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Abstract 
Digital communication technology has gained prominence in bringing changes to the system of internal communication, management and employee engagement in the UK retail industry. This study attempted to explore the effect of digital communication technology on management practices and employee engagement, with research objectives focused on the identification of common technologies, evaluation of their effects, exploration of organisational strategies and analysis of integration problems. The study is vital since it attempts to fill the gap in knowledge about the effect of digital communication technology on the behaviours of managers and employees in the UK retail context, especially those involved in shifts. A quantitative research strategy was employed using a positivist philosophy and a deductive approach. Data for this study were gathered by the use of a structured questionnaire involving 80 employees from the UK retail industry and analysed using descriptive statistics and correlation analysis.
It was seen from the findings that Microsoft Teams was the most commonly used digital communication tool (37%), whereas email was the second most popular digital communication tool (25%), highlighting the significance of structured platforms for workplace communications. It was also found that digital communication tools have a positive effect on organisational communication, as 72% of the participants felt that digital communication tools improve organisational communication and 66% felt increased engagement of employees. Manager-employee communication was the most improved management technique (31%). Nonetheless, there were certain hurdles, which included information overload (31%) and technostress (22%). From the above discussion, it is concluded that the use of digital communication tools leads to management effectiveness and employee engagement when used under appropriate organisational strategies.
Keywords: Digital communication tools; Management practices; Employee engagement; UK retail sector; Technology Acceptance Model; Social Exchange Theory; Digital transformation.
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[bookmark: _Toc237449305]Chapter 1: Introduction 
[bookmark: _Toc194783063][bookmark: _Toc237449306]1.1 Introduction
This chapter provides an analysis of the various tools of digital communication and their effect on the way management operates and engages employees in retail organisations in the United Kingdom. The chapter defines the research context, purpose, and importance in order to lay the foundation for analysing the effects of digital tools on communication and employee engagement. The current chapter highlights the importance of digital communications in contemporary organisations and how it affects management practices and employee engagement. Digital transformation in UK retail industry has been discussed along with the research problem, purpose, objectives, importance, scope and outline of the thesis.
[bookmark: _Toc194783064][bookmark: _Toc237449307]1.2 Background of the Study
The rapid digitisation of the UK retail industry has been due to the adoption of digital communication tools, which have been changing the way management has been handled as well as the engagement of employees (Oliveira, Belitski and Perez-Vega, 2025). In terms of management, digital communication tools improve coordination, speed up the decision-making process, and increase the ability of supervision through instantaneous communication within retail outlets (Javaid et al., 2024). As per the report by Consultancy UK (2023), the retail industry leads in digital experience performance, surpassing telecoms (3.11), banking (2.89), insurance (2.76), and energy (2.43).
[image: ]
[bookmark: _Toc237446281]Figure 1: Digital Experience within UK retail
Source: (Consultancy UK, 2023)
Digital communication tool influences the engagement of the employee in terms of availability of information, communication clarity, and involvement in workplace procedures, especially the front-line staff. The retail industry in the UK contributes about 5% of the GDP and is the source of employment for more than 3 million people (Wadud, Liang and Polkinghorne, 2025). This shows that this industry has been labour-intensive as well as complicated in terms of management and operations, since the jobs were shift-based and geographically distributed.
Also, it has been notable that the percentage of online shopping within the retail industry of the UK accounts for more than 28% of the retail sales in the country (Deloitte, 2024). This shift related to digital retail operations has developed a complex organisational environment, in this an important factor has been the internal communications. Therefore, the retail sector within UK has provided this study a relevant context for analysing how digital communication tools affect the management practices and employee engagement.
Furthermore, the evidence indicates that there is an increasing use of digital communication systems by UK retail firms. This was due to the difficulty associated with coordinating the work of large numbers of employees, who may also be located in different geographical locations. Digital communication systems facilitate internal communication, help coordinate efforts between managers and their employees, increase the speed of information flow, and help organisations coordinate operations.
[bookmark: _Toc194783065][bookmark: _Toc237449308]1.3 Problem Statement
The primary problem explored in this research has been the inadequate information regarding how digital communication technologies impact employees' engagement through management processes in UK retail businesses. While more retail companies have started using Microsoft Teams, emails and mobile apps as their communication media (Fuchs, 2026). Still, there was not enough information about how these technologies influence managers' coordination, supervision and communication processes and how these changes impact employee engagement results. This information gap leads to confusion for organisations trying to enhance digital communication processes and, as a result, inconsistency in organisational performance concerning employee engagement. This issue exists due to the fact that digital tools of communication have potential for both positive and negative impact. On one hand, this increase accessibility of information, coordination and responsiveness of management, on the other hand, reliance on digital means of communication can bring about some difficulties such as information overload, technostress, lack of personal contact, and even the issue of monitoring employees. Retail firms need to understand how these technologies can be used effectively.
[bookmark: _Toc194783066][bookmark: _Toc237449309]1.4 Aims and Objectives
Aim
The study aims to examine the influence of digital communication tools on management practices and employee engagement, within the UK retail sector.
Objectives
· To identify the key digital communication tools used within UK retail organisations to support management practices and employee engagement.
· To analyse the impact of digital communication tools on employee engagement and management practices within the retail sector context.
· To examine the strategies adopted by UK retail organisations to enhance the effective use of digital communication tools in internal communication systems. 
· To evaluate the challenges faced by retail organisations in integrating digital communication tools to enhance management practices and employee engagement.
[bookmark: _Toc194783067][bookmark: _Toc237449310]1.5 Research Questions
· What are the key digital communication tools used within UK retail organisations to support management practices and employee engagement?
· What is the impact of digital communication tools on employee engagement within the retail sector context?
· What are the strategies adopted by UK retail organisations to enhance the effective use of digital communication tools in internal communication systems? 
· What are the challenges faced by retail organisations in integrating digital communication tools to enhance management practices and employee engagement?
[bookmark: _Toc194783068][bookmark: _Toc237449311]1.6 Significance of the Research
The relevance of this study lies within its possible contribution towards the retail managers, human resources managers, team managers, and operations managers by explaining the effects of the digital communication channels on management practice and the level of engagement of workers (Puspita, 2024). Through the findings, organisations can be able to improve their communication process, decision-making process, and coordination of the workforce through the digital communication channels. Employees would also benefit in terms of getting better access to information, participation, and engagement. In terms of the existing literature related to digital transformation, this study adds value by filling some of the research gaps that have been relevant to the UK retail industry, thus helping future studies explore workplace communication and engagement.
[bookmark: _Toc194783069][bookmark: _Toc237449312]1.7 Scope of the Study
The current research focuses on UK retail firms and examines the influence of digital communication technologies on management processes and employee involvement within the scope of internal communication. The research considers communication tools such as email, Microsoft Teams, intranet and mobile apps and the impact that these tools have on coordination, supervision and employee participation. The research has been focused only on communication process taking place internally among the managers and workers and has not covered any communication process that takes place externally involving customers. Moreover, the research was not concerned with the analysis of any specific firms but focuses on gaining insights into digital communication in the UK retail industry.
The present study has been focused on selected UK retailers, which include Tesco, Marks & Spencer, and ASOS because these firms act as important retail employers using digital technology in coordinating their employees and managing operations. The inclusion of Tesco has been considered based on its substantial number of frontline employees using digital technology in coordinating its workers. On the other hand, Marks & Spencer acts relevant since it is involved in digital transformation and workforce engagement. Lastly, ASOS has been included because it acts as a retail firm based on digital technology and extensively
[bookmark: _Toc194783070][bookmark: _Toc237449313]1.8 Rationale of the Study
[bookmark: _Toc194783071]The relevance of this study has been evident with respect to the growing digital revolution in the UK retail industry, where digital modes of communication are increasingly used for managing workforces which operate in a scattered manner. Although the usage has been extensive, there still has been a lack of knowledge about the impact of such digital modes of communication on the management style and employee engagement.
[bookmark: _Toc237449314]1.9 Structure of the Report

