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Abstract:

Introduction: The following research has examined the impact of people dimension on employee engagement in the Abu Dhabi’s telecom sector.
It also explored the mediating role of organisational culture in the relationship between people dimensions and employee engagement.

Methods: The research employed a quantitative design, collecting data from 385 employees at the largest telecom operators in Abu Dhabi. The data
were collected using a self-developed questionnaire with purposive sampling, resulting in 385 valid responses. Partial Least Squares-Structural
Equation Modelling (PLS-SEM) was used as the analytical method to process the data.

Results & Discussion: The study revealed that Organisational Empowerment has the strongest positive impact on Employee Engagement (= 0.310,
p = 0.000). Customer Centricity presented a negative relationship with engagement (f= -0.162, p = 0.035), suggesting that focusing too much on
customer needs may reduce engagement. The effect of Managerial Support on engagement is weak but positive (f =0.126, p = 0.075). Organisational
Culture has partial mediation effect, enhancing the relationship between Empowerment ( = 0.505, p = 0.000) and Employee Engagement ( = 0.267,
p =0.002), as well as between Customer Centricity and engagement (f = 0.189, p = 0.002).

Conclusion: This research provides valuable insights for telecom companies in Abu Dhabi, focusing on the significance of empowerment and
positive organisation culture to increase employee engagement that ultimately drive improved performance and competitive advantage.
Keywords: Customer centricity, managerial support, empowerment, organisational culture, employee engagement, telecom sector, Abu Dhabi.

1. INTRODUCTION Sustaining this growth in a competitive market alongside
market dynamism requires telecommunication companies to
prioritise optimised human capital development alongside
technological development (Schwarzburg, 2024). Employee
engagement represents the emotional organisational commitment
of workers, which directly impacts workplace performance and
productivity measurements (Yousif Ali & Hasaballah, 2020).
Engaged employees tend to innovate further with their duties to
create better customer relationships while driving higher profits
for the company (Deepalakshmi et al, 2024). Organisations
acknowledge the importance of employee engagement, yet most

The telecommunication sector is one of the fastest-growing and
most competitive industries globally (PWC, 2023), and the UAE
is no exception. As one of the most technologically advanced
nations in the Middle East, the UAE's telecom sector plays a vital
role in driving the nation’s economy (Modor Intelligence, 2025).
Dominated by major players like Etisalat and Du, the sector is
valued at approximately $8.4 billion as of 2022, with a projected
annual growth rate of 2% from 2022 to 2027 driven primarily by
increasing demand for mobile services, digital technologies, and

high-speed data solutions (Oxford Business Group, 2023).
However, alongside technological advancements, people,
dimensions, employee engagement, and organisational culture are
essential to maintain the sector's competitive edge. In such a
dynamic and rapidly evolving industry, fostering a positive
workplace culture and high levels of employee engagement are
crucial for innovation, productivity, and long-term success.

telecommunication operators struggle to sustain high engagement
metrics. The Gallup State of the Global Workplace report-2021
shows that the Middle East and North Africa (MENA) region has
just 15% of workers who maintain full engagement at work
(Gallup, 2021). Employee engagement levels in the region stand
at a critical low point, which particularly affects
telecommunications industry operations because they heavily
depend on innovation coupled with customer service.
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The UAE telecom sector faces the challenge of maintaining
high levels of employee engagement amid rapid technological
advancements and fierce market competition. While the sector
has experienced substantial growth, employee engagement
remains relatively low, impacting productivity, innovation and
service quality. Previous studies, such as (Nwachukwu et al,
2021; and Connolly et al., 2017) have focused on the direct
impact of key factors such as customer centricity, managerial
support and empowerment on engagement but have not evaluated
the mediating role of organisation culture. In such a dynamic and
competitive industry, a positive organisational culture is
important to increase employee motivation and commitment
(Setrojoyo et al., 2023). However, not much attention is provided
to organisation culture with these dimensions to influence
employee engagement, especially in the context of Abu Dhabi’s
telecom sector. The study aims to investigate how organisational
culture, as a mediator, interacts with People Dimensions
(Customer Centricity, Managerial Support, and Empowerment) to
influence employee engagement in the telecom sector of Abu
Dhabi.

2. LITERATURE REVIEW

Employee engagement is a key driver of organisational
performance,  particularly in  service  sectors like
telecommunications (Kadim, 2018). Employee engagement
refers to the extent to which employees are emotionally
connected, committed and involved in their work in the
organisation (Yadav et al., 2022). It is an important factor driving
key performance outcomes that involve enhanced productivity,
increased creativity and improved customer satisfaction (Turner,
2020). In the telecommunications sector, where competition is
stiff and technological advancements are rapid, workplace
engagement is a major driving factor behind organisational
excellence (Atiku et al., 2024).

