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ABSTRACT 

 

Earlier studies show that internal communication influences organizational 

identification (OI). However, majority of these studies have been done in Western 

companies. In this study, the relationship between employee communication and 

organizational identification in a Kenyan company is discussed. The study was carried out 

at the Standard Media Group in Kenya. A sample of 85 respondents was selected for the 

study; however, only 54 respondents participated, hence giving a reliable response rate of 

64%. Questionnaires were used for data collection. Using the questionnaires, 

organizational identification was measured on a 5-point agree/disagree scale borrowed 

from (Mael & Ashforth, 1992; Smidts et al. 2001; Edwards & Peccei, 2007). In regard to 

employee communication, four main domains were studied: adequacy of information 

about personal roles and the organization; communication climate; communication media 

and integrated internal communication. Data was analysed using the Statistical Package 

for Social Sciences. Frequencies, correlations and descriptive statistics: means, modes, 

median of findings were obtained. Results revealed the research questions for this study 

were answered, since a strong positive correlation (r =0.647, P<0.01) between overall 

employee communication and organizational identification emerged. In regard to 

Standard Media Group employees’ level of OI, a mean of (x = 3.68) was obtained 

showing employees had moderate levels of OI. The contribution of the four domains of 

employee communication in intensifying OI was also found to be great. On average, 

respondents rated the contribution of the four domains at 4 (mode = 4, Median = 4) on the 

five point little/great scale. 
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CHAPTER ONE 
 

 

INTRODUCTION AND BACKGROUND TO THE STUDY 
 

 

Introduction 
 
 
 

This study sought to establish the relationship between employee 

communication and organizational identification. The study was carried out among 

employees of the Standard Media Group, head office in Nairobi. The subsequent 

sections of this chapter present the background to the study, the problem of the 

statement, purpose of the study, the objectives, research questions, rational, 

significance, assumptions, limitation and delimitations of the study and definition of 

terms. After chapter one, chapter two follows, presenting a review of literature related 

to the topic of study. Next is chapter three presenting the methodology and finally 

chapter four and five presenting the findings of the study, discussions, conclusions 

and recommendations. 

 

 

Background to the Study 
 
 
 

Studies by scholars (Balasen, 2008; Christensen & Askegaard, 2001; 

Cornelissen, 2008) state that, corporate organizations should invest in communicating 

their identity in order to win stakeholders support. However, most organizations have 

overlooked employees in their corporate communications and public relations 

programs. Stuart (2002) observes that organizations have focused more on external 

stakeholders whose importance to organizational survival is perceived as greater. 

According to Gotsi and Wilson (2001) organizations should invest in employee 

relations, because, it is employees who shape the corporate identity through their 
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behaviour and, make the companies run. Therefore organizations should aim at 

building relations with employees to win their support. 

 
Failure to invest in employee relations leads to growing gaps between 

organizational-employee relations resulting in lack of support from employees (Fourie 

& Holtzhausen, 2009). According to Mael and Ashforth (1989) cited in Smidts, Pruyn 

and van Riel (2001), “employees who identify strongly with their organizations are 

likely to show a supportive attitude towards them” (p. 1051). It therefore means that 

lack of employee support is a sign of low organizational identification. 

 
In relation to the above arguments, an employee feedback survey that was 

necessitated by high staff turnover at the Standard Media Group in April, 2012 

revealed that most employees i) did not identify with the company’s values and goals; 

 
ii) did not understand the company’s business; and iii) in some cases simply worked 

 

to earn a living. In the feedback survey, some of the questions that were asked 

included how long the employees would like to work with the company; what made 

them happy to work with the company; and whether they could recommend their 

friends to seek employment with the company (Standard Media Group, Employee 

Feedback Survey, 2012). 

 
Findings from the survey revealed that most employees did not identify with 

their organization. About 55 per cent of the employees indicated they would work 

with the Standard Media Group for less than two years. Also, 60 per cent gave a no 

response on whether they would recommend someone to work with the company. 

Further, about 73 per cent indicated that what they liked about the Standard Media 

Group was that they earned a salary and were able to pay their bills (Standard Media 

Group, Employee Feedback Survey, 2012). 
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A number of other Kenyan companies have also experienced problems which 

reveal lack of employee support and low organizational identification. Examples are 

Kenya airways layoff of 650 employees (Timase, 2012); The KBC strikes in 2012 

(The Standard, 2012); Standard Media Group leaking of staff payroll to Citizen 

Weekly newspaper (Citizen Weekly, 2012); and Kenya Portland cement employee’s 

strike (Odongo, 2012), among others. 

 
Following the examples given and the arguments by the scholars in the 

foregoing paragraphs, this study sought to interrogate the link between employee 

communication and organizational identification at the Standard Media Group. As 

recommended by Gotsi and Wilson (2001), internal communication is important in 

building organizational identification. Employee communication enables staff to 

understand brand values and “live the brand”. Gotsi and Wilson also add that 

employees should be the first customers and brand ambassadors. The existing 

scenario thus makes it relevant to carry out the current research. 

 
Organizational identification (OI) refers to the affective and cognitive bond 

between employees and their organization. OI determines: the degree to which 

employees share in the organizational goals and values; categorize and label 

themselves in terms of the organization; and feel a sense of attachment, belongingness 

and membership of the organization (Edwards & Peccei, 2007; Mael & Ashforth, 

1989; Smidts, Pruyn, & van Riel, 2001). Organizational identification therefore 

defines the strength or depth of employees’ affective and cognitive bond with their 

organization. 

 
According to Edwards and Peccei (2007), organizations with high employee 

identification have a cohesive work atmosphere, higher employee cooperation, 

citizenship behaviour, and high employee productivity and employee loyalty. Smidts 
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et al. (2001) also agree that OI has benefits which include: increasing the likelihood 

that staff will stay at the organization; being cooperative with other members; going 

an extra mile on behalf of the organization to help enhance success; and making 

decisions that are in the organization’s strategic interest when faced with choices. 

 
Employee communication on the other hand refers to communication with 

staff internally within an organization (Cornelissen, 2008). In this study, various 

dimensions of employee communication as studied by other authors were evaluated. 

These included: i) communication climate (Cornelissen, 2008; Nakra, 2006; Smidts et 

al., 2001); ii) information adequacy about the organization and personal role (Hargie 

 
& Tourish, 2001; Nakra, 2006; Smidts et al., 2001); iii) Communication media 

(Argenti, 2009; Cornelissen, 2008; Hargie & Tourish, 2001; Nakra, 2006); and iv) 

Integrated internal communication (Mishra, 2010; Sharma & Kalamalanabhan, 2012; 

Thomsons & Hecker, 2000). 

 
The study sought to establish the link between employee communication and 

organizational identification. However, Van Riel and Balmer (2007) propose several 

other antecedents of organizational identification. These antecedents include: 

perceived organizational prestige, job satisfaction, employee communication, 

organizational goals and values and organizational culture. Though there are a number 

of factors that enhance organizational identification as proposed by Van Riel and 

Balmer, this study emphasizes the relationship of employee communication with 

organizational identification. The emphasis is on employee communication because 

studies (Cornelissen, 2008) have shown that communication with all stakeholders is 

the most effective means of building relations and winning stakeholder support. 

 
Following Cornelissen’s (2008) argument, Hatch and Schultz (1997) state that 

 

an organization’s corporate identity is communicated to organizational members by 
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top management; however, it is employees who uphold the identity in their behaviour. 

Thus Hatch and Schultz imply that the corporate identity should be communicated to 

enhance organizational identification. Cheney (1983) as cited Smidts et al. (2001) add 

that employee communication may facilitate organizational identification, since 

through communication, employees learn about: the goals, values and achievements 

of their organization. It is therefore necessary to discuss a brief background on the 

link between employee communication and organizational identification in the next 

section. 

 

 

Employee communication and Organizational Identification 
 

 

Smidts et al. (2001) argue that employee communication is often neglected by 

management yet it is an effective instrument for engendering identification. 

According to Smidts et al., internal communication helps to expose employees to the 

preferred dimensions of an organization’s identity, hence, influencing their OI. 

Further, Dutton, Dukerich, and Harquail (1994) add that exposure to the desired 

corporate identity helps to reduce differences in employees’ perceptions about what 

 
their organization stands for. Dutton et al., also argue that exposure to an 

organizations identity is fundamental for group identification. 

 
Following Smidts et al. (2001) and Dutton et al. (1994), employee 

communication should aim at informing employees about their corporate identity – 

what the organization stands for, so that employees identify with organizations they 

work with. Cheney (1983) cited in Smidts et al. (2001) further argues that “the 

content of employee communication may facilitate the identification process because 

it discloses the goals, values, and achievements of the organization” (p.1051). 
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Nakra (2006) also adds that there is evidence employee motivation and 

identification with their organizations depends on effective communication. 

According to Nakra, organizations should induce identification by communicating 

values, goals, and information to employees. Repeated exposure to information about 

the organization helps to build identification. It increases the organization’s perceived 

attractiveness, reassuring members that they work for an organization that is worth 

associating with (Smidts et al., 2001). 

 
Further, communication about the organization’s goals, values, culture, 

achievements and the overall corporate identity creates a sense of shared meaning 

among employees, hence, engendering identification (Nakra, 2006). Nakra argues that 

information about the organization provides members with the opportunity to create 

and share their own perceptions about their company’s norms, values and culture 

among other corporate identity aspects. It can thus be concluded that there is a link 

between the adequacy of information employees receive about their company and the 

degree to which they identify with their organization (Nakra, 2006; Smidts, et al., 

2001). 

 
Apart from communicating the organization’s corporate identity, other 

elements of internal communication such as information about personal roles (Smidts, 

et al., 2001, Nakra, 2006), communication climate (Bartels, Pruyn, De Jong, & 

Joustra, 2006; Nakra, 2006; Smidts et al., 2001) and media quality (Nakra, 2006) have 

been found to have an impact on organizational identification. For example, a study 

by Nakra (2006) among 67 executives from Bangalore working in 55 different 

organizations reveals that communication on employees’ personal roles and 

contribution to an organization’s success has the highest correlation with 

organizational identification. This was in comparison with other variables studied: 
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communication climate, media quality; supervisory communication; organizational 

integration; co-worker communication; organizational perspective and relationship 

with subordinates. 

 
According to Smidts et al. (2001), if employees are given adequate 

information about what is expected of them in their work, and their contributions to 

the organization’s success, they would develop a sense of belonging and involvement 

in the organization. A high sense of belonging and involvement means higher level of 

organizational identification (Smidts et al., 2001). Further, information on employees’ 

personal roles and contribution to the organization creates a sense of active 

participation. Active participation makes employees feel that they have a greater 

control in the organization and therefore identify with their employer more strongly 

(Huff et al., 1989; cited in Nakra, 2006). 

 
Communication climate: the degree to which relations between the 

organization and its employees are trustworthy, open and encourage participation and 

supportiveness, has also been found to have a significant impact on the level of 

employee identification (Bartel et al., 2006; Nakra, 2006; Smidts et al., 2001). 

According to Smidts et al. (2001), “the more positively a communication climate is 

evaluated by employees, the more strongly they will identify with their organization.” 

(p.1053).They argue that openness in communication with supervisors and, colleagues 

and, involvement in decision making, may increase identification since members 

develop feelings of self-worth and belongingness to the organization. Nakra (2006) 

also agrees that “a positive communication climate will strengthen organizational 

identification, because it is rewarding and serves a member’s self-enhancement 

needs” (p. 48). 
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Wisenfeld, Raghuram, and Garud (1999) also carried out a study on 

communication patterns as determinants of organizational identification in virtual 

organizations. In this study, Wisenfeld et al. (1999) found that there is a positive 

correlation between communication media and virtual workers’ organizational 

identification. More specifically, they argue that “virtual workers’ strength of 

identification with their organization depends on the frequency of electronic 

communications with their organizations. Nakra (2006) however found a moderate 

relationship between media quality and organizational identification among 

employees in a traditional office setup. The current study therefore also sought to 

further establish the relationship between communication media and OI among 

employees in a traditional setup, to further contribute to empirical literature on these 

variables. 

 
The studies discussed in the foregoing paragraphs are mostly from Western 

sources (Bartels, Pruyn, De Jong, & Joustra, 2007; Chreim, 2002; Fay & Kline, 2012; 

Smidts et al., 2001; Wisenfeld, Raghuram, & Garud, 1999). To the best of the present 

writer’s knowledge, no studies have been done in the Kenyan context more 

specifically in the media industry to establish the link between employee 

communication and organizational identification. Existing studies in the Kenyan 

context have mostly focused on establishing the impact of internal communication on 

organizational performance. 

 
Some of the studies in Kenya include Mouria, Gakura, and Kyambi’s (2011) 

study to evaluate the contribution of communication and information to high 

performance in the Kenyan banking sector. Mouria et al. (2011) found that 

communication and information sharing in the banking sector contributed to high 

performance at 43%. These findings further justify the importance of investing in 

8 

Daystar University Repository

Library Archives Copy



 

 

 
internal communication for organizations. Muema (2010) also studied the effects of 

poor communication on organizational performance. The study was carried out 

among 300 employee of the Kenya Seed Company Limited. In this study, Muema 

found that many of the organizational problems such as high employee turnover, loss 

of business, absenteeism, loss of productivity, among others were as a result of poor 

communication. 

 
Hume and Leonard (2011) also conducted a study in five International Non-

Governmental Organizations (INGOs) in South Africa. The purpose was to explore 

the strategic potential of internal communications in INGOs. Findings revealed a 

positive correlation between effective management of INGOs with internal 

communication. Hume and Leornard concluded that, there is need for increased focus 

on strategic internal communication, since it has a significant impact on the 

organizational performance of INGOs. With the background given, it was relevant to 

carry out the current study in the Kenyan context. A brief background of the Standard 

Media Group, being the subject of study, is therefore given in the next section to 

provide the context in which the study was carried out. 

 

 

The Standard Media Group 
 

 

The Standard Media Group is one of the oldest media companies in Kenya. It 

has been in business for over 100 years. Founded in 1902, The Standard Media Group 

has grown over the years to include KTN station, Radio Maisha, PDS-Publisher 

Distribution Service for magazines and Think Outdoor for billboards/outdoor 

advertising (Standard Group Limited, 2012). In this regard, Standard Media Group is 

one of the biggest employers in the media industry with a total of 912 employees 
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distributed in various county offices across the country. The Standard Group’s head 

office has a total of 424 employees (Standard Group Limited, 2012). 

 
The Standard Media Group’s corporate identity is anchored in its defined 

vision, mission and key enablers (The Standard Group Limited, 2012): i) The vision is 

to be the leader in the media industry, delivering world-class products and services to 

their customers; ii) The mission is to inform, entertain and educate customers by 

reporting, publishing and broadcasting relevant and timely content, through their 

talented and professional staff, iii) Key enablers are customer service excellence, 

world class business processes and right business behaviour. 

 
The company’s desired corporate identity is therefore to be the leader in the 

media industry. The Standard Group aims to achieve this by providing world class 

products and services through customer service excellence; world class business 

processes and the right business behaviour as held by their talented staff. If employees 

are seen as a key business driver, it is important that the employer builds their 

identification with the company to achieve the goal (Stuart, 2002). 

 
Despite the vision of the Standard Group to be a leader in the Media Industry, 

the company operates in a very competitive environment, with a number of media 

houses having been established in Kenya. The Standard Media Group was the first 

private media company founded in 1902 with its KTN station started in 1990 

(Standard Media Group, 2012). However, over the years, a number of private media 

companies have come up including the second NTV started in 2000 (Nation Media 

Group, 2012), followed by the more recently established companies (Royal media 

with Citizen TV and a number of vernacular radio stations, K24, Kiss TV, East TV, 

GBS, Family TV, among others. Owing to an increase in competition, the Standard 

Media Group has over the years experienced problems of high staff turnover 
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(Standard Group Limited, Human Resources Annual Turnover Report, 2012) with 

their most prominent journalists being poached by other media houses (Lilian Muli 

Kanene, Beatrice Marshal, Catherine Kasavuli, among others). 

 
Since the Standard Group has a fairly large number of employees and operates in 

a competitive environment, investment in employee communication and organizational 

identification would be important for business growth. This assumption can be justified 

following the argument by Smidts et al. (2001) that employee identification affects 

business performance and an attractive communication climate can contribute 

significantly to the long-term success of a company. 

 
Nakra (2006) also acknowledges that organizations with high employee 

identification and, effective communication have shown to have lower turnover rates 

than other organizations. Low staff turnover will save the Standard Group the 

challenge of having to fight with loss of prominent journalists to competing media 

companies. Further, according to Synovet reports (2012) media audience in Kenya 

tend to watch more or listen to TV stations and Radio stations that are perceived as 

credible and with the best journalists. Therefore, high turnover may lead to loss of 

audience and hence poor business performance. 

 

 

Statement of the Problem 

 

As organizations are not giving attention to employee communication, 

employee identification with their organizations has become a major challenge 

(Stuart, 2002). The Standard Group has faced problems related to low organizational 

identification: high staff turnover (Standard Group HR Board Report, 2012); poor 

business performance (Synovet Report, 2012, August), lack of employee support, 

among others. Scholars (Smitds, et al., 2001; Edwards & Peccei, 2007) confirm that 
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such problems are related to low organizational identification. Hence, there was need 

to carry out the current research on organizational identification and employee 

communication at the Standard Media Group. 

