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Abstract  

The subject of this thesis is to examine internal communication within organizations and its 

relations with job satisfaction. The research is a case study research where the case used was 

an Icelandic University called Reykjavik University (RU). The aim is to answer the question: 

“Is there a relationship between internal communication and job satisfaction at RU?” In 

order to answer the problem definition, four research questions were put forth. The research 

was accomplished using quantitative research methods. A questionnaire was sent to all full 

time employees at RU and they were asked to participate in the survey. The response rate was 

69.5%. The questionnaire contained a number of multiple choice questions where employees 

were asked to reveal their opinion of several statements related to internal communication and 

job satisfaction by answering how much they agreed or disagreed with a given statement. 

Moreover, the questionnaire involved six questions concerning how much or little information 

employees received from different communication channels and one open-ended question was 

also put forth. The primary result indicates that employees are in many ways satisfied with 

internal communication within the university. At the same time, opportunities for 

enhancement are noticeable. The overall communication is satisfactory, but employees are 

most satisfied with internal communication factors regarding relationship with supervisor and 

co-workers. Supervisors may, however, give employees more feedback, such as praise and 

information about their performance. Furthermore, employees want to receive more 

information from top management and want to be more involved in the decisions made at the 

top. By communicating more strategically, providing more information from the top, and 

encouraging supervisors to provide more feedback and training to managers and employees in 

how to communicate effectively, Reykjavik University can create an even better workplace 

and higher employee satisfaction regarding internal communication and job satisfaction. 
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1. Introduction 

Internal communication has been of great concern among communication scholars for over 50 

years, dating roughly from 1956 to the present. The research has changed through the years 

from an emphasis on what communication methods motivate employees to be more 

productive to how effective communication can influence employee satisfaction (Tompkins & 

Thibault-Wanca, 2001). Miller (2006) has defined the history of communication in three 

different approaches. Classical, human relations and human resources approaches. The 

classical approach was created in the early 20
th

 century and characterized communication 

from managers to subordinates where the purpose was mainly to give information related to 

one´s job with the aim of increasing efficiency and productivity through systems and 

structure. The communication method used was primarily written or oral instructions and 

mostly related to peoples´ work. This approach was created with early 20
th

 century 

organizations’ period of time in mind when organizations were mostly industrialized 

factories. From the late 1930s through the 1960s, theorists began to draw attention to 

individual needs of employees, social interaction and individual achievement (Miller, 2006). 

Theorists like Abraham Maslow (1943) and Frederick Herzberg (1959) represented the human 

relations approach. The human relations approach illustrates communication between people 

about both work and social topics. The third approach, that is, the human resources approach 

indicates what we are most familiar with today, which are individual needs or “putting people 

first”. Today, human resource theorists are not only aware that individual needs and social 

interactions are essential, they are also aware that employees are the organization’s most 

important resource and an essential resource in order to reach organizational objectives and 

future goals. Thus, it is concluded that although the emphasis has changed through the years, 

internal communication has always been linked to organizational profit and growth.  
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The landscape of the 21
st
 century has changed and forced organizations to shift their focus 

from purely financial issues to a realization that their employees are their most important 

resources and therefore create the most profit (Grönfeldt & Strother, 2006). The competitive 

environment is also changing and organizations need to adapt more quickly to those changes 

where communication has a key role to play (Dunmore, 2002). However, through the years, 

organizations have aimed at external communication, public relations and marketing activities 

where the aim has been to enhance organizational identity and image. Recently, boundaries 

between external and internal communication have slowly been disappearing where managers 

have begun to emphasize that the information they send to outside audiences is consistent and 

in line with their other organizational activities (Cheney & Christensen, 2001; Dunmore, 

2002; Quirke, 2008). Effective communication is one of the organizational key aspects since 

employees play a huge role in organizational success (J. Gray & Laidlaw, 2004) and can 

influence numerous factors, which concern organizational overall operation and competence. 

One of those factors is job satisfaction. Effective internal communication can lead to higher 

job satisfaction, which can result in competitive advantages for the organization. Furthermore, 

Anderson and Martin (1995) maintain that even though internal communications provide 

people with important information regarding the organization and their job, people want 

more. People seek communication with other people to fulfill their interpersonal needs in 

order to make them feel a part of the organization. 

The subject of this thesis, internal communication, is not a new field or topic, but rather has 

been investigated by numerous scholars over the last few decades. However, after reading 

numerous studies about internal communication and its relationship with job satisfaction, this 

subject became of great interest to the author and was therefore chosen for this master’s 

thesis. The author decided to use an Icelandic university called Reykjavik University (RU) as 
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a case study for this thesis. The university is the author´s workplace, which made the analysis 

even more interesting for the author.  

1.1 The Aim of the Research 

The aim of the research is to examine if there is a relationship between internal 

communication and job satisfaction at Reykjavik University (RU). Thus, the problem 

definition is: 

Is there a relationship between internal communication and job satisfaction at RU? 

In order to answer the problem definition, the author has identified the following research 

questions: 

 Are employees satisfied with the overall communication at RU? 

 What communications factors are employees at RU most satisfied with?  

 Do the most satisfied communication factors at RU relate to job satisfaction? 

  In what areas, if any, does RU need to improve its internal communications? 

RU was chosen as a case study as it has gone through comprehensive changes recently, such 

as a merger and transfer which may have influenced internal communication and job 

satisfaction within the university. The analysis of the research is intended to identify whether 

there is a relationship between internal communication and job satisfaction among full time 

employees at RU. However, in order to answer the problem definition, the research questions 

need to be answered. The next section gives an overview of how the thesis is structured. 

1.2 The Thesis Structure 

The thesis involves 10 chapters. Chapter 1 gives an overview of the purpose of the thesis. The 

introduction of the thesis and the aim of the thesis are presented in this chapter. In chapter 2, 

the research methodology will be described. Then in chapter 3 – 5, theories regarding internal 

communication and job satisfaction will be put forth. The first chapters describe internal 
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communication and how the emphasis in that area has changed. Then the author will analyze 

different methods of communication within organizations with an emphasis on the CEO´s role 

in communication. Next, the value of effective internal communication will be illustrated and 

examined. The chapter will also include sections on job satisfaction and important influencing 

factors. The relationship between internal communication and job satisfaction will be 

examined and widely used measurement tools for measuring internal communication and job 

satisfaction within organizations will be described. Next, in chapter 6, the author will describe 

the case study used for this research, that is, Reykjavik University (RU). Chapter 7 will 

contain the analysis of the research. The analysis is intended to answer the research questions 

put forth in order to answer the problem definition and recommendations for RU, if needed, 

will be put forth. Finally, chapter 8 presents the conclusion of the thesis. The chapter will 

answer the problem definition, “Is there a relationship between internal communication and 

job satisfaction at RU”? The author will observe if there is an opportunity for RU to improve 

its internal communication and increase job satisfaction with more effective communication. 

Moreover, the thesis includes a list of references as well as appendices relation the thesis.  



Copenhagen Business School  Master’s Thesis 

9 

 

2. Research Methodology 

Before analyzing the theories regarding internal communication and job satisfaction, the 

research methodology will be described. This chapter illustrates the research approach which 

the author developed to answer the research questions presented in section 1.1.   

2.1 Case Study 

Since Reykjavik University is being used as a case study for this thesis, it is appropriate to 

start by describing the importance and usefulness of using case studies in research. Case 

studies are important and useful in many ways. They are useful when it is important to 

understand how the organizational and environmental situation is having an impact on or 

influencing social processes (Cassell & Symon, 2004). Furthermore, a case study consists of a 

detailed investigation where the aim should be to provide an analysis of the situation and 

processes which explain the theoretical topic being studied (Aaker, Kumar, Day, & Leone, 

2009; Cassell & Symon, 2004). The reason for using a case study for this thesis is the nature 

of the research problem. Numerous studies have linked internal communication with job 

satisfaction, and the author found it interesting to analyze if that would be the case for RU. 

What is most important about a case study is not the method or data but rather to understand 

the situation in question, and a case study is often the only way to understand a complex 

situation. It is essential that case studies create a link between theory and data collection, and 

between data analysis and theory, meaning that the researcher needs to be able to deal with 

theory and method at the same time rather than one after the other. 

2.2 Research Design 

Deciding on the most appropriate method is important in order to reach the research 

objectives (Chisnall, 2005). Moreover, this serves the purpose of planning which method to 

use to collect the data needed and more importantly to analyze the collected data (Hair, Bush, 

& Ortinau, 2006). A poorly designed research will fail to provide exact answers to the 
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questions under investigation. Every research problem is unique (Hair et al., 2006), and 

therefore the research design has to be appropriate for the research objectives. Research 

designs can be classified in various ways, and the author considered the three types of 

research designs which are commonly used. They are; exploratory research, descriptive 

research and causal research (Chisnall, 2005). “Exploratory research is used to investigate and 

identify the real nature of research problems. Descriptive research is concerned with counting 

and describing specific features (e.g. market demand, economic data) of markets or people. 

Finally, causal research attempts to identify cause-and-effect relationships between specific 

market behaviors” (Chisnall, 2005, pp. 37–39). After considering these research designs, the 

author evaluated the characteristics of quantitative and qualitative research methods. 

“Quantitative surveys are usually administered to many respondents and the emphasis is on 

using formalized standard questions and the response options are predetermined by the 

researcher” (Hair et al., 2006, p. 171). “Qualitative research is however, used to gain 

preliminary insights into decision problems and opportunities” (Hair et al., 2006, p. 173).  

As the aim of this research is to find out if there is a relationship between internal 

communication and job satisfaction among full time employees at RU, the author decided that 

descriptive research would be the most appropriate research method. It gives the researcher an 

opportunity to collect raw data that can be turned into facts about a person or object. 

Quantitative research was used in this thesis to gather information about the research problem. 

2.3 Data Collection Methods 

Both secondary and primary data were collected to make it possible to resolve the research 

problem. “Secondary data are historical data structures of variables previously collected and 

assembled for some research problem or opportunity situation other than the current situation. 

Primary data are raw data and structures that have yet to receive any type of meaningful 

interpretation” (Hair et al., 2006, p. 64). The data was gathered in the period of August to 
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3. Theoretical framework structured 

4. Questionnaires composed 

 

5. Evaluation 

 

1. Research problem defined 

 

2. Collecting secondary data 

 

November 2011. Figure 1 illustrates the research process of the data collection for this thesis 

(Hair et al., 2006).  

 

 

 

 

 

 

Figure 1: The research process. 

2.4 Secondary Data 

Secondary data exist in two forms. Internal secondary data which are data collected by the 

organization for accounting purposes or marketing activity reports and external secondary 

data which consist of data collected by outside agencies such as the federal government, trade 

associations, or periodicals or even through marketing research (Hair et al., 2006). The reason 

for using secondary data is to save the researcher time and money (Chisnall, 2005). It is 

therefore important that the researcher evaluates the information gathered through the 

secondary research to find out if it is relevant to the research or not. According to Hair et al, if 

secondary data are to be used to assist in a decision process, it should be assessed according to 

the following six fundamental principles (Hair et al., 2006, pp. 83–85): 

 Purpose: How do the data relate to the current research objective? 

 Accuracy: What was actually measured? 

 Consistency: Seek out multiple sources of the same data to assure consistency. 

 Credibility: Is it reliable? 

 Methodology: Are there any flaws in methodological procedures? 

 Bias: Determine the underlying motivation or hidden agenda, if any. 
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The author collected both internal and external data for this research. The author gained 

access to RU´s annual report for 2010 and workplace analysis from 2009. External secondary 

data was collected from the World Wide Web and RU´s homepage as well. Moreover, 

surveys conducted by a trade association provided useful information for this thesis.  

2.4.1 The Workplace Analysis 

Frequently, an outside agency conducts a Workplace Analysis for RU. The objective of these 

analyses is to evaluate several internal factors within the university related to job satisfaction 

(Gallup, 2009) . The author gained access to the Workplace Analysis (2009) report which was 

conducted by Gallup. A so-called Gallup five point scale was used and employees were asked 

to reveal their opinion of several statements by answering how much they agreed or disagreed 

with a given statement. The average scores are divided into three benchmark areas based on a 

comprehensive research conducted by the Gallup Organization. The scores are categorized in 

three levels where an above average grade is 4,2 to 5 which is considered to be consistent and 

strong for the company, 3,7 to 4,19 is acceptable and lower than 3,69 indicates concern 

among some or even a significant group of employees, a potentially dysfunctional situation 

for the company. The questionnaire of the Workplace Analysis is created in cooperation with 

the Human Resource Manager of RU. Data was gathered through the Internet by sending out 

e-mails to all full time employees within RU where employees were expected to answer the 

questionnaire.  

2.4.2 The Company of the Year 

Each year, a trade association called Respect - Justice (Virðing - Réttlæti (VR) conducts a 

survey among union members which is called the “Company of the Year” 

(Fyrirmyndarfyrirtæki ársins). One third of RU´s full time employees are members of this 

trade union. The author used the results of the “Company of the Year” survey from 2011 (VR, 

2011) as a comparison to the author´s own research. Moreover, a comparison to the 

“Company of the Year” surveys from 2010 and 2009 was conducted to observe how RU has 
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been ranked among union members. The union conducts the survey by initially calling up all 

the members in the union asking for their participation. Then, participants receive the survey 

by e-mail or by post. This year, 48.2% of members answered the survey in comparison to 54.1 

% in 2010. In order to be a part of the analysis, 35% of union members working at RU needed 

to participate in the survey. A factor analysis combines into clusters those questions that seem 

to be measuring the same thing. With this method, the researcher can measure which 

questions measure certain factors. The analysis consists of eight factors, which are listed 

below: 

 Trust towards top management  

 Working spirit 

 Salary 

 Work conditions 

 Flexibility 

 Independence 

 Company image 

 Satisfaction and pride 

The choice of the “Company of the Year” is based on the total grade, which is a combination 

of the eight factors. All the factors indicate a 5 point scale where 5 is very satisfied and 1 very 

dissatisfied. If a company has the value 3, then it is assumed that the employee is neither 

satisfied nor dissatisfied with the factor in question.  