Highly involved staff are more productive, creative, and
innovative, and engagement is thus an integral ingredient in
maintaining competitive advantage (Elidemir et al., 2020).
(Ahmed & Shafiq, 2014) conducted a study to evaluate the impact
of organisational culture on organisational performance in the
telecom industry of Bahawalpur, Pakistan. The study
demonstrated that dedicated employees are more likely to
participate in knowledge-sharing activities, directly resulting in
organisational success. In addition, dedicated employees enjoy
higher customer loyalty, service quality, and efficiency (He et al.,
2021). Achieving high levels of employee engagement is not
solely dependent on individual factors; it is also significantly
influenced by external elements such as organisational culture
and leadership. It indicates the organisation environment
including values, norms, and practices influencing employee
work experiences. It includes how leadership styles and cultural
elements foster or hinder employees’ emotional and cognitive
commitment. Supportive culture and effective leadership develop
conditions that increase engagement promoting trust, recognition
and purpose (Parent & Lovelace, 2018). Hence, the understanding
employee engagement requires considering both individual
attributes and boarder organisation dynamics affecting motivation
and involvement.

2.1. Hypotheses Development

H1: Customer centricity positively affects
engagement in the telecom sector of Abu Dhabi

employee

Customer centricity is a business strategy that focuses on
building favourable experiences and long-term value for
customers by putting their needs, wants, and satisfaction at the
centre of organisational decisions and activities (Gupta &
Ramachandran, 2021; Saeed, 2023). It means getting to know
customers intensely, adapting products, services, and interactions
to address their expectations, and building solid relationships to
create loyalty and retention (Sparrow et al., 2015). In contrast to
product-centric strategies, customer centricity centres on one-on-
one interaction, ongoing feedback, and responsiveness to
changing customer needs. This strategy propels sustainable
growth by aligning the operations, culture, and strategies of the
firm with delivering superior customer value repeatedly
(Rajagopal, 2020).

Customer centricity functions as a resource and a demand
through the Job Demands-Resources (JD-R) model because it
enhances or hinders employee engagement based on the job
demands versus resource equilibrium (Bakker & Demerouti,
2007). In the JD-R model, customer centricity is both a resource
and a demand that affects employee engagement (Sparrow et al.,
2015). As a resource, customer centricity motivates employees by
giving those meaningful interactions, independence, and a sense
of mission, potentially increasing motivation and engagement.
Yet, when customer expectations are too high, it becomes a
demand, inducing stress and burnout, and hence decreasing
engagement. This balance is key between the requirements of the
job (customer demands) and resources (caring leadership,
training). A healthy environment encourages constructive
employee engagement, while a lack of equilibrium results in
disengagement and reduced performance (Gillet et al., 2024).

The study of (MacGillavry & Sinyan, 2016) investigated the
impact of customer centricity on employee engagement in DHL
Freight. The findings of the study suggested that there exists a
significant relationship between customer centricity and
employee engagement. It shows that customer centred approach
leads to higher engagement of employees and they are motivated
towards catering to the customer needs. However, the study of
(Ghlichlee & Bayat, 2021) reflected that employee engagement
has an impact on customer centric approaches when testing these
variables in the retail banking sector.

H2: Managerial support positively affects
engagement in the telecom sector of Abu Dhabi

employee

Managerial support is the extent to which managers give
advice, resources, encouragement, and help to workers to allow
them to finish tasks and develop their careers. It involves
emotional, informational, and instrumental support to promote a
good working environment, employee motivation, and
performance. Managerial support involves direct communication,
positive feedback, appreciation of efforts, and facilitating access
to tools and training. This assistance is important in enabling
employees to overcome obstacles, attain organisational
objectives, and sustain job satisfaction, thereby leading to general
organisational effectiveness and employee welfare (Aldabbas
etal., 2025).
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According to the Social Exchange Theory positive manager-
employee interactions establish a mutual connection that
enhances employee perception of value and engagement.
Managers providing support, respect, and fairness trigger valued
resources for the employees, eliciting a sense of obligation to
repay through higher commitment and involvement (Ahmad
et al., 2023). Such exchange reinforces employees' sense of value
in the organisation, influencing their motivation and loyalty. This
dynamic interaction fosters a positive work environment,
ultimately resulting in enhanced performance and organisational
success by aligning the interests of individuals and organisations
through continuous, mutually rewarding interactions (Kilroy
et al., 2023). Managerial support, consisting of guidance,
encouragement, and recognition from managers, is crucial to
increase employee engagement (Aldabbas et al., 2025). Managers
who show emotional support while acknowledging employee
work achieve better job satisfaction and employee motivation for
improved engagement (Celestin et al., 2024).

