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The thesis was made for a small law firm that was undergoing a change. The change con-
cerned the restructuring of the services. The company created a product family which included 
the old services but the tasks and responsibilities were divided in a new way. This created a 
need to research an effective way to communicate in a new situation. 
 
The main objective of this thesis was to find the most effective communication channel to 
spread information in an organization. This was further divided into three research problems 
regarding matters such as effectiveness of different communication tools, structure of the 
organization and content of the message. These research problems were then divided into sub 
questions. The first research problem was divided in two and it included sub questions such as 
what communication tools are available in the organization and what is the most effective 
communication tool or a set of tools to get information from the management to the employ-
ees in an organization. The second research problem included the following sub questions: 
how does the structure of the organization affect information flow and how does the structure 
of the organization affect channel choice. The last research problem included the following 
sub question: how does the content of the message, informing change in an organization, af-
fect channel choice. 
 
The study employed a qualitative research approach. The data was collected by questionnaires 
from all the employees and an interview was conducted with the CEO of the company. The 
data was collected, analyzed and interpreted within few months. Also theories were applied, 
for instance media richness theory. 
 
The available channels were e-mail, memo, telephone call, informal and formal meetings. The 
most effective set of tools was a combination of e-mail and informal meeting. The structure 
highlights time and independence of employees which means that the information needs to 
flow fast and circle around so that it is available for all the employees. This then means that 
the chosen channel needs to deliver the message fast to a large audience. Informing change 
requires interactivity a lot which means that the chosen communication channel needs to be as 
rich a channel as possible therefore making the formal meeting to be the best choice for that. 
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1 Introduction 

 

The thesis was made for a small law firm called Kalliolaw which was undergoing a change. 

The change regarded restructuring of their services; the company created a product family 

from the old separate services and turned them into a coherent service line. This was done in 

order to grow and to become more understandable to the customers. The idea was also to 

divide tasks and responsibilities and to decide who was doing and what inside the company.  

 

Communication is a vital part of everyone’s job, and making the communication effective is 

not a simple task. When changes are made in a company also the communication changes but 

the effects of the change on the communication can be seen generally a lot later and some-

times the results are not in favour. Therefore the company provided an interesting starting 

point to research communication because the change was still undergoing and it was possible 

to guide the communication to the right direction. In order to make the communication effec-

tive, it was decided to research the effectiveness of communication tools. Also as the company 

was restructuring their services, it was decided to research the structure as well in connection 

with the communication. And as a last part since the company was undergoing a change it was 

decided to research how the change itself affected the communication.     

  

The main objective of this thesis was to find the most effective communication channel to 

spread information in an organization. This is divided further into three research problems 

and they were effectiveness of different communication tools, structure of the organization 

and content of the message. Each of these included sub questions. Effectiveness of different 

communication tools was divided into two research questions: 

 

R1: What communication tools are available in the organization? 

R1a: What is the most effective communication tool or a set of communication 

tools to get the information through from management to employees in an or-

ganization? 

 

The second research problem was the structure of the organization. This was also divided into 

two research questions: 

 

R2: How does the structure of the organization affect the information flow? 

R2a: How does the structure of the organization affect channel choice? 
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The last research problem was the content of the message: 

 

R3: How does the content of the message, informing change in an organization, 

affect the channel choice? 

 

In the theoretical part the research questions were approached from a very basic point of 

view. For the first research problem, different media and channel choices were introduced. 

This included mainly the usage of them, their advantages and disadvantages. Also media rich-

ness theory was introduced. For the second research problem, different organisational struc-

tures were presented. Other factors relating to the structure were briefly gone through as well. 

For the last research problem, different aspects related to content of the message were intro-

duced, for instance goals and strategies. Also other factors to consider when choosing media 

were demonstrated.  

 

The data of the empirical part was gathered from the questionnaires that the employees of the 

company filled in. Part of the information was gained from the interview with the CEO of the 

company. After analysing the information and making conclusions, solutions to the research 

problems were found.  

 

The key concepts in the thesis are communication, communication channel and internal 

communication. Communication here is defined to be any type of interaction between at least 

two persons where information is given or received or both. Communication channel refers to 

anything that can be used for transferring the information from one person to another. Inter-

nal communication refers to any information exchange between employees inside the com-

pany. As can be perceived these concepts are defined to be as broad as possible in order to 

secure that they include all the possible meanings of the word.        

 

It needs to be stated as well that words employee, respondent, receiver, sender, person and 

people are used to describe the same thing – a person who works in the company. The same 

thing is with the words channel, tool, medium and media. They describe the way with which 

the information is moved from one person to another. 

 

1.1 The company 
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The company is a law firm that is specialized in helping different size companies with different 

types of legal issues. Their aim is to serve growing companies with international operations 

fast and effectively with strong expertise. The company has diversified expertise and extensive 

experience in international and domestic business law. Their clients are both foreign and do-

mestic corporations that are highly respected and leaders in their business areas. Their services 

focus on eight different sectors: biotechnology, corporate, mergers and acquisitions, informa-

tion technology, human resources, mining, intellectual property rights, and finance. (Kalliolaw 

2008 a.) 

 

The company has also received recognition as an expert organization by ACQ Finance Maga-

zine. ACQ publishes internationally a much respected finance magazine and it is a market 

leader when it comes to highlighting global business transactions. The ACQ Finance Magazine 

has chosen the company as the winner in two different categories in a survey measuring the 

expertise and respect of law firms. They announced in the Global Awards of 2009 the com-

pany to be the best Nordic Small Law Firm of the Year (small being 1-50 employees). The 

survey was conducted globally amongst 18,000 organizations. In the Country Law Awards in 

2008 they also declared the company as the best Finnish Law Firm on the field of Mining. 

(Kalliolaw 2008 b.) 

 

Services 

 

GrowthPower is a trademark of the company and it represents the company’s integrated way 

of thinking and acting. GrowthPower is a tool to help companies to evaluate the condition of 

the company’s business in all legal respects in relation to their present and future challenges. 

The idea of the GrowthPower is to enhance the security and everyday dynamics of the busi-

ness activities, and also to help companies to prepare themselves for the future. GrowthPower 

includes an efficient product family with different service-oriented models to meet different 

kinds of needs in companies. 

 

Following services are included in the GrowthPower product family: TransactionPower, Info-

SecPower, BT-Power, IdentityPower, ICT-Power, CorporatePower, PersonnelPower and 

ContractPower. (Kalliolaw 2008 c.) 

 

TransactionPower is aimed at companies that are growing and going international and there-

fore requiring financing, or buying or selling business activities. It is also aimed at companies 
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where the owners want to sell the company or perhaps merge it with another company. The 

idea is to help companies in different legal complexities relating to different kinds of transac-

tions in a company. For example, in acquisitions and sales, the team of the company can plan 

and lead the process as a “project manager” or they can just comment and bring forth impor-

tant legal issues in the negotiations. The TransactionPower includes among other things the 

following contents: Due Diligence, different kinds of acquisitions, financing rounds and in-

struments, stock exchange listings, shareholders’ agreements, mergers and demergers, estab-

lishing a fund and all kind of planning, negotiations, documentation, and implementation re-

lating to these issues. (Kalliolaw, TransactionPower.) 

 

InformationSecurityPower or in short InfoSecPower is aimed at all businesses where assis-

tance in legal complexities related to information security is needed. The process starts by 

charting the present status of the company and its objectives, and continues with determining 

strategy and setting new objectives in order to support the company in the future. The idea is 

to bring security and stability to the business activities of the company, and to achieve and 

maintain the business environment as risk-controlled as possible. The InfoSecPower includes 

among others these services: Surveying of the present information security including for ex-

ample technical implementation, Super user and administrator related issues, preparation of 

new modes of operation, agreements and negotiations related to information security, drafting 

of directives for the company relating to correct procedures for different kinds of information 

types (personal data, data with special protection etc.), and a tailored training program for the 

whole organization to efficiently execute the new information security strategy. (Kalliolaw, 

InfoSecPower.) 

 

BT-Power is concentrating on protection of biotechnological innovations, especially in merg-

ers and acquisitions and other transactions. The aim is to protect innovations and rights with 

contracts and assist companies in legal complexities related to development, licensing and 

other commercialization of biotechnology. The process starts with charting the present situa-

tion of the company and can lead up to securing the company’s legal position both in domes-

tic and international markets with the help of international cooperation network that the com-

pany has. The services of the BT-Power include for example the development of the com-

pany’s internal processes, securing the protection of the biotechnology rights (e.g. employ-

ment contracts), participation in or leading of contract negotiations, financing arrangements 

(e.g. negotiations with venture capital investors), and contract negotiations related to usage of 
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the innovation in the clients’ and cooperation partners’ business activities. (Kalliolaw, BT-

Power.) 

 

IdentityPower is aiming to protect products, brands, domain names and intangible rights of 

any kind, especially in mergers and acquisitions and other transactions. The idea is to find a 

suitable form to protect the intangible rights in today’s growing international competition. The 

team from the company can draft guidelines for the usage of the brand for the company or 

they can plan and draft agreements on licensing and transferring technology and products of 

the company. With the service companies can strengthen their identity and reduce risks in 

these matters. The IdentityPower includes among other things the following services: Charting 

identity objectives and a need for protection of the company, registrations of trademarks, do-

main names, business and auxiliary business names, drafting and negotiation of licensing, de-

veloping of the internal processes to secure the intangible rights in the company (e.g. em-

ployment contracts, employment invention regulations). (Kalliolaw, IdentityPower.)  

 

ICT-Power is concentrating on information technology trough contracts. The aim is to pro-

tect the ICT innovations of the company, especially in acquisitions. The idea is to assist com-

panies in legal complexities related to development, licensing and other use of technologies. 

The ICT-Power services include among others the following contents: Development of inter-

nal processes, securing the protection of information technology rights with contracts and 

agreements, financing arrangements and contract negotiations regarding licensing of the com-

pany’s ICT innovations. (Kalliolaw, ICT-Power.) 

 

CorporatePower is aimed at companies that wish to have a good administrative strategy that 

helps the company to operate in a changing business environment. The idea is to assist com-

panies in legal complexities related to administrative issues as for example financing rounds 

and share issues. The team of the company will support and guide the company’s management 

in administrative and corporate decision making related to the future of the company. The 

CorporatePower includes the following kinds of services: Development of internal processes, 

for example Board meetings and Shareholders’ meetings, administration of the Articles of 

Association and shareholders’ agreements, conditions related to directors’ and employment 

contracts and mergers and demergers. (Kalliolaw, CorporatePower.) 

