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Abstract 

 

Integrating company’s corporate values, organization would be able to direct response on 

the different processes and procedures of Amusement Parks vis-à-vis its vision and mission. 

Corporate Values Integrated to Organizational Support, Psychological Contract and 

Employee Engagement Practices: Basis for the Development of Corporate Image Program 

will facilitate the intention of this study into developing Corporate Image Program (Model). 

Corporate Values are the operating principles or philosophies that guide both the internal and 

external conduct of the organization in achieving its objectives.  

"Corporate values" is the "heartbeat of excellence that intrinsically motivates and inspires 

people in organization". These values are anchored in the mission and vision of the company and 

integrated in the HR policies and practices. Corporate values integrated to Organizational Support 

(OS), Psychological Contract (PC), and Employee Engagement (EE) practices were considered in 

the study as basis for the development of Corporate Image Management Program of selected 

amusement parks. The study is perceptual in nature. It employs descriptive research method. A 

self-structured questionnaire developed by the researcher was distributed to regular employees of 

the three most known amusement parks (Star City, Splash Island, and Zoobic Safari).  

From the concepts and theories presented in the Theoretical framework, an IPO was 

yielded from which guided the research paradigm indicates the determining factors in the 

formulation of a Corporate Image Program under inputs which shows that Corporate Values 

integration that manifest on how Organization provide support to its people in which we could 

predict that psychological contract is unconsciously working in the system of a person. How deep 

is the psychological contract is embedded is dependent on how significant is the Organizational 

Support is consistently felt by its people. Assessment and evaluation of the precedent activity is 

following through with it and drawing Feedback from its people to consciously fabricate a 

management process for an efficient Corporate Image Program. The output of this process is a 

strong psychological contract either unfavorable (withdrawal attitude from the organization 

system) or favorable (employee engagement) as result of a strong identity that is manifested by 

employee with how they go about with their responsibility in the workplace.  

With this conceptual idea in place as three (3) variables was used to analyze the people’s 

pulse to comprehend important inquiries as follows: 

1. Is there a significant difference in the perception of respondents as regard the extent of 

effectiveness of the organizational support and employee engagement provided by the 

organization when grouped according to position and length of service? 

2. Is there a significant difference in the perception of respondents as regard the 

importance of corporate values and the extent of effectiveness of the integration of the 

corporate values to the organizational support and employee engagement provided by 

the organization? 
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3. What suggestions are offered to develop corporate image through integration of 

corporate values to organizational support and employee engagement? 

 

 In general sense based on the overall result from the survey, there are no significance in 

the perception of respondents with regards to the extent of effectiveness of the organizational 

support and employee engagement provided by the organization when grouped according to 

position and length of service and with regards to the importance of corporate values and the extent 

of effectiveness of the integration of the corporate values to the organizational support and 

employee engagement provided by the organization.  

 Furthermore, based on the results the most suggested action given by the respondents are: 

(1) Support programs and policies that care for workers needs; (2) Give employees the authority 

to improve operations, reduce cost and assist customers; and (3) Communicates values and ask 

feedback from employees.  

 

 

Introduction 

 

Corporate values according to Joanna Barclay in her book Conscious Culture, is the 

“heartbeat of excellence that intrinsically motivate and inspire people in organization”. These are 

things managers want to make sure are frequently acknowledged and recognized by everyone in 

the organization. The more a person is aware of his/her values the more valuable the values become 

for them. These values should be anchored in the vision, mission, goals and objectives of the 

organization. Management ensures that these values are integrated in the whole organizational 

system of the firm from the management style, HR practices, policies and procedures formulated. 

The integration of corporate values to the organizational support and employee engagement 

practices in the organization is important so that the employees become aware and conscious of 

how important his role is in achieving the objectives of the company. Perceived Psychological 

Contract of employee from the consistent support of the organization, Organizational Support and 

employee engagement addresses the need of employees as one of the resources of the organization 

in achieving its goals and objectives. Employee engagement is an invaluable and intangible 

component in an organization’s system. Values formed by management that is well integrated to 

organizational support and perceived psychological support as a result of full employee 

engagement practices will lead employees to excellent performance. Employees will become more 

committed because they see themselves in the values promoted by the organization and how these 

values transform and affect their life in the company.   

Using corporate values integrated to organizational support, process of perceived 

psychological contract of employee and employee engagement practices in developing corporate 

image is a challenging task for every organization. This is true especially of Amusement Parks 

because they bring happy experience to different sectors of the community particularly the family. 

In the amusement park, the family is able to bond and spend time together. The experience they 

have in the park will bring back memories of good times spend together. 

 

Significance of the Study 

 

The study aims to show to management of selected amusement parks that corporate values 

integrated to psychological contract through organizational support and employee engagement 
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practices are imperative components for developing a positive corporate image for management 

to be able to understand and appreciate the importance of consistent application of corporate values 

in all organizational systems. 

More so, this is specifically to develop a model Corporate Image Program for selected 

amusement park which stakeholders both internal and external will be able to identify themselves 

with being part and proud of the organization thus, deepening the commitment of employees to 

provide efficient service and for their clienteles’ continuous patronage of the establishment. 

 

Scope and Limitation 

 

The study will cover only selected amusement parks located within NCR (National Capital 

Region) with capitalization of not less than ten million and have been in operation for the past ten 

years.   

 

Hypotheses 

 

1. There is no significant difference in the respondents’ perception as regard the 

effectiveness of organizational support and employee Engagement provided by the 

organization when grouped according to position and length of service. 

 

2. There is no significant difference in the respondents’ perception as regard the 

importance of corporate values and the extent of effectiveness of the integration of the 

corporate values to organizational support and employee Engagement when grouped 

according to position and length of service. 

 

 

Synthesis 

Review of Foreign literature and studies (RFLS) for “Development of Corporate Image 

of Selected Amusement Parks through Integration of Corporate Culture to Organizational 

Support and Employee Engagement” were made to enable the researcher to have a better insight 

and a clear perspective of the field under research. The research noticed that information on related 

literature and studies associated to the research on hand is only available for foreign books and 

published researchers thus; this is the challenge of the research to relay facts from foreign concepts 

to the Philippine setting. 

