

types of communication.

13



Clampitt (2001) explains that even the organizatiostructure could affect the
communication type, such as a flatter structurera/tike communication is flexible and
easy or a tall structure where communication istatikcl. And there may be an

organizational structure that favours the interdigpantal communication.

Also Angell (2004) considers another type, one tifetours the external
communication, i.e. the exchange of messages betiheeorganization and the external

environment.

Stanton (2009) mentions another type of commumnatthat is used in
organizations, that is the centralised communicatstructure and its opponent the

decentralized communication structure.

For Neuliep and Neuliep (2009) Culture could aldtuence the communication
types; they count the high context culture verbasldw-context one, and the collectivistic

culture versus the individualistic one.

For Guffey (2003) the way the communication is iearrout provides different
types of communication such as the formal commuimicahat follows an organization’s

chain of command.

Angell (2004) describes a similar type; for her thigicial channel or line of
communication could be considered as a type of comcation. She mentions also a
second type which is the informal communicatiort tih@nsmits unofficial news through
the grapevines or spreads messages that flow idirattions and through all levels of

authorities.

14



Clampitt (2004) also considers that in sendinggeedback to an employee by a
superior, certain procedures should be followedethwr such feedback is provided

informally or formally it should be communicatedan appropriate manner.

Hiam (2003) points that we should also differemtidtetween a motivational
communication that has the goal of stimulating exypé’s engagement and a technical

communication that targets only what people adhow they feel or what they think.

Guffey (2003) counts the ethical communicationwimich she means telling the
truth, labelling opinion, being objective, commuatiag clearly and giving credit. Also
she stresses that we have to remember that alle tiigses are learned, since

communication skills aren’t inherit they must barteed.

15



CHAPTER 3: Intercultural Communication.

Neuliep and Neuliep (2009, p.21) state that,” lciwéural communication occurs
whenever a minimum of two persons from differenttumes or micro cultures come
together exchanging verbal and non verbal symbals$iey point out the problem faced in
intercultural communication by quoting from inteltcwal communication experts
Gudykunst and Kim who argue that” when we intergith people from different cultures

we tend to view them as strangers”(2009).

Guffey (2010),considers that even in the same miltwhen communicators use
verbal and non verbal meanings of a message, fd@eulies in communicating.
Therefore she acknowledges that verbal and nonaleriessages become even more

difficult and harder to interpret and understancewpeople come from different cultures.

Neuliep and Neuliep (2009) also point to such isshey consider that when a
person communicates and interacts with anotheropefi®m a different culture, both
communicators have a lot of uncertainty about tmaraunication process. They note that
“strangerness “and the lowest degree of familiaaiy at their highest degree when people
from different cultures interact. They quote fronudykunst and Kim, in their book
“‘Communication With Strangers an Approach to Intédrgal Communication” (1995):
“actual or anticipated interaction with membersidferent groups leads to anxiety. If we

are too anxious about interacting with strangeesfemd to avoid them”.

Also Neuliep and Neuliep (2009) reflect on the wag think and explain that
when two persons from two different cultures speaé different languages, they must
think very differently and this is due to the fdloat how we think is a reflection of the

language we speak and this could make the crossuralucommunication extremely

16



difficult and may be even impossible. They alsotquoom Edward Sapir who said “the
language of a particular culture directly influesdew people think”. They note that we
carry with us assumptions and impressions of thergberson from the different culture
with whom we are interacting, therefore in our coumngation with that person we tailor
our verbal and non verbal messages, on our assumpdnd impressions. Also they add,
when we communicate with a person from a differentture (in inter-cultural
communication) in reality we are communicating witle groups the person belongs to,
not with the person itself. And for them this ip@blem in intercultural communication
because the message we construct could be basaareliable group data. They explain
that if someone belongs to a specific racial, ethsex or age group this does not
necessarily mean that he or she takes on the tbgugFhaviours and attitudes associated
with such groups. The probability of miscommunicatbetween the two parties, therefore
is great. They conclude that we should not judgmleefrom different cultures as better or

worse but simply different.

But Neuliep and Neuliep (2009) admit that such atlss in intercultural
communication shouldn’'t be a barrier to communaratibetween cultures, since
intercultural communication is a necessity, and thahe new global market, to compete
effectively, managers must possess the skills teract with people who are different

from them, from their culture, from their way ofriking.

Neuliep and Neuliep (2009, p.29) quote from Gudwgt(®995),” during
intercultural communication, culture acts as aefilthrough which all messages, both
verbal and non verbal, must pass”. This is why ttaysider that the presence of common
goals is a necessity to achieve the job otherwibalthostilities will drive them apart and

the binding between people will be lost (2009).

17



This is why Guffey (2010) also stresses on thisipoiShe observes that in this
new world of global competition facing and interagtwith people from different cultures
is a certain fact, definitely in such a world wdlwmeet people who are different from us
in race, ethnicity, age, gender, national origimysical ability, and many other

characteristics.

Neuliep and Neuliep (2009) note that managers peradifferently in different
cultures organization success. They quote from Roseig (1998, Managing the New
Global Workforce , Fostering Diversity Forging Gistency) who argues that “successful
cross —cultural management depends on the abildgfesnanagers to communicate
effectively’.Rosenzweig points out that communiecatis especially important during the
initial stage of a business relationship. Neuliew aNeuliep add that businesses and
organizations could be considered as a” mini-calttinat reflects a pattern of values held
by a recognizable group of people who share a camgual that they pursue, using
collective verbal values and symbols. For this oseathey see that one of the greatest
challenges for corporations in this new millenniwill be coordinating and managing
people from different cultures inside the organaat As context they predict that only
few managers will overcome and survive such diffiea and will function in an effective
way if they lacked an understanding of the sulatetind complexities of managing others
in a multicultural and multinational business eadiment. And they propose that despite
the enormous challenge to foster competent inten@illcommunication, the rewards of

such capabilities will be extraordinary in intefinagl commerce.

Neuliep and Neuliep (2009) explain that a high degrf communication
competence will be the most important factor ofcessful interaction between people

from different cultures. An intercultural competeobmmunicator must possess the
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following skills: should be motivated to communigatknowledgeable about how to
communicate and skilled in communicating. They akplthat when two people from
different cultures communicate they are encoding dacoding verbal and non verbal
messages, and this intercultural communicatiorecedl a complex combination of their
cultural, micro-cultural, environmental, perceptuahd socio-relational contexts. They
add that because of this complexity, the messagase€t usually the one received during
an intercultural communication. Therefore, to iras® the probability of being an effective
and productive manager across cultures, the mamagsr understand the culture, micro-
culture, environment, perception, sociorelationaérbal, non-verbal and relational

contexts of the host culture (2009).

Also Connie et al. (2007) acknowledge the imporanaf intercultural
communication. For them intercultural communicatimvolves making connections
between different views of the world. In today’s ndomarket, they explain, every
business communicator needs to know how to intesactessfully with members of
different cultures, either in business relationthvai foreign company or as an employee in

a multicultural workforce.

But Neuliep and Neuliep (2009) admit that althoutjie challenges of an
increasingly diverse world are great, the bengifiesseven greater. They note that a whole
gamut of benefits such as healthier communicatimtseased international, national, and
local commerce, reduction of conflicts and persagralwth through increased tolerance
could be achieved when communication is good aladioes are established with people
from different cultures. Successful interculturahramunication will help create immense
economic benefits. They explain that when we comoate with people from different

cultures learn more about them, their way of lifeeir values, history, habits and
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personalities; we may be even empathizing with thexa our relationship and
understanding grow. During this relationship depetent, we will ultimately learn that
although our cultures are different but we have minccommon. Neuliep and Neuliep
note that all humans share the same basic desicesieeds, the difference is how we
express and achieve them. When we learn aboutth®esoand their culture, we start to
see that their needs and desires are similar ith@osame as ours and thus we learn better
about our needs and ourselves. Therefore for tieough open and honest intercultural
communication, people can work together to achigeals that benefit everyone,
regardless of group or culture, including the glatammunity in the home, business or
neighbourhood. Even that Neuliep and Neuliep admait a conflict is inevitable; but they
consider that through cooperative intercultural oamication conflicts are reduced and
managed. This cooperation is a necessity, sincicamsually arises between people who
lack the ability to see another person’s point gw and this is particularly so if this

person is from a different culture.

Guffey (2003) considers culture as a powerful ofiregaforce that conditions the
way we think and behave. For Guffey(2010,p.16)¢ more you know about culture in
general and your own culture in particular, thetdretible you will be to adopt an
intercultural perspective. You will better understayour culture and how it contrasts with

other cultures”.
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CHAPTER 4: Role of Communication in Modern Businessand Its

Effects on the Organization Performance, the Goodral the Bad Impact.

Hankin (2005, p.210) says” the most successful lgeapd the most successful

companies place high priority on communications”.

Guffey (2003) notes that the most successful ptayerthis new world of work
will be those with highly developed communicatidxills, and this is due to the nature of
the many changes in the dynamic workplace that Iveva@around processing and
communicating information. As a result, she thitlkat a free exchange of information
helps organizations respond rapidly to changes taisdcould be facilitated when the
information within organizations flows through foaimbut also informal communication

channels.

Also Hankin (2005, p.212) argues that” an excelgtatting point is by making our
communication fun and relevant and by encouragingpleyee involvement in the
process; we could establish communication as aaimedtal part of our organization’s
culture”. For her, communication must be true angdemy and good and bad

communication alike need to be shared.

Connie et al. (2007) explain that failure of a teanof a plan is ultimately due to

faulty communication that leads to confusion anadrst

But for Ford and Ford (2009, p.74), “When we redocaemove the perceived
threats to communication, people can listen moenlypwithout protecting themselves or
ignoring the initiative”. For them, this entailspramunicating the values of success and

the consequences for failure; and this is one &feevay to have people understand how
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an initiative relates to them. They consider th&ew a group or a team understand the
reasons of both “success “and “failure” and knowatly that it is due to the initiative not
to the individual involved, they implement the iaitve without scepticism. They say that
people are sensitive to hints of individual rewaadspunishment; also people want to
understand the relationship between their own palssuccess and the success of the

initiative.

Guttman (2008) explains the perfect and winning lootion that leads to success
is the one between a speaker who tries to be as aled forthright as possible and a
listener who has the skills needed to pick up any &f a hidden message. For him this
pairing is why we rarely hear a high performingnesay, “What we have here is a failure

to communicate”.

And Angell (2004) explains that the ideal commuhara experience with high
fidelity and mutual understanding is achieved whemmunicators understand message

content and emotional meaning.

Hargie et al. (2004) point that the benefits okefive communication practices are
an increase in productivity and better quality efvices and products that will motivate
more staff to provide suggestion and to be creatwe therefore obtain job satisfaction.
Also they note that on the other hand a good conncatian will reduce absenteeism and
staff turnover, decrease industrial unrest an#testriand all this will lead finally to reduce

the costs.

Also Obuchowstri (2007) argues that when leadermnconicate candidly,
employees are likely to reciprocate, and develagidence in the company. A transparent

and honest communication, therefore, are essential.
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Neuliep and Neuliep (2009, p.343) quote from Roseng(1998) who argues
that” investing the time and energy in buildingstrand developing relationships may pay

huge benefits in terms of confidence and trust”.

Also Hankin (2005) explains that, to achieve sus@w eventually profitability in
organization, the organization must embrace andcame¢ all the differences and
similarities inside its premises. When an orgamirateaches this point of acceptance of

others, it will attract the best talent in and gmjloe best mechanism to keep employees.

But Stanton (2009) observes that a good communitasi not based only on the
spoken words but also on its hidden words thatbmaextracted from body language. He
explains that not all body language is easily rdad,we ignore it at our peril. For him
concentrating only on what we say and what we hra#lier than how it is communicated,
can lead to bad feelings, misunderstandings andeatispportunities for really effective
communication. Therefore for him communicationhis art of understanding the words in

their apparent as well as hidden meaning.

Also Clampitt (2001) points to communication ditfldes, which, he says, are

many; therefore it is worthwhile to develop variontervention strategies.

Stanton (2004) argues that for some factors that cause problems for
communication, we must be aware of them, overcdreentand communicate in such a
way as to minimize their effect. Such barriers &ve instance, differences in perception,
jumping to conclusions, stereotyping, lack of kneage, lack of interest, difficulties with
self —expression, emotions and personality. Hetpoithat there may be some practical

suggestions which, if seriously practiced in orgations, might double or treble
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communication effectiveness, and help you to becameore effective part of any

organization (2009).

For Gufffey (2003) listening skills are importamr fcareer success, organization
effectiveness, and worker satisfaction. She arghe$ in a successful organization
communication needs to be high quality and thaelguarters of this communication she
sees involve listening. And she adds that workeesnaost satisfied when they feel that

management listens to their concerns.

And Stanton (2009) explains that unless somebagtens to the message and

understands it, there is no communication, onlg@oi

Another example of communication problems are chigdConnie et al. (2007)
who observe that many people don’t know the diffeezsbetween hearing and listening
and the difference between effective and non effedistening. For these researchers, you
can gain a lot when you listen effectively, you d¢ase a lot when you don’t. Therefore
listening is a powerful tool of communication tlzan increase your effectiveness on the
job, and poor listening can be quite costly. Tocessfully communicate with others, a
speaker must truly listen actively. They explaiattthe active listener is a person who
receives a speaker's message with care and respédhen works to verify his or her
understanding of that message. Therefore actitenlisy or responsive or reflective
listening captures both the facts and the feelofgs message. But to be an active listener
and practice active listening you should practisgedive speaking, which is an approach
to speaking that involves people expressing theraseh a positive and confident way

and allowing and encouraging others to do the sé&théhat need an attentive listener. An
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attentive listener is a person who is engaged botiverbally and verbally since much of

the impact of what we say has to do with our nobakecommunications skills.

Clampitt (2001) argues that a good and effectimmunication facilitates and
accommodates time, and when time and effort anea%ted high productivity will be

achieved and potential time wasting communicatirtt wthers will be eliminated.

Eckert (2003,Harvard Business Review, January,sd%3$ that “when employees
hear what is going on from the superior first, thiegl part of the team and most of all

respect and that motivates them to come to workyeday”.

Clampitt (2001) argues that providing effectiveoirmhal and formal performance
feedback may well be the singular characteriststimfjuishing the merely adequate

manager from the superior one.

Therefore Hiam (2003) points that motivational conmication techniques are
powerful tools for stimulating natural feelings wiotivation. These techniques work in
subtle ways to tap into the natural enthusiasmaamievement motives of employees who
are highly engaged with their work. For Hiam, weowd understand the distinction
between functional and motivational communicatidde.adds, that the communications
that are designed only to get the work done aretioimal, therefore we should tell the
difference between communicating with a functiom@éntation and using a motivational
style by adding employee development objectivesanHisees that functional
communications generally target only what people et how they feel or what they
think. Motivational communication targets attitudele feelings and thoughts behind
employee actions. Hiam concludes: “that is the &mental difference between functional

and motivational approaches to communication” (2@@B342-43).
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Also Clampitt (2001, p.202) notes that: “routinengaunication cycles between
teams (or departments) foster solid relationshipsit. him this is necessary to provide a
fast and continuous feedback, because this hegy&pt the misunderstandings that could

arise or ensure their quick discovery and solution.

Clampitt (2001) explains that effective interdepahtal communication is
problematic in most companies, that is why it Wil one of the greatest challenges facing
management in the future; effective interdepartmecammunication is not a luxury, but

an obligation, and an important source of produtgtiv

On the other hand Hamm (2006, Harvard BusinesseRRewWlay, p. 115) explains
that many leaders don’t take the time to definei$igally what they mean when they use
generalized terms or clichés. For Hamm, “leadempki assume that the exact meaning or
their words is obvious; they are surprised to leaoh only that their message has been
unclear but that their teams crave definitionshsytaren’t forced to guess what the boss

has in mind “.

Therefore Clampitt (2001) argues that communicatdne fail to understand the
probabilistic nature of interpretations may faceg @ifficulties. This is why the context of
the discussion increases the probability of sortepmetations, while decreasing others. In
part the answer lies in the role that context pleyshe communication process. The
context freezes or predisposes certain probalbdeprdtations. He notes that the difficulty
is that the precise meaning of those words depém@dwily on unspoken hidden or
unnoticed assumptions that are part of the conWwkien the assumptions are not shared,
that is when the context is not shared, the recefaigs to understand the sender’s

meaning. He adds that the hidden assumptions djifetr enough so that different
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meanings are ascertained, which leads to resultsaife unintended, but very real and
disturbing. The unspoken and the assumed can, dpirginthe context, alter the probable

interpretations in such a way that senders andvesedo not understand one another.

Clampitt relates such problem to culture, he skatdur culture clearly shape our
perceptions, but fundamentally, each individual hgsersonal and uniquely configured
context. He concludes that “context is a self —troieted image of the world” (2001,

pp.31-32).