[bookmark: _Toc237446282]Figure 2: Structure of report
Source: (By author)
This study has been divided into five chapters. The first chapter covers the background of the study, the purpose, objectives, and scope of the study. The second chapter reviews the relevant literature and theory. The third chapter deals with the methodology, while the fourth chapter provides the data analysis and discussion. Finally, Chapter 5 provides the conclusion, limitations, and future directions for research.


[bookmark: _Toc237449315]Chapter 2: Literature review 
[bookmark: _Toc237449316]2.1 Introduction 
The review of the literature presents a critical analysis of the existing knowledge about digital communication technologies, management approaches and employee engagement in the context of UK retailing. It focuses on the effects that different digital technologies such as e-mail, Microsoft Teams and collaboration systems have on the approaches of management and employee motivation. Relevant topics covered in this section have been digital technologies, changing management practices, employee engagement and issues related specifically to retailing.
[bookmark: _Toc237449317]2.2 Digital Communication Strategies Used by Organisations
Various digital communication tools, Microsoft Teams, Slack, emails, etc., as well as integrated enterprise platforms, enable collaboration in companies. The current trend related to remote and hybrid workplaces after the pandemic is the restructuring of workplace communication practices. Hou and Chun (2025) describe a shift to digital-first architectures in order to provide continuity of communication processes. Moreover, Iqbal, Khalid, and Barykin (2021) had stated that, hybrid work makes more use of integrated communication tools in both physical and virtual spaces. Kordova and Hirschprung report that COVID-19 forced organisations to change the traditional means of communication by using alternative digital platforms. 
For instance, synchronous communication tools (Teams, video conferencing) allow improving immediacy and responsiveness of managers, while asynchronous communication tools (dashboards, email) facilitate shift-based coordination of actions (Katari et al., 2021). This issue is important for the retail sector, where the front-line employees have irregular shifts and receive information from multiple sources. According to Poltoratska (2024), those tools were capable of shaping the culture and connectivity between the employees and their managers. Moreover, literature reports a conflict between productivity and cognitive overload. Increased speed of communication can distract employees and diminish message clarity (Malviya and Shukla, 2025). In contrast Deschênes (2024) found that collaborative technologies improve social proximity in hybrid work settings, which leads to increased reliance on constant connectivity and mixing of leisure time and working hours. Furthermore, Vega-Muñoz et al. (2026) describe the phenomenon of educational technostress, the negative psychological effect of overuse of digital technologies in education, which is similar to the dynamics of the employees' well-being observed by Pandey, Maheshwari, and Malik (2025).
Altogether, the use of digital communication tools leads to fast and coordinated actions, to having resources made available, but to an overload of the mind. As noted by Larson and DeChurch (2020), a key aspect of digital leadership is managing information flow and avoiding information overload.
[bookmark: _Toc237449318]2.3 Influence of Digital Communication Tools on Management Practices and Employee Engagement
Management processes were central processes in organisations becoming increasingly mediated through DCTs. This includes communication, which refers to information-sharing activities, whether structured or unstructured, between managers and employees and even through organisational enterprise software such as Microsoft Teams and email. This was due to supervision which involves the use of live dashboards and digital reporting for performance management. Coordination connects departments and distributed teams, while decision-making involves digital data analysis for operations and strategic decision-making. According to Kazakov, Ruiz-Alba and Muñoz (2020), ICT-enabled communication makes organisations efficient by increasing the quality and speed of cross-functional coordination. Samman (2025) also highlights that digital age leadership and management involve data-driven, communication-centred, and decentralised management, making it easier to track performance. Engagement is completely connected to voice, recognition, belonging, and information access (Sattarapu, Wadera and Kaur, 2022). For instance, Kim and Kim (2020) explains that actual leader communication, especially among frontline workers, increases engagement. Nanda et al. (2025) indicate that communication systems that allow for participation and inclusion relate digital transformation to organisational commitment.
However, there were negatives to digital communication in an organisational context. Excessive digital communication in remote working settings may reduce psychological safety and support (Lee, 2021). Mozammel, Irum and Abdulla (2025) further indicate that poor informal communication in remote and digitally-mediated environments could negatively impact organisational culture. In the retail sector, there was tension between head office and front-line staff which can be intensified or improved by digital technology. Whereas it can help align layers, it can worsen distance in hierarchy, thereby making frontline staff feel uninvolved and head office more dominant, making engagement tilted. Xie and Yang (2025) on the other hand emphasised that increased digitalisation raises information processing load, resulting in technostress impacting adversely on health and productivity. Nonetheless, positive perception was dependent upon quality of implementation and organisational support (Wrede et al., 2023).
To summarise, while digital tools improve transparency, coordination and visibility of leadership, they have various impact on engagement. When used properly, these digital tool improve voice, recognition and information access; however, when overloaded or facing monitoring matters, their impact becomes negative.
[bookmark: _Toc237449319]2.4 Digital Communication Strategies Used by Organisations
Communication strategies within digital communication refer to specific plans that facilitate efficient use of internal communication technologies to promote better coordination, motivation, and performance among employees (Kimani, 2024). Change management, planning, regular feedback, and digital tools such as gamification, pulse surveys, and recognition can be identified as the main components of such strategies, which take into account how employees think and respond to organisational messages rather than technology. In particular, Poltoratska (2024) states that digital communication strategies influence organisational culture, increase internal communication effectiveness, and improve information exchange. 
Wuersch et al. (2024) also adds that strategic internal systems develop digital competence among employees, transforming their role from passive information receivers to active participants in communication that becomes less linear and more interactive. Change management plays an essential role in such strategies. According to Aditya (2024), the success of communication reduces change resistance and engages employees in determining the right change directions, while the aim of tools used by organisations to support change management consists of behaviour modification and improved adaptability of employees. Additionally, Carreno (2024) emphasises the significance of continuous feedback in changing communication based on employees' reactions.
Gamification, pulse surveys, and recognition tools promote positive behaviours and motivation, which are integral parts of engagement. As Michl (2025) explains, HRIS can include such tools to measure employee engagement and make changes to the communication process accordingly. Such an approach is particularly significant in the case of a dynamic retail environment since motivation and adaptiveness are critical aspects of its operation. It should be pointed out that the major limitation mentioned in the literature review refers to the non-neutral nature of digital communication strategies (Strauss, Harr and Pieper, 2024). Higher reliance on digital tools results in increased technostress caused by higher cognitive load and increased information processing requirements, according to Xie and Yang (2025).
Thus, the process of communication influences not only information exchange but also employee behaviour and workload, as well as their emotions. Overall, digital communication strategies have been aimed at increasing efficiency, motivation, and participation, and the way they are organised affects employee behaviour and work processes.