 

PersonnelPower is aimed at all companies with a need for assistance in legal complexities re-

lated to personnel administration. The idea is to make sure, with the help of the contracts that 
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the company meets the requirements set out by the law as an employer but also to protect the 

interests of an employer. This includes for example rules and regulations of the company; 

working hours, use of e-mail and the Internet. The team of the company will provide a com-

prehensive service which will strengthen the company’s human resources administration, clari-

fies the legal position of the employees and anticipates possible conflicts. The PersonnelPower 

includes among others the following services: Directors’ and employment contracts, proce-

dures regarding a termination of employment and cooperation procedures and residence per-

mits and visas for employees. (Kalliolaw, PersonnelPower.) 

 

ContractPower is concentrating as the name implies to contracts of all kinds. The idea is to 

create a high quality contract management for the company by assisting the company in draft-

ing contracts and in contract negotiations. This includes supporting the company in different 

stages of a contract process by leading the negotiations as a “project manager” or by assisting 

in them and giving valuable legal advices. The ContractPower includes the following services 

among others: Shareholders’ agreements, reseller, distribution and agency agreements, license, 

maintenance, hosting and escrow agreements, sales and supply agreements, cooperation 

agreements and loan and financing agreements. (Kalliolaw, ContractPower.) 

 

At the moment the company is expanding the product family with three more services. These 

are ChannelPower, Start-UpPower and Real EstatePower. ChannelPower concentrates on the 

internet pages, web store and e-mail and mobile as channels to marketing. Start-UpPower 

concentrates on helping the companies at different stages of the lifecycle starting from the 

beginning. Real EstatePower concentrates on advising companies in real estate business in 

maintenance, leading and repairing related matters. (Kalliolaw, ChannelPower, Start-upPower 

and Real EstatePower. 

 

Personnel 

 

At the moment the company is employing 10 persons; CEO, two partners, marketing man-

ager, two assistants and three Masters of Laws and one Attorney-at-Law. All employees have 

specialised into certain field of law and therefore all the clients have been divided between the 

employees so that each client will have a specialist of their business field as an advisor. This 

excludes the marketing manager and the assistants because they are handling the general issues 

and tasks in the company and therefore they are involved with all the customers. The follow-

ing figure 3. will demonstrate the general hierarchy in the organisation. (Kallio, J. 9.11.2009.) 
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Figure 3. Organization chart (Kallio, J. 9.11.2009) 
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2 Theoretical part 

 

The theoretical part will describe the theories related to research problems. For the first re-

search problem, the theoretical part will introduce different communication channels; their 

usage, advantages and disadvantages as well as the media richness theory. For the second re-

search problem, different types of organizational structures will be presented as well as their 

pros and cons. For the last research problem, the theoretical part will introduce different as-

pects relating to communicating change in the organization. These aspects include for exam-

ple the role of the management, strategies, content of the message and follow-up.   

 

2.1 Communication tools 

 

This chapter concentrates only on internal communication channels that are available for the 

company. At the moment the company uses five different channels; e-mail, telephone, memo 

or note, informal meeting and formal meeting (Kallio, J. 9.11.2009).  

 

According to Gerson and Gerson, (2007, 3-4) communication at work has many forms. Em-

ployees communicate both orally and in writing, informally and formally, but they are also 

relying on various types of correspondence and technology, depending from the audience, 

purpose and situation. In order for employees to communicate efficiently, they have to adapt 

to many different channels of communication. Many of the channels overlap with each other 

in terms of purpose and audience. Sometimes one can use many different channels to com-

municate the information, but sometimes the channel choice is more exclusive. Therefore, in 

order to have an efficient communication, one must choose the right channel. 

 

Communication is a major component of everyone’s job. Whether it is oral, written, informal 

or formal, it helps to manage products, services, employees and customers. Communication is 

also time-consuming and it costs a lot of money for the company. Moreover, communication 

is important for the company’s image – poor communication leads to poor and negative image 

of the company. (Gerson & Gerson 2007, 5-7.) 

 

Bovée and Thill (2005, 99) categorize communication channels in three larger entities; written 

media, oral media and electronic media. These entities include of course many different chan-

nels with different advantages and disadvantages but they have chosen to categorize the media 
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from a very fundamental point of view. Their categorization takes into account the situation 

and audience as can be seen from the figure 1. 

   

Figure 1. Categorization of media (Bovée & Thill 2005, 99) 

 

Written Media: 

Use when… 

 immediate feedback is not 

needed 

 message is detailed, complex or      

requires careful planning 

 there is a need for permanent, 

verifiable record 

 audience is large and geographi-

cally dispersed 

 there is a need to minimize the 

distortion (this happens when 

messages are communicated 

orally) 

 interaction with the audience 

immediately is not important or 

desirable 

 the message does not have many 

emotional components 

 

Oral Media: 

Use when… 

 immediate feedback from the 

audience is essential 

 the message is straightforward 

and easily accepted 

 there is no need for permanent 

record 

 it is easy and economical to as-

semble the audience 

 the interaction is encouraged in 

order to solve a problem or 

reach a group decision 

 there is a need to perceive the 

audience’s body language or the 

tone of the response 

 the message contains emotional 

components 

Electronic Media: 

Use when… 

 there is a need for speed 

 there is a physical distance from the audience 

 time zones are different 

 the message needs to reach dispersed audience personally 
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In the following subchapters this categorization will be split into smaller pieces in order to 

describe better the nature of individual channels and their usage, as well as advantages and 

disadvantages. The following subchapters will concentrate only on those internal channels that 

are available to the company. These channels are e-mail, memo, telephone and formal and 

informal meetings.    

 

2.1.1 Written media 

 

Written media in a traditional meaning refers to printed text in general. Written media is for 

example long and short reports, notes and memos but in this case only the memo is intro-

duced because it is the only traditional written media that the company uses.  

 

Memos 

 

In this paragraph the word memo is referring to the traditional, old-fashioned memo which is 

printed on paper. Memos are commonly used in internal communication and they are usually 

short. Memos are also more informal than letters for example and they provide verifiable re-

cord. Generally memos are written to a wide range of readers; supervisors, co-workers, subor-

dinates, and different combinations of these audiences. They can be addressed to only one 

person or to a whole department, in either case they are normally still copied to even more 

people. The basic idea though is that memos are a channel for employees to communicate 

with each other and the audience is determined beforehand. Memos are most commonly used 

for communicating internal corporate decisions and routine, day-to-day exchange of informa-

tion but they are very flexible and can be used for many other purposes as well. These pur-

poses can regard for example the following: documentation, confirmation, procedures, rec-

ommendations, feasibility, status, directive, inquiry and cover (see more about these in the 

subchapter regarding e-mail). Memos are also a demonstration of the sender’s interpersonal 

communication skills.   

 

One of the disadvantages of the memos is that the delivery time of the memo to all the read-

ers can be long; it can take hours or even days to deliver the memo to the whole audience. 

Moreover, receiving feedback from the memo takes of course even longer. Privacy issues can 

be a problem as well if the matter is sensitive. For example if the memo is not delivered in an 

enclosed envelope. In some sense the privacy issue can be important also when it comes to 

complimentary copies, but more importantly these complimentary copies can cause unneces-
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sary amazement or unawareness if the memo is originally addressed for example from one 

specialist to another, and the memo is copied to someone that has no primary knowledge 

about the matter but still has something to do with the matter. (Gerson & Gerson 2007, 97-

101.) Moreover, it takes more time and resources to create and distribute a memo than for 

instance an e-mail. Also as the memo is a demonstration of the sender’s interpersonal skills, it 

is possible that the person writing the memo is not that skilled a writer and the message will be 

understood and interpreted wrong. (Bovée & Thill 2005, 97.)  

 

2.1.2 Oral media 

 

Oral media refers to verbal communication channels. The oral media includes for example 

telephone and informal and formal meetings which will be introduced more specifically below. 

 

Telephone 

 

Telephones are hard to categorize in these days because the product development has made it 

possible to use the phone for both oral and written communication as well as for illustrated 

communication. Also it seems that phones are nowadays used more as a complimentary 

communication channel for intranet or e-mail for instance. (Juholin 2006, 118-119.) In this 

case the telephone is examined more as a traditional communication channel and the chapter 

concentrates on telephone calls. 

 

Telephone is quite a rich medium because it allows the person to use voice and language di-

versely and one can express emotions behind the message. Telephone also overcomes the 

barriers of time and distance because one can easily call to the other side of the world in sec-

onds. This makes the telephone one of the fastest channels. It also gives an opportunity to ask 

questions and makes interaction easy. Moreover it provides immediate feedback.  

 

One of the disadvantages of the telephone is that it does not provide permanent verifiable 

record. Also people can easily forget the politeness etiquette and be too casual and informal in 

the phone because nowadays we use it so much to keep in touch with friends and family. In 

addition to that, some people feel it is invasive. Telephone calls in a traditional meaning can be 

expensive as well compared for example with e-mail. Compared to other oral communication 

telephone also lacks visual element. Moreover, even though telephone overcomes the barriers 
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of distance there remains a problem with time zones when it comes to long-distance calls.  

(Bowman 2002.)    

 

Informal and formal meetings 

 

The idea of the informal meetings (so called hallway and cafeteria meetings) is to create and 

strengthen the communication between co-workers without any bigger prior arrangements. 

When people come to drink coffee and exchange opinions, as a side product new ideas and 

visions can be born which would not be possible in formal meetings. Informal meetings can 

be also a great way to meet people from different departments and teams. (Juholin 2006, 174.) 

 

Formal meetings are generally planned beforehand and the aim is to go trough issues that are 

also planned in advance within a certain time limit (Juholin 2006, 175). But whether the ques-

tion is about informal or formal meeting, they both share more or less the same advantages 

and disadvantages. They are both face-to-face communication channels which mean that they 

allow complete use of all senses. This channel provides verbal and visual cues, physical ges-

tures, and allows expressing emotions. Meetings also enable immediate feedback and are a 

good choice especially for nonroutine business messages. (Marie E. Flatley, Answer Corpora-

tion a.)  

 

Even though meetings are one of the richest media they still have disadvantages. First of all, 

meeting is restrictive when it comes to participation because only those physically present can 

attend therefore making the channel geographically limited. Also, depending from the meeting 

it is possible that there is no permanent, verifiable record of the communication left behind. 