Therefore Clampitt explains that, if managers kravout the context in which
employees interpret action and messages, therebwiljreater likelihood that they can
accurately predict the probable interpretations;abse meaning is a product of the
interaction of context and content; therefore gidally follows that the more managers
know about both variables, the greater the chaheg will know how their employees
will react to a communication episode. Clampitt igdrom Peters and Waterman (1982),
who found that excellent companies often practidVWA (management by wondering
around). Clampitt concludes that by learning abentployee attitudes, environment,
needs, and desires, managers develop an undergjaoflithe employee’s context of
interpretation. Thus this kind of knowledge canph&he manager implicitly, if not
explicitly, structure communication so it will baterpreted as intended. For him, the
mistake that most managers make, especially “amawagers”, is to assume that, because
they know what they mean, others will as well. Tisathey assume that the context is
stable and that knowledge of the content aloneffecgent. At the end Clampitt concludes
that meanings aren’t simply the product of intespeal relationships, but are influenced
by a broader context that includes the organizationles, corporate environment, and

culture. (2001)
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But for him the difficulty is that the precise mé&ag of words depends heavily on
unspoken assumptions that are part of the coré&et.unspoken and the assumed can, by
shaping the context, alter the probable interpicetatin such a way that senders and

receivers do not understand one another.

This is why Hamm(2006, Harvard Business Review, Jddy5) points that when
leaders fail to explain what they mean when talkadgput organizational structure,
financial results, their own jobs, time managenmamd corporate culture, these concepts
can throw a firm into turmoil, but when given prodecus they confer extraordinary
leverage. John Hamm adds that by clarifying amauphterms and commanding and
managing the corporate vocabulary, leaders effelgtialign precious employee energy

and commitment within their organization.

This is why Galford and Drapeau (2003, Harvard Bess Review, February p.90)
recommend that the managerial team communicate®naistent message because

inconsistent message will be an enemy of trustencompany.

And Frisch (2008, Harvard Business Review, Novempprl21-126) points that,
“A team can’t make an effective decision if its m@srs don’t trust one another or if they

fail to listen to one another”.

Also Heimeman (2007, Harvard Business Review, Agill02) insists that by
forcefully communicating guiding principles, comgdeaders help create the company’s

culture that sustain high performance with higlegnity.

For Kaplan (2007, Harvard Business Review, JanyaB8) “communicating the

vision of an organization by the manager is an g issue in today’s workplace “. for
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him while managers are taught to actively commateic many either unintentionally
under-communicate or fail to articulate specifiopties that would give meaning to their
vision, therefore he explains that failing to coomitate your vision and priorities has

direct costs to you in terms of time and businéfestveness.
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Chapter 5: Research Questions, Methodology, Hypotlses.

5.1 Research Questions:

The literature review covered earlier in this stuslyowed the importance of
communication in the new business world. Whethewdis a small/medium or large

company, communication appeared to be an impoidatdr of success for the company.

Therefore | wanted in my study to see whether phagutical companies in
Lebanon take into consideration the communicatsne and its impact on their business
performance. Also | wanted to understand whetherctiegorical type of these companies

(generic or brand) and their size (small/mediurfagye) interfere in this relationship.

5.2 HYPOTHESES:

Therefore | developed 5 HYPOTHESES to respondéadsearch questions:
I: The Company that embraces communication in itsi@performs well.

II: The Company where there is involvement of the leyges in the

communication system performs well.
Il : The Company that has good communication chatattsr performs well.

IV: There is a difference between communication ngdacompanies and

communication in small/medium companies.

V: There is a difference between communication mafid “companies and

communication in “generic” companies.
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5.3 METHODOLOGY:

The methodology used to obtain the data needeithéastudy was through the
administration of questionnaires.

The questionnaire contained 16 statements thactefl good communication
practices in the participant's company (independeanibles) and 6 statements that
reflected the impact of such practices on the camperformance (the dependent
variables). (See Appendix #1).

The survey questions were structured on a fivetdokert scale, with five
possibilities: strongly disagree (1) — disagreen@)tral (3)-agree (4) - strongly agree (5).
| chose such scale since it is the most widely aggutoach to scaling responses in the
survey research.

To check the hypotheses IV and V, | used a categloscale to distinguish
between the participants and see if they are frganeric or brand company, and from a
small/medium or large company. However | was ablaaintain the participant ID
anonymous.

The answers were collected in two ways: by e-wrally delivering in person.
The participants included in the survey were alpkayees in Lebanese pharmaceutical
companies (large or small/medium and brand or genérwas easy for me to collect the
answers since | work as a medical representativa pdlharmaceutical company and the
participants were colleagues from different companNevertheless, | should mention,
that | faced some rejection in filling the survayegtionnaire from a few because they
feared that | may disclose their answers.

Some of the participants hold managerial posit({@ates managers, marketing

managers, product managers, supervisors, teanréeadand others are simple
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employees (medical representatives, product spssial). | should also mention that
some of them highly appreciated the topic becausg know the importance of good
communication practices and their effects on thermss.

| would like to mention that to check the claritydacomprehension of the
guestions, a group of 10 persons from differentiplageutical companies were asked to
answer the same questionnaire.

| took their feedback into consideration althoulglre weren’t many major
misunderstandings.

Also, to facilitate the comprehension of the questil offered the Arabic version
of the questions prepared by a certified translator

Another point needs a clarification. | omitted &/ fgarticipants from the total
sample who didn’t fill out the questionnaire fulBiso | omitted 2 participants who
filled the questionnaire just because they wereambsed to refuse my request, or
their supervisor was present at the moment thewg filéng the questionnaire; I felt that
they were buttering the answers( all their answeese “strongly agree” about their

company); their answers were in my opinion bisaed lacking honesty.
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CHAPTER 6: STATISTICAL ANALYSIS.

6.1 DESCRIPTIVE STATISTICS

To generate the data needed and build my samipésl 1o obtain from the ministry
of health the total population of pharmaceuticahpanies in Lebanon and the number of
pharmaceutical companies based on their categdsipal (brand or generic). | found a
total of 19 brand companies (the ones that creait the drugs) and a total of 44
generic companies (the ones that copy/producertigsdvith a license).

To distinguish between the companies based on Higd, | used the industry
classification in Lebanon and | considered thatdbepany that possesses fewer than 30
employees will be considered as medium or smallthedone that has above this figure
will be considered as large.

Based on this classification | found out that frdma 19 brand companies we have
8 large brand companies (42.10%) and 11 small iumed57.89%). Also we found that
from 53 generic companies we have 43 small/mediaompanies (81.13%) and 10 large
(18.86%).

| took an average of 6 lines (i.e. divisions) farge brand companies and 4 lines
for large generic companies. Also | took an averafé lines for small/medium brand
companies and (1) line for small /medium generimgany.

Therefore the sample size that | needed to colled equal to the number of
independent variables times minimum of (5) respotsiger variable, therefore 80
persons needed to be selected.

The table below describes the companies in termthaf category, size and

number of lines.
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Type Number of Number of| Total Lines
Brand*Lines Generics*Lines

Large 48 40 88

Small/medium 17 43 5960

Overall total 65 83 148

We see from this table that:

Large brand companies represent: 48/148*100=32 #thtedotal population.

Medium/small brand companies represent: 17/148*1Q0% of the total population.

Large generic companies represent: 40/148 *100=@f7#te total population.

Medium/small generic companies: 43/148*100= 29.@5%he total population.

Therefore the minimum sample size of 80 respondeititshow the following figures:

Large brand: 32.4%*88 25 persons.

Small/medium brand: 12%*80 = 9.1 persons.

Large generic: 27%* 80 = 21.6222 persons.

Small/medium generic 29.05%*80 = 23 persons.

| managed to collect randomly 92 respondents stpwie following numbers &

percentages:

e 5lrespondents from generic and 41respondentsbdrand companies.

Category

W BRAND GENERIC

55%
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* 50 respondents from large and 42 respondents$mall companies.

Size

B SMALL ™ LARGE

» 25 respondents from large & brand, 16 respondeots §mall/medium & brand,

27 respondents from large & generic, 24 respondents small & generic.

Category & Size

M large& brand i generic& large

® small/medium & brand ™ small/medium & generic
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6.2 RELIABILITY TESTS

Reliability test analysis allows us to study theperties of measurement scales
and the items that make them up. It is used to sh@mvextent to which variables
(independent & dependent) are related to each ,adimelr to prove internal consistency of

the scale as a whole.

Reliability analysis was performed on all variablal the independent variables

and all the dependent variables, using the Croribadpha test.

The Cronbach’s alpha is a measure of the intecoakistency or reliability; it

measures the extent to which items in the samruimsint all measure the same trait.

An alpha of 0.5 and above is considered by Bowhisgan indication of good

internal consistency.

Scale: testing reliability for the overall datd (he variables)

Case Processing Summary

N %
Cases Valid 92 100.4
Excluded 0 .0
Total 92 100.d

a. Listwise deletion based on all variables in

procedure.
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Reliability Statistics

Cronbach's
Alpha Based o
Cronbach's Standardized

Alpha [tems N of Items

914 917 22

The Cronbach's alpha is equal to 0.975, which iaigis a high level of internal
consistency for our scale with this specific sampbteluding all variables about

communication characteristics and the variablessorvaag business performance.

Scale: testing reliability for all the independeatiables questions

Case Processing Summary

N %
Cases Valid 92 100.4
Excluded 0 .0
Total 92 100.d

a. Listwise deletion based on all variables in

procedure.
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Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized

Alpha ltems N of Items

.872 879 16

The Cronbach ‘s alpha is equal to 0.872, whichdaidis a high level of internal

consistency for our scale with this specific sample

Scale: testing reliability for all the dependentizbles.

Case Processing Summary

N %
Cases Valid 92 100.4
Excluded 0 .0
Total 92 100.d

a. Listwise deletion based on all variak

in the procedure.
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Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized

Alpha ltems N of Items

.872 873 6

The Cronbach ‘s alpha is equal to 0.872, whichdaidis a high level of internal

consistency for our scale with this specific sample
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6.3 FACTOR ANALYSIS

Factor analysis is used in data reduction to ifleninderlying variables that
explain the pattern of correlations within a sebbkerved variables, and to describe the
structure of the variables and understand the-odeelations among the set of variables.

All variables involved in the factor analysis ardgerval and are assumed to be
normally distributed.

Factor analysis was performed on all the indepenesmables.

The first step in factorial analysis is to test flaetorability of the data. Two
statistical measures are generated by SPSS tass#ss the factorability of the data:

» Kaiser —-Meyer —Olkin (KMO) measure of sampling agszy which should be
greater than 0.5 (it ranges from 0 to 1) for as$atitory analysis to proceed with.

» Bartlett’s test of sphericity tests the null tha orrelation matrix is an identity
matrix. It is used to show that there is at leastatistically significant correlation
within the correlation matrix. This test is consil significant for value <0.05

The results obtained are the following:

KMO and Bartlett's Test

Kaiser-MeyerOlkin  Measure of Samplir .796

Adequacy.
Bartlett's Test cApprox. Chi-Square 576.05%

Sphericity Df 120

Sig. .000
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We can see that KMO in this case is 0.796 whiclgresater than 0.5, so it is
satisfactory to proceed with the factor analysis.

Also the Bartlett’s test of sphericity is 0.000,ieHis less than 0.05, therefore it is
significant. This means that the correlation maisixot an identity matrix, and there is at
least 1 statistically significant correlation withthe correlation matrix.

The second step in conducting the factor analgdiaator extraction.

Factor extraction involves determining the smallastnber of factors that can be
used to represent the inter-relations among thefsatriables.

Two techniques that can be used to assist in thisida concerning the number of
factors to retain:

a. Kaiser’s criterion, that used the Total VarianceBined table that shows all the
factors extractable.
b. The scree test plot.

Kaiser’s Criterion or the Eigen value Rule: thiterstates that only factors with an
Eigen value of 1.0 or more are retained for furtineestigation. From our data presented
in the table below we can retain 5 factors, thst firf components that explain a total of

66.865% of the variance.
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Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

| Component Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 5.875 36.716 36.716 5.875 36.716 36.716 3.222 20.136 20.136
2 1.508 9.426 46.142 1.508 9.426 46.142 2.109 13.178 33.314
3 1.264 7.897 54.039 1.264 7.897 54.039 2.031 12.696 46.011
4 1.047 6.545 60.584 1.047 6.545 60.584 1.992 12452 58.463
5 1.005 6.282 66.865 1.005 6.282 66.865 1.344 8.402 66.865
6 837 5.232 72.097
7 749 4.680 76.777
8 666 4.164 80.942
9 589 3.681 84.623
10 547 3422 88.045
11 452 2.824 90.868
12 429 2.682 93.550
13 .366 2.291 95.840
14 279 1.741 97.581
15 234 1.461 99.043
16 153 957 100.000

Extraction Method: Principal Component Analysis.

The scree plot is a graph of the Eigen values agailh the factors. It shows us
graphically the factors extracted. We can cleadg siow the curve flattens (becomes
horizontal) after factor 5, meaning that each sswige factor is accounting for much

smaller amounts of the total variance in the data s

Scree Plot
.
-
-
(]
3
©
2
[
2
w
.
-
o
T T T T T T T T T T T T T T T T
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

Component Number

The third step in the factor analysis is trying itwerpret them by using the

“Rotated Component Matrix “table.
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This rotation doesn’t change the result, but rathpresents the pattern of loadings
in a manner that facilitates the interpretatiothef results.

The most common method used in Matrix ComponeriatRm is the Varimax
method, which | used, this method attempts to mirenthe number of variables that have

high loading on each factor.

Rotated Component Matrix?

Component

1 2 3 4 5
IV1,communication in 437 434 164 314 192
company culture
IV2,communication .037 .0563 .038 723 .398
training program
IV3, free infromation .078 .813 -.102 .091 -.110
exchange
IV4 free open sharing of 576 413 .333 -.236 .102
information
IVV5,o0vercoming threats of .344 -.107 721 .135 .021
communication
IV6, failure of -.017 .023 .837 -.028 .160
ciommunication is absent
IVV7 ,suggestions are 624 .106 173 228 .326
encouraged
IV8,communication 440 .281 259 458 -.244
istransparent and honest
IV9 . diversity and 722 .261 -.056 .238 .093
differences are
encouraged
IV10,awarness about 319 178 115 790 .010
communication
difficulties
IV11,self expressing is .880 -.006 101 141 171
encouraged
IV12,feedback is 179 278 615 438 .043
motivational and techincal
IV13,communication is .648 311 337 147 -.131
ethical
IV14 interdepartemental 221 673 150 110 .322
communication exist
IV15,practiceof MBWA 246 492 .046 .287 .338
IV16,managers explain 176 120 144 .128 813
everything to employees

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.

From the Total Variance Explained we found out &des that affect the variation
and from the “Rotated Component Matrix” we can selbe variables that should be
include under each of these five factors.

The method of choosing which variable belongs tactvifactor; we select the one
that has the highest figure among the five diffefantors. Thus we can get the following

results:
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Factors Components
Factor#1| IV#1| IV#4| IV#7| IV#9| IV #11 IV #13
Factor# 2| IV #3| IV #14 IV #15
Factor#3| IV#5| IV#6| IV #12
Factor#4| IV#2| IV#38| IV #10
Factor#5| IV #16

The components .i.e. the variables are:

* Independent variable# 1: communication in the cangpaulture.

* Independent variable# 2: communication traininggpams.

* Independent variable # 3: free information exchange

* Independent variable # 4: free open sharing ofrmédion.

* Independent variable # 5: overcoming threats ofroamcation.

* Independent variable # 6: failure of communicaiabsent.

* Independent variable # 7: suggestions and diffe&reace encouraged.

* Independent variable # 8: communication is trarepuaand honest.

* Independent variable # 9: diversity and differeraesencouraged.

* Independent variable # 10: awareness about comuedionadifficulties.

* Independent variable # 11: self expression is emagad.

* Independent variable # 12: feedback is motivatiamal technical.

* Independent variable # 13: communication is ethical

* Independent variable # 14: interdepartmental comeation exists.

* Independent variable # 15: practices of MBWA.

* Independent variable # 16: managers explain eviegytio employees.
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From my understanding of the variables and theerewf literature, | chose to
label the five factors as follows:
* Factor #1: Communication configuration inside tbenpany.
* Factor #2: Information sharing practices.
» Factor #3: Motivational communication.
» Factor #4: Communication education.

* Factor #5: Leadership in communication.
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6.4 INDEPENDENT SAMPLES T —TEST:

| decided to conduct independent samples T-tetgdbfor a difference between
two independent groups, the different sizes (largemedium/small) and the different
types( brand vs. generic),on the means of a noyndilitributed interval dependent
variable, and identify whether the difference betwehe group means is statistically
significant.

When comparing groups like these, their variancestrbe relatively similar for
the first t —test to be used. Levene’s test chéokshis. If the significance for Levene’s
test is 0.05 or below, the “Equal Variances Not uksed” test is used, otherwise, the
“Equal Variances Assumed” test is used.

When the value for F is large and the P-valuess than 0.05, this indicates that
the variances are heterogeneous which violatesyaaksumption of the t- test."Equal
Variances Not Assumed “test accounts for heterag@mevariances and provides an
accurate result even when the homogeneity assumipdi® been violated.

