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Chapter 1: Introduction

1.1 Overview of the Topic
In today’s business world leadership is key in any organisation. The ability and talents of a leader to manage their own emotions as well as the emotions of others, known as Emotional Intelligence (EI), are critical to the success of the leadership role. Emotional intelligence (EI) encompasses more than simply self-awareness, self-regulation, motivation, empathy, and social skills; it also plays an important role in creating a supportive work environment and fostering healthy connections. The significance of emotional intelligence (EI) in enhancing organisational performance and employee engagement has been acknowledged, particularly in larger and more intricate organisations such as Mercedes-Benz UK. The effect of emotional intelligence (EI) on staff engagement and leadership at Mercedes-Benz UK will be examined in this study. Additionally, it will highlight how implementing EI into leadership techniques can boost worker commitment, contentment, and general productivity.
1.2 Significance of the Topic
Due to technological advancements, changing customer priorities, and a renewed emphasis on environmental protection, the automotive industry is undergoing a period of profound transformation. Companies like Mercedes-Benz UK, which operate in a highly competitive market where new technologies are always being developed, rely on their dedicated employees to give them a competitive edge. Although there is no universally accepted definition of employee engagement, studies have shown that it has a significant impact on organizational outcomes like creativity, customer happiness, productivity, and absenteeism (Bakker and Demerouti, 2014). According to this, executives with high EI can handle the complexities of a changing business climate, such as the one Mercedes-Benz UK will experience in the future, to build a work environment that encourages engagement, lowers stress, and improves performance. Understanding and committing to EI leadership within Mercedes-Benz UK can help advance research on how effective EI is at increasing engagement and, consequently, business outcomes.
1.3 Purpose of the Research
This research looks at the relationship between Emotional Intelligence and employee engagement at Mercedes-Benz UK with a focus on leadership. This study will explore how leaders’ EI impacts on their ability to engage employees, create a positive work environment and ultimately drive business performance. By looking at the specific components of EI that are most relevant to leadership at Mercedes-Benz UK this research will provide practical insights to inform the design and delivery of leadership development programmes. These programmes will be designed to increase EI in leaders so they can engage employees and drive the business.
1.4 Proposed Aim, Objectives, and Research Questions
Aim: The primary aim of this research is to explore the impact of Emotional Intelligence on employee engagement within Mercedes-Benz UK, with a focus on leadership practices.
Objectives:
To define and measure the key components of EI among leaders at Mercedes-Benz UK.
To evaluate current levels of employee engagement under various leadership styles.
To analyse the correlation between leaders’ EI and employee engagement.
To identify best practices for leveraging EI to enhance employee engagement.
To propose strategies for developing EI in leaders at Mercedes-Benz UK.


Research Questions:
What are the key components of EI that are most relevant to leadership at Mercedes-Benz UK?
How do varying levels of EI in leaders influence employee engagement?
Through what mechanisms does EI influence employee engagement at Mercedes-Benz UK?
What best practices can Mercedes-Benz UK leaders adopt to effectively leverage EI in their leadership?
How can Mercedes-Benz UK implement EI training programs to improve employee engagement?
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Chapter 2: Literature Review
[bookmark: _Toc174797254]2.1 Definition of Emotional Intelligence
Success in business and leadership is all about emotional intelligence (EI). Emotional intelligence (EI) is the ability to recognize, understand, control and modulate your own and others emotions. These are key skills for leadership and communication in the workplace. According to Goleman (2011) emotional intelligence (EI) includes motivation, self-control, empathy, self-awareness and social skills which enables a leader to enthuse and inspire their followers. According to Mayer, Caruso and Salovey (2016) emotional intelligence (EI) is a form of intelligence that affects interpersonal relationships and decision making so it’s crucial for leaders in complex organizations like Mercedes-Benz UK. So it’s important to manage your emotions. Participation and output.
[bookmark: _Toc174797255]2.2 Characteristics of Emotional Intelligence 
One of the key components is empathy and two related ones: social skills and emotional competence. The elements of EI are defined by the biologist Lolita M Baldwin. For Baldwin EI consists of core elements such as self-awareness, self-regulation, motivation, empathy and social skills including skills for building and maintaining relationships. As the name suggests the key elements of EI are how well a leader knows and controls her own emotions. They also how she reacts to others emotions.
Goleman (2011) says self-awareness helps leaders understand their own emotional triggers so they can manage their own responses; empathy helps them understand the emotional needs of team members; and social skills like communication and conflict management are key to building strong teams (see Boyatzis, 2013).

