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ABSTRAKT
Tato bakal&sk& prace se zabyva vnitrofiremni komunikaci vdesposti SIGMA GROUP

a.s., kterou analyzuje. Snazi se vyhodnotit jéjiésa slabé stranky a upozornit na mo
ma& nasled& za cil pomoci zlepSit arovie vnitrofiremni komunikace ve spd@igosti.
Teoreticka ¢ast vys¥tluje zakladni pojmy komunikace a dale ji rozvija mirove
komunikace ve firm. Ta je poté zagfena na vztahy zafatnand, nastroje vnitrofiremni
komunikace, zgtnou vazbu a firemni kulturu. Praktické&ast gedstavuje firmu jako
takovou a naslednna zaklad dotaznikového S&ni zjif'uje slabé a silné stranky tykajici
se vnitrofiremni komunikace. Ty jsou potékthdne rozebrany a vyhodnoceny. Na zakiad
zjistenych vysledk jsou prezentovany navrhy a dop&eni, které maji za cil zlepsit Urave

vnitrofiremni komunikace ve spaleosti.

Kli¢ova slova: interni komunikace, firemni kultura, Zamanci, analyza, dotaznik

ABSTRACT

This bachelor thesis deals with internal commuiacain company SIGMA GROUP a.s,
which is analyzed. It tries to evaluate its strang weak areas and point to them. That has
subsequently the aim to help to improve the levielinternal communication in the
company. Theoretical part explains basic terms amunication which is further
developed at the level of corporate communicatitinis thereafter aimed on the
relationships of employees, internal communicatmois, feedback and corporate culture.
Practical part presents the company as it is abdegjuently on the basis of questionnaire
survey discovers strong and weak areas relatettéonal communication. These are then
thoroughly analyzed and evaluated. Suggestionsermnmendations are presented on the
basis of established results in order to improweldével of internal communication in the

company.

Keywords: internal communication, corporate cult@mployees, analysis, questionnaire
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INTRODUCTION

It might seem that external communications inclgdoommunication with customers,
vendors and other public are the most important connection with business
communications, but it is necessary to realizewamdkerstand that relationships with public
are based on company culture, relationships betweeeployees and other elements of
company. If there are not good relationships inkptaice and employees are not positively
minded then there cannot be good relationships thighexternal colleagues, customers,
vendors and public.

If we concentrate on internal communications, do loest and try to improve them, we
simultaneously contribute to the development andpravement in external
communications.

An analysis of internal communications within theeCh company Sigma Group, a.s.
reveals strong and weak areas in order to workhenmeak ones and use the strong ones
appropriately, appreciate them and fight for them that both areas contribute to
improvement of internal communications and makenteéective.

In the theoretical part the term communicationasegally introduced and further this work
is focused on business communication itself, egfiga@n internal communication and its
process, forms and objectives. In this part alggeapselected examples of communication
tools used in communication process. The term catpoculture and its elements are
presented as well as their function in internal camication.

The analytical part presents the company Sigma [&ra@us. and its brief history,
organizational structure and production program.e Tanalysis itself consists of
questionnaire survey and interviews with employeethis company as well as study of
internal documents of the company. The progresst @ monitored simultaneously.
Evaluation of this analysis comprises the relatigps between employees, between
supervisors and subordinates and also the effectsee of communication tools in the
company. At the end of analytical part some suggestand recommendations are

proposed.
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1 COMMUNICATION

Communication as a term could be defined in manyswé&irst of all, it should be
understood as a process. As it is well-known, eygncess has the start and the end.
Without these two it would not be complex. Basigalby this it is meant that
communication process starts with sending inforamaby sender and ends with receiving
the information by receiver. The most influentmthe condition that both of them — sender
and receiver — have to use the same code becausenéeded for subsequent correct
decoding of given information. The code could bensas a language that is common for
both sender and receiver (Adair 2004, 16).

Of course, there are many methods of sending atevieg the information. It could be
transferred by word — as a means of speaking, doy sias a means of writing. Both of
them fall into the group of sending the informati@n the contrary, listening and reading
belong to the group of receptive skills where déwgds applied. To the right transfer
belongs clear and understandable hand-over ofrtfogmation in order to be correctly
received, understood, interpreted and acceptedif2084, 19, Ludlow and Panton 1992,
9).

1.1 Verbal Communication

When considering the verbal communication, fromrnhme it is seen and heard the word
“verb”. To analyze it, we can say that verb is afidhe categories of words. Words are
parts of sentences which are simultaneously elesnehtspeaking and writing. As the
definition of verbal communication says, the verbabmmunication is “oral
communication” and “the process of sending andivetwe messages with words, including
writing and sign language (Allwords.com, Englishctnary — With Multi-Lingual
Search, online).” According to research, we commatel 5 % verbally and 95 % non-

verbally.