2.5 Primary Data 

Primary data consists of raw data and is especially gathered for the current research (Hair et 

al., 2006). As the aim of this research is to obtain specific information about a defined 

problem, the author decided to execute a quantitative research to collect the primary data. 

“Quantitative research is usually associated with surveys or experiments and is considered the 

primary method of the research industry for collecting data” (Hair et al., 2006, p. 171), and 

the type of questionnaire depends on the method of the survey (Chisnall, 2005). The author 
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decided to collect the primary data by conducting a highly structured questionnaire survey 

with formal questions. Structuring a questionnaire involves taking well-known sets of scale 

measurements and organizing them into a complete measurement for communicating with and 

collecting raw data from respondents (Hair et al., 2006). Moreover, RU´s annual report from 

2010 was helpful primary data for this research as it provided the author with significant 

information about the university in general. 

2.5.1 Questionnaires 

“A questionnaire is a formalized framework which consists of numerous questions and scales 

which have the purpose of generating primary raw data” (Hair et al., 2006, p. 429). The 

questionnaire is a vital part of the survey, and the quality of the research depends on a well 

designed questionnaire (Chisnall, 2005). The general form of questionnaires can be divided in 

two different types. A highly structured questionnaire consists of formal questions where the 

aim is to get answers of limited response. Standardized questions are administered in the same 

way to all respondents. The other type of questionnaire is an unstructured questionnaire where 

formal questions are replaced by researchers depending on the nature of the research topic. 

“The researcher encourages conversation and respondents are able to answer in their own 

words in open-ended questions” (Chisnall, 2005, p. 134). Chisnall (2005, p. 138) maintains 

that there are three things which are necessary to ensure a true response to a question.  

1. Respondents must be able to understand the question.  

2. Respondents must be able to provide the information requested.  

3. Respondents must be willing to provide the requested information. 

Furthermore, it is vital that the questions use simple words and are short and specific. As the 

author decided to use a highly structured questionnaire survey with formal questions, the 

questions used were closed questions, except for one which was open-ended. Closed 

questions call for very limited response. The respondent is offered a choice of alternative 

replies from which the respondent is expected to select an answer corresponding to his or her 
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personal views on a particular subject. Closed questions may be simple alternative questions, 

which have only two choices of response or multi-choice questions. The research problem of 

this thesis is of the nature that multi-choice questions are well appropriate. For that reason, it 

is appropriate that respondents were able to choose from a range of possible answers, which 

are designed to reflect different shades of opinion. (Chisnall, 2005). The reason for choosing a 

highly structured questionnaire survey, which consists of closed and multi-choice questions 

was not just because of the nature of the research problem but because the sample size was 

too large for a qualitative survey. The author also believed that the outcome would be more 

reliable if all full time employees at RU participated in the survey rather than choosing the 

respondents randomly.  

Quantitative surveys have several significant advantages and the most known is that they have 

the ability to accommodate large sample sizes. Furthermore, they have the ability to 

distinguish small differences and use advanced statistical analysis. However, quantitative 

surveys also have disadvantages that the author was aware of. One disadvantage being that it 

is difficult to develop an accurate questionnaire. Moreover, there are limits to the in-depth 

detail of the data structures and lack of control over timeliness, as well as potentially low 

response rates. Finally, it is often difficult to determine whether respondents are responding 

truthfully or not (Hair et al., 2006).  

2.5.2 Structuring the Questionnaire 

Before the questionnaire was defined, the author studied the annual report and the secondary 

data thoroughly. The author was aware that the survey needed to be specific and well defined, 

and the information had to be defined precisely. Furthermore, the author was aware of the 

importance of a well defined questionnaire and therefore conducted a pilot testing. The author 

re-wrote the questions many times and constructed the multi-choice questions until the 

questionnaire contained a survey which was specific, clear and understandable. In addition, 
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the author tested the survey on a number of people before its execution. The author used a 

well-known measurement tool for support when designing the questionnaire, that is, the 

Communication Satisfaction Questionnaire (CSQ), developed by Downs and Hazen (1977) 

which indicates ten factors on a seven point scale which vary from interpersonal 

communication to satisfaction with the organization´s communication climate. The 

questionnaire examines internal communication by asking people within organizations several 

questions on different communication topics. Furthermore, the CSQ also measures job 

satisfaction and its relation with internal communication. The author chose factors to support 

which were related to the research questions of this thesis and also factors which have been 

proven to have the strongest relation to job satisfaction. These factors are: 

 Communication Climate 

 Supervisory Communication 

 Personal Feedback 

 Horizontal Communication 

 Organizational Perspective 

 Media Quality 

 Top Management Communication 

The questionnaire was created in a questionnaire tool called Question Pro. Question Pro is a 

web-based tool which makes it possible for researchers to create their own surveys. When the 

design process was finished and the questions created, the survey was sent to all 213 full time 

employees within RU via e-mail. The survey was open for 12 days in the period from 

November 14
th

 to November 25
th

, 2011.  

2.6 Reliability and Validity 

Reliability and validity are both vital elements of every research. These items are crucial and 

deserve full recognition by all who are engaged in research of any kind. “Reliability refers to 

the stability and consistency of the results derived from research. Validity, however, refers to 
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how well a specific research method measures what it claims to measure” (Chisnall, 2005, p. 

40).  

2.6.1 Reliability  

Research reliability is reliant upon subject error and subject bias. By conducting a web-based 

survey, the researcher was able to eliminate many errors and biases. Web-based surveys have 

many advantages such as being of high quality, fast, and inexpensive. In addition, there is no 

interviewer involved who is able to affect the results of the research in some way (Aaker et 

al., 2009). With the web-based survey from Question Pro, the author was able to post the 

questionnaire on a secure website where she could instantly view the results as soon as any 

respondent had completed the survey. It is assumed that by choosing a highly structured 

questionnaire survey which consists of closed questions (except one, which was open-ended), 

the author minimized numerous error factors that could have had a negative influence on the 

results. The research topic involves personal attitudes and feelings towards internal 

communication and job satisfaction. Therefore, qualitative research like an interview or focus 

group might have minimized the truthfulness of the answers and/or employees might not have 

been interested in or willing to reveal their true feelings. In addition, Open-ended 

questionnaires would have been difficult to analyze and also time consuming but could be 

considered as a future recommendation for the university based on the result of this research. 

The CSQ questionnaire has been used by numerous researchers and has been proven to be a 

reliable measurement tool for measuring the relationship between internal communication and 

job satisfaction.  

2.6.2 Validity  

Measuring the validation of the research method is to examine to what extent the research 

method can be used to identify areas where the university needs to improve its internal 

communication. The result from this research is called internal validity which means it is only 

related to this specific survey and cannot be aligned to other, dissimilar research problems. 
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However, the questionnaire which the author created for this survey can be used for any other 

organization. Moreover, the CSQ has been proven to be a valid measurement tool for 

measuring the association between internal communication and job satisfaction. However, 

Deconick, Johnson, Busbin & Lockwood (2008) investigated the validity of the CSQ in 2008, 

and they do not support the seven factor structure as recommended by Downs and Hazen. 

They argue that five factor solutions provided the best result. The questions used for this 

research indicate five factors instead of seven.  

2.7 Limitations of the Research 

Like other research projects, this research has several limitations that have to be 

acknowledged. Even though the questionnaire used is well-known as a reliable and valid 

measurement, the author didn´t use all its factors, just the factors which were related to her 

research objectives and which have been proven to have the strongest relation with job 

satisfaction. Also, she modified some of the questions to make the questionnaire more 

appropriate for this particular survey. Furthermore, she used the factors just as support, which 

may have affected the results. Since each factor involves many questions, the result from a 

perfect research conducted using the CSQ tool is much more in-depth, and the researcher gets 

much more comprehensive results than this research was able to investigate. However, the 

results should give RU quite a clear picture of the internal communication within the 

university. Furthermore, the CSQ tool is built up to use a seven point scale from one to seven 

where one is “very dissatisfied” or “strongly disagree” and seven is “very satisfied” or 

“strongly agree” depending on the question asked. The author, however, only used a five 

point scale. This modification may have had an effect on the results at some point. It should 

be noted, though, that the author is not a professional in quantitative surveys. However, the 

author´s goal was to minimize errors by carefully designing the questionnaire and the 

questions were tried on number of people before being administered. In spite of some 
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limitations of this research, the author’s objective was to minimize errors as much as possible 

and to perform the research professionally.  

Before carrying on to the research, theories regarding internal communication and job 

satisfaction will be put forth.  Perspectives from different scholars will be described in 

addition to the author’s perspectives.  
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3. Internal Communication 

Numerous scholars have defined communication as the exchange of information between a 

sender and a receiver where the message flows from one point to another and the 

communicators are linked together by channels (Kalla, 2005; Kinicki & Kreitner, 2008; 

Krone, Jablin, & Putnam, 1987; B. E. Stuart, Sarow, & Stuart, 2007). Internal communication 

is a fundamental management activity in every organization since it is vital for employees to 

receive information regarding their job. However, many communication models with different 

highlights have been put forth to describe the nature of communication and how 

organizational communication works (Downs & Adrian, 2004).  

Numerous scholars have supported the source – message – channel – receiver or the SMCR 

model, which was first put forth by Shannon and Weaver in 1949 (Adler & Elmhorst, 1996; 

Blundel, 2004; Bowditch & Buono, 2005; Downs & Adrian, 2004; B. E. Stuart et al., 2007). 

The SMCR model demonstrates the communication process, where the communication 

process begins with a sender, a person who transmits the message. This activity is called 

encoding where the communicator is deciding what and how to communicate (Adler & 

Elmhorst, 1996). In a perfect world, the message will reach its intended receiver without any 

problems or hindrance. The message is then decoded, that is, the receiver interprets the 

message by attaching meaning to it. Receivers should always respond to the messages and the 

receivers’ feedback to the message can both be verbal or nonverbal such as smiles, sighs or a 

written response (Blundel, 2004). One of the greatest sources of communication failure is 

noise which can disturb the messages from reaching the receiver, being understood and 

creating feedback (B. E. Stuart et al., 2007). Figure 2 demonstrates the author´s version of the 

SMCR model.  
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Figure 2: The communication process. 

Although numerous scholars have supported the SMCR model, communication scholars have 

different focus on different elements in the model that they claim are fundamental for the 

communication process. They may focus on the importance of clear messages, well organized 

media channels or the importance of the feedback from the receiver. All of this is important. 

However, the author maintains that in the organizational landscape today, the key 

communication elements, sender, message, channel and receiver, demonstrated in the SMCR 

model are all much more complicated than in prior periods. Therefore, the author maintains 

that the drawback of the model is that it lacks important human relations factors and thus 

should only be considered as a basic tool for understanding the communication process. 

Today, internal communication is seen as more multidimensional and is much more than 

message exchange, information flow or providing information about people’s work. Internal 

communication is about relationships and creating a respected atmosphere for all the people 

within the organization (Argenti, 2009). Internal communication is furthermore the social glue 

that ties people within the organization together (Roberts & Euske, 1987). Concluded by 

Quirke (2008) who claims that the communication process within the organization should be 

Message Message 
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Top-down Upward Horizontal 

seen as an ongoing process which has no beginning or ending and the goal should always be 

to share the thinking instead of announcing the conclusion.  

The next section analyses communication channels. These channels transfer communication 

within organizations and play an essential role in creating effective internal communication. 

3.1 Communication Channels  

Selecting the most appropriate communication channels can be a difficult job. However, 

communication channels are usually evaluated based on the sender’s expectations of those 

channels (Litterst & Eyo, 1982), but it is important to understand that different 

communication channels are appropriate for different kinds of information and achieve 

different objectives (Dunmore, 2002; Quirke, 2008; Wood, 1999). Therefore, it is vital to 

choose the right communication channel that fits best the nature of the communication 

(Melcher & Beller, 1967). This is important because people understand and interpret 

messages differently which is vital to understand when deciding on the communication 

method (Downs & Adrian, 2004), and the chosen channels can make a real difference in how 

the message is received (Wood, 1999).  

Communication channels can be either formal or informal and can be divided in top-down, 

down-up and horizontal communication. Before examining formal and informal 

communication, the three communication types will be described and evaluated.  

 

 

Figure 3: Communication types within organizations. 

Top-down communication occurs when communication flows from people at higher levels 

to those at lower levels in the organizational hierarchy (Adler & Elmhorst, 1996; Koontz & 

O’Donnell, 1986). Tasks like job instructions, providing information and feedback to 
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subordinates fall under this kind of communication. Upward communication includes 

messages flowing from subordinates to superiors (Adler & Elmhorst, 1996) and continues up 

the organizational hierarchy (Koontz & O’Donnell, 1986). These types of communications 

convey messages such as what subordinates are doing, unsolved work problems and 

suggestions for improvements. Finally, horizontal communication consists of messages 

between employees of the organization with equal power (Adler & Elmhorst, 1996). 

Messages like task coordination, problem solving, sharing information, conflict resolution and 

building relationships fall under this kind of communication.  