 
Further, a review of literature revealed there is scarcity of studies in Kenya, on 

the link between employee communication and organizational identification, therefore 

further necessitating research in this area. 

 

 

Purpose of the Study 
 
 

The purpose of this study was to establish the link between employee 

communication and organizational identification. 

 

Objectives of the Study 
 

The objectives of this study were: 

 

i. To find out the degree to which Standard Media Group employees identified 

with their organization. 

 
ii. To establish the relationship between employee communication and 

organizational identification. 

 
iii. To investigate the relative contribution of the different domains of employee 

communication in intensifying organizational identification. 

 
 
 

 

Based on the objectives of the study, this research sought to answer the following 

questions: 

 
i. To what degree did the Standard Media Group employees identify with 

their organization? 
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ii. What was the relationship between employee communication and 

organizational identification? 

 
iii. What was the relative contribution of the different domains of employee 

communication in intensifying organizational identification? 

 

 

Rationale of the Study 
 
 

 

As discussed in the background of the study, there are many benefits that 

accrue from an organization having high levels of organizational identification. If 

existing studies posit that organizational identification is influenced by employee 

communication, and further has an impact on business performance, the current study 

is justifiable. Organizational managers in Kenya are likely to benefit from the findings 

of this empirical research which identified the relationship between employee 

communication and organizational identification. 

 
Further, the researcher visited the Daystar online library, Daystar main library 

and the Ministry of Higher Education library where all academic research papers from 

all universities in Kenya are filed. In both the daystar library and Ministry of Higher 

Education library, there were no studies done specifically on the media companies in 

Kenya on internal communication as it relates to organizational identification. 

 
The unavailability of research on the relationship between employee 

communication and organizational identification in the Kenyan context further 

necessitated the need to carry out the study. The study was even more specifically 

relevant, in the Kenyan Media industry where journalists seem to have low levels of 

organizational identification, as they keep shifting from one media house to another. 
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Significance of the Study 
 
 

This study is significant to the Standard Media Group where the study was 

carried out, to other organizations and media houses that may borrow insight from the 

findings of the study, to the researcher herself and to other researchers. The study is 

significant to other researchers as it has contributed to literature in the field of 

employee communication and organizational identification in the Kenyan context, 

from which they can borrow references. 

 
To the Standard Media Group, the research may help the organization 

appreciate the importance of investing in internal communication as a resource for 

building organizational identification. More specifically, the Standard Media Group 

may use the research findings to build organizational identification and curb high 

employee turnover, with journalists often being poached by other media companies. 

 
Other organizations, especially media companies that may have access to 

this thesis may benchmark and borrow insight from the findings of the Standard 

Media Group. They may find out what has worked and what has not worked and take 

corrective measures for their own internal communication programs. This can help 

them seal any existing gaps in organizational identification. 

 

 

Assumptions of the Study 

 

The study was guided by the following assumptions: 

 

i. Employee communication helped to build organizational identification. 

Without a positive employee communication, it is unlikely that employees 

would identify with an organization even with all other factors remaining 

constant. 
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ii. Employees who identified with their organization were supportive of their 

employers and loyal. Therefore high staff turnover and employee unrest were 

signs of low organizational identification. 

 
iii. The Standard Media Group would be positive in participating in this study and 

findings would give insight for the company to invest in internal 

communication. 

 
 

 

Limitations and delimitations of the Study 
 
 

The main limitations and delimitations of this study included: 
 

 

i. Being a former employee of the Standard Media Group, the researcher could 

have been affected by some element of bias in regard to the questions asked 

and the sampling of respondents. To eliminate bias, in regard to the research 

questions and data collected, the study adopted existing instruments for 

measuring organizational identification and internal communication. To avoid 

sampling bias, research assistants were used to administer, collect and code the 

questionnaires instead of the researcher doing it herself. 

 
ii. With the restrictive nature of media houses and a bulk of employees being 

journalists, who are sensitive to giving information and mostly work out in the 

field, it was a challenge to get them to participate in the research. However, to 

curb the problem, the researcher used convenience sampling so that only 

respondents who were available and accessible participated in the study. 

 
iii. This being a sensitive topic touching on the level to which employees identify 

with their organization, employees were suspicious and did not want to 

 
participate in the study for fear of victimization. The researcher countered this 
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problem by assuring them of confidentiality and that the findings were to be 

used strictly for the intended purpose. 

 
iv. The research was carried out in March 2013 during Kenyan general election 

period, when media houses were busy with election coverage, hence making it 

a challenge to successfully engage the entire sample of 85 respondents. 

However, a longer period of time, 3 – 4 weeks, was given for respondents to 

fill in questionnaires, therefore, giving a response rate of 64% (54 out of the 

target sample of 85). 

 

 

Definition of Terms 

 

This section presents a definition of key terms used in the study. Definition of 

terms enables a better understanding of the study. The following terms and concepts 

are considered necessary to define for this study. 

 
Employee communication – This term adopted the definition by Cornelissen 

(2008) which looks at employee communication as communication with staff 

internally within the organization. According to Cornelissen (2008) employee 

communication includes management communication and Corporate Information and 

Communication Systems (CICS). Employee communication therefore focuses on the 

communication climate, communication structures (upward, downward, horizontal 

and lateral communication), communication media and communication messages as 

well as integrated internal communications. Integrated internal communication 

involves integration of internal and external communications to enhance image, 

identity and identification alignment. In this paper, employee communication and 

internal communication are used interchangeably. 
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Communication climate is defined as “the internal environment of information 

exchange between managers and employees through an organization’s formal and 

informal networks” (Cornelissen, 2008, p. 201). It includes communicative elements 

of the work environment, such as: the openness of management to employee 

communication or trustworthiness of information being disseminated in the 

organization (Guzley, 1992; cited in Smidts, et al., 2001). 

 
Internal marketing communication/integrated internal communication is a 

means of “involving staff at all levels in effective marketing programs by enabling 

them to understand their role within the marketing processes” (Mishra, 2010, p. 185). 

Programs for internal marketing consists staff training and development and more 

specifically effective internal communication and integrated schemes, designed to 

enhance the understanding of the overall organizations mission, goals and values for 

employees to project out to external stakeholders. 

 
Corporate image refers to the perceptions that external stakeholders have 

towards an organization. The definition is borrowed from Christensen’s and 

Askegaard’s (2001) who define it as the perception that external stakeholders have 

towards an organization or rather the “general impression of the organization held in 

common by a relevant group in the organization’s external surrounding” (Christensen 

& Askegaard, 2001, p. 296). 

 
Organizational Identification refers to the psychological bond that internal 

stakeholders/employees have towards their organization. It determines the degree to 

which employees share in the organizational goals and values; categorize and label 

themselves in terms of the organization and feel a sense of attachment, belongingness 

and membership of the organization (Edwards & Peccei, 2007; Mael & Ashforth, 

1992; Smidts et al., 2001). 
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Corporate Identity – Is defined as “the way a firm chooses to identify itself to 

all its publics-the community, customers, employees, the press, present and potential 

stakeholders, security analysts, and investment bankers” (Christensen & Askegaard, 

1999, p.295). Corporate identity is anchored on three main construct: i) Symbolism, 

which refers to corporate logos and the company house style (stationery etc) of an 

organization; ii) Communication, all planned forms of communication including 

corporate advertising, events, sponsorship, publicity and promotions, and iii) 

Behaviour which includes all behaviour of employees (ranging from managers and 

receptionists to front-line staff such as sales people and shop assistants) that leaves an 

impression on stakeholders (Cornelissen, 2008; Stuart, 2002). 

 

Corporate Reputation – An individual’s collective representation of past 

images of an organization (induced through either communication or past 

experiences) established over time (Cornelissen, 2008). 

 

 

Summary 
 

 

In this chapter, the introduction and background of the study formed the 

basis for all the other sections discussed: the problem statement, purpose of the study, 

objectives and research questions, rational of the study, significance, limitations and 

delimitations and assumptions of this study. Following the discussions in all the above 

sections, it was justifiable that there was a need to carry out research to establish the 

link between employee communication and organizational identification at the 

Standard Media Group. The study was significant as stated in this chapter and all the 

limitations were overcome to ensure success of the study. 
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In the next chapter, literature by other authors on corporate identity, employee 

communication and organizational identification is given to provide clear theoretical 

framework of this study. Chapter three gives the methodology of the study which 

include: research design, population of the study, sampling design, research 

instruments, validity, data processing and analysis procedures. Lastly chapters four 

and five provide the on research findings, recommendations and areas for further 

research. 
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CHAPTER TWO 
 

LITERATURE REVIEW 
 

 

Introduction 
 

 

This chapter presents a review of literature by other authors on internal 

communication, and organizational identification. The purpose was to find out how 

other authors conceptualized the concepts and the findings, and methodology that 

were adopted in similar empirical studies. The first section is a review of existing 

studies on corporate identity and organizational identification. Understanding 

corporate identity, helps to establish the place of employees in public relations and 

hence, the importance of developing high organizational identification. Next is 

literature on organizational identification; internal communication and finally on the 

relationship between employee communication and organizational identification. 

Both empirical and theoretical studies have been reviewed. Lastly, a critical 

evaluation of the literature review and summary is given. 

 

 

Corporate Identity and Organizational Identification 
 

 

Review of literature relating to corporate identity and organizational 

identification is important in locating the place of employees in corporate 

communication theory and practice. It gives the bigger picture of the study topic. 

According to Alessandri (2001) as cited in Fourie and Holtzhausen (2009), a 

company’s corporate identity is aimed at strategic presentation of itself in order to 

gain a positive corporate image and a favourable reputation. However, Fourie and 

Holtzahusen (2009) further argue that apart from presenting a desirable corporate 
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identity, it is important that stakeholders identify with a company as a whole in order 

to establish favourable stakeholder relationships. Following Fourie’s and 

Holtzahusen’s argument, it is important that employees as internal stakeholders also 

identify with their organization’s corporate identity, so that there exists favourable 

relations between the employers and the employees. 

 
Cornelissen (2008) further states that employees form part of an 

organization’s corporate identity through their behavior, as discussed in the Birkigt 

and Stadler’s model, figure 1.1 below. According to the Birkigt and Stadler’s model, 

the corporate identity comprises of: symbolism, communication and behavior. The 

behavioural component directly relates to organizational identification as it refers to 

the behaviour of employees (ranging from managers and receptionist to front-line 

staff such as sales people and shop assistants) that leaves an impression on 

stakeholders (Cornelissen, 2008). In relation to this study, the behavior component is 

important, because, if employees identify with their organization, they are likely to 

show supportive behavior that enhances the corporate identity of the organization. 
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Figure 1.1: The Birkigt and Stadler model of corporate identity (Cornelissen, 2008) 
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As stated by Cornelissen (2008), symbolism refers to the logos and the 

company house style (stationery etc.) of an organization. Fourie and Hotzhausen 

(2009) however argue that symbolism should be considered as to include visual 

symbolic corporate identity (company name, logo, corporate colours, corporate signs 

and billboards, environment, architecture, facilities and vehicles) and the non-visual 

symbolic corporate identity (company values, company objectives, and company 

structure). 

 
The symbolic elements, according to Fourie and Holtzhausen (2009), are 

conveyed to stakeholders by means of communication and behavior. However, Fourie 

and Holtzhausen observe that the visual identity does not impact on employer-

employee relationships as opposed to the non-visual which has a great impact. 

Therefore, as it relates to this study, an organization should capitalize on 

communicating the non-visual symbolic identity, that is: the company values, 

objective, structure and goals so as to enhance organizational identification. 

 
Employees forming a major component of the corporate identity (behaviour) 

should be considered as strategic in reputation and image management. As such, 

studies have emphasized the importance of employees identifying with their 

organizations (Stuart, 2000). Employee identification is important because all 

employees represent the corporate identity (King, 1991; cited in Stuart, 2002). 

 
As observed by Stuart (2002), employees have a strong impact on corporate 

identity, because as employees identify less with an organization or are confused 

about its core values, the organizational identity becomes less stable. Again, the more 

they identify with the organization, the more stable and consistent the identity 

becomes. Organizations should therefore strive to build organizational identity 

(behaviour component). 
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Cornelissen (2008) argues that corporate communications practitioners should 

strive to link the corporate identity – the picture of the organization that is presented 

to external stakeholders-to the core values that members of the organization 

themselves associate with (culture). Cornelissen emphasizes that corporate identity 

formation should start with a thorough analysis and understanding of the 

organization’s core values in its mission, vision and culture as upheld by employees. 

 

 

Organizational Identification 
 
 
 

The view in the foregoing literature that the behaviour of employees has a 

direct effect on an organization’s corporate identity suggest that employees should 

identify with an organization’s ideals and goals (van Riel & Balmer, 2007). Various 

scholars have carried out studies in which they recognize the impact of organizational 

identification (OI) on the well-being of organizational members and the organization 

itself (Balmer & Wilson, 1998; Brickson, 2005; Dutton, Dukerich & Harquail, 1994; 

Dukerich, Golden & Shortel, 2002; Edwards & Peccei, 2007; Gotsi & Wilson, 2001; 

Lee, 1971; Mael & Ashforth, 1992; Stuart, 2002;). Edwards and Peccei (2007) argue 

that OI has attracted increasing interest among organizational scholars, first because it 

helps to understand the link between individuals and their organization, and secondly, 

it has a number of benefits both for the organization and for employees themselves. 

 
However, Dukerich, et al. ((2002) note that “although organizational 

identification has generated a great deal of theoretical attention, relatively few 

empirical studies have been published that examine its effects” (p. 507). Dukerich et 

al. (2002) therefore carried out a study among 1,504 physicians affiliated to three 

major U.S health care systems, to establish the impact of organizational identification, 
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identity and image on the cooperative behavior of physicians. In this study, they 

found that the strength of organizational identification was positively related to, the 

extent to which physicians engaged in cooperative and organizational citizenship 

behavior. These findings reveal that OI is important in winning employee support. 

 
Mael and Ashforth (1992) also observe that employees who identify with their 

organizations are more likely to buy in to the organization’s goals and activities, and 

therefore become more motivated to work hard to achieve organizational goals. Mael 

and Ashforth (1992) also carried out a study among 297 alumni of an all-male 

religious college in U.S.A. Findings revealed that organizational identification was 

statistically significantly correlated with: financial contribution of the alumni; their 

willingness to advise their sons and others to join the college; and participation in the 

college functions. Following Mael and Ashforth’s findings, organizational 

identification can be looked at as a key determinant of excellent business performance 

because it contributes to an organization’s bottom line. 

 
Edwards and Peccei (2007) further argue that organizations with high levels of 

employee identification can benefit from a more cohesive work atmosphere; greater 

level of employee cooperation; citizenship behavior and employee support for the 

organization. Mael and Ashforth (1989) as cited in Edwards and Peccei (2007) add 

that, the benefit of organizational identification to employees is that employees enjoy 

positive self-esteem and the satisfaction of the human need to belong. 

 
As stated by Edwards and Peccei (2007) and Mael and Ashforth (1992), it can 

be concluded that OI is of benefit to both the organization and the employees 

themselves. However, it is the organization that should put in place measures to 

engender employee identification. Edwards (2005) observes that the processes of 
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organizational identification (OI) are extremely important in helping to ensure that 

employees work towards the interests of the organization. 

 
Smidts et al. (2001) also agree that OI has benefits which include: increasing 

the likelihood that staff will stay at the organization; be cooperative with other 

members; go an extra mile on behalf of the organization to help enhance success; and 

make decisions that are in the organizations strategic interest when faced with 

choices. 

 
Though there are high benefits that result from high organizational 

identification, Scott (2007) observes that very few corporate communication scholars 

have done empirical research linking communication and organizational 

identification. Most research has been done by scholars from the field of 

organizational behavior. Scott’s (2007) argument further brought out the need to carry 

out the current research from a corporate communications perspective. This study 

contributes to the limited research on OI in the communication field. 

 
However, according to Drucker (1986) and Werther (1988) cited in Mael and 

Ashforth (1992), erosion of employee loyalty, due to corporate takeovers and, 

restructuring has led to renewed interest in the concept of OI and provoked the need 

for organizations to take members seriously. This argument is in line with the current 

status in the media industry in Kenya. Increased competition in the media industry has 

led to high turnover and hence the need for organizations to appraise organizational 

identification. Rousseau (1998) cited in Kreiner and Ashforth (2004) also adds that 

due to the increased downsizing and outsourcing, organizations need to devise 

measures to strengthen employee identification. Kreiner and Ashforth further argue 

that with outsourcing and downsizing, organizational identification has been 

frequently dismantled and the question “who are we?” has become “who are we 
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now?” If employees question who they really are, it is unlikely that they will identify 

with their organization. Thus it is important for an organization to communicate its 

identity to employees to build their level of identification especially when undergoing 

changes. 

 
Additionally, the media has become a watchdog of organizations, with 

organizations now more subject to greater public scrutiny (Stuart, 2002; Cornellissen, 

2008). There is growing frequency of assessment of the organization by external 

constituencies, thereby calling for a need for organizations to emphasize the role of 

employees in corporate identity management. The position of organizational 

identification as an antecedent of maintaining a consistent corporate image is 

imperative (Mael & Ashforth, 1992; Stuart, 2002; Smidts et al. 2001). The media 

industry in Kenya is also no longer immune to public scrutiny. New social media 

platforms have become the major watchdogs of traditional media. As such, Standard 

Group Media being the focus of the study is also affected by new media reports that 

may affect the organizational identification of their employees. 