H3: Empowerment positively affects employee engagement
in the telecom sector of Abu Dhabi

Organisations implement empowerment by providing
employees with the freedom to make decisions and the necessary
tools and resources to take ownership of their work-related
choices. Employee involvement enhances when organisations
provide authority and autonomy while offering essential
resources to their staff, who thus demonstrate higher levels of
organisational engagement (Okochi & Ateke, 2020). Empowered
employees are more likely to feel responsible for their work,
showing greater enthusiasm and commitment. According to the
Empowerment Theory, employees feel more motivated when
their professional competence and work meaning receive
enhancement through empowerment practices. Studies such as
(Shkoler & Kimura, 2020) emphasise empowerment’s role in
boosting engagement, particularly in jobs requiring decision-
making autonomy. Meanwhile, (Lai et al., 2020) argued that
empowered employees tend to show higher engagement levels,
especially in industries like telecommunications where creativity
is essential for competitiveness. However, some studies have
found contradictory results, suggesting that excessive
empowerment without proper support can lead to confusion,
stress, and disengagement. Employees may feel overwhelmed by
the added responsibility, especially if they lack the necessary
resources or guidance, negatively impacting engagement
(Dennerlein & Kirkman, 2022).

H4a: Organisational culture mediates the relationship
between customer centricity and employee engagement in Abu
Dhabi's telecom sector

Organisational culture significantly shapes the relationship
between Customer Centricity and Employee Engagement
(Slabbert, 2018). A customer-centric culture aligns employees'
values and behaviours to provide excellent customer service
(Banovi¢-Curguz & Iligevié, 2018). When employees see their
roles as integral to customer satisfaction, it boosts their emotional
commitment to the organisation (Al-Kurdi et al, 2020).
According to Schein’s Organisational Culture Theory, a strong,
customer-focused culture helps employees feel more connected
to the organisation’s goals, enhancing engagement (Schein,
2010). This positive culture acts as a mediator by reinforcing the

connection between customer-centric practices and employee
engagement, driving employees to deliver higher performance
and customer satisfaction. However, the studies previously have
not investigated the mediating effect of organisation culture
between these variables, yet it can be justified using theoretical
grounding.

H4b: Organisational culture mediates the relationship
between managerial support and employee engagement in the
Abu Dhabi telecom sector

Managerial Support is essential for employee engagement, but
its effects are often shaped by the underlying organisational
culture (Tyagi, 2021). When an organisation fosters a culture of
support, trust, and respect, employees are more likely to feel
valued by their managers, which enhances their overall
engagement (Pougajendy et al., 2024). A positive organisational
culture ensures that managerial support is aligned with the values
and norms of the organisation, creating a conducive environment
for motivation and commitment. As highlighted by (Kithae,
2023), when a supportive culture exists, it strengthens the effects
of managerial support by ensuring that employees feel
appreciated and encouraged, leading to higher engagement and
productivity. However, the studies previously have not
investigated the mediating effect of organisation culture between
these variables, yet it can be justified using theoretical grounding.

H4c: Organisational culture mediates the relationship
between empowerment and employee engagement in the telecom
sector of Abu Dhabi

Empowerment gives employees the autonomy and resources
to make decisions, directly influencing engagement (Afram et al.,
2022). However, the effectiveness of empowerment is heavily
influenced by the organisational culture in which it is
implemented (Ljubica et al, 2022). A culture that encourages
autonomy, values creativity, and promotes responsibility supports
the empowerment process and enhances its effects on employee
engagement. According to (Connolly et al., 2017), a culture of
empowerment makes employees feel more invested in their work,
leading to greater engagement. When the organisational culture
aligns with empowerment practices, it ensures that employees are
empowered and motivated to take ownership of their roles,
resulting in increased organisational commitment and
performance. However, the studies previously have not
investigated the mediating effect of organisation culture between
these variables, yet it can be justified using theoretical grounding.

Organisational Culture is the common set of values, norms,
and practices that direct employees' actions and interactions. It
plays a major role in mediating the relationship between different
organisational drivers (such as customer focus, managerial
support, and empowerment) and employee engagement. Positive
culture supports the effect of these drivers by synchronising
employees' attitudes with the organisational objectives (Kithae,
2023). Schein's Organisational Culture Theory highlights that
culture influences how employees think about their work and
affects their attitudes and behaviour. If organisational culture is
customer-centric, managerially supported, and empowering, it
positively impacts employee engagement (Schein, 2010).