The author maintains that all three types of communication are equally essential within every 

organization for effective internal communication. Top-down communication is vital in order 

for managers to give instructions and provide information to subordinates. Organizational 

charts are a good example of top-down communication since they provide a clear guideline 

for who is responsible for a given task. However, even though top-down communication is 

essential in every organization, top-down communication alone will not lead to effective 

communication. Managers must receive feedback from their subordinates to ensure 

understanding of the provided instructions or information. Furthermore, the author believes 

that creating an atmosphere of trust, participation and respect is not done with top-down 

communication only. This is supported by Dunmore (2002, p. 140) who claims that “people 

must be able to ask questions and expect to be answered”. Furthermore, the author claims that 

to be able to suggest improvements or come up with new ideas is an essential part of 

employee self-confidence, commitment and participation. In order for employees to feel that 

they are a part of the organization and that they really matter, upward communication is very 

important. Finally, organizations can´t live without horizontal communication. Social and 

interpersonal communication is vital for every person. Therefore, without communicating 

with co-workers and sharing information about the job or the company, people will not 
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establish a relationship between each other, and company culture and the workplace 

atmosphere will be unappealing.  

The communication structure in all companies includes both formal and informal 

communication (D. J. Johnson, Donohue, Atkin, & Johnson, 1994) and the three 

communication types described above, top-down, upward and horizontal can either be formal 

or informal. The next sections will describe the differences between these two communication 

structures and their importance. 

3.1.1 Formal Communication 

Formal communication is vital in every organization and follows the formal structure of the 

company. The importance of formal communication is that it provides basic information 

about the organization or information related to people’s jobs (Kandlousi, Ali, & Abdollahi, 

2010; Litterst & Eyo, 1982). In this chapter, the author will draw attention to the most 

recognized formal communication methods used today which are: Technical communication 

and face-to-face communication.  

The technical environment has changed through the years, and employees are getting more 

and more mobile. We have more information, faster than we ever dreamed, and 

communication has become less static and more dynamic, with numerous communication 

channels. (Argenti, 2006). Frequently used and important channels such as the web, blogs, e-

mail and mobile phones are replacing face-to-face communication and with increasing 

technology, employees are becoming more independent and more mobile than before. Easy 

access to online information relating to individual jobs has improved people’s independence 

and projects can be finished faster than before. Moreover, people can follow news and 

information about the organization more easily which leads to better informed staff. However, 

with increasing technical communication, face-to-face communication between people within 

the organization decreases which should be considered a huge threat. Argenti (2006) claims 
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that this can lead to “We” and “Them” syndrome and employees can start feeling that they are 

not a part of the team. This can lead to unhappy employees who will leave the organization 

and therefore high employee turnover for the company. However, it is the author´s opinion 

that the possibility to provide the same information at exactly the same time to numerous 

people can also minimize “We” and “Them” syndrome since everyone will receive the same 

information at the same time.  

Blundel (2004) maintains that although face-to-face communication appears less important 

in today´s high-tech world, the opposite is true. This is supported by Argenti (2009) and 

Smith & Mounter (2008) who claim that face-to-face communication is still the most effective 

way to communicate within organizations. Adler & Elmhorst (1996) maintain that a potential 

advantage of using face-to-face communication is its “speed”. Once the sender makes contact 

with the receiver there is no time lag between the transmission of the message and its 

reception. Thus, the sender receives feedback right away. Finally, the sender has more control 

over a message sent via face-to-face communication than over a written message in paper or 

electronic form which has possibly taken a long time to write.  

The author claims that by using face-to-face communication, personal contact develops 

between people and makes them feel a part of the organization. It is face-to-face 

communication which establishes personal relationships among people within the 

organization, and social interactions with other people are vital to developing a good 

atmosphere and the desired workplace. Still, it is not the author´s hope that face-to-face 

communication will overtake technical communication. Technical communication is vital in 

every organization today and will become more and more important in the future. However, it 

is the author´s hope that technical communication will not fully take over internal 

communication. 
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3.1.2 Informal Communication 

Informal communication or grapevine is “news” or communication between people within the 

organization (Wood, 1999). Subramanian (2006) characterizes grapevine as a simple glance, 

smile or signal between people within the organization and Downs & Adrian (2004) and J.D. 

Johnson et al. (1994) claim that it is an inevitable part of the organization. Moreover, it should 

be seen as a natural consequence of people interacting. It is the author´s opinion that with 

informal communication or grapevine, people can talk about their feelings, create 

relationships and discuss the issues that matter to them at each time. This is supported by J.D. 

Johnson, Donohue, Atkin and Johnson (1994) who believe that it is informal communication 

which establishes the actual relationships between people within the organization. However, 

grapevine also has its disadvantages. It can increase rumors and carry wrong information 

about the company or certain topics. However, grapevine is important because “without 

grapevine employees cannot fill in gaps left from official word and may not feel ownership of 

information” (Subramanian, 2006, p. 2). The author agrees that this is vital if the formal 

communication has left out some important information. However, this gap should be kept as 

small as possible in order to minimize rumors and wrong information within the organization. 

Furthermore, the author claims that this will not occur if the formal information is well 

structured and efficient. This is supported by Argenti (2009) and Bowditch & Buone (2005) 

who claim that the stronger the trust, commitment and engagement is between managers and 

people at lower levels in the organization, the less people will use grapevine. Thus, it can be 

concluded that if employees believe grapevine information more than formal communication, 

the formal structure of the company cannot be trusted.  

A research demonstrates that 92.4% of companies do not deal with grapevine within their 

organization, and managers usually don´t take any active role in managing or controlling the 

informal communication network (Crampton, Hodge, & Mishra, 1998). Moreover, managers 
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believe that informal communication is not effective since it only includes gossip and rumors. 

In contrast to this, Federal Express in Canada carries out informal communication strategy as 

they realize that such interactions help quick decision making in the organization. This has led 

to better communication, increased productivity and higher employee satisfaction within the 

organization (Subramanian, 2006). Thus, it is concluded that even though informal 

communication is essential and is a natural interaction between people, it has to be supported 

by formal communication in order to reduce rumor and wrong information. Therefore, the 

right balance between formal and informal communication needs to be found. 

3.2 The CEO’s Role 

As demonstrated above, internal communication is much more than transmitting information 

and selecting the best communication channels. It also deals with emotions which are very 

important in interpersonal relationships. This is supported by Koontz & O´Donnell (1986) 

who claim that real communication cannot occur without relationships between people to 

deliver the messages. Furthermore, Argenti (2009) claims that internal communication in the 

21
st
 century is about much more than publications and delivering messages; that it is also 

about building a company culture. Dunmore (2002) maintains that internal communication 

influences change in attitudes and is therefore essential to ensure the desired behavior within 

the organization.  

Numerous scholars argue that it is the CEOs who play the most important role in effective 

internal communication (Downs & Adrian, 2004; Dunmore, 2002; R. Gray & Robertson, 

2005; Grönfeldt & Strother, 2006) and that 80% of their work is in some way related to 

communication (R. Gray & Robertson, 2005). Grönfeldt & Strother (2006) claim that CEOs’ 

behavior and communication has a great influence on employees and their perception of the 

company. Furthermore, they claim that “the ability to communicate well is critical for 

success” (Grönfeldt & Strother, 2006, p. 246).“CEOs should inspire their people through 
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communication and behavior, build commitment through shared goals and the promotion of 

good communications practice within the company” (Dunmore, 2002, p. 168). Thus, it is the 

CEOs’ role to model the behavior they wish employees to imitate and set the tone so the 

desired behavior is likely to be created within the company. Moreover, even though the CEOs 

set the tone for effective internal communication, the author maintains that in order to ensure 

that the desired behavior takes hold within the organization, it is vital that managers at all 

levels have the relevant communication skills to interact effectively with employees. 

Managers must create a strong relationship with all the people within the company. Also, they 

need to understand why people behave as they do and, if needed, change the employees’ 

behavior through motivation.  

Dunmore (2002) maintains that people do not just interpret messages based on what they hear. 

The spoken word may in fact account for only 7% of communication, with tone, inflection 

and delivery contributing 38% and body language 55%. This makes it important for CEOs to 

really “walk the talk” so the information has a chance of being adopted and understood. It is 

the author´s opinion that internal communication has a huge influence on company image and 

identity. But in order to create a good image and high identity in the minds of outside 

stakeholders, the organization needs to be represented by all employees. This will not be 

achieved without the support of the CEO, as he or she holds the key position in carrying out 

effective internal communication within all the departments of the organization.  

The next two sections demonstrate the fundamental interpersonal factors that the author 

claims CEOs need to have to carry out effective internal communication within the company. 

Those elements are trust and listening skills. This argument is supported by many 

communication scholars discussed in sections 3.3.1 and 3.3.2. Moreover, these elements need 

to influence managers at all levels to be able to affect all the employees within the company. 
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The result will be open and honest communication between all the people within the 

organization. 

3.2.1 Trust  

“Trust is the highest form of human motivation” (Covey, 2004, p. 178) “and it is the glue that 

holds companies, cultures and relationships together” (Covey, 2004, p. 162). Bowditch & 

Buono (2005), Koontz & O´Donnell (1986) and Middlemist & Hitt (1988) all claim that if 

people trust their manager, they are more likely to change their attitudes. However, Beslin & 

Reddin (2004) claim that managers often talk about having trust instead of building trust. 

Trust must be built, and should be earned over time through sharing information quickly and 

freely, listening, asking questions and providing feedback (Beslin & Reddin, 2004; Kinicki & 

Kreitner, 2008). Thus, the author concludes that if trust between managers and employees at 

lower levels is missing, too much top-down communication will occur and upward 

communication will be missing. The CEO will not receive feedback to the information sent 

out, and there is a probability that the employee will not accept the communication sent from 

those above in the hierarchy level. Therefore, it is essential to build trust with and between 

people within the organization to be able to carry out open communication throughout the 

company. 

3.2.2 Listening  

Listening is as important as trust in creating effective communication (Kinicki & Kreitner, 

2008; Smith & Mounter, 2008). Listening can improve quality and increase productivity. 

Therefore, managers should spend more time listening than speaking, writing or reading and 

should spend much more time listening than other employees. Studies shows that managers 

who are seen as open communicators display a high number of behaviors that indicate good 

listening (Adler & Elmhorst, 1996, p. 99). As a result, these two fundamental elements trust 

and listening skills, go hand in hand. The author maintains that in order for employees to 

listen effectively and interpret the information sent out from higher levels, it is vital that the 
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manager has built up trust with employees. Furthermore, without trust it can be expected that 

employees will not be able to hear the information sent out.  

3.3 Barriers in Effective Communication 

Numerous communication scholars claim that barriers in effective communication include 

numerous elements such as information overload, international barriers, badly designed 

messages, lack of planning and interpersonal factors (Bowditch & Buono, 2005; Kinicki & 

Kreitner, 2008; Koontz & O’Donnell, 1986; Middlemist & Hitt, 1988; Steers, 1986). In the 

turbulence and fast changing environment we are living in today, organizations are facing 

higher levels of uncertainty. Moreover, increasing complexity of peoples´ jobs creates a need 

for more information (Bowditch & Buono, 2005; Middlemist & Hitt, 1988).  

Information overload is a huge barrier in effective communication within organizations today, 

and it is assumed that technical communication plays a huge part in that barrier. When people 

are overloaded with information, they select only parts of it, which may result in inaccurate or 

incomplete communication (Middlemist & Hitt, 1988). The author believes that when people 

are overloaded with information, they are also under pressure of time. This can lead to partly 

and/or badly developed messages, and the pressure of the deadline may not allow time for 

feedback which is essential in order to ensure the receiver´s understanding. Moreover, the 

author maintains that effective communication can be hindered if the two interpersonal factors 

discussed in sections 3.2.1 and 3.2.2, listening skills and trust, are lacking. This is supported 

by Middlemist & Hitt (1988), Koontz, O´Donnell & Weihrich (1986), Steers (1986) and 

Bowditch & Buone (2005). Thus, managers should establish a communication climate within 

the organization which facilitates open and honest communication.  

As argued earlier in this thesis, feedback from the receiver is essential in order to ensure 

understanding of messages. This cannot occur without trust and effective listening. 

Furthermore, a study indicates that managers listen with only 25 percent efficiency and spend 
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75 percent of their time talking (Bowditch & Buono, 2005; Middlemist & Hitt, 1988). This 

supports the author´s opinion that poor listening skills represent a significant barrier to 

effective communication.  

3.4 The Value which Effective Internal Communication Creates 

Numerous authors claim that communication is the most fundamental management activity in 

every organization since it is essential that all the people within the organization receive 

information that is important to their work (Hargie & Tourish, 2000; Koontz & O’Donnell, 

1986; Steers, 1986; Wood, 1999). Moreover, the importance of internal communication is not 

only considered important in relation to an individual´s job. People seek social interactions 

with other people and want to be treated as “people”, not only as “workers”. Even though it is 

declared that internal communication is fundamental, numerous studies show that there is a 

gap between awareness and perceived importance of communication and actual attention to 

implement it into practice (Forman & Argenti, 2005; Kalla, 2005; Tourish & Hargie, 1996, 

1998).  

A good example is implementation of a organizational strategy where internal communication 

plays the most important role (Dunmore, 2002; Forman & Argenti, 2005; Lynch, 2009). 

Managers put more emphasis on formulating the strategy instead of implementing it which is 

where the main focus should be. Therefore, many organizations fail to implement the strategy 

and in those cases, it is claimed that internal communication has failed. The author maintains 

that great communication skills are required in order to successfully implement organizational 

strategy. Thus, it is assumed that managers who fail to implement the strategy successfully are 

lacking these necessary skills. People want to know where the organization is heading, what 

the ultimate goal is and how they should reach those goals (Dunmore, 2002; Quirke, 2008). 

Therefore, it is vital that the strategy is communicated effectively within the organization in 

order to inform and create employee commitment. This is supported by Grönfeldt & Strother 
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(2006, p. 243) who maintain that “communication influences the way strategies are 

developed, decisions are made and information is shared”. 