 

 

Conceptualization of Organizational Identification 
 
 

 

Organization identification has firm roots in Social Identity Theory by Tafjel 

and Turner (1978). OI reflects the perceived amount of interests an individual and 

organization share, and the feeling of pride in being part of the organization or feeling 

acknowledge in it (Tafjel & Turner, 1982; cited in Smidts, et al., 2001). OI is both a 

cognitive and affective construct as defined by Edwards and Peccei (2007), however 

as reviewed in this literature, some scholars see organizational identification as 

strictly a cognitive concept. For example, Dutton et al. (1994) refer to OI as “a 
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cognitive linking between the definition of the organization and the definition of self” 

(p. 242). They argue that the strength of a member’s organizational identification 

reflects the degree to which the content of the member’s self-concept is tied to his or 

her organization. Mael and Ashforth (1989) also define organizational identification 

as a cognitive concept. According to Mael and Ashforth, organizational identification 

refers to the perceived oneness or belongingness with an organization and, the 

experience of the organization’s success and failures as one’s own. 

 
While recognizing the cognitive basis of identification, other researchers place 

more emphasis on an affective element linked to the sense of belonging to and 

membership of the organization (Edwards, 2005; Lee, 1971, Smidts et al., 2001; van 

Dick, 2001; cited in Edwards & Peccei, 2007). Lee (1971) defines OI as “the degree 

of the individual’s broad personal identification with the organization” (p. 215). 

Smidts et al. (2001) further refer to OI as both affective and cognitive by looking at 

OI as the extent to which an individual perceives him/herself as belonging to an 

organization and the feeling of pride in being part of it. 

 
Dutton et al. (1994) define organizational identification as the extent to which 

an individual perceives him or herself as belonging to the group and being a typical 

member of the group. Smidts et al. (2001) further quote Tafjel (1978) who emphasizes 

that the affect component of OI, feeling of pride in being part of the organization or 

feeling of being acknowledged in it, is important in creation of a positive image of 

one’s own organization or achieving a positive social identity. Edwards (2005) argues 

that the main focus of cognitive approaches tends to be on self-categorization, and 

goal and value congruence which are related to the thinking aspect of the 

identification rather than the feeling aspects that are commonly associated with 

affective identification. 
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Kreiner and Ashforth (2004) on the other hand argue that, “organizational 

 

members are said to identify with the organization when they define themselves at 

 

least partly in terms of what the organization is thought to represent”(p. 2).  Following 

 

a review of literature on conceptualization and operationalization of Organizational 

 

Identification, Edwards (2005) concludes that when reflecting on how the notion of 

 

OI has developed over the past 50 years, authors have linked OI to: 

 

belongingness (Lee 1971; Patchen 1970); loyalty (Brown 1969; Lee 

1971; Patchen 1970); involvement (Brown 1969); attraction to the 

organization (Brown, 1969); consistency of organizational and 

individual goals (Brown 1969) reference of self to organizational 

membership (Brown 1969) shared characteristics (Dutton et al., 1994); 

integration of the organizational goals and values to individual’s own 

(Hall et al., 1970); emotional commitment (Schneider et al., 1971); 

emotional attachment (Van Dick, 2001) self-categorization or social 

identification (Ashforth & Mael, 1989); self-referential or self-defining 

beliefs (Pratt, 1998); a cognition of self in relationship to the 

organization (Rousseau, 1998); and a feeling of solidarity (Patchen, 

1970; Rotondi, 1975) (p. 213). 
 

 

The above studies argue for the conceptualization of OI either as an affective 

 

or cognitive component. Following the review of arguments by Edwards and Peccei 

 

(2007) and Smidts et al. (2001), this study defines organizational identification as 

 

both an affective and cognitive element. Organizational identification can therefore be 

 

defined as the psychological linkage between the individual and the organization 

 

whereby the individual feels a deep, self-defining affective and cognitive bond with 

 

the organization as a social entity (Edwards, 2005). OI determines the degree to which 

 

an employee shares in the organizational goals and values; categorizes and labels him 

 

or herself in terms of the organization; and feels a sense of attachment, belongingness 

 

and membership of the organization (Edwards & Peccei, 2007; Mael & Ashforth, 

 

1992; Smidts et al., 2001). 
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Various authors also add that apart from the cognitive and affective aspects in 

conceptualizing organizational identification, the concept has been confused with 

related constructs such as organizational citizenship behavior, person-organization fit, 

and organizational commitment (Dutton et al., 1994; Edwards & Peccei, 2007; 

Edwards, 2005; Kreiner & Ashforth, 2004; Mael & Ashforth, 1989, 1992;). However, 

studies by Edwards (2005) explicitly distinguish organizational identification with 

commitment. According to Edwards, OI relates to what an organization is while 

commitment relates to what an organization does to its employees. Kreiner and 

Ashforth (2004) also assert that “one identifies with an organization (and would feel a 

deep existential loss if forced to part) whereas one may discern a good fit with a set of 

similar organizations and could come to feel committed to any of them” (p. 2). 

 
As outlined by Mael and Ashforth (1989), the workers are more likely to 

identify with an organization if it is distinctive from other organizations, with 

recognizable values, recognizable goals and if it has a strong enduring identity. 

Additionally, Dutton et al. (1994) propose that workers are more likely to identify 

with an organization if the organization is seen as prestigious with a positive image. In 

this regard, Edwards (2005) argues that application of the social identity theory helps 

distinguish between organizational commitment and organizational identification. 

Antecedents that have been attached to organizational commitment on the other hand 

include those based on an organization-employee social exchange. Examples include: 

perceived organizational support; organizational practices; and treatment of 

employees which may either encourage or discourage employee to be committed to an 

organization (Edwards, 2005). 

 
The current study also clearly distinguishes organizational identification from 

variables like commitment and citizenship behavior. This is because the focus is to 
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establish the relationship between employee communication and organizational 

identification. The study involves making employees understand their organization’s 

corporate identity, personal role and the communication climate and not what the 

organization does to the employees to win their commitment. 

 

 

Measurement of Organizational Identification 
 

 

Scholars in the field of organizational identification (Edwards, 2005; Edwards 

 

& Peccei, 2007) argue that any effective measure of a construct must display a 

linkage between how the construct is conceptualized and operationalized. They 

observe that most measures of organizational identification suffer from a problem of 

lack of link between how OI is conceptualized and operationalized. Another identified 

problem is the inclusion of constructs other than organizational identification such as 

organizational commitment (Edwards & Peccei, 2007). 

 
The most widely used measures of organizational identification have been the 

25-item Organizational Identification Questionnaire (OIQ) by Cheney (1982) with a 

high reported level of reliability (alpha = 0.95) and Mael and Ashforth’s (1992) six-

item scale also with good levels of reliability with an average alpha of 0.85 (Edwards 

 
& Peccei, 2007; Edwards, 2005). However, some scholars find the Cheney’s 25-item 

 

OIQ quite long and prefer Mael and Ashforth’s six-item scale (Bartels et al., 2007; 

Edwards, 2005; Smidts et al., 2001). 

 

Mael and Ashforth’s (1992) scale consists of the following six items measured 

on a 5-point agree/disagree scale (1 = strongly agree; 5 = Strongly disagree): When 

someone criticizes (name of organization), it feels like a personal insult. 2) I am very 

interested in what others think about (name of organization). 3 When I talk about this 
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organization, I usually say 'we' rather than 'they'. 4) This organization’s successes are 

my successes. 5) When someone praises this organization, it feels like a personal 

compliment. 6) If a story in the media criticized the organization, I would feel 

embarrassed. 

 
Despite Cheney’s (1982) OIQ and Mael and Ashforth’s (1992) six-item scale 

being widely used in OI research, Edwards (2005) and Edwards and Peccei (2007) 

argue that both Cheney’s 25-item OIQ and Mael and Ashforth’s six item scale also 

suffers from the problem of lack of link between conceptualization and 

Operationalization of OI. They argue that Cheney’s scale includes a wide range of 

components some of which relate more to organizational commitment. Mael and 

Ashforth’s (1992) six-item scale which has become the main measurement tool used 

by researcher in the area of OI, is also linked to the problem of failure to link the 

conceptualization of OI to how they operationalized it (Edwards, 2005). 

 
Van Dick (2001) cited in Edwards and Peccei (2007) argue that in the 1992 

six-point Mael and Ashforth scale, the cognitive element of OI appears to be 

completely neglected and has more of an affective flavor, yet in conceptualization of 

OI they placed a strong emphasis on the cognitive elements of identification (e.g. self-

categorization and sharing of the goals and values). Other scholars like (Abrams & de 

Moura, 2001; cited in Edwards & Peccei, 2007; Smidts et al., 2001) have used 

different measures but this measures have tended to be based on previous identity 

scales and have not been specifically designed to measure OI (Edwards, 2005). 

 
Following an argument on the validity of both Cheney’s and Mael and Ashforths’ 

instruments, Edwards and Peccei (2007) developed a measure of OI based on clear 

conceptualization and operationalization of OI. They conceptualized organizational 

identification as a psychological linkage between the individual and the 
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organization, whereby the individual feels a deep, self-defining, affective and 

cognitive bond with their employing organization as a social entity (Edwards, 2005). 

In line with the above definition, Edwards and Peccei (2007) note that: 

 
OI can be said to comprise of three main subcomponents (self-

categorization and labeling, sharing organizational goals and 

values and sense of attachment, belonging and membership of 

the organization) which when taken together, define the 

strength or depth of individual’s affective and cognitive bond 

with their organization (p. 30). 
 

 

Building on key approaches to analysis of OI, Edwards and Peccei (2007) 

outlines a new three-component conceptualization of OI focusing on the extent to 

which: individuals categorize and label themselves as members of the organization; 

have a sense of attachment and belonging to the organization; and share the goals and 

values of the organization. 

 
The reviewed literature on measurement of OI in this section helped to meet 

the first objective of this study. The objective was to establish the degree to which 

Standard Media Group employees identify with their organization. The main 

argument as put by Edwards and Paccei (2007) on measures of OI is to ensure 

consistency in conceptualization and operationalization of the concept of 

organizational identification. The current study therefore developed a measure 

borrowing from Edwards and Paccei’s (2007) instrument in which OI was categorized 

into three main components: self-categorization and labeling; sharing organizational 

goals and values and feeling of attachment, belongingness and membership. 

 
A few statements to measure organizational identification were also be 

borrowed from Mael and Ashforth’s (199) six item questionnaire and Smidts et al. 

(2001) since these instruments have all been found to have high reliability and 
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validity. Therefore this study was keen to ensure consistency between 

conceptualization and operationalization of OI to increase accuracy of the instrument. 

 

 

Antecedents of Organizational Identification 
 

 

Having discussed the measures of organizational identification, it was 

imperative to review literature on antecedents of OI. Van Riel and Balmer (2007) 

argue that while effective communication is one method of engendering OI, other 

elements are of at least equal importance. The other elements as identified by van Riel 

and Balmer (2007) include: job satisfaction, management style, corporate culture and 

perceived organizational prestige. van Riel et al. (1994) as cited in Van Riel and 

Balmer (2007) developed the Rotterdam Organizational Identification (ROIT) scale - 

a tool for measuring the impact of the five variables on employee identification with 

the company as in figure 1.2. 

 
Van Riel and Balmer (2007) observe that the central point of the ROIT scale is 

the identification of an employee with his or her organization. Using the ROIT scale, 

15-item organizational scale was constructed, to establish the strength of 

identification with an organization. The following elements were measured: a feeling 

of belonging; congruency between organizational goals and values; positive 

organizational membership; organizational support; recognition of distinct 

contributions; a feeling of acceptance and security. 
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B 
 

FigurePerceiv1.2Predliminary modelJob ROIT scale (VanGoalsRiel and Balmer, 2007,Organizationalp.347) 
 

organizational satisfaction Values culture prestige 
 
 
 
 
 

 

A Organizational Identification 
 

Figure 1.2: Preliminary model ROIT scale (Van Riel and Balmer, 2007, p. 347) 
 
 
 

 

C Employee Communication 
 
 
 

 

Figure 1.2: Preliminary model ROIT scale (van Riel & Balmer, 2007, p. 347) 
 
 

In measuring the impact of the five antecedents (perceived external prestige, 

 

job satisfaction, goals and values, organizational culture and employee 

 

communication) on organizational identification, the questionnaire is divide into four 

 

modules (A, B, C, D) as indicated in figure 1.2. 

 

In addition to the measurement of OI (A), the five antecedents of OI are 

ascertained, (B + C) (perceived organizational prestige, job satisfaction, 

implementation of goals, organizational culture and employee 

communication), followed by questions about employee communication (C) 

and personal organizational characteristics (D) (van Riel & Balmer, 2007, p. 

347) 

 

The above scale positions employee communication distinctively from the 

 

other variables showing employee communication has more prominence in 

 

determining organizational identification. van Riel and Balmer (2007) also indicate 

 

that employee communication is used to determine employee personal characteristics 
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as well as organizational characteristics. Bartels, Pruyn, de Jong, and Joustra (2007) 

argue that in various studies, the importance of communication is emphasized as an 

antecedent of organizational identification but insight into how communication 

influences identification processes is still limited. 

 
Various researchers have focused on the effect of both perceived external 

prestige and communication on organizational identification. However, as Smidts et 

al. (2001) concluded in their study on the impact of employee communication and 

perceived external prestige on OI, “employee communication augments perceived 

external prestige and helps explain employee identification” (p. 1058). Smidts et al. 

further argue that employees who cannot make use of their organizations external 

achievements have only the intrinsic qualities of the company to draw on. These 

intrinsic qualities can only be enhanced through employee communication. 

 
The current study therefore was more focused on internal communication as a 

determinant of OI as compared to the other variables. In this study, the researcher 

sought to establish whether there is a link between employee communication and 

organizational identification. The literature therefore focused on employee 

communication to help understand what it is all about and how it is important in 

engendering organizational identification. 

 

Definition and Place of Employee Communication 
 

 

Employee communication is a major field in the study and practice of 

corporate communication. It refers to internal communication with employees within 

an organization (Cornelissen, 2008). Employee communication enhances the link 

between an organization and its employees which facilitates achievement of common 

goals (Al-Ghamdi, Roy & Ahmed, 2007; Baskin, Arnoff & Lattimore, 1997; 
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Cornelissen, 2008). Internal communication is also defined as transactions between 

individuals, and groups at various levels of the organization, and different areas of 

specialization which are intended to design (and redesign) organizations and 

coordinate day-to-day activities (Frank & Brownwell, 1989; cited in Dolphin, 2005). 

 
Internal communication is therefore the means through which positive 

relations between an organization and its employees are maintained (Dolphin, 2005). 

Greenbaum (1974) further argues that employee communication should be interpreted 

as including all behaviour-modifying stimuli, both verbal and non-verbal and not only 

as written media (correspondence, house publications, bulletin board information), 

hardware (telephone systems, dictation equipment, computer units) and speech 

activities (interviewing, directing, conferencing). 

 
Balasen (2008) exemplified the place of internal communication by pointing 

out that, majority of topics in the International Journal of Corporate communication 

cover everything imaginable that connotes internal communication, external 

communication, or both. As such, in defining corporate communication as a field of 

study, the key emphasis has been on internal and external communication. Van Riel 

(1995) cited in Balasen (2008) defines corporate communication as: 

 
an instrument of management by means of which all consciously used forms 
of internal and external communication are harmonized as efficiently as 

possible so as to create a favourable basis for relationships with groups upon 
which the company is dependent (p. 26). 

 

Following this definition, communication executives, professional and 

academicians are reminded that the conduct of corporate communication involves 

public accountability both internally and externally (Stuart, 2002). Viewing internal 

and external communication as connected functions shifts the focus of corporate 

communication to answering a number of questions. These questions are about how 
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an organization can communicates consistently to its many audiences, in a way that 

represents a coherent sense of self needed to maintain credibility, and reputation 

inside and outside the organization (Balasen, 2008). 

 
However, Greenbaum (1974) argues that despite the growing emphasis by 

corporate communication scholars on the significance of employee communication, 

the function is seldom recognized by organizations as a major activity of 

management. Greenbaum argues that, even where it is recognized, there is 

considerable lip service and uncertainty as to its proper handling. Companies are 

focusing on communicating strategies to partners and customers but forget to inform 

the people who make their companies run (Greenbaum, 1974). 

 
Stuart (2002) observes that, employees are a primary group of stakeholders in 

an organization; however, they are often over looked in corporate communications 

and public relations programs. This is because as observed by Stuart (2002), many 

organizations focus on external stakeholders whose importance in relation to 

organizational survival is perceived as greater. Barret (2002) argues that “if 

management can be coached into realizing that employee communication is a key 

ingredient in becoming a high-performing company; they will more likely give it the 

time and energy it needs and deserves” (p. 220). According to Barret, employee 

communication should be recognized by management as strategic and companies 

should learn to lever its strategic capabilities. This can be achieved by integrating 

employee communication into the company’s strategy. Keeping employees informed 

should be an integral part of a firm’s strategy (Al-Ghamdi, Roy, & Ahmed, 2007). 

 
Argenti (1998) observes that many companies are still fearful, of sharing 

information with employees even though today’s workers are much more educated 

and have less interest in simply climbing the corporate ladder. Argenti (1998) argues 
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that enlightened managers know that the more information they provide to employees, 

the more likely these employees are to be highly motivated to do a better job; to 

advance in their positions and to further the goals of the organization itself. 

