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Abstract 

Ensuring Faculty Engagement is critical for the success of higher education as increased 

engagement fosters a deeper sense of being an integral part of the institution. As the 

millennial generation (also commonly known as Gen-Y and includes births from 1980 – 

2000) grows in the workforce and baby boomers retire, employers and human resources 

professionals will need to develop new engagement models to retain valuable millennial 

employees now and into the future. Millennials are masters of digital communication, skilled 

in technology, have social mind-set, able to multi-task, need instant results & feedback of 

whatever they do. In this drastic generational shift, Internal Social Media(ISM) platforms can 

go from an experiment to the bedrock of workplace culture. ISM in organizations is a tool for 

employees that offer open communication, information sharing, instant feedback, 

recognition, creative dialogues across generations and geographies. The purpose of this 

study is to analyze how the use of ISM for internal communication &recognition can drive 

Faculty engagement among Millennials in Higher Education Institutions. 

Keywords: Faculty Engagement, Social media platforms, communication, Recognition, 

Millennials, Higher Education Institutions. 

Introduction 

he success of any Higher Education Institution depends majorly on the 

effectiveness of its teaching fraternity. As the front line in delivering quality 

education, faculty members are a key determinant in whether or not an institution 

lives up to the needs and expectations of its students. 
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Accordingly, faculty members need to feel that they are a vital, integrated element in the 

institution at which they work. That, however, isn't always as simple or straight as it may 

seem. The goal of greater engagement among millennial workforce is made more 

challenging by a number of today's trends and realities (Cherwin, 2016). 

The millennial generation (born between 1980 and 2000) who is now entering 

employment in vast numbers will shape the workplace trends for years to come. 

Attracting the best of these millennial workers is critical to the success of the 

organizations. Their career aspirations, attitudes about work, and knowledge of new 

technologies will define the culture of the 21st century workplace. Millennials matter 

because they form 25% of the workforce in the US and account for over half of the 

population in India. By 2020, Millennials will account for more than a third of the global 

workforce and organizations need to embrace their new attitudes and approaches. They 

are more digitally minded than previous generations and social media is one of the main 

ways Millennials communicate in their daily lives. Therefore introducing social media and 

collaboration technologies to organization’s internal communication toolkit can help them 

to have maximum impact in the workplace (PwC’s 14th Annual Global CEO Survey 

Report,2011). 

According to estimates, the number of worldwide social media users reached 1.96 billion 

and is expected to grow to some 2.5 billion by 2018 (Statista Report,2016). As millennials 

start reaching higher positions of leadership, there has been a massive shift in how social 

media is used from a professional standpoint. 

Jacqui Walford, Director of Marketing and Business Development at HLB Mann Judd 

explain, “Internal social media is the use of social media platforms, such as an ESN, for 

improved internal communication within the organization. These provide social media 

functionality, but within safe and secure hosting with data encryption and they are 

developed specifically with the enterprise in mind. The functionality is business-based and 

not purely social.” 

Dalbec (2016) reported that Internal Social Media (ISM) has the potential to ease 

collaboration, make employees feel closer to their employers, aid in employee recruitment 

and retention, and engage employees who can become brand ambassadors. Their study 

showed positive correlation between effective use of ISM and employee confidence, 

employee connection to their employer and a feeling that their employer cares about 

them. Using factor analysis, 21 discrete attributes that characterize the best programs 

were isolated from their ISM Model and later on three major factors were identified that 

employees look for when deciding whether their company has effective social media 
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internally. Quality of content is the most important aspect of ISM (42 percent importance 

to the model), followed closely by Engagement & Dialogue (37 percent); optimization 

trails in importance (21 percent). 