2.2. Conceptual Framework

Fig. (1) presents the conceptual model of the study that are
representing the hypothesis developed above. The independent
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variables of the study as elaborated above are customer centricity,
managerial support and empowerment while dependent variable
is employee engagement. The mediating variable of the study is
organisation culture. The framework is supported with the Job-
Demand model and Schein’s organisational culture theory.

3. RESEARCH METHODOLOGY

The study has employed survey-based data collection to
evaluate the influence of people dimension on employee
engagement within the telecom industry of Abu Dhabi. The
research has targeted employees who work within the telecom
industry in Abu Dhabi. The study employed survey-based data
collection to evaluate the influence of people dimensions on
employee engagement within the telecom industry of Abu Dhabi.
The research targeted 600 employees working within the telecom
sector, drawn from various departments such as technical support,
customer service, operations, and management. Purposive
sampling was applied to ensure a representation of employees
across different roles and organisational levels. A total of 420
responses were collected, resulting in a response rate of 70%.
After data cleaning, 35 responses were excluded due to missing
or incomplete data, leaving 385 valid responses for analysis. Five
of the 420 responses were identified as outliers due to extreme
values and excluded from the dataset. Therefore, the final sample
consisted of 385 valid responses, sufficient to ensure reliable and
valid results and provided statistical power for data analysis.

Data collection was carried out using a structured survey
questionnaire (Appendix A). The questionnaire was designed to
capture the study's primary variables: people dimensions
(independent variables), organisational culture (mediating
variable), and employee engagement (dependent variable). The
survey included 5-point Likert-scale closed ended questionnaire,
allowing for a comprehensive assessment of the factors
influencing employee engagement.

The data was analysed using Partial Least Squares- Structural
Equation Modelling (PLS-SEM), which was chosen for its ability
to test both direct and indirect relationships and mediating effects

among the investigated variables. It involves two where the first
stage involves measurement model evaluation using confirmatory
factor analysis to confirm reliability and validity of the constructs
and the second stage includes path analysis or structural model to
test the hypothesis.

All research procedures followed strict ethical protocols to
ensure process validity and research integrity. Participants were
provided with informed consent, and the study's objectives, tasks,
and the option to withdraw without consequences were clearly
explained. The confidentiality of responses was maintained, as all
data was anonymised to protect participant privacy. Additionally,
participants were assured that their personal information would
remain undisclosed, and data security practices ensured that the
data was securely stored, with access restricted to authorized
personnel only. The study findings have been communicated in
aggregate form to guarantee the anonymity of all participants.

As shown in Table 1, the demographic profile of the
participants includes a diverse representation of employees across
various roles and departments within the telecom sector of Abu
Dhabi. The sample comprises 220 male (57.14%) and 165 female
(42.86%) participants. In terms of age, most participants fall into
the 25-44 age range, with 120 participants (31.17%) in the 25-34
age group and 135 participants (35.06%) in the 35-44 age group.
The sample also includes a broad range of job positions, with
Customer Service employees making up 28.57% (110
participants), followed by Technical Support (25.97%, 100
participants), Operations (24.68%, 95 participants), and
Management (20.78%, 80 participants).

Regarding length of employment, the largest group has been
employed for 1-3 years (33.77%, 130 participants), with 120
participants (31.17%) employed for 4-6 years. The education
level of the participants indicates that most hold an undergraduate
degree (41.56%, 160 participants), followed by postgraduate
degrees (36.36%, 140 participants). This diverse demographic
representation ensures that the study captures various
perspectives on employee engagement, people dimensions, and
organisational culture in the telecom sector.

Organisation Culture

Customer Centricity

Managerial Support

Empowerment

Fig. (1). Conceptual framework.

Employee Engagement
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Table 1. Demographic profile of the participants.

Demographic Variable Category Frequency (n = 385) Percentage (%)
Male 220 57.14%
Gender
Female 165 42.86%
18-24 45 11.69%
25-34 120 31.17%
Age Group 35-44 135 35.06%
45-54 70 18.18%
55+ 15 3.90%
Technical Support 100 25.97%
Customer Service 110 28.57%
Job Position
Operations 95 24.68%
Management 80 20.78%
Less than 1 year 40 10.39%
1-3 years 130 33.77%
Length of Employment 4-6 years 120 31.17%
7-10 years 60 15.58%
More than 10 years 35 9.09%
High School 40 10.39%
Undergraduate Degree 160 41.56%
Education Level Postgraduate Degree 140 36.36%
Doctorate 25 6.49%
Other 20 5.19%

4. RESULTS AND ANALYSIS

4.1. Measurement Model Using Confirmatory Factor
Analysis (CFA)

To evaluate the reliability and validity of the latent variables,
the study employed Confirmatory Factor Analysis (CFA). The
measurement model was assessed by examining each construct's
factor loadings, Cronbach’s Alpha, Composite Reliability
(rho_a), and Average Variance Extracted (AVE). Factor loadings
measure the strength of the relationship between the observed
indicators and their respective latent variables. Cronbach’s Alpha
and Composite Reliability assess the internal consistency and
reliability of the constructs, while AVE evaluates the extent to
which the construct explains the variance of its indicators. The
results of the CFA confirm that the measurement model
demonstrates satisfactory psychometric properties, with all the
factor loadings, reliability values, and AVE exceeding the
acceptable thresholds (Baharum ef al., 2023).