 
Argenti (1998) adds that “just as with external constituencies, professionals in 

employee communications should conduct communications audits to determine how 

employees feel about the company” (p. 200). According to Sprague and DelBroco 

(1998), best practice companies should see internal and external communication as 

part of a seamless whole, and devote considerable resources to monitoring their 

effectiveness. Therefore, corporations need to recognize that the line separating 

internal and external communications no longer exists (McCallister, 1981; cited in 

Dolphin, 2005). The first step towards promoting positive external communications is 

therefore achieving positive internal relations (Dolphin, 2005). 

 
In a nutshell, the above studies suggest that organizations need to invest in 

employee communications to be able to achieve organizational effectiveness. As 

reviewed in the above literature, employee communication should be appraised to 

keep employees informed and enable them to work towards meeting organizational 

goals. The next section is a review of literature on the link between employee 

communication and organizational identification. 

 
 

 

Employee Communication and Organizational Identification 
 
 
 

Organizational identification has been studied mostly by organizational 

behaviour scholars, who go further into studying identification from an individual or 

micro perspective. However, most communication literature focuses on macro aspects 

of identification inducement, through the use of communication-based strategies 
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emanating from management (Chreim, 2002).Various scholars have conducted both 

theoretical and empirical research to determine the role that internal communication 

plays in strengthening employees’ organizational identification (Nakra, 2006; Bartels, 

et al. 2007; Wisenfeld, Raghuram, & Garud, 1999; Smidts et al. 2001; Scott, 2007). 

 
Existing studies by the above scholars have linked a number of internal 

communication domains to organizational identification. The major domains studied 

in relation to OI include: communication climate (Cornellisen, 2008; Smidts et al., 

2001); communication channels, and communication content (Smidts, et al. 2001; 

Cornellisen, 2008; Baskin et al., 1997); organizational orientation, personal feedback, 

supervisory communication, media quality, organizational perspective and co-worker 

communication (Nakra, 2006). All the above studies found that the various domains 

were positively correlated to organizational identification. It can thus be concluded 

that organizations should invest in internal communication to intensify employee 

identification. Bartels et al. (2007) however argues that insight on how 

communication influences the identification process is still limited. 

 
Additionally, a growing body of evidence suggests that employee motivation 

and their identification with their organization are critically dependent on effective 

communication (Nakra, 2006). Scott (2007) studied the connection between 

communication and Social Identity Theory as it relates to organizational 

identification. In her study, Scott concludes that there is need for communication 

scholars to start integrating organizational communication with Social Identity 

Theory. This integration will further help to better understand organizational 

identification and corporate identity concepts. 

 
Further, communication has been found to be playing an important role in the 

process of change, with the aim of ensuring that employees buy-in and identify with 
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the changes taking place in the organization (Chreim, 2002). Therefore, employee 

communication can also facilitate employees’ identification with any changes in the 

organization. Research regarding the effects of communication on individuals’ 

attitudes towards the organization (Huff, Sproull & Kiesler, 1989; cited in Nakra, 

2006) also provides a theoretical link between communication and organizational 

identification. On this note, Scott (2007) further argues that: 

 
the issues of identity and identification are fundamentally 

communicative ones because, it is through communication with others 

that we express our belongingness (or lack thereof) to various 

collectives, assess the reputation and image of collectives, that various 

identities are made known to us, and the social costs and rewards of 

maintaining various identities are revealed (p. 124). 
 

 

Cheney (1982) cited in Miller et al. (2000) also emphasizes the role of 

communication as opposed to individual organization attributes (e.g. pay, work 

conditions) as a reason why employees accept organizational goals, values, and 

objectives as their own. Nakra (2006) further argues that “an advantage of applying 

internal communication measures for strengthening organizational identification is 

that, organizational members have only a limited degree of freedom to ignore 

corporate messages and feedback about one’s functioning in the company” (p. 49). 

Thus, Scott (2007) advocates for inclusion of communication in identity-based 

research due to the interactive nature of most work groups and organizations. 

 
The reviewed theoretical studies (Bartels et al., 2007; Chreim, 2002; Scott, 

2007; Smidts et al., 2001) propose that there exists a link between organizational 

identification and internal communication. In the following section, empirical studies 

on the role of employee communication in strengthening organizational identification 

are discussed. The aim is to find out how various authors conceptualized the two 

constructs, measured, analyzed and drew conclusions. Methods and approaches that 
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have been most efficient in establishing the relationship between internal 

communication and organizational identification are also discussed. 

 

 

Empirical studies on employee communication and OI 
 
 
 

A number of scholars have studied the impact of communication on 

organizational identification (Bartels, 2006; Bartels et al., 2007; Chreim, 2002; Fay & 

Kline, 2012; Nakra, 2006; Smidts et al., 2001; Wisenfeld et al., 1999). To start with, 

Nakra (2006) carried out a study among a sample of 67 executives from 55 different 

organizations in India mainly: the central government organizations, public sector 

undertakings and the private sector. The aim of the study was to empirically examine 

the relationship between the employees’ satisfaction with the organization’s 

communication and the intensity of their identification with their company. 

 
Data was collected using an adapted version of Down’s (1990) 

Communication Audit Questionnaire (CAQ) for the communication satisfaction 

variable. Organizational identification on the other hand was measured using the six-

item organizational identification scale developed by Mael and Ashforth (1992). The 

communication satisfaction instrument consisted of eight distinct dimensions to 

measure employees perceptions about the communication occurring within their 

organization. Responses measured on a 7-point Likert scale the extent to which 

employees were satisfied with the eight communication dimensions namely: 

communication climate, organizational integration, personal feedback, supervisory 

communication, media quality, organizational perspective and co-worker 

communication. Nakra (2006) commended the use of Mael and Ashforth (1992) and 

 
 

 

41 

Daystar University Repository

Library Archives Copy



 

 

 
Down’s (1990) Communication Audit Questionnaire since they have acceptable 

levels of validity and reliability. 

 
In this study, data was analyzed to find the correlation between each of the 

questionnaire components of communication with identification. The overall 

correlation between the composite communication climate and organizational 

identification was also computed. The results provided support for the hypothesis that 

effective internal communication helps strengthen organizational identification, as the 

Pearson’s Correlation of 0.565, P <0.01 emerged between overall communication 

satisfaction and the organizational identification (Nakra, 2006). 

 
It was also established that among the communication variables, personal 

feedback and communication climate had a stronger linkage to organizational 

identification as compared to the: media quality, organizational perspective and 

relationship with supervisors (Nakra, 2006). However, for greater validity and 

reliability, Nakra recommended that future research may be conducted among 

members of the same organization since his sample was drawn from 55 different 

organizations. 

 
Smidts et al. (2001) argue that there is a positive correlation between 

communication climate, communication content and organizational identification. 

Smidts et al. (2001) carried out a study in three organizations to establish the impact 

of employee communication and perceived external prestige (how an employee thinks 

outsiders view his or her organization) on organizational identification. In this study, 

Smidts et al. concluded that though perceived external prestige positively affects 

organizational identification, employee communication helps augment perceived 

external prestige and, helps explain organizational identification. It therefore means 
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employee communication is a more powerful determinant of organizational 

identification compared to perceived external prestige. 

 
Smidts et al. (2001) tested four hypotheses: i) the more adequate information 

employees receive about their company and on their personal roles in the company 

the stronger their identification with it; ii) the more positively a communication 

climate is evaluated by employees, the more strongly they will identify with their 

organization and; iii) the effect of the content of information on organizational 

identification is mediated by communication climate. 

 
To measure employee communication, items representing dimensions of 

employee communication were constructed from developed organizational 

communication audits by Greenbaum, Clampitt, and Willihganz (1988). These audits 

were used as the main source of reference for the selection of items representing three 

dimensions of employee communication: i) Adequacy of information about the 

organizations; ii) the adequacy of information that employees receive about their 

personal roles both rated on sufficiency and usefulness with reliability of (sufficiency 

α. = .84; Usefulness α. = .90 and sufficiency α. = .72; Usefulness α = 76 respectively). 

Communication climate was measured by 15 statements selected from existing 

instruments (Alutto & Vrenburgh, 1977; Dennis, 1975; Falcione, Sussman & Herden, 

1987; Jones & James, 1979; cited in Smidts et al., 2001). 

 
The communication climate items represented three dimensions; trust and 

openness in communication (upward, downward and horizontal); participation in 

decision making -having a say in the organization; and supportiveness -the feeling of 

being taken seriously by other members of the organization (α’s of these composites 

was openness.74; Participation .74; supportiveness .90). OI was measured using a five 

item scale on a five-point disagree/agree scales with reliability of (α. = .84). Items 
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were based on the concept of social identity (Tafjel, 1978) and on existing scales in 

literature (Abrahams, 1992; Cheney, 1983; Doosje, Elemens & Spears, 1995; cited in 

Smidts et al., 2001). This scale included both cognitive and affective elements. 

 
The results of the study by Smidts et al. (2001) showed that communication 

climate augments communication content and that the communication climate of a 

firm is more centrally linked to organizational identification than information content. 

Smidts, et al. (2001) argue that the positive effect of communication climate can be 

interpreted by means of social identity theory as it relates to the needs of 

categorization and self enhancement, since, an open climate in which active 

participation is appreciated will increase feelings of being part of an in-group (and 

thus self-categorization), whereas the experience of being taken seriously and being 

listened to may create feelings of self-worth (thus fulfilling self enhancement needs). 

Smidts et al. (2001) thus concluded that: 

 
providing relevant information appears to be a sine qua non for a 
communication climate and thus identification. But still employees 

should be adequately informed about organizational issues and their 
own roles in an organization if identification through self-enhancement 

and self-categorization is to take place (p. 1059). 

 

Bartels et al. (2007) also studied the impact of communication and perceived 

external prestige on organizational identification. The study by Bartels et al. (2007) 

was however interested in the relationship between communication and organizational 

identification at lower levels of the organization (such as work groups, departments, 

business units or divisions). Bartels et al. argued that if communication can be 

measured at work group level, so should identification also be measured at the same 

level. In their study, identification at the business and organizational level was 

measured using the scales by Mael and Ashforth (1989) and Smidts et al. (2001) with 

a very high reliability = .93 and .90 respectively. 
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Communication climate was measured using a 9-item scale borrowed from 

literature by Smidts et al. (2001) and Dennis (1994) on communication climate 

components. In this study Bartels et al. (2007) established that there is a strong 

correlation between communication climate and the degree to which employees 

identify with each organizational level (work group and departmental level, business 

level and organizational level). However, perceived external prestige was a stronger 

determinant of identification with the organization as a whole (Bartels et al., 2007). 

 
A study by Bartels et al. (2010) on the effect of horizontal and vertical 

communication on organizational identification also revealed that vertical 

communication was a stronger predictor of organizational identification as compared 

to horizontal communication. Bartels et al. (2010) explained that employees’ 

identification with the organization as a whole does not depend on the quality of 

contact with immediate colleagues but rests more on their appreciation of 

communication from and with top management. Vertical communication is found to 

be more effective in enhancing organizational identity as it reduces uncertainty about 

the organization’s stance and helps employees to comprehend and define what the 

organization stands for (Dutton et al., 1994). 

 

Other scholars have studied the role of communication in strengthening 

organizational identification in virtual organizations and among telecommuting 

workers (Fay & Kline, 2012; Wisenfield, Raghuram & Garund, 1999); findings of 

which reveal a strong correlation between communication and organizational 

identification. Following the reviews of the above studies, it is clear that findings of 

empirical studies show there is a positive correlation between internal communication 

and OI in general. However, communication climate is the mostly widely studied 
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component of internal communication that has been found to have a stronger impact 

on OI (Bartels, 2010; Nakra, 2006; Smidts et al., 2001). 

 
The present study builds on the study by Nakra (2006) who recommended a 

further study to be done among employees of the same institution since her sample 

was drawn from 55 different institutions. According to Nakra (2006) carrying out a 

study among employees of the same organization would help examine the mediating 

role of perceptions and personality traits of employees. Secondly, among the 

empirical studies reviewed, the researcher did not find any studies done in Kenya and 

more specifically in the media industry on the role of employee communication in 

building organizational identification. 

 
Thirdly, communication climate and information adequacy are the most 

widely studies dimensions of internal communication (Nakra, 2006; Smidts et al., 

2001; Bartels et al., 2007; Bartels et al., 2010). The present study adds to the literature 

by studying two additional dimensions of internal communication, mainly: integrated 

internal communication and communication media. It is therefore expected that the 

current study will contribute to the few existing western studies by providing findings 

of the relationship between employee communication and OI in the Kenyan context. 
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Conceptual Framework 
 

 

Figure 1.3: Conceptual Framework  

 

Independent Variables 
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High staff turnover      
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Poor business performance  
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Organizational     
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Lack of citizenship behaviour   information about the   
    

organization and 
  

      

   


personal role   

Employee unrest and strikes   Integrated internal   
    communication    

 Communication media
Low employee productivity 

 
 

 

Lack of employee loyalty 
 
 
 

The conceptual framework is visually represented in figure 1.3. The 

framework shows the relationship between the variable of study. The framework has 

some adaptations from previous studies with a few modifications to suit the current 

study. The internal communication variables of study were adopted from studies by 

Smidts et al. (2001), Nakra (2009) and the Communication Audit Questionnaire by 

Hargie and Tourish (2000). The modification on internal communication variables 

was on the concept of integrated internal communication added to suit the current 

inquiry. The dependent variable which is organizational identification (self-

categorization and labeling; sharing organizational goals and values; attachment, 

belongingness and membership) is informed by studies by Smidts et al. (2001); 

Edwards and Peccei (2007) and Mael and Ashforth (1992). 
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The main variables of internal communication dimensions are detailed below: 

 

Communication Climate – It encompasses the extent to which communication 

in the organization motivates and stimulates employee to meet goals and make them 

identify with the organization. Measure of organizational climate will focus on 

openness (upward, downward and horizontal communication), participation in 

decision making and supportiveness (supervisory communication) which determine a 

positive communication climate (Smidts, et al., 2001) 

 
Information adequacy – The content of employee communication will be 

discussed because it discloses the goals, values and achievements of an organization. 

The measures will focus on adequacy of information about the organization dealings 

and communication about individual’s personal contribution to the company’s success 

(Smidts et al., 2001; Hargie & Tourish, 2000; Nakra, 2006). 

 
Communication Media – The focus will be on face to face communication as a 

rich media for effective internal communication, new media as an alternative source 

of information , intranets, email and print media (Hargie & Tourish, 2000; Nakra, 

2006; Cornelissen, 2008). 

 
Integrated Internal Communication – Literature on internal marketing 

communication or rather integrated internal communication will provide a framework 

for measuring integrated internal communication. The measure is on the degree to 

which employee communication is linked to external communication which 

employees being viewed as internal customers (Kalamalanabhan, 2012; Sharma & 

Surtain, 2005; Thomsons & Hecker, 2000). 
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Critical Evaluation of Reviewed Literature 
 

 

A review of past literature as outlined in the previous sections revealed a 

number of theoretical studies have been carried out to establish the role that internal 

communication plays in building organizational identification. However, there were 

few empirical studies that sought to establish the link between employee 

communication and organizational identification (Smidts et al., 2001; Bartels, 2007). 

The researcher could not find studies in the Kenyan context on the relationship 

between employee communication and organizational identification. 

 
Therefore, with most studies on the topic originating from western sources, 

western studies informed the current study. It was expected that the applicability of 

western studies in the Kenyan context would bring to a realization the influence that 

employee communication may have on organizational identification. Further, the 

researcher could not find studies done in the media industry in Kenya on the 

relationship between employee communication and organizational identification. 

Hence justifying the need to carry out the current study: to establish the link between 

employee communication and organizational identification at the Standard Media 

Group. 

 
Also as noted in the review, most scholars have studied the impact of 

communication climate and information adequacy on organizational identification 

(Bartels et al., 2007; Nakra, 2006; Smidts et al., 2001). The present study adds on the 

number of internal communication variables that enhance internal communication 

effectiveness, mainly: integrated internal communications and communication media, 

in addition to existing studies on communication climate and information adequacy. 
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Summary 

 

Over sixty sources of literature related to this study were reviewed. Most of 

the sources were journals with a few textbooks, media sources like newspaper and 

television and Standard Media Group publications. The sources comprised of both 

theoretical and empirical studies. Of the reviewed sources, studies by scholars in the 

field of OI and communication such as (Bartels et al., 2010; Edwards & Peccei, 2007; 

Nakra, 2006; Mael & Ashforth, 1992; Smidts, et al., 2001) had played a major 

contribution in shaping the current study. The major input was on conceptualization of 

OI and measures and antecedents of OI. In regard to employee communication, past 

studies focusing on the main employee components in the current study helped the 

researcher to conceptualize and decide on the design of items for measuring employee 

communication. The major studies that informed the communication component were 

those by: i) communication climate (Cornelissen, 2008; Nakra, 2006; Smidts et al., 

2001); ii) information adequacy about the organization and personal role (Hargie & 

Tourish, 2001; Nakra, 2006; Smidts et al., 2001); iii) Communication media (Argenti, 

2009; Cornelissen, 2008; Hargie & Tourish, 2001; Nakra, 2006); and 

 
iv) Integrated internal communication (Mishra, 2010; Sharma & Kalamalanabhan, 

2012; Thomsons & Hecker, 2000). Empirical studies on the relationship between 

employee communication and organizational identification were also reviewed. 
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CHAPTER THREE 
 

METHODOLOGY 
 

 

Introduction 
 

 

The method section of a research study describes the procedures that were 

followed in conducting the study. The purpose of this study was to establish the link 

between employee communication and organizational identification. This chapter 

presents the methodology that was used: research design, population, sampling 

techniques, data collection instruments, data analysis and ethical considerations. 