RRLS of this research encompasses data and facts from foreign literature and studies in 

terms of the variables that is connected in order for the researcher to develop corporate image 

through integration of corporate culture to organizational and employee engagement. Data and 

facts gathered to support the research are as follows: 

Attitudes can have a significant effect on the behaviour of a person at work. Employees 

with higher levels of perceived organizational support are likely to have positive attitudes and 

behaviours.  It would increase employees’ felt obligation to help the organization reach its 

objectives, their affective commitment to the organization, and their expectation that improved 

performance would be rewarded. Behavioural outcomes of perceived  organizational  support  

would  include  increases  in  job  performance  and  job  satisfaction  and decreases in turnover.  
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It  can  also  be  inferred  from  the  discussion  that  when  employees  feel  supported  their  

outcomes  towards organization are always positive  which helps organization to achieve its goals. 

In summing up it can be concluded that giving value to employees is actually giving value to itself. 

According  to  above,  it is  suggested  that not  only  the  perceptions  on  organizational  support  

and  external prestige are important to employees’ perceptions of the quality  of their exchange 

relationships with their organizations,  but  also  suggest  that  these  perceptions  affect  employees’  

work  attitudes  and  behaviours indirectly, through the quality of exchange relationships  with 

their organization. Also, it is suggested that administrators should take the time to discover the 

organizational resources that individual teaches value and take measures to provide such resources 

where possible.  As in perceived  organizational  support literature, the  management  of  a  firm 

must  use  discretionary  or  voluntary  actions  above  and  beyond  that which is required to elicit 

commitment from its employees. 

Another study from the Hotel Industry, also suggest that perceived organizational support 

has a significant effect on job satisfaction. Namely, employees who feel their organization as 

supportive are satisfied with their job.  Several  methodological  studies  demonstrated  that  

employees  who  are supported  from  their  organization  are  satisfied  with  their  job  (Buchanan,  

1974; Susskind et al., 2001; Tansky and Cohen; 2001; Riggle et al., 2009). Employees who are 

satisfied with their jobs give a better performance (Robbins and Judge, 2009) and contribute to 

organizational effectiveness (i.e. commitment and lower employee turnover intentions). 

Considering the importance of job satisfaction for organizations hotel managers should support 

their employees so as to continue to work with satisfied employees. 

According  to  the  findings  of  this  study,  perceived  organizational  support  has  a 

significantly positive effect on affective commitment. In other words, employees will feel  more  

attached  to  the  organization  if  they  receive  support  from  organizations. Consistently with the 

findings reported by Eisenberger etal.  (1986), Eisenberger  et  al. (1990),  Randall  et  al.  (1999)  

and  Rhoades  and  Eisenberger  (2002)  the  belief  is  that employees  who  are  cared  for  and  

valued  by  their  organizations  will  attach  to  their organization  in  an  effective  way.  Employees  

who  attach  to  their  organization  show better  performance  and  more  meaningful  contributions  

(Meyer  and  Allen,  1997). Organizations  or  supervisors,  therefore,  should  spend  reasonable  

and  intensive  time with  their  employees  through  supportive  activities  like  socialization  and  

training (Karatepe  and  Uludag,  2007).  Previous  studies  (Birdi  et  al.,  1997;  Bartlett,  2001, 

Ahmad and Bakar, 2003; Bartlett and Kang, 2004; Sabuncuoglu, 2007, Culha, 2008) have  reported  

that  supervisory  support  regarding  human  resources  activities  was significantly related to 

organizational commitment. (U. Colakoglu, O. Culha, H. Atay; “The Effects Of Perceived 

Organizational Support on employees’ Affective Outcomes: Evidence from the Hotel Industry”; 

Tourism and Hospitality Management, Vol. 16, No. 2,pp. 125-150, 2010) 
Encompassing all concept of Corporate Values, Corporate Culture Organizational Support 

and Employee Engagement, all these will sum up to the result of an organization having good 

Corporate Image in the course of its operational existence in the industry and community it 

operates. Several studies will prove this concept otherwise as follows:  

Building a corporate image is reported to be an integral part of state owned companies and 

firms in Uganda. This finding indicates that the state-owned companies in Uganda are in the right 

direction as far as ensuring that they are known for the right reasons and for ensuring quality 

services are availed to the intended consumers. Though not  yet  properly  embraced  by  majority  

of  the  state  owned  companies,  the  findings  reveal  that  the  corporate image  aspect  is  

significant  in  influencing  the  overall  performance  of  these  entities.  This  level  of  significance 
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need  not  to  be  considered  lightly  since  it  reflects what  the  consumers  (the  people)  want.  

It is therefore recommended that the state owned entities operating in Uganda consider building 

their image in the public by critically performing what is expected of them and offering service 

beyond customer expectation. (Bridget Namubiru, Nkote Nabeta, Joseph Ntayi, Donatus 

Mugisha Rulangaranga; “Corporate Image and Organizational Performance of State Owned 

Enterprises Monitored by Privatization Unit (PU) Uganda”; European Journal of Business and 

Management - www.iiste.org; ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) Vol.6, No.17, 

2014)  
In modern competition environment, as consequences of the efforts made to survive and to 

create an image on consumers' minds, brand image is established successfully and brand loyalty is 

increased as a result of customer satisfaction and brand loyalty. Now, the retail businesses 

understand the significance of how they are perceived by their target audiences.  

Setting from this purpose, this study seeks to analyze and measure how consumers perceive 

the corporate image variables of food and garment retail businesses in Istanbul and how and in 

what these variables effect customer satisfaction extend and how customer satisfaction influences 

brand loyalty. The relation between "Retailer Corporate Image" and "Customer Satisfaction" has 

been examined with regression analysis; and 6 variables, related to "Customer Satisfaction" (Store 

Layout; SL, Store Prestige: SP, Service Quality of Store: SQS, Products: P, In-Store Promotion: 

ISP and Support Services and Equipment: SSE) has been determined. In the research results, it has 

been examined that all these variables comprising corporate image influence the customer 

satisfaction in an adjuvant sense. The relation of "Brand Loyalty" and "Customer Satisfaction" has 

been analyzed with the regression analysis and as a consequence, a strong relevance is attained. It 

has been observed that Customer Satisfaction (independent variable) influences Brand Loyalty 