In addition to that, as meetings are mostly based on verbal communication the communicator 

has control over the message only to a certain point and generally it is not possible to revise or 

edit spoken words afterwards in order to check what has been said. (Bovée & Thill 2005, 96.) 

Moreover, if the participants feel that no consensus was reached in the meeting for instance, 

the meeting can be perceived to be costly and time-consuming (Flatley 2009).  

 

2.1.3 Electronic media 

 

Electronic media refers to the different types of communication channels presented in elec-

tronic form. Electronic media can be considered to be at the same time also written or oral 
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media but the difference lies in the form of presentation. In the working environment the 

most common electronic media is probably the e-mail.  

 

E-mail 

 

E-mails are the most common type of communication used at work. Nowadays one has also 

access for e-mail almost everywhere anytime because of the mobile phones and wireless inter-

net. One of the most important pros of the e-mail is time. E-mail messages are delivered in 

seconds, whereas a letter can take several days to deliver. E-mail also allows people to com-

municate both internally and externally, whereas letters and memos are normally used only in 

internal or external communication, not both. Moreover, e-mails are cost effective because 

they are paper-free and there are no shipping fees even in international business. E-mails are 

valuable also when it comes to documentation because e-mail messages can contain a huge 

dialogue that can be recorded for future reference with ease.  

 

E-mail is an excellent tool to be used for the following purposes: a) Ordering employees to 

complete a task (directive), b) informing a reader about the attachment with key points men-

tioned in the message itself (cover, transmittal), c) reporting on for example expenses, prob-

lems and hiring (documentation), d) informing a reader about a meeting, dates and times, 

costs etc. (confirmation), e) explaining the usage of a new machinery or software (procedures), 

f) providing reasons for purchasing new equipment, to renew contracts or to revise current 

practises (recommendations), g) studying the possibilities for changing things in the company 

(practices, procedures etc.) (feasibility),  h) providing reports about the current situation in the 

company regarding a certain matter (status) and i) asking questions about new processes or 

procedures (inquiry). (Gerson & Gerson 2007, 135-138.) 

 

Despite all the good things and advantages that e-mail has brought to business life, it still has 

some downsides as well. For instance e-mail can create tension and conflict inadvertently be-

cause they can create an illusion of anonymity and people may say things in e-mail that they 

would never say in person or in a traditional document. It is also easy to overuse e-mail be-

cause it is fast and convenient but this can easily lead to message loss or system crash. More-

over, e-mails can lack privacy because of careless distribution listing or forwarding the mes-

sage to third parties. In addition to this, employers have the right to monitor the usage of e-

mail at work. E-mails can also reduce employee productivity because employees can be dis-
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tracted by constant streams of e-mail or they may use e-mail for their personal purposes for 

example by forwarding a joke for co-workers. (Bovée & Thill 2005, 98-99.)  

     

2.1.4 Media richness theory 

 

Media richness theory or sometimes called information richness theory was created by Daft 

and Lengel in 1984, and it is based on contingency theory and information processing theory. 

Media richness theory is a framework for describing a communication medium by describing 

the ability of it to reproduce the information that was sent over it. It also states that if the task 

is very ambiguous and uncertain or regards equivocal issues one should use the richer and 

more personal format of media in order to communicate effectively. 

 

According to Daft and Lengel, the information richness is the information’s ability to change 

understanding during a certain time limit. Communications that go beyond different frames of 

reference and clarify issues that are ambiguous in order to advance understanding in a timely 

manner are considered to be richer than those communications that require a longer time to 

convey understanding. 

 

According to the theory, media richness has four functions; 1) the capacity of the medium to 

receive feedback immediately, 2) the number of available cues and channels, 3) variety of lan-

guage, and 4) the degree of intent focused on the recipient. The greater the social presence of 

a medium is the greater immediacy and warmth of the communication it creates because there 

is greater number of the channels.  

 

Media richness theory is most applicable for a sender who is choosing a medium for commu-

nication. The theory states that the sender should use the richest possible medium to commu-

nicate the desired message, but unfortunately in reality this is not always possible. The idea 

then is that the sender understands the limitations of the used medium in the dimensions of 

feedback, multiple cues, message tailoring, and emotions. Take for example the difficulty of 

interpreting whether a text message is serious or sarcastic in its tone. (Wikimedia Foundation, 

Inc., 2009 a.) 

 

As one can see from the figure 2. below face-to-face communication is the most effective and 

richest medium to use in communication whereas the unaddressed documents are the least 

effective and leanest medium to use in communication. Unaddressed documents include fly-
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ers, bulk mail, posters and bulletins for example. Written, addressed documents include letters, 

e-mails, memos and notes to mention some of them. The figure below is lacking mediums 

such as 2-way radio, chat and blogs because they are irrelevant mediums when it comes to 

company X. These mediums would be placed in the middle of the figure, between written, 

addressed documents and telephone due to their nature. (Wikimedia Foundation, Inc., 2009 

b.) 

 

Face-to-face communication is the most effective and richest medium to be used because it 

uses all four functions of the theory as effectively as possible. Communicating face-to-face 

allows immediate feedback, and people involved can use facial expressions, body language and   

show emotions to back up their words. They can also use language vividly and the message 

they are sending is focused on exactly for those people that the sender has intended. Tele-

phone is in the middle of the figure, because it allows immediate feedback as well as face-to-

face communication, and people involved can use also language vividly but they are not able 

to use facial expressions or body language on the phone. Moreover the message is intended 

for someone as in face-to-face communication. The least effective and the leanest medium 

according to the media richness theory are unaddressed documents. They are not focused on 

certain recipients, they don’t allow the sender to use facial expression or body language, and 

they don’t allow immediate feedback and the language used in them is printed so there is no 

possibility to change it anymore.     
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More effective, richer media 

  

Less effective, leaner media 

 

Figure 2. Effectiveness of communication media (Wikimedia Foundation, Inc., 2009 c) 

 

There has been also criticism towards the media richness theory. Some argue that media 

choice is also influenced by social pressures therefore making the theory by some parts incon-

sistent. Some state that cultural and social background influence the individual’s choices and 

some claim the theory lacking a scientific basis. Also one should note that the theory was cre-

ated in an era when information technology was not as developed as it is nowadays.  (Wikime-

dia Foundation, Inc., 2009 d.) 

 

2.2 Structure  

 

Organizations have many types of structures depending on the objectives and culture. And it 

is the structure itself that determines how the organization operates and its performance. 

Face-to-Face 

Video Conferencing 

Telephone 

Written, Addressed Documents 

 

Unaddressed Documents 
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Structure helps allocating responsibilities for different functions and processes to different 

department and employees. 

 

If the organization has a wrong kind of structure, it will limit the success of the organization. 

The aim of the structure therefore is to maximize the efficiency and success. (Learn Manage-

ment 2, Organisational structures: Introduction a.) An effective structure defines and facili-

tates the relationships between the employees within the organization but also retains order 

and command while at the same time promoting flexibility and creativity. All these relation-

ships then will have an effect to the nature and quality of communication throughout the or-

ganization. (Bovée & Thill 2005, 11.) The most common organization structures are tall, flat, 

hierarchical, centralized/decentralized and matrix (Learn Management 2, Organisational struc-

tures: Introduction b). 

 

2.2.1 Tall structure  

 

Tall structures tend to have lots of layers between the lowest and highest position when it 

comes to management, therefore suffering often communication breakdowns and delays be-

cause messages are passing trough multiple layers, both up and down (Bovée & Thill 2005, 

11). The layers have though very clear and distinct functions with clear lines of responsibility 

and control. The management structure is also very clear but as a downside the decision mak-

ing can be slow as the approval might be needed by different layers of authority. Tall struc-

tures have a narrow span of control meaning that there are only few employees under the con-

trol of each manager, making it easy for the manager to closely supervise the employees. From 

the employees’ point of view this structure is very restrictive because their freedom and re-

sponsibility is very restricted. Tall structures have also clear progression and promotion ladder 

but it comes with a high cost because each manager is paid more than the one below. (Learn 

Management 2, Tall structure organisation.)  

 

2.2.2 Flat structure 

 

To avoid the breakdowns and delays that tall structures tend to create, many companies have 

changed their structure to a more flat one because it reduces the number of layers. When there 

are fewer links in the communication chain, there will be less misunderstandings as well. 

Moreover, in a flatter organization it is easier for managers to share information because they 

can give responsibility for lower-level employees when it comes to decision making, goal set-
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ting, and problem solving. This of course requires then that the employees take more respon-

sibility for communication because there are then fewer formal lines of control and communi-

cation in the company. (Bovée & Thill 2005, 12.) Flat structures are common in small compa-

nies because they tend to hinder the organization’s growth. The communication in general 

flows more freely than in tall structures and team spirit is usually very good. Also decision 

making is easier and there is less bureaucracy. As a disadvantage for workers there can be 

more than one manager, and employees’ functions can be blurred and merge into other’s job 

roles. Flat structures are though less costly than tall structures because of the fewer layers. 

(Learn Management 2, Flat structure organisation.)  

 

Some companies have gone even further and have adopted even more flexible organization 

structure which includes, besides their own employees, also external partners, like for example 

ad agencies, marketing consultants or web developers. When there are so many individuals 

and organizations involved in the communication process, everybody has to share their re-

sponsibility for giving and getting necessary information because other wise the communica-

tion will break down. (Bovée & Thill 2005, 12.) 

 

2.2.3 Hierarchical structure 

 

Hierarchical structure means that employees are ranked at various levels inside the organiza-

tion and each level is above the other. At each level, one person has many workers working 

directly under them, and the authority is typically shaped to a form of a pyramid. Hierarchical 

organizations can at the same time also have tall or flat structures.  

 

In a traditional hierarchical structure each employee has a clear role in the organization and 

the nature of the relationships between other employees is defined as well. A traditional hier-

archical organization usually has a tall structure with narrow spans of control, which gets 

wider the further one goes down the structure. The most important decision making is cen-

tralized to the senior management. Earlier hierarchical structures were very popular because of 

their nature of ensuring command and control in the organization. However because of the 

globalization and technology development, tall hierarchical structures started downsizing and 

reducing workforce because the new technology was able to perform many of the functions 

that humans had performed earlier.  
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The advantages of the hierarchical structure are clearly defined authorities and responsibilities, 

as well as promotion paths. Moreover, managers are specialists and the environment encour-

ages using them effectively. Also employee loyalty to their department is very high. As a dis-

advantage this kind of structure can be bureaucratic and slow in responding to changes. 

