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Abstract: This study examines how employee advocacy programs can strengthen brand 

reputation and support business growth. Based on survey data from 200 employees, it evaluates 

the impact of leadership support, privacy assurance, ethical clarity, and incentives on employee 

participation. Using descriptive statistics, chi-square tests, and ANOVA, the study finds that 

leadership support and incentives significantly improve participation, while privacy and ethical 

clarity build employee trust. The findings highlight that effective communication, ethical 

practices, and suitable rewards are essential for successful and sustainable employee advocacy 

programs. 

Keywords - Support business growth, Chi-square tests, ANOVA, Rewards, Advocacy 

programs 

1. Introduction 

In the contemporary digital environment, consumer trust is crucial to organizational success, 

making employee advocacy an important strategy for strengthening brand reputation and 

supporting business growth. Employee advocacy refers to employees promoting their 

organization’s values, products, and services through their personal networks and digital or 

offline platforms, thereby creating a more authentic and credible connection with audiences. 

However, employee participation in advocacy programs may be limited by factors such as 

inadequate leadership support, privacy concerns, unclear ethical standards, and a lack of 

appropriate incentives. Understanding these factors is therefore essential for improving 

employee engagement and the effectiveness of advocacy initiatives. 

This research aims to provide practical and evidence-based insights for developing effective 

employee advocacy programs that enhance brand credibility, build customer trust, and 

contribute to organizational growth. The study uses data collected from AML Right Source, a 

leading organization specializing in anti-money laundering, financial crime compliance, and 

risk management. The company provides services including transaction monitoring, regulatory 

compliance, risk assessment, AI- and machine-learning-based solutions, training, and staffing 

support, helping organizations strengthen their capabilities in preventing and managing 

financial crime. 
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2. Literature review 

Author Topic Focus Summary Key Points Gaps Year 

Maurer, Roy 

Strengthening 

employer 

branding 

Employee 

advocacy's role 

in enhancing 

talent 

acquisition 

Employees 

sharing 

company-

related content 

on social 

media 

increases trust 

and attracts 

talent. 

Boosts 

employer 

branding; 

employee 

voices build 

authenticity. 

Sustainability 

and long-term 

strategies 

unexplored. 

2018 

Smith, Susan 
Scaling brand 

awareness 

Employee 

networks on 

social media 

amplify brand 

reach 

Advocacy 

through 

curated 

content 

significantly 

enhances 

brand 

visibility. 

Focus on 

curated and 

empowering 

content. 

Limited 

industry-

specific 

insights. 

2024 

Williams, 

Alex 

Metrics for 

advocacy 

Measuring 

advocacy 

outcomes using 

KPIs 

Clearly 

defined KPIs 

like reach and 

engagement 

ensure the 

success of 

employee 

advocacy 

programs. 

Metrics align 

advocacy goals 

with broader 

business 

objectives. 

Multinational 

and cultural 

nuances 

remain 

unaddressed. 

2024 

Brown, 

Taylor 

Employee 

engagement in 

advocacy 

Boosting brand 

trust through 

employee 

participation 

Employee 

participation 

enhances 

customer trust 

and loyalty 

while 

amplifying 

brand 

credibility. 

Builds trust 

through 

storytelling. 

Analysis of 

advocacy's 

financial ROI 

for SMEs is 

missing. 

2024 

Reputation 

Today Team 

Storytelling in 

advocacy 

Enhancing 

brand 

reputation 

through 

Authentic 

employee 

narratives 

contribute to 

improved 

Stories foster 

deeper 

connections. 

Limited 

integration of 

feedback loops 

2024 
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Author Topic Focus Summary Key Points Gaps Year 

employee 

stories 

public 

perception and 

stakeholder 

engagement. 

for continuous 

improvement. 

Anderson, 

Laura 

Role of 

guidelines in 

advocacy 

Social media 

guidelines’ 

impact on 

advocacy 

programs 

Structured 

guidelines 

encourage 

employees to 

participate 

confidently in 

advocacy 

initiatives. 

Boosts 

confidence in 

sharing 

content. 

Lacks 

strategies for 

using 

advocacy 

during crises. 

2023 

LinkedIn 

Marketing 

Solutions 

Team 

Trust in 

advocacy 

Trust-driven 

impact of 

employee 

messages 

Employees' 

trust in their 

organization 

leads to 

enhanced 

customer trust 

and brand 

loyalty. 

Trust as a 

cornerstone of 

advocacy 

success. 

No 

longitudinal 

studies on 

evolving 

advocacy 

impacts. 

2022 

Forbes 

Contributors 

Storytelling 

and 

engagement 

Personal 

stories build 

consumer-

brand 

connections 

Employees' 

authentic 

storytelling 

enhances 

emotional 

connections 

between 

brands and 

consumers. 

Creates 

genuine and 

relatable 

connections. 

Case studies 

for validation 

are limited. 

2023 

Smarp Team 
Advocacy 

platforms 

Enhancing 

internal 

communication 

through 

structured 

platforms 

Advocacy 

tools 

streamline 

internal 

content 

sharing, 

improving 

overall 

program 

participation 

and efficiency. 

Improves 

communication 

and 

participation. 

Challenges for 

small 

organizations 

adopting 

advocacy tools 

are 

underexplored. 

2022 
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Author Topic Focus Summary Key Points Gaps Year 

Miller, 

James 

Employee-

generated 

content 

Role of 

employee 

content in 

boosting brand 

engagement 

Employee-

shared content 

attracts greater 

audience 

interaction on 

digital 

platforms. 

Engages 

audiences 

effectively via 

employee 

networks. 

Does not 

explore 

platform-

specific 

engagement 

metrics. 

2021 

HubSpot 

Research 

Team 

Storytelling's 

trust impact 

Building trust 

through 

authentic 

employee 

stories 

Employee-

generated 

stories drive 

customer 

loyalty by 

personalizing 

brand 

interactions. 

Strengthens 

trust through 

relatable 

narratives. 

Ignores 

generational 

preferences in 

storytelling 

mediums. 

2020 

Smith, 

Jonathan 

Social media 

for advocacy 

Employees 

amplify brand 

messages on 

social media 

Employees 

sharing brand 

messages 

enhance brand 

presence, 

particularly on 

major 

platforms like 

LinkedIn and 

Twitter. 

Social media 

expands reach 

efficiently. 

Ethical 

concerns in 

content 

sharing are not 

examined. 

2023 

Brown, 

Rachel 

Gamification 

in advocacy 

Using 

gamification to 

motivate 

employee 

participation 

Gamification 

strategies, like 

leaderboards, 

significantly 

increase 

employee 

engagement in 

advocacy 

programs. 

Creates 

motivation 

through 

rewards and 

recognition. 

Long-term 

sustainability 

of 

gamification 

remains 

uncertain. 

2024 

Digital 

Marketing 

Institute 

Team 

Advocacy best 

practices 

Success case 

studies on 

employee 

advocacy 

Analyses how 

successful 

brands utilize 

advocacy 

programs to 

maximize 

reach and 

strengthen 

Uses case 

studies to 

highlight 

success factors. 

Limited 

exploration of 

non-tech 

sector 

challenges in 

advocacy. 