(dependent variable) in an adjuvant sense. Therefore both H1 and H2 hypotheses have been 

accepted. 'Having a corporate image will be beneficial for augmentation of customer satisfaction 

and creation of brand loyalty'; embarking from this notion, the study concludes that the "Retailer 

Corporate Image" variables have positive effects on "Customer Satisfaction". Additionally, the 

results of the study show that customer satisfaction plays a positive, persuasive role in increasing 

brand loyalty. In future studies, corporate image, customer satisfaction and brand loyalty factors 

can be applied to different sectors and can be quantified in online environment. (Selda Ene & 

Betül Özkaya; “A Study on Corporate Image, Customer Satisfaction and Brand Loyalty in the 

Context of Retail Stores”; sian Social Science; Vol. 10, No. 14; 2014 ISSN 1911-2017 E-ISSN 

1911-2025; Published by Canadian Centerof Science and Education) 
The  results  of  this  survey  suggest  that  the level  of  profitability  was  significantly 

embraced  by  employee  satisfaction,  service offering  and  physical  environment. However,  the  

impact  of  employee satisfaction  on  profitability  appears  to  be much  stronger  than  other  

variables, therefore  hypothesis  three,  which  states that employee satisfaction is a function of an 

effective  and  good  corporate  image  is accepted.  Another  finding  from  this  study suggests 

that service offering has an impact on  profitability,  which  tends  to  accept hypothesis  four,  

“organization”  service offering  has  a  positive  relationship  with customer satisfaction.” 

Further, the impact of physical environment on profitability  was  also  significant,  which 

suggests  that  both  internal  and  external physical  work  environment  needs  to  be conducive,  

well  ventilated,  attractive, appealing,  and  free  of  hazards  in  order  to get the best from the 

employees. Therefore,  it  may  be  concluded  that employee  satisfaction  had  a  positive  and 

strong  impact  on  organizational profitability.  In  other  words,  the  level  of satisfaction  among  

employees  tends  to affect  the services  offering,  which  has  a direct  link  with  customer  
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satisfaction.  And when  customers  are  satisfied,  their patronage  and  loyalty  increases,  therefore 

profitability also increases.  (Adeniji, A. Adenike, Osibanjo, A. Omotayo, Abiodun,Abolaji 

Joachim and Oni-Ojo, E. E.; “Corporate Image: A Strategy for Enhancing Customer Loyalty 

and Profitability”; IBIMA Publishing Journal of South African Business Research; 

http://www.ibimapublishing.com/journals/JSABR/jsabr.html; Vol. 2015 (2015), Article ID 

259483, 12 pages DOI: 10.5171/2015.259483) 
According to Bernstein (1984) a corporate identity is not something a company decides 

whether or not to have. It’s got one whether it likes it ---- plans it ----- or not. What it needs to do 

is fashion it according to what it believes it stands for. A company cannot directly change its image 

but it can change its identity. Thus, corporate identity planning is another tool available to 

management.  

Many authors have suggested that attention to corporate identity will enhance efforts to 

differentiate and reposition companies. When planning a corporate identity for an organization, 

the relationship between identity and corporate philosophy must be made. Organizations have to 

communicate their philosophy through a corporate identity programme which comprises a planned 

assembly of visual ones. A developed conceptual model of corporate image management process 

is presented in figure 9.  

An attempt has been made to identify the differences between philosophy, corporate 

identity, and corporate image. The three (3) concepts once understood, are then combined into a 

conceptual model explaining the corporate image management process. The need for continued 

research is evident. The issue of testing this new approach needs to be resolved. More still needs 

to be done to determine whether the companies’ images are in line with their corporate philosophy 

as well as their corporate identity programmes. The next step is to develop measures which will 

enable organizations to test the approach presented above. (Abratt, C1989, 5, No. 1, 63 -67). 

Even if organization has been properly staffed and the workers have been trained to the 

point where they are quite capable of doing a good job, does not mean that they necessarily will. 

There is always the possibility that the quality and quantity of their work will fall short on targeted 

objectives.  

There is one important aspect in the development of corporate image program and this is 

the employee-employer relation. These characterizations of the employee-employer emphasize 

organizations attainment of favourable outcomes through the generous treatment of employee. For 

example, employees who are well treated are most likely to affectively commit to the organization 

to exceed their explicitly required work responsibilities, and to respond flexibly to organizational 

problems and opportunities.   

Social exchange theory highlights the importance of understanding employees’ 

motivation and its relation to the achievement of organizational goals. Such approaches to 

organizational behaviour incorporate employees’ motives to carry out specific activities within 

mutual obligations employees-employers. Present article present two contemporary social 

exchange theories: Organizational support theory (OST) and Psychological contract theory 

(PCT).  
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Figure 2 - The Corporate Image Management Process 

 

 
 

 

 

OST maintains that employees form global belief concerning the extent to which the 

organization cares about them and values their contributions to the organization. Such perceived 

organizational support (POS) is assumed to be based on the favourableness of employees’ history 

of treatment by the organization. OST maintains that, based on the norm of reciprocity, employees 

strive to repay the organization for a high level of support by increasing their efforts to help the 

organization reach its goal. (Journal of organizational behaviour; 2003; published on-line in 

Wiley InterScience (www.interscience.wiley.com) 
Figure 4 illustrates the OST - The Square shape that envelope all other shapes and figures 

represents the ORGANIZATION. The oval shape with the letters “OG” and “E” represents the 

ORANIZATIONAL GOALS and EMPLOYEES respectively. The rectangular shape with the 

letters “POS” for the perceived organizational support of the company provided to the employee. 

The blue arrow over and below the oval shape with the letters “OG” and “E” symbolizes the 
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reciprocity of the support norm system from organization to its employees and from employees to 

the organization. The yellow arrow signifies the high level and consistent support provided by the 

organization and the after math is an increasing effort of the employees to repay the organization 

for the high level of support to reach its goal. OST happens only when the organizational support 

is provided adequately and consistently by the organization as perceived and experienced by the 

employee, otherwise the PCT will apply. 