1.2  Non-verbal communication

Again when thinking about the non-verbal commundcgtit is clearly understandable that
it is communication without words. We can seeanirthe following definition which says

it is “transmission of messages by medium othemn tbpeech or writing (Business

Dictionary, online).”
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Non-verbal communication is often called body laaggl (Adair 2004, 23). When we
consider how many parts of our body we have, itlcde said that almost the same
number of elements is used for non-verbal commutinicaThus, “verbal communication
includes pitch, speed, tone and volume of voicstuges and facial expressions, body
posture, stance, and proximity to the listener, mygsements and contact, and dress and
appearance (Business Dictionary, online).” To bereamaccurate to above mentioned
research, from the 95 percent which are conneci#dd non-verbal communication, “45
percent are produced by the tone, inflexion, aheroelements of voice, and 50 percent by

body language, movements, eye contact, etc (BusDiesionary, online).”
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2 COMMUNICATION IN COMPANY

Communication in company is also known as corpocammunication. It makes no
difference which name it has but the heart of tla¢ten is that it is communication realized
by company itself. It could be divided into intefrend external communication. This
thesis focuses exclusively on internal communicabat it is necessary to introduce the
concept of corporate communication as well. Acaogdio Argenti and Forman “by
corporate communication we mean the corporationisevand the images it projects of
itself on a world stage populated by its variousli@ances such as corporate reputation,
corporate advertising and advocacy, employee corations, investor relations,
government relations, media management, and ccisismunications.” It is also the
process a company uses to communicate all its messt key constituencies — a
combination of meetings, interviews, speeches,rteponage advertising, and other online

communications (Argenti and Forman 2002, 4).

2.1 Internal Communication

In today’s business world there is a big importan€enternal communication in every
company no matter what size. Not always the busieesimunication is strictly good or
bad. Mainly it is short of some details in the wayw to be effective. Because not all
companies could effectively work in present-dayttgld business market, the internal or in
other words corporate communication has its vafhirst of all, it is essential to introduce
it.

The term internal communication covers communicapoocess within the organization
which is realized by individual employees of thengany with their verbal as well as non-
verbal communication. In connection with internakimess communication there could be
seen also the influence of company in the formusiiess culture which to some degree
determines the employees (HlouSkova 1998, 9). d@ba of corporate culture is presented
in the third chapter of this thesis in order tolexpits value and to develop it into parts.
The image of internal communication is created \mrgemployee of the company. Every
employee is a member of the company no matter whaition he or she occupies. Of
course, his role as well as his importance in tbegany is formed by his position in
corporate hierarchy. The higher is his or her pmsiin company hierarchy the greater

influence on others he or she has (Horakova 2009, 1
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2.1.1 Internal Communication Process

The internal communication process is a complexfafrmation, communication skills,
activities and tools that are proceed in the emwvitent of the company (Janda, 2004, 13).
The significant role in internal communication I®ldhe reciprocity as the internal
communication is understood as bidirectional precé&he internal communication is
everything what employees see, hear or read —gtdsess of transmitting and receiving
the information and feedback (Horakova 2000, 13/-B&e fact of its complexity means
that all above mentioned items should be includethé internal communication process

and they should be used together appropriatelydardo guarantee the effectiveness of it.

2.1.2 Relationships between Employees Themselves

Relationships between employees could be on pesitivwell as on negative level. When
working on the relationships it is essential torieamind that without good relationships

there could not be good atmosphere on workplacefanider without good atmosphere

there could not be seen high-quality performanaeedny employees. Not every employee
has the same ideas as the other one and that isfdhe reasons why conflicts between
employees could arise. These problems not alwdpstbereate good working atmosphere
and therefore it is crucial to learn how to respmghions of other employees, colleagues,
teams, departments or divisions. The contributies in development of relationships

between the employees to such a degree that theytte the improvement of internal

communication in whole company and are one of #sds for the corporate good.

2.1.3 Relationships between Supervisors and Subordites

Relationships between supervisors and subordinates very fundamental as the
relationships described above. There could be #eempositive and negative attitude as
well. Both of them influence mood on the workplaoel also in the company as whole.
With the positive attitude there is an option tove&lep motivation, trust, support and

control of the employees but on the contrary, ht# negative attitude it could happen to
the supervisor as well as to the subordinate ttatiaveffort will be destroyed. To develop
the relationships between them both sides shouldubg aware of their needs and

expectations. The supervisor should know that hedcrely on his subordinates and vice
versa. Both supervisor and subordinate should $imghe topic or personal interest they

have in common in order to develop their informainenunication (Fritz 2006, 111-12).



TBU in Zlin, Faculty of Humanities 16

2.1.4 Feedback

It is important to bear in mind that communicatrequires two sides and that is the reason
why well-known and constantly repeated feedbacktnbescontained in the process of
communication within the company. The feedback &hte not only contained but also
dynamically functioned in order to contribute te tivhole internal communication process.
The fact that the employees receive the feedback their supervisor or from anyone else
from company is very contributing for them. Throutite feedback the employees are
informed about themselves and their work and itmaghey can see the view of people
giving feedback to them. The contribution lies avdlopment of the employees because as
far as they know what are their weak and strongsatike, they can make an effort to
improve the weak ones and develop the strong émesceiving feedback the best thing to
do is to ask for giving the feedback from persoromhthe employees believe. Although
relationships should be based on mutual trustemetybody is the right person to give the
feedback (Theobald 2004, 44).