 

Source: APCO Forum 

                     Figure1: Comparison between companies using/not using ISM Tools 

Due to rapid growth of internal social media adoption in organizations, several attempts 

have been made to unlock its potential benefits (Jarrahi and Sawyer, 2012).The use of 

social media technologies has enhanced communication across organizations as 

executives and leaders attempt to leverage the power of the information and knowledge 

sharing that exists within their companies (Leonardi, 2015).Social media support more 

collaboration, greater transparency and increased trust between employees and the 

organization, becoming an important tool for many aspects of internal communications 

and recognition that are relevant to employee engagement. Through social media, the 

opportunity to communicate and connect with employees is tremendous. It’s time to 

recognize faculty in innovative and exciting ways by using social media to enhance faculty 

engagement. 

Objectives of Study 

Based on the research problems, the objectives of this research are: 

 To study the relationship between internal communication via ISM and faculty 

engagement of Millennial in higher education institutions. 
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 To study the relationship between Recognition via ISM and faculty engagement of 

Millennial in Higher Education Institutions. 

 To predict faculty engagement drive among millennials based on using ISM for 

internal communication and recognition. 

 To suggest a proposed Model for using ISM in Higher Education Institutions based on 

the study. 

Review of Related Literature 

Internal Social Media 

‘Social Media is a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0 and that allow the creation and exchange of User 

Generated Content’ (Kaplan and Haenlein, 2010). 

When organizations use social media for internal communication and social interaction 

within the enterprise it is called as Enterprise Social Network (ESN) or Internal Social 

Media (ISM). Most internal social media platforms mimic in look, feel and functionality 

with popular social networking sites such as Facebook. Unlike external uses of social 

media that cross many public platforms, most organizations implement an integrated 

social media platform for internal communications that contains several functions 

(McAfee, 2009). 

According to Dani Booth, Search Manager at Jelf Small Business, Internal social media 

plays an important role in keeping employees informed and enthused. He further added 

“Traditional methods of communication are largely one way, with little to no room for 

real-time dialogue. Through internal social, organizations can create opportunity for two-

way conversations with technology that staff is already probably familiar with.” 

According to Jonny Gifford, a research advisor from the Chartered Institute of Personnel 

and Development, the value of ISN lies in its ability to strengthen employee voice and 

practically support business activity with the added benefit of workplace cohesion 

Internal Social media can change the traditional dynamics of communication dramatically, 

taking us from two-way communication to multi-directional communication as views and 

ideas are shared ‘up’ at the same time as communicated to colleagues. Other benefits of 

implementing ISM are instantaneous feedback across the organization, responses from 

colleagues in other parts of the department and solutions can be developed for universal 

deployment, not just for one silo.  Gifford believes that the ISM has the potential to bring 

employees closer together, strengthening the sense of workplace community. 
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Internal social media improves collaboration across geographies, reducing travel costs by 

allowing for instantaneous communication. It increases knowledge sharing and gives 

employees faster access to internal experts. It also organizes company information, 

making knowledge management simpler and less costly. 

According to Michaela Clement-Hayes, Content Manager at Fuse Pump, “Social media was 

designed to grow and build communities so it makes sense that companies use it 

internally to improve communications. It helps companies create a sense of togetherness 

and has the potential to improve inter-departmental communications”(Incite Group, 

2014). 

From the review of the literature available on Internal Social Media it is quite evident that 

there are many ways to leverage social media into the workplace. Whether you are a CEO 

or trainee engaging social media platform can bring the workforce together. 

Millennials or GEN Y Generation 

This generation is also referred to as the ‘Wired Generation’ or ‘Net Generation’ that needs 

to be connected at all times and feels most comfortable in digital environments. Born and 

brought up mostly in urban nuclear families, and having early access to communication 

medium; this generation believes in three major factors, Expectations, Expressions and 

Acceptance (Kaplan & Haenlein, 2010). The 21st century workforce is also termed as 