 

Figure 3 – Organizational Support Theory 

======================================== 

 
 

======================================== 

 

On the other hand, PCT argues that employees form beliefs about the particular types of 

resources that they are obligated to provide to the organization and that the organization is obliged 

to provide to them in return. Based on resources promised to them and the obligations that are both 

communicated by the organization and implied by the norm of reciprocity, employees form a 

psychological contract with the organization.  PCT emphasizes on the role of perceived failure of 

the organization to keep its promises as a key determinant of employees’ dissatisfaction and poor 

performance. (Journal of organizational behaviour; 2003; published on-line in Wiley 

InterScience (www.interscience.wiley.com) 

Figure 6 illustrates the concept of PCT - Psychological Contract Theory applies when the 

organizational support from the organization itself becomes inconsistent and inadequate as 

experienced by the employee. Employees’ dissatisfaction arise from the perceived failure of the 

organization to keep its responsibility to support its employees needs as a result yields employees’ 

poor performance. To exemplify the figure below, the Square that envelopes all other shapes and 

figures represents the ORGANIZATION. The oval shape with the letters “OS” signify 

ORGANIZATION SUPPORT. The rectangular shape with the letters “POS” is for the perceived 

organizational support from the company to the employees. The yellow arrow signifies the 

decreasing organizational support to the employees as a result employees become dissatisfied and 

yields poor performance. PCT happens only when the perceived organizational support is not 

provided consistently by the company as perceived and experienced by the employee, otherwise 

the OST will apply.  
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Figure 4 – Psychological Contract Theory 

======================================== 

 
 

======================================== 

 

Both OST and PCT assume that employees increase their efforts carried out on behalf of 

the organization to the degree that the organization is perceived to be willing and able to 

reciprocate with desirable impersonal and socio-emotional resources. Employees who receive 

highly valued resources (eg pay raise, development training opportunities) would feel obligated, 

based on the reciprocity norm, to help the organization reach its objectives through such 

behaviours as increased in-role and extra-role performance and lessened absenteeism. (Journal of 

organizational behaviour; 2003; published on-line in Wiley InterScience 

(www.interscience.wiley.com) 

OST and PCT’s employee-employer association considered by the two theories are 

mutually interdependent rather than being independent. Significant process presented by each of 

the theories influence the relationship illustrated by the other theory. Therefore, the concept of the 

other theory implicates the concept described by other theory.  

Social Change Theory is about the concept of motivational theory. Motivating is not an 

easy task. Despite much research and study no foolproof rules have been formulated that can safely 

be said to solve the problem of motivation in all cases. In fact no satisfactory rules for every 

situation can be offered simply because human behaviour cannot be predicted with any certainty. 

From the discussion made on OST and PCT, though not mentioned, the researcher assumes that 

motivation is the key to the whole concept of perceived organizational support expected from the 

organization and the role of perceived failure from the organization when promises are not fulfilled 

as expected of the Social Exchange Theory. As we all know, there are no perfect organization and 

that not all expectations will manifest and not all promises will materialize in every corporate 

undertakings. As such, it is realistically understood that there should be one strong core values to 

be integrated and consistently inspire and stimulate people’s drive to engaged and participate in 

attaining the organizational goals.  

As to organizational support and employee engagement, the researcher believes that 

motivation is one key factor to achieve this --- one theory that sets the ground rule for all almost 

all discipline in the industry is the Maslow’s Hierarchy of Needs Theory which states that human 

needs is the context of hierarchy, ascending from the lowest to the highest order and that when one 

set of needs is satisfied, this kind of need ceases to be a motivation. According to psychologist 

Abraham Maslow, we are wanting being and there is always a need for people to be satisfied. He 

theorized that people’s needs in life are motivational factor for to feel the need to fulfil and achieve 

in life.  
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From figure 7, the need theory shows that the low-level once satisfied would make to be 

self-motivated to achieve more to the higher-level of need in the hierarchy. This theory is also 

related to David C. McClelland’s need theory but only identifies three basic types of motivating 

needs such as Need for Power, Need for Affiliation, and Need for Achievement which states that 

every individual has a mixture of these needs in varying degrees depending on the status and 

position of an individual in an organization. (Zulueta, Nebres, Castro de Lara; Management : 

Theories and Practices; “Motivation and Reward System”;pp 145-146; C1999) 

These two theories are very much related to OST that when employees’ needs and wants 

are well satisfied by the organization and in the context of the reciprocity system, employees will 

strive to repay a good treatment of the organization through organizational support.      

Another related motivational theory and will support the Social Change Theory of 

employee-employer relation specifically the PCT theory is the Two-Factor Theory by Frederick 

Herzberg that identifies two groups of factors that will explain employee motivation. The first 

group is termed “hygiene” that is geared to environmental factors such as salary, supervision, 

status, job security, working conditions, company policy, administration and interpersonal 

relations. The second group is termed “satisfiers” that directly concern job content such as work 

itself, recognition, and advancement, the possibility of growth, responsibility and achievement. 

This theory points out that true motivation occurs only when both the motivators and hygiene 

factors are present. (Dr. Ronald Henson; Seminar in Communication Management in the 

Philippines: Issues and Problems; pp 56 -58; C2009; PUP-OU) 
Motivation results from a person’s attitudes reacting to specific situation, it is the strength 

of the drive toward an action. This could also infer in a general context not only in an organization 

setting that only few human activities takes place without motivation while nearly all conscious 

behaviour is motivated or caused. 

From the concepts and theories presented in this chapter, the conceptual framework which 

guided this study is presented. 

The research paradigm indicates the determining factors in the formulation of a corporate 

image program under inputs. The steps to be taken in the assessment, evaluation and fabrication 

of a corporate image program fall under the process. The result of the process to be undertaken 

with serious consideration of the factors to focus on will produce a corporate image program for 

the selected amusement parks under output.     
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Figure 6 – Conceptual Framework 

 

 

Summary of Findings: 

 

The statement of the problem served as a frame of references in presenting the salient findings 

of this research. 