As in all statistical tests, the basic criterion $tatistical significance is a “2 tailed
significance “with less than 0.05.

Independent sample T-test was performed on allfalséors proven to have a
significant effect on organizational performance do the communication process , in
order to demonstrate whether these factors areerdift in medium/small vs. large

companies and in the generic vs. brand companies
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6.4.1 SMALL/MEDIUM vs. LARGE companies

Independent Samples Test

Levene's Test for

Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
the Difference
Sig. (2- Mean Std. Error
F Sig. t df tailed) Difference Difference Lower Upper

DV17,increase profiatbility ~ Equal variances 163 688 503 90 616 081 .160 -.238 .399
assumed

Equal variances not 520 85.608 604 .081 155 -.227 .388
assumed

DV18 better products and Equal variances 601 440 -152 90 .880 -.027 178 -.380 326
services assumed

Equal variances not -154 81.176 .878 -.027 175 -.376 322
assumed

DV19,high level of Equal variances 1.858 176 -.839 90 404 -.169 202 -569 231
creativity assumed

Equal variances not -828 | 73.863 410 -169 204 -576 .238
assumed

DV20,attract and retain Equal variances 293 590 182 90 .856 .038 21 -.381 458
talented employee assumed

Equal variances not 181 76.404 .857 .038 212 -.384 460
assumed

DV21,employee Equal variances 1.909 A71 936 90 .352 210 224 -.236 655
satisfaction assumed

Equal variances not 965 | 84.883 .337 210 217 -222 642
assumed

DV22,employee feeling of  Equal variances 691 408 .300 90 .765 .064 214 -.362 491
respect&involvement assumed

Equal variances not 311 86.043 756 .064 207 -.347 A75
assumed

From the table above we can see that: all the leSgetest is higher than 0.05

therefore we will choose “Equal Variances assuntestt‘to be used.

Also the table shows us that we do not reject tgakty of means for all the

dependent variables. Therefore we can concludiotlosving:

> The T'factor that affects organizational performancerease profitability isn’t

different in large and medium to small companies.

> The 2"%factor that affects organizational performanceteogroducts and services

aren’t different in large and medium to small compa.

> The 3%factor that affects organizational performancghHevel of creativity, isn't

different in large and medium to small companies.

> The 4" factor that affects organizational performanceaat and retain talented

employee, aren't different in large and mediumrt@l companies.

> The 8" factor that affects organizational performanceplelyee satisfaction, isn’t

different in large and medium to small companies.
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> The 6" factor that affects organizational performanceplelyees feeling of respect

and involvement, isn't different in large and medito small companies.

6.4.2 BRAND VS GENERICS

Independent Samples Test

Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of the
Difference
Mean Std. Error
F Sig. t df Sig. (2-tailed Difference Difference Lower Upper |

DV17,increase profiatbility ~ Equal variances 235 629 -1.820 90 072 -.283 156 -592 .026
assumed

Equal variances not -1.875 89.713 .064 -.283 151 -583 017
assumed

DV18,better products and Equal variances 1.754 189 -2.446 90 .016 -416 A70 -753 -078
senvices assumed

Equal variances not -2.515 89.861 014 -416 165 -744 -.087
assumed

DV19,high level of Equal variances 1.996 161 -2.874 90 .005 -.549 191 -928 -170
creativity assumed

Equal variances not -2.867 84.962 .005 -549 191 -930 -.168
assumed

DV20,attract and retain Equal variances 3.300 073 -2.351 90 .021 -475 202 -877 -074
talented employee assumed

Equal variances not -2.378 88.760 .020 -475 .200 -873 -078
assumed

DV21,employee Equal variances 5.137 026 -2.778 90 .007 -.593 213 -1.016 -.169
satisfaction assumed

Equal variances not -2.825 89.623 .006 -593 210 -1.009 -176
assumed

DV22,employee feeling of  Equal variances 3.120 .081 -2.333 90 .022 -480 206 -.888 -071
respect&involvement assumed

Equal variances not -2.378 89.822 .020 -480 202 -.880 -079
assumed

From the table above we can see that only for ofasumber (5), that is the
dependent variable 21( employee satisfaction YHeeial Variances Not Assumed” test is
used, since its significance is less than 0.05@),0@r the rest we will use the * Equal

Variances Assumed” test, all are above 0.05.

Also the table shows us that we do not reject theakty of means for the
dependent variables number 17(increase in prdiitygbibut for the rest of the variables
we reject the equality of the means for the dependmriables #. 18-19-20-21-22.
Therefore we can conclude the following:

> The F'factor that affects organizational performanceréase profitability isn’t

different in generic and brand companies.
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The 2 factor that affects organizational performancéteneoroducts and services,
are different in generic and brand companies.

The 3% factor that affects organizational performancghtevel of creativity, is
different in generic and brand companies.

The 4" factor that affects organizational performanceaat and retain talented
employee, are different in generic and brand conggan

The 8" factor that affects organizational performancepleyee satisfaction, is
different in generic and brand companies.

The 6" factor that affects organizational performancepleyees feeling of respect

and involvement, are different in generic and bramehpanies.
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6.5 REGRESSION ANALYSIS.

The regression analysis will help us to determine strength of association

between the single dependent variable and the pfailidependent variables.

It will help us also to identify the relative impance of each of the multiple
independent variables in predicting the single metependent variable .And finally it
will help us predict the values of the dependeartables from the values of the multiple

independent variables.

To test strength of association between the inu#get variables and the
dependent variable, we will use the R-square or“tloefficient of determination” that
tests the overall relationship between these vimsaltt also represents the amount of
variation in the dependent variable associated withof the independent variables
considered together (it is also referred to as aswe of the goodness of fit).? Ranges
from 0 to 1.0 and represents the amount of the ribpe variable “explained” by the
independent variables combined. A lardelicates the straight line works well while a

small R indicates it does not work well.

Therefore | had to conduct a stepwise regressiatysis on all the independent
variables with each dependent variable and dodfeession analysis for every dependent

variable with I, 11, 1Il.

The F statistic is used to determine if the overadjression model is statistically
significant. If the F statistic is significant,iiteans it is unlikely your sample will produce

a large R when the populationRs actually zero.
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Finally we will use the beta from the coefficieabte to check the variability of the
dependent variable for every variation in the iretegent variables, Beta interpretation =
for every unit the XXindependent variable) beta increases or decreXsegdependent

variable) will increase or decrease by an amount (z

* Regression Analysis for all independent variabke with dependent variable

# 17(increase in profitability)

From the model summary table we can see that omfependent variable
#12(feedback is motivational and technical) and (#tdrdepartmental communication

exists) explain the variation in the dependentalde #17(increase in profitability).

The table also shows us an R squared of 0.384hwhieans that 38.4% of the
variance in the increase of profitability (dependeariable #17) model is explained by the

independent variable#12 and 14.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 5442 .296 .288 634 .296 37.800 1 90 .000
2 620° .384 .370 .596 .088 12.776 1 89 .001

a. Predictors: (Constant), V12 feedback is motivational and techincal

b. Predictors: (Constant), IV12,feedback is motivational and techincal, IV14,interdepartemental communication exist
c. Dependent Variable: DV17,increase profiatbility

To assess the statistical significance of the s=joa@ model ( the result) we look to

the ANOVA table below

Therefore we reject the null

. Our model

reaches staadtisignificnace(sig=0.000).

and conclude thatdifeek and interdepartmeental

communication contribute to the increase in profiigy.
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ANOVA°

Sum of
Model Squares df Mean Square F Sig.
1 Regression 15.175 1 15.175 37.800 .000?
Residual 36.130 90 401
Total 51.304 91
2 Regression 19.710 2 9.855 27.761 .000°
Residual 31.594 89 .355
Total 51.304 91

a. Predictors: (Constant), IV12 feedback is motivational and techincal

b. Predictors: (Constant), IV12,feedback is motivational and techincal, IV14,
interdepartemental communication exist

c. Dependent Variable: DV17,increase profiatbility
By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: feedback dhd interdepartmental
communication and the dependent variable increapeofitability are (0.401) and (0.287)

respectively and both positive.

Based on the t —value for independent variable (#1497), p-value (0.000) and t-
value for independent variable #14(3.574), p-va(0e001l). we conclude that this
relationship is statistically significant and haspasitive linear relationship between

feedback / communication and increase in profiigbil

By looking to the B column under unstandardizedfiicient in the coefficient
table below, we can represent the regression eguat: Y= 0.401 Xu12+0.287 Xy#14 +

1.531. Where Y represent the increase in profitgbil

From this equation we can conclude that for every increase in independent
variable #12 the profitability will increase by 04 units holding all others constant. Also
for every unit increase in independent variable #4profitability will increase by 0.287

units holding all others constant.
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This shows that the respondents see “motivatiedlfiical feedback with
employees”, “the existence of interdepartmental momication” contributing to the

increase in profitability.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order | Partial Part Tolerance VIF
1 (Constant) 1.994 347 5.748 .000
V12 feedback is 532 .087 544 6.148 .000 544 544 544 1.000 1.000
motivational and techincal
2 (Constant) 1531 351 4364 000
V12 feedback is 401 .089 410 4.497 .000 544 430 374 832 1.202
motivational and techincal
V14 interdepartemental 287 .080 326 3.574 .001 494 354 297 832 1.202
communication exist

a. Dependent Variable: DV17 increase profiatbility

* Regression Analysis for all independent variabke with dependent variable

# 18(deliver better products and quality services).

From the model summary table we can see that omiiependent variable
#10(awareness about communication difficulties) &h@dree open sharing of information)

explain the variation in the dependent variable(B&&er products and services).

The table also show us an R squared of 0.290,hammieans that 29% of the
variance in the better products and services (dbgrenvariable #18) model is explained

by the independent variable #10 and independerdblar#4.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 456° .208 199 744 .208 23.670 1 90 .000
2 539° 290 275 .709 .082 10.319 1 89 .002

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV4,free open sharing of information
c. Dependent Variable: DV18,better products and services

To assess the statistical significance of the s=joe model ( the result) we look to

the ANOVA table below. Our model reaches statdtsignificnace(sig=0.000).Therefore
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we reject the null and conclude that awarness tatmuamunication difficulties and free

open sharing information contribute to better pradnd services

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 13.116 1 13.116 23.670 .000°
Residual 49.873 90 554
Total 62.989 91
2 Regression 18.298 2 9.149 18.220 .000°
Residual 44691 89 502
Total 62.989 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV4,free
open sharing of information

c. Dependent Variable: DV18,better products and services
By looking to the coefficient table below we seattlthe slope of regression
between the 2 independent variables: awareness abmmunication difficulties, and a
free open sharing of information and the depehdanable better products and services

are (0.415) and (0.281) respectively and both asgtipe.

Based on the t —value for independent variable(#1%/2) , p-value (0.000) and t-
value for independent variable #4( 3.212) , p-va{0€002)., we conclude that this
relationship is statistically significant and haspasitive linear relationship between
awareness about communication difficulties / freerosharing of information and better

products and services.

By looking to the B column under unstandardizedficient in the coefficient
table below, we can represent the regression egquat: Y= 0.415 Xu10+t0.281 Xyua +

1.402. Where Y represent better products and ssvic
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From this equation we can conclude that for every uincrease in independent
variable #10 better products and services willease by 0.415 units holding all others
constant. Also for every unit increase in independeriable #4 better products and

services will increase by 0.281 units holding #lers constant.

This shows that the respondents see “the awareabest communication
difficulties”, “the existence of free open sharing information” contributing to the

delivering of better products and services.

Coefficients?®

Stand
ardize
d
Unstandardized | Coeffi Collinearity
Coefficients cients Correlations Statistics
Std. Zero- Tolera
| Model B Error Beta t Sig. order | Partial Part nce VIF
1 (Constant) 2.343 347 6.752 .000
IV10,awarness about 459 .094 456 4.865 .000 456 456 456 1.000 1.000
communication
difficulties
2 (Constant) 1.402 442 3.174 .002
IV10,awarness about 415 .091 413 | 4572 .000 456 436 408 978 1.023
communication
difficulties
IV4 free open sharing of 281 .087 290 | 3.212 .002 .352 322 287 978 1.023
information

a. Dependent Variable: DV18,better products and services

* Regression analysis for all independent variabée with dependent variable #

19(have high level of creativity).

From the model summary table we can see that omlgpendent variable
#10(awareness about communication difficulties)l@rpthe variation in the dependent

variable #19(high level of creativity).

The table also show us an R squared of 0.427,hmmeans that 42.7% of the
variance in the high level of creativity (dependeatiable #19) model is explained by the

independent variable #10.
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Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 4277 182 173 .860 182 20.087 1 90 .000

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Dependent Variable: DV19,high level of creativity

To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below. Our model reaches stattisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties

contribute to high level of creativity.

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 14.867 1 14.867 20.087 .000°
Residual 66.611 90 740
Total 81.478 91

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Dependent Variable: DV19,high level of creativity

By looking to the coefficient table below we seattlthe slope of regression
between the independent variable “awareness alwsomanication difficulties” and the

dependent variable high level of creativity is4@B) and it is positive.

Based on the t —value for independent variable @#14082), p-value (0.000), we
conclude that this relationship is statisticallygrsficant and has a positive linear
relationship between awareness about communicdtfbaulties and better products and

services.

By looking to the B column under unstandardizedficient in the coefficient
table below, we can represent the regression enguat: Y= 0.488 Xu10+ 1.943. Where

Y represent better products and services.
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From this equation we can conclude that for everiy increase in independent

variable #10 high creativity level will increase 0y¥188 units holding all others constant.

This shows that the respondents see “awareness emmomunication difficulties”

contributing to higher level of creativity.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model| B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.943 401 4.845 .000
IV10,awarness about 488 109 427 4.482 .000 427 427 427 1.000 1.000
communication
difficulties

a. Dependent Variable: DV19,high level of creativity

* Regression analysis for all independent variablesithh dependent variable #

20(attract and retain talented people).

From the model summary table we can see that omependent variable
#10(awareness about communication difficultiegjeppendent variable #2 communication
and training program and independent variable #d(fopen sharing of information)
explain the variation in the dependent variable(##Dattraction and retaining of talented

employee).

The table also show us an R squared of 0.504,hmMmeans that 50.4% of the
variance of the attraction and retaining of taldnénployee (dependent variable #20)

model is explained by the independent variable #ilEpendent variable #4 and 2.

Model Summary?

Change Statistics
Adjusted R Std. Error of R Square
R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 6172 .381 374 781 .381 55.460 1 90 .000
2 676° 456 444 736 .075 12.298 1 89 .001
3 .710°¢ 504 488 707 .048 8.542 1 88 .004

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV4 free open sharing of information

c. Predictors: (Constant), IV10,awarness about communication difficulties, IV4,free open sharing of information, IV2,communication
training program

d. Dependent Variable: DV20,attract and retain talented employee

57



To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties,
communication training program and free openiesgganformation contribute to attract

and retain talented employee.

ANOVA!
Sum of
Model Squares df Mean Square F Sig.
1 Regression 33.834 1 33.834 55.460 .000°
Residual 54.905 90 610
Total 88.739 91
2 Regression 40.500 2 20.250 37.360 .000°
Residual 48.239 89 542
Total 88.739 91
3 Regression 44.768 3 14.923 29.865 .000°
Residual 43.971 88 500
Total 88.739 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV4,free
open sharing of information

c. Predictors: (Constant), IV10,awarness about communication difficulties, V4 free
open sharing of information, IV2,communication training program

d. Dependent Variable: DV20,attract and retain talented employee
By looking to the coefficient table below we seattlthe slopes of regression
between the independent variables: awareness abootmunication difficulties,
communication training program and a free openispaof information and the
dependent variable attraction and retaining tatei®ployee rare (0.541), (0.274) and

(0.310) respectively and all are positive.

Based on the t —value for IV #10 (4.572), p-valQeéQ0), independent variable
#2(2.293), p-value (0.004) and t- value for indejmm variable #4(3.552), p-value

(0.001), we conclude that this relationship isistiaally significant and has a positive
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linear relationship between awareness about conuation difficulties/ communication
training program / free open sharing of informatemd the attraction /retaining talented

employee.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression eguat: Y= 0.541 Xx10+ 0.310 Xyxa

+0.274%v#2 - 0.451. Where Y represent the attraction /retginalented employee.

From this equation, we can conclude that for eweriy increase in independent
variable #10 attraction /retaining talented empéoyell increase by 0.514 units holding
all others constant. Also for every unit increaseindependent variable #4 attraction
/retaining talented employee will increase by 0.8b@ts holding all others constant and
for every unit increase in independent variableattfactions /retaining talented employee

will increase by 0.274 units holding all others stamt.