‘Multi-Generational’ as it is a mix of all generations from Baby Boomers, Generation X, with 

recent and ongoing inclusion of Generation Y since the last few years. Gen Y has started 

occupying the leadership positions, infiltrating the traditional workplace with their 

baggage of digital technology, social media networks and higher expectations towards a 

flexi work culture. They are highly demanding, wired and virtually connected, questioning 

traditional practices and authority, displaying and openly voicing their disagreements and 

opinions without paying attention to set cultural norms and organizational practices. This 

is a generation that knows what it wants, in terms of their space, comfort levels or 

communication channels. They are open and brash about their expectations and 

expressions, seeking to collaborate and rapidly exchange knowledge/information, 

networking for acceptance, thus challenging ways traditional organizations functioned 

(Roi, 2011)). A study by Deloitte Consulting (2005), attempted to understand Generation Y 

or Millennial Generation by way of understanding their specificities as a digitally 

connected and wired generation of employees. Extensive studies have been conducted on 

Gen Y to understand what ticks them; what their expectations are and how do they link to 

their workplace. 
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Table 1: Millennial at Work 

 

Source: Deloitte Consulting (2005), Who Are the Millennials, aka Generation Y? 

Global survey by IABC and Deloitte Consulting towards understanding GEN Y imperatives, 

discusses how important it is for GEN Y employees to feel connected, updated and 

involved in an organization. The paper details viewpoints of these employees that 

highlight aspects of frequent, short and updated communications, alongside factors like 

honesty with clarity in communication. This emotionally charged enthusiastic young 

workforce seeks to contribute to their organizations through a plethora of ideas, 

suggestions and informed opinions; which at times challenge the traditional mindset of 

organizational management. Their ideas are creative, innovative and at times exceptional; 

being based on the knowledge acquired by being part of a socially networked and 

connected domain.  

Given this backdrop, it is imperative that researchers, academicians, practitioners and HR 

professionals should focus on integrating the expectations of GEN Y employees towards 

their work organizations, to their psychological needs of expression, acceptance and 

recognition through collaborating on Social Media platforms. 

Internal Communication through Internal Social Media (ISM) 

The foundation for genuine employee engagement begins with extensive and effective 

communication both vertically and horizontally throughout the organization. Internal 

communication is operationally defined as the exchange of information both informal and 

formal between management and employees within the organization. Organizational 

communication focuses on connecting individual employees, groups and organization as a 

whole to facilitate realization of common interest and spontaneous cooperation (Hatch 
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1964; Clampitt and Downs, 1992).Modern workers are increasingly tech-savvy and expect 

instant access to information. Social media platforms designed specifically to help 

employers to interact with their employees and boost their excitement for your 

organization. 

Recognition through Internal Social Media (ISM) 

AON’s 2016 global employee engagement trends report found that “rewards and 

recognition” is one of the top three engagement drivers around the world. It makes sense 

as engaged employees feel valued and appreciated. One way to cultivate engagement is by 

recognizing employee performance on internal social media platforms giving them due 

credit of their work. 

Employee Engagement 

Kahn (1990) described an employee’s ‘personal engagement’ as “the harnessing of 

organization members’ selves to their work roles; in engagement, people employ and 

express themselves physically, cognitively, and emotionally during role performances” (p. 

694). He defines it to be a multidimensional construct and states that employees can be 

engaged in one dimension not necessarily on the other; but his engagement in that 

dimension increases his overall personal engagement to the organization. 

Schaufeli et al. (2002) define engagement as a positive, fulfilling, work-related state of 

mind that is characterized by vigor, dedication, and absorption. Robinson et al. (2004) 

consider work engagement as a positive attitude held by the employee towards the 

organization and its values. Erickson (2005) describes that, “engagement is above and 

beyond simple satisfaction with the employment arrangement or basic loyalty to the 

employer—characteristics that most companies have measured for many years. 

Engagement, in contrast, is about passion and commitment—the willingness to invest 

oneself and expend one’s discretionary effort to help the employer succeed.” Richman 

(2006) and Shaw (2005) pointed out that engaged employees have high degrees of 

involvement and attachment to their employers and/or organizations. Employee 

involvement “seeks to increase members’ input into decisions that affect the organization 

performance and employee well-being”. 