 

 

Research Design 
 

 

Orodho (2003) defines a research design as the scheme, outline or plan that 

is used to generate answers to research problems. Kothari (2003) further states that 

it is a conceptual framework within which research is conducted and constitutes the 

blueprint for the collection, measurement and analysis of data. The various types of 

research design according to Kombo and Tromp (2006) are: descriptive, 

experimental, correlation, case study and cross cultural research design. 

 
This study adopted a descriptive research design. The major purpose of 

descriptive research is to describe the state of affairs as it exists. According to Orodho 

and Kombo (2002), it can be used when collecting information about people’s attitudes, 

opinions, habits and any of the variety of education and social issues. The descriptive 

research design was most appropriate for this study. The descriptive design was 

appropriate as the study sought to outline respondents’ attitudes, opinions and 

perceptions on the relationship between employee communication and 
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organizational identification. Descriptive research design combines both 

qualitative and quantitative research methods. 

 
According to Mugenda and Mugenda (2003), quantitative research includes 

designs, techniques and measures that produce discreet numerical or quantifiable 

data. Qualitative research on the other hand emphasizes words rather than numbers 

in collection and analysis of data (Kothari, 2003). The objectives of this research 

required collection of both qualitative and quantitative data. 

 
Quantitative data was collected to measure organizational identification 

and the correlations between organizational identification and employee 

communication. Qualitative data was used to obtain employees personal opinion 

on: i) their level of organizational identification; ii) their ratings of the different 

domains of employee communication and; iii) giving recommendations on areas 

of internal communication that need improvement at the Standard Media Group. 

 
 

 

Population and Sample 
 
 

 

Mugenda and Mugenda (2003) define population as an entire group of 

individuals, events or objects having common observable characteristics. The 

population of this research was employees and management of the Standard 

Media group which totaled to a population of 424 employees located at the 

Standard Groups head office (Standard Group, HRMS, 2012). 

 
A sample refers to a subset of objects that are included in a research study; it 

usually determines the validity of any generalization whether or not it is based on 

statistical inferences; it is required that one has an adequate sample from the 

population of interest (Herzog, 1996). Kombo and Tromp (2006) define a sample as 
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“a finite part of a statistical population whose properties are studied to gain 

information about the whole” (p. 77). A sample size of 20% of the entire 

population was used in the study which gives a total of 85 respondents from 

the entire population of 424 employees. This is an acceptable size according 

to Gay (1983) cited in Mugenda and Mugenda (2003). 

 
 

 

Sampling Technique 
 
 
 

Sampling is a process of selecting a number of individuals or objects from a 

population for study, such that the selected group contains elements representative 

of the characteristics found in the entire group (Orodho & Kombo, 2002). 

Convenience sampling technique was used due to restrictive nature of media 

houses, more specifically the Standard Media Group departments like production, 

technical, edit suites and some parts of the news room that are denied access to 

visitors. Secondly, convenience sampling was appropriate owing to the fact that a 

majority of the employees are journalists who are out of office to the field most of the 

work week and also are sensitive about giving information. 

 
Questionnaires were therefore distributed to employees and managers in the 

human resource department, administration department, KTN, standard newspaper, 

radio maisha, commercial, transport, think Outdoor and sales and distribution who 

were available and accessible to participate in the research. The researcher ensured 

questionnaires were filled by individuals by emphasizing the objectives of the 

research and the importance of employees giving their personal opinions. 
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Data Collection Instruments 
 

 

Kombo and Tromp (2006) refer to data collection as the gathering of 

specific information aimed at providing or refuting facts. Data collection is 

important in research as it allows for aggregation of accurate information and 

the development of meaningful conclusion. 

 

Since a majority of the data to be collected was quantitative; the most 

appropriate method for data collection was the questionnaires. The 

questionnaire therefore comprised of three parts: i) General questions on 

demographics; ii) organizational identification; and iii) employee 

communication. All the items in the questionnaire were answered on the basis 

of a 5-point Likert scales apart from a few open ended questions. 

 

 

Administration of the Questionnaire 
 
 
 

Printed self-administered questionnaires were distributed with help of trained 

research assistants. The research assistants were trained by the researcher on 

February 29, 2013. The training involved taking them through the questionnaire and 

highlighting ethical standards to be observed in the administration of the 

questionnaires. Research assistants were used to eliminate any bias on the part of 

the researcher who was a former employee of the Standard Media Group. Also, the 

use of standard designed measures of OI (Edwards & Peccei, 2007; Mael & Ashforth, 

1992; Smidts et al., 2001) and communication audits (Hargies & Tourish, 2001; 

Nakra, 2006; Smidts et al., 2001) which has been found to have high reliability and 

validity helped minimize the researcher’s biasness in conducting the study. 
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A total of 85 questionnaires were distributed to the target sample of 85 

respondents. The research assistants distributed the questionnaires and 

explained to the respondents the objectives of the research, before giving out the 

questionnaires. Secondly, the questionnaires had an email address through 

which respondents could ask for clarifications on anything that was not clear. 

 
Questionnaires were distributed within the month of March where respondents 

were given three to four weeks to complete and return the questionnaire. A long period 

was given because it was national election time and majority of the employees, who are 

journalists were out in the field covering elections, while some had taken leave to go and 

vote. A response rate of at least 75% was expected as the researcher had done 

preliminary notification; personalized the questionnaire; and assured respondents of 

anonymity which are some of the techniques of increasing response rate as 

recommended by Yu and Cooper (1983) cited in Wimmer and Dominick (2006). 

However, only 54 out of the 85 questionnaires were returned since most respondents 

were busy with the Kenya 2013 General Election, coverage, hence a response rate of 

64%. According to Wimmer and Dominick (2006), a response rate of 21% – 70% is 

acceptable for self-administered questionnaires. 

 

 

Questionnaire Design 
 
 
 

Questionnaire items were designed to measure organizational identification and 

employee communication. To measure organizational identification, the research 

measures of OI designed by Mael and Ashforth (1992), Edwards and Paccei (1997) and 

Smidts et al. (2001) informed this study because they have been widely used and proved 

to have high reliability and validity. Internal communication measures were 

 
55 

Daystar University Repository

Library Archives Copy



 

 

 
used to determine employees’ perceptions about the communication occurring within 

the organization. The measures borrowed from existing literature on internal 

communication by Smidts et al. (2001), Nakra (2006) and from the existing 

Communication Audit Questionnaire by Hargie and Tourish (2000). Audits help to 

determine an efficient and effective internal communication structure or systems. 

 

 

Pre-testing the Instrument 
 

 

Ten percent of the sample size was selected to pretest the questionnaire. 

This comprised of 8 respondents who did not participate in the main study. Pre-

testing provided room to correct areas of misunderstanding or confusion and helped 

refine the questions (Wimmer & Dominick, 2006). However, it was required that if the 

pretested questionnaires did not show any errors, they would be included in the final 

study if a response rate of 100% is not achieved. This did not happen as respondents 

complained the questionnaire was too long and the researcher had to remove some 

sections that were not directly relevant to the study. All other questions were clear 

and none complained of ambiguous questions. 

 

 

Data Analysis 
 
 
 

Data analysis refers to examining what has been collected in a survey or 

experiment and making deductions and inferences. It involves uncovering underlying 

structures, extracting important variables, detecting any anomalies and testing any 

underlying assumptions (Kombo & Tromp, 2006). Data was edited, coded, classified 

and tabulated so that it is ready for analysis. This is because it is difficult to interpret 

data obtained from the field in its raw form. Analysis was done using Statistical 
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Package for Social Sciences (SPSS) computer software to provide descriptive 

and relational statistics. This program was used because it is reliable and 

capable of sorting and providing relationship between variables. 

 
Quantitative data was analyzed using descriptive and relational statistics. 

Descriptive statistics such as mean, median, mode and standard deviations were 

computed for all for the overall internal communication and organizational 

identification to determine the employee rating of internal communication in their 

organization and the level of organizational identification. The employee ratings 

on the different dimensions of internal communication i.e. i) communication 

climate; ii) sufficiency of information about the company and on personal roles; iii) 

communication media and iv) integrated internal communication was computed 

by calculating the mean of responses corresponding to each dimension. 

 
Relational statistics which include bivariate analysis was done to establish 

correlations between organizational identification and overall employee 

communication. Further, the correlation between the various domains of 

employee communication and OI was calculated. In analyzing correlations, the P-

Value was used to check for significance of the correlation, and the strength of 

the relationship was also considered in reporting findings. The results were 

presented in the form of tables, frequency distribution tables and bar graphs. 

 
Qualitative data was analyzed using the constant comparative technique first 

developed by Glaser and Strauss (1967) and refined by Lincoln and Guba (1985) cited in 

Wimmer and Dominick (2006). This technique followed the following four steps: i) 

comparative assignment of incents to categories; ii) elaboration and refinement of 

categories; iii) searching for relationships and themes among categories and; iv) 

amplifying and integrating data into a coherent theoretical structure (Wimmer & 
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Dominick, 2006). Qualitative data was integrated with quantitative data. This 

was done through using qualitative data in interpretation of the quantitative 

data to provide insights that might have been missed and assure reliability. 

 

 

Ethical Considerations 
 

 

To ensure ethical issues are handled, permission was sought from the 

management of the Standard Media Group to carry out the study. The 

respondents were also informed about the main purpose of the study, and 

assured of confidentiality of their responses. Also, given that the study was 

carried out during the election month when media houses were very busy, 

voluntary participation was upheld. 

 

 

Summary 

 

This study adopted the descriptive research design. The population of the 

study was Standard Media Group head office, 424 employees. The sample size 

comprised 20% of the entire population, hence a sample of 85 respondents. 

Convenience sampling was used because of the restrictive nature of media houses 

where some departments are denied access. Only those respondents who were 

available and accessible were selected for study. Data collection was carried out using 

questionnaires since majority of the data to be collected was quantitative. Printed self-

administered questionnaires were used, with four trained research assistants hired to 

assist in distribution and collection of questionnaires. 
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On pretesting, eight questionnaires (10% of the sample size) were pretested. 

Pretesting helped refine the questions as respondents complained that the 

questionnaires was too long, therefore some questions that were not directly relevant 

to this study were removed. Finally, data analysis was done using SPSS-Statistical 

Package for Social Sciences. Descriptive and correlational statistics were used to 

analyze quantitative data. Qualitative data from open ended questions was analyzed 

using the constant comparative technique by Cube (1985) cited in Wimmer and 

Dominic (2006). 
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CHAPTER FOUR 
 

 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
 

 

Introduction 
 

 

This chapter presents empirical findings of the study. The purpose of this 

study was to establish the link between employee communication and organizational 

identification. The chapter therefore gives empirical findings starting with the 

response rate and respondents demographics followed by findings of the three main 

research questions which were: i) To what degree do Standard Media Group 

employees identify with their organization?; ii) What is the relationship between 

employee communication and organizational identification?; iii) What is the relative 

contribution of the different domains of employee communication in intensifying 

organizational identification?. 

 

Response rate 
 

 

Table 4.1: Response rate 
 

  Response % response rate 
    

 Successful 54 64% 
    

 Unsuccessful 31 36% 
    

 Sample size 85 100 
    

 

 

Table 4.1 shows that, out of the anticipated 85 responses, the study managed 

to successfully engage 54 respondents. This represented an overall successful 

response rate of 64%. The unsuccessful response rate (36%) consisted of those 

questionnaires that were never returned. The relatively high non-response rate of 36% 
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was as a result of respondents being highly engaged in election coverage and voting. 

 

However, according to Wimmer and Dominick (2006), a response rate of 21% 

– 70% is acceptable for self-administered questionnaires. It guarantees accuracy 

and minimizes bias. Hence the 64% response rate is sufficient for achieving the 

objectives of the study. 

 

 

Demographic description of the respondents 
 

 

Table 4.2: Response by gender 
 

 

  Frequency Percentage 

 Male 32 59% 

 Female 22 41% 

 Total 54 100% 
 

 

Table 4.2 shows that 32 out of the 54 respondents were male while female 

respondents were 22. This is consistent with the population under study whose 

proportion of men is 60% (Standard Group HR Staff Record, 2013). Therefore, our 

sample is representative enough of the distribution of employees by gender at the 

Standard Media Group. 
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Respondents by Age 
 

 

Figure 4.1: Respondents by age  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4.1 shows that 34 respondents were aged between 21-30 years, 11 were 

31-40 years, 2 were aged between 41-50 years and 7 were over 50 years. The findings 

show that the sample age distribution is harmonious with that of the employee 

populations since according to the Standard Media Group’s HR staff records, a 

majority of the employees are youth aged between 21-30 years. 
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Respondents by Job position 
 
 
 

 

Figure 4.2: Respondents by job position  
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Figure 4.2 shows that 15 out of the 54 respondents were team 

leaders/supervisors, 3 first line managers, 6 middle managers, 3 senior managers and 

23 were support staff. This emphasizes the unique organization structure of the 

Standard Media Group. The company has the same number of first line managers and 

senior with a relatively high number of team leaders and support staff as informed by 

the Standard Media Group’s organogram. 
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Degree of Standard Media Group Employees 

Identification with their Organization 
 
 

 

Table 4.3: Degree of employee identification with their organization  
 

 

ORGANIZATIONAL IDENTIFICATION 
 

    Std. 

 Minimum Maximum Mean Deviation 
     

Categorization and Labeling 2 5 3.72 0.763 
     

Shared Values and Goals 2 5 3.94 0.685 
     

Membership and Belonging 2 5 3.39 0.712 
     

Overall Organizational 2 5 3.68 0.725 
Identification     

     

 
 
 

 

Table 4.3 shows that organizational identification was measured using 

categorization and labeling, shared values and goals and membership and belonging. 

It is important to note that no respondent strongly disagreed that they do not identify 

with the organization, since the lowest rank on the 5-point agree/disagree scale was 2. 

 
The means for categorization and labeling, shared values and goals and 

membership and belonging are (x=3.72, 3.94, and 3.39) respectively. These means are 

greater than 3 which is the median for the 5-point disagree/agree scale that was used. 

Further, a comparison of the means shows, shared values and goals had the highest 

mean of x = 3.94 followed by categorization and labeling x = 3.72 with membership 

and belonging having a much lower mean of x = 3.39 

 
The overall mean of the Standard Media Group employees organizational 

identification is (x = 3.68) which is also greater than the mean/median on the 5-point 

agree/disagree scale. Therefore, on average, employees agree that they identify with 
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Standard Media Group. This interpretation is consistent with that of Edwards and 

Peccei (2007) and Smidts et al. (2001). Appendix I shows a frequency table of the 

respondents ratings of their level of OI on the 5-point agree/disagree scale. 

 
Further, respondents gave open comments in regard to their level of 

organizational identification. An analysis of the emerging themes reveals about 37 out 

of 54 Standard Media Group employees either agreed/strongly agreed that they 

identify with their company. However, the respondents indicated that with the new 

management support, their level of OI can be higher. 

 
Some of the positive outstanding verbatim comments were “ I feel that 

Standard Group makes an important part of my life and so I contribute to the 

achievement of the organizational goals” ; “ I am what my organization is” ; “My 

identification depends on the management, good management means I want to be 

wholly involved and proud for everyone to know”; “I identify fully with my 

organization”; “Identifying with my organization tends towards defining/identifying 

me as a person because “I” make up the “we” in an organization”. These statements 

reveal employees agree that they identify with their organization even though they 

may not have rated their OI very highly given the mean of x = 3.68. 

  
The mean of x = 3.68 was further reflected by the comments of about 17 out 

of the 54 respondents who gave comments like: “I only identify with the organization 

in terms of my working relation and delivering what is expected of me”; “I appreciate 

only that it puts food on my table”. 

 
Comparing the qualitative and quantitative responses on Standard Media 

Group employees’ level of OI, these findings are reliable. There is consistency 

between the open ended responses and the mean of OI obtained from the quantitative 

analysis. 
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Moderating Effect of Gender on Organizational Identification 

 

Figure: 4.3 Categorization & labeling and gender  
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Key:  - Actual number of people who selected a particular response 
 

 

Figure 4.3 shows that 18% of women strongly agreed that they categorize and 

label themselves as Standard Media Group than males who are only 6%. Also, 9% of 

males disagree that they can be labeled as the Standard Media Group compared to 

females who are only 4%. Further, more women – 32% gave neutral responses 

compared to men who are only 19% and, men who agree are more than women, 66% 

and 46% respectively. Given the number of men (59%) who participated in the study 

was only slightly higher than that of women (41%), this trend shows there are no 

significant gender differences in relation to categorization and labeling. Similar results 

were obtained for gender distribution for shared values and goals and 
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membership and belonging as shown in appendix II. It can thus be inferred that 

gender does not have a significant impact on organizational identification. 

 

 

Moderating effect of Job Position on Organizational Identification 
 

 

Figure 4.4: Job position and categorization and labeling  
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Key:  - Actual number of people who selected the particular response 
 
 

 

Figure 4.4 shows that 60% of senior managers and 57% of middle level 

managers agree that they categorize and label themselves as the Standard Media 

Group. Also, 20% of the senior managers strongly agree that they do categorize and 

label themselves as the Standard Media Group, while none of the senior managers 

said they disagree that they label and categorize themselves in terms of the Standard 

Media Group. The trend show managers have a higher level of OI. These findings are 
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reliable and can be explained by the fact that, managers are involved in policy making 

and engendering the vision of the organization, hence, they are likely to have a higher 

level of OI. This interpretation is consistent with arguments by Cornelissen (2008) 

and Fourie and Hotzhausen (2009) on vision-culture gaps and employee perception of 

company values and objectives respectively. 