[bookmark: _Toc237449320]2.5 Challenges Organisations Face in Integrating Digital Communication Tools
Organisations were introducing digital communication tools, which create new structural, behavioural and technological issues that have a direct impact on employee engagement and management practices (Usadolo, Makwambeni and Usadolo, 2025). The literature also reveals that these all come with significant disadvantages in terms of cognitive overload, employee resistance and workplace fragmentation, all of which were improved by these tools, although to differing extents. The problems of information overload were a common topic of discussion. In contradict to, Shahrzadi et al. (2024) explain that the rise in the number of digital communication channels leads to employees being overwhelmed with information, making it difficult to concentrate on and prioritise significant versus insignificant information. 
This was also supported by Nurfadillah et al. (2026), who have mentioned the negative impact of information overload on productivity and the efficiency of decision-making. This was a paradox as those tools designed to make things more efficient make people less cognitively clear. This was aligned with the “always on” culture, where people were expected to be constantly connected through digital channels (Biron, Dextras-Gauthier and Cooper, 2025). This constant connectivity was also adversely affecting occupational well-being and stress, as mentioned by Obasi and Benson (2025). Similarly, during COVID, De et al. (2020) refer to the growing culture of expectations of constant communication that has increased the pressure on the workload.
Another factor to take into account was the digital divide, particularly in the retail environment where a friendly sales staff may not be as computer literate or have high-tech systems. This leads to inequities in access to and engagement in communication and inequities in access to and participation in communication across levels of the organisation. These differences make it difficult to work as a team and further divide head office and store staff.
However, there was also strong resistance to adoption. However, as explained by Cieslak and Valour (2024), worker resistance was not only about a negative behaviour but also because of fear of being monitored, job insecurity and lack of any benefits. Likewise, Grace et al. (2025) and Shahi and Sinha (2020) indicate that organisational culture, lack of training, and the lack of proper change management were key obstacles to successful digital transformation. Issues of privacy and surveillance complicate the adoption process. As digital communication platforms were increasingly utilised, there was growing management of employee activity that naturally raises the issue of trust and the right utilisation of data (Tong and Chan, 2022). In case, communication viewed as a way to manage rather than to motivate, this had a negative effect on employee engagement.
There were, however, infrastructure restrictions too, particularly if there were legacy systems in place that were out of date or if technology was not used within organisations, which leads to inefficiencies and communication problems. Overall, there was the problem of depersonalisation, that was due to the fact that a growing number of people were communicating with one another via digital technologies, there is less face-to-face communication, and interpersonal relationships and belonging to the organisation are lacking.
Overall, digital communication tools were quick and efficient, but research highlights a distinct relationship between the positive effects of an increase in productivity and negative effects on behaviour, such as stress, disengagement, inequity and a decrease in interpersonal connection.
[bookmark: _Toc237449321]2.6 Theories
[bookmark: _Toc237449322]2.6.1 TAM
The TAM was based on the idea that the level of perceived usefulness and perceived ease of use of the communication device have influenced employee adoption of new technology communication devices (Lee, Ramasamy and Subbarao, 2025). In the context of the UK retail industry, employees tend to adopt Microsoft Teams, email and mobile apps when such technologies have been perceived to be useful in making the tasks easier, faster and better coordinated.
[bookmark: _Toc237449323]2.6.2 Social Exchange Theory (SET)
Social Exchange Theory (SET), on the other hand, offers another perspective to explain work-related behaviour (Ahmad et al., 2023). According to SET, trust, reciprocity and quality of employee-manager relations were the key issues. In a digital communication environment, higher levels of engagement were seen where employees perceive themselves to be treated fairly, where there was transparency in communication and reciprocal help from managers. Thus, both TAM and SET show how digital communication tools not only serve as technical means of interaction but as socially interpreted ones as well.
Employee engagement in the current research has been analysed according to the definition provided by the psychological engagement theory of Kahn and the UWES model developed by Schaufeli (Huang, Huang and Chang, 2022). While these approaches provide useful information about the essence of engagement (which was cognitive, emotional and behavioural), it ignore one important component which was digital communication. At the same time, Self-Determination Theory and the Job Demands-Resources (JD-R) approach focus on the aspect of motivation and demands versus resources without considering the effect of digital surveillance on employees (Bakker, Demerouti and Sanz-Vergel, 2023). Therefore, all these theories complement each other and require being integrated to analyse the problem of engagement in the modern digital world.
[image: ]
[bookmark: _Toc237446283]Figure 3: Theoretical Framework
Source: (By Author)
The framework analyses the impact of digital communication tools on employee engagement in the retail industry by focusing on two theoretical perspectives: the Technology Acceptance Model (TAM) and SET (Social Exchange Theory). The TAM states that the adoption of some tools such as Teams and email depends on their perceived usefulness and perceived ease of use. It influences how the managers coordinate their actions and make decisions. Whereas, SET focuses on one’s level of engagement depends on trust, reciprocity and the relation between manager and employee.
[bookmark: _Toc237449324]2.7 Literature Gap
Extensive research has been done on the topic of digital communication tools used in organisations; however, very limited studies have examined the subject matter in relation to the sectoral context of UK retailing. The literature tends to highlight benefits such as improved efficiency, communication and coordination (Kazakov et al., 2020; Poltoratska, 2024), but lacks knowledge on how these tools affect managerial behaviour and the motivation of employees in the UK retail environment with its shift-oriented workforce.

In addition to this, the majority of research papers consider short-term consequences of introducing digital communication, including productivity and information exchange, but lack information about how digital communication influences behavioural aspects of managerial practices and motivates employees in the end. This issue becomes highly topical against the background of recent increases in issues related to technostress, digital overload and surveillance (Shahrzadi et al., 2024; Xie and Yang, 2025).
Another significant research gap was the lack of empirical research on the UK retail context, specifically post-pandemic, when digital communication has become essential for the operation of the industry. Currently existing research lacks a theoretical framework, which takes into account the relationship between digital communication tools, managerial practices and employee engagement, as well as strategies and challenges acting as moderating variables.
This study attempts to fill the identified gaps through developing a structured relationship between digital communication tools, management practices and employee engagement in UK retail, with moderating factors of strategies and integration challenges considered.
[bookmark: _Toc237449325]2.8 Chapter Summary
This chapter presents the analysis of exiting literature on the use of digital communication tools and its effect on management practices and employee engagement within the organisational setting. Key findings from literature indicate that the use of digital communication tools improves communication effectiveness and engagement, and at the same time, there are some drawbacks associated with information overload, technostress, and reduced face-to-face interactions. Literature suggests that there was a conflict among researchers in respect to whether the use of digital communication tools increases the level of productivity or creates disengagement due to surveillance and overload. There was a clear research gap in respect to studies conducted for UK retailers after the pandemic and with respect to behavioural impact.