2.3 Importance of Emotional Intelligence in Leadership at Mercedes-Benz UK
[bookmark: _Toc174797256]In the cut throat world of the automotive industry Emotional Intelligence is key to leadership success at Mercedes-Benz UK.
Managing emotions and relationships is critical for leaders who have to navigate the pressures of the industry and keep their workforce motivated and engaged. Leaders with high EI can cope with stress, adapt to change and create a culture of continuous improvement.
Research by Cameron and Bright (2023) says leaders with high EI create a positive culture which drives employee engagement and organisational success. Kou and Li (2023) say EI is key to managing a diverse workforce which is key to staying competitive in the automotive industry.
Therefore, developing EI in leaders at Mercedes-Benz UK is vital for sustaining high levels of employee engagement and organizational performance.












[bookmark: _Toc174797257]2.4 Models of Emotional Intelligence
Various models have been developed to conceptualize and measure Emotional Intelligence, each offering unique insights into its role in leadership.
The Ability Model by Mayer and Salovey (1997) focuses on the cognitive aspects of emotional processing, proposing that EI is a form of intelligence that involves perceiving, understanding, and managing emotions. The Trait Model by Petrides and Furnham (2001) suggests that EI is a collection of emotional self-perceptions related to personality traits. Goleman’s (1995) Mixed Model integrates aspects of both ability and personality, emphasizing emotional competencies that contribute to workplace performance.
Goleman (2011) argues that the Mixed Model is particularly relevant in organizational settings as it provides a comprehensive framework for understanding how EI can be developed and applied in leadership. This model is useful for Mercedes-Benz UK as it addresses both the cognitive and behavioural aspects of EI, making it a robust tool for enhancing leadership effectiveness.
Understanding these models is crucial for identifying the most relevant components of EI that can be leveraged in leadership development programs at Mercedes-Benz UK.

2.5 Theories Related to Emotional Intelligence
[bookmark: _Toc174797259]Theories of Emotional Intelligence provide a deeper understanding of how EI influences leadership and organizational outcomes.Goleman’s Emotional Competence Framework and the Bar-On Model are two prominent theories that explore the impact of EI on leadership effectiveness and psychological well-being. Goleman’s framework identifies key emotional competencies essential for effective leadership, such as self-awareness, self-regulation, and empathy (Goleman, 2011). The Bar-On Model (2006) expands this understanding by including emotional and social functioning as critical components of EI.
Bakker, Demerouti, and Sanz-Vergel (2022) argue that these theories provide a foundation for understanding how EI can be developed and applied within organizations to enhance leadership effectiveness and employee engagement. These models are particularly relevant for Mercedes-Benz UK, where the ability to manage emotional and social complexities is crucial for maintaining high performance.
By applying these theories, Mercedes-Benz UK can develop targeted strategies to enhance EI among its leaders, thereby improving employee engagement and organizational success.

[bookmark: _Toc174797260]2.6 Advantages and Disadvantages of Emotional Intelligence in Leadership
Emotional Intelligence has its benefits in leadership but there are downsides to consider.
Leaders with high EI are better at communication, collaboration and problem solving so employee satisfaction is higher and turnover is lower. But there are risks with overemphasising EI such as emotional manipulation or biased decision making.
Albrecht and Bakker (2015) say the benefits include better organisational culture and employee engagement which is key to competitive advantage at Mercedes-Benz UK. Antonakis, Ashkanasy and Dasborough (2014) warn that overreliance on EI can lead to decision making biases especially if emotions are prioritised over data.
To get the best out of EI in leadership at Mercedes-Benz UK you need to use EI in a balanced and ethical way so emotional considerations support rather than overshadow other leadership skills.