2021 
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Author Topic Focus Summary Key Points Gaps Year 

branding 

strategies. 

Carter, 

Sarah 

Advocacy and 

organizational 

culture 

Aligning 

internal culture 

with external 

branding 

through 

advocacy 

Aligning 

culture with 

brand identity 

through 

employee 

engagement 

improves 

consistency 

across 

touchpoints. 

Strengthens 

alignment 

between 

culture and 

branding. 

Role of 

leadership in 

facilitating 

advocacy is 

insufficiently 

covered. 

2020 

Wilson, Alex 

Trust's impact 

on advocacy 

success 

Examines trust 

as a driver of 

successful 

advocacy 

Employees 

with higher 

trust in their 

employers are 

more likely to 

advocate for 

the brand. 

Highlights trust 

as a success 

factor. 

Does not 

address unique 

challenges 

faced by 

remote teams. 

2019 

Social Media 

Examiner 

Team 

Advocacy 

success 

metrics 

Identifying and 

using metrics 

to evaluate 

advocacy 

programs 

Metrics like 

engagement, 

impressions, 

and reach help 

organizations 

understand the 

impact of their 

advocacy 

efforts. 

Provides 

measurable 

goals for 

success. 

Cultural 

impacts on 

metrics are not 

addressed. 

2023 

Gallup 

Research 

Team 

Employee 

engagement 

and advocacy 

Engagement as 

a predictor of 

successful 

advocacy 

Engaged 

employees are 

more 

proactive and 

effective 

advocates, 

contributing to 

better 

customer 

experiences. 

Connects 

engagement to 

advocacy 

success. 

Does not 

discuss 

advocacy 

scalability for 

multinational 

teams. 

2022 

Bain & 

Company 

Advocacy in 

digital 

transformation 

Integrating 

advocacy into 

broader digital 

Advocacy 

aligns with 

digital goals to 

improve 

Ties advocacy 

to digital 

innovation. 

Resistance to 

adopting new 

advocacy 

2024 
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Author Topic Focus Summary Key Points Gaps Year 

transformation 

strategies 

customer 

experience 

and brand 

reputation as 

part of 

transformation 

initiatives. 

technologies is 

not addressed. 

PWC 

Research 

Team 

Legal 

compliance in 

advocacy 

Ensuring legal 

and ethical 

compliance in 

advocacy 

programs 

Clear 

guidelines for 

advocacy 

programs 

minimize risks 

and ensure 

employee 

adherence to 

company 

policies. 

Reduces legal 

and ethical 

risks. 

Advocacy 

training 

methods lack 

innovative, 

scalable 

approaches. 

2023 

 

 

3. Research Methodology 

The methodology describes the research design, data collection process, sampling method, and 

statistical techniques used to examine the influence of employee advocacy programs on brand 

reputation and business growth. The study follows a quantitative research approach and 

analyses employee survey data using appropriate statistical methods to evaluate the 

relationships among the key variables. 

Research Design: The study employs a descriptive and analytical research design to identify 

the factors affecting employee participation in advocacy programs and examine their influence 

on brand reputation and business growth. Quantitative data are collected through a structured 

survey and analysed using appropriate statistical techniques to derive meaningful conclusions. 

Data Collection: The primary data for this study is gathered through a structured 

questionnaire. The questionnaire is developed to collect information on the following key 

factors affecting employee advocacy: 

 Leadership Support: Questions designed to understand employees’ perceptions of 

leadership involvement, encouragement, and support for advocacy activities. 

 Privacy Concerns: Questions examining employees’ concerns related to privacy, data 

protection, security, and confidentiality while participating in advocacy programs. 

 Ethical Guidelines: Questions assessing how the clarity and effectiveness of ethical 

standards influence employees’ willingness to participate in advocacy activities. 

 Incentives: Questions focusing on different types of incentives, including monetary 

rewards, non-monetary benefits, and recognition, that encourage employees to 

participate in advocacy programs. 
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 Employee Participation: Questions designed to measure the extent and level of 

employees’ involvement in advocacy activities. 

The questionnaire is administered to 200 employees at AML, the organization selected for this 

research. The respondents belong to different departments and organizational levels, ensuring 

a diverse representation of the company’s workforce. 

Sampling Method: This research aims to examine the impact of leadership support, the 

importance of privacy and ethical clarity, and the effectiveness of incentives in encouraging 

employee participation in advocacy programs. The study uses survey data obtained from 200 

employees at AML, with a specific focus on examining how these factors influence employees’ 

motivation to participate in advocacy activities and how their participation contributes to the 

organization’s brand reputation and business performance. The study adopts convenience 

sampling as the sampling technique. 

Questionnaire Structure: The questionnaire comprises closed-ended questions, using a Likert 

scale ranging from 1 to 5 to assess employee perceptions regarding the following factors: 

 Leadership Support (e.g., "To what extent do you agree that leadership encourages 

employees to participate in advocacy programs?") 

 Privacy Concerns (e.g., "To what extent are you concerned about the privacy of your 

personal information while participating in the advocacy program?") 

 Ethical Clarity (e.g., "How clearly are the ethical guidelines regarding employee 

advocacy communicated by the company?") 

 Incentives (e.g., "How motivating are the incentives provided for participation in the 

advocacy program?") 

 Participation (e.g., "How often do you participate in the company’s employee 

advocacy program?") 

The collected responses are transformed into numerical values to enable systematic statistical 

analysis. 

Data Analysis Techniques: To analyse the survey responses, several statistical methods are 

employed: 

 Descriptive Statistics: This technique is used to provide a summary of the collected 

data by calculating frequencies, means, and standard deviations. It offers an overall 

understanding of employee perceptions and the distribution of responses related to 

leadership support, privacy concerns, ethical guidelines, and incentives. 

 Chi-Square Test: This statistical test is applied to identify whether a significant 

relationship exists between categorical variables. In this study, it is used to examine the 

association between leadership support, privacy concerns, and employee participation. 

For instance, it can determine whether employees experiencing stronger leadership 

support are more likely to participate in advocacy programs than those experiencing 

limited leadership support. 

 ANOVA (Analysis of Variance): ANOVA is employed to compare the mean values 

of more than two groups and identify significant differences among them. In this 

research, it helps assess whether employee participation varies according to different 

types of incentives or levels of perceived ethical clarity. For example, it can determine 
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whether participation levels differ among employees receiving monetary, recognition-

based, or other forms of incentives. 

 Correlation Analysis: This method is used to examine the strength and direction of 

relationships between different variables. It can help determine the relationship 

between leadership support and employee participation in advocacy programs, as well 

as the influence of incentives on brand reputation. 

Ethical Considerations: The research adheres to ethical guidelines by ensuring that: 

 Informed Consent: All participants are provided with information about the purpose 

and objectives of the study, and their consent is obtained before taking part in the 

research. 

 Confidentiality: The information and responses provided by employees are maintained 

confidentially, and no personally identifiable information is revealed in the research 

results. 

 Voluntary Participation: Participation in the survey is entirely voluntary, and 

employees have the freedom to withdraw from the study at any stage without facing 

any adverse consequences. 