According to Medlikova, the right feedback should biven as information not as
assessment. It should also describe factual belwawib the employees. It should not
describe employees themselves. Correct feedback doe use generalizations but is
specific which means that it gives specific infotiba about the behaviour of the
employees. The person giving feedback presentsows ideas and opinions. It is
inappropriate and inefficient to hide under opirsarf other people. The right feedback
should be brief and easy to remember (Medlikovas28Q). All these condition of giving
feedback are vital in sense of its effective agplan in the process of internal

communication.

2.1.5 Objectives of Internal Communication

Companies which want to have their internal commation effective should meet the
main objectives of internal communication. There four main objectives. First of all,
creating and changing the attitudes and the betrawibits employees. Secondly, there is
an important part that is based on mutual undedsign The third crucial item is the
interconnection between information and motivatiorhe fourth main objective is
connected with providing and adopting feedbackadloeve these aims, several conditions
should be fulfilled. One of them is that employsésuld know the aims of the company.

They should respect them and are obliged to redtiesn. This condition applies not only
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to the whole company but also to the individualtpardivisions, departments as well as
teams. The second condition which should be imphgetktis that every employee knows
what his or her rights as well as responsibilites. Next condition supports the fact that
employees know the attitudes of the managemeihietaurrent topics or questions and also
to changes which are going to be made in futureer@tare other conditions such as
positive attitude of employees toward the companwhole, a support of formal as well as
informal industrial relations which contribute tbet general improvement of internal
communications within the company (HlouSkova 199846). These are the main views
and conditions which support the fact that intero@mmunication in company has its

value.

2.1.6 Effectiveness of Internal Communications

Every internal communication could be good or Baghave internal communication good
or in other words effective is not always easy. @anies that make internal
communications a priority are more likely to reableir objectives. According to BDC,
there are two main objectives that should be cemsd by every company that wants to
have effective internal communications. The firaeas “to create a sense of belonging”
which means that employees feel they are part @fctmpany. The second one is “to
secure employee buy-in because employees who behesompany initiatives will realize
them (BDC, online).”

2.2 Communication Tools

Companies should do everything to make their irlecommunication effective. In order
to make it effective, the companies should usdealsible communication tools. Here are
many tools for internal communication. These anre dpample e-mail, intranet, report,
notice boards, annual reports of employee, conderecompetitions and many others. All
of them have a strong impact on the employees ef dcbmpany. One of many
communication tools that are very common is a compeewsletter or magazine.

It is well-known that communication could be reatizin three main forms. These are
personal, written and electronic. Examples oftaleé forms are possible to be seen in the

communication tools.
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2.2.1 Intranet Site
It is one of the examples of the electronic comroaton which should have each
company. This communication tool is very importhatause every employee should have

an access to find strategic and mainly completarmaétion in it.

2.2.2 Company Newsletter

Company newsletter or magazine is another exanfgderomunication tools which is very
common. It is one of the examples of written comioation and from my point of view it
has similar function with the intranet site.

The employees could find there strategic and comapigormation. At the same time there
could be also employee success stories, companyg rad events included. If the
information in the newsletter is strategic for temployees or is included in order to
motivate them, it is the good one. On the contrdrgre are a lot of companies that still
have their corporate magazines similar to “hobbgaa@e” or “magazine for women” and
it is the bad example. Simply, companies shoultuge information which will be useful

and contributing for the employees (Janda 2004, 91)

2.2.3 E-mall

It is an example of both written and electronic commication. As every communication
tool also e-mail has its strengths and weaknesses other words, advantages and
disadvantages.

The first and the most evident advantage is thadiag and receiving e-mails is very quick
process. In nowadays business world it is very fasrathough it is not so formal as other
types of written communication. It is also influeddoy the fact that e-mails are used as the
form of mass communication. Furthermore, it is iiyible because employees can send
and receive e-mails from their homes as well. O#taantage is that e-mails could include
attachments like pictures, charts, graphs, videdsogher files. Next but not last advantage
is that the sender has a feedback because he oastsee if the receiver has already read
his e-mail. There are also disadvantages whicludtecthe fact that employees use e-mails
instead of conversation between each other ordbethat they use it so much that they
overburden their supervisors. The advantage coedewith flexibility could be also
disadvantage because the fact that the employeesimaaccess to their e-mails at home is
unfavourable for their private life. It is like allay work instead of relaxation after their
working hours (Theobald 2006, 91-94).
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2.2.4 Report

This communication tool appears mainly in writtenni and the basic aim of the report is
to inform the supervisor of the daily plan of emy@e. The benefit for the employee is that
he or she can get the overview of his or her resiilhe benefit for the supervisor and the
company is that they have the ability to find outhie employee fulfils his position in
company. This communication tool is used as a bé&asisinspection, evaluation,
remunerations, development, planning and creatingrganizational structure. Therefore it
is considered to be one of the cornerstones obpaed department or in other words HR
of the company (Janda 2004, 89-90).

2.2.5 Conference

Conference is one of the examples of face-to-fam@ngunication which is the most
effective form of verbal communication. In this cmmnication tool it is crucial to bear in
mind a clear agenda but it is also necessary tavdhe participants to ask questions (BDC,

online).

2.2.6 Suggestion Box

Another communicative tool or method that is magbeused in all companies but is vital
part is suggestion box. This tool is very effectivem the point of view of indirect
communication.