Gill (2012) proposed the following dimensions for employee engagement: alignment with 

the organization, management effectiveness, salary and compensation, communication, 

and opportunity for development and recognition. Woodruffe (2006) highlighted that 

vertical and horizontal communication is a key facet of employee engagement. Employee 

engagement was defined as a “heightened emotional connection that an employee feels for 
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his or her organization, that influences him or her to exert greater discretionary effort to 

his or her work” (Gibbons, 2006, p. 4). 

However, Gatenby et al. (2008) and Gill (2012) pointed out that a formalized definition of 

employee engagement remains elusive. Several studies however have attempted to both 

define employee engagement and understand the antecedents and consequents of 

employee engagement. These studies can be used to deduce a fairly well-grounded 

understanding of employee engagement.  

The engaged faculty will typically demonstrate initiative, proactively seeking 

opportunities to contribute, be willing to share information with colleagues while 

speaking up for the organization and trying harder to meet student’s expectations. 

Since faculty often prefers to be involved in meaningful and challenging work, faculty 

engagement is therefore a classic win–win initiative since it is associated with faculty 

growth and productivity as well as Institution’s success. 

Conceptual Framework of the Study 

 

                                                                          H1 

 

       

 

 

                                                                     H2  

                

    

 

Hypotheses of Study 

The following hypotheses were framed for the study: 

 H01: There is no significant relationship between internal communication via ISM and 

faculty engagement of the Millennial. 

 H02: There is no significant relationship between Recognition via ISM and faculty 

engagement of the Millennial. 

Internal 
Communication via ISM 

 (X1) 

 Recognition 

via ISM (X2) 

Faculty Engagement (Y) 

Figure 2: Conceptual Framework of the Study 
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Research Methodology 

Research Design 

The researcher employs both qualitative and quantitative research design to understand 

and study the impact of internal communication and Recognition via ISM over faculty 

engagement among Millennial cohort. 

Universe of the study 

The target population consists of the permanent Faculty members belonging to Millennial 

Cohort in Higher Education Institutions.  

Sampling Method 

Snowball sampling method was used for data collection. 

Sample Size 

For Qualitative research 

3 Focus groups consisting of 6 faculty members of Millennial cohort in each group along 

with a moderator.  

For Quantitative research 

Initial Sample size was 150. Response rate was 80%. A total of 120 responses were 

received, out of which20 were rejected due to incomplete information. So, final sample 

size came out to be 100. 

Sources of data 

Primary and secondary sources of data were used for the study. 

Primary data 

A Focus Group Discussion Method for Qualitative analysis. 

A 15-item structured questionnaire was used for collection of primary data for 

quantitative analysis. A 5 point Likert scale varying from Strongly Disagree (1) to Strongly 

Agree (5) was used to rate all the variables under study. 

Secondary Data 

 The secondary sources of data comprised of various National & International journals, 

newspaper reports, books and digital databases namely ProQuest, EBSCO and JStor. 
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Tools & Techniques 

 For the purpose of statistical analysis, SPSS 20.0 software was used. Inferential Statistics 

used were Pearson's Correlation & Multiple Regression. Focus Group Discussion (FGD) 

method was used for qualitative analysis. 

Analysis & Interpretation 

Qualitative Analysis using Focus Group Discussion 

Focus Group is a qualitative research method whose application is mainly useful in the 

social sciences. It has been used in areas such as management, marketing, decision and 

information systems, among others. Its general characteristics stand out: the homogeneity 

of the group, the sequence of the sessions, the obtaining of qualitative data, and focus on a 

topic. This research method can be used separately or in conjunction with other methods, 

to strengthen a research design. The three phases of a Focus Group are planning, conduct 

of the interviews, and analysis (Freitas et.al, 1998). 

A qualitative study was performed using three focus groups consisting of six faculty 

members from millennial cohort in each group along with a moderator. Participants were 

recruited by outreaching to the researcher’s personal contacts and using snowball 

sampling. The researcher attempted to organize each focus group based on homogeneity. 