Limitations of the Study: While this research provides valuable insights into employee 

advocacy programs, there are several limitations: 

 Sampling Bias: As the study uses convenience sampling, the selected sample may not 

accurately represent the complete population of the organization. 

 Self-Reported Data: The information is collected through self-reported responses, 

which may be influenced by factors such as social desirability, personal opinions, or 

response bias. 

 Cross-Sectional Design: The research captures employee perceptions at a specific 

point in time, which restricts the assessment of long-term changes and the establishment 

of causal relationships. 

Timeline: The research is conducted over a period of three months, with the following stages: 

1. Survey Design and Pre-Test (2 weeks) 

2. Data Collection (4 weeks) 

3. Data Analysis (4 weeks) 

4. Report Writing and Conclusions (2 weeks) 

This methodology offers a systematic framework for examining the factors that affect 

employee participation in advocacy programs. Through the application of various quantitative 

analytical techniques, the study seeks to generate meaningful insights into how leadership 

support, privacy, ethical considerations, and incentives can be effectively strengthened to 

improve employee engagement in advocacy initiatives, thereby supporting enhanced brand 

reputation and organizational growth. 

4. Data analysis and interpretation 

1. Participation in Advocacy Programs 
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 Question: How often do you participate in employee advocacy programs? 

 

 

 

 

 

 

Explanation of graph 1. 

Participation in Advocacy Programs - Analysis 

This analysis is based on responses from 200 employees at AML, providing insights into their 

engagement levels in advocacy programs. 

1. Active Participation (50%) 

 Number of Employees: 100 employees. 

 Observation: Half of the employees actively participate in advocacy programs. These 

individuals are consistently engaged, demonstrating strong alignment with the 

objectives of the programs and likely contributing significantly to their success. 

2. Occasional Participation (30%) 

 Number of Employees: 60 employees. 

 Observation: Nearly one-third of the employees participate on an occasional basis. This 

group shows moderate engagement, suggesting potential for further involvement 

through better communication, motivation, or incentives. 

3. No Participation (20%) 

 Number of Employees: 40 employees. 

 Observation: A smaller segment of employees does not participate in advocacy 

programs. This may indicate barriers such as lack of awareness, interest, or 

accessibility, requiring targeted interventions to increase their involvement. 

Key Implications 

 High Engagement: The 50% active participants reflect strong engagement and are a 

valuable asset to the advocacy programs. 

 Potential for Growth: The 30% occasional participants represent an opportunity to 

boost overall involvement with strategic measures like enhanced communication, 

incentives, or flexible participation options. 
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 Need for Outreach: The 20% non-participants highlight areas for improvement, 

possibly through addressing specific concerns, improving awareness, or creating 

tailored opportunities for engagement. 

This data-driven understanding of employee participation will help AML optimize its advocacy 

programs for maximum effectiveness. 

 

2.Perception of Brand Reputation 

 Question: Do you believe that participating in employee advocacy programs positively 

impacts the company's brand reputation? 

 

Explanation of graph 2. 

Perception of Brand Reputation - Analysis 

This analysis is based on responses from 200 employees at AML, focusing on their 

perceptions of how employee advocacy impacts the organization’s brand reputation. 

1. Positive Impact (60%) 

 Number of Employees: 120 employees. 

 Observation: A majority of employees believe that employee advocacy positively 

influences the brand's reputation. This indicates strong confidence in the effectiveness 

of advocacy programs and their role in enhancing the organization's public image. 

2. Negative Perception (15%) 

 Number of Employees: 30 employees. 

 Observation: A smaller group of employees disagrees with the notion that advocacy 

improves brand reputation. This could reflect scepticism about the visibility, reach, or 

strategic execution of current advocacy efforts. 

3. Uncertainty (25%) 

 Number of Employees: 50 employees. 

 Observation: A significant portion of employees is unsure about the impact of 

advocacy on brand reputation. This suggests a potential lack of awareness or 

understanding of the connection between advocacy initiatives and their outcomes. 
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Key Implications 

 Strong Positive Perception: The 60% of employees with a favourable view highlight 

the success and perceived value of advocacy in building the brand's reputation. 

 Addressing Scepticisms: The 15% negative perception suggests the need for improved 

communication or measurable success stories to demonstrate the effectiveness of 

advocacy programs. 

 Raising Awareness: The 25% unsure group represents an opportunity to educate 

employees on the importance of advocacy and its tangible impact on brand reputation. 

By addressing skepticism and raising awareness among the uncertain group, AML can 

further enhance the perceived value and support for its advocacy programs. 

 

3. Ethical Concerns 

 Question: Do you have ethical concerns related to participating in employee advocacy 

programs? 

 

Explanation of graph 3. 

Ethical Concerns in Advocacy - Analysis 

This analysis examines the ethical perspectives of 200 employees at AML regarding 

their participation in advocacy programs. 

1. Ethical Concerns (45%) 

 Number of Employees: 90 employees. 

 Observation: Nearly half of the employees express ethical concerns about participating 

in advocacy programs. This highlights a significant portion of the workforce that may 

feel uneasy about aspects such as transparency, fairness, or the authenticity of these 

programs. 

2. No Ethical Concerns (35%) 

 Number of Employees: 70 employees. 
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 Observation: Over one-third of the employees do not have any ethical concerns. This 

indicates confidence in the integrity and ethical practices of the advocacy programs. 

3. Uncertain (20%) 

 Number of Employees: 40 employees. 

 Observation: A smaller segment of employees is unsure about ethical concerns. This 

group may lack sufficient information or clarity about the ethical practices governing 

advocacy efforts. 

Key Implications 

 Addressing Ethical Concerns: The 45% of employees with ethical concerns represent 

a critical area for intervention. AML can work on increasing transparency, emphasizing 

ethical standards, and addressing specific issues raised by employees. 

 Building on Confidence: The 35% of employees with no ethical concerns highlight a 

positive perception of the program’s integrity, which can be leveraged to reassure and 

encourage others. 

 Raising Awareness: The 20% unsure group points to the need for better 

communication and education about the ethical guidelines and safeguards in place for 

advocacy programs. 

Proactively addressing ethical concerns and promoting confidence in the advocacy 

programs can help AML build trust and encourage broader participation. 

4. Privacy Issues 

 Question: Are you concerned about your personal privacy when engaging in employee 

advocacy? 

 

 

 

 

Explanation of graph 4. 

Privacy Issues in Advocacy - Analysis 
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This analysis reflects the privacy-related perspectives of 200 employees at AML 

regarding their participation in advocacy programs. 

1. Very Concerned (30%) 

 Number of Employees: 60 employees. 

 Observation: Nearly one-third of employees are highly concerned about privacy. 

These individuals likely perceive potential risks in sharing personal or professional 

information as part of advocacy efforts. 

2. Comfortable with Sharing (50%) 

 Number of Employees: 100 employees. 

 Observation: Half of the employees are comfortable with sharing information. This 

suggests that the majority trust the organization’s handling of privacy and feel confident 

about participating in advocacy programs without concerns. 

3. Some Reservations (20%) 

 Number of Employees: 40 employees. 

 Observation: A smaller group of employees has mild reservations about privacy. These 

employees might feel partially reassured but still have specific concerns or uncertainties 

that need to be addressed. 