People sometimes do not want or they cannot sagshiirectly because they are shy or
they think their ideas are not so important andefoee the suggestion boxes are the
suitable means for these situations. It is vitaltfe employees to know they could express

their ideas also by this way (Janda 2004, 91).

2.2.7 Effectiveness of Using Communication Tools

As every communication tool has its place, timimgl &alue, it should be implemented in
the process of corporate communication in that s@yhat it fulfils the expectations and
images in the closing stage. It is very inefficiemtuse communication tools only to have
some. If company has its communication tools butds able to use them appropriately,
then the whole effort vanishes. They should be usedrder to help in the process of
corporate communication, make it easier and beaéfigffective usage of communication

tools contribute to effectiveness of whole commatian process in the company.
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3 CORPORATE CULTURE

Every organization has its corporate culture whicfluences its employees. To what
extent and if good or bad is the influence of cosp® culture of a particular company to its
employees is a question. As was already statednneaxtion with communication skills, it
is essential to use the communication skills appatgly which is further seen as effective
usage of them and they together contribute to éveldpment in internal communications.
The same it is with the organizational culture.idt not an artistry to have some
organizational culture but to have good and dewdopne which is not only accepted by
all employees of the company but also supportethbyn and further developed as was
already said. First of all, the term corporate undtis introduced in order to understand its
function.

The term corporate culture is also known as orgsdiaizal culture. To deal with individual
terms, it is seen that it is culture at the levebmganization. The term culture refers to
common phenomenon which includes values, opinisappositions, rules of behaviour,
own rituals and ceremonies which operate theirvigtilt follows that the corporate
culture includes all elements mentioned above whieghcommon for the company. It is
usual and traditional way of thinking and doinghtdg which are common and which have
to be known and learnt by new members of the comfBimoks 2003, 216-20).

Corporate culture could be also divided into inérand external. Internal corporate
culture is characterized by internal atmosphereckving typical for the company. It is a
pattern of images which is common to all or to mokthe employees and which all
employees share and agree on (Pfeifer 1993, 18-21).

It is important to bear in mind that corporate grdtinfluences the culture of the company
in the broad sense of the word. The values, t@ditand patterns of the behaviour together
with the image of the company and its presentatiorpublic have the influence on
transmission all mentioned above into external wayksurrounding (Sigut 2004, 18).
From all these explanations it is clear that caoap®rculture covers significant part of
corporate communication and it influences bothitibernal as well as external view on the

company.

3.1 Function of Corporate Culture
Every element of internal communication has itscfiom. Not any differently it is with

corporate culture. Functions of the corporate calttould be basically divided into two.
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These are external and internal functions. The reatefunction covers the way of
adaptation of the company to surrounding conditidinsieans the way how the company
manages to adapt to changes in surroundings andgoakly and flexibly manages to
react on the market change. The external functicludes also the image of the company
and the way how it is presented externally as aglthe way how is perceived from the
outside. On the other hand, the internal functiomecs the way of integration inside the
company. It includes the way in which new employe®esv operation methods and new
techniques fit in and are accepted or not (Pfelfé®3, 33-34). Both of them are
interconnected and related to each other and shathy both should be supported and

developed as much as possible.

3.2 Internal Influence

Every company is influenced by internal featurescihare typical for it. These features
include history of the company, company size, prigpef the company, legal norm,
subject of enterprise, used structures and prosessategy of the company, management

and employees of the company (Pfeifer 1993, 28).

3.2.1 Historical Background of Company

Historical background is one of the features whidve a significant influence on the
corporate culture of a particular company. Everynpany has different historical
background which includes time when the company watablished which further
uncovers company age, founder of the company asal the historical tradition of the
company. Development stages which show the progresgarts of the process of building

up the company.

3.2.2 Company Size

As was mentioned at the very beginning of thisithes today’s business world there is a
big importance of internal communicationevery company no matter of siadie same it

Is with corporate culture. The company size andciwporate culture are interconnected
and influence each other. It is not always true the big company has the big (understand

developed) corporate culture.
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3.2.3 Subcultures

By subcultures it is meant cultures of particulesups, teams, departments or divisions of
the company. As the company has its departmentd) ehthem could have its own
culture. Further, in each department there coultebms or groups which have some topic
or project in common and together work on it aresthcould also have its culture within.
There could be some differentiation. These coulgeap between different levels of
management, between individual operating areas eds a8 between regionally distant
workplaces. There is only one question. Do suboegdtimpede an existence of one united
corporate culture (Sigut 2004, 88)? There shouldrdspect and support in order to

guarantee mutual ability to co-exist.

3.2.4 Employees

Employees are the major items which have accordingy opinion a significant influence
on corporate culture in the company. Employeestheid mentality, education, knowledge
and their attitude to improvement and developmefiuence the particular corporate
culture of the company (Pfeifer 1993, 28). They thwe® ones who co-operate with all the
elements and features of the particular corponaitere. They are the ones who do support
the values or do not, have their opinions or hawg nespect and honour the rules,

ceremonies and rituals of the company or not.