This shows that the respondents see “awareness$ eframunication difficulties”,
“the existence of free open sharing of communicédtioand “the existence of

communication training programs” contributing te tattraction and retention of talented

Coefficients®
Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.118 364 3.069 .003
IV10,awarness about 737 .099 617 7.447 .000 617 617 617 1.000 1.000
communication
difficulties
2 (Constant) .050 459 108 914
IV10,awarness about 687 .094 576 7.287 .000 617 611 569 978 1.023
communication
difficulties
IV4 free open sharing of 318 .091 277 3.507 .001 363 348 274 978 1.023
information
3 (Constant) -461 474 -973 .333
IV10,awarness about 541 104 453 5.222 .000 617 486 392 748 1.337
communication
difficulties
V4 free open sharing of 310 .087 270 3.552 .001 363 354 267 976 1.024
information
IV2,communication 274 .094 252 2923 .004 503 297 219 757 1.321
training program

a. Dependent Variable: DV20,attract and retain talented employee

59



* Regression analysis for all independent variabée with dependent variable #

21(employee are satisfied).

From the model summary table we can see that omgpendent variable
#10(awareness about communication difficulties), dependent variable #2
communication and training program, independeniabée #5 overcoming threats of
communication and independent variable #14(inteadepental communication exist)

explain the variation in the dependent variable(é&tployee satisfaction).

The table also show us an R squared of 0.520,hmmeans that 52.0% of the
variance of the employee satisfaction (dependendbla #21) model is explained by the
independent variable #10, independent variable #fidependent variable #5 and

independent variable # 2.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change |
1 5942 353 346 852 353 49.114 1 90 .000
2 664° 440 428 797 .087 13.896 1 89 .000
3 .705°¢ 497 480 .760 .056 9.850 1 88 002
4 7214 520 498 747 .023 4191 1 87 044

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,interdepartemental communication exist

c. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,interdepartemental communication exist, IV5,
overcoming threats of communication

d. Predictors: (Constant), IV10,awarness about communication difficulties, V14 interdepartemental communication exist, IV5,
overcoming threats of communication, IV2,communication training program

e. Dependent Variable: DV21,employee satisfaction

To assess the statistical significance of the s=joa model ( the result) we look to
the ANOVA table below . Our model reaches sta#tisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties,
communication training program,interdepartementahimunication exist and overcoming

threats contribute to employee satisfaction.
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ANOVA®

Sum of

Model Squares df Mean Square F Sig.

1 Regression 35.685 1 35.685 49.114 .0002
Residual 65.391 90 727
Total 101.076 91

2 Regression 44516 2 22.258 35.024 .000°
Residual 56.560 89 .636
Total 101.076 91

3 Regression 50.210 3 16.737 28.955 .000°
Residual 50.866 88 578
Total 101.076 91

4 Regression 52.547 4 13.137 23.551 .000¢
Residual 48.529 87 558
Total 101.076 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,
interdepartemental communication exist

c. Predictors: (Constant), IV10,awarness about communication difficulties, V14,
interdepartemental communication exist, IV5,overcoming threats of communication

d. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,
interdepartemental communication exist, IV5,overcoming threats of communication,
IV2,communication training program

e. Dependent Variable: DV21,employee satisfaction
By looking to the coefficient table below we seattlthe slopes of regression
between the independent variables: awareness abootmunication difficulties,
communication training program, overcoming threatd communication and
interdepartmental communication exist and the déeet variable employee satisfaction

are (0.452), (0.203), (0.261) and (0.336) respebtiand all are positive.

Based on the t —value for independent variable ¢81943) , p-value (0.000),
independent variable #2(2.047), p-value(0.044),epmohdent variable #5(3.250), p-
value(0.002) and t- value for independent varia#ld( 3.457) , p-value (0.001), we
conclude that this relationship is statisticallygrsficant and has a positive linear

relationship between awareness about communicadiditculties/ communication
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training program / overcoming threats of communacat and interdepartmental

communication exist and the employee satisfaction

By looking to the B column under unstandardizedffaient in the coefficient
table below , we can represent the regression iequas: Y= 0.452 Xu10 +0.336 Xy#i4

+0.203Xv#21t0.261 X5 - 0.691 where Y represent the employee satisfactio

From this equation we can conclude that for every increase in independent
variable #10 employee satisfaction will increas@i#b2 units holding all others constant.
Also for every unit increase in independent vaeabtl4 employee satisfaction will
increase by 0.336 units holding all others constamtl for every unit increase in
independent variable #2 employee satisfaction witrease by 0.203 units holding all
others constant and for every unit increase in peddent variable #5 employee

satisfaction will increase by 0.261 units holditigpghers constant.

This shows that the respondents see “the existehammunication training
program”,"the  existence of interdepartmental comitation”, “overcoming
communication threats”, and “the awareness aboumnuanication difficulties”

contributing to the employee satisfaction.
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order | Partial Part Tolerance VIF

1 (Constant) 1.079 397 2715 .008
IV10,awarness about 757 108 594 7.008 .000 594 594 594 1.000 1.000
communication
difficulties

2 (Constant) 201 440 456 650
IV10,awarness about 638 106 501 6.027 .000 594 538 AT78 910 1.099
communication
difficulties
V14 interdepartemental .383 103 310 3.728 .000 460 367 296 910 1.099
communication exist

3 (Constant) -319 451 -.706 482
IV10,awarness about .559 104 439 5.364 .000 594 496 406 .856 1.169
communication
difficulties
V14 interdepartemental 352 .099 285 3.578 .001 460 .356 271 901 1.110
communication exst
IV5,overcoming threats of 257 .082 249 3.138 .002 422 317 237 912 1.097
communication

4 (Constant) -691 479 -1.443 153
IV10,awarness about 452 15 355 3.943 .000 594 .389 293 680 1.470
communication
difficulties
V14 interdepartemental .336 .097 272 3.457 .001 460 .348 257 894 1.118
communication exist
IV5,0vercoming threats of 261 .080 253 3.250 .002 422 329 241 911 1.098
communication
IV2,communication 203 .099 175 2.047 044 440 214 152 752 1.329
training program

a. Dependent Variable: DV21,employee satisfaction

* Regression analysis for all independent variabée with dependent variable #

22(employee feel respected & involved).

From the model summary table we can see that omgpendent variable
#10(awareness about communication difficulties), dependent variable #13
communication is ethical, independent variable #8munication is transparent and
honest and independent variable #16managers ex@larything to employees, explain

the variation in the dependent variable #22(emm@dgeling of respect & involvement ).

The table also show us an R squared of 0.538,hmmeans that 53.8% of the
variance of the employee feeling of respect & imeohent (dependent variable #22)
model is explained by the independent variable #@lependent variable #13,

independent variable #8 and independent varialfe #1
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Model Summary®

AwN—\E

Change Statistics
Adjusted R Std. Error of R Square
R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
6412 411 405 775 411 62.813 1 90 .000
697° 486 AT74 728 .075 12.956 1 89 001
.718¢ 516 499 710 .030 5.403 1 88 022
733¢ 538 516 698 .022 4123 1 87 045

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV13,communication is ethical

c. Predictors: (Constant), IV10,awarness about communication difficulties, IV13,communication is ethical, IV8,communication
istransparent and honest

d. Predictors: (Constant), IV10,awarness about communication difficulties, IV13,communication is ethical, IV8,communication
istransparent and honest, IV16,managers explain everything to employees

e. Dependent Variable: DV22,employee feeling of respect&involvement

the ANOVA table below. Our model

Therefore we reject the null

To assess the statistical significance of the s=joe model ( the result) we look to

reaches stawdtisignificnace(sig=0.000).

and conclude that raess about communication

difficulties,communication is ethical, communicatids transparent and honest and

managers explain everyhting to employees contribmtemployee feeling of respect &

involvement.
ANOVA®
Sum of

Model Squares df Mean Square F Sig.

1 Regression 37.687 1 37.687 62.813 .000°
Residual 53.998 90 .600
Total 91.685 9N

2 Regression 44.548 2 22.274 42.056 .000°
Residual 47137 89 530
Total 91.685 91

3 Regression 47.275 3 15.758 31.226 .000°
Residual 44.410 88 505
Total 91.685 91

4 Regression 49.284 4 12.321 25.281 .000¢
Residual 42.400 87 A87
Total 91.685 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV13,

communication is ethical

c. Predictors: (Constant), IV10,awarness about communication difficulties, IV13,

communication is ethical, IV8,communication istransparent and honest

d. Predictors: (Constant), IV10,awarness about communication difficulties, IV13,

communication is ethical, IV8,communication istransparent and honest, IV16,
managers explain everything to employees

e. Dependent Variable: DV22,employee feeling of respect&involvement
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By looking to the coefficient table below we seattlthe slopes of regression
between the 4 independent variables: awarenesst atmumunication difficulties,
communication is ethical , communication is tramepaand honest ,managers explain
everything for employees and the dependent vasabtaployees feeling of respect &

involvement are respectively (0.508), (0.269),(3)24nd (0.194) and all positive.

Based on the t —value for independent variable §1858), p-value (0.000),
independent variable #13(2.472), p-value(0.015fependent variable #8(2.293), p-
value(0.024) and t- value for independent varia#lé( 2.030), p-value (0.045), we
conclude that this relationship is statisticallygrsficant and has a positive linear
relationship between awareness about communicaifficulties, communication is
ethical, communication is transparent and honesingars explain everything for

employees and the employee feeling of respect &lvement is positive.

By looking to the B column under unstandardizedffa@ent in the coefficient
table below , we can represent the regression iequas: Y= 0.508 Xx10 +0.269 Xy#13
+0.243Xv#s1t0.194Xv#16 - 0.831 where Y represent the employee feelingespect &

involvement.

From this equation we can conclude that for every uincrease in independent
variable #10 employee feeling of respect & involesmwill increase by 0.508 units
holding all others constant. Also for every unitriease in independent variable #13
employee feeling of respect & involvement will irese by 0.269 units holding all others
constant and for every unit increase in independeamtable #8 employee feeling of

respect & involvement satisfaction will increase43 units holding all others constant
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and for every unit increase in independent variadilé employee feeling of respect &

involvement will increase by 0.194 units holdingahers constant.

This shows that the respondents “awareness abaninoaication difficulties”,
“the existence of ethical communication”,” transggdr & honest communication”, and
“the managers explaining everything to employeesitigbuting to the employee feeling

of respect & involvement.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error, Beta t Sig. Zero-order | Partial Part Tolerance VIF

1 (Constant) 1.091 .361 3.020 .003
IV10,awarness about 778 .098 641 7925 .000 641 641 641 1.000 1.000
communication
difficulties

2 (Constant) 157 427 .366 715
IV10,awarness about 608 104 502 5.879 .000 641 529 A47 794 1.260
communication
difficulties
IV13,communication is .378 105 .307 3.599 .001 535 .356 274 794 1.260
ethical

3 (Constant) -.263 454 -578 565
IV10,awarness about 541 105 446 5.146 .000 641 481 .382 733 1.364
communication
difficulties
IV13,communication is 282 A1 229 2554 012 535 263 189 683 1.464
ethical
IV8,communication 251 .108 207 2325 .022 517 241 172 694 1.440
istransparent and honest

4 (Constant) -.831 527 -1.577 118
IV10,awarness about .508 105 419 4.858 .000 641 462 354 715 1.398
communication
difficulties
IV13,communication is .269 109 218 2472 .015 535 256 180 681 1.469
ethical
IV8,communication 243 106 .201 2.293 .024 517 239 167 693 1.442
istransparent and honest
IV16,managers explain 194 .095 153 2.030 045 317 213 148 941 1.063
everything to employees

a. Dependent Variable: DV22,employee feeling of respect&involvement

* Regression analysis for hypothesis #1 with dependerariable # 17(increase

profitability).

From the model summary table we can see that omlgpendent variable
#10(awareness about communication difficulties) amilependent variable #14
(interdepartmental communication existence), erpldie variation in the dependent

variable #17(increase in profitability).
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The table also shows us an R squared of 0.285,hwhigans that 28.5% of the
variance of the increase in profitability (dependeariable #17) model is explained by the

independent variable #10 and independent variable #

Model Summary*®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 4942 244 236 656 244 29.082 1 90 .000
2 534° 285 269 642 041 5.096 1 89 .026

a. Predictors: (Constant), IV14,interdepartemental communication exist
b. Predictors: (Constant), IV14,interdepartemental communication exist, IV10,awarness about communication difficulties
c. Dependent Variable: DV17 increase profiatbility

To assess the statistical significance of the ssjoa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties,

and interdepartmenetal communication existenceiboté to increase in profitability .

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 12.529 1 12.529 29.082 .0002
Residual 38.775 90 431
Total 51.304 91
2 Regression 14.630 2 7.315 17.751 .000°
Residual 36.675 89 412
Total 51.304 91

a. Predictors: (Constant), IV14,interdepartemental communication exist

b. Predictors: (Constant), V14 interdepartemental communication exist, IV10,
awarness about communication difficulties

c. Dependent Variable: DV17 increase profiatbility
By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: awarenesg @mmunication difficulties, and
interdepartmental communication existence and tkpexdent variable increase in

profitability are (0.192) and (0.379) respectivahd both are positive.
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Based on the t —value for independent variable @1258), p-value (0.026) and
independent variable #14(4.581), p-value (0.00G9, amnclude that this relationship is
statistically significant and has a positive lingatationship between awareness about
communication difficulties and interdepartmentalmeounication existence and the

increase in profitability is positive.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression @guas: Y= 0.192 Xx10 +0.379%vs14

2.106 where Y represents the increase in profitgbil

From this equation we can conclude that for every increase in independent
variable #10 increase in profitability will incready 0.192 units holding all others
constant. Also for every unit increase in indeped@riable #14 increase in profitability

will increase by 0.379 units holding all others stamt.

This shows that the respondents see “awarenesst abomnmunication
difficulties*and “the existence of interdepartmdniommunication” contributing to

enhancement of profitability.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 2.606 283 9.207 .000
V14 interdepartemental 435 .081 494 5.393 .000 494 494 494 1.000 1.000
communication exist
2 (Constant) 2.106 .354 5.945 .000
V14 interdepartemental .379 .083 430 4.581 .000 494 437 A11 910 1.099
communication exist
IV10,awarness about 192 .085 212 2.258 .026 341 233 202 910 1.099
communication
difficulties

a. Dependent Variable: DV17 increase profiatbility
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* Regression analysis for hypothesis #1 with dependerariable # 18(deliver

better products and quality services).

From the model summary table we can see that omependent variable
#10(awareness about communication difficulties) amilependent variable #14
(interdepartmental communication existence), erpldie variation in the dependent

variable #18(better products and services).

The table also shows us an R squared of 0.264;hwhieans that 26.4% of the
variance of better products and services (dependirdble #18) model is explained by

the independent variable #10 and independent Jarls!.

Model Summary*®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 456° 208 199 744 208 23.670 1 90 .000
2 514° 264 248 722 .056 6.762 1 89 011

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV14 interdepartemental communication exist
c. Dependent Variable: DV18,better products and services

To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties,

and interdepartmenetal communication existenceriboté to better products and services

ANOVA°
Sum of
| Model Squares df Mean Square E Sig.
1 Regression 13.116 1 13.116 23670 .0002
Residual 49.873 90 554
Total 62.989 91
2 Regression 16.638 2 8.319 15.974 .000°
Residual 46.351 89 521
Total 62.989 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, V14,
interdepartemental communication exist

c. Dependent Variable: DV18,better products and services
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By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: awarenesg @mmunication difficulties, and
interdepartmental communication existence and dépendent variable better products and

services are (0.384) and (0.242) respectively axthl &re positive.

Based on the t —value for independent variable @#1005), p-value (0.000) and
independent variable #14(2.600), p-value (0.0119, conclude that this relationship is
statistically significant and has a positive lingatationship between awareness about
communication difficulties and interdepartmentalmeounication existence and better

products and services is positive.

By looking to the B column under unstandardizedffa@ent in the coefficient
table below, we can represent the regression @guas: Y= 0.384Xxs10 +0.242Xv#14

1.789 where Y represents better products and ssxvic

From this equation we can conclude that for every increase in independent
variable #10 increase in better products and seswvill increase by 0.384 units holding
all others constant. Also for every unit increasandependent variable #14 increase in

better products and services will increase by 0124t5 holding all others constant.

This shows that the respondents see “interdepataineemmunication”, and "the
existence of awareness about communication diffesil enhance delivering of better

products and services.
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 2.343 347 6.752 .000
IV10,awarness about 459 .094 456 4.865 .000 456 456 456 1.000 1.000
communication
difficulties
2 (Constant) 1.789 .398 4.490 .000
IV10,awarness about .384 .096 382 4.005 .000 456 391 364 910 1.099
communication
difficulties
V14 interdepartemental 242 .093 248 2.600 011 .363 .266 .236 910 1.099
communication exist

a. Dependent Variable: DV18,better products and services

HYPOTHESIS#1 with dependent variabl&3¢

* Regression analysis for hypothesis #1 with dependevariable # 19(have high

level of creativity).

From the model summary table we can see that omependent variable
#10(awareness about communication difficultiespl@xs the variation in the dependent

variable #19(high level of creativity).

The table also shows us an R squared of 0.182;hwhieans that 18.2% of the
variance of high level of creativity (dependentigble #19) model is explained by the

independent variable #10.

Model Summary®

Change Statistics

Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change dft df2 Sig. F Change
1 427° 182 173 860 182 20.087 1 90 .000

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Dependent Variable: DV19,high level of creativity

To assess the statistical significance of the s=joe model ( the result) we look to
the ANOVA table below . Our model reaches stattisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties

contributes to high level of creativity.