Furthermore, a study carried out by Watson Wyatt Worldwide (2009) indicates that effective 

communication is a leading indicator of financial performance. The study found that 

companies with highly effective communication had 47 percent higher total returns to 

shareholders over the five-year period (2004 to 2009) compared with companies with less 

effective communication practices. In addition, another study by Watson Wyatt (Finney, 

2006) indicates that organizations with highly effective communication practices have higher 

market share, higher shareholder return and a higher level of employee engagement than the 

competition. Therefore, it may be concluded that effective internal communication can be 

beneficial in building a long-term relationship between management and employees and 

thereby achieving greater future profit for the company.  
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Personal life Job 

Satisfaction 

4. Job Satisfaction 

For several decades, much notice has been taken of research on job satisfaction by scholars 

such as  Barth (1973), Downs et al., (1973), Furnham et al., (2009) Hertzberg (1959), Riggio 

(2003) and Spector (2003). The basic definition of job satisfaction is to what extent people are 

satisfied with their work (Griffin & Moorhead, 2004; Newstrom & Davis, 1997; Riggio, 

2003) or more in depth “a set of favorable or unfavorable feelings and emotions with which 

employees view their work” (Newstrom & Davis, 1997, p. 256).  

The aim of work psychology through the decades has been to uncover what makes people 

satisfied with their job and, moreover, what factors influence job satisfaction the most. Griffin 

& Moorhead (2004) claim that research on job satisfaction demonstrates that personal factors 

such as individual needs and desires determine this attitude, along with organizational factors. 

Moreover, Newstrom & Davis (1997) maintain that a job is an important part of life and 

studies in work psychology have indicated that there are many elements in a person´s life 

which can influence satisfaction such as family, politics, leisure, religion and job. Figure 4 

points out how a job plays a huge role in a person’s life and a person’s overall satisfaction.  

 

 

 

Figure 4: Influencing factors on a person´s satisfaction. 

People can be satisfied or dissatisfied with their job. However, job satisfaction is not a 

unilateral concept. A person can be satisfied with one factor related to his or her job and 

dissatisfied with another. Through the decades, job satisfaction has been linked to many 

factors by numerous scholars such as equity, expectancy, age, hierarchy level, salaries, work 

conditions, recognition, security, development, supervisor, co-workers, management, and 

personal factors like family, politics, leisure and religion (Cheung, Wu, Chan, & Wong, 2009; 
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Griffin & Moorhead, 2004; Herzberg, Mausner, & Snyder, 1993; Newstrom & Davis, 1997; 

Riggio, 2003; Spector, 2003). Therefore, it is concluded that job satisfaction is 

multidimensional and that it has many influencing factors. However, discussion about the 

numerous influencing factors on job satisfaction is a topic for another thesis. Thus, attention 

will be drawn to factors which have also been linked to internal communication as that is the 

subject of this thesis. 

4.1 Influencing Factors 

Due to the nature of the problem of this thesis, the author found it appropriate to look at job 

satisfaction from the viewpoint of Herzberg´s Motivation-Hygiene Theory or the two factor 

theory which is addressed by numerous scholars examining job satisfaction (Atchison & 

Lefferts, 1972; Champoux, 2002; Evans & Aluko, 2010; Furnham et al., 2009; Herzberg, 

1965; Herzberg et al., 1993; Miller, 2006). The Theory was first developed in the late 1950s 

and elaborated in the 1960s (Herzberg et al., 1993). The basis of the theory is that the factors 

involved in producing job satisfaction are separate and distinct from the factors that lead to 

job dissatisfaction. Herzberg (1959) claimed that the opposite of job dissatisfaction is not job 

satisfaction but no job dissatisfaction. Similarly, job satisfaction is not the opposite of job 

dissatisfaction, but rather no satisfaction. The factors are divided into motivation factors and 

hygiene factors. The motivation factors are intrinsic in nature and are related to the job. The 

hygiene factors are extrinsic and are related to the situation or the environment. Herzberg 

(1959) also maintained that hygiene factors which motivate people at work are different from 

and not the opposite of the factors which cause dissatisfaction. The hygiene factors identify 

items of work that keep people from being dissatisfied or unhappy. In contrast, the motivation 

factors identify items of work that make people satisfied and happy. Figure 5 demonstrates the 

author´s version of Herzberg´s Motivation-Hygiene Theory. 
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Figure 5: Herzberg´s Motivation-Hygiene Theory.  

This model drew the author´s attention due to its emphasis on relationship as a hygiene factor 

which Herzberg synthesizes into his theory later on in the 1960s. Herzberg (1959) argued that 

relationship with management, co-workers and inferiors are all hygiene factors, i.e., factors 

which keep people from being dissatisfied or unhappy. This means that if the relationship is 

not efficient, it will lead to dissatisfaction. However, if the relationship is fulfilled it will not 

lead to satisfaction, but only drop to a neutral stage of satisfaction (i.e. no satisfaction).  

The author supports Herzberg’s theory in many ways. It is clear that the relationship factor is 

an environmental factor and can lead to job dissatisfaction if not effectively managed within 

the organization. Also, no other job satisfaction theory places as much emphasis on the 

relationship factor as Herzberg’s theory. The author supports that and believes that people 

who experience good relationships with other people within the organization are more 

satisfied. Social interaction with other people is necessary. This is supported by Maslow’s 

Hierarchy of Needs Theory where the basic human needs are food and security (Maslow, 

1943). If those two needs are fulfilled, people seek social interactions with other people to be 

fulfilled and satisfied. However, if we look at Maslow´s theory in an organizational context, 
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the first two needs are usually fulfilled, and therefore the social need is claimed to be 

fundamental. 

It is the author´s opinion that environmental factors affect job satisfaction much more than 

Herzberg´s theory maintains. Therefore, the author believes that such factors can lead to 

satisfaction, but this is just the author´s opinion. To support that stance, the author would have 

to make the subject a future research topic related to this thesis research. However, the 

author’s opinion is supported by prior research which indicates that interpersonal interactions 

between employees and their supervisor can have significant effects on the employees’ job 

satisfaction (Kinicki & Kreitner, 2008; Madlock, 2008). Moreover, personal feedback and 

recognition from supervisor is a strong influencing factor which leads to higher knowledge, 

motivation and increasing job satisfaction (Downs & Hazen, 1977; Torrington, Taylor, Hall, 

& Atkinson, 2011). Therefore, the author concludes that supervisors are forced to consider 

how their behavior affects employee satisfaction, and moreover, how they can affect 

employees’ behavior through motivation. In addition, managers at all levels can potentially 

enhance employees’ motivation by establishing a good relationship with them.  

4.2 What Value Does Job Satisfaction Create? 

At first, job satisfaction was studied primarily because it was assumed that satisfaction was 

the key factor in motivating people to produce more, but recently it is being treated as an end-

result goal which is just as important as productivity (Downs et al., 1973). The author 

maintains that even though influencing factors related to job satisfaction differ between 

scholars, it is clear that job satisfaction has always been associated with organizational profit 

and potential growth. But how does it relate to organizational profit and growth? Hiring and 

training new employees is expensive, and therefore it is vital for the organization to keep 

employee turnover cost as low as possible. People who are satisfied with their job are less 

likely to leave the organization (Arnold & Davey, 1999; Riggio, 2003; Spector, 2003). This is 
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supported by the fact that job satisfaction has been regarded as one of the major determinants 

of organizational commitment. If people have a positive view of their job and consider 

themselves to be key organizational members, they are more likely to be committed to the 

company (Cheung et al., 2009) and if committed, more productive (Arnold & Davey, 1999). 

Furthermore, studies show that there is a relationship between job satisfaction and 

performance. Employees who are satisfied work harder and therefore perform better. Also, 

performance can lead to satisfaction, that is, people who perform well can benefit from that 

performance and those benefits can lead to increased satisfaction (Riggio, 2003).  

The author maintains that people who are satisfied with their job will talk positively about it 

and the organization as a whole. This affects the company´s image and reputation and can 

lead to “word of mouth” effect where the organization will be considered an appealing place 

to work and will attract the most qualified people. This will result in competitive advantages 

on the market and, moreover, profit and growth for the organization. 

4.3 Job Satisfaction and Internal Communication  

Numerous research indicate that internal communication is one of the factors which 

influences job satisfaction (Anderson & Martin, 1995a, 1995b; Downs & Adrian, 2004; 

Downs & Hazen, 1977; Madlock, 2008; Orpen, 1997; Trombetta & Rogers, 1988; Varona, 

1996). With active and assessable communication, employees are better able to understand 

their job and are more connected to it. This leads to better performance and higher job 

satisfaction (Downs & Adrian, 2004; Newstrom & Davis, 1997).  

Downs & Hazen (1977) indicate that communication is an essential factor relating to job 

satisfaction since effective communication can lead to any of four end results: Productivity, 

satisfaction, relationship with management and profit. Moreover, Downs & Hazen (1977) 

found out in their research that the strongest communication factors influencing job 

satisfaction were personal feedback, relationship with supervisor and communication climate. 
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Moreover, Trombetta & Rogers (1988) point out that their research showed that 

communication climate, employees’ involvement in decision making and open and good 

access to information are the communication factors which most affect job satisfaction. Putti, 

Aryee, & Phua (1990) maintain that satisfaction with communication within the organization 

is associated with the amount of information available to the people working there. The author 

disagrees, and maintains that communication satisfaction is not necessarily related to 

information flow. This is supported by Anderson & Martin (1995a) who claim that although 

communication provides people with relevant information regarding their job and contributes 

to job satisfaction, people seek relationships with both co-workers and supervisors to satisfy 

the interpersonal needs of pleasure and inclusion. Thus, interpersonal interaction involving the 

exchange of information and relationships between people within the organization can have a 

positive effect on job satisfaction.  

It can be inferred that internal communication and job satisfaction are comparable variables 

since the competitive advantage gained by effective internal communication is not only a 

result of job satisfaction, but also the positive public relations carried out by well informed 

employees. The conclusion is that effective internal communication leads to well informed 

employees which are less likely to spread rumors and more likely to defend the organization.  
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5. Measuring Internal Communication and Job Satisfaction 

In this chapter, the author will look at surveys and questionnaires which are frequently used to 

examine internal communication and job satisfaction. First, the author will look at 

measurements which are widely used to measure job satisfaction within organizations and 

which are proven to be reliable and valid. 

5.1 Measuring Job Satisfaction  

Numerous instruments have been developed to measure job satisfaction. Job satisfaction can 

be divided in two approaches. The global approach and factor approach. The global approach 

measures job satisfaction as a single, overall feeling toward the job, but the factor approach 

focuses on the different aspects of the job. The common factors are salaries, promotion 

opportunities, fringe benefits, supervisor, co-workers, job conditions, nature of the work, 

communication and security (Spector, 2003). It is the author´s belief that the latter approach 

will without doubt give more reliable results since people can be satisfied with one factor and 

dissatisfied with another. For example, people can like their work conditions but be unhappy 

with their salaries.  

Job in General Scale (JIG) is a measurement tool which measures global satisfaction and 

includes items which do not reflect the different facets of the job. When using this 

measurement tool frequently, one question on a seven point scale is used which asks: “How 

satisfied or dissatisfied are you with your job?”. Researchers can also use a number of 

questions asking the respondent about different aspects of his or her job satisfaction like “how 

do you feel about your job most of the time?” (Ironson, Smith, Brannick, Gibson, & Paul, 

1989). By using this scale, the researcher is not able to reveal the reason behind the results 

(Downs & Adrian, 2004). However, it is the author´s opinion that the global approach can be 

useful in some cases but just to get an idea of the situation Then in this way, the researcher is 

able to use the population or all the people within the organization which can later be 
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followed up by conducting deep interviews with randomly chosen samples or with focus 

groups. In addition, the author claims that the JIG scale can also be used following the 

completion of one of the factor scales.  

The Job Descriptive Index (JDI) has been considered to be the most frequently used measure 

of job satisfaction (Downs & Adrian, 2004; Ironson et al., 1989; Spector, 2003). The scale 

contains 72 items grouped into five dimensions: work, pay, development and co-workers 

(Downs & Adrian, 2004). It is the author´s opinion that the dimension “relationship with 

supervisor” is lacking in this measurement. Numerous studies indicate that relationship with 

supervisor plays a huge role in how satisfied people are with their job (Downs & Hazen, 

1977; Spector, 2003; Varona, 1996) and is therefore vital in all factor approach measures.  

The Minnesota Satisfaction Questionnaire (MSQ) is similar to the JDI index. Respondents are 

supposed to give their opinion about 19 facets of job satisfaction, and it has 100 items that 

measure satisfaction with each of the following: Ability utilization, achievement, activity, 

advancement, authority, company policies, compensation, co-workers, creativity, 

independence, moral values, recognition, responsibilities, security, social status, supervisor, 

supervision, variety and working conditions (Downs & Adrian, 2004). The author maintains 

that the MSQ questionnaire is probably rarely used due to its comprehensiveness. It takes a 

respondent approximately 20 – 40 minutes to answer the questionnaire and it is therefore 

expected that the response rate will be low.  

Finally, a relatively new model, originally developed in Denmark has been growing its 

popularity among researchers in the Nordic countries. The model is called European 

Employee Index (EEI). The model indicates factors for employee satisfaction, motivation, 

loyalty and commitment based on the organizational image, management, supervisor, 

cooperation, work condition, pay and compensation and development (HRM: Rannsóknir og 

Ráðgjöf, 2011). The model is supposed to give the researcher a prediction regarding the 
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differences in intrinsic work motivation and employee job satisfaction based on the seven 

factors and how likely it is that the employee is committed and loyal to the organization. The 

EEI index is a European standard measurement tool. Therefore, in order to understand and 

evaluate the results, researchers using the EEI index are able to compare their organization 

with other identical organizations in the Nordic countries in terms of job satisfaction. 

However, it may be concluded that different work environments, cultural differences and 

diverse expectations between people within those countries can affect the outcome when 

comparing the results.  The EEI model can be seen in figure 6. 