 
Figure 4.4 further shows that on average, across all the cadres of staff, 31 

employees, which form 57% of the target population, agree that they can be labeled as 

the Standard Media Group. The finding is consistent with the results in table 4.2 

which shows that Standard Media Group employees on average agree that they 

identify with the Standard Media Group, given the overall mean of 3.68. 
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The Relationship between Employee Communication and Organizational Identification 

 

Table 4.4: Summary of Pearson Correlations, Means, and Standard Deviation for Scores on the Relationship between Employee 
Communication and Organizational identification 

 

 

  CATL SVG MB OI IA CM CL IIC OEC Mean Sd 

             
 Categorization and 1 

        3.72 0.763 
           

 

Labeling 
          

            

  
0.468** 1 

       3.94 0.685 
 

Shared Value and Goals 
         

            

 Membership and 0.690** 0.152** 1 
      3.39 0.712 

         

 

Belonging 
        

            

  
0.918** 0.623** 0.821** 1 

     3.68 0.725 
 

Overall OI for SG 
       

            

  
0.570** 0.572** 0.557** 0.706** 1 

    3.59 0.234 
 

Information Adequacy 
      

            

  
0.248 0.060 0.746** 0.479** 0.685** 1 

   3.46 0.197 
 

Communication Media 
     

            

  
0.475** 0.718** 0.414** 0.649** 0.923** 0.575** 1 

  3.62 0.224 
 

Communication Climate 
    

            

 Integrated Internal 0.465** 0.192** 0.496** 0.399** 0.648** 0.549** 0.408** 1 
 3.57 0.309 

    

 

Communication 
   

            

           3.56 0.204 
 Overall employee 0.530** 0.339* 0.641** 0.647** 0.950** 0.803** 0.831 0.808**    

 communication         1   

 N=54,            

*significant at 5%, **significant at 1% 

Significant at 5%: Correlation between overall employee communication and shared values and goals r = 0.339* 

Non-significant: Communication media and categorization and labeling r = 0.248; Communication media and shared values and goals, r = 0.060 

Test: 2 tailed test, Pearson correlation 
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Table 4.4 above shows that the relationship between overall employee 

communication, and OI is strong and significant (r = 0. 647, p<0.01). Since the 

relationship is positive and significant, it means that employee communication and OI 

have a strong link. Therefore, as employee communication increases, organizational 

identification also increases. 

 
Further, as tabulated in table 4.3, there exists a positive significant correlation 

between organizational identification and the four domains of employee 

communication, mainly: information on personal roles and about the organization (r = 

0.706, P < 0.01); communication climate (r = 0.649, P <0.01); communication media 

(r = 0.497, P <0.01) and integrated internal communication (r = 0.399, P< 0.01). 

These correlations show that all the four dimensions of employee communication 

move in the same direction with organizational identification. The findings are 

comparable to those of Smidts et al. (2001); Nakra (2006); Wisenfeld et al. (1999); 

Bartels et al. (2006) and Bartels et al. (2010). 

 
Table 4.4 also shows that of the four dimensions, information on personal role 

and the organization and communication climate have a stronger linkage to 

organizational identification compared to; communication media and integrated 

internal communication. The results are similar to those of Smidts et al. (2001) and 

Nakra (2006), who also found among five dimensions of employee communication: 

personal feedback, communication climate, media quality, organizational perspective 

and supervisory communication, feedback on personal roles and communication 

climate had a higher correlation with OI compared to the other three dimensions. 

Table 4.5 shows empirical findings by Nakra (2006) on the relationship between 

communication satisfaction and organizational identification. The findings of the 

current research can be compared to those of Nakra in table 4.5. 
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 Dimension of Communication Pearson Correlation 

 Satisfaction Co-efficient with the 

  Organizational 

  Identification 

 Personal feedback 0.532 

 Communication climate 0.524 

 Media quality 0.367 

 Organizational perspective 0.358 

 Supervisory communication 0.305 

   
 

Table 4.5: Pearson Correlation Co-efficient of communication satisfaction 
dimensions with Organizational Identification (Nakra, 2006, p. 47) 

 

 

The research findings on the relationship between overall OI and employee 

communication domains were also consistent with those of the relationship between 

employee communication and individual components of OI (categorization and 

labeling, shared values and goals and membership and belonging). Except those of the 

relationship between communication media which did not have a significant 

correlation with shared values and goals and categorization and labeling (r = 0.247, P 

 
> 0.05 and r = 0.060; P > 0.05) respectively. The non-significant relationship between 

communication media and shared values and goals and categorization and labeling 

can be explained by the fact that; the type of communication media may not 

necessarily influence ones goals and values and how they view themselves as the 

organization (categorization and labeling). 

 
Table 4.4 also shows the means of respondents’ ratings of the four domains of 

employee communication (Information adequacy on personal roles and about the 

organization x = 3.59, Communication climate x = 3.62, communication media x = 
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3.46 and integrated internal communication x = 3.57). The frequencies for these 

ratings are attached in appendix III. 

 
A comparison of respondents’ open ended question comments with the 

quantitative analysis of Standard Media Groups’ employee communication in figure 

4.3 shows, the findings on the means and their correlations with OI are reliable. The 

quantitative findings were consistent with the comments given by responds in the 

open ended questions. 

 
The emerging themes from the open ended responses revealed employees were 

keen to emphasize the need for more communication on personal roles and a more 

open communication climate. The comments given by respondents hence explain the 

higher correlations (r = 0.706 and r = 0.649) between OI and adequacy of information 

on personal role and about the organization and communication climate respectively. 

It is also worth noting that communication climate and information on personal roles 

and the organization have higher means of (x = 3.62 and 3.59) respectively. 

 

 

Some of the verbatim responses on information adequacy and communication 

climate were as follows: “Rarely do I get information on the progress of the 

organization, so there is a lot to be done” (respondent 7); “Communication between 

me and my supervisor on my personal roles must be there so as to improve on 

achieving the set targets of the company” (respondent 9); “I expect a lot of 

information from the organization on my personal roles so that I can work to improve 

my career” (respondent 15); “the channels of communication are opening up and I 

expect to receive more information on personal roles” (respondent, 22); “There is 

very little communication of personal roles, focus is more on meeting deadlines 

instead” (respondent 31). The five randomly selected respondents 7, 9, 15, 22 and 31 
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express the need for more information on personal role and about the organization, 

even though they rated the two variables above average on the 5-point little/great and 

agree/disagree scales respectively. 

 
Five more respondents were sampled to check the verbatim comments on the 

communication climate at the Standard Media Group. The respondents gave 

comments like: “Management could do better in terms of information trickling down 

to employees” (respondent, 24); “supervisors have a way where they are open to the 

employees on how to achieve the set goals. They also give attention to my idea on 

how to improve the structures” (respondent, 11); “The communication is open. The 

company has introduced HR caravan/barazas and quarterly meetings for all staff/and 

intranet communication” (respondent, 22); “little information received means I don’t 

know what role to play. With a lot of information, I know what to do, how and by 

when so as to prosper my organization” (respondent, 4); “There is trust and openness 

among colleagues and immediate supervisors, however, support and participation 

from top management is wanting” (respondent, 25). Looking at respondent 24, 11, 22, 

4 and 25, employees do understand the need for having a good communication 

climate with trustworthiness, openness and supportiveness for organizational success. 

Hence, this further justifies the high correction between communication climate and 

OI. 

 
The lower rating of correlation between communication media and OI and that 

of integrated internal communication and OI was also consistent with the 

respondents’ comments on communication media and integrated internal 

communication. An analysis of emerging themes on communication media and 

integrated internal communication revealed that: i) employees were interested in 

having more face-to-face communication; and ii) about the integrated internal 
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communication, about 41 out of 54 said that they had never been involved in internal 

branding and launch of new products/services and, only get to know from outside 

sources when long overdue. Inadequacy means little has been done to integrate 

internal and external communication. 

 
 
 
 

Relative Contribution of Domains of Employee Communication in Intensifying OI 
 

 

Table 4.6: Relative contribution of domains of Employee Communication to OI 
 

 

  
Information Communication Communication 

Integrated 
  Internal   Adequacy Climate Media   Communication      
      

N 
Valid 54 54 54 54 
     

Mean 3.65 3.57 3.91 3.61 

Median 4 4 4 4 

Mode 4 4 4 4 

Std.  

1.135 0.983 0.917 1.14 
Deviation     

      
 
 

Table 4.6 shows that the mode for all the domains of communication is 4. This 

implies that respondents rated the contribution that each domain may make in 

intensifying OI to be great (appendix V shows the frequency distribution). Further, 

the mean for the relative contribution of all the domains of employee communication 

(Information adequacy x = 3.65; communication climate x = 3.57; communication 

media x = 3.91; integrated internal communication x = 3.61) as rated by the 

respondents is greater than 3 which is the median/mean of the Little/Great scale that 

was used. The means are close to the median and mode of 4 respectively. These 

findings thus indicate that the relative contribution of the different domains of 
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employee communication in intensifying OI is great. Further, the distribution of the 

responses as shown in appendix V confirms that over 50% (about 44 out of the 54) of 

the respondents rated the contribution of the four dimensions in intensifying 

organizational identification to be great/very great respectively. 

 

 

Respondent’s Recommendations on Standard Media Group’s areas of 

Improvement on Internal Communication 
 

 

Having rated the various levels of employee communication and their relative 

contribution in building organizational identification, respondents were asked to give 

suggestions to make internal communication at Standard Media Group better. It is 

interesting that the respondents’ recommendation were anchored on the four main 

domains of communication studied in this research, mainly: i) Information adequacy 

on personal roles and about the organization; ii) communication climate; iii) 

communication media and; iv) integrated internal communication. 

 
Some of the recommendations which relate to information on personal roles 

were: i) need for the company to improve in communication of staff roles through job 

descriptions and; ii) communicating staff contribution to organizational performance 

through 360 degree appraisals. In regard to information about the organization, 

employees recommended that they needed more information about: i) the goals, ii) 

objectives and, iii) achievements of the Standard Media Group. 

 
Recommendations for improvement of communication climate were also 

made, they included need to: i) improve vertical communication so that information 

trickles down to the lowest levels of the organization; ii) team building to increase 

trust and openness among staff; iii) employee suggestion boxes; iv) open door policy; 

 
v) staff retreats; and vi) formal and informal feedback systems. These 
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recommendations reveal that employees recognize the importance of an open, 

supportive, and participative communication climate. 

 
Thirdly, respondents expressed the need for improved communication media: 

 

i) About 48 out of the 54 respondents expressed the need to invest in social media 

networks for employee interactions. Employees expressed the need for the Standard 

Media Group to open a staff facebook, twitter and blog for communication; ii) there 

was also great emphasis on the need for increased face-to-face communication 

between managers and employees through quarterly staff meetings; and, iii) about 5 

respondents emphasized the need for staff to be sensitized to be keen in checking 

internal mails and the intranet for the communication channels to be effective. 

 
Looking at the recommendations, it is clear that employees do recognize the 

importance of internal communication. Managers should therefore work towards 

investing in effective internal communication. 

 
 
 

Summary of Key Findings 
 

 

The following are the key findings: 

 

Response rate – 64% (54 respondents out of the sample of 85) 

 

Respondents’ demographics 

 

  Gender  

 1. Male 32employees 

 2. Female 22 employees 

  Age  

 1. 21 to 30 years 34 respondents 

 2. 31 to 40 years 11 respondents 

 3. 41 to 50 years 2 respondents 

 4. Over 50 years 7 respondents 

  Job Position  

 1. Team leader/supervisor 15 employees 

 2. First line manager 3 employees 
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 3. Middle managers 8 employees 

    

 4. Senior manager 3 employees 

 5. Support staff 23 employees 
 

 

Findings for Research Question I: To what degree do Standard Group employees 

identify with their organization? 

 

i. Table 4.3 (p. 64) shows none of the respondents strongly disagreed that they 

identify with the Standard Media Group, since the lowest rank on the 5-point 

agree/disagree scale is 2. 

 
ii. The overall mean of OI is 3.68 which is above the mean/median of 3 on the 5-

point disagree/agree scale that was used. 

 
iii. Therefore on average, most employees (Approximately, 37) agreed that they 

identify with the Standard Group (Also see appendix 1, showing frequency of 

responses on level of OI) 

 

 

i. The number of males and females, who either agreed, were neutral, agreed or 

strongly agreed that they identify with the Standard Media Group is almost 

 
equal (see Figure 4.3, p.66 and Appendix II, Figure B1 and B2). 

 

Moderating effect of job position on OI 

 

i. Looking at figure 4.4 (p. 67), the trend shows a higher percentage of managers 

categorize and label themselves as the Standard Group, compared to other 

 
employee levels. Hence managers have a higher level of OI. 

 

Findings for Research Question II: What is the relationship between employee 

communication and organizational identification? 

 

i. Table 4.4 (p.71) shows the correlation between overall employee 

communication and OI is 0.647. This relationship is strong, positive and 

 
significant at 0.01 for the two tailed test that was used. 
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ii. All domains of employee communication have a significant positive 

relationship with OI. Of the four domains, information on personal roles and 

about the organization had the highest correlation with OI (r = 0.706) while 

that of communication climate was second highest r = 0.649 

 
iii. Communication media (r = 0.479) and integrated internal communication (r = 

0.399) had rather weak correlations with OI as shown in table 4.3, though the 

relationship was still significant at 0.01. 

 

Findings for Research Question III: What is the relative contribution of the different 

domains of employee communication in intensifying organizational identification? 

 

Table 4.6 (p.74) shows that the mode of responses on relative contribution of 

all the domains of communication in intensifying OI is 4. This implies that most 

respondents rated the contribution that each domain may make in intensifying OI as 

great on the 5-point scale little/great scale (Also see appendix V showing the 

frequency of responses on the same) 

 

 

Employees’ Recommendations on Standard Media Group’s Areas of Improvement in 
Internal Communication 

 

 

It is interesting that the respondents’ recommendations were anchored on the 

four main domains of employee communication studied in this research. The 

recommendations were as follows: 

 
i. Personal role: Communication to be improved through job descriptions and 

360 degree appraisals. 

 
ii. Information about the organization: Improve communication on shared goals 

and objectives and achievements of the Standard Media Group. 
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iii. Communication media: staff facebook page, twitter and blog and increased 

face-to-face communication. 

 
iv. Integrated internal communication: Improve communication on organizational 

achievements and branding efforts. 
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CHAPTER FIVE 
 

 

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 
 

 

Introduction 
 

 

The purpose of this study was to establish the link between employee 

communication and organizational identification. Chapter five starts with a discussion 

of overall research findings and interpretations in light of the conceptual framework 

provided in the literature review. The next sections give conclusions, explaining the 

extent to which the research questions have been answered. Lastly, recommendations 

drawn from the research are given and areas of further research highlighted. 

 

 

Discussion of Findings 
 

 

Demographics of the Respondents 
 

 

Looking at the demographics of the respondents, in comparison with the 

Standard Media Group’s Human Resource Records, the sample was representative of 

the entire organization. The company has more male employees than female with a 

majority of the employees being aged between 21 – 34 years, and has more team 

leaders and support staff than managers. The findings showed that 64% of the target 

population (54 out of 85 respondents) participated in the study. Therefore, the findings 

were unbiased and representative of the study population. Of these respondents, 32 

were male while 22 were female. Hence, in regard to gender participation in the 

research, the sample was representative of the entire population. For job position, 15 

of the respondents were team leaders/supervisors, 3 first line managers, 6 middle 

managers, 3 senior managers and 25 were support staff. 
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Research Question 1: To what degree do Standard Media Group Employees identify 

with their organization? 
 

 

The means for the components of organizational identification (categorization 

and labeling, shared values and goals and membership and belonging) together with 

the overall mean of organizational identification were above average (See table 4.3). 

The overall mean of organizational identification being 3.68 reveals that on average, 

Standard Media Group employees have moderate levels of OI. 

 
It also appears that the employees moderately share the values and goals of 

the organization and moderately categorize and label themselves in terms of the 

organization. However, they have a relatively low sense of membership and 

belonging. Comparing the means, shared values and goals had the highest mean of x 

 
= 3.94 followed by categorization and labeling x = 3.72 with membership and 

belonging having a much lower mean of x = 3.39. It can thus be argued that 

employees’ sense of membership and belonging is quite low given that the mean is 

3.39. The interpretation is consistent with that Edwards and Peccei (2007). 

 
A moderate level of OI for Standard Media Group is not commendable 

because, studies reviewed in literature show that high organizational identification has 

many benefits to an organization including: i) increasing the likelihood that staff will 

stay with the organization and be cooperative; ii) go an extra mile on behalf of the 

organization to help enhance success and iii) better business performance among 

others (Mael & Ashforth, 1992; Edwards & Peccei, 2007; Smidts et al., 2001) 

 
The moderating effect of gender and job position on OI was also established 

(see figure 4.3 and figure 4.4). The frequencies and percentages in rating the three 

components of organizational identification reveal that there are no major gender 

 
differences in relation to categorization and labeling, shared values and goals and 
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membership and belonging. Comparing the distribution of the responses on the 

agree/disagree scale with the number of male and female employees who participated 

in the study, it can be concluded that gender does not have an impact on 

organizational identification. 