2.8 Definition and Importance of Employee Engagement at Mercedes-Benz UK
[bookmark: _Toc174797261]Employee engagement is a critical factor in the success of Mercedes-Benz UK, driving productivity, innovation, and customer satisfaction.
Employee engagement refers to the emotional and cognitive commitment employees have towards their organization, which influences their willingness to invest discretionary effort in their work. Engaged employees are more motivated, productive, and loyal, contributing to a positive organizational culture and improved business outcomes.
Schaufeli (2014) defines employee engagement as a state of vigour, dedication, and absorption in one’s work. Kou and Li (2023) argue that in the competitive automotive industry, maintaining high levels of employee engagement is essential for sustaining Mercedes-Benz UK’s market leadership.
Understanding and enhancing employee engagement at Mercedes-Benz UK is crucial for driving organizational success, particularly in a rapidly changing industry.

2.9 Models and Theories of Employee Engagement
[bookmark: _Toc174797262]Several models and theories provide insights into how employee engagement can be understood and enhanced at Mercedes-Benz UK.
The Gallup Q12 Model and the Utrecht Work Engagement Scale (UWES) are widely used tools for measuring engagement. The Job Demands-Resources (JD-R) Model emphasizes the balance between job demands and resources, suggesting that engagement is highest when employees have sufficient resources to meet their job demands.
Harter, Schmidt, and Hayes (2013) discuss the Gallup Q12 Model as a reliable tool for assessing key elements of engagement, such as recognition and opportunities for development. Schaufeli et al. (2013) highlight the UWES as a comprehensive measure of engagement that captures vigor, dedication, and absorption. Bakker and Demerouti (2014) argue that the JD-R Model is particularly relevant for high-pressure environments like Mercedes-Benz UK, where balancing job demands with adequate resources is critical for maintaining engagement.
By applying these models, Mercedes-Benz UK can develop targeted strategies to enhance employee engagement, ensuring that the workforce remains motivated and productive.
2.10 Advantages and Challenges of Employee Engagement
High levels of employee engagement offer numerous advantages, but there are also challenges that organizations like Mercedes-Benz UK must address.
Engaged employees are more productive, have lower turnover rates, and contribute to a positive organizational culture. However, maintaining high levels of engagement can be challenging, especially during periods of organizational change or uncertainty.
Albrecht and Bakker (2015) suggest that the benefits of high employee engagement include increased productivity and reduced turnover, which are critical for maintaining a competitive edge in the automotive industry. Christian, Garza, and Slaughter (2011) discuss the challenges of sustaining engagement, particularly in dynamic environments where employees may experience stress or burnout.
To maximize the benefits of employee engagement at Mercedes-Benz UK, it is important to develop strategies that address these challenges, ensuring that engagement remains high even in the face of organizational changes.