 

Table 6- Sampling: Company and Individual Respondents 

Park 

Total 

Employe

es 

Manage

rs 

Sample 

size 

(slovin’

s) 

Availab

le data 

Perce

nt 

(%) 

Employ

ee 

Sample 

size 

(Slovin'

s) 

Availab

le data 

Perce

nt 

(%) 

Total 

Gathere

d Data 

Star 

City 
500 57 50 55 19.93 443 210 221 80.07 276 

Splas

h 

Islan

d 

200 20 19 43 23.76 180 124 138 76.24 181 

Zoobi

c 

Safar

i 

300 45 40 31 17.13 255 156 150 82.87 181 
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1. Profile of the Respondents 

1.1 Frequency, Percentage and Rank Distribution of respondents according to 

Position 

 

Position 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Manager 17 1.8 1.8 1.8 

Rank and File 712 76.8 76.8 78.6 

Supervisory 198 21.4 21.4 100.0 

Total 927 100.0 100.0  

 

Across all three amusement parks, most employees are Rank and File at 76.8%. This is 

due to the nature of the amusement business.   

The figure shows that most employees stayed in the company long enough and it could 

be inferred that they enjoyed the nature of their job.   

 

Educational Attainment 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Bachelors degree 259 27.9 27.9 27.9 

High School 344 37.1 37.1 65.0 

Masters degree 10 1.1 1.1 66.1 

Vocational 314 33.9 33.9 100.0 

Total 927 100.0 100.0  

 

From the result, it suggests that employees are high school and vocational graduate at 

37.1 and 33.9 percent respectively. 

 

 

2. What are the organizational support and employee engagement provided by the organization 

and to what extent are these effective as perceived by respondents? 

 

  

 

 

 

 

 

 

*OSP_AVE- Organizational Support Practices 

* PCP_AVE- Psychological Contract Practices 

* EEP_AVE- Employee Engagement Practices 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

OSP_AVE 898 1.00 4.00 2.9609 .62962 

PCP_AVE 918 1.00 4.00 2.7667 .66088 

EEP_AVE 925 1.00 4.00 3.0090 .64134 

Valid N 

(listwise) 
892     
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 No significant difference between the EEP and OSP at .04 and between OSP and PCP at 

.2 mean respectively. Though, between EEP and PCP there is a significant of .24 as to the extent 

of these variables effective as perceived by the respondents.     

 

Organizational Support Practices 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

OSP1 903 1 4 2.80 1.077 

OSP2 850 1 4 3.02 .884 

OSP3 870 1 4 3.06 .846 

OSP4 847 1 4 2.68 .818 

OSP5 856 1 4 2.91 .847 

OSP6 789 1 4 2.56 .939 

OSP7 846 1 4 2.97 .919 

OSP8 796 1 4 2.86 .905 

OSP9 841 1 4 3.21 .937 

OSP10 876 1 4 3.33 .708 

OSP11 858 1 4 3.01 .783 

OSP12 808 1 4 3.06 .798 

OSP13 847 1 4 3.17 .890 

OSP14 883 1 4 3.24 .843 

OSP15 797 1 4 2.90 .743 

OSP16 793 1 4 2.91 .773 

OSP17 831 1 4 2.69 1.097 

OSP18 795 1 4 2.91 .828 

OSP19 843 1 4 3.05 .796 

OSP20 862 1 4 3.05 .901 

      

 

  OSP1, OSP10, and OSP14, are the top three questions under Organizational 

Support Practices, in terms of the number of respondents who answered. In terms of the mean 

score, OSP10, OSP14, and OSP9, got the highest scores. 

 

  

Length of Service 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1-3 years 239 25.8 25.8 25.8 

4-6 years 258 27.8 27.8 53.6 

7-9 years 182 19.6 19.6 73.2 

More than 10 years 248 26.8 26.8 100.0 

Total 927 100.0 100.0  
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Psychological Contract Practices 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

PCP1 734 1 4 2.93 .881 

PCP2 794 1 4 2.84 .924 

PCP3 764 1 4 2.73 .827 

PCP4 750 1 4 2.85 .885 

PCP5 792 1 4 2.88 .886 

PCP6 723 1 4 2.56 .857 

PCP7 793 1 4 3.03 .929 

PCP8 781 1 4 2.92 .996 

PCP9 782 1 4 2.94 .940 

PCP10 803 1 4 2.90 .958 

PCP11 789 1 4 2.84 .950 

PCP12 837 1 4 2.78 1.046 

PCP13 646 1 4 2.41 1.016 

PCP14 732 1 4 2.59 .898 

PCP15 677 1 4 2.60 .839 

PCP16 793 1 4 2.90 .862 

PCP17 771 1 4 3.03 .832 

PCP18 674 1 4 2.62 .907 

PCP19 703 1 4 2.45 .916 

PCP20 726 1 4 2.55 .861 

Valid N 

(listwise) 
529     

 

 

PCP12, PCP10, and PCP7 are the top three questions under Organizational Support 

Practices, in terms of the number of respondents who answered. In terms of the mean score, PCP17, 

PCP7, and PCP1, got the highest scores. 
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Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

EEP1 922 1 4 3.38 .753 

EEP2 900 1 4 3.21 .848 

EEP3 871 1 4 3.19 .763 

EEP4 874 1 4 2.99 .900 

EEP5 839 1 4 3.11 .795 

EEP6 862 1 4 2.93 .868 

EEP7 875 1 4 3.08 .800 

EEP8 839 1 4 2.94 .760 

EEP9 883 1 4 3.07 .816 

EEP10 826 1 4 2.75 .873 

EEP11 802 1 4 2.65 .928 

EEP12 875 1 4 3.24 .812 

EEP13 811 1 4 3.00 .845 

EEP14 875 1 4 3.07 .799 

EEP15 777 1 4 2.93 .818 

EEP16 857 1 4 2.89 .932 

EEP17 749 1 4 2.56 .989 

EEP18 893 1 4 3.10 .816 

EEP19 854 1 4 2.96 .860 

EEP20 851 1 4 3.00 .849 

Valid N 

(listwise) 
564     

 

EEP1, EEP2, EEP18 are the top three questions under Organizational Support Practices, 

in terms of the number of respondents who answered. In terms of the mean score, EEP1, EEP2, 

EEP3 got the highest scores. 

 

3. Is there a significant difference in the perception of respondents as regard the extent of 

effectiveness of the organizational support and employee engagement provided by the 

organization when grouped according to position and length of service? 

 

Using One-Way ANOVA test, there is a statistical significant difference in the perception of 

respondents in Psychological Contract Practices compared to Employee Engagement and 

Organizational Support in terms of effectiveness as provided by the organization when 

grouped according to position and length of employment.  
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ANOVA when grouped by Position 

 

Sum of 

Squares df Mean Square F Sig. 