[bookmark: _Toc237449326]Chapter 3 Research Methodology 
[bookmark: _Toc237449327]3.1 Introduction to the Chapter 
The chapter provides the research methodology behind in order to understand digital communication tools and its contribution to the practice of management and employee involvement in the UK retail sector. The research selected primary quantitative method to obtain valuable insight, and the data was collected with the help questionnaire. 
[bookmark: _Toc237449328]3.2 Research Philosophy
Positivism was  employed in this study for objective examination of the impacts of digital communication tools on the management practices and employee engagement in the UK retail industry. In this philosophy, measurable reality has been perceived based on observable facts and those that can be quantified rather than subjective interpretations (Park, Konge and Artino, 2020). Primary quantitative data in a questionnaire format have made it possible to conduct systematic statistical analysis of employee perceptions without researcher bias and methodological issues. Even though positivism has not provided a lot of information about personal experiences and contextual meanings, it has been adequate, since the research has focused on objective comparisons, good measurement, empirical generalisation, and strong evidence to respond to the research objectives (Maretha, 2023).
The philosophical approach was suitable because it provides measurable ways of assessing the perceptions of employees and the use and involvement of digital technology. This ensures an objective analysis of quantitative information that would aid in formulating research findings concerning the effect of digital communication media.
[bookmark: _Toc237449329]3.3 Research Approach 
A deductive approach was suitable since it has allowed the systematic study of the predefined theoretical associations by using empirical research (Kumar, 2024). This research has utilised the Technology Acceptance Model and Social Exchange Theory in exploring the impact of digital communication tools on management processes and employee engagement in the UK retail industry (Hall, Hall and Shaw, 2022). The current theoretical concepts have been converted into measurable variables and investigated the quantitative data gathered with the help of questionnaire. Despite the lack of flexibility in generating new theories, deductive reasoning has made it possible to guarantee logical consistency, objective measurement, theoretical validation and strong empirical evidence in addressing the research aim and objectives (Haque, 2022).
In this research, theoretical constructs such as perceived usefulness, trust, effective communication, and employee engagement were operationalised into measurable variable with the development of a questionnaire. Thus, the deductive method provides the means to systematically test whether these theories actually apply in the context of the UK retail industry.
[bookmark: _Toc237449330]3.4 Research Choice 
The research has utilised mono quantitative research method, as the systematic nature of it allowed studying the impact of digital communication tools on management practices and employee engagement in the UK retail industry (Haq and Yasin, 2025). A structured questionnaire has used to obtain standardised answers which allow objective comparison and consistent measurement among the subjects (Rana, Gutierrez and Oldroyd, 2022). The reliability and generalisability of findings have been enhanced by quantitative evidence by means of statistical interpretation of employee perceptions. This approach has led to limited exploration of personal experience, but it has remained appropriate since the research has given more emphasis on objective assessment, empirical consistency, rigour of the methods, and evidence-supported conclusions relative to the research aims.
This approach was appropriate as it aligns with the purpose of research which involves the detection of patterns, impacts assessment and relations evaluation among variables, but not the exploration of personal experience. Thus, quantitative research enables objective analysis of the impact of digital communication means in UK retailing (Hossan, Mansor and Jaharuddin, 2023).
[bookmark: _Toc237449331]3.5 Research Strategy 
The survey questionnaire has been employed as the research strategy as it enabled the systematic collection of standardised data from employees across the UK retail sector (Doran, Kirby and Bourke, 2026). The views of employees on digital communication tools, management practices, and their involvement in the organization have been collected through structured questionnaires, which allowed for consistent research, thereby making comparative and statistical analysis possible. The design was considered reliable because it ensures uniformity in data collection processes, making it easier to reach survey participants despite time and resource constraints (Johannesson and Perjons, 2021). The choice of a survey questionnaire approach was suitable as the possibility of collecting standardised information from the employees working in retail establishments in the United Kingdom. In view of the fact that this research focuses on measuring factors including communication efficacy, improvements in management, and employee engagement, questionnaires are the most suitable instrument to use. Even though survey questionnaires lack chances to explore personal views, these have been suitable since the research has prioritised empirical accuracy, methodological uniformity, generalisable findings, and evidence-centred analysis of research aims.
[bookmark: _Toc237449332]3.6 Time Horizon 
The cross-sectional time horizon was suitable in this research, as it has made it possible to explore how employees cumulatively perceive digital communication tools, management practices and employee engagement in the UK retail industry at a single time. Methodological efficiency and objective data collection have been maintained, although temporal changes have not been addressed (Wang and Cheng, 2020).
[bookmark: _Toc237449333]3.7 Sampling 
The purposive sampling technique was utilised because it has enabled the recruitment of 80 employees from UK retail sector possessing relevant experience using digital communication tools and management communication. This design has improved data relevance, methodological consistency, and objective evaluation and made the participants directly speak on the research aim and objectives (Campbell et al., 2020). Purposive sampling method was used to select the participants directly involved in the use of the digital communication technologies in the UK retail companies (Stratton, 2023). In this study, the data was collected from 80 respondents who works as sales assistants, supervisors, team leaders, and managers and employee who were constantly working with the digital communication systems. Employee able to give valuable information about the management communication and engagement from UK retail sector were selected as participants of the study.
[bookmark: _Toc237449334]3.8 Data Collection 
Primary data was obtained in the study using a structured questionnaire since it has made possible the systematic gathering of primary evidence by direct means through direct interaction with employees in the UK retail sector. A five-point Likert scale and standardised closed-ended questions have ensured congruency, comparability and objective measurement of perceptions about the digital communication tools, management practices, and employee engagement (Ajayi, 2025). The questionnaire has assisted in a relatively large sample of efficient data collection with minimum time and resource limitations. Despite the limitations of detailed individual explanations and bias in responses of structured questionnaires, primary data have proved suitable since it have enhanced the reliability, methodological consistency, statistical analysis and evidence-based scrutiny in accordance with the research directions (Mazhar et al., 2021).
[bookmark: _Toc237449335]3.9 Data Analysis 
The frequency distribution was selected as the data analysis method because it made it possible to summarise the respondents' characteristics and their perception of digital communication tools, management practices, and employee engagement in the UK retail sector in a systematic way. This analysis method has also shown numerical data in the form of frequencies, percentages, tabular and graphical formats, making it easy to identify response patterns and patterns (Turney, 2023). The method has facilitated objective interpretation and increased transparency and consistency in the description of the participants' responses to all items in the questionnaire. Frequency distribution has not analysed any causal connections among the variables, but it has been suitable, since the study has considered primarily descriptive precision, empirical readability, dependable interpretation, and facts-based analysis of the research aims.
[bookmark: _Toc237449336]3.10 Ethical Considerations 
The research has placed ethical considerations first to ensure integrity, participant protection, and adherence to acceptable ethical standards (Laryeafio and Ogbewe, 2023). All the participants signed informed consent form before completing the survey. Voluntary participation and the right of withdrawal have been honoured without incident. Anonymity and confidentiality was maintained by omitting identifiable personal data in the data collected (Hoft, 2021). Confidential data have been stored safely in accordance with the requirements of the General Data Protection Regulation to ensure the privacy of participants. In addition, potential harm has been reduced with the help of responsible research. Academic integrity has also been maintained through proper citation, preventing plagiarism, fabrication of data, honest and transparent report of findings.
Ethical considerations have been made paramount in the research to protect participants and maintain the confidentiality of the research. Ethical clearance was sought from the institution prior to the conduct of the data collection process and obtained before data collection was done. The research purpose was explained to the participants, consent was sought, and withdrawal was allowed at any time.
[bookmark: _Toc237449337]3.11 Chapter Summary 
This chapter has justified the adoption of positivism, a deductive mono-quantitative design, survey questionnaire, cross-sectional time horizon, purposive sampling, frequency distribution, and ethical principles. These methodological decisions have provided a thorough study of the research aims, supporting the subsequent data analysis chapter with methodological consistency across.
[bookmark: _Toc234854181][bookmark: _Toc237449338]
Chapter 4: Data Analysis and Discussion
[bookmark: _Toc234854182][bookmark: _Toc237449339]4.1 Introduction
This chapter analyses and discusses the results that have been gained via the questionnaires filled out by 80 employees of the UK retail sector. The analysis aims to look at how the usage of digital communication channels affects managerial practice and employee involvement in answering the stated four research questions. Data are being analysed via descriptive statistics and correlation analysis. After the results are obtained, they are critically evaluated with regard to the findings made during the literature review presented in Chapter 2 and assessed under the framework of TAM and SET theories.
[bookmark: _Toc234854183][bookmark: _Toc237449340][bookmark: _Toc234854184]4.2 Analysis of demographics
	Q1. What is your age group?