Moreover, communication across different levels is usually quite poor, especially referring to 

horizontal communication. Also decision making in the departments can be more beneficial to 

themselves rather than for the whole organization. (Learn Management 2, Hierarchical organi-

sation.)  

 

2.2.4 Centralised and decentralised structure  

 

Centralised organizations retain the most important responsibilities and powers in the head 

office whereas decentralised organizations spread responsibility to various levels and lower 

level managers, even outside the head office, when it comes to specific decisions. Some or-

ganizations combine both in order to be more effective. For instance, they can have central-

ised functions for accounting and purchasing to save money but use decentralised function for 

recruitment. Organizations can also use vertical decentralisation or horizontal decentralisation. 

Vertical decentralisation means that certain decision making is done lower in the hierarchy, 

and it increases the input that people have in the lower levels of the organization when it 

comes to decision making. Horizontal decentralisation on the other hand shares the responsi-

bility across the organization, for instance, when new technology is implemented across the 

whole organization. In this case the technology specialists have the sole responsibility of im-

plementation. 

 

One of the advantages of the centralised structure is that senior managers have greater control 

and their experienced decision making benefits the organization. In general the decision mak-

ing processes are beneficial to the whole organization rather than just for certain departments, 

and since many of the procedures are standardised it will save costs. Also when companies 

face uncertain times, there is a need for strong leadership from the upper levels of organiza-

tion that pulls the whole organization to the same direction. 

 

The benefits of the decentralised structure concentrate mainly on empowerment. Empower-

ment enables faster response to changes and new challenges and it increases motivation and 

trough that the employee output increases as well. It also eases the acceptance of responsibility 

and it can turn the responsibility into success. In addition to that, decentralised structure helps 
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senior managers to concentrate on the most important decisions because lower level employ-

ees can make other decisions. Also, employees in the lower levels have more understanding of 

the working environment, co-workers and customers that they interact with, which means that 

they are able to make effective decisions because of this knowledge skills and experience 

gained. (Learn Management 2, Centralised and decentralised organisation.)  

 

2.2.5 Matrix structure 

 

Matrix structure is made of teams and projects. It means that employees from different busi-

ness sectors are combined to a team and they are assigned with a certain project to perform 

from the beginning to the end. A team and a project are always led by a project manager. The 

idea often is that the team only exists as long as the project exists, and then people move on to 

work on another project. Matrix structures are most commonly used for developing new 

products and services.     

 

The advantages of the matrix structure are the following; people are chosen to work on a pro-

ject based on the needs of the project, the project team is dynamic and can view problems 

from different points because of the specialists brought together from different departments, 

and project managers have the responsibility to complete the project during a certain time 

limit with a certain budget.  

 

The disadvantages of the matrix structure are the following; general managers and project 

managers can have conflicts regarding loyalty when it comes to allocating of resources, there 

exists a certain difficulty to monitor the teams because they do their work independently, and 

costs increase since there are more managers because each team has a project manager.  

(Learn Management 2, Matrix (or project-based) organisations.)  

 

2.2.6 Other factors relating to structure 

 

There are also other internal factors that influence the structure of an organization. These are 

among others, size, product or service, skills of the employees, and corporate culture. For 

instance, when the organization grows the chain of command becomes longer and the spans 

of control get wider. Also, if the level of the skills of the employees is high, the more useful 

the matrix structure becomes for the company because it maximizes the skills across the 
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whole organization. (Learn Management 2, Organisational structures: Introduction c.) One of 

the most important factors when it comes to communication though is the corporate culture.  

 

Corporate culture is the mixture of values, habits and traditions that create the atmosphere 

and personality of the company. In the best possible scenario from the communication’s point 

of view the company will encourage employee contribution by letting the communication flow 

freely down, up and across the organization. Open climate will help the employees to admit 

their mistakes, disagree with the management and express their opinions. This of course in-

cludes also sending and receiving negative news both from the management to the employees 

and from the employees to the management but in the constructive way. (Bovée & Thill 2005, 

12.)  

 

2.3 Content 

 

The content of the message affects greatly the channel choice. When it comes to the case 

company the content regards informing change. In the following sub-chapters different as-

pects related to the content will be introduced.  

 

2.3.1 Communicating change 

 

Change is moving from a state or situation to another. This means that thinking and action 

models are being assessed in a new way and they are shaped into something new which means 

that all the old models are changed. A change can regard internal or external environment but 

also people or all of them. With changes companies are aiming for better effectiveness, pro-

ductivity and competitiveness. The idea of communicating change is to describe and execute 

the change at the same time. In a situation of change the need for information grows signifi-

cantly but normally the lack of information is greater than ever, and it has grown even bigger 

in the 21st century. (Juholin 2006, 317-320.) 

 

When communicating change internally the main goals are: 

 

 Internalizing values and culture of the organization – how and why we are working as we 

are? This needs throughout consideration and conversation in order to get people to un-

derstand what the values and culture hold inside and how employees can use them in their 

own work. Values don’t transfer into practice by command. 



 

22 

 

 Seeing one’s own work and organization’s task as a part of broader entirety. The more spe-

cialized work people are doing the harder it is for them to perceive their work to be a part 

of the entirety referring to the tasks and goals of the whole organization.  

 Highlighting the vision. The most important goal of the communication is to make the 

vision so irresistible that each member of the organization will get excited about it and 

wants to commit themselves into it. Communicating vision is a not a one time project but a 

continuous process where deeds and words strengthen it. 

 Listening and dialog. Listening is not just apparent but valued, for which a lot of time is 

reserved. Performance review is an example of this but listening and dialog are not only 

meant for internal use, referring to scanning or monitoring and issue management. The 

idea of listening is to perceive all signals that help the organization to adapt their actions to 

the requirements of the environment and to cope with the tasks.  

 Communication from the recipients’ point of view. Since nowadays organizations are split 

into teams and processes, it has caused the entirety to weaken and information to scatter. It 

is in this kind of situations where the new type of communication is needed to combine 

and shape the information into a form where it serves each group of recipients from their 

needs. (Juholin 2006, 317-320.) 

 

A change can be a great opportunity for an organization to find something that could not be 

found in stable and calm circumstances. Some have also questioned whether changes need to 

be controlled and led because then there are already set boundaries for creating new. Even 

though communicating change can be a great opportunity, for some it is also always a threat. 

There are always some people who resist the change, some who agree with it and some who 

don’t know what to think of it. Most people belong to the last group, and they are the ones 

who are most open to all the information that regards the future of the organization and their 

own work. When the organization starts to communicate the changes it is important to recog-

nise and research how employees are relating to it and how prepared the organization is to 

confront the change. Attitudes can be researched or even anticipated with the help of corpo-

rate culture; static organization is usually more resistant for changes than a dynamic organiza-

tion that is used to constant changes.  

 

It is important to whet the contents of the message and the concrete implementation of it, and 

also to make sure that enough time is used for communicating these so that the personnel 

really understands what the change is all about and the organization can benefit from the ex-

pertise of the personnel in the implementation of the change. When the personnel understand 
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the connection between the success of the organization and their own work, they are more 

satisfied and productive than those who do not recognize the connections. (Juholin 2006, 317-

320.) 

 

2.3.2 The role of the management  

 

Management’s position in the change is central and critical because they are the ones that take 

the responsibility of anticipating situations and create policies to move forward. The contents 

of the message and style of the management affect how personnel and other people under-

stand the subject and whether they are able to accept it and commit to it. If there is no under-

standing there will be no commitment either. If the management’s messages are unclear and 

contradictory, they cause confusion and distrust. Sometimes the communication is still not 

enough and therefore it is important that people are able to bring up their own opinions about 

the change and influence the implementation of it. (Juholin 2006, 321-322.) 

 

It is decisive how the management discusses about the changes; is it presented as an informa-

tive matter or are the employees invited to implement the change. The communication itself 

can not solve all the problems but it can lower the resistance regarding change and motivate 

people to take the change as a possibility. But in order for people to commit, it requires con-

crete evidence that the change is going forward and is successful. It requires continuous in-

formation flow of what results the new action model produces and how things are being done 

differently.  

 

The management can not transfer the responsibility of communication to others. They are the 

pioneers of change and they are the ones who need to address commitment to it with their 

own example. Authenticity will be revealed in real life so communication needs to be credible. 

When things are told openly and continuously the personnel will feel that the management 

understand their responsibility, anticipate problems and needs, and act according to them. 

This does not of course mean that the personnel don’t have to take any responsibility of their 

own; on the contrary, the new theories suggest that each person should carry their own re-

sponsibility in a situation of change but the management is still the key to the change. (Juholin 

2006, 321-322.) 

 

2.3.3 Strategies in communicating change 
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In a change there are different things required from the communication compared to a normal 

situation. Typically the communication has been reactive which means that things that are 

already happened are commented and explained afterwards. Reactive communication is gener-

ally written or formal, and it is normally unable to respond to the information need of the 

personnel. It is typical that “the correct” action model is being “sold” to the organization. 

(Juholin 2006, 325-326.) 

 

An option for reactive communication is the opposite of it, proactive communication. Proac-

tive communication is prepared in advance for situations and uses communication skilfully as 

a tool to control the change. Proactive communication is a process, not a single event. It is 

also interactive and uses a lot of face-to-face communication instead of one-way communica-

tion from top to bottom as reactive communication does. The idea is not to sell something 

already decided but it is looking for the right model together with open mind.  

 

The idea of the proactive communication is to achieve agreement of what is behind the 

change and what the community is trying to accomplish. It also tries to create and maintain 

conversation and give each a possibility to understand their role in taking trough the change. 

From the communication’s point of view the only argument powerful enough is to courage 

people to face the change that has origins in the markets or in the environment; if customers 

or environment requires change there are no other possibilities but to change. (Juholin 2006, 

325-326.) 

 

2.3.4 Contents of the message 

 

Contents of the communication of the change require consideration of what is said and how it 

is said so that people would understand. In the situation of change the organization is easily 

drowned in information because the organization tries to inform the personnel effectively and 

keep them up to date all the time. This is when information overload is born which then pro-

duces more confusion than understanding. That is why it is extremely important to recognize 

the right questions that puzzle the personnel most. These questions are normally related to 

everyone’s’ own work. (Juholin 2006, 326-328.) 