Table 2 displays the measurement model results from
Confirmatory Factor Analysis (CFA). The factor loadings for all
indicators are above 0.80, indicating strong relationships between
the indicators and their respective latent variables. Cronbach’s
Alpha values for each construct exceed 0.80, suggesting high
internal consistency and reliability (Hair et al, 2019). The
Composite Reliability scores also support the constructs'
reliability, with values above 0.80. Additionally, the Average
Variance Extracted (AVE) for each construct is above the
threshold of 0.50, demonstrating good convergent validity,
meaning that the constructs explain a substantial portion of the
variance in the observed indicators.

In summary, the measurement model in Fig. (2) has
satisfactory psychometric properties. High factor loadings,
Cronbach's Alpha, composite reliability, and AVE values confirm
that the constructs of the research are reliable and valid and can
be used for analysis. Customer Centricity, Empowerment,
Employee Engagement, Managerial Support, and Organisational
Culture have high internal consistency and convergent validity.
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The discriminant validity using HTMT ratio is shown in the
Table 3 through the correlations among the latent variables. The
values of HTMT are fairly low, meaning that each construct is
unique, with Empowerment correlating highest with
Organisational Culture (0.733) and Customer Centricity
correlating lowest with Employee Engagement (0.276).

4.2. Direct Effects

The direct effects table shows the direct relationships between
the independent variables (People Dimensions) and the dependent
variable (Employee Engagement), as well as the direct
relationships between the mediator (Organisational Culture) and
other variables.

The path analysis results (Table 4) reveal several important
relationships between the latent variables in this study. Customer
Centricity has a negative effect on Employee Engagement
(B=-0.162, P = 0.035), suggesting that an increase in customer-
centric practices may slightly reduce employee engagement.
Although the effect is weak, it is statistically significant at the 5%
level. However, Customer Centricity positively influences

Table 2. Measurement model using CFA.

Organisational Culture (f = 0.189, P = 0.002), implying that a
focus on customer satisfaction can foster a positive culture within
the organisation. This relationship is moderate but significant.
Empowerment has a much stronger positive effect on Employee
Engagement (B = 0.310, p = 0.000), indicating that giving
employees more autonomy and authority significantly enhance
their engagement. Furthermore, Empowerment also has a very
strong effect on Organisational Culture (f = 0.505, p = 0.000),
suggesting that empowering employees helps to build a culture
that values autonomy and creativity. In contrast, Managerial
Support shows a marginally significant positive effect on
Employee Engagement (B = 0.126, p = 0.075), with a weak
relationship that approaches significance, but is not robust. The
effect of Managerial Support on Organisational Culture is not
significant (p = 0.068, p = 0.235), indicating that managerial
support does not play a significant role in shaping the culture.
Finally, Organisational Culture has a positive and significant
effect on Employee Engagement (B = 0.267, p = 0.002),
demonstrating that a positive organisational culture strongly
influences employee engagement.

Latent Variables Indicators | Factor Loadings Cronbach's Alpha Composite Reliability Average Variance Extracted (AVE)
CCl1 0.880
Customer Centricity CcC2 0.899 0.851 0.853 0.771
CC3 0.854
El 0.892
Empowerment E2 0.928 0.894 0.905 0.825
E3 0.880
EE1 0911
Employee Engagement EE2 0.933 0.883 0.885 0.811
EE3 0.880
MS1 0.812
Managerial Support MS2 0.903 0.811 0.816 0.727
MS3 0.841
OCl 0.907
Organisation Culture ocC2 0.930 0.901 0.901 0.835
0C3 0.904
Table 3. Discriminant validity.
- Customer Centricity Employee Engagement Empowerment Managerial Support
Employee Engagement 0.276 - - -
Empowerment 0.718 0.495 - -
Managerial Support 0.620 0.343 0.550 -
Organisation Culture 0.614 0.477 0.733 0.467
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Fig. (2). Measurement model using CFA (showing factor loading, path coefficient, and R-squared).