3.3 Parts of Corporate Culture

Corporate culture is a product of mission of thenpany. It is also very strong and long-
running instrument but it is heavy-handed and harctontrollable. Corporate culture

consists of three parts. These are intentionalntentional and material parts. The
intentional part covers ethical code, the unintardl part consists of tools, rewards and
corporate design and the third part, material, atsap habitual ways of how the things are
done in the company (Janda 2004, 23). As was alreadl, all items, parts or units of

corporate culture together contribute and develoMoreover, as the corporate culture is

developed, the internal as well as external comopations are flowered.
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4 SIGMA GROUPA.S.
As presented on the Web site of this company, SIGGBROUP a.s. is a modern and

advancing join stock company heading a group of rniwst significant producers of
pumping equipment in the Czech Republic. The maitivides of this company are
focused on the research, development and productioredium, heavy and unique pumps
and pumping sets for industrial applications. Iis tield the company belongs to the top

ones.

4.1 History

This company has very deep and rich history thasdmack to second half of nineteenth
century. That is the reason why only the main goartd dates are presented in the form of
history overview.

1868 Foundation of a pumping trade by Ludvik Sigch(bh836 - 1899). He was
manufacturing wooden standing pumps and sinkindswel

1869 The trademark — a trident and the word SIGMA +egistered. Electricity
powered pumps of all sorts start to prevail in nfacuring.

1932  Advertisement slogan “Sigmunds are good atimgagumps”. Orientation
towards industrial goods.

1936 Ing. Jan Sigmund jr. (1895 - 1942) takes aver company. Offensive
development of industrial pumps assortment.

1939  Military production prevailed.

1945  After WW2 military production was cancelleddatine company started to
manufacture pumps again.

1946  The new name of the now state company is SIGIMPY.

1948 The company specializes on pumps manufactunmgnly of industrial
character.

1953  The company name is Sigma Lutin, nationalrprige.

1960 An extensive production of processing pumpsw Njeneration of cellular
feed pumps started. The initiation of three and @pndle pumps
development.

1965 The creation of a new manufactory-commerciait ®Bigma-Zavody for
pumping devices and piping production in Olomoure Tompany in Lutin is

also a part of it and its name is SIGMA Lutin, oatl enterprise.
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1968  This year it was 18Ganniversary of the company.

1979 A transformation of the whole manufactory atercial unit into a concern
(SIGMA - concern Olomouc), bringing a new name SKsMitin, a concern
enterprise.

1990 SIGMA Lutin is fully independent as from Apti] 1990 and as commercial
subject it is called SIGMA Lutin, state industry.

1993  SIGMA Lutin was to be transformed into an npooated company.

1994  SIGMA Lutin a.s. is created January 1, 1994.

1995 On February 20, 1995 the registered trademaskdeclared “renown” by the
Industrial Ownership Office in Prague.

1997 Registration of SIGMA GROUP a.s. in July, dewy in Lutin. Its objective is
to interconnect on the legal, business and teckyoab level all SIGMA
companies residing in Lutin and thus firming theasition on the pumps
market.

2004 The whole consumer assortment of pumps is dhaweSIGMA Pumpy
Hranice s.r.o.. SIGMA GROUP a.s. keeps only theigtidal assortment.

2008 148 anniversary of the company foundation

From this historical overview is clear that thisgmany still develops and tries to hold its

place on the business market and it acts reallgesstully.

4.2 Organizational Structure

SIGMA GROUP a.s has three divisions — Industriamps Division, Construction and

Installation Division and Services Division. Thenmoer of employees is around 400 from
which 55 % of the employees are workers and 45 filéeoivorkers. Each division has its

departments. Industrial Pumps Division has fouradiepents — technical, sales, production
and quality department. Construction and InstatatDivision has three departments —
economy, technical preparation and control and emgintation department. Service
Division has also three departments — technicalicer ecology and waste dump and
accountancy and economy. Each division as wellepsudment has its director or leading
person so the mutual interconnection between dingsi departments and the whole

company is secured.
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4.3 Production Program and Provided Services

SIGMA GROUP a.s. has well-developed production mogwhich is presented in this
chapter in more detail. This company produces rtitae 70 products families of medium-
heavy, heavy and unique pumps of horizontal anticatexecutions intended for use in all
branches of industry, power generating plants, cafjire and water resources
management. It has specialization on centrifugahspumps with wide scale of operating
pressures, sizes and technical and material defgragplication in industry and power-
generating and heating systems as well as on fuagatisectional pumps particularly for
thermal and nuclear power plants, water resourcasagement, metallurgical plants,
mines, chemical and petrochemical industries agmcw@ture. Its production program
includes also production of welded components agpiration protection filters and
respirations for military, industrial and civil dpgations.

This company also provides services such as coteran machining and further
engineering works. It also very good at resear@velbpment, computing, design, and
planning works in the branch of hydraulic machin@sher services include testing of
pumps and fittings, including accreditation of fm®ducts for the market of the Russian
federation, diagnostics of the pumps operationasd installation, repairs and putting the
pumps into operation, including the supervisionoglamming of CNC machines,
professional advisory services as well as traiming education in the field of welding (all
methods of welding) are another important secti@mnstruction and deliveries of full-
package-units in the branch of pumping equipmeruding measuring and regulation,
revisions, pre-complex testing, complex testing gudting into operation as well as
installation and repairs of pumps, electric mot@ipes and valves, including the related
construction works are services that support tleeymtion program as whole. Last but not
least service includes diagnostics and monitorihgoumps, installation, maintenance,
repairs and revision of specific dedicated elealeeices and specific dedicated pressure
devices. Next it covers piping systems installateord welding, coating and isolation

works and technical consulting services, trainihthe pumps maintenance staffs.
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5 ANALYSIS OF INTERNAL COMMUNICATION

An analysis of internal communications within theeCh company Sigma Group, a.s.
reveals strong and weak areas in order to workhenmeak ones and use the strong ones
appropriately, appreciate them and fight for them that both areas contribute to

improvement of internal communications and makenteéective.