Chapter 3: Research Methods and Methodology

3.1 Research Philosophy and Justification
This study uses a pragmatist approach which is all about practical solutions and outcomes. Pragmatism is great for research that wants to generate insights in real world settings as it allows for the mixing of qualitative and quantitative methods depending on what’s most useful for the problem (Saunders, 2019). Pragmatism is used in business and management research where the goal is to apply the findings to improve practice so the research is directly relevant and beneficial to practitioners in the field. This approach allows researchers to focus on practical implications and adaptability so the methods and findings are tailored to the specific context of the research. Pragmatism’s flexibility allows for a more holistic understanding of complex issues so it’s a great choice for studies that want to bridge the gap between theory and practice in dynamic real world settings.
3.2 Research Paradigm and Justification
A qualitative research approach is used in this study as it is well suited to exploring complex context dependent phenomena like the role of emotional intelligence (EI) in leadership. Qualitative research allows for a deep understanding of participants experiences and perceptions which is critical when looking at the subjective and interpersonal aspects of EI (Saunders, 2019). This fits with the aims of this study which is to explore the mechanisms through which EI impacts employee engagement. By using in-depth interviews and thematic analysis this study will uncover the subtle dynamics of how emotional intelligence affects leadership and the organisational climate and employee motivation.
3.3 Research Approach and Justification
An inductive research approach is used, allowing patterns and theories to emerge from the data rather than testing pre-existing hypotheses. Inductive reasoning is particularly valuable in qualitative research, as it supports the development of new theories based on observed data (Saunders, 2019). The inductive approach aligns with the exploratory nature of this study, as it seeks to uncover new insights into the relationship between EI and employee engagement at Mercedes-Benz UK.
3.4 Research Methodology and Justification
The case study methodology is used for this research as it allows for a deep dive into the specific context of Mercedes-Benz UK. According to Saunders (2019) case studies are particularly good for qualitative research for getting rich detailed insights into complex issues in their real life settings. This methodology is suitable for exploring how leadership practices with EI impact employee engagement in a specific organisational context.



3.5 Research Strategy and Justification
The research strategy is a single case study of Mercedes-Benz UK. Saunders (2019) says single case studies are justified when the case is a critical instance of the phenomenon being investigated. This will provide insights that can be used for leadership practices not just in Mercedes-Benz UK but in similar organisational settings.
3.6 Sampling Methods and Justification
Purposive sampling will be used to select participants who will provide the most relevant and richest data. This means selecting leaders and employees from various departments within Mercedes-Benz UK who have direct experience of leadership practices and employee engagement initiatives (Saunders, 2019). Purposive sampling ensures we capture a wide range of perspectives which is crucial for depth and breadth in qualitative research.
3.7 Data Collection Methods/Tools
Semi-structured interviews will be the main data collection method. These allow for flexibility in exploring emerging themes while keeping the conversation on track with the research questions (Saunders, 2019). The interviews will be with selected leaders and employees to gain insight into their experiences and perceptions of how emotional intelligence in leadership affects their engagement at work. Additionally, document analysis will be done on internal reports, employee engagement surveys and training materials on emotional intelligence and leadership at Mercedes-Benz UK to get a fuller picture of the research problem.

3.8 Data Interpretation Methods
The data from interviews and documents will be analysed using thematic analysis, a method of coding the data to identify themes and patterns (Saunders, 2019). Thematic analysis is suitable for qualitative research as it allows for a deep dive into the data to gain insights that are grounded in the participants’ experiences and the organisational context. Saunders (2019) describes thematic analysis as a flexible and easy to use tool for qualitative data.
3.9 Time Prospects (Gantt chart)
Time management is key to this research project. The Gantt chart will show the timeline for each stage of the research so all tasks will be completed on time (Saunders, 2019). Research timelines are important in research planning as they help manage the research and meet deadlines.
[image: ]Figure 1. Gantt chart.

3.10 Ethical Considerations
Ethics will be followed throughout the research. Informed consent will be obtained from all participants and they will be fully aware of the research objectives that it is voluntary and they can withdraw at any time (Saunders, 2019). Confidentiality and anonymity will be maintained to protect participants and their sensitive information which is an ethical research practice. Ethical approval will also be sought from the IRB to ensure the study meets all the ethical guidelines and standards (Saunders, 2019).
Chapter 4: Conclusion
This study shows the impact of emotional intelligence on employee engagement at Mercedes-Benz and how leaders should develop EI to improve performance. The findings will suggest that Mercedes-Benz should invest in EI training to improve leadership and have a more engaged workforce. Further research could look into the long term effects of EI on engagement and organisational outcomes and the generalisability of the findings across different parts of Mercedes-Benz (Kou & Li, 2023).
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