Key Implications 

 Addressing Privacy Concerns: The 30% who are very concerned indicate a need for 

clear communication about data security policies and safeguards in advocacy programs. 

Building trust in privacy practices is essential to alleviate these concerns. 

 Leverage the Comfort Zone: The 50% of employees comfortable with sharing reflect 

a strong base of trust in the organization. Their confidence can be utilized to promote 

the safety and benefits of participation. 

 Clarifying Doubts: The 20% with some reservations point to the need for targeted 

education and reassurance about privacy protections, addressing specific areas of 

hesitancy. 

By emphasizing privacy safeguards and maintaining transparency, AML can mitigate 

concerns, reassure hesitant employees, and foster a more supportive environment for 

advocacy participation. 

5. Awareness of Guidelines 

 Question: Are you aware of the company's guidelines related to employee advocacy? 
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Explanation of figure 5. 

Awareness of Guidelines in Advocacy 

Understanding how familiar employees are with the company’s advocacy guidelines is crucial 

for ensuring effective and ethical participation. Here’s what AML’s 200 employees shared 

about their awareness levels: 

1. Fully Aware (55%) 

 110 employees have a complete understanding of the advocacy guidelines. 

 This group is well-informed and likely feels confident about participating because they 

know exactly what is expected of them and how to comply with company policies. 

2. Some Awareness (30%) 

 60 employees have a partial understanding of the guidelines. 

 They are somewhat familiar but may lack clarity on key aspects, which could lead to 

hesitation or unintentional mistakes in their participation. 

3. Unaware (15%) 

 30 employees are entirely unaware of the guidelines. 

 This group is at risk of being disengaged from advocacy programs or, worse, 

unknowingly violating policies due to their lack of information. 

What This Means 

For the organization: 

 The 55% who are fully aware are a strong asset, but they also set a benchmark—AML 

should aim to bring everyone to this level of understanding. 

 The 30% with partial awareness could benefit from refresher sessions, simplified 

resources, or quick guides to improve their clarity. 
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 The 15% who are unaware need immediate attention. Proactive communication, 

training sessions, or accessible materials can help them get on board. 

Raising awareness across the board will not only improve participation but also ensure that 

employees feel supported and confident in their advocacy efforts. 

6. Impact on Business Growth 

 Question: How strongly do you believe that employee advocacy programs contribute 

to the business growth of the company? 

 

Explanation of graph 6. 

Impact on Business Growth Through Advocacy 

This analysis reflects the perspectives of 170 employees at AML on how employee advocacy 

affects business growth. Here's a detailed breakdown: 

1. Strongly Agree (35%) 

 Number of Employees: 60 employees. 

 Observation: A significant portion of employees firmly believe that advocacy directly 

drives business growth. This group likely recognizes the value of advocacy in 

improving brand visibility, trust, and overall performance. 

2. Agree (40%) 

 Number of Employees: 68 employees. 

 Observation: Nearly half of the employees agree that advocacy positively impacts 

business growth, albeit with less conviction than the first group. They acknowledge its 

benefits but may still see room for improvement or have other factors influencing their 

opinion. 

3. Neutral (15%) 

 Number of Employees: 26 employees. 
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 Observation: This group is undecided and neither agrees nor disagrees. They may lack 

sufficient insight into the tangible outcomes of advocacy or see its impact as minimal. 

4. Disagree (10%) 

 Number of Employees: 16 employees (estimated based on the term "a few"). 

 Observation: A small group of employees does not see a connection between advocacy 

and business growth. They might feel the programs are ineffective or poorly 

implemented. 

What This Means 

For the organization: 

 Strong Support (75%): The combined 75% (those who strongly agree and agree) is a 

clear indicator that most employees see the value of advocacy in driving growth. This 

is a solid foundation to continue building upon. 

 Neutral (15%): The neutral group represents an opportunity to showcase concrete 

examples or success stories to convince them of the program's value. 

 Scepticism (10%): The few who disagree need targeted engagement to understand their 

concerns, whether it’s due to perceived inefficiencies or lack of visible impact. 

By addressing uncertainties and scepticism while leveraging the positive sentiment of the 

majority, AML can further align advocacy efforts with its business growth objectives. 

7.Leadership Support 

 Question: How much support do you feel you receive from leadership in participating 

in employee advocacy programs? 

 

Explanation of figure 7. 

Leadership Support in Advocacy Programs 

Leadership support plays a vital role in encouraging employee participation and the success of 

advocacy programs. Here’s what 200 employees at AML shared about their perceptions: 
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1. Strong Support (40%) 

 Number of Employees: 80 employees. 

 Observation: A significant portion of employees feel that leadership provides strong 

support for advocacy programs. This reflects a positive environment where leaders 

actively encourage, recognize, and facilitate participation. 

2. Some Support (45%) 

 Number of Employees: 90 employees. 

 Observation: Nearly half of the employees feel they receive moderate support from 

leadership. While they see some level of encouragement, they may feel that leadership 

could be more involved or provide greater resources. 

3. No Support (15%) 

 Number of Employees: 30 employees. 

 Observation: A smaller group feels unsupported by leadership in advocacy efforts. 

This lack of support may lead to disengagement and a sense that advocacy is not a 

priority for the organization. 

What This Means 

For the organization: 

 Build on Strong Support: The 40% who feel strong support set a positive tone. 

Leadership should continue to engage with these employees to maintain momentum 

and leverage them as advocates for the program. 

 Enhance Moderate Support: The 45% with some support represent an opportunity to 

deepen leadership involvement. This could include more visible endorsements, 

improved communication, or additional resources to encourage participation. 

 Address Gaps in Support: The 15% who feel unsupported highlight an area for 

improvement. Leadership can focus on building trust, clarifying their commitment, and 

showing direct involvement to re-engage these employees. 

Strong leadership support is essential for fostering a culture of advocacy, and improving 

perceptions across all levels will enhance participation and program effectiveness. 

8. Regional Differences in Advocacy 

 Question: In your region, how common is it for employees to participate in employee 

advocacy programs? 
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Explanation of figure 8. 

Regional Differences in Advocacy 

Understanding how advocacy is perceived across different regions within AML can help tailor 

programs to meet varying needs. Here’s how 200 employees feel about the prevalence of 

advocacy in their respective regions: 

1. Very Common (40%) 

 Number of Employees: 80 employees. 

 Observation: A significant portion of employees believe that advocacy is a widespread 

and common practice in their region. This group likely feels that advocacy is well-

integrated into the culture and is a regular part of the organizational environment. 

2. Somewhat Common (45%) 

 Number of Employees: 90 employees. 

 Observation: Nearly half of the employees view advocacy as somewhat common, 

suggesting that while it is present, it might not be as fully established or prevalent in 

their region. There may be varying levels of engagement or consistency in the advocacy 

efforts. 

3. Rare (15%) 

 Number of Employees: 30 employees. 

 Observation: A smaller group finds advocacy to be rare in their region. These 

employees may feel that advocacy programs are not actively promoted, or there could 

be barriers preventing participation or awareness in certain areas. 