	Response
	Frequency

	
	

	18–24 years
	22

	25–34 years
	28

	35–44 years
	15

	45–54 years
	10

	55 years and above
	5

	Total
	80


[bookmark: _Toc237446297] Table 1: Age Group
[bookmark: _Toc234854006]
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[bookmark: _Toc237446284]Figure 4: Age Group
The demographic analysis reveals that the majority of the respondents were from the age group of 25–34 years, comprising 28 individuals (35%) in the overall sample size. After that came respondents belonging to the age group of 18–24 years, consisting of 22 individuals (27%). Respondents from the age group of 35–44 years comprised 15 individuals (19%), and respondents from the age group of 45–54 years consisted of 10 individuals (13%). The last category included respondents from the age group of 55 years and above, totalling 5 individuals (6%).
[bookmark: _Toc237446298]Table 2: Current Job Position
	Q2. What is your current job position?

	Response
	Frequency

	Sales Assistant
	25

	Customer Service Assistant
	15

	Supervisor
	18

	Team Leader
	12

	Store Manager
	10

	Total
	80
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[bookmark: _Toc237446285]Figure 5: Current Job Position
From the job position analysis, the highest number of participants were the Sales Assistants, with 25 people accounting for 31% of the sample size. The other positions include the Supervisors, who were 18 (22%) and the Customer Service Assistants, who were 15 (19%). Team Leaders were 12 (15%), and the lowest was the Store Managers, who were 10 (13%). This sample consists of individuals from various occupational positions, whether it is managers or operation employees. This allows obtaining extensive information regarding how digital means of communication affect management process and motivation of employees.
[bookmark: _Toc237446299]Table 3: Time Duration
	Q3. How long have you worked in the UK retail sector?

	Response
	Frequency

	Less than 1 year
	12

	1–3 years
	25

	4–6 years
	18

	7–10 years
	15

	More than 10 years
	10

	Total
	80
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[bookmark: _Toc237446286]Figure 6: Time Duration
The results of the employment experience analysis reveal that the biggest share of respondents worked in the UK retail industry for 1-3 years, and their number is 25 (31%). The next level is that of 4-6 years of work experience, which is shared by 18 respondents (22%). Another group consists of employees with 7-10 years of experience, and there are 15 such respondents (19%). Less than one year of experience is observed for 12 (15%), while more than ten years of work experience is possessed by 10 (13%) of the respondents. 




[bookmark: _Toc237449341]4.3 Main findings
[bookmark: _Toc237449342]Objective 1: The key digital communication tools used within UK retail organisations to support management practices and employee engagement
[bookmark: _Toc237446300]Table 4: Digital Communication Tools
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[bookmark: _Toc237446287]Figure 7: Digital Communication Tools
From the results obtained, it is evident that Microsoft Teams was the most commonly used digital communication channel with 30 individuals (37%), while Email came second with 20 individuals (25%). Others were WhatsApp, 12 individuals (15%); Mobile Application, 10 individuals (13%); Intranet, 5 individuals (6%); and Zoom, 3 individuals (4%). With the popularity of Microsoft Teams and Email, it is clear that UK retail firms depend on structured communication channels that facilitate information exchange and efficient communication.
[bookmark: _Toc237446301]Table 5: Utilisation of digital communication tools
	Q5. How frequently do you use digital communication tools during your daily work?

	Response
	Frequency

	Never
	2

	Rarely
	8

	Sometimes
	20

	Often
	35

	Always
	15

	Total
	80
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[bookmark: _Toc237446288]Figure 8: Utilisation of digital communication tools
Findings have revealed that digital communication technologies are widely adopted by the respondents on a daily basis in their jobs. 35 respondents (44%) use these communication technologies frequently, whereas 15 (19%) respondents use them all the time. Another 20 respondents (25%) use these communication technologies occasionally. On the other hand, 8 respondents (10%) use them rarely, whereas 2 respondents (2%) never use them. It can be seen from the above data that 63% of respondents use these technologies often or all the time.




[bookmark: _Toc237449343]Objective 2: The impact of digital communication tools on employee engagement and management practices within the retail sector context

[bookmark: _Toc237446302]Table 6: Assessing the impact of digital communication tools on organisational effectiveness
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[bookmark: _Toc237446289]Figure 9: Assessing the impact of digital communication tools on organisational effectiveness
Digital communications have had a positive impact on the communication process within organisations. According to the responses, the majority of people were of the opinion (38 people, 47%) that these communications made communication better, with 20 people (25%) strongly agreeing with the statement. On the other hand, 12 people (15%) were neutral, while only 10 people (13%) disagreed. In total, 72% of respondents gave positive feedback, meaning that digital communication aids better communication processes within UK retail firms.
[bookmark: _Toc237446303]Table 7: Management Practices Most Improved Through Digital Communication Tools
[image: ]
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[bookmark: _Toc237446290]Figure 10: Management Practices Most Improved Through Digital Communication Tools
From the research findings, it is evident that manager and employee communication became the most improved management practice through the use of digital communication techniques, with 25 respondents (31%). Second was team coordination, with 22 respondents (27%). Other management practices improved included decision-making, which was reported by 12 respondents (15%), scheduling, which had 11 respondents (14%), and performance monitoring, with 10 respondents (13%). From this, it is clear that digital communication techniques improve interpersonal communication and cooperation among the managers and employees in the retail sector of the UK.