 

 

 

 

 

 

 

 

Figure 6: The European Employee Index (EEI).  

It can be concluded that even though the influencing factors are not always reported to be the 

same between the models, influencing factors such as co-workers, supervisor, salaries, work 

conditions and development are all factors which are commonly used when measuring job 

satisfaction. As the aim of this research is to analyze the relationship between internal 

communication and job satisfaction, the author could have used some of the multiple items 

illustrated above to measure job satisfaction. However, the author decided to use the CSQ 
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tool, demonstrated in the next chapter, as it contains questions relating to job satisfaction 

along with internal communication.  

5.2 Measuring Internal Communication  

Robertson (2005) argues that people can´t manage what they can´t measure. For that reason, 

managers need to find a way of measuring how effective the internal communication is within 

the organizations and what areas, if any, need improvements? Numerous instruments have 

been developed to measure internal communication. A well known questionnaire which is 

used for measuring internal communication is the International Communication Association 

(ICA) audit questionnaire which is considered very comprehensive in scope (Koning & Jong, 

2007) and is generally used in conjunction with other methods (Downs & Adrian, 2004). The 

ICA audit questionnaire contains 122 questions that are divided into eight sections, designed 

to cover the most important aspects of organizational communication. The questionnaire is 

quite long and therefore it is the author´s opinion that it is impractical for a student research.  

The author found the Communication Satisfaction Questionnaire (CSQ) developed by Downs 

& Hazen (1977) more appealing. It is supposed to cover the same ground as the ICA 

questionnaire but is less comprehensive and more manageable (Koning & Jong, 2007). This 

measurement tool focuses on employees’ attitudes and judgments of numerous 

communication practices, as these perceptions will influence the behavior of employees in the 

organization. With the appearance of the CSQ questionnaire, the perspective of organizational 

communication changed from being a one-dimensional item to being multidimensional. 

“People are not satisfied or dissatisfied with the organizational communication. Rather they 

are satisfied with one factor of communication and dissatisfied with another” (Deconinck et 

al., 2008; Downs & Adrian, 2004; Downs & Hazen, 1977). The CSQ questionnaire estimates 

employees´ communication by asking them a number of questions regarding different 

communication topics. Moreover, the CSQ questionnaire is widely used as a benchmark tool 
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for researchers who wish to also measure job satisfaction and compare it to any or all of the 

communication topics being measured (Downs & Adrian, 2004). While developing the 

questionnaire, Downs and Hazen found out that communication satisfaction was influenced 

by eight factors. Later, they supplemented two more factors. Therefore, the questionnaire 

contains ten factors and each factor contains five items determined through initial factor 

analysis. These topics vary from interpersonal communication to an opinion on the overall 

organization communication (Downs & Hazen, 1977). The author used several of these ten 

factors for support in developing the questionnaire when making the questionnaire for this 

thesis research. The ten factors are:  

 Organizational Perspective 

 Personal Feedback 

 Organizational Integration 

 Supervisory Communication 

 Communication Climate 

 Horizontal Communication 

 Media Quality 

 Subordinate Communication 

 Top Management Communication 

 Interdepartmental Communication 

Organizational perspective encompasses information on the organization as a whole. It 

includes announcements concerning changes, financial outcomes and the organizational 

organization’s over-all policies and goals. Personal Feedback is related to employees’ need 

to know how they are being judged and how their performance is being evaluated. 

Organizational Integration means the degree to which people receive information about 

their nearest environment. Elements include the level of satisfaction with information about 
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departmental plans, the requirements of their job and personal information. Supervisory 

Communication involves communication with superiors, both upward and downward. The 

main elements are the extent to which superiors are open to new ideas, the extent to which 

supervisors listen and pay attention, and the extent to which superiors and supervisors offer 

instructions or help in solving job-related problems. Communication Climate includes 

communication on both the organizational and personal levels. It includes items such as to 

what extent communication motivates and stimulates people within the organization to meet 

organizational goals and to what extent it makes them identify with the organization. Also, it 

encompasses ideas of whether or not peoples’ attitudes toward communication are positive in 

the organization. Horizontal Communication means to what extent people and informal 

communication is precise and flowing between people. This factor also examines the extent of 

the grapevine. Media Quality includes the communication channels, which meetings are 

well-organized and the degree to which written guidelines are short and clear. Subordinate 

Communication entails upward and downward communication with subordinates. Only 

people in supervisory positions respond to these items which include subordinate 

responsiveness to downward communication, and the extent to which subordinates initiate 

upward communication. Top Management Communication evaluates the communication of 

top management with organizational people. This factor includes top management attitudes 

towards openness to new ideas, caring, and willingness to listen. Interdepartmental 

Communication encompasses communication that is needed between the different 

departments of the organization. It includes elements such as solving problems, teamwork, 

and communication among managers (Deconinck et al., 2008; Downs & Adrian, 2004; 

Downs & Hazen, 1977; Downs et al., 1973; Koning & Jong, 2007; Varona, 1996). Downs and 

Hazen maintain that the three factors, Personal Feedback, Communication Climate and 

Supervisory Communication are the three factors that have had the strongest correlation with 
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job satisfaction in their studies on internal communication (Downs & Adrian, 2004; Downs & 

Hazen, 1977).  

Although the CSQ questionnaire has been proven to be reliable and valid, there are some 

areas of concern. Most of the questions have a conceptual bent toward communication 

behaviors of others. Therefore, the questionnaire could contain more self-evaluation of 

communication. By doing that, people might be more aware, when answering the 

questionnaire, that they first have to change their behavior before expecting others to change 

or behave properly towards them. The author is of the opinion that it is vital that managers 

examine employees’ attitude towards communication within the organization and make sure 

employees understand the given information. By doing so, managers are likely to 

communicate more effectively and employees are more likely to get the message. 

In the next chapter, the author will describe the case study used for this research, Reykjavik 

University.  
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6. Reykjavik University 

Reykjavik University (RU) is Iceland´s largest private university, located in Reykjavik, the 

capital of Iceland. RU was founded in its present form on June 1, 2005, when the Technical 

University of Iceland and Reykjavik University merged. The objective of the merger was to 

create a strong university with a broad selection of academic courses and the ability to 

succeed in research and international relations. Competing programs are mainly found at the 

University of Iceland which is the largest university in Iceland and a public one. The role of 

Reykjavik University is to create and disseminate knowledge in order to enhance the 

competitiveness and quality of life of its students and the society.  

It is the mission of RU to be a dynamic teaching and research university with emphasis on 

technology, business, and law. The core activities are teaching and research, set in an 

environment characterized by strong ties with the business community, an interdisciplinary 

approach in teaching, internationalism, innovation and service excellence. Reykjavik 

University has a community of 2,800 students and over 400 full time and part time employees 

(Reykjavik University, 2010, 2011, n.d.; Vísir, 2011) . The university consists of four 

academic Schools: School of Law, School of Business, School of Computer Science, and 

School of Science and Engineering. The “Open University” is RU´s executive and continuing 

education unit. Appendix 4.2 demonstrates the strategy of RU. 

6.1 The Company Structure 

Reykjavik University is owned by several associations of the Icelandic business community. 

The Rector of RU is responsible for all university operations to the Board of Trustees and 

represents the University officially. The Board of Trustees is composed of 8 representatives 

all of which come from industry and are appointed by RU's owners. RU's Advisory 

Committee works with the Board of Trustees and the university’s administrators on the 

development of RU's future strategy and action plans. The Advisory Committee is composed 
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of academics and administrators from eight foreign universities. It gives its opinion to RU's 

Executive Board and Rector on matters concerning the development of the university. The 

Deans of the four Schools, the Executive Director of Academic Services, the Executive 

Director of Finance and Development, and the Director of the Open University report directly 

to the Rector. Numerous Support Functions operate across the academic Schools and aim to 

support them in fulfilling their roles concerning research, teaching, and ties to industry and 

the community (Reykjavik University, 2010, 2011, n.d.; The Ministry of Education, Science 

and Culture, 2011) Appendix 4.1 shows the organizational chart for RU. 

6.2 Communications 

The communications structure within RU consists of formal and informal communication 

channels with three types of communication, top-down, upward and horizontal. The formal 

communication channels used within RU are both technical and face-to-face communication. 

The technical channels which are most used are e-mail, phone calls and RU´s internal web. 

These channels provide people with information about events and changes within RU as well 

as information from supervisors and/or co-workers related to a person´s job. Moreover, the 

internal web is used to inform people about social activities and other relevant information 

exchanged between co-workers which is not related to their job or RU. Furthermore, the 

university´s webpage provides useful information about the university in general, its strategies 

and goals. Information about all the study programs can be found on the website as well as 

upcoming events and news about RU. Meetings are commonly used between co-workers to 

discuss certain tasks and can involve only a few persons or a number of people depending on 

the given task (Þóranna Jónsdóttir, Human Resource Manager at RU, 2011).   

6.3 CEO 

The Rector of RU is responsible for all of the university´s operations and communicates 

information about significant changes and other important matters concerning the university 
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directly to employees. The communication channels used are e-mail, meetings and informal 

staff meetings when the need arises. The meetings are used to ensure upward communication 

where employees can ask questions and expect feedback. The information provided at staff 

meetings with the Rector is always followed up by e-mails from the Rector to ensure that all 

employees receive the information discussed in the meeting. All employees have access to the 

Rector´s office where they can drop by to ask questions and get instant feedback. All 

employees are free to make an appointment with the Rector concerning various issues 

(Þóranna Jónsdóttir, Human Resource Manager at RU, 2011). 

6.4 Marketing & Communications 

The role of the Marketing & Communications department at RU is to take care of the 

company brand and ensure that all of the university´s marketing and communications 

activities are in line with the brand. The main focus is on external activities such as 

advertising and promotion as well on public relations. The department is also responsible for 

organizing different types of events along with the events planning function operating within 

Central Services. The events planning function’s primary task is to organize events within the 

university along with staff events and gatherings. The Marketing & Communications 

department’s aim is to support the Schools in reaching their target markets most effectively 

with the most appropriate communication methods. Reykjavik University has a strong 

national standing as demonstrated in a recent survey of the Icelandic public which shows that 

RU is the fourth most trusted institution in Iceland out of all larger institutions in Iceland. 

Thus, the author draws the conclusion that the university has a strong image and a good 

reputation in Iceland. The employees are frequent commentators in Icelandic media on topics 

related to their field of education and knowledge. Both push and pull communication methods 

are used in those cases (Þóranna Jónsdóttir, Human Resource Manager at RU, 2011). 
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6.5 Human Resources  

Reykjavik University aims to contribute to its success by providing a …“vibrant working 

environment that encompasses challenges, professionalism and an opportunity to create and 

affect development. The University offers competitive salaries, flexibility aimed at work/life 

balance, and a healthy lifestyle. Employees at Reykjavik University are expected to act 

professionally and responsibly in their work and to reflect a positive attitude and full 

commitment towards their work” (Reykjavik University, n.d.).  

Frequently, an outside agency conducts a Workplace Analysis for RU which is controlled and 

decided by the Human Resource Manager at RU. The purpose of the analysis is to evaluate 

the work environment and overall job satisfaction. Influencing factors relating to peoples’ 

jobs are examined where the aim is to find out which factors they are satisfied with and what 

areas need improvement.  

Annually, VR (a trade union) publishes a report on Icelandic companies and how they are 

ranked according to several factors which indicate their employees’ satisfaction. 28% of full 

time employees at RU are members of this union and most of them work in Support Services 

(Administration and Finance & Housing, see appendix 4.1). In 2011, RU was ranked as 

company number 87 compared to 54 in 2010. The research reached 100 Icelandic companies. 

The factor that was the least promising for RU was wage terms. The most promising factors 

were the employees´ flexibility and independence. According to this survey, RU is showing 

considerable regression in overall job satisfaction between years. It should be noted that RU 

was ranked number one in the year of 2002 and 2003 (Reykjavik University, n.d.; VR, 2011; 

Þóranna Jónsdóttir, Human Resource Manager at RU, 2011).  
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7. Analysis of the Research 

The aim of the research was to identify if there is a relationship between internal 

communication and job satisfaction at RU. The purpose was to understand the relations 

between these two dimensions and find out if improvements are needed within RU, and if so, 

in what areas? Therefore, the problem definition is: 

Is there a relationship between internal communication and job satisfaction at RU? 

This chapter, the analysis of the research, is intended to answer the problem definition put 

forth, but in order to do that, the following research questions need to be answered. 

 Are employees satisfied with the overall communication at RU? 

 What communications factors are employees at RU most satisfied with?  

 Do the most satisfied communication factors at RU relate to job satisfaction? 

  In what areas, if any, does RU need to improve its internal communications? 

A questionnaire was sent to all 213 full time employees within RU via e-mail where 

employees were asked a number of questions regarding internal communication and job 

satisfaction. The response rate was 69.5%. However, only 60.5% completed the questionnaire, 

and therefore the response rate for individual questions varies. Appendix 2.3 contains a table 

which shows the total outcome from all the questions as well as the response rate of each 

question. The questionnaire contained 37 questions and can be found in appendix 1.1.  

 Questions 1 – 25 look for answers to how satisfied or dissatisfied people within RU 

are with the internal communication.  

 Question 26 seeks to indicate the degree of job satisfaction. The questionnaire contains 

only one question regarding overall job satisfaction, because the satisfaction level can 

be explained by relating factors measuring internal communication. 
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 Question 27 is an open-ended question and seeks to determine what types of 

communication changes could be made to increase employee satisfaction. 

 Questions 28 – 33 relate to how satisfied or dissatisfied employees are with various 

communications channels. 

 Questions 34 - 37 contain background questions about the respondents. That 

information can be found in appendix 2.1.  