 

When planning the contents one should consider these; a) Argue simply and clearly why the 

change is necessary and how it will affect the organization, b) Inform how the organization 

encounters those factors that affect the activities of the organization and also how those fac-
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tors work, c) Explain the new action model or plan, d) Outline the consequences of success 

and failure to the organization and the personnel, e) Repeat, repeat and repeat in all possible 

situations, f) Let people tell about their feelings and suggestions, g) Emphasize everyone’s own 

input and the importance of it, h) Discuss about the effects of the change and try to improve 

practices. (Juholin 2006, 326-328.) 

 

2.3.5 Channel choice for change  

 

Communicating change requires more face-to-face communication than the routine commu-

nication because there is interaction between the co-workers and management. Face-to-face 

communication should be the most important and the most used channel. 

 

Since one of the basic requirements of communicating change is the continuity and process-

likeness, using multiple channels is a chance to respond to a need for information and interac-

tion. When face-to-face communication is used for discussing things deeply, electronic media 

on the other hand is fast. By using intranet and e-mail it is possible to communicate and inter-

act continuously as long as people learn how to use those channels. Inside the company, radio 

and television can be used as complimentary channels and when there is a need for absolute 

speed mobile phones and text messages are the best choice. Also written channels have their 

role in the process of change. For example the company’s own magazine can make a special 

issue about the reasons and consequences of the change or things can be reviewed from dif-

ferent points in each issue. (Juholin 2006, 330-331.) 

 

2.3.6 The follow up 

 

In a situation of change, which sometimes progresses very fast, it is important to secure that 

the information has gone trough and is understood. It is not always possible though to ask 

everyone if they have understood the message correctly but the organization just needs to 

trust that the matter has been understood. People don’t even know how to ask always if the 

matter seems very hard to understand at the first sight. In a situation of change it is also 

worthwhile to follow the atmosphere and moods. 

 

Since the feedback is needed constantly there is no time for throughout investigation. There-

fore it is reasonable to use fast questionnaires instead that can be done on a regular basis or in 

a certain situations by using e-mail, intranet or forms. In either case there should be only few 
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questions and they should be very clear ones. The questions can regard the feelings and atti-

tudes of the personnel or what they think is required from them for instance. If the questions 

are formed openly so that people can answer to them by using their own words, it is more 

probable to get more information which is also better in quality that would be available with 

structured forms. (Juholin 2006, 332.)    

 

2.3.7 Factors to consider when choosing media 

 

When it comes to the message and choosing the channel for it, the communicator needs to 

balance both his/her and audience’s needs. Also the channels needs to be chosen so that the 

advantages fit with the situation and audience as well as possible. But there are also other im-

portant factors affecting the choice.  

 

Media richness  

 

As already discussed earlier, the media richness refers to the ability of the medium to convey a 

message trough as many informational cues as possible, facilitate feedback, and give the mes-

sage a personal focus. In order to get the message trough exactly as the sender would wish, it 

is important to use the richest possible communication medium, that of course being the face-

to-face communication if only possible. This is especially important when sending messages 

that are nonroutine and complex in order to humanize the presence of the sender throughout 

the audience, to communicate caring and to gain commitment. If the question is about simple, 

routine messages, one can use leaner media. (Bovée & Thill 2005, 99-100.) 

 

Message formality 

 

Choosing a certain media to deliver the message affects the style and tone of the message. For 

instance, an e-mail message does not normally contain the same level of formality than a letter. 

Thus, if the purpose is to share simple information with the audience, such as inform employ-

ees about the changes in the cafeteria hours, it would be ideal to use e-mail message rather 

than a formal letter or face-to-face presentation. (Bovée & Thill 2005, 99-100.) 

 

Media limitations 
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All the mediums have their own limitations. For example, even though the face-to-face com-

munication is generally the richest medium there is, it is still very restrictive when it comes to 

the fact that the sender of the message needs to be in the same place at the same time with the 

audience that the message is addressed. (Bovée & Thill 2005, 99-100.) 

 

Sender intentions 

 

The medium that the sender chooses influences the perception of the audience about the 

sender’s intentions. If the sender needs to emphasize the formality of the message, she/he 

should use a formal medium, for instance a memo or a letter. If the sender wishes to empha-

size the confidentiality of the message, using voice mail would be better than using a fax or 

discussing about the matter in private conversation rather than in a public meeting. In case the 

sender wants to generate an emotional commitment to corporate values for instance, a visual 

medium such as a personal speech or a video conference should be considered. Face-to-face 

meeting, a phone call or instant messaging are valuable when instant feedback is preferable. 

But then again if the sender requires a written record of the communication, then a written 

media or an electronic equivalent would be more useful. (Bovée & Thill 2005, 99-100.) 

 

Urgency and cost 

 

If the message is urgent, one would of course use those mediums that are fast such as tele-

phone or instant messaging for example. But the sender should not forget to weight cost 

against speed. For example, if a company would have sent a wrong product for an important 

customer to the other side of the world, one would and should telephone for the important 

customer to inform them immediately about the matter but if the question is about routine 

order acknowledgement for instance then it would be enough to send the customer an e-mail 

or fax perhaps. (Bovée & Thill 2005, 99-100.) 

 

Audience preferences 

 

The sender should also consider which media the audience expects or prefers. For instance, if 

a person had successfully completed a training program and is about the receive a diploma, it 

would be rather strange to receive the diploma by fax for example when people are used to 

receive them by post or so that someone will hand it to the person at the graduation cere-

mony. Moreover, in some cultures people tend to favour certain channels over others. For 
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example, in the United States, Canada and Germany people tend to favour written messages, 

whereas in Japan people prefer oral messages. This may be due to their high-context culture in 

which nonverbal cues are a huge part of the message. (Bovée & Thill 2005, 99-100.)                
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3 Empirical part 

 

The empirical part concentrates on the data gathered by questionnaires and interview from the 

employees in the organization. The empirical part includes collection and handling of data, 

methods used and presentation of results.  

 

3.1 Collection and handling of data 

 

The data was gathered by using two different methods: questionnaire (Appendix 1.) and inter-

view. The data collected by questionnaire was handled in three different ways. First the an-

swers were divided for two parts according to the gender of the respondents, and then the 

answers were compared with each other in order to look for differences and similarities be-

tween the two. Then the information gathered from both was combined into one and conclu-

sions were made from the results. Also, a comparison between the responses from both fe-

male and male and all the responses together was made in order to reveal all different aspects 

of the data. The only respondent related information that was asked in the questionnaire was 

the gender because almost all the employees belong to the same age group, they all live in the 

capital area and almost all have also the same education and so on. This means therefore that 

the only possibly meaningful difference between the answers is the gender.  

 

Most answers were numerical so the idea in most cases was to sum up the numbers and in 

that way find out the preferences and importance of matters. The smaller the sum of the 

numbers was the more important or preferred the matter was, and the bigger the sum of the 

numbers was the less important or preferred the matter was. Some data was collected from 

the CEO by interviewing him. The purpose of this data was to compare it with the theory but 

also with the responses gathered from the employees by the questionnaire, as well as to get 

general information about the company and its strategies. Then all the data was analysed and 

conclusions were made from it. 

 

Data was gathered from all the employees available at the work place during November 9, 

2009. The data was collected from nine employees out of ten of which five were females and 

four were males. It was decided to collect the data from all available employees because the 

company is so small in the general scale, and all the employees are at the same premises there-

fore making it easy to arrange. Another reason for collecting the data from all the employees 

was to get a comprehensive picture of the company’s communication habits. 
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3.2 Methods  

 

As mentioned already, the data was collected with two methods: questionnaire and interview. 

The questionnaire was handed on paper to all the employees available during one day at the 

premises of the company. All together eight employees out of nine filled out the question-

naire. The questionnaire was used because it was perceived to be an easy and fast way to get 

the required information. The questionnaire included 12 questions regarding all the areas pre-

sented in the theory part; communication tools, structure of the organization and content of 

the message. The purpose of the questionnaire was explained beforehand to all the respon-

dents and help with the filling out of the questionnaire was provided in case needed. The 

questions were designed to be very clear and self-explanatory, and also extra information was 

provided after each question in order to help the respondent to understand the question cor-

rectly and as intended. That is also the reason why all the questions were closed ones and 

choices were limited instead of open questions.  

 

The other method used to collect the data was an interview. Only one interview was made 

with the CEO because the interview is very time consuming and it would have been hard to 

arrange a schedule for the interviews of all the employees. Moreover, the idea of the interview 

was to get information from the management’s point of view – the interview surveyed partly 

the same things that were asked from the employees with the questionnaire and partly the 

interview was used for gathering general information about the company emphasizing of 

course those matters that are related to the theory. The interview was less structured than the 

questionnaire because with a free flow of discussion it was possible to gather more relevant 

information.  

 

3.3 Results 

 

The results are presented in two parts, first the results gained from the questionnaire and then 

the results gained from the interview.  

 

Questionnaire  
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The first four questions of the questionnaire were designed to gather data about the channel 

choice, the following six questions were used for mapping the corporate structure and the last 

two questions were related to the content of the message.  

 

The first question regarded preferences when choosing a channel for giving information to 

other co-workers. The respondents were asked to number their choices in order of preference 

from one to five, where one meant the most preferred channel to communicate with other 

employees and five was the least preferred channel. There were five choices: telephone call, e-

mail, memo or note, informal meeting and formal meeting. Women preferred equally e-mail 

and informal meeting to be used when giving information whereas memo was the least pre-

ferred channel. Men agreed with the opinion of women but they chose unanimously the e-mail 

to be the most preferred channel and informal meeting was the second best choice. When 

looking all the responses together they kept exactly the same line as the responses of both 

women and men.  

 

The second question regarded factors that affected the choice of the channel in the first ques-

tion. The respondents were asked to number the factors in order of importance from one to 

five, one being the most important factor and five being the least important factor. In case the 

respondent felt that there was some important factor missing from the choices they had a 

chance to write one factor of their own choice. In that case they were asked to number the 

factors from one to six by using the same principle as earlier. The given factors were fast de-

livery time, easy to use, availability/accessibility, possibility to get feedback, possibility to re-

cord and in case needed the choice of their own. Women felt that fast delivery time was the 

most important factor and the second most important choice would have been easy to use. 