[bookmark: _Toc237446304]Table 8: Assessing the impact of digital tools on work engagement
	Q8. To what extent do you agree that digital communication tools have increased your engagement at work?

	Response
	Frequency

	Strongly Disagree
	4

	Disagree
	8

	Neutral
	15

	Agree
	35

	Strongly Agree
	18

	Total
	80
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[bookmark: _Toc237446291]Figure 11: Assessing the impact of digital tools on work engagement
Results reveal that the use of digital communication technology has resulted in a positive impact on the engagement of employees in UK retail organisations. Most of the respondents agreed (35 respondents, 44%) that digital communication technology has resulted in their engagement, whereas some of them strongly agreed (18 respondents, 22%). On the other hand, there were some respondents who were neutral (15 respondents, 19%), and even fewer were negative about the technology (12 respondents, 15%). Overall, it can be seen that 66% of the respondents have become more engaged because of the technology used.



[bookmark: _Toc237446305]Table 9: Effectiveness of digital communication tools
	Q9. Overall, how would you rate the effectiveness of digital communication tools in supporting management practices within your organisation?

	Response
	Frequency

	Very Poor
	2

	Poor
	6

	Average
	18

	Good
	36

	Excellent
	18

	Total
	80
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[bookmark: _Toc237446292]Figure 12: Effectiveness of digital communication tools
These results show that most of the participants viewed digital communication tools as highly effective means of helping manage their organisations. More than half of the respondents (36) gave the rating “Good” to the effectiveness of digital communication tools (45%), whereas 18 respondents (23%) rated their effectiveness as “Excellent.” Another 18 respondents (23%) stated that their effectiveness was average, but only 8 respondents (10%) had negative views on digital communication tools and rated their effectiveness as either “Poor” or “Very Poor.” Thus, 68% of the participants viewed digital communication tools positively.




[bookmark: _Toc237449344]Objective 3: The strategies adopted by UK retail organisations to enhance the effective use of digital communication tools in internal communication systems

[bookmark: _Toc237446306]Table 10: Strategies used by organisations to improve the effectiveness of digital communication tools
[image: ]
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[bookmark: _Toc237446293]Figure 13: Strategies used by organisations to improve the effectiveness of digital communication tools
From the analysis, the results show that employee training programs were the most popular approach used to enhance the effectiveness of digital communication techniques among 25 respondents (31%). Digital communication policies came second among 18 respondents (22%), followed by regular communication policies with 15 respondents (19%). Technical support services had 12 respondents (15%), whereas continuous employee feedback was the least employed method with 10 respondents (13%). In general, the results have shown that UK retail organizations emphasize the development of employee skills and effective communication strategies.
[bookmark: _Toc237446307]Table 11: Enhancing Digital Communication
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[image: ]
[bookmark: _Toc237446294]Figure 14: Enhancing Digital Communication
From the results, it is clear that there have been effective organisational communication strategies contributing to the effectiveness of the use of digital communication technologies. More than half of the participants agreed (38 people, 48%) that the organisational strategies were effective in helping with the effectiveness of digital communications, with 16 (20%) people strongly agreeing. However, 14 (17%) people were undecided, and 12 people (15%) disagreed. In total, 68% of the people had positive views, showing that communication strategies can effectively improve digital communication technology use.
[bookmark: _Toc237449345]Objective 4: The challenges faced by retail organisations in integrating digital communication tools to enhance management practices and employee engagement

[bookmark: _Toc237446308]Table 12: Challenges related to digital communication tools
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[bookmark: _Toc237446295]Figure 15: Challenges related to digital communication tools
From the data above, it can be observed that information overload is the biggest problem facing the effective implementation of digital communication tools since it was identified by 25 respondents (31%). The second biggest problem is digital stress (technostress), which was experienced by 18 respondents (22%), followed by the problem of inadequate employee training, which was experienced by 15 respondents (19%). Technical issues were faced by 12 respondents (15%), and poor internet or connectivity issues were faced by the lowest number of respondents, who were 10 respondents (13%).
[bookmark: _Toc237446309]Table 13: Impact on Management and Engagement
	Q13. To what extent do you agree that these challenges have negatively affected management practices and employee engagement?

	Response
	Frequency

	Strongly Disagree
	5

	Disagree
	10

	Neutral
	18

	Agree
	32

	Strongly Agree
	15

	Total
	80
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[bookmark: _Toc237446296]Figure 16: Impact on Management and Engagement
[bookmark: _Toc234854186]The results show that problems faced by digital communication technologies have caused negative effects on management processes and employee engagement in UK retail firms. The majority of participants, numbering 32 people (40%), believed that the mentioned problems caused negative effects, whereas 15 other participants (19%) were convinced that they had a strong negative effect. On the other hand, 18 participants (23%) were neutral to this point of view, while another 15 participants (18%) were either disagreeing or strongly disagreeing with the idea under consideration. Overall, 59% of participants found negative effects.
[bookmark: _Toc237449346]4.4 Descriptive Analysis
[bookmark: _Toc237446310]Table 14: Descriptive Table
[image: ]
Descriptive analysis offers an overview of respondents' opinions about digital communication tools, management, employee engagement, organisational processes and related challenges. In conducting this descriptive analysis, mean, median, mode and standard deviation values of 80 respondents were used. Mean values show that there is generally a good opinion towards the digital communication tools, with high mean values recorded for Q5 (Mean = 4), Q6 (Mean = 4), Q8 (Mean = 4), Q9 (Mean = 4), Q11 (Mean = 4) and Q13 (Mean = 4), implying that respondents often use digital communication tools, notice the changes brought about by communication and engagement and know the strengths and challenges of such technologies.
The median values further confirm these results, where most of the key variables had a median value of 4, which means that the median respondent chose a positive option such as "Agree" or similar categories. The same is seen in the mode values, where Q5, Q6, Q8, Q9, Q11 and Q13 have a mode of 4.
The standard deviation for all variables was around 1, which means there is low variance between respondents and thus a relatively homogeneous perception of digital communication technologies among respondents. In general, it can be said that the analysis showed that digital communication technologies are being used and well perceived, but at the same time respondents identify certain problems connected to the use of those technologies.