 
In regard to job position (see figure 4.4) senior managers and middle level 

managers had the highest level of OI. The findings confirm studies by Cornellisen 

(2008) and Fourie and Holtzhausen (2009) that managers make the policies and vision 

for the organization and may identify with the vision of their organizations more than 

their employees. What Cornelissen (2008) refers to as the vision-culture gaps, and 

explains that this occurs “when senior managers move the organization in a strategic 

direction that employees do not understand or support” (p. 71). Further, an analysis of 

employees’ comments on their level of organizational identification was consistent 

with the quantitative findings since about 37 out of 54 agreed that they identify with 

the Standard Media Group, while 17 were either neutral/disagreed respectively. 

 

 

Research Question 2: What is the relationship between employee 

communication and organizational identification? 

 

Employee communication was indeed found to have an impact on 

organizational identification, which confirms results of other studies (Nakra, 2006; 

Smidts et al., 2001; Bartels et al., 2004; Bartels et al., 2010; Wisenfeld, et al., 1999). 

The results show that employee communication helps strengthen organizational 

identification as a statistically significant correlation of 0.647; P < 0.01 emerged 

between overall employee communication and organizational identification. It can thus 

be argued that the better the internal communication of an organization, the more 
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employees understand their corporate identity and hence develop higher 

organizational identification. 

 
Further, another interesting contribution of this research is on the relationship 

between the four domains (information adequacy on personal roles and about the 

organization, communication climate, communication media and integrated internal 

communication) of employee communication and organizational identification. All 

the four domains were found to have significant positive correlations with 

organizational identification. However, what is striking is that information adequacy 

on personal roles and about the organization and the communication climate had the 

highest correlations, further confirming study findings by Smitds et al. (2001) and 

Nakra (2006). 

 
The high correlations (r = 0.706) between organizational identification and 

information on personal roles and about the organization can be explained by the fact 

that: i) well informed employees understand the values and goals of their organization 

and are likely to have a sense of belonging, hence, high organizational identification. 

Nakra (2006) supports this argument as she argued that organizations should induce 

identification by communicating values, goals and information to employees. ii) 

Information about the organization helps employees to know the salient 

characteristics of their employer, which they can take pride in; such as achievements 

and good business performance. Feeling of pride in working with a particular 

organization is what facilitates the process of categorization and membership and 

belonging, and hence, a higher organizational identification. Smidts et al. (2001) also 

agree that information about the organization increases the organization’s perceived 

attractiveness, reassuring members that they work for an organization that is worth 

associating with. 
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Additionally, adequacy of information on personal roles augments OI since 

members develop a sense of shared meaning when they understand their direct 

contribution in achieving organizational goals. Nakra (2006) also adds that, if 

employees are given adequate information about their work, they become active 

participants in engendering the goals of the organization. Active participation further 

creates a sense of membership and belonging and hence higher organizational 

identification. 

 
Communication climate having the second highest correlation with OI (r 

=0.649) shows that if employees positively evaluate their organization’s 

communication climate, they are likely to have a high level of organizational 

identification. Further, the high correlation between Communication climate and OI 

can be interpreted in line with the argument by Smidts et al. (2001) that a positive 

communication climate caters for employees’ needs of categorization and self 

enhancement which are components of organizational identification. According to 

Smidts et al. (2001), an open communication climate in which active participation is 

appreciated will increase feelings of membership and belonging to the organization, 

whereas, the experience of being taken seriously and being listened to may create a 

feeling of self-worth among employees, hence increasing their level of organizational 

identification. 

 
The other two domains of employee communication: communication media 

and integrated internal communication had relatively weak positive correlation with 

organizational identification (r = 0.479 and r = 0.399 respectively). The findings on 

the relationship between communication media and OI can be compared with those of 

Wisenfeld et al. (1999) who carried out a study on the impact of communication 

media on OI of virtual workers. Winsenfeld et al. found a strong significant 
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correlation between telecommunication technologies and OI of virtual workers. In 

light of their findings, it can be concluded that in a traditional office set up, the 

medium may not have a strong impact on OI. Communication media can have a 

greater impact on virtual office workers since it is only through the media that they 

can interact and bond with their organization. Since there were no past studies linking 

integrated internal communication to OI, the findings of this research, revealing a 

correlation of 0. 399 are a major contribution to literature. Though the relationship is 

weak, there is some indication that investment in integrated internal communication 

would help boost OI. 

 
The findings therefore show that each of the domains of employee 

communication that was studied is individually and collectively important for 

building and fostering organizational identification. The findings are comparable to 

those of Smidts et al. (2001); Nakra (2006); Wisenfeld et al. (1999); Bartels et al. 

(2006), and Bartels et al. (2010). 

 

 

Research Question 3: What is the relative contribution of the different domains 

of employee communication in intensifying organizational identification? 

 
 

Findings reveal that each of the four domains on average has a great contribution 

in intensifying organizational identification. The mode of the ratings is 4 showing that 

most respondents rated the contribution as great. The means for all the four domains are 

also relatively high above the median of the 5-point little/ great scale. It can be argued 

that employees also recognize the contribution that internal communication can play in 

intensifying their level of organizational identification, as over 50% (about 44 out of 54 

respondents) rated the contribution either as great/very great respectively. The Standard 

Media Group should therefore take a keen interest in 
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investing in internal communication since employee also acknowledge that it 

plays a great role in building their OI. Nakra (2006) also argued that managers 

should pay serious attention to internal communication by providing 

employees with adequate information, the opportunity to speak out, get 

involved, be listened to and actively participate. 

 
 

 

Conclusion 
 
 

 

The main objective of this study, which was to establish the link between 

employee communication and organizational identification, was achieved. It was 

found that there exists a strong, positive, significant relationship between employee 

communication and organizational identification. It was also established that 

employees do recognize that communication can help build their organizational 

identification as about 44 out of 54 rated the contribution of each of the four 

dimensions in intensifying OI as great. 

 
Further, all the research questions were answered and hence a solution to the 

research problem. The study was found to be significant to the Standard Media 

Group, since compared to the findings of the Standard Media Group’s employee 

feedback survey (2012) which revealed, employees had low organizational 

identification; this study gives more positive findings, showing that the company has 

at least moderate OI. The moderate level of OI at the Standard Media Group can be 

explained with the fact that the company recently changed its top management and 

employees are being communicated to on the vision of the new management (R. 

Kimaiyo, Standard Media Group HR Manager, personal communication, March 14, 

2013). Mael and Ashforth (1992) also acknowledge that corporate restructuring has 
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led to renewed interest in organizational identification. The new management of the 

Standard Group can thus borrow insight from the research finding, showing a 

positive, strong and significant relationship between employee communication and 

OI. The first step would be for the management to continuously communicate the new 

identity and, vision of the Standard Media Group and generally improve on employee 

communication for purposes of intensifying OI. 

 
Further, this study has made contribution to empirical literature in the field of 

corporate communication, on the link between the various domains of employee 

communication and OI. The most significant is the finding showing a positive and 

significant relationship between integrated internal communication and OI. Since past 

studies did not include the relationship between integrated internal communication 

and OI, the current study gives new insight by adding on the employee 

communication domains that can be linked to organizational identification. 

 
Additionally, the study affirms findings of studies by (Nakra, 2006; Smidts et 

al., 2001; Bartels, et al., 2006; Bartels, et al., 2010; Wisenfeld, et al., 1999) who found 

a positive and significant relationship between employee communication and 

organizational identification. Further, this study having been done in Kenya, where no 

past studies had been done linking employee communication to OI is also a major 

contribution in the scholarship and practice of corporate communication. 

 
In a nutshell, the research problem which was that organizations need to 

invest in employee communication to build organizational identification was 

addressed, through the findings of this study. The Standard Media Group in particular 

having been cited in the problem statement as having experienced problems related to 

OI can boast of its employees having at least a moderate level of OI, which the 

company can further build through internal communication. 
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Recommendations 
 

 

The level of organizational identification for Standard Media Group 

employees was found to be moderate. This is not commendable because employee 

identification affects business performance. Since the findings of this research reveal 

a positive, high and significant correlation between OI and employee communication; 

it would be more appropriate for the Standard Media Group managers to employ 

strategies that address employee communication issues for the purpose of intensifying 

organizational identification. 

 
More specifically, while focusing on the overall employee communication, the 

domains that had the highest impact on OI: information adequacy on personal role 

and about the organization and the communication climate should be given primary 

attention. As Nakra (2006) observes, the advantage of applying internal 

communication measures for strengthening identification is that, organizational 

members have only a limited degree of freedom to ignore corporate messages and 

feedback about one’s functioning in the company. 

 
Managers should pay attention to internal communication climate by 

considering open and respectful communication as instruments for engendering 

identification. Further, employees should be well informed about the goals, values 

and objectives of the organization, management decisions and achievements of their 

organizations for them to strongly identify with the standard media group. 

 
It is also worth noting that employee too gave recommendations that there is 

need for the organization to further improve on communication about their roles and 

their contribution to the overall success of the organization. If communication is 

improved, it is likely that the level of OI will consequently increase given the findings 
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of this research that revealed a high correlation between OI and employee 

communication. Managers can be trained to start appreciating the role of employee 

communication in building organizational identification. The more information 

employees have, the more they are likely to identify with their organization, and be 

motivated to perform in their jobs and advance the goals and objectives of the 

organization. 

 

Areas for Further Research 
 

 

First, to check the strength of the study findings, another study can be done 

using Confirmatory Factor Analysis Method in data analysis. Use of CFA in analysis 

will be an improvement since this study only established correlations and descriptive 

statistics and did not go further to check whether the observed items loaded onto their 

respective latent variables using CFA. 

 
Further, a second study can be done at the Standard Media Group. Since the 

current study was carried out when the staff were busy covering the Kenya 2013 

general elections, a similar study can be done when the employees are less engaged to 

increase the response rate hence the reliability of the study findings, given than 

convenience sampling was used. Further, another study can be done in three or four 

other media companies in Kenya to establish weather similar results will be obtained. 

 
Lastly, a study can be done to establish the moderating impact of gender on 

organizational identification. Results of this research showed there were no significant 

differences in regard to gender and OI. Further research could be done to specifically 

authenticate this finding. 
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APPENDICES 

 

APPENDIX I: FREQUENCY TABLE ON EMPLOYEE RATINGS OF THEIR LEVEL OF 
ORGANIZATIONAL IDENTIFICATION 

 

Table A1: Categorization and Labeling 

 

 Frequency  Percent Valid Percent Cumulative Percent 

DISAGREE  4 7.4 7.4 7.4 

NEUTRAL  13 24.1 24.1 31.5 

Valid  AGREE  31 57.4 57.4 88.9 

STRONGLY AGREE  6 11.1 11.1 100.0 

Total  54 100.0 100.0   
 
 
 

 
Table A2: Shared Values and Goals 

 

 Frequency  Percent Valid Percent Cumulative Percent 

DISAGREE  2 3.7 3.7 3.7 

NEUTRAL  8 14.8 14.8 18.5 

Valid  AGREE  35 64.8 64.8 83.3 

STRONGLY AGREE  9 16.7 16.7 100.0 

Total  54 100.0 100.0   
 
 
 

 
Table A3: Membership and Belonging 

 

  Frequency  Percent Valid Percent Cumulative Percent 

 DISAGREE  5 9.3 9.3 9.3 

 NEUTRAL  25 46.3 46.3 55.6 

Valid AGREE  22 40.7 40.7 96.3 

 STRONGLY AGREE  2 3.7 3.7 100.0 

 Total  54 100.0 100.0   
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APPENDIX II: GENDER AND ORGANIZATIONAL IDENTIFICATION, JOB 

POSITION AND ORGANIZATIONAL IDENTIFICATION 
 

 

Figure B1: Gender and Shared Values and Goals  
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Figure B2: Gender and Membership Belonging  
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APPENDIX III: SPSS OUTPUT FOR THE CORRELATIONS BETWEEN ORGANIZATIONAL IDENTIFICATION AND 
EMPLOYEE COMMUNICATION 

 

 

  N CATL SVG MB OI IA CM CL  CC IC 
            

CATEGORIZATION   
1 

         
AND LABELLING Pearson Correlation 54 

         

          

 Sig. (2-tailed)            

SHARED VALUE AND   
0.468 1 

        
GOALS Pearson Correlation 54 

        

          

 Sig. (2-tailed)  0.000          

MEMBERSHIP AND   
0.690 0.152 1 

       
BELONGING Pearson Correlation 54 

       

          

 Sig. (2-tailed)  0.000 0.274         

OVERALL OI FOR   
0.918 0.623 0.821 1 

      
STANDARD MEDIA         

GROUP Pearson Correlation 54           

 Sig. (2-tailed)  0.000 0.000 0.000        

INFORMATION   
0.570 0.572 0.557 0.706 1 

     
ADEQUACY Pearson Correlation 54 

     

          

 Sig. (2-tailed)  0.000 0.000 0.000 0.000       

COMMUNICATION   
0.248 0.060 0.746 0.479 0.685 1 

    
MEDIA Pearson Correlation 54 

    

          

 Sig. (2-tailed)  0.071 0.668 0.000 0.000 0.000      

COMMUNICATION   
0.475 0.718 0.414 0.649 0.923 0.575 

 
1 
  

CLIMATE Pearson Correlation 54 
   

          

 Sig. (2-tailed)  0.000 0.000 0.002 0.000 0.000 0.000     

             

   99          

Daystar University Repository

Library Archives Copy



 

 

 
 

 

COMPOSITE   
0.530 0.339 0.641 0.647 0.950 0.803 0.831 1 

 
COMMUNICATION Pearson Correlation 54 

 

         

 Sig. (2-tailed)  0.000 0.012 0.000 0.000 0.000 0.000 0.000   

INTEGRATED   
0.465 0.092 0.496 0.399 0.648 0.549 0.408 0.808 1 INTERNAL   

COMMUNICATION Pearson Correlation 54          

 Sig. (2-tailed)  0.000 0.000 0.000 0.003 0.000 0.000 0.002 0.0000000  
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APPENDIX IV: FREQUENCY TABLE SHOWING RESPONDENTS MEAN OF 
RESPONSES CORRESPONDING TO EACH DIMENSION OF 
EMPLOYEE COMMUNICATION 

 

 

Mean of Responses corresponding to Information adequacy 
 

about personal roles and about the organization 

 

Scale: 5 point Little/Great scale  

 

Mean of Frequency Percent Valid Percent Cumulative 

Respons    Percent 

es     

3.16 1 1.9 1.9 1.9 

3.17 1 1.9 1.9 3.7 

3.17 1 1.9 1.9 5.6 

3.18 1 1.9 1.9 7.4 

3.20 1 1.9 1.9 9.3 

3.21 1 1.9 1.9 11.1 

3.24 1 1.9 1.9 13.0 

3.25 1 1.9 1.9 14.8 

3.28 1 1.9 1.9 16.7 

3.32 1 1.9 1.9 18.5 

3.34 1 1.9 1.9 20.4 

3.40 1 1.9 1.9 22.2 

3.41 1 1.9 1.9 24.1 

3.48 1 1.9 1.9 25.9 

3.48 1 1.9 1.9 27.8 

3.53 1 1.9 1.9 29.6 

3.55 1 1.9 1.9 31.5 

3.56 1 1.9 1.9 33.3 

3.56 1 1.9 1.9 35.2 

3.56 1 1.9 1.9 37.0 

3.57 1 1.9 1.9 38.9 

3.58 1 1.9 1.9 40.7 

3.59 1 1.9 1.9 42.6 

3.61 1 1.9 1.9 44.4 

3.61 1 1.9 1.9 46.3 

3.61 1 1.9 1.9 48.1  
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3.62 1 1.9 1.9 50.0 

3.63 1 1.9 1.9 51.9 

3.64 1 1.9 1.9 53.7 

3.64 1 1.9 1.9 55.6 

3.65 1 1.9 1.9 57.4 

3.65 1 1.9 1.9 59.3 

3.66 1 1.9 1.9 61.1 

3.66 1 1.9 1.9 63.0 

3.66 1 1.9 1.9 64.8 

3.67 1 1.9 1.9 66.7 

3.67 1 1.9 1.9 68.5 

3.68 1 1.9 1.9 70.4 

3.68 1 1.9 1.9 72.2 

3.70 1 1.9 1.9 74.1 

3.70 1 1.9 1.9 75.9 

3.70 1 1.9 1.9 77.8 

3.74 1 1.9 1.9 79.6 

3.76 1 1.9 1.9 81.5 

3.79 1 1.9 1.9 83.3 

3.84 1 1.9 1.9 85.2 

3.85 1 1.9 1.9 87.0 

3.91 1 1.9 1.9 88.9 

3.92 1 1.9 1.9 90.7 

3.97 1 1.9 1.9 92.6 

3.97 1 1.9 1.9 94.4 

4.01 1 1.9 1.9 96.3 

4.01 1 1.9 1.9 98.1 

4.02 1 1.9 1.9 100.0 

Total 54 100.0 100.0   
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Mean of responses corresponding to communication media 

 

Scale: Five point Little/Great scale 

 