71



ANOVA®

Sum of
Model Squares df Mean Square F Sig.
1 Regression 14.867 1 14.867 20.087 .000°
Residual 66.611 90 .740
Total 81.478 91

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Dependent Variable: DV19,high level of creativity

By looking to the coefficient table below we seattlthe slopes of regression
between the independent variable: awareness almmainanication and the dependent

variable high level of creativity is (0.488) andstpositive.

Based on the t —value for independent variable @#14082), p-value (0.000), we
conclude that this relationship is statisticallygrsficant and has a positive linear
relationship between awareness about communicdifboulties existence and high level

of creativity.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression equati: Y= 0.488X410 +1.943 where Y

represents high level of creativity.

From this equation we can conclude that for every increase in independent
variable #10 increase in high level of creatiwitifl increase by 0.488 units holding all

others constant.

This shows that the respondents see “awareness etmomunication difficulties”

enhance higher level of creativity.
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.943 401 4.845 .000
IV10,awarness about 488 109 427 4.482 .000 427 427 427 1.000 1.000
communication
difficulties

a. Dependent Variable: DV19,high level of creativity

HYPOTHESIS #1 with dependent variable #20

* Regression analysis for hypothesis #1with dependewdriable # 20(attract &

retain talented employee).

From the model summary table we can see that omependent variable
#10(awareness about  communication difficulties), dependent  variable
#2(communication and training program), independematiable #9(diversity and
differences are encouraged), explain the variatidghe dependent variable #20(retain and

attract employee).

The table also show us an R squared of 0.462,hmmieans that 46.2% of the
variance of the retain and attract employee (depaineariable #20) model is explained by

the independent variable #10, independent varigbland independent variable #9.

Model Summary?

Change Statistics
Adjusted R Std. Error of R Square
|_Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 8172 381 374 781 .381 55.460 1 90 .000
2 658° 433 421 752 .052 8.195 1 89 .005
3 .680° 462 444 .736 .029 4.753 1 88 .032

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV2,communication training program

c. Predictors: (Constant), IV10,awarness about communication difficulties, IV2,communication training program , IV9,diversity and
differences are encouraged

d. Dependent Variable: DV20,attract and retain talented employee

To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).

Therefore we reject the null and conclude that raess about communication
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difficulties,communication training program and elisity and differences are encouraged

contribute to attract and retain emloyee.

ANOVA!
Sum of
| Model Squares df Mean Square F Sig.
1 Regression 33.834 1 33.834 55.460 .000?
Residual 54.905 90 610
Total 88.739 91
2 Regression 38.464 2 19.232 34.045 .000°
Residual 50.276 89 565
Total 88.739 91
3 Regression 41.040 3 13.680 25.238 .000°
Residual 47.699 88 .542
Total 88.739 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, V2,
communication training program

c. Predictors: (Constant), IV10,awarness about communication difficulties, V2,
communication training program , IV9,diversity and differences are encouraged

d. Dependent Variable: DV20,attract and retain talented employee

By looking to the coefficient table below we seattlthe slopes of regression
between the 3 independent variables: awarenesst atmumunication difficulties,
communication is ethical , communication trainimglgem and diversity and differences
are encouraged, and the dependent variable reteafidalented employee are(0.499),

(0.265) and (0.223)respectively and all are paositiv

Based on the t —value for independent variable ¢1881) , p-value (0.000),
independent variable #2(2.705), p-value(0.008),epahdent variable #9(2.180), p-
value(0.032), we conclude that this relationshipsiatistically significant and has a
positive linear relationship between awarenessutabmmmunication difficulties
,communication training problem and diversity aniffedences are encouraged and

attraction and retention of talented employeeostve .

By looking to the B column under unstandardizedffa@ent in the coefficient
table below, we can represent the regression eguai: Y= 0.499 Xui10 4+0.265 Xvs

"0.223Xv#0+ 0.059 where Y represents the attraction and tietenf talented employee
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From this equation we can conclude that for every uincrease in independent
variable #10 attraction and retention of talentetpleyee will increase by 0.499 units
holding all others constant. Also for every unitrgase in independent variable #2
attractions and retention of talented employee widrease by 0.265 units holding all
others constant and for every unit increase in peddent variable #9 attractions and

retention of talented employee will increase by38.R2nits holding all others constant.

This shows that the respondents see “communicdti@ning programs”,”the
increase in awareness in communication difficultiesd “encouragement of diversity

and differences” contributing to the attraction aeténtion of talented employees.

Coefficients?
Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.118 .364 3.069 .003
IV10,awarness about 737 .099 617 7.447 .000 617 617 617 1.000 1.000
communication
difficulties
2 (Constant) 556 402 1.383 170
IV10,awarness about .583 109 488 5.330 .000 617 492 425 758 1.319
communication
difficulties
IV2,communication .285 .099 262 2.863 .005 503 290 228 758 1.319
training program
3 (Constant) .059 455 129 .898
IV10,awarness about 499 114 418 4.381 .000 617 423 342 671 1.490
communication
difficulties
IV2,communication 265 098 244 2.705 .008 503 277 211 751 1.331
training program
V9 diversity and 223 102 189 2.180 .032 433 226 170 815 1.227
differences are
encouraged

a. Dependent Variable: DV20,attract and retain talented employee

HYPOTHESIS# 1 with dependent variable #21

* Regression analysis for hypothesis #1with dependeviriable # 21(employee

satisfaction).

From the model summary table we can see that omgpendent variable
#10(awareness about communication difficulties), dependent variable #2

(communication and training program), independeriable #5 (overcoming threats of
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communication) and independent variable #14(infgadenental communication exist)

explain the variation in the dependent variable(é&tployee satisfaction).

The table also show us an R squared of 0.520,hmmieans that 52.0% of the
variance of the employee satisfaction (dependemaia #21) model is explained by the
independent variable #10, independent variable #fidependent variable #5 and

independent variable # 2.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 5942 353 346 852 353 49.114 1 90 .000
2 664° 440 428 797 087 13.896 1 89 .000
3 .705¢ 497 480 760 056 9.850 1 88 .002
4 721¢ 520 498 747 023 4.191 1 87 044

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,interdepartemental communication exist

c. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,interdepartemental communication exist, IV5,
overcoming threats of communication

d. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,interdepartemental communication exist, IV5,
overcoming threats of communication, IV2,communication training program

e. Dependent Variable: DV21,employee satisfaction

To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude thatraess about communication difficulties,
communication training program,interdepartementahmunication exist and overcoming

threats contribute to employee satisfaction.
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ANOVA®

Sum of

Model Squares df Mean Square F Sig.

1 Regression 35.685 1 35.685 49.114 .0002
Residual 65.391 90 727
Total 101.076 91

2 Regression 44516 2 22.258 35.024 .000°
Residual 56.560 89 .636
Total 101.076 91

3 Regression 50.210 3 16.737 28.955 .000°
Residual 50.866 88 578
Total 101.076 91

4 Regression 52.547 4 13.137 23.551 .000¢
Residual 48.529 87 558
Total 101.076 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,
interdepartemental communication exist

c. Predictors: (Constant), IV10,awarness about communication difficulties, V14,
interdepartemental communication exist, IV5,overcoming threats of communication

d. Predictors: (Constant), IV10,awarness about communication difficulties, IV14,
interdepartemental communication exist, IV5,overcoming threats of communication,
IV2,communication training program

e. Dependent Variable: DV21,employee satisfaction
By looking to the coefficient table below we seattlthe slopes of regression
between the 4 independent variables: awarenesst atmumunication difficulties,
communication training program, overcoming threatd communication and
interdepartmental communication exist and the dégehvariable employee satisfaction

are(0.452), (0.203), (0.261) and (0.336) respelstiard all are positive..

Based on the t —value for independent variable ¢81943) , p-value (0.000),
independent variable #2(2.047), p-value(0.044),epmohdent variable #5(3.250), p-
value(0.002) and t- value for independent varia#ld( 3.457) , p-value (0.001), we
conclude that this relationship is statisticallygrsficant and has a positive linear

relationship between awareness about communicadidinculties/ communication
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training program / overcoming threats of communacat and interdepartmental

communication exist and the employee satisfaction

By looking to the B column under unstandardizedffaient in the coefficient
table below , we can represent the regression iequas: Y= 0.452 Xu10 +0.336 Xy#i4

+0.203Xv#21t0.261 X5 - 0.691 where Y represent the employee satisfactio

From this equation we can conclude that for every increase in independent
variable #10 employee satisfaction will increas@i#b2 units holding all others constant.
Also for every unit increase in independent vaeabtl4 employee satisfaction will
increase by 0.336 units holding all others constamtl for every unit increase in
independent variable #2 employee satisfaction witrease by 0.203 units holding all
others constant and for every unit increase in peddent variable #5 employee

satisfaction will increase by 0.261 units holditigpghers constant.

This shows that the respondents see “communicatimng programs”, “increase
in interdepartmental communication existence”, ‘fceening threats of communication”,
and “the awareness about communication difficultmmntribute to the enhancement of

employee satisfaction.
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF

1 (Constant) 1.079 .397 2715 .008
IV10,awarness about 757 108 594 7.008 .000 594 594 594 1.000 1.000
communication
difficulties

2 (Constant) 201 440 456 650
IV10,awarness about 638 106 501 6.027 .000 594 538 478 910 1.099
communication
difficulties
V14 interdepartemental .383 103 310 3.728 .000 460 .367 296 910 1.099
communication exist

3 (Constant) -319 451 -706 482
IV10,awarness about 559 104 439 5.364 .000 594 496 406 856 1.169
communication
difficulties
V14 interdepartemental .352 .099 .285 3.578 .001 460 .356 271 901 1.110
communication exist
IV5,overcoming threats of 257 .082 249 3.138 002 422 317 237 912 1.097
communication

4 (Constant) -.691 AT79 -1.443 153
IV10,awarness about 452 115 .355 3.943 .000 594 .389 293 680 1470
communication
difficulties
V14 interdepartemental .336 .097 272 3.457 .001 460 .348 257 894 1.118
communication exist
IV5,0vercoming threats of .261 .080 253 3.250 .002 422 329 241 911 1.098
communication
IV2,communication .203 .099 175 2.047 .044 440 214 152 752 1.329
training program

a. Dependent Variable: DV21,employee satisfaction

HYPOTHESIS# 1 with dependent variable #22

* Regression analysis for hypothesis #1 with dependerariable # 22(employee

feel respected and involved).

From the model summary table we can see that omlgpendent variable
#10(awareness about communication difficulties) amdlependent variable #9
(communication is ethical), explain the variationthe dependent variable #22(employee

feeling of respect & involvement).

The table also show us an R squared of 0.476,hmmeans that 47.6% of the
variance of the employee feeling of respect & imeohent (dependent variable #22)

model is explained by the independent variableatidindependent variable #9.
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Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 6412 411 405 775 411 62.813 1 90 .000
2 690° 476 464 .735 .065 11.038 1 89 .001

a. Predictors: (Constant), IV10,awarness about communication difficulties
b. Predictors: (Constant), IV10,awarness about communication difficulties, IV9,diversity and differences are encouraged
c. Dependent Variable: DV22,employee feeling of respect&involvement

To assess the statistical significance of the s=joe model ( the result) we look to
the ANOVA table below .Our model reaches statidtsignificnace(sig=0.000).Therefore
we reject the null and conclude that awarness tabommunication difficulties and

diversity and differences are encouraged contrikatemployee feeling of respect &

involvement.
ANOVAS®
Sum of

Model Squares df Mean Square F Sig.

1 Regression 37.687 1 37.687 62.813 .000°
Residual 53.998 90 .600
Total 91.685 91

2 Regression 43.645 2 21.822 40.428 .000°
Residual 48.040 89 .540
Total 91.685 91

a. Predictors: (Constant), IV10,awarness about communication difficulties

b. Predictors: (Constant), IV10,awarness about communication difficulties, IV9,diversity
and differences are encouraged

c. Dependent Variable: DV22,employee feeling of respect&involvement

By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: awarenesst @mmunication difficulties and
diversity and differences are encouraged and tperdient variable employees feeling of

respect & involvement are (0.634), and (0.337) eespely and both positive.

Based on the t —value for Independent variable @1078), p-value (0.000) and
independent variable #9(3.322), p-value (0.001), awaclude that this relationship is

statistically significant and has a positive lingatationship between awarness about
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communication difficulties and diversity and diéeices are encouraged and the employee

feeling of respect & involvement is positive.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression eguais: Y= 0.634 Xuo +0.337

Xv#910.278 where Y represents the employee feelingsgect & involvement.

From this equation we can conclude that for every increase in independent
variable #10 employee feeling of respect & involesmwill increase by 0.634 units
holding all others constant. And also for everytuncrease in independent variable #9
employee feeling of respect & involvement will irase by 0.337 units holding all others

constant.

This shows that the respondents see “encourageneéntdiversity and
differences”,"the increase in the awareness abontneunication difficulties” contribute

to the enhancement of employees feeling of respéattolvement.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model| B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.091 361 3.020 .003
IV10,awarness about 778 098 641 7.925 .000 641 641 641 1.000 1.000
communication
difficulties
2 (Constant) 278 421 661 510
IV10,awarness about 634 103 523 6.178 .000 641 .548 474 .823 1216
communication
difficulties
V9, diversity and 337 102 .281 3.322 .001 501 .332 .255 823 1.216
differences are
encouraged

a. Dependent Variable: DV22,employee feeling of respect&involvement

HYPOTHESIS #2 with dependent variable #17

* Regression analysis for hypothesis #2 with dependerariable # 17(increase in

profitability).
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From the model summary table we can see that omependent variable
#12(feedback is motivational and technical), exathe variation in the dependent

variable #17(increase in profitability).

The table also shows us an R squared of 0.296chwimneans that 29.6% of

(dependent variable #17) model is explained byridependent variable #12.

Model Summary®

Change Statistics

Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change dft df2 Sig. F Change
1 5442 296 288 634 296 37.800 1 90 .000

a. Predictors: (Constant), IV12,feedback is motivational and techincal
b. Dependent Variable: DV17 increase profiatbility

To assess the statistical significance of the s=joa model ( the result) we look to
the ANOVA table below. Our model reaches statidtisignificnace(sig=0.000).
Therefore we reject the null and conclude thatilbeek is motivational and technical

contributes to increase in profitability

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 15.175 1 15.175 37.800 .0002
Residual 36.130 90 401
Total 51.304 91

a. Predictors: (Constant), IV12 feedback is motivational and techincal
b. Dependent Variable: DV17,increase profiatbility

By looking to the coefficient table below we seattlthe slope of regression
between the independent variable: feedback is mbival/technical, the dependent

variable increase in profitability is (0.532), ah positive.

Based on the t —value for independent variable @1248), p-value (0.000), we

conclude that this relationship is statisticallygrsficant and has a positive linear
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relationship between feedback is motivational aechnical contributes to increase in

profitability.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression enguasi: Y= 0.532 Xx12+1.994 where Y

represent the increase in profitability.

From this equation we can conclude that for every increase in independent

variable #12 will increase in profitability by 0.33inits holding all others constant.

This shows that the respondents see “motivatiotethnical feedback with

employees” contribute to enhancement in profitabili

Coefficients®

Standardized
| Unstandardized Coefficients | Coefficients | Correlations Collinearity Statistics |
Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF

1 (Constant) 1.994 347 5748 .000

V12 feedback is 532 .087 544 6.148 .000 544 544 544 1.000 1.000
motivational and techincal

a. Dependent Variable: DV17 increase profiatbility

HYPOTHESIS #2 with dependent variable #18

* Regression analysis for hypothesis #2 with depenaevariable # 18(deliver

better product & quality services).

From the model summary table we can see that omlgpendent variable
#12(feedback is motivational and technical) andepwhdent variable #15(practice of

MBWA), explain the variation in the dependent vhlea#18(better products and services).

The table also shows us an R squared of 0.21@;hwhieans that 21.0% of the
variance of the employee feeling of respect & imeohent (dependent variable #18)

model is explained by the independent variableai®independent variable #15.
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Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 3772 142 133 775 142 14.954 1 90 .000
2 A458° 210 192 .748 .068 7611 1 89 .007

a. Predictors: (Constant), IV12,feedback is motivational and techincal
b. Predictors: (Constant), IV12 feedback is motivational and techincal, IV15,practiceof MBWA
c. Dependent Variable: DV18,better products and services

To assess the statistical significance of the s=joe model ( the result) we look to
the ANOVA table below . Our model reaches sta#tisignificnace(sig=0.000).
Therefore we reject the null and conclude thadllbeek is motivational and technical and

practice of MBWA contribute to better products aedvices.