OSP_AVE Between Groups 4.392 1 4.392 11.206 .001 

Within Groups 351.201 896 .392   

Total 355.593 897    

PCP_AVE Between Groups 4.052 1 4.052 9.362 .002 

Within Groups 396.465 916 .433   

Total 400.517 917    

EEP_AVE Between Groups 4.453 1 4.453 10.943 .001 

Within Groups 375.602 923 .407   

Total 380.055 924    

 

 From the results gathered, there is no significant difference in perception of Rank and File 

respondents as regard the extent of effectiveness of the organizational support and employee 

engagement provided by the organization when grouped according to position.  

 

ANOVA grouped by Length of Employment 

 

Sum of 

Squares df Mean Square F Sig. 

OSP_AVE Between Groups 10.566 3 3.522 9.126 .000 

Within Groups 345.027 894 .386   

Total 355.593 897    

PCP_AVE Between Groups 20.755 3 6.918 16.651 .000 

Within Groups 379.762 914 .415   

Total 400.517 917    

EEP_AVE Between Groups 9.618 3 3.206 7.971 .000 

Within Groups 370.437 921 .402   

Total 380.055 924    

 

There is no significant difference in the perception of respondents as regard the extent 

of effectiveness of the organizational support and employee engagement provided by the 

organization when grouped according to those who stayed longer in the company.  
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4. What are the corporate values of the organization and to what extent are these important and 

effectively integrated to the organizational support and employees engagement provided by the 

organization? 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

OSP_EFFECT 818 1.20 4.00 3.1056 .66790 

OSP_IMPORTA

NCE 
927 .00 4.00 3.2453 .71836 

PCP_IMPORTA

NCE 
827 1.60 4.00 3.3383 .62477 

PCP_EFFECT 793 1.00 4.00 3.1012 .67638 

EEP_IMPORTA

NCE 
903 1.00 4.00 3.4101 .59387 

EEP_EFFECT 806 1.00 4.00 3.0819 .68637 

Valid N 

(listwise) 
749     

  

In general, the results depicted that respondents perceived EE, OS and PC all important but 

less effective based on the garnered percentage. It could be infer that though an idea/concept is 

essential but its effectiveness may be less felt and practiced as expected.  

 Based on below tabulation, Customer Service and Teamwork (Sometimes) tie-up and 

garnered the highest percentage in how both are perceived effective and important by the 

respondents in the Organization as Employee Engagement and Organizational Support is 

consistently implemented by management in the Organization. It could be deduced that these 

Corporate Values are the ones that obviously manifested and lived by people in the Organization 

as they go about in the accomplishment of their work. 

 

                    Organizational Support Practices- Extent of Importance 

Compassion 919 2.95 

Hospitality 879 3.35 

Commitment 850 3.28 

Teamwork 898 3.45 

Integrity 846 3.26 

Reliability 847 3.33 

Professionalism 866 3.30 

Responsiveness 847 3.28 

Customer 

Service 
889 3.51 

Competent 833 3.24 
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Organizational Support Practices- Extent of Effectivity 

Compassion 759 2.91 

Hospitality 765 3.16 

Commitment 751 3.12 

Teamwork 798 3.24 

Integrity 746 3.01 

Reliability 755 3.10 

Professionalism 762 3.02 

Responsiveness 760 3.03 

Customer 

Service 
784 3.29 

Competent 729 3.09 

 

                      Psychological Contract Practices- Extent of Importance 

 Compassion 790 3.17 

Hospitality 781 3.36 

Commitment 775 3.34 

Teamwork 804 3.45 

Integrity 754 3.30 

Reliability 768 3.30 

Professionalism 778 3.27 

Responsiveness 767 3.31 

Customer 

Service 
796 3.53 

Competent 741 3.31 

 

                      Psychological Contract Practices- Extent of Effectivity 

Compassion 743 2.94 

Hospitality 739 3.10 

Commitment 742 3.08 

Teamwork 765 3.27 

Integrity 735 3.02 

Reliability 741 3.13 

Professionalism 737 3.06 

Responsiveness 748 3.07 

Customer 

Service 
752 3.27 

Competent 697 3.01 
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                     Employee Engagement Practices- Extent of Importance 

Compassion 853 3.26 

Hospitality 855 3.46 

Commitment 849 3.40 

Teamwork 876 3.52 

Integrity 831 3.35 

Reliability 838 3.34 

Professionalism 844 3.42 

Responsiveness 860 3.44 

Customer 

Service 
854 3.52 

Competent 822 3.32 

 

                                         Employee Engagement Practices- Extent of Effectivity 

Compassion 778 2.97 

Hospitality 779 3.11 

Commitment 771 3.09 

Teamwork 801 3.24 

Integrity 759 3.07 

Reliability 757 3.02 

Professionalism 771 3.06 

Responsiveness 776 3.04 

Customer 

Service 
766 3.28 

Competent 745 3.01 

 

4. Is there a significant difference in the perception of respondents as regard the importance of 

corporate values and the extent of effectiveness of the integration of the corporate values to the 

organizational support and employee engagement provided by the organization? 

 

 Using One-Way ANOVA test, results show that in terms of position, there significant 

statistical differences in the perception of the respondents in effectiveness of Organizational 

Support Practices, Psychological Contract Practices, and Employee Engagement Practices, while 

there are no statistical significant differences in the effectivity of the three variables. 

 However, when grouped by length of service, there are significant differences in the three 

practices (Organizational Support Practices, Psychological Contract Practices, and Employee 

Engagement Practices), with regards to their importance and effectiveness.  