The least important factor was the possibility to record. Two of the women also used the pos-

sibility to name a factor of their own, and they were clearness (meaning that no misunder-

standings would occur) and interactivity. Men also chose the time to be the most important 

factor but unlike women they chose the possibility to feedback and possibility to record to be 

the second most important choice. Moreover, the least important factor for men was the easy 

to use which women felt was the second most important choice therefore making the opin-

ions to be quite the opposite of each other. When considering all the responses together the 

time remains to be the most important factor but then the easy to use and possibility to feed-

back are sharing the second place. The least important factor was the possibility to record 

because women felt it to be so strongly the least important factor of all the choices given. 
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The idea of the third question was exactly the same as the idea of the first one but with such a 

difference that it measured the channel preferences when it comes to getting information 

from the co-workers instead of giving information. The idea was to measure if there was a 

difference in the channel choice when the employee was a sender and when he or she was a 

receiver of the information. The choices were exactly the same as in question one and also the 

instructions were the same. Women preferred e-mail and informal meeting here as well as in 

question one, e-mail being the first choice. But informal meeting shared the second place with 

a telephone call this time. The least preferred channel was the memo again. Men chose exactly 

the same channels as in question one, e-mail being the first choice and informal meeting being 

the second. However men did not share the opinion about the telephone call with women, 

they ranked it to be the second least preferred channel in this case. When considering all the 

responses as a whole, the results were exactly the same as in question one.  

 

Question four was also a repetition of question two but with the same difference as question 

three had with question one. The fourth question measured the factors affecting the channel 

choice when it comes to receiving information from the co-workers. The choices and instruc-

tions were the same as in question two. In this case the responses were quite different from 

the responses of question two. Women chose possibility to give feedback to be the most im-

portant factor when choosing a channel and fast delivery time came second. The least impor-

tant factor was availability/accessibility. Two of the women decided to use again the possibil-

ity to name one other factor beside the given factors. Both of them marked this extra factor to 

be the most important one for them, and these factors were clearness (meaning that no mis-

understandings would occur) and interactivity. Men agreed with women and chose also the 

possibility to give feedback to be the most important factor and time was the second choice 

for them as well. But unlike women men felt that availability/accessibility was an important 

factor and they chose it to be the second most important factor together with the fast delivery 

time. Moreover, men felt that possibility to record was the least important factor. When look-

ing the answers as a whole the most important factors were possibility to give feedback and 

fast delivery time, feedback being the most important one. The least important factor was the 

possibility to record.  

 

The fifth question measured whether the employees felt that they were able to influence the 

general decision making related to internal matters or not. They were asked to number their 

choice from one to five, one meaning that they totally agree and five meaning that they totally 
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disagree. The average for women was 2.8 and for men 2.7 but the answers varied from two to 

four. 

 

The question six measured whether the employees felt their co-workers were listening to their 

ideas, suggestions and opinions or not. They were advised to number their choice from one to 

five, where one refers to that they totally agree and five means that they totally disagree. The 

answers varied from two to four with women and from one to two with men. The average for 

women was 3.0 and for men 1.7.  

 

The question seven measured the same thing as question six but with such a difference that 

the question was about the management instead of co-workers. The respondents were asked 

to number their choice again from one to five where one means they totally agree and five 

means they totally disagree. Women numbered their answers from two to four and men from 

one to two again. The average for women was 2.8 and for men 1.7.  

 

The eighth question regarded participants in communication chain. The question measured 

how many participants there are in one internal communication chain normally when it comes 

to everyday communication of each employee. The choices were 1-2, 2-3, 3-4, 4-5 and more 

than 5, and they were asked to mark their choice with an X. Both women and men stated that 

there are two to three participants in each communication chain. 

 

The ninth question regarded team working. The question measured if the employee felt that 

he or she had a clear understanding about what he or she was expected to do when it comes 

to working in a team. The choices given were always, often, sometimes and rarely. The em-

ployees were asked to mark their choice with an X. Women were practically unanimous with 

their responses and they answered to have a clear understanding of their task often. Men on 

the other hand stated that they always reach a clear understanding of their task. 

 

The question ten was related again to management. The question measured whether the re-

spondents felt that they were receiving enough instructions, information and supervising from 

the management or not. They were asked to number their choice from one to five, one mean-

ing that they totally agree and five meaning they totally disagree. The average for women was 

3.4 and the answers varied from two to four, although four was the most frequent answer. 

The average for men was 2.3 and their responses varied from two to three. 
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The question 11 concentrated on channel choice again. The question measured through what 

channel the employees would prefer to get information from the management if the company 

was about to face changes. The respondents were advised to number their choices in order of 

preference from one to five, where one is the most preferred channel and five the least pre-

ferred. The choices were the same as earlier; telephone call, e-mail, memo or note, informal 

meeting and formal meeting. Women chose formal meeting to be the most preferred channel 

and e-mail and informal meeting shared the second place. The least preferred channel was 

again the memo or note. Men also preferred e-mail and formal meeting and they shared the 

first place. The second place went for informal meeting. The least preferred channel for men 

was the telephone. When looking all the responses together, the most preferred channel was 

the formal meeting and e-mail came second. The least preferred channel was the telephone. 

 

The question 12 was related to question 11. The question regarded factors that affected the 

choice of the channel in question 11. The respondents were asked to number the choices in 

order of importance from one to four, one being the most important factor and four being 

the least important factor. In case the respondents felt that there was some other factor that 

they thought was important they were able to include that to the list. In this case they were 

advised to number the choices from one to five using the same idea as in earlier questions. 

The choices were possibility to interact, possibility to record, fast delivery time, accessibility 

and other factor in case needed. Women chose the possibility to interact to be the most im-

portant factor and time was selected to be the second most important factor. The least impor-

tant factor for women was the possibility to record. Two of the women chose to use the pos-

sibility to name an extra factor and they were understanding and everyone getting the informa-

tion at the same time. Men agreed totally with women in this question choosing exactly the 

same choices in the same order. Therefore, also when looking all the answers together the 

same trend continues with the importance of factors. 

 

Interview 

 

From the communication’s point of view, the basic idea in the company is to share informa-

tion as much as possible. In the case of the company this means that information is circulated 

through the organization in order to ensure that. This happens in different ways.  The man-

agement for example is divided between the two partners and the CEO so that each of them 

has certain areas that they are in charge of, for instance accounting, insurances and purchases 

but of course the CEO is ultimately responsible for everything. Each of them can separately 



 

35 

 

make certain decisions on their own but bigger decisions are made in a group. The basic rule 

though is that one must always inform the other ones of what has been decided. Also, since 

most of the employees in the company are specialists in certain field of law, they are all inde-

pendent and each of them is responsible for themselves. This is why each employee is obli-

gated to inform about their tasks all the other members of the organization because no one 

else can know what the other one is doing unless they inform each other. This is true as well 

in team working; each perform their own task but inform the others about the progress which 

then allows others to give feedback and the information runs throughout the organization up 

and down and also horizontally. Of course each team still has a team manager that controls 

and advises when needed but otherwise the communication flows quite freely. The reason for 

this kind of information sharing is that in case the specialist is for some reason unavailable to 

perform his or her tasks, other specialists can to some extend perform the other one’s job 

because each has informed others about their tasks. Also, another reason is that if the infor-

mation is for some reason incorrect or it is distorted, it is easy to fix because so many people 

are involved in the communication chain, therefore securing and controlling the quality of the 

information. This reduces the possibility of misunderstanding. But despite all the independ-

ence and responsibility sharing, the CEO is ultimately always responsible for the supervising 

and controlling of the employees. (Kallio, J. 9.11.2009.) 

 

It is difficult to describe any typical communication process in the company because they tend 

to change constantly because tasks change constantly. But the participants normally include 

someone from the administration, someone from the management and some specialists. 

Sometimes the communication process is already defined to begin with meaning that all the 

participants are known before the process or chain even begins but sometimes the communi-

cation flows through different persons and channels that were not known in the beginning. 

This means that the communication varies greatly from occasion to another. When it comes 

to communication in teams, there are normally 2-5 participants involved – from 2 to 3 if the 

project is small and 3-5 if the project is big. In this case the communication process is to some 

extend structured referring to for instance reporting progression but partly the communication 

flows freely meaning for example asking questions and advice from others. 

 

As the company is facing changes, also the communication flow will change. The company 

has developed a product family of their services and the idea is to make each specialist respon-

sible for certain areas of the services, and also create teams that are responsible for certain 

services. This is done in order to grow and to get more customers but also because there is a 
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need to specify what is being done and by whom. This is important because the company is 

rather large in the field of law meaning that the company employs more personnel than a me-

dium-sized law firm. Also, mostly the work is done by the demands of the customer which 

generally means that there is a need for speed and that gives all the more reason to change the 

processes applied at the moment. The use of the product family gives the customer as well a 

more understandable and clear view of the services available. (Kallio, J. 9.11.2009.)   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

37 

 

4 Discussion 

 

The discussion part begins by explaining the findings in detail in the same order as the re-

search questions are in the beginning. The first research question was about the most effective 

communication tool, the second regarded the effect of structure on information flow and 

channel choice, and the last one was about the effect of content of the message on channel 

choice. After this the discussion presents a short summary of these findings, and the conclu-

sions follow after that. At the end of the discussion, limitations are presented along with the 

recommendations for the further study.  

 

4.1  The most effective communication tool 

 

When looking the answers in question one, it seems that both men and women are quite 

unanimous about the most preferred channels. They both preferred e-mail and informal meet-

ing, although men seemed to be more eager to use e-mail than women in general. This appears 

to be due to the time factor as can be seen from the question two, where both men and 

women chose the time to be the most important factor to affect the channel choice. When it 

comes to women, the popularity of informal meeting can be due to the fact that women want 

to share information face-to-face and have interaction, as one of the respondents replied. Men 

don’t seem to address so much interaction as women do but it appears that for men the pos-

sibility to record plays an important role in the communication. Perhaps the possibility to re-

view the information later on is the key here. Men also ranked the possibility to get feedback 

as an important feature for channel choice. This might be due to that men communicate more 

those kind of things to which they expect to get feedback and think certain type of things on 

their own. Women on the other hand totally disagreed with men on this matter and the possi-

ble explanation for this could be that women use communication to generally interact and the 

feedback comes along there without a need for actually specifying which part of the commu-

nication is feedback and which part is just the normal interaction. The feedback is in some 

sense already wrapped in to the interaction. Women also disagreed with men on the possibility 

to record. Women chose possibility to record to be the least important factor in channel 

choice. This might be due to that women rely again on interaction and therefore, with a con-

tinuous interaction, the matter stays all the time fresh on the mind as long as needed and there 

is no need for recording. Women and men also disagreed on the easiness to use the channel; 

women perceived it to be important and men did not. This might be due to that men are gen-
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erally more interested in technical matters than women and they are therefore more willing to 

use more time and effort to learn to use the channel effectively.  