ANOVAS
Sum of
Model Squares df Mean Square F Sig.
1 Regression 8.975 1 8.975 14.954 .0002
Residual 54.014 90 .600
Total 62.989 91
2 Regression 13.230 2 6.615 11.832 .000°
Residual 49.759 89 559
Total 62.989 91

a. Predictors: (Constant), IV12,feedback is motivational and techincal

b. Predictors: (Constant), IV12,feedback is motivational and techincal, IV15,practiceof
MBWA

c. Dependent Variable: DV18,better products and services
By looking to the coefficient table below we seattlthe slope of regression
between the independent variables: feedbacks isvational and technical, practice of
MBWA and the dependent variable better products serdices are (0.324) and (0.252)

respectively, and both are positive.

Based on the t —value for independent variable @1233), p-value (0.003) and

independent variable #15(2.759), p-value (0.00®, conclude that this relationship is
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statistically significant and has a positive linegglationship between feedback is

motivational and technical and practice of MBWA dmdter products and services.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression eguais: Y= 0.324 Xu» +0.252

Xv#15+11.868 where Y represents better products anacest

From this equation we can conclude that for every increase in independent
variable #12 better products and services willease by 0.324 units holding all others
constant. And also for every unit increase in iredgent variable #15 better products and

services will increase by 0.252 units holding #ieys constant.

This shows that the respondents see “the practiddBWA”, “the increase of

motivational/ technical feedback” contribute toidet of better products and services.

Coefficients?

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 2379 424 5.610 .000
V12 feedback is 409 106 377 3.867 .000 377 377 377 1.000 1.000
motivational and techincal
2 (Constant) 1.868 449 4.157 .000
V12 feedback is 324 107 .299 3.033 .003 377 .306 .286 916 1.092
motivational and techincal
V15, practiceof MBWA 252 .091 272 2.759 .007 .358 .281 .260 916 1.092

a. Dependent Variable: DV18 better products and services

HYPOTHESIS# 2 with dependent variable #19

» Regression analysis for hypothesis #2 with dependerariable # 19(have high

level of creativity).

From the model summary table we can see that omlgpendent variable
#12(feedback is motivational and technical), exmathe variation in the dependent

variable #19(high level of creativity).
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The table also shows us an R squared of 0.103;hwhieans that 10.3% of the
variance of the high level of creativity (dependeatiable #19) model is explained by the

independent variable #12.

Model Summary®

Change Statistics

Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 .320° 103 093 901 103 10.294 1 90 .002

a. Predictors: (Constant), IV12,feedback is motivational and techincal
b. Dependent Variable: DV19,high level of creativity

To assess the statistical significance of the s=joa model ( the result) we look to
the ANOVA table below . Our model reaches statisignificnace(sig=0.002).
Therefore we reject the null and conclude thatilbeek is motivational and technical

contributes to high level of creativity.

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 8.363 1 8.363 10.294 .0022
Residual 73.115 90 812
Total 81.478 91

a. Predictors: (Constant), IV12,feedback is motivational and techincal
b. Dependent Variable: DV19,high level of creativity

By looking to the coefficient table below we seattlthe slope of regression
between the independent variable: feedback is mbival/technical and the dependent

variable high creativity is (0.395) and it is posat

Based on the t —value for independent variable @1208), p-value (0.002), we
conclude that this relationship is statisticallygrsficant and has a positive linear

relationship between feedback is motivational awothnical and high level of creativity.
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By looking to the B column under unstandardizedfftment in the coefficient
table below, we can represent the regression eguasi: Y= 0.395 Xx12 +2.142 where Y

represent high level of creativity.

From this equation we can conclude that for every increase in independent
variable #12 high level of creativity will increassy 0.395 units holding all others

constant.

This shows that the respondent see “motivationathhical feedback with

employees” contribute to enhance high level of veg.

Coefficients®

Standardized
| Unstandardized Coefficients | Coefficients Correlations Collinearity Statistics |
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF

1 (Constant) 2.142 493 4.340 .000

V12 feedback is .395 123 .320 3.208 .002 320 320 320 1.000 1.000
motivational and techincal

a. Dependent Variable: DV19,high level of creativity

HYPOTHESIS# 2 with dependent variable #20

* Regression analysis for hypothesis #2 with dependerariable # 20(attract &

retain talented employee).

From the model summary table we can see that omlgpendent variable
#12(feedback is motivational and technical) ancepehdent variable #7(suggestions are
encouraged), explain the variation in the dependertable #20(attract and retain

employee).

The table also shows us an R squared of 0.29khwhieans that 29.1% of the
variance of the attraction and retention of empdoy@ependent variable #20) model is

explained by the independent variable #12 and iexd@gnt variable #7.
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Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 4872 237 228 867 237 27.928 1 90 .000
2 539° 291 275 841 .054 6.782 1 89 011

a. Predictors: (Constant), IV12,feedback is motivational and techincal
b. Predictors: (Constant), IV12 feedback is motivational and techincal, IV7,suggestions are encouraged
c. Dependent Variable: DV20,attract and retain talented employee

To assess the statistical significance of the s=joe model ( the result) we look to
the ANOVA table below. Our model reaches statitisignificnace(sig=0.000).
Therefore we reject the null and conclude thadllbeek is motivational and technical and

sugestions are encouraged contribute to attraatidiretention of employees.

ANOVAS
Sum of
Model Squares df Mean Square F Sig.
1 Regression 21.016 1 21.016 27.928 .0002
Residual 67.723 90 752
Total 88.739 91
2 Regression 25.811 2 12.906 18.253 .000°
Residual 62.928 89 707
Total 88.739 91

a. Predictors: (Constant), IV12,feedback is motivational and techincal

b. Predictors: (Constant), IV12,feedback is motivational and techincal, IV7,suggestions
are encouraged

c. Dependent Variable: DV20,attract and retain talented employee
By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: feedbacksmativational/technical, and
suggestions are encouraged attraction and the depemariable retention of employees

are (0.486) and (0.362) respectively and both asttige.

Based on the t —value for independent variable (@1238), p -value (0.000) and
independent variable #7 (2.604), p-value (0.0119, a@nclude that this relationship is

statistically significant and has a positive linegglationship between feedback is
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motivational and technical and suggestions arewaged and attraction and retention of

employees.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression @guais: Y= 0.486 Xu1» +0.362

Xwv#71t2.98 where Y represents attraction and retenti@mployees.

From this equation we can conclude that for every increase in independent
variable #12 attraction and retention of employe#isincrease by 0.486 units holding all
others constant. And also for every unit increasmdependent variable #7 attraction and

retention of employees will increase by 0.362 uhdkling all others constant.

This shows that the respondents see “encourageafesuggestions”, and “the
increase in motivational/technical feedback” cdniting to enhancement of attraction &

retention of talented employee.

Coefficients®
Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order | Partial Part Tolerance VIF
1 (Constant) 1.297 A75 2732 .008
V12 feedback is 626 118 487 5.285 .000 A87 487 487 1.000 1.000
motivational and techincal
2 (Constant) .298 599 497 621
V12 feedback is 486 127 .378 3.838 .000 487 377 .343 821 1.218
motivational and techincal
IV7,suggestions are .362 139 257 2.604 011 416 266 232 821 1.218
encouraged

a. Dependent Variable: DV20,attract and retain talented employee

HYPOTHESIS #2 with dependent variable #21

* Regression analysis for hypothesis #2 with dependerariable # 21(employee

satisfaction).
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From the model summary table we can see that omependent variable
#12(feedback is motivational and technical) andepehdent variable #15(practice of

MBWA), explain the variation in the dependent vhlea#21 (employee satisfaction).

The table also shows us an R squared of 0.283;hwhieans that 28.3% of the
variance of the employee satisfaction (dependemaia #21) model is explained by the

independent variable #12 and independent variale #

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change ol df2 Sig. F Change
1 4722 223 214 934 223 25.830 1 90 .000
2 5320 283 267 902 .060 7.460 1 89 .008

a. Predictors: (Constant), IV12,feedback is motivational and techincal
b. Predictors: (Constant), IV12,feedback is motivational and techincal, IV15,practiceof MBWA
c. Dependent Variable: DV21,employee satisfaction

To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude thatilbaek is motivational and technical and

practice of MBWA contribute to employee satisfantio

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 22.540 1 22.540 25.830 .000°
Residual 78.536 90 873
Total 101.076 91
2 Regression 28.613 2 14.307 17.572 .000°
Residual 72.463 89 814
Total 101.076 91

a. Predictors: (Constant), IV12 feedback is motivational and techincal

b. Predictors: (Constant), IV12,feedback is motivational and techincal, IV15,practiceof
MBWA

c. Dependent Variable: DV21,employee satisfaction
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By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: feedbacksots/ational/technical, and practice
of MBWA and the dependent variable employee satigfa are (0.546) and (0.301)

respectively and both are positive.

Based on the t —value for independent variable @#1242), p-value (0.000) and
independent variable #15(2.731), p-value (0.008), aonclude that this relationship is
statistically significant and has a positive linealationship between feedback is

motivational and technical and practice of MBWA amdployee satisfaction.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression emuats: Y= 0.546 Xz +0.301

Xw#15+0.631 where Y represents employee satisfaction.

From this equation we can conclude that for every increase in independent
variable #12 employee satisfaction will increas@B46 units holding all others constant.
And also for every unit increase in independentaide #15 employee satisfaction will

increase by 0.301 units holding all others constant

This shows that the respondents see “MBWA pradiciand “ the increase in

motivational/technical feedback” contributing tchancement of employee satisfaction.

Coefficients?®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.242 511 2429 .017
V12 feedback is 648 128 AT2 5.082 .000 AT2 AT2 AT2 1.000 1.000
motivational and techincal
2 (Constant) 631 542 1.164 247
V12 feedback is 546 129 .398 4.242 .000 472 410 .381 916 1.092
motivational and techincal
IV15 practiceof MBWA .301 110 256 2.731 .008 372 278 245 916 1.092

a. Dependent Variable: DV21,employee satisfaction
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HYPOTHESIS# 2 with dependent variable # 22

* Regression analysis for #2 with dependent variablé 22(employee feel

respected & involved).

From the model summary table we can see that omependent variable
#12(feedback is motivational and technical) ancepahdent variable #7(suggestion are
encouraged), explain the variation in the dependanible #22 (employee feeling of

respect & involvement).

The table also shows us an R squared of 0.285xhwhieans that 28.5% of the
variance of the employee feeling of respect & imeohent (dependent variable #22)

model is explained by the independent variableai®independent variable #7.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change ol df2 Sig. F Change
1 4552 207 198 899 207 23489 1 90 .000
2 534° 285 269 858 078 9.768 1 89 .002

a. Predictors: (Constant), IV7,suggestions are encouraged
b. Predictors: (Constant), IV7,suggestions are encouraged, IV12,feedback is motivational and techincal
c. Dependent Variable: DV22,employee feeling of respect&involvement

To assess the statistical significance of the s=joe model ( the result) we look to
the ANOVA table below . Our model reaches stat#tisignificnace(sig=0.000).
Therefore we reject the null and conclude thadllbeek is motivational and technical and

suggestions are encouraged contribute to emplegdiag of respect & involvement.
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ANOVA°

Sum of
Model Squares df Mean Square F Sig.
1 Regression 18.976 1 18.976 23.489 .000?
Residual 72.709 90 .808
Total 91.685 91
2 Regression 26.167 2 13.083 17.773 .000°
Residual 65.518 89 .736
Total 91.685 91

a. Predictors: (Constant), IV7,suggestions are encouraged

b. Predictors: (Constant), IV7,suggestions are encouraged, IV12,feedback is
motivational and techincal

c. Dependent Variable: DV22,employee feeling of respect&involvement
By looking to the coefficient table below we seattlthe slopes of regression
between the two independent variables: feedbacksmativational/technical, and
suggestions are encouraged and the dependent leaeaiployee feeling of respect &

involvement are (0.546) and (0.301) respectively lanth are positive.

Based on the t —value for independent variable @1225), p-value (0.002) and
independent variable #7(3.278), p-value (0.001), amaclude that this relationship is
statistically significant and has a positive linegglationship between feedback is
motivational and technical and suggestions are waged and employee feeling of

respect & involvement.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression eguads: Y= 0.404 Xu, 40.465

Xw#71t0.300 where Y represent employee feeling ofeesg involvemen.

From this equation we can conclude that for every increase in independent
variable #12 employee feeling of respect & involeemwill increase by 0.404 units

holding all others constant. And also for everytuncrease in independent variable #7
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employee feeling of respect & involvemen will inase by 0.465 units holding all others

constant.

This shows that the respondents see “encouragirmgogees suggestions”, and
“the increase in motivational/ technical feedbaadtdntributing to enhancement of

employees feeling of respect & involvement.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model| B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.089 584 1.865 .065
IV7,suggestions are 652 135 455 4.847 .000 455 455 455 1.000 1.000
encouraged
2 (Constant) .300 612 491 624
V7, ,suggestions are 465 142 324 3.278 .001 455 328 294 821 1.218
encouraged
V12 feedback is 404 129 .309 3.125 .002 446 314 .280 821 1.218
motivational and techincal

a. Dependent Variable: DV22,employee feeling of respect&involvement

HYPOTHESIS# 3 with dependent variable # 17

* Regression analysis for hypothesis #3with dependerariable # 17(increase in

profitability).

From the model summary table we can see that omependent variable
#13(communication is ethical), independent varigtlé (managers explain everything to
employees), independent variable #8(communicat®ntransparent and honest) and
independent variable #11(self expression is engaaba explain the variation in the

dependent variable #17(increase profitability).

The table also show us an R squared of 0.334,hmmeans that 33.4% of the
variance of the employee satisfaction (dependemébla #17) model is explained by the
independent variable #13, independent variable #fh@ependent variable #8 and

independent variable #11.
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Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 402° 162 152 691 162 17.349 1 90 .000
2 506° 256 239 655 094 11.275 1 89 .001
3 545° 297 273 640 041 5.105 1 88 026
4 578° 334 304 627 038 4.926 1 87 029

a. Predictors: (Constant), IV13,communication is ethical
b. Predictors: (Constant), IV13,communication is ethical, IV16,managers explain everything to employees

c. Predictors: (Constant), IV13,communication is ethical, IV16,managers explain everything to employees, IV8,communication
istransparent and honest

d. Predictors: (Constant), IV13,communication is ethical, IV16,managers explain everything to employees, IV8,communication
istransparent and honest, IV11,self expressing is encouraged

e. Dependent Variable: DV17 increase profiatbility

To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude that momication is ethical, managers
explain everything to employees, communication rengparent and honest, and self

expression is encouraged contribute to increasadoility.

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 8.292 1 8.292 17.349 .000°
Residual 43.013 90 478
Total 51.304 91
2 Regression 13.128 2 6.564 15.303 .000°
Residual 38.176 89 429
Total 51.304 91
3 Regression 15.221 3 5.074 12.374 .000°
Residual 36.083 88 410
Total 51.304 91
4 Regression 17.155 4 4.289 10.926 .000¢
Residual 34.150 87 393
Total 51.304 91

a. Predictors: (Constant), IV13,communication is ethical

b. Predictors: (Constant), IV13,communication is ethical, IV16,managers explain
everything to employees

c. Predictors: (Constant), IV13,communication is ethical, IV16,managers explain
everything to employees, IV8,communication istransparent and honest

d. Predictors: (Constant), IV13,communication is ethical, IV16,managers explain
everything to employees, IV8,communication istransparent and honest, IV11,self
expressing is encouraged

e. Dependent Variable: DV17 increase profiatbility
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By looking to the coefficient table below we seattlthe slopes of regression
between the independent variables: communicationetisical, managers explain
everything to employees, communication is transgaasmd honest, and the dependent
variable increase profitability are (0.321), (0.3260.233) respectively and for the
independent variable self expression is encouragédthe dependent variable increase in

profitability is (-0.217) and it is negative.

Based on the t —value for independent variable ¢gLG65) , p-value (0.003),
IV#16(3.749), p-value(0.000), and independent \meia#8(2.524), p-value(0.013), and t-
value for independent variable #11( -2.219) , psal0.029), we conclude that this
relationship is statistically significant and haspasitive linear relationship between
communication is ethical, managers explain evenghio employees, communication is
transparent and honest, and the increase in ghdity. As for the t- value for
independent variable #11(-2.219), p-value (0.028), conclude that this relationship is
statistically significant and has a negative lineglationship between self expression is

encouraged and the increase in profitability

By looking to the B column under unstandardizedffa@ent in the coefficient
table below , we can represent the regression iequas: Y= 0.321 X#13 +0.326 Xy#16

+0.233Xvss - 0.217Xv#11 +1.321 where Y represent the increase in prafitab

From this equation we can conclude that for every uncrease in independent
variable #13 increase in profitability will incready 0.321 units holding all others
constant. Also for every unit increase in indeped@riable #16 increase in profitability
will increase by 0.326 units holding all others stamt and for every unit increase in

independent variable #8 increase in profitabilityl wmcrease by 0.233 units holding all
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others constant and for every unit increase in peddent variable #11 increase in

profitability will decrease by -0.217 units holdiad others constant.

