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Abstract 

This master’s thesis explores the impact of internal communication on employee brand loyalty 

within the Georgian retail sector. In the contemporary business environment, where talent 

retention is a global challenge, internal communication has evolved from a simple information 

exchange mechanism into a crucial tool for organizational management and corporate culture 

development. The relevance of this study is underscored by the fact that the Georgian retail 

sector, despite its leading role in the economy, faces high employee turnover and labor 

shortages, as evidenced by recent sectoral research. Furthermore, average wages in this 

industry consistently lag behind the broader business sector average. 

In light of these challenges, internal communication must be viewed as a powerful non-

financial instrument for fostering employee loyalty. Since the essence of loyalty lies in a long-

term commitment to the organization and positive identification with the brand, 

implementing effective communication practices directly contributes to reducing staff 

turnover. 

The primary objective of this research is to determine how two critical parameters of internal 

communication, information transparency and a culture of two-way symmetrical 

communication, influence employee brand loyalty. Two hypotheses are tested within the 

scope of this study: first, that the transparent provision of strategic information increases 

loyalty, and second, that two-way symmetrical communication has a stronger impact on 

employee loyalty than one-way (asymmetrical) information flows. 

The study employs a mixed-methods research design, combining both quantitative and 

qualitative approaches. The quantitative phase involved an online survey of 103 employees 

currently working in the retail sector, while the qualitative phase consisted of in-depth 

interviews with Human Resources managers from four major retail companies. Data analysis 

was conducted using the statistical software JASP (correlation and regression analysis) and 

thematic coding for the qualitative data. 



vi 
 

The research findings confirmed both hypotheses, revealing that two- way communication 

and transparency have a statistically significant and strong positive correlation with employee 

loyalty. Regression analysis demonstrated that two-way symmetrical communication is the 

most powerful predictor of loyalty, confirming that it is critically important for employees not 

only to receive information but to perceive that their feedback is genuinely considered by 

management. The study also identified a "paradox of channel effectiveness": despite the high 

frequency of digital platform usage, face-to-face communication remains the channel with the 

highest correlation with loyalty. Furthermore, the results highlighted an "information gap" 

between hierarchical levels and a sharp decline in loyalty between the 6th and 12th months 

of employment. 

The theoretical and practical significance of this thesis lies in providing concrete 

recommendations for companies operating in the retail sector. The findings emphasize the 

strategic role of internal communication as a vital non-financial motivational tool. 

 

Keywords: Internal communication, employee loyalty, two-way communication, transparent 

communication, organizational commitment. 

 

 

 

 

 

 

 

 