 

To get back to question one, in addition to that both women and men agreed on the most 

preferred channels to give information to be e-mail and informal meeting, the least preferred 

channel was the memo or note. This is probably due to that memos are not that much used in 

the company so they are not perceived to be that important tool for the employees. Another 

reason for the low popularity of the memo is the nature of the work referring to the time as-

pect. Memos are not the first choice when there is a need for speed. Moreover, it can be ar-

gued that part of the reason for the success of e-mail and informal meeting is that they are 

quite often used simultaneously to communicate with other people, therefore in a way being 

complimentary to each other.        

 

When looking the answers for the questions three and four, women preferred also telephone 

call which suggests along with other preferred choices that women prefer using richer com-

munication channels perhaps because of the verbal and physical cues they provide as was 

stated in the media richness theory. In general, when getting information from the co-workers 

it seems that both genders value highly the possibility to give feedback. And as already stated 

earlier the success of the time factor can be mainly explained again by the nature of the work. 

There was a big difference between the answers of women and men when it comes to the 

availability/accessibility factor because men felt is was important and women felt it wasn’t. It 

seems that men value the fact that they are available to receive the information without com-

plications, or in other words they can access the information without any greater efforts. 

Women on the other hand seem to be ready to make an effort to find the information.  

 

In general, it does not seem to matter whether the question is about sending or receiving in-

formation when it comes to channel choice, but there is a possibility though that the respon-

dents did not understand the difference between the questions one and three. Anyway, the 

basic conclusion here therefore is that both women and men prefer mostly the same channels 

but the reasons for preferring them are rather different from each other.  

 

4.2 The effect of the structure on information flow and channel choice 

 

In question five the average was pretty much the same with both women and men but the 

answers varied from two to four meaning that some of the respondents felt that they were 
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able to influence the decision making quite a lot and some felt that they were not able to influ-

ence it so much. It seems that men felt to be able to influence decision making slightly more 

than women. But in general when looking the average it appears that employees believe they 

can to some extend influence the decision making but the duality (average being close to 

three) might be due to the fact that the employees feel that they are able to influence some 

things but unable to influence some other things.  

 

In question six the average varied significantly between women and men. The answers of 

women varied from two to four meaning that some of them felt that their co-workers were 

listening to their ideas, suggestions and opinions quite well and some of them felt that this was 

not the case. The average therefore suggests that women neither agree nor disagree. This is 

rather puzzling since mostly the women have more or less the same education and they are 

more or less the same age. Therefore this may be due to the fact that they all perform different 

kinds of tasks in the company and perhaps sometimes the personal traits don’t match with the 

personal traits of other team members. Men on the other hand either totally agreed or mostly 

agreed because their answers varied from one to two only. This means that men felt that their 

co-workers are listening to their ideas, suggestions and opinions. This difference in answers 

between women and men can be due to personal traits or the difference in tasks performed in 

the company, or perhaps a difference between women and men to perceive things.  

 

When it comes to question seven it seems that it does not make any difference whether the 

question is about co-workers or management when it comes to listening to ideas. Some 

women felt that the management is mostly listening to their ideas, suggestions and opinions 

and some felt that the management didn’t listen to them so much. The average of women 

though was slightly better with management than it was with co-workers. Men did not find it 

to make any difference between co-workers and management when it comes to listening to 

ideas. Their average was exactly the same in question six as it was in question seven. The con-

clusion here then is that the management seems to listen to more men than women. This may 

be the fact but it is also possible that this is due to sheer misunderstanding or misinterpreta-

tion of cues, gestures and words.  

 

Question eight did not actually measure anything but it surveyed the average amount of par-

ticipants in each separate communication chain. This information will be used for researching 

the information flow related to the structure of the company. The ninth question also relates 

to the information flow and structure of the company. Women felt that they had often a clear 
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understanding of what they were expected to do in a team and men felt that they understood 

always their task. This suggests therefore that there are some times when women do not have 

a clear understanding of their task. This does not necessary mean that there should be more 

information or that the information should be somehow better, although this can also be the 

case, but perhaps the information should be presented in a different way. When the question 

is about team work, there should always be some consideration paid to individual differences 

in communication in order to ensure that everyone understands their task.  

 

Question ten measured whether the respondents felt that they received enough instructions, 

information and supervising from the management or not. The average for women was 3.4 

and the most frequent answer was number four. This means that women mostly disagree, 

which then of course refers to that women feel that they don’t receive enough instructions, 

information and supervision from the management. This kind of result is very worrying when 

considering the general communication process in the company. Men on the other hand did 

not share the opinion with women. Their average was 2.3 which means that men felt that they 

received enough instructions, information and supervising from the management. This raises a 

question how it is possible that the difference between the opinions of women and men is so 

big. This can be due to many things of course. Also, the word enough can be misleading to 

some extend because it is rather subjective what each person perceives to be enough.  

 

4.3 The effect of the content of the message on the channel choice  

 

The question 11 mapped the respondents’ channel preferences when it comes to getting in-

formation from the management if the company is about to face changes. Women preferred 

the most formal meeting and the second best choice for them was e-mail and informal meet-

ing with equal preference. The least preferred channel for them was the memo. Men shared 

the opinion with women but with such a difference that men preferred equally formal meeting 

and e-mail as the first choice and informal meeting came second. The least preferred channel 

for men was surprisingly the telephone instead of memo as it has been in all other cases. This 

means that both women and men agreed that when the question is about informing change 

the best channel is the formal meeting perhaps because the question is about something that 

does not happen in everyday and it requires more interaction than other type of informing. 

Moreover, change is more like a process rather than just a piece of news that needs to be in-

formed to the employees. The success of e-mail could be explained with the possibility to give 

feedback but also to avoid at the same time giving the feedback immediately. The same thing 
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could be the reason for the telephone to be so unsuccessful – telephone allows immediate 

feedback but if the person is unwilling to give it immediately it is not a good channel to use. 

Meetings and e-mail allow the feedback and are interactive channels but they also give some 

time to think things through.  

 

In question 12, when naming the factors in order of importance relating to the question 11 

both women and men seemed to be unanimous with their choices. They all chose the possibil-

ity to interact to be the most important factor. This is most likely due to the fact that when 

facing change people require information, they want to ask questions and they want to give 

feedback. The reason why possibility to record is perceived to be the least important factor is 

perhaps because the change will make things different anyway so there is no need to record 

that because the person can see the changes live. 

 

4.4 Summary 

 

The summary will present shortly what were the goals of this paper and how the goals were 

reached. The summary also includes some of the key findings.   

 

This paper researched the best communication channel to spread information in an organiza-

tion, and this was done from the company’s point of view for which this research was made 

for. This paper had three research areas which all included few sub questions to focus the re-

search to those matters that were important for the company. These research areas were effec-

tiveness of different communication tools, structure of the organization and content of the 

message. When researching the effectiveness of different communication tools, the idea was 

first to map what communication tools were available in the company and then to find the 

most effective tool or a set of tools to get the information through from the management to 

the employees in the organization. The second objective was related to the structure of the 

organization. The goal was to find out how does the structure of the organization affect the 

information flow and channel choice. The third objective was related to the content of the 

message. The idea was to find out how does the content of the message, informing change in 

the organization, affect the channel choice. 

 

In order to get an answer to the first research objective, the CEO was interviewed and em-

ployees filled out a questionnaire. In the questionnaire they answered to questions regarding 

channel preferences and importance of different factors related to channels. The most pre-
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ferred channel for both women and men was the e-mail and informal meeting came second. 

With women the telephone shared the second place with informal meeting. The reasons for 

selecting these channels were the possibility to give feedback and fast delivery time. Men also 

felt that availability / accessibility was an important factor. 

 

For the second objective many questions were asked in the questionnaire from the employees 

and CEO also gave important insights for this in his interview. According to the CEO, the 

employees in the company are specialists and therefore work rather independently and each of 

them is responsible for themselves. Due to this employees are obligated to inform others in 

the company of what they are doing because otherwise the information could not be shared as 

the idea in the company was. Also employees answered to many questions in order to create a 

coherent picture of the company’s structure. When asking about the possibility to influence 

the decision making both women and men felt that they neither agreed nor disagreed, mean-

ing that they felt partly to be able to influence the decision making and partly not. When ask-

ing whether they felt that their co-workers and management were listening to their ideas, sug-

gestions and opinion, the answers were scattered quite a lot. Men felt in either case that they 

were listened to but women felt in both cases that they were partly listened to and partly not. 

Moreover, women did not felt that they received enough instructions, information and super-

vising from the management, but men tended to agree with each other that they did receive 

enough instructions, information and supervising. In order to map even more the information 

flow and channel choice related to structure, the respondents answered unanimously that the 

normal communication chain includes 2-3 participants. Also related to participants in the 

communication chain and team work, women answered that they had often a clear under-

standing of what they were expected to do when working in a team. Men on the other hand 

answered that they had always a clear understanding of what they were expected to do.  

 

All these matters discussed earlier regarding the structure are affecting the channel choice. 

Both women and men seemed to agree that it does not make a difference whether the ques-

tion is about sending or receiving information when it comes to channel choice because in 

both cases the most popular channel was e-mail and the second best choice was informal 

meeting. The reasons though varied, but both were able to agree that fast delivery time and 

possibility to feedback were important factors affecting the choice of the channel. 

 

In order to get an answer to the last research objective, the questionnaire was used again. Em-

ployees were asked to choose a channel through which they would prefer to receive informa-
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tion if the company is about to face changes. Compared to earlier responses regarding the 

channel choices, the answers were somewhat different. Instead of choosing e-mail or informal 

meeting both genders chose formal meeting to be the most preferred channel when it comes 

to informing change. The e-mail and informal meeting came second and third. Factors that 

affected the choice mostly were possibility to interact and fast delivery time.   

 

4.5 Conclusions    

 

The conclusions are presented in the same order as the research questions were presented at 

the beginning in order to make them clearer. The conclusions were made based on the key 

findings and theories related to them, and therefore some of these are also mentioned in the 

following paragraphs in order to give justification for the conclusions. 