5.1 Aims of the Analysis

There are several aims of this analysis. Firstlipfitais crucial to find out what are the
feelings of employees of the company and what theyk about it. Secondly, there is a
quest to find out the weak areas in internal comoaiion and take them as important
information, as data. Once these data are knowne ils a chance that they would be taken

into account and further developed.

5.2 Questionnaire Survey

The form of questionnaire survey was chosen forahalytical part. All questionnaires
were in Czech because not all employees have thgy &b speak and understand English
properly. To ensure that every employee would wtdad exactly what is meant by the
guestion, the Czech language as their mother towgsechosen.

In the questionnaire there are questions which rctive main areas. The first area deals
with relationships between employees themselves &etiveen supervisors and
subordinates. This area helps to find out what aphere dominates on the workplace and
it could further help to understand the atmospiresghole company. On the basis of these
data there could be a chance to improve this @asenbmponent of internal
communication. The second area is connected tdéaid The third area discovers using
communication tools. The fourth area deals witlrimfation flow as well as knowledge. In
the fifth main area there is a try to find possipleblems of internal communication in
order to work with them and improve the situatidrhere are also questions in the
guestionnaire which are connected with corporalieii@ior questions trying to find out the
attitude of employees to work.

Respondents had the option to answer the questiosslection of more answers than one.
That is why combinations of answers appeared aag #ne also presented in graphical

illustrations.
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5.2.1 Questionnaire Survey Progress

The questionnaires were created from March 15 tecMa7, 2010. They were distributed
to the employees on March 22 and successivelyatetleback up to March 30, 2010. It
means that employees have about seven workingfaiaifding the questionnaires out.

The questionnaires were delivered in the paper fbymone office worker from sales
department personally to each of the respondertsl$d collect them and give them back
to me. Total number of distributed questionnaireaswb6. The recoverability of
questionnaires was 98.2 %. It means that only anpl®ee did not fill it out. His
explanation of not doing it was connected with laisk of time. The recoverability of the

guestionnaires could be assessed as excellent.

5.3 Evaluation

As was already said, the questionnaire survey sdwaz main areas. The evaluation of the
questionnaires contributes to the evaluation oheaea. It is further presented in form of
graphs which are connected to particular questfooe questionnaire. The respondents
could choose more options for their answers anskthee also included in graphs.

It is important to bear in mind that the questiares were distributed to different

employees. Each of them is individual person with dr her individual states of mind,

opinions, attitudes and other factors such as Mhisher position in company, age,

qualification, loyalty to the company or the quéstcontribute to something. All these

factors influence how the filled questionnaireskidike. Specifically, the questionnaires

were given to employees from different departmeni® Engineering which includes

technicians, design and research employees wesn di?2 questionnaires, in Sales the
number of delivered questionnaires was 13. In @Qudliwas 1 and in Service 1 as well.

From Production it was 18 and from other departsevtiich include assistants, supply,
economic and non-production employees the numbdistiibuted questionnaires was 11.
As was already mentioned, the total number of ibisted questionnaires was 56. From the
total 56 distributed questionnaires were 16 of tlygven to employees in leading positions
such as Technical Director, Production DirectodgS@irector, Chief of Quality System,

Chief of Export Department, Chief of Domestic Sakesd others. The rest of the

questionnaires which means 40, were distributeddmary employees.
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5.3.1 Relationships between Employees

Question number one in questionnaire is connedaiecklationships between employees
themselves. From the graphic representation geés shat relationships between employees
themselves are mainly positive. The respondentesasd their relationships with
employees or colleagues positively by 72.7 % andtraly by 27.3 %. Nobody from

respondents chose the option “Negatively”.

How would you assess your relationshir
with other employees/colleagues?

O Negatively;
M Neutrally; 0.0 %
273 %

M@ Positively;
72.7 %

Figure 1 Result of the question number one

5.3.2 Relationships between Supervisors and Subordites

Question number two in questionnaire deals witlati@hships between supervisors and
subordinates. The graph shows that relationshifs supervisors are mainly positive. The
respondents assessed their relationships withwspes positively by 63.6 %, neutrally by

34.6 % and negatively by 1.8 %.
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How would you assess your relationshig
with your supervisor?