7.1 Overall Internal Communication  

Internal communication is vital in every organization (O. Hargie & Tourish, 2000; Koontz & 

O’Donnell, 1986; Steers, 1986; Wood, 1999). This is because it is fundamental that people 

within the organization receive information that is important to their work and fulfills their 

needs in terms of information. However, numerous factors influence internal communication. 

Newstrom & Davis (1997) maintain that open and free-flowing information is the most vital 

part of developing effective internal communication since it motivates people to get involved 

and share information. In order to answer the first research question of the thesis, the author 

examined the results of a number of questions regarding how satisfied or dissatisfied 

employees were with numerous factors relating to overall internal communication. First, the 

author decided to look at the question “Overall the flow of information within RU is 

sufficient”. Figure 7 demonstrates the results of this question. 
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Figure 7: The overall flow of information is sufficient. 
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The research shows that employees are below average satisfied with the overall flow of 

information within RU. Only 47.8% agree to that question and 31.6% believe they are neither 

satisfied nor dissatisfied with the overall information flow within the university. Thus, the 

author’s interpretation of the outcome is that a high percentage of respondents seems to 

receive the information they believe they should receive and therefore are neither satisfied nor 

dissatisfied.  

A higher satisfaction level seems to occur regarding the question “I am satisfied with the 

amount and quality of information about events and changes within RU” as 53.5% of 

respondents are satisfied with the information they receive in regards to events and changes 

within RU. However, there are noticeable differences between the two questions “I am 

satisfied with the amount and quality of information about events and changes within RU” 

and “I am satisfied with the amount of information I receive concerning the department I 

belong to” where 76.65% of employees are satisfied with the information they receive 

concerning their department. Graphic explanations of responses to these two questions can be 

seen in figures 8 and 9. 

 

 

 

 

 

Figure 8: I am satisfied with the amount and quality of 

information I get about events and changes within RU. 

Figure 9: I am satisfied with the amount of 

information I receive concerning the department 

I belong to. 
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Based on the results of the above questions, it is apparent that the information flow within 

employees’ departments is more efficient than the overall flow of information within the 

university as a whole. According to Downs and Adrian (2004), the communication factor 

which frequently receives low grades when examining internal communication is 

communication between departments. That question was not included in the author´s 

questionnaire, but nevertheless based on results from the above questions and information 

from Downs and Adrian, it is assumed that this could be the case at RU. 

In terms of sufficient information flow, it is appropriate to look at the question “I often lack 

information to perform my job properly”. 58% of the respondents somewhat or strongly 

disagreed with the statement, but 21.7% somewhat or strongly agreed and 20.3% answered 

“neither agree nor disagree”.  
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Figure 10: I often lack information to perform my job properly. 

A relationship can be found between the two questions “I often lack information to perform 

my job properly” and “I know what is expected of me in my job”. First and foremost, people 

need to receive information relating to their job in order to perform it properly. 58% of 

employees are satisfied with the information they receive to perform their job properly, but 

employees who know what is expected of them in their job amount to 89%. See figure 11 

below. 
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Figure 11: I know what is expected of me in my job. 

According to Trombetta & Rogers (1988), open and free-flowing communication and clear 

access to information leads to job satisfaction. Therefore, it is concluded that there is a gap 

between these two variables at RU. The research shows that people know what is expected of 

them but in order to perform it properly, more information is needed in many cases.  

The overall information flow at RU seems to be acceptable. However, there is a distinguished 

difference of satisfaction level between different information purposes. Information 

concerning employees’ departments reaches the highest score, which means that employees 

are most satisfied with the amount of information concerning the department they belong to. 

Furthermore, a high number of employees knows what is expected of them in their job. Thus, 

it is concluded that information flow within RU´s departments is in general satisfactory, even 

though in some cases more information is needed in order to perform the job properly. 

Numerous scholars such as Covey (2004), Koontz & O´Donnell (1986), Bowditch & Buone 

(2005) and Middlemist & Hitt (1988) claim that creating mutual trust between people leads to 

open and free-flowing communication. The trust factor scores high in this research since 

89.8% of respondents indicate that the information they receive from their supervisor is 

trustworthy and 91.4% believe that they are trusted by their supervisor. Beslin & Reddin 

(2004) and Kinicki & Kreitner (2008) indicate that trust is built through numerous factors 
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including listening and feedback. The research points out that 85.4% of employees at RU 

strongly or somewhat disagree with the statement that their supervisor does not listen to them, 

while 6.7% of employees strongly or somewhat agree. Moreover, 82.3% agree that their 

supervisor is open to new ideas. Figure 12 demonstrates the strong link these three variables 

have with each other.  
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Figure 12: Relationship with supervisor at RU. 

The author interprets that the supervisor plays an important role in how satisfied employees 

are with the communication within their department since employees at RU have a very good 

relationship with their supervisor. Therefore, a relationship between these two factors can be 

found. Furthermore, Covey (2004) claims that trust is the glue that holds organizations and 

relationships together, and that element has to start at the top by the CEO in order to influence 

people at lower levels. The research shows that 69.6% of people within RU trust the 

information they receive from top management and 67.7% believe that communication with 

top management is open and free-flowing. Figure 13 demonstrates the results from these two 

questions. 
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Figure 13: Communication with top management and trustworthiness of information. 

Madlock (2008) and Putti et al. (1990) maintain that effective management communication 

leads to job satisfaction and that how managers communicate has a great influence on 

employees and their perception of the company. Furthermore, it is top management 

communication that plays the most important part in creating employee commitment (Downs 

& Adrian, 2004). If trust and good relationships are maintained between employees and 

managers at higher levels in the hierarchy, upward communication is more likely to occur. 

This is important since it makes it more likely that people will feel that they are a part of the 

company and that they matter. Moreover, people will be unafraid to make suggestions for 

improvements and come up with new ideas, which is a vital part of employees’ self 

confidence, commitment and participation (Dunmore, 2002).  

Based on the results from the research and information from the Human Resource Manager at 

RU, the author interprets that the Rector has established open and trustworthy communication 

with employees. The Rector communicates with employees through e-mail, meetings and 

informal staff meetings. Moreover, all the employees have easy access to the Rector. 
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However, it may be interpreted that the communication involves too many announcements 

instead of two-way communication which involves participation of employees.  

When a comparison is made of the three questions which relate to how much people agree 

with the statement “information I receive from co-workers/supervisors/top management is 

trustworthy” it can be seen that trust towards supervisors is the winning factor, specifically, 

90% say that they strongly or somewhat agree that the information they receive from their 

supervisor is trustworthy. A slight difference can be seen between supervisors and co-workers 

in this regard (90% versus 87%), but 70% indicate that they trust the information received 

from top management. Figure 14 shows the difference between these three variables regarding 

trust. 

 

 

 

 

 

 

 

 

Figure 14: Trustworthiness of information: Co-workers, top management, supervisor. 

Although it is claimed that effective internal communication must start at the top, studies 

show that supervisors are employees’ preferred source of information. This research clarifies 

that employees at RU trust the information received from their supervisors. However, there is 

a minor gap between how much employees trust supervisors and co-workers on the one hand 

and top management on the other. When analyzing answers to the questions under “how 

much or little information regarding your job or the university in general do you receive from 

the following communication channels”, the author found that 36.3% of respondents receive 

very much or somewhat much information from top management. Figure 15 demonstrates 
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results from the six questions in the questionnaire regarding communication channels. Each 

slice of the pie chart represents a communication channel and shows the percentage of 

respondents who answered that they receive “very much” or “somewhat much” information 

from the channel in question.  

 

Figure 15: Most used communication channels. 

The author presumes that one reason why people do not trust top management as much as 

their supervisor or co-workers is potentially that people receive less information from top 

management. However, the “Company of the Year” survey, conducted by VR every year, 

shows that the “trust towards top management” factor has showed some regression between 

years, that is, it has gone from being 4,44 in 2009 to being 3,49 in 2011. The factors indicate 

employee satisfaction on a 5 point scale where 5 means very satisfied and 1 very dissatisfied. 

If a factor has the value 3, then it is assumed that the employee is neither satisfied nor 

dissatisfied with the chosen factor (VR, 2011). Even though the satisfaction level relating to 

trust towards top management at RU has not fallen lower than 3 according to this survey, it is 

vital for RU to take this regression into consideration before this factor reaches a lower 

satisfaction level. 
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 2011 2010 2009 

Trust towards top management 3,49 3,95 4,44 

Table 1: Trust towards top management (VR survey). 

Communication channels such as e-mail, meetings, supervisors and co-workers are all 

channels which are widely used within RU. In terms of technical communication, the internal 

web seems to not be a very effective communication channel compared with e-mail. E-mail is 

a vital communication method especially when communication is essential to a large number 

of people within the university, and also when it is vital that all people within the university 

receive the information in question at exactly the same time.  

Face-to-face communication appears to be commonly used since 70% of employees indicate 

that they receive much information from meetings, 70.4% from their supervisor and 65.3% 

from co-workers. Smith and Mounter (2008) claim that face-to-face communication is still the 

most effective way of communicating. Meetings provide people with an opportunity to 

express their feelings and opinions as well as gain a deeper understanding (Downs & Adrian, 

2004). Moreover, the author maintains that it is face-to-face communication which establishes 

the personal relationships between people. Social interactions with other people are important 

to developing a good atmosphere and creating the desired workplace. It is clear that technical 

communication is not taking over face-to-face communication at RU even though e-mail is an 

important slice of the channels’ cake.  

It is very positive that people at RU receive much information from their co-workers, but it is 

difficult to evaluate what kind of communication creates this high number. It could be formal 

communication regarding their job and/or it could be informal communication. Even though 

informal communication is a natural thing, and according to Downs and Adrian (2004) an 

essential in creating and establishing a good relationship, managers must be aware of it in 
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order to minimize wrong information flow in the company. It is possible that relationships 

between co-workers can change into too much informal communication with rumors and 

gossip if people lack formal information from top management. The author maintains that too 

large gap between information from top management and co-workers may not occur, and that 

it is therefore essential to carry out an effective formal communicational structure. According 

to Argenti (2009) and Bowditch & Buone (2005), the stronger the trust between top 

management and people at lower levels in the company, the less people will use grapevine. 

Therefore, RU must be aware of this gap between top management and co-workers and make 

appropriate arrangements before it gets larger.  

7.2 Communication & Job Satisfaction 

The research contained one question about overall job satisfaction. Employees were asked 

how satisfied or dissatisfied they were with their job. 85% of respondents observed that they 

are very satisfied or somewhat satisfied with their job. There is no employee very dissatisfied 

and only 3.2% are somewhat dissatisfied. The satisfaction level can be seen in figure 16 

below.  
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Figure 16: How satisfied or dissatisfied are you with your job. 

It is apparent that people at RU are in general satisfied with their job. This question was only 

able to reflect the general feeling people have about their job. However, as clarified earlier in 

this thesis, there are many factors that can influence job satisfaction. Herzberg (1959) 
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maintained that recognition and performance were among factors which have a significant 

influence on how people perceive their job. The research shows that 63.9% disagree that their 

job is not valued appropriately, and 53.4% agree that they receive information about their 

performance. Moreover, 59.9% said that their supervisor praises them. 

18.1%

41.7%

22.0%

15.0%

3.1%

15.6%

37.8%

26.7%

15.6%

4.4%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

Strongly 

agree

Somewhat 

agree 

Neither nor Somewhat 

disagree 

Strongly 

disagree

My supervisor praises me. 

I receive information about my 

job performance.

 

Figure 17: Information about job performance and praise from supervisor. 

Downs & Hazen (1977) maintain that three communication factors have been proven to be 

strongly related to satisfaction. They are personal feedback, communication climate and 

supervisory communication. The general satisfaction level is high at RU, but the author 

interprets that the personal feedback factor requires consideration since it reflects that 

supervisors should praise employees more and provide employees with more information 

about their job performance.  

Herzberg (1959) also argued that work conditions and three relationship factors could all 

influence how people feel about their job. However, Herzberg defined all three factors as 

hygiene factors which were not related to the job itself, but rather related to the situation or 

the environment. Herzberg claimed that those factors would keep people from being 

dissatisfied but could not make them satisfied. The research points out that 76.6% of 
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employees believe that they have all the materials and equipment to do their job while 15.63% 

disagree. See figure 18. 
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Figure 18: I have all the materials and equipment needed to do my job. 

Moreover, Herzberg placed much emphasis on the relationship factors where he claimed that 

relationships with other people within the organization can influence how people perceive 

their job. The research points out that employees at RU have a good relationship with their 

co-workers as 86.3% of employees believe that they have open and free-flowing 

communication with co-workers and 86.8% say that information received from co-workers is 

trustworthy. Moreover, 89% are satisfied with the communication they have with their co-

workers. Figure 19 demonstrates how people at RU experience communication with co-

workers and whether they believe that information from co-workers is trustworthy. 
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Figure 19: Communication with co-workers and trustworthiness of information. 

In addition, 81% of employees at RU experience high solidarity among co-workers. This 

highlights the fact that relationships with co-workers are very good at RU which is essential 

in creating a good atmosphere between people and the desired company culture. Herzberg’s 

Theory also defined relationship with management as an influencing factor in job satisfaction. 

That factor is discussed and analyzed in the section above since it is a variable which is also 

related to internal communication. Thus, it is concluded that the communication factors which 

employees at RU are most satisfied with are the relationship factors. Trust from supervisor 

plays a huge role since 91.4% believe that their supervisor trusts them and 89.8% consider the 

information received from their supervisor trustworthy. Moreover, 89.2% are satisfied with 

the communication they have with their co-workers and 86.9% consider information from co-

workers trustworthy.  

7.3 Most Satisfied Communication Factors and Job Satisfaction 

As demonstrated at the end of the section above, the most satisfied communication factors at 

RU are relationship factors relating to supervisor and co-workers. Table 2 demonstrates the 

four communication factors which received the highest score in the research. 
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My supervisor trusts me 91.4% 

Information I receive from my supervisor is trustworthy 89.8% 

I am satisfied with the communication I have with my co-workers at RU 89.2% 

Information I receive from co-workers is trustworthy 86.9% 

Table 2: The most satisfied communication factors at RU. 