 

                       

  



  4th National Business and Management Conference 

  Ateneo de Davao University 
  July 22-23, 2016 

 

197 

 

     Grouped in terms of POSITION 

ANOVA 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

OSP_EFFECT Between 

Groups 
3.017 1 3.017 6.812 .009 

Within Groups 361.443 816 .443   

Total 364.461 817    

OSP_IMPORTANCE Between 

Groups 
.570 1 .570 1.104 .294 

Within Groups 477.281 925 .516   

Total 477.851 926    

PCP_IMPORTANCE Between 

Groups 
1.077 1 1.077 2.764 .097 

Within Groups 321.340 825 .390   

Total 322.416 826    

PCP_EFFECT Between 

Groups 
8.407 1 8.407 18.790 .000 

Within Groups 353.921 791 .447   

Total 362.328 792    

EEP_IMPORTANCE Between 

Groups 
.005 1 .005 .015 .904 

Within Groups 318.112 901 .353   

Total 318.117 902    

EEP_EFFECT Between 

Groups 
5.521 1 5.521 11.877 .001 

Within Groups 373.723 804 .465   

Total 379.244 805    
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Grouped in terms of LENGTH OF SERVICE 

ANOVA 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

OSP_EFFECT Between 

Groups 
41.587 3 13.862 34.949 .000 

Within Groups 322.874 814 .397   

Total 364.461 817    

OSP_IMPORTANCE Between 

Groups 
40.590 3 13.530 28.560 .000 

Within Groups 437.261 923 .474   

Total 477.851 926    

PCP_IMPORTANCE Between 

Groups 
29.521 3 9.840 27.650 .000 

Within Groups 292.895 823 .356   

Total 322.416 826    

PCP_EFFECT Between 

Groups 
15.330 3 5.110 11.619 .000 

Within Groups 346.998 789 .440   

Total 362.328 792    

EEP_IMPORTANCE Between 

Groups 
19.832 3 6.611 19.923 .000 

Within Groups 298.286 899 .332   

Total 318.117 902    

EEP_EFFECT Between 

Groups 
17.898 3 5.966 13.241 .000 

Within Groups 361.346 802 .451   

Total 379.244 805    

 

  

 

5. What suggestions are offered to develop corporate image through integration of corporate 

values to organizational support and employee engagement? 
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 Based on the answer of the respondents, the most suggested action are: (1) Support 

programs and policies that care for workers needs; (2) Give employees the authority to improve 

operations, reduce cost and assist customers; and (3) Communicates values and ask feedback from 

employees.  

 

Conclusions 

 

 Based on the significant findings of the study, the following conclusions were drawn: 

1. Across the three amusement parks, majority of the employees are rank and file at an average of 

76.1% due to the nature of operations of the organization in the industry of amusement parks. The 

nature of operations does not need a college degree holder with masters as what the organization 

needs are those individual who would handle and operate mechanically distinct rides and manage 

and receive payments from customers.    

2. At an average across the three amusement parks, most employees have stayed in the organization 

from 4 years to more than 10 years. This result conveyed that organizational commitment is evident 

and employees are engaging.  

3. Since most employees are rank and file across the three amusement parks, the result on 

educational attainment is congruent to the employees’ position in the organization. Employees in 

the rank and file are high school and vocational course graduate.      

4. Employee Engagement practices scored the highest across the amusement parks at 3.0% in 

comparison to Organizational Support practices and Psychological Contract practices as perceived 

by the respondents to the degree of effectiveness that is provided by the organization to its 

employees. 

5. There is no significant difference has been noted from amongst the variable in terms of the 

perception of respondents as regard to the extent of effectiveness of the organizational support and 

employee engagement provided by the organization when both are grouped according to position 

and length of service. 

6. There is no significant difference in the perception of respondents as regard the importance of 

corporate values and the extent of effectiveness of the integration of the corporate values to the 

organizational support and employee engagement provided by the organization amongst the three 

(3) variables in general but when grouped by position results shows that there is significant 

statistical differences in the perception of the respondents in effectiveness of Organizational 

Support Practices, Psychological Contract Practices, and Employee Engagement Practices and 

when grouped according to length of service there are significant differences in the three practices 

(Organizational Support Practices, Psychological Contract Practices, and Employee Engagement 

Practices), with regards to their importance and effectiveness.  

7. Customer Service and Teamwork made a significant difference from amongst the corporate 

values listed as regard to the extent of importance and effectiveness in the integration of corporate 

values provided by the organization. 

 

In a general context, the three (3) variables --- Employee Engagement, Organizational 

Support and Psychological Contract --- which will aid to develop the highlight of this paper that 

is to conceptualize an effective Corporate Image Program for the Amusement Park Industry will 

have to be understood thoroughly according to its relevance and connection.  
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8. Based on the answer of the respondents, the most suggested action are: (1) Support programs 

and policies that care for workers needs; (2) Give employees the authority to improve operations, 

reduce cost and assist customers; and (3) Communicates values and ask feedback from employees.  

 

It is quite obvious that organization could expect employees to be engaged when 

organizational support is highly favourable. It is most for most employees specially in the rank 

and file to be engaged and committed when the organization would make their people feel that 

they should WORK WITH them and not WORK FOR them. In the work place, it always an 

exchange of responsibility between people and organization --- a give and take relationship always 

works than when organization will just take and people give and vice versa. When the relevance 

and connection is obvious between OS and EE, it is not that easy for the idea of Psychological 

Contract system of employee to define. It may be easy to explain it academically in paper but for 

ordinary people (rank and file) in industry and even some of the people holding top position had 

the difficulty to recognize it at first. PC is jargon to them and a detailed explanation is necessary 

to get through them for the purpose of this study and the researcher could infer that this is the 

reason why PC did not post significant difference in most of the survey compared to OS and EE.  

To explain further PC is to introduce and understand in lay man’s term the word Attribution 

that is the process by which people interpret and assign causes for their own and other people’s 

behaviour in the concept of Human Behaviour of the Organization. There are two (2) kinds of 

attribution such as Personal and Situational. Personal is when people tend to attribute success, 

accomplishment and achievement made at work to own aptitude and ability and less to situations 

and other contributory factor to their claims. It is the same with situation that organization will 

attribute failures and errors to employees rather to its own capacity to support its people in order 

to succeed in a given task. PC is an unwritten commitment of employees to the organization only 

if the later will fulfil its promise of support in the accomplishment of a given task then EE will 

transpire because people in the organization become loyal and dedicate not on the task that will 

provide for compensation but to the organization for a long period of time. 

On the Other hand, EE is the aftermath of both OS and PC in simplest context. Thus, it is 

safe to say that when people in the organization is engaged it means that psychologically they are 

committed and loyal to the task at hand because the organization supports and provide for all the 

necessary tools, equipments and even financial for the accomplishment of the job for the 

development of the person in-charge of the task and for the benefit of the whole organization.  