O Negatively;
1.8%

|m Neutrally;

34.6 %

@ Positively
63.6 %

Figure 2 Result of the question number two

Although the relationships of the employees witkittsupervisors are mainly positive
there are some nuances in the process of commamaahich have influence on it. The
nuances are presented in Figure 3 which showstrekthe question number three. This
question tries to find out what is the communicated employees with their supervisors
like. The respondents had four options to answer dquestion. The option “One-way
without discussion” was not mentioned by anybody #@at is why it has zero proportional
representation in the graph. The option “Open (alpooblems)” was chosen by less than
half of the respondents in contrast to the opti@Qpén (about everything)” which was
chosen by more than half of the respondents. 1.8f%espondents chose the option
“None”. This value is low but from my point of viethere should be zero proportional
representation as it is with the option “One-waytheut discussion” because
communication is vital part of the existence of twmmpany and what is more, it is
bidirectional process which means that both side® o be involved. What is positive in
connection with answers of the respondents is dlmbst all of them speak openly with
their supervisors. More than half of them speaknbpabout everything which means that

they do not deal only with problems.
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What is your communication with your supervisor
like?

@ One-way
CONone; without
1.8% discussion;

0.0 %

O Open B Open
(about (about
everything) problems)
; 54.6 % 43.6 %

Figure 3 Result of the question number three

5.3.3 Feedback

Questions number six to nine are connected to teddiRespondents were asked about
receiving feedback from their supervisors and ragpyl of the feedback. They were also

asked about usefulness of the information contaiméeledback.

From the Figure 3 it is seen that 76.4 % of respaoisl receive feedback from their

supervisors. From my point of view it is not muchchuse | think every employee no

matter what is his or her position should recemedback from his or her supervisor. It is

crucial for them to know what is good and bad inreection with their work.

Do you receive feedback from your supervisor?

B No; 23.6 %

O Yes;
76.4 %

Figure 4 Result of the question number six
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Concerning the regularity, from Figure 4 it is séeat only 53.7 % from those who receive
feedback marked the feedback as regular. This dhaeilone of the warning signals and
supervisors should concentrate not only on progidireir subordinates with feedback but

they should also do it regularly.

Is the feedback regular?

B No; 46.3 % B Yes:

53.7 %

Figure 5 Result of the question number seven

When giving feedback it is important to bear in dchithat information contained in it

should have some value and relevance.

Question number eight asks if the information ideld in the feedback is useful for the
employees. Respondents answered by 74.5 % “Ye$S. giace of information shows that

supervisors provide their subordinates mainly wetlevant and valuable information.

Is information included in the feedback useful foryou?

B No; 255 %

O Yes;
74.5 %

Figure 6 Result of the question number eight
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What is the best in connection with feedback isrémult of question number nine from
which is clear that all respondents who markedrmfdion in feedback as useful further
work with it for example for improving their weakeas. That contributes to the further

development of employees.

5.3.4 Forms of Internal Communication and Communic&on Tools

Question number ten is connected to forms of islecommunication. The three basic
forms are face to face or personal, written andtedaic.

From the Figure 7 it could be seen that respondsrdse only one option as well as more
than one. That is why also combinations of answen® created. It is close to half of the
respondents who chose only one option which wase“ta face” communication — it is
exactly 47.3 %. Nobody from respondents chose tamwicommunication only” but 7.3 %
of respondents answered they use only electronim fof communication. Further
proportional representation is created by combamatiof answers. First of all, 5.5 % of
respondents created the combination from optioase‘fto face and written” form of
communication. Secondly, there was created the owtibn of “face to face and
electronic” form — this combination takes the settargest part of graph, exactly it was
mentioned by 32.6 % of respondents. The third @stl tombination was created as a
choice of “face to face, written and electronictrfs of internal communication and it

covers 7.3 % of the respondents.

Which form of internal communication do you use
most frequently?

0
O326%  O73% m47.3%

O Face to face only

B Written only

O Electronic only

O Face to face and
written

O Face to face and
electronic

H55% g, CW00%

O Face to face, written
and electronic

Figure 7 Result of the question number ten
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Concerning the communication tools, there were tjestions — number eleven and
twelve — which had the aim to find out which toate used in the company. There was one
but very important thing in which these two quessiadiffer. Question number eleven
discovers which tools of internal communication ased in company or in other words it
tries to find out if the employees know about tremmunication tools used in the
company. In contrast to question number elevenstopre number twelve tries to find out
which tools of internal communication are preferbgdhe particular employee.

From the Figure 8 which shows the results of qoastiumber eleven it is clearly visible
that no tool is mentioned by 100 % of respond€Fist means not every employee knows
about internal communication tools used in the camyp What is very surprising is that
four basic tools (face to face contact, e-maikpgbbne and conference) do not have 100 %
representation. The other tools of internal commaton have the weaker representation
probably because not all employees have the abdityse them, to work with them and
that is why they cannot be familiar with the faeattthey are used in the company. In two
filled questionnaires there was a note in connactiith intranet and both has the same
meaning. The meaning was that even though intignesed in the company, it has very
poor and simple form. The last mentioned tool —gsgtjon box- was included in
questionnaires because | wanted to know if theranisoption to express opinions of
employees indirectly or anonymously in the compahlge fact that nobody from the
respondents chose this option was in essence expethere was also an option for
respondents to mention another tool of internalmoamication which is not included in the
questionnaires and can possibly appear in the coynganly one employee wrote that
grapevine appears as another internal communicstimin He exactly wrote “one woman
told something”. That means that information in tt@mpany are also heard on the
grapevine, they are not complete or they can beetlin meaning in contrast to what was

originally said.
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Which tools of internal communication are used inlhe company?
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In contrast to the previous graph Figure 9 showsréisults of the question number twelve
which asks which tools of internal communicatioa #mployees prefer. From the graph it
is clear that face to face contact has the leadogition. There are also two almost even
values which are represented by using e-mail deghiene. The fourth most common tool
that is preferred by employees is the conferenhe.other tools of internal communication

in the company are not preferred by employees sohmihere could be also seen that

Figure 8 Result of the question number eleven

annual report is never ever preferred. The suggesbox has zero proportional

representation because it does not appear asahtmmunication tool in the company.