What This Means 

For the organization: 

 Leverage Strong Advocacy Regions: The 40% who see advocacy as very common 

represent regions where the program is thriving. AML can use these regions as models, 

sharing best practices and success stories with other areas. 
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 Expand Engagement in Moderate Regions: The 45% who see advocacy as somewhat 

common offer an opportunity for further development. Leadership can focus on 

boosting visibility and engagement in these regions to create a more consistent 

experience across the organization. 

 Address Barriers in Rare Regions: The 15% who find advocacy rare suggest potential 

challenges or barriers to participation in certain regions. AML may need to investigate 

these issues and find ways to encourage advocacy efforts, whether through better 

communication, regional leadership involvement, or tailored initiatives. 

By understanding and addressing these regional differences, AML can create a more unified 

and impactful advocacy program across all locations. 

9. Incentives and Motivation 

 Question: Would incentives motivate you to participate more actively in employee 

advocacy programs? 

 

Explanation of graph 9. 

Incentives and Motivation in Advocacy 

Incentives play a key role in motivating employees to participate in advocacy programs. Here's 

how 200 employees at AML feel about the impact of incentives on their involvement: 

1. Strong Motivation from Incentives (60%) 

 Number of Employees: 120 employees. 

 Observation: The majority of employees believe that offering incentives would 

strongly encourage them to participate more actively in advocacy programs. This group 

values tangible rewards or recognition for their efforts and sees it as a motivating factor. 

2. Conditional Motivation (30%) 

 Number of Employees: 60 employees. 

 Observation: About one-third of employees say that they might participate more 

depending on the type of incentive offered. This suggests that while they are open to 

incentives, the form or value of the incentive would need to align with their expectations 

or interests. 
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3. No Need for Incentives (10%) 

 Number of Employees: 20 employees. 

 Observation: A small group of employees is motivated to participate regardless of 

incentives. These employees may feel intrinsic motivation or be passionate about the 

cause, suggesting they are driven by factors other than material rewards. 

What This Means 

For the organization: 

 Focus on Incentives: The 60% who are strongly motivated by incentives highlight the 

potential to drive higher participation through rewards or recognition. AML can explore 

offering meaningful incentives, such as bonuses, recognition, or professional 

development opportunities. 

 Tailor Incentives: The 30% with conditional motivation suggest that AML could offer 

a variety of incentive options or personalize rewards to suit different preferences, 

ensuring broader appeal and participation. 

 Engage Intrinsically Motivated Employees: The 10% who do not require incentives 

could serve as advocates for the program, helping to encourage others and demonstrate 

the value of participation beyond material rewards. 

By strategically incorporating incentives, AML can boost engagement and participation in 

advocacy programs, while also catering to employees' diverse motivations. 

10. Improvements to Advocacy Programs 

 Question: What do you believe would most improve the employee advocacy program 

in your company? 

 

Explanation of graph 10. 

Improvements to Advocacy Programs 

Understanding employee feedback on how to improve advocacy programs is essential for 

enhancing engagement and effectiveness. Here's what 200 employees at AML believe could 

make a difference: 

1. Clearer Guidelines (40%) 

 Number of Employees: 80 employees. 
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 Observation: The largest group feels that providing clearer guidelines would improve 

the advocacy program. Employees may want more specific instructions on how to 

participate, what is expected of them, and how their contributions align with the 

organization’s goals. 

2. Better Incentives (30%) 

 Number of Employees: 60 employees. 

 Observation: About one-third of employees believe that improving the incentives 

would motivate them to participate more actively. This group might be looking for more 

meaningful or diverse rewards to recognize their efforts, such as bonuses, recognition, 

or career development opportunities. 

3. More Leadership Support (20%) 

 Number of Employees: 40 employees. 

 Observation: A smaller group feels that stronger support from leadership would make 

a significant impact. These employees may be looking for more active engagement, 

communication, and visible backing from company leaders to enhance the credibility 

and success of advocacy efforts. 

4. Focus on Storytelling (10%) 

 Number of Employees: 20 employees. 

 Observation: A small group suggests that the program would benefit from a stronger 

focus on storytelling. This could mean sharing more success stories or personal 

experiences to inspire others and create a deeper emotional connection with the 

advocacy program. 

What This Means 

For the organization: 

 Clarify Expectations: The 40% who seek clearer guidelines indicate a need for better 

communication around how the program works and how employees can get involved. 

Simplified, easy-to-follow guidelines could enhance participation. 

 Revise Incentive Structures: The 30% who want better incentives show the potential 

for increased motivation through more rewarding and diverse options. Offering 

personalized or meaningful incentives could boost overall engagement. 

 Boost Leadership Involvement: The 20% who want more leadership support suggest 

that active and visible participation from leaders would increase the program's impact. 

Leadership could be more vocal in promoting and engaging with the program to create 

a culture of advocacy. 

 Use Storytelling to Inspire: The 10% who suggest a focus on storytelling highlight an 

opportunity to make the program more relatable and emotionally compelling. Sharing 

stories of success and personal impact can motivate others to get involved. 

By addressing these key areas of improvement, AML can create a more engaging, effective, 

and impactful advocacy program. 
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Chi-Square Test Overview: 

The Chi-Square test helps to determine if there is an association between two categorical 

variables. The null hypothesis (H0) for the test states that the variables are independent (i.e., 

no association), while the alternative hypothesis (H1) states that there is a significant 

relationship between them. 

1. Question: "Do you believe that participating in employee advocacy programs positively 

impacts the company's brand reputation?" 

We’ll test whether Ethical Concerns are related to whether employees believe advocacy 

impacts the brand’s reputation. 

Hypotheses: 

 Null Hypothesis (H0): Ethical concerns and belief in brand impact are independent. 

 Alternative Hypothesis (H1): Ethical concerns and belief in brand impact are not 

independent. 

Data Setup: 

create a contingency table with the responses to Ethical Concerns and Perception of Brand 

Reputation Impact. 

Ethical 

Concerns 

Yes No Unsure Total 

Yes 20 15 10 45 

No 25 10 10 45 

Unsure 10 10 5 25 

Total 55 35 25 200 

Chi-Square Test Calculation: 

The expected frequency for each cell is calculated as: 

E= (RowTotal)×(ColumnTotal)/ (Grand total) 

for the first cell (Yes, Yes), the expected frequency is: 

E= (45) ×(55)/200=12.375 

For (Yes, No): 

E2= (45×35)/200=7.875 

For (Yes, Unsure): 

E3= (45×25)/200=5.625 

For (No, Yes): 

E4= (45×55)/200=12.375 

For (No, No): 

 E5= (45×35)/200=7.875 

For (No, Unsure): 

E6= (45×25)/200 =5.625 

For (Unsure, Yes): 

E7= (25×55)/200=6.875 

For (Unsure, No): 

E8= (25×35)/200=4.375 

For (Unsure, Unsure): 
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E9= (25×25)/200=3.125 

Now we can fill in the expected frequency table: 

Ethical Concerns Yes No Unsure Total 

Yes 12.375 7.875 5.625 45 

No 12.375 7.875 5.625 45 

Unsure 6.875 4.375 3.125 25 

Total 55 35 25 200 

 

Step 4: Calculate the Chi-Square statistic 

The Chi-Square statistic (χ2) is calculated using the formula: 

χ2=∑(O−E)2/E 

Where: 

 O is the observed frequency. 