In order to find out the relationship between the most satisfied communication factors and 

overall job satisfaction at RU, the author decided to categorize the number of respondents 

who are satisfied with their job according to the two most satisfied communication factors. 

The chosen factors were the most satisfied factor related to supervisor and most satisfied 

factor related to co-workers. First, the following two variables were examined. 

 “I am satisfied with the communication I have with my co-workers”. 

 “How satisfied or dissatisfied are you with your job”? 

The result shows that there is a significant relationship between these two factors. Figure 20 

demonstrates that 49.1% of those who strongly agree that the communication they have with 

co-workers is sufficient are very satisfied with their job and 68.4% of those who somewhat 

agree with the statement are somewhat satisfied with their job. Moreover, 64.3% of those who 

disagree with the statement are not satisfied with their job. Statistical measure shows a strong 

relationship between these two factors. 
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Figure 20: I am satisfied with the communication I have with my co-workers at RU. – How satisfied or 

dissatisfied are you with your job? 

The author used the same method when examining the relationship between the following two 

factors:  

 “My supervisor trusts me”. 

 “How satisfied or dissatisfied are you with your job”? 

The data shows that there is a relationship between these two questions. The relationship 

between them is not as significant as for the above questions, but yet quite strong. 41.8% of 

those who strongly agreed with the question “my supervisor trusts me” are very satisfied with 

their job and 50.7% somewhat satisfied. 45.5% who disagree are not satisfied with their job. 

See figure 21. 
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Figure 21: My supervisor trusts me. -  How satisfied or dissatisfied are you with your job? 

In addition, the author found it interesting to examine the following two questions:  

 “Overall the flow of information within RU is sufficient” 

 “How satisfied or dissatisfied are you with your job”?  

As demonstrated in the first section of this analysis chapter, 47.8% of respondents agree or 

somewhat agree that the overall flow of information is sufficient within RU. The cross 

tabulation of these two questions shows that there is a relationship between them, but much 

weaker than the relationship between the above factors. See figure 22.  
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Figure 22: Overall the flow of information within RU is sufficient. – How satisfied or dissatisfied are you 

with your job? 
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This highlights the fact that internal communication is much more than information flow, and 

there are other communication factors which have more influence on employees’ satisfaction. 

Therefore, it is concluded that the two communication factors employees at RU are most 

satisfied with have a strong relationship with job satisfaction. Appendix 3 shows more 

detailed information about the statistical data regarding the three questions above. 

7.4 Improvements 

The research shows that 70% of employees believe the information sent from top 

management is trustworthy, and 67.7% say that they have open and free-flowing 

communication with top management. This may be concluded efficient for RU. However, it is 

the author´s opinion that this factor indicates an area of concern. First and foremost, 

employees need to receive more information from top management. Although numerous 

studies show that employees’ preferred source of information is from their supervisors, 

information from top management is vital in order to create employee satisfaction and 

commitment.  

The questionnaire of this research contained one open question. “If the communication 

associated with your job could be changed to make you more satisfied, what should be 

changed?”. The analysis of the responses to the open question provided the author with a 

useful check on the statistical data which was generated from the multiple choice questions 

related to top management. 23.6% of the respondents answered this question and 51.4% of the 

answers from the open question were related to top management communication. It is clear 

that people at RU want to know more about top management decisions and what their 

decisions are based on. They want to receive more information from top management and be 

more involved in the decision processes taken from the top. Quirke (2008) maintains that the 

goal of effective internal communication should always be to share the thinking instead of 

announcing the conclusion. Therefore, the author claims that it is vital to involve employees 
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in the decision process; an action which leads to better informed and more committed 

employees.  

Furthermore, RU needs to more effectively harmonize its external and internal 

communication. Dunmore (2002) claims that if external marketing and/or public relations 

reach employees before they hear the information from inside the company, the internal 

communication has failed. According to the research, 47.9% of employees said that they 

receive information from RU about management actions, accomplishments and/or failures 

before they hear the information in the news or from an outsider. See figure 23. 
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Figure 23: I receive information from RU about management actions, accomplishments and/or failures 

before I hear it in the news of from an outsider. 

However, 52.5% maintain that they receive the information from co-workers rather than from 

top management. Figure 24 demonstrates the result from that question. Only 19.4% somewhat 

or strongly disagree with the statement.  
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Figure 24: I receive information from co-workers about management actions, accomplishments and/or 

failures of RU before I hear the information from top management. 

In relation to this discussion about internal and external communication, it is interesting to see 

that employees at RU do, in general, follow news about the university. The research shows 

that 84% of full time employees at RU follow news about the university and only 5.8% claim 

that they don´t. Thus, it is concluded that top management at RU needs to provide employees 

with more information than they already do. Employees at RU are eager to follow news about 

RU, and it is clear that they want to be more involved. With more effective communication 

from top management, employees will be more satisfied with the overall internal 

communication which will result in more committed employees. Furthermore, as is claimed 

earlier in this thesis, employees can carry out positive public relations for the company and if 

well informed, they are more likely to defend its image and reputation.  

RU´s internal web ESJA is another area of concern. This communication channel is not 

efficient since only 26% of respondents said that they received very much or somewhat much 

information from this channel (see figure 15 above). A number of answers to the open 

question were related to this channel where respondents suggested that in order to make it an 

effective channel of communication, a drastic change needed to occur in encouraging 

employees to use it. Moreover, the author was able to gain access to the 2009 workplace 

analysis report conducted for RU. The internal web was one of the two factors which got the 
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lowest grade in that analysis. It is concluded that if RU is going to use the internal web as one 

of its communication channels, RU needs to find a way to motivate employees to use it.  

The other factor which got a low grade in the 2009 survey, and was considered an area of 

concern, was the answer to the question: “I know how my performance at RU is evaluated or 

measured”. As illustrated above, this research shows that 53.4% of respondents agree that 

they receive information about their performance. This factor receives quite a lower grade 

than many other factors. Therefore, it is concluded that employees at RU wish for more 

personal feedback from their supervisor. 
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8. Conclusion 

In this thesis, the author has examined the two variables, internal communication and job 

satisfaction. In the process of researching these variables, the author realized that they are 

both connected to satisfaction. Different views of distinguished scholars have been revealed 

through the years, where the emphasis has changed from seeing well informed employees as 

being able to produce more to today when well informed employees are viewed as more 

likely to be satisfied. The author believes that poor information flow can maintain acceptable 

job satisfaction. However, interpersonal communication factors have a much greater effect on 

how satisfied employees are with internal communication than does receiving the right 

amount of information regarding their work or the organization. 

 Studies presented earlier in this thesis point out that there is a relationship between internal 

communication and job satisfaction. The author wanted to investigate if that would be the 

case at RU, and the research conducted by the author reveals that there is a relationship 

between these two variables at the university. The analysis points out that in general 

employees at RU are satisfied with the internal communication within the university, and that 

they are in general satisfied with their job. The communication factors which employees at 

RU are most satisfied with are the relationship factors regarding supervisor and co-workers. 

These factors have also been proven to influence job satisfaction. Moreover, the author 

conducted a cross tabulation on these two variables and job satisfaction where the outcome 

demonstrated that both these variables were highly related to job satisfaction at RU. Thus, the 

problem definition of this thesis is answered: 

There is a relationship between internal communication and job satisfaction at RU. 

Employees agree that information they receive from top management is trustworthy and the 

communication employees have with top management is on average open and free flowing. 

However, the research points out that the communication factor regarding amount of 
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information from top management indicates an area of concern and should be analyzed further 

and addressed. Employees want to receive more information from top management and they 

want to be more involved in the decision processes. Argenti (2009) claims that by involving 

employees in decision making to make them feel a sense of belonging will lead to more 

satisfied and committed employees. Figure 25, created by the author, demonstrates that 

effective internal communication leads to communication satisfaction among employees 

within the organization which results in job satisfaction. 

 

 

Figure 25: The relationship between internal communication and job satisfaction. 

Today, employees are better educated and want to know more about the organization they 

work for (Argenti, 2009), so internal communication is essential in every organization in 

order to create an effective and competent workplace. However, in order to develop effective 

internal communication at RU, the author recommends that a communication strategy should 

be created at RU where internal and external communication is harmonized. The 

communication strategy should be integrated with the company’s overall strategy where the 

aim is to guide employees in accomplishing RU´s objectives and future goals. The strategy 

should ensure that all the employees hear the same consistent messages, receive the same 

information and have the same understanding of what the company stands for (Argenti, 

Howell, & Beck, 2005; Blundel, 2004).  

As demonstrated earlier in this thesis, the boundaries between internal and external 

communication no longer exist. Therefore, effective external communication must be based 

on clear and consistent messages distributed through internal communication channels. Thus, 

effective external communication begins with effective internal communication (Slee & 

Harwood, 2004). Furthermore, it is vital to ensure that information sent to employees is 
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aligned to the overall communication strategy and that messages to employees are in line with 

external communication activities (Argenti, 2009; Slee & Harwood, 2004).  

The purpose of the strategy should not be to inform, but to establish a good relationship 

between people and provide a two-way communication process where employees have the 

opportunity to suggest improvements or come up with new ideas. Therefore, the integration 

process requires support from top management to all employees at RU. By integrating an 

effective communication strategy, RU will be more effective in communicating essential 

topics like RU´s strategy. The research shows that 60.6% of employees at RU agree that they 

are satisfied with the amount and quality of information they receive about RU´s strategy and 

goals. The author believes that RU has the potential to increase this number with more 

effective communication.  

Top management must be responsible for formulating the communication strategy with help 

from representatives from each and every department at RU with the aim of coordinating the 

university’s internal and external communication. To achieve the desired outcome of effective 

internal communication, the implementation process is most important. Therefore, the author 

recommends that Marketing & Communications at RU should be responsible for 

implementing the strategy with regard to other communication activities. Moreover, it is vital 

that Marketing & Communications control the communication process so that the 

communication channels used within RU will develop and grow.  

It is important to emphasize that internal communication is not a project that is launched at a 

given time and then forgotten. Internal communication is an ongoing process which has no 

beginning nor ending. As demonstrated above, the findings from this research indicate that 

there are primarily two communication factors which fall under areas of concern related to 

internal communication at RU. These factors are communication regarding top management 

and the internal web ESJA which is a communication channel used at RU. It is the author’s 
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belief that these factors will be more effective if a communication strategy is created. It is 

furthermore the author´s belief that having an effective communication strategy in place 

ensures that the formal two-way communication between management and employees is 

clearly defined. Managers are able to more successfully communicate the company´s strategy, 

manage change and motivate employees which leads to better directed, more committed and 

more efficient employees. A well implemented strategy can create a workplace with well 

informed employees who are all working towards the same goal and experience themselves as 

a part of the team.  

It is the author´s hope that the “gap” between awareness of the importance of communication 

and performance will be closed in the nearest future. Failure in internal communication will 

affect organizations significantly as the perception of employees has much impact on the 

organization´s future success. However, it is not the author´s opinion that failure in internal 

communication will result in an “organization´s death”, although failure will have a great 

impact on job satisfaction and therefore success amongst competitors. It is the author´s hope 

that this thesis can be of good use for Reykjavik University to succeed in its competitive 

environment by improving its internal communication in order to create more communication 

satisfaction at RU as well as overall job satisfaction. 
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Appendix 1 

1.1 Questionnaire 

Preface 

Dear employee at Reykjavik University.  

This questionnaire is an important part of the research for my master’s thesis from 

Copenhagen Business School. The research is performed at Reykjavik University with the 

aim to examine internal communication at Reykjavik University and the relationship between 

internal communication and job satisfaction. It takes about 8-10 minutes to answer the 

questionnaire and I would appreciate your contribution to the research. Most questions 

contain five different answers and you can only select one answer. Can you please answer all 

of them? It is important that you read the questions carefully before answering. Your answers 

are confidential; no names appear on the questionnaire and the answers can therefore not be 

traced to each individual. The management team of Reykjavik University will receive a copy 

of the results which will assist them in using the results to improve communication within 

RU, if needed. 

Yours sincerely 

Hrund Steingrímsdóttir 

 

Questions 

How much do you agree or disagree with the following statements? 

1. I am satisfied with the amount and quality of information I get about RU’s strategy 

and goals.  

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 
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2. I receive information from RU about management actions, accomplishments and/or 

failures before I hear the information in the news or from an outsider. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

3. I am satisfied with the amount and quality of information I get about events and 

changes within RU. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

4. I receive information from co-workers about management actions, accomplishments 

and/or failures of RU before I hear the information from top management.  