Mean of  Frequency Percent Valid Percent Cumulative 

Response     Percent 

  3.18 1 1.9 1.9 1.9 

  3.18 1 1.9 1.9 3.7 

  3.18 1 1.9 1.9 5.6 

  3.20 1 1.9 1.9 7.4 

  3.20 1 1.9 1.9 9.3 

  3.22 1 1.9 1.9 11.1 

  3.23 1 1.9 1.9 13.0 

  3.23 1 1.9 1.9 14.8 

  3.23 1 1.9 1.9 16.7 

  3.23 1 1.9 1.9 18.5 

  3.25 1 1.9 1.9 20.4 

  3.27 1 1.9 1.9 22.2 

  3.27 1 1.9 1.9 24.1 

  3.28 1 1.9 1.9 25.9 

  3.29 1 1.9 1.9 27.8 

Valid 3.31 1 1.9 1.9 29.6 

  3.32 1 1.9 1.9 31.5 

  3.34 1 1.9 1.9 33.3 

  3.34 1 1.9 1.9 35.2 

  3.35 1 1.9 1.9 37.0 

  3.37 1 1.9 1.9 38.9 

  3.38 1 1.9 1.9 40.7 

  3.40 1 1.9 1.9 42.6 

  3.41 1 1.9 1.9 44.4 

  3.43 1 1.9 1.9 46.3 

  3.44 1 1.9 1.9 48.1 

  3.44 1 1.9 1.9 50.0 

  3.44 1 1.9 1.9 51.9 

  3.45 1 1.9 1.9 53.7 

  3.50 1 1.9 1.9 55.6 

  3.50 1 1.9 1.9 57.4  
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3.50 1 1.9 1.9 59.3 

3.51 1 1.9 1.9 61.1 

3.51 1 1.9 1.9 63.0 

3.52 1 1.9 1.9 64.8 

3.53 1 1.9 1.9 66.7 

3.53 1 1.9 1.9 68.5 

3.54 1 1.9 1.9 70.4 

3.55 1 1.9 1.9 72.2 

3.57 1 1.9 1.9 74.1 

3.61 1 1.9 1.9 75.9 

3.62 1 1.9 1.9 77.8 

3.62 1 1.9 1.9 79.6 

3.67 1 1.9 1.9 81.5 

3.68 1 1.9 1.9 83.3 

3.70 1 1.9 1.9 85.2 

3.72 1 1.9 1.9 87.0 

3.74 1 1.9 1.9 88.9 

3.75 1 1.9 1.9 90.7 

3.79 1 1.9 1.9 92.6 

3.80 1 1.9 1.9 94.4 

3.82 1 1.9 1.9 96.3 

3.83 1 1.9 1.9 98.1 

3.84 1 1.9 1.9 100.0 

 Total 54 100.0 100.0   
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Mean of Responses corresponding to communication Climate 

 

Scale:  Five point agree/disagree scale 

 

Mean of Frequency Percent Valid Percent Cumulative 

Response    Percent 

3.24 1 1.9 1.9 1.9 

3.24 1 1.9 1.9 3.7 

3.25 1 1.9 1.9 5.6 

3.26 1 1.9 1.9 7.4 

3.28 1 1.9 1.9 9.3 

3.29 1 1.9 1.9 11.1 

3.31 1 1.9 1.9 13.0 

3.34 1 1.9 1.9 14.8 

3.34 1 1.9 1.9 16.7 

3.38 1 1.9 1.9 18.5 

3.40 1 1.9 1.9 20.4 

3.42 1 1.9 1.9 22.2 

3.45 1 1.9 1.9 24.1 

3.47 1 1.9 1.9 25.9 

3.50 1 1.9 1.9 27.8 

3.52 1 1.9 1.9 29.6 
Valid     

3.53 1 1.9 1.9 31.5 

3.54 1 1.9 1.9 33.3 

3.55 1 1.9 1.9 35.2 

3.56 1 1.9 1.9 37.0 

3.56 1 1.9 1.9 38.9 

3.57 1 1.9 1.9 40.7 

3.59 1 1.9 1.9 42.6 

3.59 1 1.9 1.9 44.4 

3.60 1 1.9 1.9 46.3 

3.60 1 1.9 1.9 48.1 

3.60 1 1.9 1.9 50.0 

3.61 1 1.9 1.9 51.9 

3.61 1 1.9 1.9 53.7 

3.61 1 1.9 1.9 55.6 

3.61 1 1.9 1.9 57.4 

 3.61 1 1.9 1.9 59.3   
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3.63 1 1.9 1.9 61.1 

3.65 1 1.9 1.9 63.0 

3.65 1 1.9 1.9 64.8 

3.67 1 1.9 1.9 66.7 

3.68 1 1.9 1.9 68.5 

3.71 1 1.9 1.9 70.4 

3.72 1 1.9 1.9 72.2 

3.75 1 1.9 1.9 74.1 

3.76 1 1.9 1.9 75.9 

3.80 1 1.9 1.9 77.8 

3.82 1 1.9 1.9 79.6 

3.83 1 1.9 1.9 81.5 

3.88 1 1.9 1.9 83.3 

3.88 1 1.9 1.9 85.2 

3.92 1 1.9 1.9 87.0 

3.94 1 1.9 1.9 88.9 

3.95 1 1.9 1.9 90.7 

3.99 1 1.9 1.9 92.6 

4.00 1 1.9 1.9 94.4 

4.01 1 1.9 1.9 96.3 

4.02 1 1.9 1.9 98.1 

4.02 1 1.9 1.9 100.0 

 Total 54 100.0 100.0   
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Mean of responses on Integrated Internal Communication 

 

Scale: 5 point agree/disagree scale 
 

IIC 

Mean  Frequency Percent Valid Percent Cumulative 

     Percent 

 3.00 1 1.9 1.9 1.9 

 3.00 1 1.9 1.9 3.7 

 3.01 1 1.9 1.9 5.6 

 3.03 1 1.9 1.9 7.4 

 3.04 1 1.9 1.9 9.3 

 3.09 1 1.9 1.9 11.1 

 3.09 1 1.9 1.9 13.0 

 3.16 1 1.9 1.9 14.8 

 3.19 1 1.9 1.9 16.7 

 3.24 1 1.9 1.9 18.5 

 3.31 1 1.9 1.9 20.4 

 3.34 1 1.9 1.9 22.2 

 3.44 1 1.9 1.9 24.1 

 3.47 1 1.9 1.9 25.9 

 3.53 1 1.9 1.9 27.8 

Valid 3.55 1 1.9 1.9 29.6 

 3.55 1 1.9 1.9 31.5 

 3.55 1 1.9 1.9 33.3 

 3.55 1 1.9 1.9 35.2 

 3.56 1 1.9 1.9 37.0 

 3.57 1 1.9 1.9 38.9 

 3.58 1 1.9 1.9 40.7 

 3.60 1 1.9 1.9 42.6 

 3.60 1 1.9 1.9 44.4 

 3.61 1 1.9 1.9 46.3 

 3.62 1 1.9 1.9 48.1 

 3.62 1 1.9 1.9 50.0 

 3.62 1 1.9 1.9 51.9 

 3.63 1 1.9 1.9 53.7 

 3.64 1 1.9 1.9 55.6 

 3.64 1 1.9 1.9 57.4  
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3.64 1 1.9 1.9 59.3 

3.66 1 1.9 1.9 61.1 

3.66 1 1.9 1.9 63.0 

3.67 1 1.9 1.9 64.8 

3.68 1 1.9 1.9 66.7 

3.68 1 1.9 1.9 68.5 

3.70 1 1.9 1.9 70.4 

3.70 1 1.9 1.9 72.2 

3.70 1 1.9 1.9 74.1 

3.70 1 1.9 1.9 75.9 

3.71 1 1.9 1.9 77.8 

3.71 1 1.9 1.9 79.6 

3.73 1 1.9 1.9 81.5 

3.73 1 1.9 1.9 83.3 

3.76 1 1.9 1.9 85.2 

3.76 1 1.9 1.9 87.0 

3.77 1 1.9 1.9 88.9 

3.77 1 1.9 1.9 90.7 

3.80 1 1.9 1.9 92.6 

3.98 1 1.9 1.9 94.4 

4.16 1 1.9 1.9 96.3 

4.35 1 1.9 1.9 98.1 

4.54 1 1.9 1.9 100.0 

 Total 54 100.0 100.0   
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APPENDIX V: FREQUENCY TABLES FOR RESPONSE ON RELATIVE 

CONTRIBUTION OF DOMAINS OF EMPLOYEE 
COMMUNICATION IN INTENSIFYING ORGANIZATION 

IDENTIFICATION 
 

 

Table C1: Information Adequacy    

     

 Freque Percent Valid Percent Cumulative 

 ncy   Percent 

     

Very little 3 5.6 5.6 5.6 

Little 5 9.3 9.3 14.8 

Some 14 25.9 25.9 40.7 

Valid     

Great 18 33.3 33.3 74.1 

Very great 14 25.9 25.9 100.0 

Total 54 100.0 100.0  

     
 
 
 
 

 

Table C2: Communication Climate 

 

 Frequency Percent Valid Percent Cumulative 

    Percent 

     

Very little 1 1.9 1.9 1.9 

Little 7 13.0 13.0 14.8 

Some 15 27.8 27.8 42.6 

Valid     
Great 22 40.7 40.7 83.3 

Very great 9 16.7 16.7 100.0 

Total 54 100.0 100.0  
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Table C3: Communication Media 

 

 Frequency Percent Valid Percent Cumulative 

    Percent 

     

Very little 1 1.9 1.9 1.9 

Little 3 5.6 5.6 7.4 

Some 10 18.5 18.5 25.9 

Valid     

Great 26 48.1 48.1 74.1 

Very great 14 25.9 25.9 100.0 

Total 54 100.0 100.0  

     
 

 

Table C4: Integrated Internal Communication 
 

 

 Frequency Percent Valid Percent Cumulative 

    Percent 

     

Very little 4 7.4 7.4 7.4 

Little 5 9.3 9.3 16.7 

Some 10 18.5 18.5 35.2 

Valid     

Great 24 44.4 44.4 79.6 

Very great 11 20.4 20.4 100.0 

Total 54 100.0 100.0  
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APPENDIX VI: QUESTIONNAIRE 
 

QUESTIONNAIRE 
 
 

 

Dear Respondent 
 

I am a Post-graduate student at Daystar University carrying out research on “the role of 

internal communication in intensifying the degree to which employees identify with 

their organization.” I kindly request you to take a few minutes to participate in this 

research to enable me complete my studies. All answers provided will be held with 

confidence, do not write your name or any form of identification. Please answer as 

truthfully as possible. Information collected will not be used beyond the purposes of this 

study which is for Completion of the postgraduate programme in Communication. 
 
 

 

For any clarification, kindly contact me via the email lyne2013@gmail.com or cell phone: 
 

0725862380 
 

Instructions 
 

Where choices are provided, put a tick (√) in the appropriate box provided. Where the 
options do no fit your response, kindly use the ‘other’ option and specify. For open ended 

questions with no options, write your opinion/response in your own words. 
 
 

 

PART A 
 

Personal Information 
 
 

 

1. What is your Gender? 

[1] Male    
 

[2] Female  
 

 

2. What is your Age?  
[1] Under 20 years old 

 
[2] 21 to 30 years old 

 
[3] 31 to 40 years old 

 
[4] 41 to 50 years old 

 
[5] Over 50 years old  
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3. What is your present job position?  
[1] Team Leader/Supervisor 

 
[2] First-line manager 

 
[3] Middle manager 

 
[4] Senior manager 

 
[5] Support staff 

 

PART B 
 

Organizational Identification Measure - (Sharing of organizational goals, self-

categorization and feeling of a sense of belonging and membership) 
 

5. How would you rate the degree to which you identity with your organization? 

Kindly rate by ticking (√) against the following statements on the scale of 1 – 5 

 

SCALE:  

Strongly disagree disagree Neutral Agree Strongly Agree   

1  2 3 4 5      

     1 2 3 4 5  
        

1. When  someone  or  a  story  in  the  media  criticizes  my       

 organization, it feels like a personal insult.        
        

2. If someone praises my organization it feels like a personal       

 compliment.          
        

3. I feel proud to work for the Standard Media Group       

        

4. I am very interested in what others think about my employer.       
        

5. What the Standard Media Group stands for is important to me       
        

6. I share the goals and values of the Standard Media Group       

        

7. When I talk about this Employer, I usually say ‘we’ rather than       

 ‘they’          
        

8. Being a member of this organization is an important part of       

 whom I am.            

9. I feel a sense of membership and belonging with the Standard 

Group. 
 

 

Kindly give a general comment on your rating above……………………………………… 

 

……………………………………………………………………………………………… 

 

...…………………………………………………………………………………………… 
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PART C 

 

Internal Communication Audit 
 
 

 

Section 1: How do you feel about the amount of information you are 

receiving on personal roles and about your organization? 

 

Kindly respond by rating the amount of information (on a scale of 1 -5 as below) 

 

KEY FOR SCORING ITEMS: 

 

Very Little (VL) - 1, Little (L) – 2, Some (S) – 3, Great (G) – 4, Very great (VG)- 5 

 

(Tick √ appropriately against the numbers in the empty boxes)  
 

 This is the amount of  

 information I receive  

 now    
      

 1 2 3 4 5 

      

1 My performance in my job     

      

2 What is expected in my job     

      

3 What I need to do in my job to support     

 organizational goals and aims     
      

4 The goals, values and objectives of the     

 organization     
      

5 Management decisions and changes in the     

 organization      
 

6 Specific problems/crisis faced by 

the organization 
 
 
 

 

Briefly comment on your rating of the information you receive about your personal roles 

 

and about your organization………………………………………………………………. 
 

……………………………………………………………………………………………… 
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Section 2: How would you rate the communication climate (trust 

and openness in communication, participation in decisions and 

supportiveness) at your organization? 

 

3. Kindly respond by ticking (√) on a scale of 1-5 against the statements provided to 

measure communication climate. 

 

KEY FOR SCORING ITEM 
 

Strongly Disagree disagree Neutral  Agree    Strongly Agree 
            

1  2 3  4    5   
           

          

       RATING   
           

     1 2 3 4 5  

         

1 My supervisors and colleagues are open and        

 honest towards me.          
         

2 I feel a lot of trust about information from top        

 management and supervisors on arising matters        

 and changes in the organization.        
         

3 Top management communicates two-way with        

 employees about the organization.        
         

4 I have ample opportunity to have my say.        

         

5 My supervisor listens to how I would like to        

 perform my duties.           
 

6 My colleagues pay serious attention to what 

I have to say. 
 
 
 

 

Briefly comment on your rating above of the communication climate (trust and openness, 

 

supportiveness and participation) ………………………………………………………… 

 

……………………………………………………………………………………………… 
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Section 3: How much information are you receiving about the 

standard group and/ or your personal roles through these 

channels? 
 

 

KEY FOR SCORING ITEMS: 

 

Very Little (VL) - 1, Little (L) – 2, Some (S) – 3, Great (G) – 4, Very great (VG)- 5 

 

(Tick √ appropriately in the empty boxes against the ratings provided)  
 

This is the  

amount of  

information I  

receive from this  

channel now  
 

RATED CHANNEL INFORMATION 1 2 3 4 5 

 

1 Face-to-face – group and 

personal meeting/informal talks 
 

2 Telephone calls 
 

 

3 New media channels (Blogs, 

Facebook, twitter, my space, youtube) 
 

4 Written communication through 

notice board 
 

5 Intranet 
 
 

6 Email  
 
 
 
 
 

Briefly comment on your rating of information received through the communication 

 

channels………………………………………………………………………………… 

 

………………………………………………………………………………………… 

 

………………………………………………………………………………………… 
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Section 4: How would you rate the degree to which there is integration 

between internal communication and external communication about 

the Standard Group? 

 
 
 
 

Please rate by ticking (√) appropriately on the scale of 1 -5 the statements provided. 
 
 
 

 

KEY FOR SCORING ITEMS 
 

Strongly Disagree disagree Neutral Agree    Strongly Agree 
          

1  2 3 4    5  
         

      RATING  
         

    1 2 3 4 5 
        

1 Organizational branding efforts to external       

 publics are also marketed to me through       

 internal communication.        
        

2 I get information from my organization about       

 new developments, products and services as       

 communicated outside the organization.       
        

3 The organization collects views from both       

 employees and customers about the corporate       

 brand values and business success         
4 I understand what I need to do to play an 

important part in meeting our customer’s needs 
 
 
 

 

Briefly comment on your ratings on integrated internal communication……………........ 
 

 

…………………………………………………………………………………………….. 
 

 

……………………………………………………………………………………………. 
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Section 5: How would you rate the relative contribution that the four dimensions of 

internal communication may make in intensifying the degree to which you identify 

with your organization? 
 
 

 

Kindly respond by rating (√) on a scale of 1 -5 as below 

 

KEY FOR SCORING ITEMS: Very Little (VL) - 1, Little (L) – 2, Some (S) – 3, 

Great (G) – 4, Very great (VG)- 5 

 

  Internal communication Dimensions      
        

   1 2 3 4 5 

        

 1 Adequate information about the organization and your      

  personal roles      
        

 2 Communication climate (openness, trust, participation )      

        

 3 Communication Media      

        

 4 Integration of internal and external communication      

        
 
 

 

Section 6: Please give three suggestions for making internal communication better 
 
 

 

1…………………………………………………………………………………………… 

 

……………………………………………………………………………………………. 
 

 

2…………………………………………………………………………………………… 

 

……………………………………………………………………………………………… 
 

 

3…………………………………………………………………………………………… 

 

…………………………………………………………………………………………….. 
 

 

Thanks for your time! 
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