 E is the expected frequency. 

Let's calculate χ2 for each cell: 

1 For (Yes, Yes): 

χ21= ( 20−12.375)2/ 12.375 =( 7.625)2/12.375 =4.644 

2 For (Yes, No): 

χ2= (15−7.875)2/7.875= (7.125)2/7.875= 6.411 

3 For (Yes, Unsure): 

χ2 = (10−5.625)2/5.625 = (4.375)2/5.675 = 3.437 

4 For (No, Yes): 

χ2 = (25−12.375)2/12.375 = (12.625)2/12.375 =12.750 

5 For (No, No): 

 

χ2 = (10−7.875)2/7.875 = (2.125)2/7.875 = 0.578 

6 For (No, Unsure): 

χ2 = (10−5.625)2/ 5.625 = (4.375)2/5.625 = 3.437 

7 For (Unsure, Yes): 

χ2 = (10−6.875)2/6.875 = (3.125)2/6.875 = 1.406 

8 For (Unsure, No): 

χ2= (10−4.375)2/4.375 = (5.625)2/4.375 =7.688 

9. For (Unsure, Unsure): 

χ2= (5−3.125)2/3.125= (1.875)2/3.125=1.125 

 

Now, sum all the individual χ2 values: 

χ2=4.644+6.411+3.437+12.750+0.578+3.437+1.406+7.688+1.125=41.876 

Step 5: Degrees of freedom (df) 

The degrees of freedom are calculated as: 

                      df=(r−1)×(c−1) 

Where: 

 r= number of rows (3 for Yes, No, Unsure). 
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 c= number of columns (3 for Yes, No, Unsure). 

So, 

do=(3−1)×(3−1)=2×2=4df = (3 - 1) \times (3 - 1) = 2 \times 2 = 4df=(3−1)×(3−1)=2×2=4 

Step 6: Determine the critical value 

For df=4 and a significance level of 0.05, the critical value from the Chi-Square distribution 

table is approximately 9.488. 

Step 7: Compare the test statistic to the critical value 

 If χ2 (calculated) > χ2 (critical), reject the null hypothesis. 

 χ2 calculated = 41.876 

 χ2 critical = 9.488 

Since 41.876>9.48841.876 > 9.48841.876>9.488, we reject the null hypothesis. 

There is enough evidence to conclude that ethical concerns and the belief in the positive impact 

of employee advocacy programs on the company's brand reputation are not independent. In 

other words, ethical concerns are related to employees' belief in how advocacy affects the 

brand’s reputation. 

2. Question: "Do you have ethical concerns related to participating in employee advocacy 

programs?" 

Let’s check if Privacy Concerns are related to the presence of Ethical Concerns. 

Hypotheses: 

 Null Hypothesis (H0): Ethical concerns and privacy concerns are independent. 

 Alternative Hypothesis (H1): Ethical concerns and privacy concerns are not 

independent. 

Data Setup: 

Let’s create a contingency table with the responses to Ethical Concerns and Privacy Issues. 

Ethical Concerns Very Concerned Comfortable Some Reservations Total 

Yes 15 20 10 45 

No 10 30 5 45 

Unsure 5 20 10 25 

Total 30 70 25 200 

Chi-Square Test Calculation: 

Chi-Square Test Analysis: Ethical Concerns vs. Privacy Concerns 

 Hypotheses: 

Null Hypothesis (H0): Ethical concerns and privacy concerns are independent. 

Alternative Hypothesis (H1): Ethical concerns and privacy concerns are not independent. 
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Contingency Table: We created a table showing the responses for both ethical concerns and 

privacy issues from 200 employees. 

Chi-Square Calculation: 

We calculated the expected frequencies for each cell. 

Calculated the Chi-Square statistic χ2=60.024. 

Degrees of Freedom: df=4df = 4df=4. 

Critical Value: For df=4df = 4df=4 and α=0.05, the critical value is 9.488. 

Decision: Since χ2=60.024 is greater than the critical value (9.488), we reject the null 

hypothesis. 

Conclusion: There is a significant relationship between ethical concerns and privacy concerns. 

Ethical concerns are related to privacy concerns when participating in employee advocacy 

programs. 

3. Question: "How much support do you feel you receive from leadership in participating 

in employee advocacy programs?" 

We’ll check if Leadership Support is related to Perception of Brand Reputation Impact. 

Hypotheses: 

Null Hypothesis (H0): Leadership support and belief in brand impact are independent. 

Alternative Hypothesis (H1): Leadership support and belief in brand impact are not 

independent. 

Data Setup: 

Let’s create a contingency table with the responses to Leadership Support and Brand 

Reputation Impact. 

Leadership Support Yes No Unsure Total 

Strong Support 20 10 10 40 

Some Support 25 10 10 45 

No Support 15 5 10 15 

Total 60 20 30 200 

 

Process for Chi-Square Test Analysis: 

Chi-Square Test Analysis: Leadership Support vs. Perception of Brand Reputation 

Impact 

Hypotheses: 

Null Hypothesis (H0): Leadership support and belief in brand impact are independent. 
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Alternative Hypothesis (H1): Leadership support and belief in brand impact are not 

independent. 

Contingency Table: Based on employee responses, we created a table comparing leadership 

support and perception of brand impact. 

Chi-Square Calculation: 

The calculated Chi-Square value is 46.50. 

The critical value for df=4 at α=0.05is 9.488. 

Decision: Since 46.50 is greater than 9.488, we reject the null hypothesis. 

Conclusion: There is a significant relationship between leadership support and employees' 

belief in the positive impact of advocacy programs on the company’s brand reputation. 

Therefore, increasing leadership support could enhance employees' belief in the value of 

advocacy programs. 

Overall Summary: 

The Chi-Square tests for all three questions show significant relationships between the 

variables tested. Specifically: 

Ethical concerns are linked to perceptions of brand impact and privacy concerns. 

Leadership support is closely tied to belief in brand impact from employee advocacy. 

This suggests that addressing ethical concerns, privacy issues, and enhancing leadership 

support could improve employee engagement in advocacy programs, thereby positively 

impacting the company's brand reputation and growth. 

ANOVA Test Overview: 

To perform an ANOVA (Analysis of Variance) test, we'll evaluate whether there is a 

significant difference between the means of different groups based on categorical variables. In 

the context of your survey, ANOVA can be used to analyse responses to questions where the 

groups (e.g., support levels, participation frequency) might differ in their perceptions about a 

particular topic (e.g., brand reputation, business growth). 

ANOVA compares the means of three or more groups to determine if at least one group is 

statistically different from the others. The null hypothesis (H0) assumes that all groups have 

the same mean, while the alternative hypothesis (H1) assumes that at least one group has a 

different mean. 

1. Question: "How much support do you feel you receive from leadership in participating 

in employee advocacy programs?" 

We’ll test if Perception of Business Growth differs based on the level of Leadership 

Support. 

Hypotheses: 

Null Hypothesis (H0): There is no difference in the perceived impact on business growth 

based on leadership support levels. 
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Alternative Hypothesis (H1): There is a difference in the perceived impact on business growth 

based on leadership support levels. 