 

The most effective tool or set of tools to get information from the management to the em-

ployees in the organization is to combine e-mail and informal meeting. E-mail was the most 

preferred channel to get information and informal meeting came second. The reasons for se-

lecting these were the time factor and possibility to feedback. Also the theory supports this 

combination because they complete each other. E-mail is regarded to be probably the fastest 

communication channel in today’s work life meaning that it provides the necessary informa-

tion for the receiver almost immediately regardless of where the receiver is. It is very cost-

effective for companies, it provides record and it can be used for numerous purposes. It pos-

sesses some good qualities from the written media as well because after all e-mails are partly 

also written media. The informal meeting completes the use of e-mail with a possibility to use 

face-to-face communication which provides verbal and visual cues, facial expressions and 

other physical gestures to the receiver. Also in the case of informal meetings the receiver is a 

sender as well because it allows continuous interaction and immediate feedback. This is sup-

ported by the media richness theory as well because the other one, informal meeting is consid-

ered to be the richest possible medium and the most effective one and e-mail belongs to the 

less effective and leaner mediums. The ideal situation in general therefore would be that the 

information would be shared first through e-mail with an idea that all can get familiar with the 

information, and after that the information would be handled in the informal meeting with the 

idea that the matter is openly discussed and some conclusions are made. If it is considered that 

there is no need to use both at the same time, e-mail could be used for routine messages and 

information, and when something non-routine needs to be communicated informal meeting 
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could be used for that. Either way, these two channels do not prevent the use of the other one 

in anyway but they rather complete each other.  

 

The structure brings certain advantages and disadvantages to the company regarding the in-

formation flow as well as the channel choice. When comparing the information received from 

the CEO with the theories regarding structure, it seems that the closest choice for the com-

pany is the matrix structure. There specialists are combined into teams in order to complete a 

project and projects always have a project manager. Teams are assembled and broke down but 

during the existence they are dynamic and the people bring different viewpoints to the mat-

ters. In this kind of structure it is difficult to monitor people because they are independent. It 

could be stated that the organization is also decentralised because the responsibilities are 

spread and they are able to respond to changes with a fast tempo. Employees also have more 

understanding of the work and their input increases, and the CEO can concentrate on to the 

most important decision making. 

 

Other factors affecting the structure are for example size, product or service, skills of the em-

ployees and corporate culture. In this case the company is small in general meaning that the 

communication chain is flatter and does not include so many layers. Skills of the employees 

are high so the matrix structure is more than suitable for the company because this way the 

skills are evenly distributed throughout the company. The communication is successful if the 

corporate culture encourages employee contribution by letting the communication flow freely 

up, down and across the organization. Also if employees are allowed to disagree and express 

their opinions, this makes the communication more effective. 

 

As already stated earlier the idea in the company was to share information as much as possi-

ble. According to the answers from the questionnaire this seems to work only partly. When it 

comes to team work the information seems to flow well between the team members because 

the number of participants in the communication chain is small. However, women felt that 

they did not receive enough information from the management even though men felt they did, 

and women also felt that they were listened to only partly by co-workers and management 

even though men again thought that they were listened to. These results need to be connected 

somehow to the gender because the difference was so big between the answers. In order to 

make good reasoning for this, it would require more research on the matter. It could be 

though perceived then that the communication from up to down and from down to up would 

require more interaction in order for the communication to succeed and flow freely. This 
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might be the reason behind the channel choice as well, because the e-mail and informal meet-

ing were chose here to be the most preferred and the factors affecting the decision were again 

the time and possibility to feedback. Perhaps the importance of feedback refers to the need to 

have more communication flowing up and down.  

 

When the question was about informing change in the company, employees chose the formal 

meeting to be the best choice. The e-mail and informal meeting came second and third. Fac-

tors that affected the choice mostly were possibility to interact and fast delivery time. These 

results are totally supported by the theory of Juholin (2006). In a situation of change the inter-

action and listening are essential in order to get people to understand of what the change is all 

about. It is also important to research how employees are relating to the matter. A lot of time 

is also needed and things can’t be rushed. And even though in a change continuous informa-

tion flow is required the idea is not to drown people into information. Communicating change 

requires more face-to-face communication than routine communication because there is inter-

action between the management and co-workers. Face-to-face communication should be used 

the most. The formal meeting fits to the description perfectly; it is interactive and all face-to-

face communication. But since one of the basic requirements of communicating change is the 

continuity and process-likeness, using multiple channels is a chance to respond to a need for 

information and interaction. When face-to-face communication is used for discussing things 

deeply, electronic media on the other hand is fast. Other factors to consider regarding the 

content of the message are for instance media richness, message formality, media limitations, 

sender intentions, urgency and cost, and audience preferences. 

 

4.6 Limitations 

 

In this case the data acquired from the questionnaires should be reliable and valid because 

practically all the employees filled out the questionnaire therefore meaning that all the opin-

ions are represented in the results. The possibility though is that the employees did not under-

stand all the questions for example or that they misinterpreted the numbering in the question-

naire. Also the information gained from the questionnaires and interview is reliable and valid 

only for the case company and not for any other company as such. The information gained 

can be applicable to some extend to other companies but it can only be used as a guideline 

nothing more. It is possible as well that the data has been interpreted and analysed wrong or 

as always, it is possible that wrong kind of questions were asked in the questionnaire or in the 

interview.   
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In case the results are totally reliable and valid, this has significance to the company X because 

they can use the information to become more effective as a company.  They can better their 

communication and information flow, and they can use the available channels more effec-

tively. This will affect eventually to the success of the whole organization. Moreover, when 

there is a need for change again, this paper can be used as a guideline for the planning and 

implementation of the new change. For others the information has no significance. The in-

formation gained here is neither significant nor valuable to the theories regarding communica-

tion channels because this paper was researching a highly specialised small company. What 

comes to the value of this paper in practice, for the company it has value and the reasons are 

mostly the same as when it comes to significance.  

 

What comes to solving the research problems, it can be said that the first and last objective 

were fulfilled and the research problems were solved because the paper introduces very clear 

answers to those questions. The second objective and research problems can be considered to 

be solved as well even though the explanation was perhaps not that straightforward. This was 

due to the fact that the company does not have a clearly defined structure where the research 

could have started from. Also the theories applied support the findings. In general it can be 

said that the paper adapted the theory but it contributed very little to the topic all in all. The 

results can not be generalised because the data was gathered, interpreted and analysed from 

the company’s point of view.  

 

4.7 Recommendations 

 

As already stated the findings can be used for improving the communication and information 

flow in the company and they can use the available channels more effectively. They can also 

learn about the effect of structure or content on channels, and perhaps change the structures 

and processes so that they enable the information to flow more freely and the communication 

to be more effective. For the future, perhaps one could research the overall communication in 

the company or concentrate on the opposite, external communication. One could also re-

search more the structure of the company and the relations it has with the communication.      
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Appendices 

 

Appendix 1. The questionnaire 

Questionnaire 

 

This questionnaire will be handled anonymously and will be used only for thesis purposes. 

Please read the questions carefully.    

 

Sex: __ Female  __ Male 

 

1. What channel do you prefer to use when you need to communicate (give informa-

tion for) with other co-workers?  

(Number the choices in order of preference from 1 to 5, where 1 is the most preferred and 5 

the less preferred) 

 

__ Telephone call __ Informal meeting (e.g. in the kitchen, hallway) 

 

__ E-mail __ Formal meeting (e.g. Monday meeting, other work related 

meetings) 

 

__ Memo/note 

 

 

2. What factors affect the choice of the channel? (related to question 1.) 

(Number the choices in order of importance from 1 to 5, 1 being the most important factor 

and 5 being the less important factor, if you have some other factor, specify it and use num-

bers from 1 to 6) 

 

__ Fast delivery time  __ Possibility to get feedback  

 

__ Easy to use  __ Possibility to record 

 

__ Availability/accessibility  __ Other factor: what? _____________________ 
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3. Through what channel do you prefer to get information from your co-workers? 

(Number the choices in order of preference from 1 to 5, where 1 is the most preferred and 5 

the less preferred) 

 

__ Telephone call __ Informal meeting (kitchen, hallway etc.) 

 

__ E-mail  __ Formal meeting (Monday meeting etc.) 

 

__ Memo/note 

 

 

4. What factors affect the choice of the channel? (related to question 3.) 

(Number the choices in order of importance from1 to 5, 1 being the most important factor 

and 5 being the less important factor, if you have some other factor, specify it and use num-

bers from 1 to 6) 

 

__ Fast delivery time  __ Possibility to give feedback 

 

__ Easy to use  __ Possibility to record 

 

__ Availability/accessibility  __ Other factor: what? ______________________ 

 

 

5. Do you feel that you are able to influence decision making in internal matters?   ___ 

(Answer with numbers from 1 to 5, 1 meaning that you totally agree and 5 meaning that you 

totally disagree) 

 

6. Do you feel that your co-workers are listening your ideas, suggestions, opinions 

etc.? ___ 

(Answer with numbers from 1 to 5, 1 meaning that you totally agree and 5 meaning that you 

totally disagree) 

 

 

7. Do you feel that the management is listening your ideas, suggestions, opinions etc.? 

___ 
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(Answer with numbers from 1 to 5, 1 meaning that you totally agree and 5 meaning that you 

totally disagree) 

 

 

8. In your everyday communication, how many participants there are in one internal 

communication chain normally? (Mark your answer with X) 

 

__ 1-2  __ 3-4  __ more than 5 

 

__ 2-3  __ 4-5 

 

 

9. When working in a team, do you have a clear understanding what you are expected 

to do? (Mark your answer with X) 

 

__ Always  __ Sometimes 

 

__ Often  __ Rarely 

 

 

10. Do you feel that you receive enough instructions, information and supervising from 

the management?  ___  

(Answer with numbers from 1 to 5, 1 meaning that you totally agree and 5 meaning that you 

totally disagree) 

 

 

11. If the company is facing changes, through what channel would you prefer to get 

information from the management?  

(Number the choices in order of preference from 1 to 5, where 1 is the most preferred and 5 

the less preferred) 

 

__ Telephone call __ Informal meeting 

 

__ E-mail  __ Formal meeting 
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__ Memo/note 

 

 

12. What factors affect the choice of the channel? (related to question 11.) 

(Number the choices in order of importance from1 to 4, 1 being the most important factor 

and 4 being the less important factor, if you have some other factor, specify it and use num-

bers from 1 to 5)  

 

__ Possibility to interact (ask questions, give feedback etc.) 

 

__ Possibility to record  __ Accessibility 

 

__ Fast delivery time  __ Other factor: what? _____________________ 

 

 

 

 

 