In terms of indirect effects for mediation analysis,
Empowerment appears to have the strongest and most significant
indirect effect on Employee Engagement through Organisational
Culture, given its large effect on both variables as shown in Table
5. In contrast, Customer Centricity's indirect effect on Employee
Engagement is likely weak, as the direct effect of Customer
Centricity on engagement is negative. Furthermore, the indirect
effect of Managerial Support through Organisational Culture is
negligible due to the non-significant relationships in both paths.
Overall, Empowerment exerts the most significant and impactful
effect on Employee Engagement and Organisational Culture,
while Managerial Support and Customer Centricity have weaker
and less significant effects, particularly when considering their
indirect impacts.

The Total Effects (Table 6) shows that Employee Engagement
results from the combined influence of People Dimensions
together with Organisational Culture. The impact of Customer
Centricity on Employee Engagement turns out to be negative yet
unimportant (f = -0.111, p = 0.153) whereas its effects on
Organisational Culture are both significant and positive (B =
0.189, p = 0.002). This shows that customer-oriented practises
benefit organisational culture development. An organisation finds
that empowerment generates the maximum positive influence on
Employee Engagement (B = 0.445, p = 0.000) and Organisational
Culture ( = 0.505, p = 0.000). These findings demonstrate that

employee empowerment increases engagement levels and
strengthens cultural values in the company. Employee
Engagement receives substantially significant positive support
from Managerial Support measures (B = 0.144, p = 0.044) but
Organisational Culture shows no meaningful impact from this
variable (B = 0.068, p = 0.235). The results indicate
Organisational Culture has a strong positive relationship to
Employee Engagement at the 0.002 significance level (3 =0.267).
This finding demonstrates why organisations must establish
positive  organisational cultures to improve employee
engagement. The study reveals Empowerment stands as the
dominant force which increases employee engagement together
with organisational culture though Customer Centricity and
Managerial Support demonstrate reduced engagement effects.
The analysis of mediation indicates partial mediation of
Organisational Culture between People Dimensions and
Employee Engagement. Empowerment has a strong impact on
engagement both directly and indirectly through culture, whereas
Customer Centricity has negative direct impact on employee
engagement but organisational culture positively mediates the
relationship. The insignificance of total effect indicates the
complex dynamics of this variable which can be further better
examined using different other variables or factors affecting it as
well. Managerial Support's mediation is small. This suggests
direct actions and cultural building are crucial for improving
engagement.
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Table 4. Direct effects.

Path Coefficients T Statistics P Values
Customer Centricity -> Employee Engagement -0.162 ** 2.112 0.035
Customer Centricity -> Organisation Culture 0.189 ** 3.080 0.002
Empowerment -> Employee Engagement 0.310 *** 3.879 0.000
Empowerment -> Organisation Culture 0.505 *** 8.731 0.000
Managerial Support -> Employee Engagement 0.126 * 1.783 0.075
Managerial Support -> Organisation Culture 0.068 1.188 0.235
Organisation Culture -> Employee Engagement 0.267 *** 3.038 0.002
Note: ***: Significance at 1%, **: Significance at 5%, *: Significance at 10%
Table 5. Indirect effects.
Path Coefficients T Statistics P Values
Customer Centricity -> Organisation Culture -> Employee Engagement 0.050%* 2.386 0.017
Empowerment -> Organisation Culture -> Employee Engagement 0.135 *** 2.782 0.005
Managerial Support -> Organisation Culture -> Employee Engagement 0.018 1.008 0.314
Note: ***: Significance at 1%, **: Significance at 5%, *: Significance at 10%
Table 6. Total effects.
Path Coefficient T Statistics P Values
Customer Centricity -> Employee Engagement -0.111 1.430 0.153
Customer Centricity -> Organisation Culture 0.189 *** 3.080 0.002
Empowerment -> Employee Engagement 0.445 *** 6.550 0.000
Empowerment -> Organisation Culture 0.505 *** 8.731 0.000
Managerial Support -> Employee Engagement 0.144%* 2.012 0.044
Managerial Support -> Organisation Culture 0.068 1.188 0.235
Organisation Culture -> Employee Engagement 0.267%%* 3.038 0.002
Note: ***: Significance at 1%, **: Significance at 5%, *: Significance at 10%
4.3. Model Explanatory Power Table 7. Explanatory power.
Table 7 above shows the explanatory power of the model.
Employee engagement shows R-Square of 0.251. It indicates that R-Square R-Square Adjusted
the people dimension variables such as customer centricity,
empowerment and managerial support explains 25.1% variation
in employee engagement. Furthermore, organisation culture has Employee Engagement 0.251 0.243
R-Square of 0.459 showing that customer centricity,
. . o ..
empowerment apd managerial support explain 45.9% of variation Organisation Culture 0.459 0.455
in the organisation culture.
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5. DISCUSSION AND HYPOTHESIS ASSESSMENT

The main aim of this study was to explore the impact of people
dimensions, customer centricity, empowerment, and managerial
support, on employee engagement in the telecom industry of Abu
Dhabi, and evaluate the role of Organisational Culture as a
mediator in such relationships. The aim was not only to learn
about the direct impacts of these variables on employee
engagement, but also about how much organisational culture
serves as a conduit strengthening or influencing these effects.