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

5. I often lack information to perform my job properly. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

6. I am satisfied with the communication I have with my co-workers within RU. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  



Copenhagen Business School  Master´s Thesis 

87 

 

Strongly disagree 

7. The communications I have with my co-workers are open and free flowing. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

8. Overall the flow of information within RU is sufficient. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

9. My supervisor does not listen to me when I talk to him/her. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

10. I receive information about my job performance. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

11. Information I receive from co-workers is trustworthy. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 
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12. I do not follow news about RU. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

13. Information I receive from my supervisor is trustworthy. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

14. I am satisfied with the amount of information I receive concerning the department I 

belong to. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

15. My knowledge and talent are not put to good use in my job. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

16. Information I receive from top management is trustworthy. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

17. The communications I have with top management are open and free flowing. 
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Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

18. My supervisor is open to new ideas. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

19. My job is not valued appropriately. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

20. I receive recognition for my job. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

21. I have all the materials and equipment needed to do my job. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

22. I experience solidarity among my co-workers. 

Strongly agree 

Somewhat agree  
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Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

23. My supervisor trusts me.  

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

24. My supervisor praises me.  

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

25. I know what is expected of me in my job. 

Strongly agree 

Somewhat agree  

Neither agree nor disagree 

Somewhat disagree  

Strongly disagree 

26. How satisfied or dissatisfied are you with your job? 

Very satisfied 

Somewhat satisfied 

Neither satisfied nor dissatisfied 

Somewhat dissatisfied 

Very dissatisfied 

27. If the communication associated with your job could be changed to make you more 

satisfied, what should be changed?_________________________________________ 

How much or little information regarding your job or the university in general do you 

receive from the following communication channels?  
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28. The internal web 

Very much 

Somewhat much 

Neither much nor little 

Somewhat little 

Very little 

29. Meetings 

Very much 

Somewhat much 

Neither much nor little 

Somewhat little 

Very little 

30. Supervisor 

Very much 

Somewhat much 

Neither much nor little 

Somewhat little 

Very little 

31. Co-workers 

Very much 

Somewhat much 

Neither much nor little 

Somewhat little 

Very little 

32. Top management 

Very much 

Somewhat much 

Neither much nor little 

Somewhat little 

Very little 

33. E-mail 

Very much 
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Somewhat much 

Neither much nor little 

Somewhat little 

Very little 

Background information 

34. Are you male or female? 

Female 

Male 

35. How long have you worked at RU?  

Less than 1 year  

1 to 3 years  

More than 3 years  

36. What department do you work in? 

School of Law 

School of Business 

School of Science and Engineering 

School of Computer Science 

Support functions 

Open University 

37. What is your position/type of job? 

Office- and/or service job 

Managerial (responsibility for a department and staff) 

Teaching and/or research 

Other 
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Appendix 2 

2.1 Background information  

Male or female Number Rate 

Female 65 52.4% 

Male 59 47.6% 

Total respondents 124 100% 

Tenure     

Less than 1 year  12 9.8% 

1 to 3 years  24 19.5% 

More than 3 years  87 70.7% 

Total respondents 123 100% 

Department     

School of Law 4 3.4% 

School of Business 27 22.7% 

School of Science and Engineering 24 20.2% 

School of Computer Science 14 11.8% 

Support functions 42 35.3% 

Open University 8 6.7% 

Total respondents 119 100% 

Position/type of job     

Office- and/or service job 36 30.0% 

Managerial (responsibility for a department and staff) 19 15.8% 

Teaching and/or research 54 45.0% 

Other 11 9.2% 

Total respondents 120 100% 

 

2.2 How much or little information regarding your job or the university in 

general do you receive from the following communication channels?  

  

How much or little information 

regarding your job or the 

university in general do you 

receive from the following 

communication channels?  V
er

y
 m
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ch
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1 The internal web 6.3% 19.7% 37.0% 20.5% 16.5% 127 

2 Meetings 12.1% 58.1% 22.6% 4.0% 3.2% 124 

3 Supervisor 20.0% 50.4% 22.4% 6.4% 0.8% 125 

4 Co-workers 12.1% 53.2% 29.0% 4.8% 0.8% 124 

5 Top management 8.9% 27.4% 37.9% 16.1% 9.7% 124 

6 E-mail 24.8% 44.0% 27.2% 3.2% 0.8% 125 
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2.3 How much do you agree or disagree with the following statements? 
  

How much do you agree or disagree with the 

following statements? 
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1 I am satisfied with the amount and quality of 

information I get about RU’s strategy and goals.  16.2% 44.4% 26.8% 9.9% 2.8% 142 

2 I receive information from RU about management 

actions, accomplishments and/or failures before I 

hear the information in the news or from an outsider. 
6.3% 41.5% 27.5% 20.4% 4.2% 142 

3 I am satisfied with the amount and quality of 

information I get about events and changes within 

RU. 7.0% 46.5% 28.9% 14.8% 2.8% 142 

4 I receive information from co-workers about 

management actions, accomplishments and/or 

failures of RU before I hear the information from top 

management.  11.5% 41.0% 28.1% 15.1% 4.3% 139 

5 I often lack information to perform my job properly. 

5.8% 15.9% 20.3% 36.2% 21.7% 138 

6 I am satisfied with the communication I have with 

my co-workers within RU. 45.7% 43.5% 8.7% 0.7% 1.4% 138 

7 The communications I have with my co-workers are 

open and free flowing. 41.7% 44.6% 10.8% 1.4% 1.4% 139 

8 Overall the flow of information within RU is 

sufficient. 7.4% 40.4% 31.6% 15.4% 5.1% 136 

9 My supervisor does not listen to me when I talk to 

him/her. 2.2% 4.4% 8.0% 23.4% 62.0% 137 

10 I receive information about my job performance. 15.6% 37.8% 26.7% 15.6% 4.4% 135 

11 Information I receive from co-workers is 

trustworthy. 33.1% 53.7% 11.8% 0.7% 0.7% 136 

12 I do not follow news about RU. 2.9% 2.9% 10.2% 32.1% 51.8% 137 

13 Information I receive from my supervisor is 

trustworthy. 55.5% 34.3% 5.8% 4.4% 0.0% 137 

14 I am satisfied with the amount of information I 

receive concerning the department I belong to. 33.6% 43.1% 10.9% 11.7% 0.7% 137 

15 My knowledge and talent are not put to good use in 

my job. 3.6% 5.1% 7.3% 26.3% 57.7% 137 

16 Information I receive from top management is 

trustworthy. 21.1% 48.9% 21.1% 6.8% 2.3% 133 

17 The communications I have with top management 

are open and free flowing. 25.6% 42.1% 21.1% 8.3% 3.0% 133 

18 My supervisor is open to new ideas. 41.7% 40.9% 12.1% 3.0% 2.3% 132 

19 My job is not valued appropriately. 3.8% 12.8% 19.5% 36.1% 27.8% 133 

20 I receive recognition for my job. 9.3% 40.3% 29.5% 18.6% 2.3% 129 

21 I have all the materials and equipment needed to do 

my job. 33.6% 43.0% 7.8% 10.2% 5.5% 128 

22 I experience solidarity among my co-workers. 31.8% 48.8% 14.0% 3.9% 1.6% 129 

23 My supervisor trusts me.  53.9% 37.5% 7.8% 0.0% 0.8% 128 

24 My supervisor praises me.  18.1% 41.7% 22.0% 15.0% 3.1% 127 

25 I know what is expected of me in my job. 40.9% 48.0% 7.9% 2.4% 0.8% 127 
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26 How satisfied or dissatisfied are you with your job? 30.2% 54.8% 11.9% 3.2% 0.0% 126 

 

Appendix 3 

3.1 How satisfied or dissatisfied are you with your job? / My supervisor trusts me 

The tables below demonstrate that there is a relationship between job satisfaction and 

supervisor´s trust at RU. 

How satisfied or 
dissatisfied are you with 
your job? / My supervisor 
trusts me 

Numbers Very 
satisfied 

Numbers Somewhat 
satisfied 

Numbers Neither 
nor, 

somewhat 
and very 

dissatisfied  

Total 
Numbers 

Stongly agree 28 41.8% 34 50.7% 5 7.5% 67 

Somewhat agree 8 17.0% 30 63.8% 9 19.1% 47 

Neither nor, somewhat 
and strongly disagree 1 9.1% 5 45.5% 5 45.5% 11 

  37   69   19   125 

 

O E (O-E) (O-E)2 O-Ex2VE 

28 19.832 8.168 66.7 3.364 

8 13.912 5.912 34.952 2.512 

1 3.256 2.256 5.089 1.563 

34 36.984 2.984 8.904 0.241 

30 25.944 4.056 16.451 0.634 

5 6.072 1.072 1.149 0.189 

5 10.184 5.184 26.87 2.639 

9 7.144 1.856 3.444 0.482 

5 1.672 3.328 11.076 6.624 

        18.25 

 

Degree of Freedom is 4. According to Pearson´s Chi-Square = Higher than 9.448 – There is a 

relationship between these two variables at RU since the table shows 18.25. 
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3.2 How satisfied or dissatisfied are you with your job? / I am satisfied with 

the communication I have with my co-workers within RU 

The tables below demonstrate that there is a relationship between job satisfaction and 

communication with co-workers at RU. 

How satisfied or 
dissatisfied are you with 
your job? / I am satisfied 
with the communication 
I have with my co-
workers within RU 

Numbers Very 
satisfied 

Numbers Somewhat 
satisfied 

Numbers Neither 
nor, 

somewhat 
and very 

dissatisfied  

Total 
Numbers 

Stongly agree 28 49.1% 26 45,6% 3 5.3% 57 

Somewhat agree 11 19.3% 39 68.4% 7 12.3% 57 

Neither nor, somewhat 
and strongly disagree 1 7.1% 4 28.6% 9 64.3% 14 

  40   69   19   128 

 

O E (O-E) (O-E)2 O-Ex2VE 

28 17.81 10.187 103.78 5.827 

11 17.81 6.812 46.410 2.606 

1 4.375 3.375 11.391 2.604 

26 30.72 4.727 22,344 0.727 

39 30.72 46.966 68.55 2.232 

4 7.547 3.547 12.581 1.667 

3 8.461 5.486 30.096 3.557 

7 8.461 1.461 21.345 0.2522 

9 2.078 6.922 47.91 23.058 

        41.55 

 

Degree of Freedom is 4. According to Pearson´s Chi-Square = Higher than 9.448 – There is a 

relationship between these two variables at RU since the table shows 41.55. 
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3.3 How satisfied or dissatisfied are you with your job? / Overall the flow of 

information is sufficient. 

The tables below demonstrate that there is a relationship between job satisfaction and overall 

flow of information at RU. 

How satisfied or 
dissatisfied are you with 
your job? / Overall the 
flow of information is 
sufficient 

Numbers Very 
satisfied  

Numbers Somewhat 
satisfied 

Numbers  Somewhat 
disatisfied 
and very 

dissatisfied  

Total 
Numbers 

Stongly and somewhat 
agree 20 33.3% 36 60.0% 4 6.7% 60 

Neither agree nor 
disagree 12 30.0% 22 55.0% 6 15.0% 40 

Very and somewhat 
disagree 6 23.1% 11 42.3% 9 34.6% 26 

  38   69   19   126 

 

O E (O-E) (O-E)2 O-Ex2VE 

20 18.095 1.905  3.629 0.2006  

12 12.06 0.06   0.0036 0.00029 

6 7.84   1.841  3.389  0.4323 

36  32.86  3.143  9.878 0.3006  

22  21.90 0.095   0.009 0.00041 

11  14.238 3.238  10.484  0.72638  

4  9.048 5.048   25.282  2.8163 

6  6.032  0.0317  0.001 0.00016  

9  3.9206 5.0793  25.799 6.58044 

         11.05 

 

Degree of Freedom is 4. According to Pearson´s Chi-Square = Higher than 9.448 – There is a 

relationship between these two variables at RU since the table shows 11.05. 
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Appendix 4 

4.1 Reykjavik University Organizational Chart  
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4.2 Strategy of Reykjavik University 

The role of Reykjavik University is to create and disseminate knowledge to enhance the 

competitiveness and quality of life for individuals and society. It is the mission of Reykjavik 

University to be a strong teaching and research university with emphasis on technology, 

business, and law. The core activities of Reykjavik University are teaching and research in an 

environment influenced by strong ties with industry, interdisciplinary work, international 

context, innovation and service excellence.  

Teaching and Learning: Reykjavik University offers students education which involves; 

extensive knowledge of various disciplines, a deep understanding of individual components, 

concepts and theories; the skills needed for applying methods within a discipline; and the 

competences required to apply knowledge in studies and at work. Teaching emphasizes 

critical thinking skills, creativity, autonomy, active participation, collaboration, authentic 

tasks, varied teaching methods, and ties with the business community and society. 

Research: Ambitious research is carried out at Reykjavik University, which nourishes 

teaching, and creates new knowledge and innovation within the business community and 

society. Research is evaluated against international criteria and reflects impartiality, 

professionalism and recognized scientific work ethics. 

Ties with the Business Community: Reykjavik University emphasizes ties with the national 

and international business community, based on integrity and respect for the mutual interest 

of those concerned. The University takes active part in the shaping and development of 

industry. The University meets the needs of society for specialized knowledge through its 

education, research, innovation, development and participation in discussions on matters that 

concern the development of the community. 

International University: Reykjavik University is an international university that bases its 

teaching and research on international standards. The University collaborates with leading 
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universities abroad regarding teaching and research and emphasis is placed on providing 

students with the skills necessary for working in the international market. 

Interdisciplinary Approach: Reykjavik University places emphasis on interdisciplinary 

teaching and research. Effective communication, mutual understanding and respect for 

research output are the cornerstones for interdisciplinary collaboration. 

Innovation: Reykjavik University is a centre point for innovation and the University creates 

opportunities for the transfer of knowledge and technology by means of research, teaching, 

and ties with the business community and society. 

Quality: Reykjavik University continuously aims at improving the quality of teaching, 

research, services, and its ties with the business community. The University ensures that its 

quality system is on par with quality systems recognized nationally and internationally. 

Human Resources: Reykjavik University offers staff a vibrant working environment that 

encompasses challenges, professionalism and an opportunity to create and affect 

development. The University offers competitive salaries, flexibility aimed and work/life 

balance, and a healthy lifestyle. Employees at Reykjavik University are expected to act 

professionally and responsibly in their work and to reflect a positive attitude and full 

commitment towards their work.  

Services and Facilities: Reykjavik University ensures that its services and facilities create a 

good base for study and work. Our services are characterized by a personal approach, 

professionalism, a positive attitude and frugality. 

Sustainability and Social Responsibility: Reykjavik University’s activities reflect 

sustainability and social responsibility. The University shows respect for individuals, the 

society and the environment (Reykjavik University, n.d.). 

 