This shows that the respondents see “ manageraretpns to employees”,
“‘communication is ethical’, and “communication rarisparent and honest” contributing
to enhance profitability, while the respondent Seelf-expression” contributing to

decrease profitability.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model| B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF

1 (Constant) 2.578 .369 6.976 .000
IV13,communication is 370 .089 402 4.165 .000 402 402 402 1.000 1.000
ethical

2 (Constant) 1.599 456 3.510 .001
IV13,communication is 321 085 .349 3.755 .000 402 370 343 971 1.030
ethical
IV16,managers explain .296 .088 312 3.358 .001 371 .335 .307 971 1.030
everything to employees

3 (Constant) 1.199 479 2503 .014
IV13,communication is 216 .096 235 2.264 .026 402 235 202 742 1.347
ethical
IV16,managers explain .280 086 295 3.242 .002 371 327 290 964 1.037
everything to employees
IV8,communication 212 .094 234 2.259 .026 .396 234 .202 747 1.339
istransparent and honest

4 (Constant) 1.357 474 2.862 .005
IV13,communication is 321 105 .348 3.065 .003 402 312 .268 592 1.689
ethical
IV16,managers explain .326 .087 344 3.749 .000 371 373 .328 .909 1.100
everything to employees
IV8,communication 233 .092 257 2.524 .013 .396 .261 221 739 1.353
istransparent and honest
IV11,self expressing is -217 098 -.242 -2.219 .029 146 -.231 -194 646 1.548
encouraged

a. Dependent Variable: DV17 increase profiatbility

HYPOTHESIS# 3 with dependent variable # 18

* Regression analysis for hypothesis #3 with depenttevariable # 18(deliver

better product and quality services)

From the model summary table we can see that odigpendent variable #4(free
open sharing of information), explains the variatio the dependent variable #18 (better

products and services).
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The table also shows us an R squared of 0.124;hwhieans that 12.4% of the
variance of better products and services (dependirdble #18) model is explained by

the independent variable #4 free open sharingfofrmation.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change |
1 3522 124 114 783 124 12.721 1 90 .001

a. Predictors: (Constant), IV4,free open sharing of information
b. Dependent Variable: DV18,better products and services

To assess the statistical significance of the s=joe model ( the result) we look to

the ANOVA table below . Our model reaches stat#tisignificnace(sig=0.001).

Therefore we reject the null and conclude thae fapen sharing of information

contributes tobetter products and services.

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 7.800 1 7.800 12.721 .0012
Residual 55.189 90 613
Total 62.989 91

a. Predictors: (Constant), IV4,free open sharing of information
b. Dependent Variable: DV18,better products and services

By looking to the coefficient table below we seattlthe slope of regression
between the independent variable: free open sharinigformation and the dependent

variable better products and services is (0.348)itais positive.

Based on the t —value for independent variable 3t86{), p-value (0.001), we
conclude that this relationship is statisticallygrsficant and has a positive linear

relationship between free open sharing of infororatind better products and services.

98



By looking to the B column under unstandardizedfftment in the coefficient
table below, we can represent the regression eguasi: Y= 0.340 X4 + 2.657 where Y

represent better products and services.

From this equation we can conclude that for every increase in independent
variable #4 will increase better products and sewiby 0.340 units holding all others

constant.

This shows that the respondents see “free openinghasf information”

contributing to deliver better products and service

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 2.657 .382 6.950 .000
IV4 free open sharing of .340 .095 .352 3.567 .001 352 352 352 1.000 1.000
information

a. Dependent Variable: DV18 better products and services

HYPOTHESIS# 3 with dependent variable # 19

* Regression analysis for hypothesis #3 with depenadevariable # 19(have high

level of creativity).

From the model summary table we can see that omlgpendent variable
#13(communication is ethical), explains the vaoiatin the dependent variable #19 (high

level of creativity).

The table also shows us an R squared of 0.091chwineans that 9.1% of the
variance of high level of creativity (dependentigble #19) model is explained by the

independent variable #13 communication is ethical.
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Model Summary®

L Model

1

Change Statistics
Adjusted R Std. Error of R Square
R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
.3012 091 081 907 091 8.969 1 90 .004

a. Predictors: (Constant), IV13,communication is ethical
b. Dependent Variable: DV19,high level of creativity

To assess the statistical significance of the s=joa@ model ( the result) we look to

the ANOVA table below . Our model reaches statisignificnace(sig=0.004).
Therefore we reject the null and conclude that moimication is ethical contributes to

high level of creativity.

ANOVA®
Sum of
| Model Squares df Mean Square F Sig.
1 Regression 7.384 1 7.384 8.969 0042
Residual 74.094 90 .823
Total 81478 91

a. Predictors: (Constant), IV13,communication is ethical
b. Dependent Variable: DV19,high level of creativity

By looking to the coefficient table below we seattlthe slope of regression
between the independent variable: communicatiathgal, the dependent variable high

level of creativity is (0.349), and it is positive.

Based on the t —value for independent variable @1995), p-value (0.004), we
conclude that this relationship is statisticallygrsficant and has a positive linear

relationship between communication is ethical aigth Fevel of creativity.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression eguasi: Y= 0.349 Xx13+ 2.271 where Y

represent high level of creativity.
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From this equation we can conclude that for every uincrease in independent

variable #13 will increase high level of creativiby 0.349 units holding all others

constant.

This shows that the respondents see “ethical cormation” contributing to high

level of creativity.

Coefficients®
Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 2271 485 4.684 .000
I\{r1]_3,c:)mm unication is .349 117 .301 2.995 .004 .301 .301 .301 1.000 1.000
ethica

a. Dependent Variable: DV19,high level of creativity

HYPOTHESIS# 3 with dependent variable # 20

* Regression analysis for hypothesis #3with dependerariable # 20(attract

and retain talented employee).

From the model summary table we can see that omiependent variable
#8(communication is transparent and honest) anepieidident variable #11(self expressing

is encouraged) explain the variation in the depenhdariable #20(attract and retain

talented employee).

The table also show us an R squared of 0.249,hmmeans that 24.9% of the
variance of the attraction and retention of taldrneenployees (dependent variable #20)

model is explained by the independent variablertBiadependent variable #11.

Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
|_Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 4392 193 184 892 193 21494 1 90 .000
2 499° 249 232 865 .057 6.701 1 89 011

a. Predictors: (Constant), IV11,self expressing is encouraged

b. Predictors: (Constant), IV11,self expressing is encouraged, IV8,communication istransparent and honest
c. Dependent Variable: DV20,attract and retain talented employee
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To assess the statistical significance of the s=joa@ model ( the result) we look to
the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude that rooimication is transparent and honest

and self expressing is encouraged contribute ttacatand retain talented employee.

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 17.107 1 17.107 21.494 .0002
Residual 71.632 90 796
Total 88.739 91
2 Regression 22122 2 11.061 14.778 .000°
Residual 66.617 89 .749
Total 88.739 91

a. Predictors: (Constant), IV11,self expressing is encouraged

b. Predictors: (Constant), IV11,self expressing is encouraged, IV8,communication
istransparentand honest

c. Dependent Variable: DV20,attract and retain talented employee

By looking to the coefficient table below we seattlthe slopes of regression
between the independent variable: communicatiortsaissparent and honest, and self-
expressing is encouraged and the dependent vaa#tibdetion and retention of talented

employees are (0.304), and (0.409) respectivelybaitid are positive.

Based on the t —value for independent variable .88@), p-value (0.011), and t-
value for independent variable #11(3.525), p-va(0e001l), we conclude that this
relationship is statistically significant and haspasitive linear relationship between
communication is transparent and honest, self egprg is encouraged and the attraction

and retention of talented employees .

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression exuati: Y=0.304 Xyss +0.409%Xy#11 -

0.867 where Y represents the attraction and retemti talented employees
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From this equation we can conclude that for every uincrease in independent
variable #8 the attraction and retention of taldréenployee will increase by 0.304 units
holding all others constant and for every unit @ase in independent variable #11 the
attraction and retention of talented employee wtirease by 0.409 units holding all

others constant.

This shows that the respondents see “self exprméssend “the increase in
transparent & honest communication” contributingetthancement of the attraction &

retention of talented employee.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.713 452 3.793 .000
IV11,self expressing is 518 112 439 4.636 .000 439 439 439 1.000 1.000
encouraged
2 (Constant) 867 546 1.587 116
IV11,self expressing is 409 116 .347 3.525 .001 439 .350 324 870 1.150
encouraged
IV8,communication 304 17 255 2.589 011 .380 265 238 870 1.150
istransparent and honest

a. Dependent Variable: DV20,attract and retain talented employee

HYPOTHESIS #3 with dependent variable #21

* Regression analysis for hypothesis #3with dependerariable # 21(employee

satisfaction).

From the model summary table we can see that omlgpendent variable
#8(communication is transparent and honest) anépieddent variable #16(managers
explain everything to employees) explain the vamatin the dependent variable

#22(employee satisfaction).

The table also show us an R squared of 0.313,hmmieans that 31.3% of the
variance of the employee satisfaction (dependemaia #21) model is explained by the

independent variable #8 and independent varialfie #1
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Model Summary®

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Square the Estimate Change F Change df1 df2 Sig. F Change
1 4752 225 2217 933 225 26.170 1 90 .000
2 .560° 313 298 .883 .088 11.401 1 89 .001

a. Predictors: (Constant), IV8,communication istransparent and honest
b. Predictors: (Constant), IV8,communication istransparent and honest, IV16,managers explain everything to employees
c. Dependent Variable: DV21,employee satisfaction

To assess the statistical significance of the s=joa model ( the result) we look to
the ANOVA table below . Our model reaches stat#tisignificnace(sig=0.001).
Therefore we reject the null and conclude that rooimication is transparent and honest

and managers explain everything to employees ¢anéi to employee satisfaction.

ANOVAS
Sum of
Model Squares df Mean Square F Sig.
1 Regression 22.770 1 22.770 26.170 .0002
Residual 78.307 90 870
Total 101.076 91
2 Regression 31.662 2 15.831 20.297 .000°
Residual 69.415 89 .780
Total 101.076 91

a. Predictors: (Constant), IV8,communication istransparent and honest

b. Predictors: (Constant), IV8,communication istransparent and honest, IV16,
managers explain everything to employees

c. Dependent Variable: DV21,employee satisfaction
By looking to the coefficient table below we seattlthe slopes of regression
between the independent variables: communicatiengransparent and honest, and
managers explain everything to employees and thgerdkent variable employee

satisfaction are (0.545), and (0.400) respectiaeky both are positive.

Based on the t —value for independent variable .888), p-value (0.000), and t-
value for independent variable #16(3.377), p-va(0e001l), we conclude that this

relationship is statistically significant and haspasitive linear relationship between
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communication is transparent and honest, and managelain everything to employees

and the employee satisfaction.

By looking to the B column under unstandardizedfft@ent in the coefficient
table below, we can represent the regression exuat: Y=0.545 Xysg +0.400Xy#16 -

0.087 where Y represents the employee satisfaction

From this equation we can conclude that for every increase in independent
variable #8 employee satisafction will increaseOl45 units holding all others constant
and for every unit increase in independent varigdé the employee satisfaction will

increase by 0.400 units holding all others constant

This shows that the respondents see “managersratiglas to employees”, and,

“increasing honest & transparent communication"tabaoting to employee satisfaction.

Coefficients®

Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.261 505 2498 .014
IV8,communication .604 118 475 5116 .000 475 475 475 1.000 1.000
istransparent and honest
2 (Constant) -.087 623 -.140 .889
IV8,communication 545 113 428 4818 .000 AT75 455 423 976 1.024
istransparent and honest
IV16,managers explain 400 118 .300 3.377 .001 .366 .337 297 976 1.024
everything to employees

a. Dependent Variable: DV21,employee satisfaction

HYPOTHESIS# 3 with dependent variable # 22

* Regression analysis for hypothesis #3with dependerariable # 22(employee

feel respected & involved).

From the model summary table we can see that omfependent variable

#13(communication is ethical), independent varig@@é&communication is transparent and
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honest) and independent variable #11(self expnessiencouraged) explain the variation

in the dependent variable #22(employee feelingggpect & involvement).

The table also show us an R squared of 0.417,hmmeans that 41.7% of the
variance of the employee feeling of respect & imeohent (dependent variable #22)
model is explained by the independent variable #b8ependent variable #8 and

independent variable #11.

Model Summary?

Change Statistics
Adjusted R Std. Error of R Square
| Model R R Square Sguare the Estimate Change F Change df1 df2 Sig. F Change
1 5352 .286 278 853 .286 36.096 1 90 .000
2 608° .370 .356 .806 .084 11.807 1 89 .001
3 646° A7 .397 779 .047 7.102 1 88 .009

a. Predictors: (Constant), IV13,communication is ethical
b. Predictors: (Constant), IV13,communication is ethical, IV8,communication istransparent and honest

c. Predictors: (Constant), IV13,communication is ethical, IV8,communication istransparent and honest, IV11,self expressing is
encouraged

d. Dependent Variable: DV22,employee feeling of respect&involvement

To assess the statistical significance of the s=joa@ model ( the result) we look to

the ANOVA table below . Our model reaches statatisignificnace(sig=0.000).
Therefore we reject the null and conclude that momication is ethical, communication
is transparent and honest, and self expressiamcsueaged contribute toemployee feeling

of respect & involvement.
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ANOVA“

Sum of

Model Squares df Mean Square F Sig.

1 Regression 26.245 1 26.245 36.096 .0002
Residual 65.440 90 727
Total 91.685 91

2 Regression 33.910 2 16.955 26.119 .000°
Residual 57.775 89 649
Total 91.685 91

3 Regression 38.224 3 12.741 20.973 .000°
Residual 53.460 88 .608
Total 91.685 91

a. Predictors: (Constant), IV13,communication is ethical

b. Predictors: (Constant), IV13,communication is ethical, IV8,communication
istransparentand honest

c. Predictors: (Constant), IV13,communication is ethical, IV8,communication
istransparent and honest, IV11,self expressing is encouraged

d. Dependent Variable: DV22,employee feeling of respect&involvement

By looking to the coefficient table below we seattlthe slopes of regression

between the independent variables: communicatiansethical, communication is

transparent and honest, and self-expressing isuesged and the dependent variable

employee feeling of respect and involvement ar29@), (0.368) and (0.314) respectively

and all are positive.

Based on the t —value for independent variable @21360), p-value (0.026), and

independent variable #8(3.211), p-value (0.002Y &nvalue for independent variable

#11(2.665), p-value (0.009), we conclude that tklationship is statistically significant

and has a positive linear relationship between comaation is ethical, communication is

transparent and honest, and self expression isueaged and the employee feeling of

respect and involvement
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By looking to the B column under unstandardizedffa@ent in the coefficient
table below, we can represent the regression eguai: Y= 0.294 Xu13 40.368 Xvss

"0.314Xv#11-0.105 where Y represent the employee feeling sfeet and involvement

From this equation we can conclude that for every increase in independent
variable #13 will increase by 0.294 units holdirlgathers constant. And for every unit
increase in independent variable #8 will increag@®.868 units holding all others constant
and for every unit increase in independent varidgd& the employee feeling of respect

and involvement will increase by 0.314 units hotdall others constant.

This shows that the respondents see “self expr@Essithe increase in ethical
communication” and “increase in transparent andeebnommunication” contributing to

enhance employee feeling of respect and involvement

Coefficients?
Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
| Model B Std. Error Beta t Sig. Zero-order Partial Part Tolerance VIF
1 (Constant) 1.195 456 2622 .010
IV13,communication is 659 110 535 6.008 .000 535 535 535 1.000 1.000
ethical
2 (Constant) .334 498 671 504
IV13,communication is 454 120 .369 3.800 .000 535 374 .320 752 1.330
ethical
IV8,communication 404 118 .333 3.436 .001 517 .342 .289 752 1.330
istransparent and honest
3 (Constant) -.105 .509 -.206 .837
IV13,communication is 294 130 239 2.260 .026 535 234 184 592 1.689
ethical
IV8,communication .368 115 304 3.211 002 517 324 261 741 1.349
istransparent and honest
IV11,self expressing is 314 118 262 2.665 .009 504 273 217 685 1.459
encouraged

a. Dependent Variable: DV22,employee feeling of respect&involvement
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6.6 Summary of the findings

6.6.1 Summary of the independent samples t —test:

From the test we did to check the differential ictp@f any) of the factors of
communication on the organizational performancehef pharmaceutical companies we

have concluded the following;

a. Testing for hypothesis IV: there is a differenetviieen communication in large

companies and communication in small/medium congsani

The results show us that for the six dependenbiffacaffected, i.e. increase in
profitability, better products and services, highdl of creativity, attraction and retention
of talented employees, employee satisfaction, eyegl® feeling of respect and
involvement, there is no difference between thgdapharmaceutical companies and

small/medium pharmaceutical companies.

This is something | can confirm from my experieacel observations in this field.
| have found that the size does not matter in pg@i@ation of the communication process
in the company. It is rather the type which will dddressed in the hypothesis number V.
Also | have found that it is important, and mattérs most is how the process is applied;
therefore | think that the respondents have ansivaceurately the questionnaire based on

their experience in the company they belong to.

b. Testing for hypothesis V: there is a differencenssn communication in “brand

“companies and communication in “generics” compsinie

The results show us that for the dependent factof #crease in profitability )

there is no difference between “brand” and “gerier@npanies , this is true probably , for
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a simple reason which is whether it is a “generar ‘a “brand “ company the employee

isn't affected by the direct profit the company iavkes .