[bookmark: _Toc234854187][bookmark: _Toc237449347]4.5 Correlation analysis
[bookmark: _Toc237446311]Table 15: Correlation Analysis
[image: ] Correlation analysis has been conducted to identify the relations between digital communication tools, management techniques, engagement of employees, organisational strategies, and implementation difficulties. The correlation matrix presents the degree and nature of connections between variables measured with the help of a questionnaire among 80 participants. The correlation coefficient can vary from -1 to +1; a positive coefficient means that both variables increase at the same time, while a negative coefficient means the opposite. The highest positive correlation was found between Q8 (increased digital communication tools and employee engagement) and Q13 (difficulties that negatively affect management techniques and employee engagement), with the value of the correlation coefficient equal to 0.6548. It can be said that despite the fact that digital communication tools facilitate engagement, participants who experience increased digital communication difficulties also understand the possible negative influence on engagement and outcomes of management techniques. A positive correlation between Q6 (better organisational communication) and Q8 (employee engagement) (r=0.5567) shows the relation between better communication effectiveness and higher engagement of employees.
Furthermore, a positive correlation has been observed between Q9 (digital communication effectiveness in the management process) and Q8 (employee engagement) (r = 0.5225), which shows that employees who view digital tools as effective in the management process are more engaged in their activities. Also, Q11 (organisational strategies of communication in using digital tools) positively correlates with Q13 (challenge impact on management and engagement) (r = 0.5215).
Moreover, there exists a moderately positive correlation between Q6 and Q9 (r = 0.5529) and between Q10 (organisational strategies) and Q11 (strategy effectiveness) (r = 0.1265). It demonstrates that communication strategy plays an important role in the use of digital communication. Most of the demographic variables (Q1-Q3) have shown a weak correlation with digital communication variables.
Overall, the results of the correlation show that there is a positive relationship between the effectiveness of digital communication, organisational communication, and the engagement of employees. Nevertheless, the existence of problems shows that good digital communication not only requires the use of technological advances but also adequate organisational support and management. The correlation technique helps to identify the connection between variables.
[bookmark: _Toc237449348]4.6 Discussion of the findings
These results indicate that digital communication methods have become an integral component of management processes and staff motivation at UK retail organisations. The demographic analysis has indicated that the survey sample has comprised employees of various ages, jobs and levels of experience. Thus, it became possible to receive various opinions about the use of digital communication technologies. It should be noted that the majority of respondents (35%) were 25-34-year-old and 27% of them were aged 18-24, which means that young generation that can use new technologies more intensively was involved. Moreover, the participation of operational and managerial employees, including 31% of sales assistants, 22% of supervisors and 13% of store managers, was useful in order to collect information at different organisational levels. In the context of UK retail business, this factor is especially important because of the need to coordinate communication at the level of front-line workers, supervisors and managers in shift work conditions.
In relation to the use of digital communication tools, it can be noted that Microsoft Teams was the most prevalent tool among respondents at 37%, followed by email, which was used by 25% of respondents. The usage of other digital communication tools, such as WhatsApp (15%) and mobile apps (13%), was lower. Thus, it can be assumed that UK retail companies mainly rely on communication platforms which allow exchanging information and coordinating their activities. Besides, it is necessary to say that 44% of respondents used digital communication tools regularly and 19% always used these tools for communication at work. These results confirm the statements presented in the literature review, Chapter 2, about the importance of digital communication platforms as tools that contribute to increased connectivity of organisations and coordination within organisations. Nevertheless, the popularity of structured digital communication platforms, such as Teams and email, can show that companies value reliability and structured communication.
Moreover, these results show that digital communication technologies have had a positive effect on management practices and engagement among employees. The majority of people (47%) chose "agree" and 25% "strongly agree" that digital tools contributed to better organisational communication, resulting in 72% of positive answers. Also, the improvement in communication between managers and employees was rated as the best improvement in management practices by 31% of respondents, while 27% found improvement in team coordination as the best one. Thus, digital communication technologies make managers more visible, increase the speed of information exchange and improve coordination within various organisational levels. In addition, the results confirm the earlier literature, where the role of digital technologies in faster decision-making, coordination and better communication in organisations is shown. Nevertheless, these results also confirm that better engagement can be reached through the use of technologies only by managers.
Employee engagement analysis is an additional source of proof of the positive impact of digital communication technologies. According to the study, 44% of respondents found digital communication tools helpful in increasing their engagement at work, while 22% of participants found such tools very helpful. In addition, 45% of the respondents found digital communication tools to be "good" for management practices, while 23% considered digital communication technologies "excellent," indicating generally positive perceptions of the technology. These results are in line with the Technology Acceptance Model (TAM), since employees seem to be more inclined to use digital tools if they find them helpful in performing tasks and providing information. The results can be explained from the perspective of Social Exchange Theory (SET).
However, the results also indicate some of the major challenges that accompany the implementation of digital communication channels. Even though the use of digital channels enhanced communication and engagement, 31% of the participants considered information overload to be the biggest challenge, with technostress making up 22% of the respondents, while lack of training made up 19%. Additionally, 40% of the participants agreed, and 19% strongly agreed that these challenges have an impact on management practices and employee engagement. These results clearly indicate the dual nature of digital communication, as it not only enhances accessibility and coordination but can also cause additional strain on employees when used excessively. This finding is consistent with the literature review from Chapter 2 that pointed out some of the dangers of digital workplace communication.
The analysis on organisational strategies shows that digital communication adoption calls for much more than merely technology implementation. The training of employees was the most frequently used strategy, adopted by 31% of the respondents, followed by digital communication strategy and communication guidelines, both used by 22% and 19% of the respondents, respectively. Furthermore, 48% agreed, and 20% strongly agreed that organisational strategies on communication facilitated the efficient use of digital communication practices. These findings coincide with previous studies that have highlighted the importance of developing the capacity of the employees along with good communication practices in the digital transformation process.
In summary, the findings verify the theories discussed in the literature review, indicating the importance of digital communication methods for the benefit of UK retail companies; however, appropriate management methods must be applied in order to achieve these benefits. This study extends the scope of the previous research by proving that the use of digital communication affects not just the process of operation but also the relations between managers and employees. Nevertheless, the fact that there are some difficulties shows that companies should use an integrated approach that includes both technology and training, communication strategies, and employee-focused management methods.
[bookmark: _Toc237449349]4.7 Implications of the Findings 
The findings have theoretical and practical implications related to the impact of digital communication tools on management and employee engagement practices in UK retail firms. Firstly, from a theoretical point of view, the study provides evidence in support of the applicability of TAM, as it is found that employees will be more willing to use digital communication tools if they think that such tools are useful for better communication and performance of tasks. Moreover, SET is confirmed by the results, as the improvement in digital communication between managers and employees creates better relationships in the workplace. However, some challenges revealed in the course of research show that the theories of technology adoption should also take into account employees’ well-being.
In terms of practice, retail firms in the United Kingdom need to concentrate more on implementation as compared to the adoption of technology. The conclusions made indicate that there is a need for training of employees, communication policies, and continuous support for taking advantage of digital platforms. It is imperative to strike a balance between digital communication and face-to-face communication in order to keep employees engaged and avoid the negative effects of over-connectivity.
[bookmark: _Toc237449350]4.8 Summary
[bookmark: _Toc234854189]This chapter provided insights into the results collected from 80 retail employees from the UK on the impact of digital communication platforms on management activities and engagement of employees. It was found that platforms as if Microsoft Teams and email have been extensively used, which is beneficial for communication, coordination and employee engagement. Both descriptive and correlation analyses have proven positive correlations among digital communication efficiency, management and the results of engagement. Yet there are problems like information overload and technostress, which prevent the success of their implementation.