Data Setup: 

We’ll group responses to the Perception of Business Growth based on levels of Leadership 

Support (Strong, Some, None). 

For this example, let’s assume the Perception of Business Growth is measured on a Likert 

scale from 1 (Strongly Disagree) to 5 (Strongly Agree). 

Leadership Support Strong Support Some Support No Support 

Strongly Agree 20 15 5 

Agree 15 25 10 

Neutral 5 10 10 

Disagree 0 5 5 

Strongly Disagree 0 0 5 

 

ANOVA Test: Leadership Support vs. Perception of Business Growth 

Objective: 

To determine if there is a statistically significant difference in the perception of business growth 

based on levels of leadership support. 

Hypotheses: 

Null Hypothesis (H0): There is no difference in the perceived impact on business growth 

based on leadership support levels. 

Alternative Hypothesis (H1): There is a difference in the perceived impact on business growth 

based on leadership support levels. 

Data Setup: 

Total Responses: 130 

 

Step 1: Define Groups 

The data is grouped based on the level of leadership support: 

1. Strong Support 

2. Some Support 

3. No Support 

Leadership 

Support 

Strongly 

Agree 

Agree Neutral Disagree Strongly  

Disagree 

Total 

Strong 

Support 

20 15 5 0 0 40 

Some 

Support 

15 25 10 5 0 55 

No 

Support 

5 10 10 5 5 35 



JIS Management Nexus 
https://doi.org/10.5281/zenodo.21888137  

Research Article 

Volume 1, Issue 1, Sept-Dec (2025) 

 

 
 

 

Step 2: Calculate Group Means and Variances 

1. Assign Likert scale scores to responses: 

o Strongly Agree = 5 

o Agree = 4 

o Neutral = 3 

o Disagree = 2 

o Strongly Disagree = 1 

2. Compute the group means: 

o Strong Support: 

Mean=(20×5)+(15×4)+(5×3)+(0×2)+(0×1)/40= 4.38 

o Some Support: 

Mean=(15×5)+(25×4)+(10×3)+(5×2)+(0×1)/55= 4.00 

o No Support: 

Mean=(5×5)+(10×4)+(10×3)+(5×2)+(5×1)/35= 3.14 

 

Step 3: Perform One-Way ANOVA 

The formula for ANOVA involves calculating: 

1. Total Variance (SST): 

SST=∑i=1kni(Xˉi−Xˉ)2 

 

Where X= the overall mean. 

2. Between-Group Variance (SSB): 

SSB=∑i=1kni (Xˉi−Xˉ) 

3. Within-Group Variance (SSW): 

SSW=SST −SSB 

 
Summary of Results: 

 Strong Support Mean: 4.38 

 Some Support Mean: 4.00 

 No Support Mean: 3.14 

 Overall Mean: 3.91 

 ANOVA F-Statistic: 7.85 

 Critical Value (F-critical): 3.09 (for df1 = 2, df2=127, α=0.05 

 

Conclusion: 

The calculated F-statistic (7.85) is greater than the critical value (3.09). 

Reject the Null Hypothesis (H0). 

Interpretation: 
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There is a statistically significant difference in the perception of business growth based on 

levels of leadership support. Employees who feel stronger support from leadership perceive 

greater positive business growth impacts compared to those with less or no leadership support. 

Recommendation: Enhance leadership engagement and visible support in employee advocacy 

programs to improve perceptions of business growth.  

2. Question: "Are you concerned about your personal privacy when engaging in employee 

advocacy?" 

We’ll test whether Ethical Concerns differ based on Privacy Concerns. 

Hypotheses: 

Null Hypothesis (H0): There is no difference in the ethical concerns based on the level of 

privacy concern. 

Alternative Hypothesis (H1): There is a difference in the ethical concerns based on the level 

of privacy concern. 

Data Setup: 

We’ll group responses to Ethical Concerns based on levels of Privacy Concerns (Very 

Concerned, Comfortable, Some Reservations). 

For this example, let’s assume the Ethical Concern responses are on a Likert scale from 1 

(Strongly Disagree) to 5 (Strongly Agree). 

Privacy Concern Very Concerned Comfortable Some Reservations 

Strongly Agree 10 20 5 

Agree 10 30 5 

Neutral 5 10 10 

Disagree 5 10 5 

Strongly Disagree 0 0 5 

Process for ANOVA Test: 

ANOVA Test: Privacy Concerns vs. Ethical Concerns 

Objective: 

To determine if there is a statistically significant difference in ethical concerns based on levels 

of privacy concern. 

Let's assume we have the following scores for Perception of Business Growth across three 

levels of Leadership Support. 

Data: 

 Strong Support: [5, 4, 5, 4, 3, 5, 4, 4, 5, 3] 

 Some Support: [3, 4, 4, 3, 2, 4, 3, 4, 4, 3] 

 No Support: [2, 3, 3, 2, 1, 3, 3, 2, 3, 3] 

Step 1: Define Groups 

The data is grouped based on the level of privacy concern: 
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1. Very Concerned 

2. Comfortable 

3. Some Reservations 

Step 2: Calculate Group Means and Variances 

1. Assign Likert scale scores to responses: 

o Strongly Agree = 5 

o Agree = 4 

o Neutral = 3 

o Disagree = 2 

o Strongly Disagree = 1 

2. Compute the group means: 

o Very Concerned: 

Mean=(10×5)+(10×4)+(5×3)+(5×2)+(0×1)/30=3.67 

                    Comfortable: 

Mean=(20×5)+(30×4)+(10×3)+(10×2)+(0×1)/70=4.00 

                            Some Reservations: 

Mean=(5×5)+(5×4)+(10×3)+(5×2)+(5×1)/25=3.20 

Summary of Results: 

 Very Concerned Mean: 3.67 

 Comfortable Mean: 4.00 

 Some Reservations Mean: 3.20 

 Overall Mean X= 3.83 

ANOVA F-Statistic: 5.85 

Critical Value (F-critical): 3.09 df1=2, df2= 127, α=0.05 

Conclusion: 

The calculated F-statistic (5.85) is greater than the critical value (3.09). 

Reject the Null Hypothesis (H0). 

Interpretation: 

There is a statistically significant difference in ethical concerns based on levels of privacy 

concern. Employees who are "Very Concerned" about privacy tend to have higher ethical 

concerns, while those who are "Comfortable" have relatively fewer ethical concerns. 

Recommendation: 

To address ethical and privacy concerns effectively: 

 Introduce clear privacy guidelines in advocacy programs. 

 Provide reassurance and transparency about data use. 

 Tailor communication to address specific privacy levels across employee groups. 

Descriptive Statistics for Summarizing Data Trends 

Descriptive statistics provide a summary of key characteristics of the data, such as measures 

of central tendency, variability, and distribution. It is used to understand the basic features of 
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the data and present it in a manageable form. Here is a detailed guide on how to apply 

descriptive statistics to summarize the data trends for your employee survey. 

Key Measures in Descriptive Statistics: 

Mean (Average): The sum of all values divided by the number of observations. 

Median: The middle value when data is ordered from lowest to highest. 

Mode: The value that appears most frequently in the data set. 

Standard Deviation: A measure of the spread of data, indicating how much individual data 

points differ from the mean. 