As for the five remaining dependent factors ( bepiducts and services, high
level of creativity, attraction and retention odlented employees, employee satisfaction,
employees feeling of respect and involvement), dtiierence is highly significant and
shows an important differentiation in the commutiaza process and its implications on

the business performance between the “brand “aedéigc” companies .

The “ brand “ companies, regardless of their simaderstand the importance of
good communication practices and their effectsheneimployee’s performance , feelings,
behaviour , and reaction. Thus, we see thatamptiarmaceutical companies the “brand”
companies invest heavily in developing the commation process between their
employees and their departments, while on the ofterd most of the “generic”
companies consider the communication as one adppeoaches to success, not the most
important ones, this is why we observe that moghefemployees start with a “ generic”
company and continue their career in a “brandipany , since they know the
advantages and benefits they receive in belonging ‘tbrand “company from their self

esteem and respect, to encouragement of creaiviyretention of talent people.
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6.6.2 Summary of the regression analysis

From the regression analysis performed on all inddpnt variables (V) to check

which ones affect the most the dependent variablB¥). We found that:

Independentvariable# 1 2 3 4 5 6 7 8 910 11 12 13 14 15 16 Rsquare sig. BETA coefficient (res)
Dependent variable
Increase in profitability

X X 38.4 YES .410 & .287
better products& services
X X 29 YES .415 & .281
higher level of creativity
X 18.2 YES 0.488
attract & retain talented
X X X 50.4 YES .274 - .310 & .541
people
employee satisfaction
X X X X 52 YES .203-.261-.452 & .336
employee respect &
X X X X 53.8 YES .243- .508 - .269 & .194

involvement

a. The independent variables that mostly affect theeddent variable” increase in
profitability” are: a motivational /technical feeaitk, and an existence of
interdepartmental communication. When these twtnfaare present,
profitability will increase significantly.

b. The independent variables that mostly affect thpeddent variable “better
products and services” are: a free open sharimgf@fmation, and the awareness
about communication difficulties. When these twatdas are present, better
products and services will be delivered signifitant

c. The idependent variable that mostly affects the dependent variable” hggrel of
creativity” is awareness about communication diffies. When this factor is
present high level of creativity will increase sigrantly.

d. The irdependent variables that mostly affect the dependent variable “attraction and

retention of talented employee” are: the existence of communication training programs,
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free open sharing of information, and awareness about communication difficulties.

When these three factors are present attraction and retention of talented employee will

increase significantly.

e. The irdependent variables that mostly affect the dependent variable “employee

satisfaction” are: the existence of communication training programs, overcoming threats

of communication, awareness about communication difficulties, and the existence of

interdepartmental communication. When these four factors are present employee

satisfaction will increase significantly.

f. The irdependent variables that mostly affect the dependent variable” employee

feeling of respect and involvement “are: awareradssit communication

difficulties, communication is ethical, communiaatiis transparent and honest,

and managers explain everything to employees. Whe=se four factors are

present employee feeling of respect and involvernmanéase significantly.

From the regression analysis performed on hypahé&di the company that

embraces communication in its culture performs welhbracing communication as

reflected by the following independent variables?$4,6,9,10 and14 ) we can see that:

HYPO |
Independent variable# 1 2 5 6 910 14 Rsquare sig. BETA coefficient (res)
Dependent variable
Increase in profitability
X X 28.5 YES 1192 & .379
better products& services
X X 26.4 YES .384 & .242
higher level of creativity
X 18.2 YES 0.488

attract & retain talented

X X X 46.2
people
employee satisfaction
X X X X 52
employee respect &
X X 47.6

involvement

YES

YES

YES

.265-.223 & .499

.203-.261 - .452 & .336

.337 & .634
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. The independent variables that mostly affect thpeddent variable “increase in
profitability” are: awareness about communicatidfiallties, and the existence of
interdepartmental communication. When these twtofagxist increase in
profitability will increase significantly.

. The independent variables that mostly affect thpeddent variable “better
products and services” are: awareness about consation difficulties, and the
existence of interdepartmental communication. Wthese two factors exist better
products and services are delivered.

The independent variable that mostly affects thgeddent variable “high level of
creativity” is: awareness about communication diffiies. When this factor exists
high level of creativity will increase significaitl

. The independent variables that mostly affect th@eddent variable “attraction and
retention of talented employee” are: the existafammmunication programs,
diversity and differences are encouraged, and aveaseabout communication
difficulties. When these three factors exist, ttteaation and retention of talented
employee will increase significantly.

. The independent variables that mostly affect thpeddent variable “employee
satisfaction” are: existence of communication fregrprograms, overcoming
threats of communication, awareness about commtimncdifficulties, and
existence of interdepartmental communication. Wthese four factors exist
employee satisfaction will increase significantly.

The independent variables that mostly affect theddent variable”employee

feeling of respect and involvement” are: diversityd differences are encouraged,
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and the awareness about communication difficultidlsen these factors exist

employee feeling of respect and involvement in@esagnificantly.

From the regression analysis performed on hyp@h&s the company where

there is involvement of the employees in the compation system perform well

(involvement being reflected by the following in@eplent variables #7, 12 and15) we

can see that:

HYPO II i
Independent variable# 7 12

Dependent variable
Increase in profitability

better products& services
higher level of creativity
attract & retain talented
people

employee satisfaction

employee respect &

involvement

15

Rsquare sig. BETA coefficient (res)

29.6

21

10.3

29.1

28.3

28.5

YES

YES

YES

YES

YES

YES

0.532

.324 & .252

0.395

.362 & .486

.546 & .301

.465 & .404

a. The independent variable that mostly affects thmeddent variable “increase

in profitability” is: feedback is motivational artdchnical. When this factor

exists increase in profitability will be significéy

b. The independent variables that mostly affect thpeddent variable “better

products and services are: feedback is motivatitathinical, and practice of

MBWA. When these two factors are present bettedyets and services will

be delivered significantly.
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c. The independent variable that mostly affects thmeddent variable “high level
of creativity” is: feedback is motivational and beical. When this factor exists
high level of creativity will increase significaitl

d. The independent variables that mostly affect th@eddent variable “attraction
and retention of talented employees” are: feedimakotivational/technical,
and suggestions are encouraged. When these tvordamstist, attraction and
retention of talented employee will increase sigatftly.

e. The independent variables that mostly affect theeddent variable”’employee
satisfaction “are: feedback is motivational/teclahiand practice of MBWA.
When these two factors are present, employee adiish increase
significantly.

f. The independent variables that mostly affect thgeddent variable “employee
feeling of respect and involvement” are: feedbackotivational/technical,
and suggestions are encouraged. When these tvovdace present, employee

feeling of respect and involvement increase sigaittly.

From the regression analysis performed on hypah#3i the company that has
good communication characteristics performs wetg@ommunication characteristics
being reflected by the following independent vaesh#3,4,8,11,,13, and16 ) we can see

that:
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HYPO IlI

Independent variable# 3 4 8 11 13 16 Rsquare sig. BETA coefficient (res)
Dependent variable
Increase in profitability
X X X X 33.4  YES .233-(-.217) - .321&.326
better products& services
X 12.4  YES 0.34
higher level of creativity
X 9.1 YES 0.349
attract & retain talented
X X 249 YES .304 & .409
people
employee satisfaction
X X 31.3 YES .545 & .400
employee respect &
X X X 41.7  YES .368-.314 & .294

involvement

a. The independent variables that mostly affect theddent variable “increase in
profitability” positively are: transparent and heheommunication, ethical
communication, and managers explain everythingrpleyees. When these three
factors are present, increase in profitability @age significantly. While the
independent variable “encouragement of self expyesaffect the increase in
profitability negatively if present.

b. The independent variable that mostly affects thmeddent variable “better
products and services” is: free open sharing arimation. When this factor is
present better products and services is delivageifisantly.

c. The independent variable that mostly affects the dependent variable “high level
of creativity” is: communication is ethical. When this factor is present high level of
creativity increase significantly.

d. The independent variables that mostly affect th@eddent variable “attraction and
retention of talented on employees” are: commuitnas transparent and honest,
and self-expression is encouraged. When theseawtork are present attraction

and retention of talented employees increase signitly.
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e. The independent variables that mostly affect theeddent variable “employee
satisfaction” are: managers explain everythingnpleyees, and communication
is transparent and honest. When these two factergrasent employee satisfaction
increase significantly.

f. The independent variables that mostly affect thgeddent variable “employee
feeling of respect and involvement” are: communaeats transparent and honest,
communication is ethical, and self expression oamged. When these three
factor are present, employee feeling of respectmmvement increase

significantly.
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CONCLUSION & RECOMMENDATIONS.

This study showed the positive impact of good comigation systems in the

performance of Lebanese pharmaceutical companies.

In particular, it showed us that in order for thesenpanies to have:

1. Increase profitability.

2. Deliver better products and quality services.
3. Have high level of creativity.

4. Attract and retain talented people.

5. Have employees who are satisfied.

6. Have employees, who feel respected, involved.

They should be seriously considering doing theofeihg:

a) Embrace communication in their culture.i.e.

» There is high priority in company culture on comneation system.

» There are training programs that develop employs@simunication
skills.

» The individual overcomes threats to communication.

» You rarely hear your teams saying “what we have er failure to
communicate”.

» Diversity and differences are embraced.

» There is awareness about communication difficulties

» Good communication exists between departments adi/isions.
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b) Involve their employees in their communication systi.e.

>

>

>

Employees are encouraged to provide suggestions.
Feedback to employees is motivational and/or technvhen needed.

Management practices a “management by wonderingndro

c) Develop good communication characteristics .i.e.

>

vV V VYV VvV V

For everyone there is a free exchange of informatio

Communication is shared in a truly open manner.

Transparency and honesty characterize the way mencmicate.
Expressing yourself in a free, positive and cagrfidvay is encouraged.
The communication is ethical.

Managers explain clearly and consistently to thplegees the company

structure, vision, financial results....

Based on my observation and understanding of th@sganies, | could add the following

additional recommendation:

1.

To develop good communication they should alsceiase the

development of team building strategies.
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LIMITATIONS.

Although | believe | achieved my purpose to shgttlion the understanding of the
relationship between communication and performaotdhe pharmaceutical ones in

Lebanon, there are some limitations to my study.

1. Bring more understanding of the results by inclgdimthe analysis the
categories of the respondents, e.g. well adjugteplandents or not; years
of experience respondents had in current and puevdompanies; whether
respondents were managers or employees.

2. | also should mention the fact that | used theaadpnts ‘perceptions of
communication practices in their companies to arglee impact of
communication on the performance of companies. (tafiie measures
of these practices could further explain the impd¢hese practices on
company performance

3. Bring more understanding & generalization of resbly comparing the

pharmaceutical industry with other industries.
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APPENDIX #1

Communication and its anpon company performance
Questionnairepkexing through a survey of

Lebanesaiaceuticals Companies.

Dear Participants,

As part of my fulfilment of the requirements of tiMBA degree from Haigazian
University, | am conducting a survey about the ptareuticals companies in Lebanon to
explore their communication process and its impadheir company performance.

| would really appreciate and be grateful if youultbtake time to fill out the attached
guestionnaire.

Your frank responses will remains strictly confilehand the data from this survey will
be reported in the thesis anonymously. To ensuoayanity, you are not required to
disclose any personal information, identify yourselyour organization.

Your active participation will be an expression wbur valuable sense of social
responsibility that | definitely need.

The questionnaire consists of 22 statements whedtribe the communication process
and its impact in your organization.

Please read through each of the following statesnand fill in the check box that
indicates your level of agreement with the impletagan of these practices in YOUR
ORGANIZATION according to the following scale: stigly disagree-disagree- neutral-
agree- strongly agree.

For any clarification, please do not hesitate totact me at:

03373119 oKamel issal@hotmail.com

Thank you again for your valuable time and support,
Sincerely,

Kamel Issa.
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Please read through each of the following statements and Ifiln the check box that indicates your level of !?Uf g 89}' E 05 “1: g
o A AR AL
agreement with the imple me ntationof below practicesn YOUR ORAGNIZATION: wos ) =
There is high priority in company culture on communication systems.
D s s Lt 1,1 05 931 (s 50 S I I e
) Thfere are traihing programs that develop employees’ communication skills. < les saskd o Jaxi cu )ai mal s oSoal 5 5 - 5
AW e Jaal sl
For everyone there is free exchange of information done through formal (direct) or informal (indirect)
3 [communication channels. (Ao gpendl (s o o|olo| o
8 oiloe ) el st 51 (5ileall) e ) Jaal il 58 DA (L5 < Lashadl Jils
Communication is shared in a truly open (franc) manner, whether it is good (positive) or bad (negative).
4 Aale o) Anlag) e slaall CilS o) g Aatdia 93 ja Ay Hhay Qb Jual 51l - - o -
The individual overcomes threats to communication such as: blames, punishment, fear of being fired...) because
5 |understands “failure “or “success” is related to the task, not to the individual. sV Jis Jeal 51l 23y L e 2,8l lasy O O o | o |
AL Gl s dagalls i e el S Jdll o Taus o Y 2kl e i)y G,
you rarely hear your teams saying “what we have here is a failure to communicate”. L :Js& llee (31 58 poanst La )30
6 ol 51 ¢ g s L ga L i [ o |o [
7 |Employees are encouraged to provide suggestions. sl S8 e slo il gal) o B oy O clolal o
g |Transparency and honesty characterise the way you communicate. ¢lhal 5i cslo) Claw Laa 248450 5 Baall o g |l alal o
g |Diversity and differences are embraced. g sl s oY) Ja &y - alolal o
There is awareness about communication difficulties such as: difference in perception, jumping to conclusion,
10 stereotyping, lack of knowledge, lack of interest..., and there are good strategies to solve them. JStis J sa (o 5 4ad - - - 1 g -
o3 (o 2 8 Slad) yiul s ¢ alaia¥) b palill s 48 jaall (8 Gl 5 chaaiil) g Z U] (B puill s ) seaill 3518 e Jual 53l
Ledas g JSLal,
Expressing yourself in a free, positive and confident way is encouraged.
11 O O o |o O

A8 5 Anlag) 3 )a Ay Hlay cludi (el e a8l o5




Please read through each of the following statements and Ifiin the check box that indicates your level of 9‘7‘0, g g. ? cf g g
o 2|5|5FFe
agreement with the imple mentationof below practicesn YOUR ORAGNIZATION: <o <
Feedback to employees (whether formally or informally) is motivational (when encouragement is needed) and
12 |is technical (when showing what to do is needed). (o0 & 3 (oom ) JS& o) gu) (aila gall daa yinall e gladll 385 o) | o|lo|o| o
A bl s Le lelaY Aalad )y Levie) L5 (ancidl o b Can) 1 ine Sale JS
The communication is ethical, this means telling the truth in an objective, and clear way, and giving credit. '
B3 | 5l s e £ g e sy il I s U 5 DA ST
141Good communication exists between departments and/ or divisions. g so& 5 AldY) G 29 50 2l Jual 51l m o|ojofl o
management practices a” management by wondering around “(mingling with employees and speaking with them
15 |directly)to know how /what the employees think, feel, need, desire. s adwd¥! Ga J) saill dulas aladial Y 5 ))3Y) aad O ol|lolo| o
peiliial 5 agilaliing g gl 5 an jelia s (pila sall dyiad agdil (pilh gall wa LAY,
Managers explain clearly and consistently to the employees the company structure, vision, financial results;
16 |future plans, guiding principles. Lalyy )5 AS Al A0S ol el g JSG (il gl 3 W1 2 585 [ o|lol|lo| o
Lo Al Lgalue 5 bl Ledalad 5 A0l Leailis
Please read through each of the following statements and fiin the check box that indicates your level of| & g 2| = & & 2
Q#|agreement with the implementationof below practices in youorganization , IN YOUR PERCEPTION, your 63 0% 63 § ﬁ ﬁ u%
effective communication has led YOUR COMPANY TO: B B|= <
17l increase profitability (i.e. productivity, cost reduction...). (... A8l (aéd s LaliiV )iy 3455 i A M B
18 | Deliver better products and quality services. dsadl Cledd 5 Cladiic o O o|olofl o
19 [Have high level creativity. &2Y) e dille da ) 2idl) O o|o|o|l o
20 |Attract and retain talented people. pele Adlaall g 9o gall (il sall 3 O o|lo|o| o
21|Have employees who are satisfied. ba b (pibh sl (il O o|o|lo| o
Have employees who feel respected, involved (show loyalty, low absenteeism) because information about the
29 company regarding s'Eatu§, Plan, performance, come toﬁthe f?mployges first from their supervisor or manager. o N R o
A diad Ll Ledalad 548500 Alla (e e slrall (Y (laadl (e e A g W 1) ()5 sedan ) LWl g ol sVl (pdls sall (i)
pel e ) agm 95 00 e Y ) (pila sl

Please specify your position in the 0rganization...........ccooii i

thanks for your paticipation.
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