Incorporating the purpose of the study, this research has able to prove that that corporate 

values integrated to psychological contract through organizational support and employee 

engagement practices are imperative components for developing a positive corporate image for 

management to be able to understand and appreciate the importance of consistent application of 

corporate values in all organizational systems. 

Furthermore, the study has able to generate from the respondents specific actions in the 

formulation of Corporate Image Program/Model that companies in the amusement industries may 

adapt and consider in their own operations by which stakeholders both internal and external will 

be able to identify themselves with being part and proud of the organization thus, deepening the 

commitment of employees to provide efficient service and for their clienteles’ continuous 

patronage of the establishment which will be fully discussed in the recommendation part of this 

study.  
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Recommendations 

 

In the light of the significant findings of the study that brought about significant 

conclusions, the following recommendations are provided: 

 Support programs and policies that care for workers needs, Give employees the authority 

to improve operations, reduce cost and assist customers, and Communicates values and ask 

feedback from employees are the three common components that emerged from the suggested 

action given by the respondents from Enchanted Kingdom, Star City, Splash Island, Zoobic Safari 

and Manila Ocean Park pertaining to the formulation of Corporate Image Program/Model. Below 

are insights regarding the three (3) components as follows: 

 

Support programs and policies that care for workers needs  

This is the integral and essential part from amongst an organization’ values – as they say, 

that people in the organization are the lifeblood of the business, they are the most important asset 

of every organization thus, making them feel important through organizational support that would 

make their task easier and effective.  

 

Give employees the authority to improve operations, reduce cost and assist customers 

 Another ingredient in the formulation of Corporate Image is to give employees the 

authority to improve operations, reduce cost and assist customers. Making people engaged is not 

impossible if they feel empowered --- being able to decide on matters within the  scope of their 

responsibility and being able to be of aid and of  assistance with the organizations’ goals and 

objectives.   

 

Communicates values and ask feedback from employees 

Organizations’ should be able to communicate appropriate values efficiently not only to its 

external public but more so to its internal public because people in the organization are the ones 

expected to live these values of the organization and make it real as related to the products and 

services it renders to the its consumers/customers in the industry from which it operates. Proper 

communication employs proper handling of feedback and how this is to be explained and modified 

to appropriately fix flaws of the core values that will reconstruct errors and creates a better system 

of the organization from which all employees are expected to live by and implement. If done 

effectively, will ensure an suitable and effective Corporate Image Program. 

 Each of the suggested action of respondents entails activities to be done as depicted in the 

tabular Corporate Image Program shown below. Listed activities will ensure (if done accordingly) 

a fitting Corporate Image distinct and appropriate to Amusement Park Industry.    

 The researcher has migrated and integrated concepts between the RRLS that identifies an 

attempt to discuss the differences between corporate personality, corporate identity, and corporate 

image. The three (3) concepts once understood, are then combined into a conceptual model 

explaining the corporate image management process and the suggested action by respondents to 

aid in the formulation of Corporate Image Program for Amusement Parks such as (1) Support 

programs and policies that care for workers needs; (2) Give employees the authority to improve 

operations, reduce cost and assist customers; and (3) Communicates values and ask feedback from 

employees.  
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Figure 7 – Applied Corporate Image Management Process 

 
 

Figure 8 – Suggested Actions by respondents from survey results 

 
 

 

 The common variables in producing a Corporate Image Program as distinctly emerges from 

the concept of Corporate Management Process and the suggested actions of the respondents are 

corporate personality and Identity. From these two (2) variables, Corporate Image emanates. It is 

therefore, essential to identify and understand the factors involve in these variables in order to 

make an effective Corporate Image Program that works. As shown in the above figure, the factors 

involved in the development of Corporate Personality is in the core of the organization that is to 
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integrate these factors to the system that its people will adapt, to the manifestation of Corporate 

Identity that would distinctly provide a particular Corporate Image that would be perceived by its 

external public and its constituents.  

 

 More so, the suggested action of the respondents conveys that in order to make an effective 

Corporate Image Program, an organization should start from the core --- its people! It is quite 

evident from the suggestion that organization should work on to the core that handles its operations 

that naturally creates for the organization its distinct personality translated to identity and 

manifested as an IMAGE that its external public and constituents could identify with, the very 

essence why its customers and clients avails its products/services.  

  

 Although, Corporate Image is most of the time manifested as an unwritten rule within its 

system, in contemporary times it is imperative to make a plan and implement it or rather make a 

program and run it in order to consistently convey to the public its advocacies, goals and objectives 

from which the business is rooted. 

 

 Corporate Image Program for Amusement parks is formulated in combination of Figure 7 

(Applied Corporate Image Management) and 8 (Suggested actions of respondents from survey 

results). Below figure will provide for the Corporate Image program intended for Amusement Park 

industry.      

 

 Suggested 

Action 

Factors to pursue Integration/  

Evaluation/Validation 

Timeline 

Corporate  

Personality 

 

Target 

Audience: 

Employees 

 

Organizational  

Support 

1, Company facility 

conducive to 

working 

2. Ergonomically 

tested furniture and 

fixtures  

3. To ease stress in 

the accomplishment 

of a task 

4. Reward System 

5. Fair policy 

6. Basic benefits 

given 

 

1.Corporate Philosophy 

2. Corporate Values 

3. Corporate Culture 

4.Corporate Objectives 

5.Corporate 

Mission/Vision 

 

Every 5years 

assessment if 

integration is 

still relevant 

to the 

organizations’ 

day-to-day 

operation  

Corporate  

Identity 

 

Target 

Audience: 

Employees 

 

Empowerment 1. Shared 

responsibility in 

decision-making 

2. Managerial 

Support System to 

employees 

 

1. Customer Service 

2. Symbol/Logo 

3. Corporate Uniform  

4. Corporate Decorum 

5. Ethical behaviour 

6. Systems of 

Rewards/Punishment 

7. Managerial Practices 

Every end of 

the year to 

validate 

integration 
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Figure 9 – Corporate Image Program 
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regular session to 

improve policies 

and procedures 

 

CSR 

Manifested Business 

Ethical practices   

Corporate Marketing 
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Feedback System  

 

Immediate 

that is 

relevant to 

the situation 
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