[bookmark: _Toc237449351]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc237449352]5.1 Introduction
This chapter concludes by highlighting the main findings related to the impact of digital communication technologies on the management processes and motivation of employees in the UK retail industry. The conclusions are reached in accordance with the research objectives and combine the theories discussed in the literature review with the findings obtained from the survey responses of 80 people.
[bookmark: _Toc234854190][bookmark: _Toc237449353]5.2 Conclusions on Each Research Objective
[bookmark: _Toc234854195]5.2.1 Objective 1: To identify the key digital communication tools used within UK retail organisations to support management practices and employee engagement
Findings from the research show that digital communication technologies have become integral to retailing activities in the UK due to the quick exchange of information and coordination between geographically separated shift workers. According to the literature, digital communication technologies like Microsoft Teams, email, and collaborative systems improve connectivity and coordination among managers, but only if the employees accept the system, find it useful and implement it within an organisation. Findings from the study confirm the argument, with Microsoft Teams emerging as the most common (37%) and email (25%) coming second.
5.2.2 Objective 2: To analyse the impact of digital communication tools on employee engagement and management practices
The study has shown that digital communication systems have a positive effect on management systems and staff engagement through enhancing transparency, information availability, coordination, and participation of the staff members. Based on the available research, digital communication enhances communication between leaders and employees and relations among employees, but concerns are raised over lack of personal contact and digital stress. Empirical evidence confirms such a hypothesis, as 72% of respondents stated improvement in organizational communication and 66% of respondents mentioned increased engagement. Better communication between leaders and employees (31%) and better coordination (27%) are proof that digital communication systems help build relationships in the workplace.
5.2.3 Objective 3: To examine strategies adopted by UK retail organisations to enhance effective digital communication usage
The study finds that successful implementation of digital communication demands strategic organisational support rather than mere technicalities. According to the literature, it was stressed that training of employees, leadership involvement, communication policy and feedback mechanisms are vital for effective digital communication. These research findings show that training programs were the most common strategy among organisations (31%). Sixty-eight per cent believed that organisational communication strategy is effective.
5.2.4 Objective 4: To evaluate challenges faced by retail organisations when integrating digital communication tools
According to the research, digital communication brings both positive and negative aspects. Information overload, technostress and poor interpersonal communication were some of the risks identified through the literature. This was further confirmed through results where information overload was the major risk (31%), and 59% had negative effects on management and participation.
[bookmark: _Toc237449354]5.3 Conclusions on the Research Problem
The research problem was related to the investigation of how digital communication tools affect management processes and the level of employees' involvement in the working process in UK retail companies. In general, it may be stated that the results of this research reveal that there are many advantages of digital communication which help improve information exchange and coordination, as well as employee involvement. Nevertheless, there are some difficulties associated with digital communication, such as information overload and technostress.
[bookmark: _Toc234854196][bookmark: _Toc237449355]5.4 Summary of Research Findings and Outcomes
Results of the research show how digital communication has revolutionised internal communication in UK retail organisations. According to literature and evidence, Microsoft Teams and email communication improve communication and engagement. The research identified positive correlations between communication effectiveness, management and engagement results. Nevertheless, issues related to excessive use of digital communication require careful application. In general, digital communication should be viewed as an organisational capability facilitated by good management rather than simply a technological one.
[bookmark: _Toc234854197][bookmark: _Toc237449356]5.5 Original Contribution of the Research
This research adds value to the current body of literature by shedding light on the use of digital communication in a sector-specific context within the UK retail industry, which has distinct challenges owing to its work style involving shift-based work. Although prior studies have looked at digital transformation in a general sense, this research ties the use of digital communication to management and employee engagement through the theoretical lens of TAM and SET.
[bookmark: _Toc234854198][bookmark: _Toc237449357]5.6 Limitations of the Research
The study faces certain limitations. Firstly, the study is based on a quantitative methodology that is used to identify general patterns but offers little insight into personal experiences of the staff members. Secondly, only 80 British retail staff members participated in the survey, and hence the findings can be generalised only in the context of the same industry in the UK. Finally, the cross-sectional design limits the possibility of measuring longitudinal change.
[bookmark: _Toc234854199][bookmark: _Toc237449358]5.7 Recommendations
· Training for continuous digital communication: Retail businesses in the UK need to conduct training sessions to boost employee confidence and digital skills.
· Creating communication policies: The business needs to create some guidelines on the frequency of communications and priority to avoid information overload and technostress.
· Encouraging balanced communication: Managers can use a combination of digital media and personal interaction to build trust and keep employees motivated.


Scope for Future Research: 
Future research must investigate the effects of digital communication devices on employee motivation and managerial behaviour.
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Q1. What is your age group?
· 18–24 years 
· 25–34 years 
· 35–44 years 
· 45–54 years 
· 55 years and above 
Q2. What is your current job position?
· Sales Assistant 
· Customer Service Assistant 
· Supervisor 
· Team Leader 
· Store Manager 
Q3. How long have you worked in the UK retail sector?
· Less than 1 year 
· 1–3 years 
· 4–6 years 
· 7–10 years 
· More than 10 years 
Q4. Which digital communication tool do you use most frequently at work?
· Email 
· Microsoft Teams 
· WhatsApp 
· Mobile Applications 
· Intranet 
· Zoom 
Q5. How frequently do you use digital communication tools during your daily work?
· Never 
· Rarely 
· Sometimes 
· Often 
· Always 
Q6. To what extent do you agree that digital communication tools have improved communication within your organisation?
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q7. Which management practice has improved the most through digital communication tools?
· Communication between managers and employees 
· Team coordination 
· Decision-making 
· Performance monitoring 
· Work scheduling 
Q8. To what extent do you agree that digital communication tools have increased your engagement at work?
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q9. Overall, how would you rate the effectiveness of digital communication tools in supporting management practices within your organisation?
· Very Poor 
· Poor 
· Average 
· Good 
· Excellent 
Q10. Which strategy has your organisation primarily used to improve the effectiveness of digital communication tools?
· Employee training programmes 
· Regular communication guidelines 
· Technical support services 
· Digital communication policies 
· Continuous employee feedback 
Q11. To what extent do you agree that your organisation's communication strategies have supported the effective use of digital communication tools?
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree 
Q12. Which challenge has most affected the effective use of digital communication tools in your organisation?
· Information overload 
· Lack of employee training 
· Technical problems 
· Digital stress (Technostress) 
· Poor internet or system connectivity 
Q13. To what extent do you agree that these challenges have negatively affected management practices and employee engagement?
· Strongly Disagree 
· Disagree 
· Neutral 
· Agree 
· Strongly Agree
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