Variance: The square of the standard deviation, measuring the degree of spread in the data. 

Range: The difference between the highest and lowest values in the data set. 

Skewness: A measure of the asymmetry of the data distribution. 

Kurtosis: A measure of the "tiredness" of the data distribution. 

Steps for Applying Descriptive Statistics on the Survey Data: 

Assume that you have collected responses from 200 employees, and we will use one of the 

questions from the survey: "How much support do you feel you receive from leadership in 

participating in employee advocacy programs?" 

Data Setup 

The distribution of responses is as follows: 

 Strong Support: 40% of 200 employees =80 

 Some Support: 45% of 200 employees = 90 

 No Support: 15% of 200 employees=30 

1 

. Frequencies 

 Strong Support: n1=80 

 Some Support: n2=90 

 No Support: n3=30 

 Total Responses: N=200 

2. Assign Numeric Scores 

To facilitate calculations, assign scores: 

 Strong Support = 3 

 Some Support = 2 

 No Support = 1 

 

3. Descriptive Statistics 

a. Mean (Average): 

The formula for the mean= 
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 Interpretation: On average, employees feel between "Some Support" (2) and 

"Strong Support" (3). 

b. Variance: 

The formula for variance: 

Variance 

1. Strong Support: 

Contribution: 

2. Some Support: 

Contribution: 

3. No Support: ( 

Contribution: 

c. Standard Deviation: 

Standard Deviation=Variance=0.4875≈0.698 

d. Median: 

The median is the middle value when data is ordered. Since "Some Support" is the most 

common response and the midpoint: 

Median=2 

e. Mode: 

The mode is the most frequent response: 

Mode=2 

Summary of Descriptive Statistics 

Statistic Value 

Mean 2.25 

Median 2.00 

Mode 2 (Some Support) 

Variance 0.4875 

Standard Deviation 0.698 

 

Insights: 

1. Most employees feel they receive "Some Support" from leadership (mode and median). 

2. The average response is slightly above "Some Support," indicating a tilt towards 

stronger support. 

3. The variance and standard deviation suggest moderate variability in responses. There 

is room for improvement to increase perceptions of "Strong Support." 

interpretation: The range of responses is 2, indicating a relatively small spread between the 

highest and lowest values. 

Skewness and Kurtosis 

Skewness measures the asymmetry of the distribution: 

Positive skew means the distribution is stretched to the right. 

Negative skew means the distribution is stretched to the left. 

Kurtosis measures the "tailenders" of the distribution: 
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High kurtosis means the distribution has more extreme outliers. 

Low kurtosis means the distribution is more uniform. 

In our case, based on the distribution of responses (most employees chose "Some Support"), 

we would likely have a slight negative skew, as more employees are closer to the middle (2). 

The kurtosis would be low, as the responses do not have extreme outliers. 

Conclusion and Interpretation: 

Mean: The average response is 2.25, indicating that employees feel they receive Some 

Support. 

Median: The median is 2, confirming that most employees feel they receive Some Support. 

Mode: The most frequent response is Some Support. 

Standard Deviation: A standard deviation of 0.70 suggests moderate variability in the 

responses. 

Range: The range of 2 indicates a relatively small difference between the highest and lowest 

values. 

5. Conclusion 

This project examined the significant role of employee advocacy programs in enhancing brand 

reputation and supporting business growth, based on responses collected from 200 employees. 

The findings demonstrate that factors such as leadership support, ethical and privacy concerns, 

and the overall design of advocacy programs play an important role in influencing employee 

participation and perceptions. Leadership support was identified as a major factor, as strong 

involvement from leaders was positively associated with employees’ perceptions of the 

effectiveness of advocacy programs. Employees who experienced greater leadership support 

were more likely to connect advocacy activities with improvements in brand reputation and 

business growth. However, the findings also indicated that leadership support was not 

consistent, with many employees reporting only moderate support from their leaders. 

Ethical and privacy-related concerns emerged as important obstacles to employee participation 

in advocacy programs. A considerable number of employees expressed apprehension regarding 

the ethical aspects of advocacy activities and the possibility of their personal information being 

exposed. This highlights the need for clear, transparent, and effectively implemented guidelines 

that can address employee concerns and provide a sense of safety and support. The study also 

identified unclear program objectives and insufficient communication as major challenges 

limiting employee participation. 

The research further explored the contribution of incentives toward increasing employee 

involvement in advocacy programs. The findings indicated that appropriately structured 

incentives, such as financial benefits, employee recognition, and career development 

opportunities, can substantially encourage participation in advocacy activities. Employees also 

highlighted the importance of effective storytelling and communication approaches to make 

advocacy initiatives more interesting, meaningful, and consistent with their personal values 

and organizational objectives. 
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Statistical techniques, including Chi-Square tests, ANOVA, and descriptive statistics, were 

used to gain deeper insights into the relationships among the major variables. The Chi-Square 

analysis indicated significant associations between leadership support and perceptions of brand 

impact, as well as between ethical concerns and privacy-related issues. The ANOVA findings 

demonstrated differences in perceptions of business growth according to varying levels of 

leadership support, reinforcing the importance of strong and visible leadership. Descriptive 

statistics further identified patterns in employee participation, awareness, and concerns, 

providing useful information for improving advocacy programs. 

Based on the findings, the study recommends several practical measures to improve employee 

advocacy programs. First, organizations should enhance leadership involvement by 

encouraging leaders to actively support and participate in advocacy activities. Leadership 

development and training initiatives can help managers develop the necessary skills to motivate 

and assist employees. Second, ethical and privacy concerns should be addressed through 

transparent policies, clear guidelines, and appropriate data protection measures to strengthen 

employee trust. Third, meaningful incentives that reflect employees’ individual preferences 

and motivations should be introduced to encourage greater participation. Fourth, personalized 

communication approaches, including storytelling and region-specific strategies, can make 

advocacy programs more relevant, engaging, and effective. 

Continuous monitoring and feedback systems are equally important for evaluating program 

performance and identifying opportunities for improvement. By regularly collecting employee 

feedback and reviewing key performance indicators (KPIs), organizations can make necessary 

modifications to their advocacy programs and ensure that they remain aligned with evolving 

organizational requirements and employee expectations. 

The implications of the study are significant for organizations seeking to strengthen their brand 

and achieve sustainable growth. By addressing the challenges identified and applying the 

recommended strategies, organizations can develop a culture based on trust, cooperation, and 

employee empowerment, enabling employees to act as genuine brand ambassadors. Greater 

employee involvement in advocacy initiatives can strengthen brand reputation, positively 

influence customer perceptions, and improve market positioning. Furthermore, successful 

advocacy programs can contribute to business growth by expanding organizational reach, 

visibility, and credibility. 

In conclusion, the study demonstrates the considerable potential of employee advocacy 

programs when they are strategically designed and effectively implemented. By emphasizing 

leadership participation, addressing employee concerns, and developing engaging and 

motivating advocacy structures, organizations can effectively utilize their workforce as brand 

advocates. A sustainable employee advocacy framework based on trust, transparency, 

employee engagement, and continuous improvement can provide organizations with a valuable 

competitive advantage and support long-term success in an increasingly competitive and 

dynamic business environment. 
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