The results of the analysis provided several noteworthy
findings. Empowerment proved to be the strongest predictor of
Employee Engagement with clear direct and indirect effects
through organisational culture. This supports that when
employees are entrusted with autonomy, authority, and resources,
they are more engaged and committed towards work. The strong
positive effect of empowerment on organisational culture also
indicates that empowering practices are building a culture that is
appreciative of creativity and autonomy, leading to increased
engagement. This is supported through (Lai ef al., 2020; Okochi
& Ateke, 2020; and Shkoler & Kimura, 2020), which highlights
the pivotal role of empowerment in fostering engagement through
higher responsibility and purposeful work.

On the contrary, Customer Centricity demonstrated a mixed
relationship. Though it was positively and significantly associated
with Organisational Culture, its direct association with Employee
Engagement was negative. The positive indirect effect via culture
partially balances this negative direct impact. This balanced
finding aligns with the Job Demands-Resources (JD-R) model
explanation presented by (Gillet ef al., 2024), where customer-
centric practices serve as both resources and demands
encouraging employees when well managed but threatening to
induce stress and disengagement when demands outstrip
resources. It speaks to the fine line organisations need to walk to
leverage customer centricity optimally without overexerting
employees.

Managerial Support had a marginally significant direct impact
on Employee Engagement and a non-significant impact on

Table 8. Summary of hypotheses.

Organisational Culture, with minimal mediation through culture.
Nevertheless, the overall effect of managerial support on
engagement was positive, showing that managerial behaviours
directly have a positive effect on engagement but might do so
largely through direct interpersonal relationships rather than
influencing the broader culture. This is in line with the Social
Exchange Theory approach (Kilroy ef al., 2023) as well as the
conclusions of (Aldabbas et al., 2025) emphasizing the critical
role of immediate manager-employee support in generating
motivation and commitment.

Organisational Culture itself had a significant positive effect
on Employee Engagement, reinforcing its pivotal position as the
driver of an environment in which people feel valued and engaged
in the organisational agenda. The partial mediation effect seen
here suggests that although culture serves to amplify the
contribution of people dimensions to engagement, direct
relationships are not irrelevant. The result reinforces Schein's
Organisational Culture Theory (Schein, 2010) wherein culture is
argued to facilitate employee attitude and behaviour. Table 8
represents the summary of the hypotheses based on the results
obtained below.

Implications of the findings are significant for Abu Dhabi
telecom sector management. Empowerment needs to be a top-
down priority as a strategic instrument for stimulating employee
engagement and developing a robust organisational culture.
Customer focus strategies need to be balanced with sufficient
resources and support to avoid the negative impact on
engagement. Managerial support is still crucial but supplemented
by culture-construction initiatives to optimize its application.
Organisations need to ensure a supportive culture that aligns
people dimension practices with engagement objectives, hence
achieving sustainable competitive advantage through committed
and motivated employees. Furthermore, customer centricity has
shown the complex dynamic indicating the implication that
telecom sector employees must consider customer centric
approaches carefully and ensure that their approach towards
customers centric aspect is strong.

Developed and Tested Hypotheses Status
H1: Customer Centricity positively affects Employee Engagement in the telecom sector of Abu Dhabi Rejected
H2: Managerial Support positively affects Employee Engagement in the telecom sector of Abu Dhabi Accepted
H3: Empowerment positively affects Employee Engagement in the telecom sector of Abu Dhabi Accepted

sector.

H4a: Organisational Culture mediates the relationship between Customer Centricity and Employee Engagement in Abu Dhabi's telecom

Partial Mediation

sector.

H4b: Organisational Culture mediates the relationship between managerial support and Employee Engagement in Abu Dhabi's telecom

Partial Mediation

H4c: Organisational Culture mediates the relationship between empowerment and Employee Engagement in Abu Dhabi's telecom sector.