Homogeneity, or similar characteristics, in background is the goal of focus groups because 

it encourages participation and discussion, and helps limit the number of focus groups a 

researcher has to conduct (Morgan, 1988). These background characteristics may be 

gender, race, age, or social class (Morgan, 1988). 

The focus or object of analysis was the interaction inside the group over the subject that 

includes: 

Whether their institution offers any form of ISM platform for their faculty members? 

Whether millennials embrace the use of ISM in their institution to boost their 

engagement? 

How the use of internal social media can affect internal communication and recognition 

programs of higher education institutions? 

At the start of each of the focus groups, the researcher explained the study, its purpose, the 

role of the moderator (the researcher) and how their responses will be confidential. 

Participant’s opinion, suggestions and discussions helped to construct a framework for 

further study. 
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The moderator stimulated discussion with comments or subjects. The fundamental data 

produced by this technique are the transcripts of the group discussions and the 

moderator's reflections and annotations. At the conclusion of each focus group, the 

researcher provided a summary of the major points of the discussion and gave the 

participants the opportunity to confirm or clarify any of these points. This summary 

technique confirmed that the participants felt their thoughts were appropriately 

interpreted by the researcher. 

The qualitative data analysis revealed that majority of higher education institutions of 

Udaipur were not offering any form of ISM platform. A few institutions had only in infancy 

stage that is limited to messenger apps like Outlook and Whatsapp groups that lack social 

media like interaction features. Based on the inputs received a 15-item structured 

Questionnaire was prepared to analyze further. 

Quantitative Analysis  

Validity and Reliability Test 

Cronbach (1951) introduced an index of scale reliability commonly referred to as 

Cronbach’s alpha.  

Multiple Regression Analysis Model 

The analysis used multiple linear regression analysis using SPSS 21.0 Application can be 

formulated as follows: 

Y=a+b1X1+b2X2+e 

where: 

a:constant 

b1&b2: coefficient of variables X1 & X2 

X1: Communication (Independent Variable) 

X2: Recognition (Independent Variable) 

e: standard error 

Y: Faculty Engagement (Dependent Variable) 

Testing Classical Assumption 

Multi-collinearity 
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Multi-collinearity occurs when variables are so highly correlated it is difficult to obtain 

reliable estimates of their individual regression coefficients (Cohen & Cohen, 1983).  

Table 2: Multi-collinearity 

 

Homoscedasticity 

This assumption means that the variance around the regression line is the same for all 

values of the predictor variable (X). 

 

Figure 3: Scatter Plot 

Normality Test 

Normality test aims to test the regression model whether the dependent variable with two 

independent variables have a normal distribution or not.  
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Figure 4: Normal P-P Plot 

Operationalization of variables: 

The variables in the study consisted of the Independent variables Communication via ISM 

(X1) & Recognition via ISM (X2), while the dependent variable is Faculty Engagement (Y) 

Table 3: Operationalization of Variables 

Variables Variable Concept Measurement 
Scale 

N= No. of 
Items 

Cronbach’s 
Alpha 

Result 

Internal 
Communication 
(X1) 

Internal  
Communication 
via ISM 

Likert 5 .924 Reliable 

Recognition 
(X2) 

Recognition via 
ISM Likert 5 .957 Reliable 

Faculty 
Engagement 
(Y) 

Engagement of 
permanent faculty 
members 
belonging to 
Millennial Cohort 

Likert 5 .826 Reliable 
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Hypothesis Testing 

Table 4: Correlation Analysis 

 

According to the above table, both null hypothesis H01& H02 are failed to accept 

statistically as there is high positive correlation of internal communication (X1) 

&recognition (X2) via Internal Social Media and faculty engagement (Y) of Millennials. 

Multiple Regression Analysis 

In statistical modeling, regression analysis is a statistical process for estimating the 

relationships among variables. It is used here to predict the value of dependent variable, 

Faculty engagement (Y) using two independent variables X1 (communication via ISM) & 

X2 (recognition via ISM). 