Partial Mediation
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CONCLUSION

This research studied the impacts of People Dimensions
Customer Centricity, Managerial Support, and Empowerment on
Employee Engagement in the telecom industry in Abu Dhabi,
with a focus on the mediating effect of Organisational Culture.
The findings reveal that Empowerment is the strongest driver of
employee engagement, having strong direct and indirect effects
through organisational culture. Empowering workers through
autonomy and resources creates a culture of creativity and
accountability, which enhances engagement. In contrast,
Customer Centricity had a negative direct impact on engagement
but a positive effect on organisational culture, which may indicate
that customer focus can build culture but that cause stress and
disengagement, as would be predicted by the Job Demands-
Resources model. Managerial Support had a weak positive effect
on engagement with minimal impact on organisational culture,
which suggests managerial action directly influences engagement
but has limited potential to influence culture. These results
underscore the necessity for balanced customer focus practices,
firm empowerment strategies, and supportive managerial
practices to facilitate ongoing employee commitment.

POLICY IMPLICATIONS

The policy implications of the research are important to
managers in the telecom industry and HR practitioners working
in Abu Dhabi and comparable markets. Having recognised
Empowerment as a major driver of employee engagement,
organisations are motivated to adopt policies that give employees
more autonomy, decision-making powers, and resource access.
These practices can promote motivation, creativity, and
commitment, contributing to increased productivity and
innovation. The research also emphasises the need for balancing
Customer Centricity with supportive employee provisions so that
burnout and disengagement are avoided, encouraging managers
to develop customer-centric strategies that are sustainable and
employee-friendly. In addition, while Managerial Support has a
lesser influence on culture, its direct positive influence on
engagement emphasises the worth of good, supportive leadership
and communications. Overall, this study provides actionable
recommendations for creating a positive organisational culture
that supports people-focused initiatives, allowing telecom
operators to sustain competitive edge through an energised,
engaged, and resilient workforce.

LIMITATIONS & FUTURE DIRECTION

This research’s limitation implies different future directions.
The study’s cross-sectional design restricts causal inferences,
reflecting need for longitudinal studies in capturing changes in
employee engagement over time. The focus on Abu Dhabi’s
telecom sector restricts generalisability. Hence, future studies can
explore different industries and geographic regions for broader
applicability. Furthermore, relying on self-reported survey data
may reveal bias, hence incorporating qualitative methods can
enhance validity. Finally, evaluating other potential mediators or

moderators like leadership styles, technological change or
employee wellbeing can provide comprehensive understanding of
factors shaping employee engagement. Furthermore, as study
revealed the complex dynamic of the customer centricity, it is
important to consider various other factors that can be involved
in the relationship of customer centricity and employee
engagement. The future researchers can consider different
moderating or mediating variables that can intervene with this
dynamic.

LIST OF ABBREVIATIONS

AVE = Average Variance Extracted

CFA = Confirmatory Factor Analysis

EE = Employee Engagement

JD-R = Job Demands-Resources

ocC = Organisational Culture

PD = People Dimensions

PLS-SEM = Partial Least Squares-Structural Equation

Modelling
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APPENDIX A: QUESTIONNAIRE

Section A: Demographics
1) Gender

a) Male

b) Female

2) Age

a) 18-24

b) 25-34

c) 35-44

d) 45-54

e) 55+

3) Job Position

a) Technical Support
b) Customer Service
c) Operations

d) Management

4) Length of Employment
a) Less than 1 year

b) 1-3 years

c) 4-6 years

d) 7-10 years

e) More than 10 years
5) Education Level

a) High School

b) Undergraduate Degree
c) Postgraduate Degree
d) Doctorate

e) Other

Section B: People Dimension
Rate the following statements based on the following scale

1= strongly disagree, 2= disagree, 3= neutral, 4= agree and 5=
strongly agree

Customer Centricity 1 2 3 4 5

The organisation prioritizes customers’
needs in all decision-making processes.

Employees are encouraged to understand
and address customer concerns
effectively.

Customer satisfaction is considered a key
measure of organisational success.

Managerial Support 1 2 3 4 5

My manager provides timely guidance
and assistance when I face work
challenges.

I feel supported by management in my
professional development and growth.

Management recognises and appreciates
employees’ contributions regularly.

Empowerment 1 2 3 4 5

I have the authority to make decisions
relevant to my job responsibilities.

The organisation encourages employees
to take initiative and be innovative.

I feel confident in my ability to influence
work outcomes.

Section C: Employee Engagement

I am enthusiastic about my work and
committed to the organisation’s goals.

I feel motivated to put in extra effort
beyond my job requirements.

I actively participate in activities that
improve the workplace environment.

Section D: Organisation Culture

The organisation fosters a culture of
collaboration and mutual respect.

Innovation and creativity are valued and
encouraged in this organisation.

Communication within the organisation is
open and transparent.
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