Table 5: Regression Analysis 

 

From the analysis, the obtained linear regression equation is as follows: 

Y = 2.025 + 0.291 X1 + 0.633 X2 + e 

The interpretation of multiple linear regression equation above is follows: 
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1. Constant value of 0 means that if all independent variables communication (X1) and 

recognition(X2); faculty engagement (Y) will be 2.025 point. 

2. Coefficient value of 0.291 means that if communication (X1) is increased by one unit,it 

will improve faculty engagement (Y) by 0.291. 

3. Coefficient value of 0.633 means that if recognition (X2) is increased by oneunit, it will 

improve faculty engagement (Y) by 0.633. 

Thus, independent variables of this research, which are Communication (X1) and 

recognition (X2) have an effect on faculty engagement (Y). 

Model Summary 

The value of R Square (0.682) and R (0.826) shows a moderate association between the 

set of independent variables and the dependent variable with the standard error of 0.775 

percent  

Table 6: Model Summary 

 

In the above table, it indicates that the Faculty Engagement is 68.2% influenced by 

Communication and Recognition via Internal Social Media Platforms among the 

Millennials. The rest 31.8% is influenced by some other factors that have not been 

considered in the research. 

Conclusion 

Millennials are a talented and dynamic generation, and the best of them are hard to find 

and even more difficult to keep. So, the institution should devise their engagement 

strategies that can leverage Internal Social Media platforms which enable the young 

faculty to connect, collaborate and built their networks and drive engagement.  

Limitations and Future Scope of Study 

The study has been conducted on a very small sample which was chosen via snowball 

sampling due to time and resource constraints. The demographic variables of respondents 

were not included as control variables in the study. Moreover the study has been 
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conducted in hypothetical setting as none of the higher education institutions offer a full-

fledged ISM platform to faculty. Hence the population might behave differently on some 

parameters in real scenario. 

Development of ISM is in its infancy stage in higher education institutions. This study 

opens the door for future studies in this area. Internal Social Media platforms offer 

immense capabilities to tap the potential of this wired generation by driving their 

engagement in institutions. 

Suggestions and Recommendations 

Reach your audience through their preferred channels: Understanding the way how 

workforce prefers to receive communications is critical. Millennials tend to communicate 

through several social media platforms like intranets, instant messaging apps, micro blogs 

and videos, as opposed to standard emails. Using these channels and formats in the 

internal communication plan is key to effectively engage them. 

Reinvent the traditional newsletter: Sending multimedia communications via intranet is 

no longer a nice-to-have feature, but an expectation of the employee especially younger 

workforce. 

Social collaboration breaks barriers: Internal Social media platforms offer more 

opportunities to share, to build knowledge and skills, to find innovative solutions to 

problems. An institution with a collaborative culture breaks down the illusory barriers 

between departments and ranks so that people can work together more effectively and 

innovate more quickly. 

Instant Feedback & Personalized Working Experience 

Embrace the way your employees want to work: social media is no longer considered a 

workplace distraction, it can be a powerful tool to boost employee productivity 

Create a Community & Share Information and Ideas 

Use of blogs, webcasts and discussion forums to encourage knowledge sharing and 

creative thinking. 

Strengthen Relationships: Encouraging social media interaction can strengthen 

engagement between colleagues and an individual’s commitment to their organization. 

When an employee is actively involved in posting thoughts and ideas around company 

changes or projects, they automatically become more invested in the outcomes. This 

contributes to building employee morale and can lead to higher retention rates. 

https://www.hrgrapevine.com/content/tag/8138/collaboration
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Recognition programs via social media: Such programs have a far reaching effect in 

boosting employee morale and strengthen emotional bond with the organization.  

Proposed Model for Using ISM in Higher Education Institutions 

Researcher suggests following model for using Internal Social Media in Higher Education 

Institutions. 

Based on Qualitative & Quantitative Analysis : 

 

 

 

Source: Author(s) Compilation 

Figure 5: Proposed Model of ISM for Higher Education Institutions. 
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