As in question number eleven, also in this questin respondents have the option to

mention another communication tool which is usedhayn. Only one employee chose this

option and he wrote that he uses his personal mpbibne.
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Which tools of internal communication do you prefef
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Figure 9 Result of the question number twelve

5.3.5 Information Flow and Knowledge

The fourth main area deals with information flonddmowledge. There are four questions
which are connected to this topic. Two of them esiion number four and five- try to find
out how is the process of transmitting informati@alized. The other two questions —
sixteen and seventeen- are interested if the eraptogre adequately informed about what
is going on in the company.

Result of the question number four which is preseémh Figure 10 shows that information
flow is realized between colleagues, supervisos aabordinates. The respondents chose
one option as well as combination of options. Fitbm graphic representation it could be
seen that the biggest part covers the combinatcmli€agues and supervisors” which
means that employees exchange information maintly supervisors and colleagues. The
second biggest part of the graph takes the combimat options “colleagues, supervisors
and subordinates”. Nobody from the respondents ectthe option “I do not receive

information” or “subordinates only”.



TBU in Zlin, Faculty of Humanities

37

The way of transmitting information is
from...

m21.8%

W455 % [70.0 %

m12.7 % MW 12.7 % ®msupervisors only

under way

O colleagues only

O subordinates only

01 do not receive
information

M colleagues and
supervisors

@ supervisors and
subordinates

1 0.0 %| m colleagues, supervisor:

and subordinates

Figure 10 Result of the question number four

Question number five deals with the option to cdingiiormation. From Figure 11 it is

clear that almost half of the respondents consutirmation with their colleagues and

supervisors. One quarter of respondents consutrirdtion with colleagues, supervisors

and subordinates. The third bigger part is reprteseby the option “colleagues only”.

An option to consult information is unde

r way with...

W3.6%
m255 % 016.4%

W49.0%
00.0%

00.0%

O colleagues only
M supervisors only
O subordinates only

O1 have no option to
consult information

M colleagues and
supervisors

O supervisors and
subordinates

B colleagues, superviso|
and subordinates

|

Figure 11 Result of the question number five

Question number sixteen which tries to find outd employees feel adequately informed

about what is going on in the company has its gcaplnepresentation in Figure 12. From

this graph it is visible that more than half of tlespondents feel rather informed. More

than one quarter do not feel rather informed. &§ri€ves” or “No” option was each
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chosen by less than 10 % of respondents. It inesctitat they are more or less informed

about what is going on in the company.

Do you feel adequately informed about what is goir
on in the company?

ONo; 7.3 % EYes; 9.1 %

O Rather no;
29.1%

B Rather yes;
54.5 %

Figure 12 Result of the question number sixteen

Figure 13 depicts graphical representation of arswe the question number seventeen
which asks if the employees feel adequately infarrmleout what changes will be made in
future. Almost half of the respondents chose theaopgrather yes” and a bit less chose the
option “rather no”. There is no proportional reeimtion of “Yes” option but 7.3 % chose
the option “No”. It indicates that it is almost hab half with information received by

employees in connection with future changes otthrapany.

Do you feel adequately informed about what changt
will be made in future?

ONo; 7.3% BEYes; 0.0%

B Rather yes;
49.1 %

O Rather no¥
43.6 %

Figure 13 Result of the question number seventeen
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The respondents had also the opportunity in questionber eighteen to express which
information they lack and in which form they wollilkk to be informed. Only one fifth of
those who do not feel adequately informed made aisthis opportunity. Those who
express their opinions have lot in common. Theylddike to be informed about personal
changes, holiday plan, marketing plan and planesetbpment as well as about plans to
the future. They also mentioned values, aims astng of the company, information
about the production and eating list. The form hricki they would like to be informed was
also mentioned repeatedly - by way of their sumenvi intranet, e-mail, company
magazine, conference and they also mentioned ttyabfathe form would be suitable for

them.

5.3.6 Problems in Internal Communication

Not every company is 100 % perfect in its interm@inmunication. Weak areas can appear
in the best one as well as in the ordinary onethatcrucial thing is to reveal the weak
areas in order to further work with them and try itoprove the level of internal
communication itself so it becomes effective. Thesxe created three questions in order
to find out if the employees are satisfied with teeel of internal communication in the
company and if they feel there may be any problenetennection with it.

On Figure 15 there is the result of the questiomimer nineteen which tries to find out if
the employees are satisfied with the level of maércommunication in the company. It
shows that almost two thirds of the respondentactix65.5 % are partially satisfied. Only
20 % of respondents are fully satisfied with theeleof internal communication in the

company and 14.5 % are not satisfied.
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Are you satisfied with level of internal communicaion
in the company?

O Yes;
20.0%

ENo; 145 %
O Partially;

65.5 %

Figure 14 Result of the question number nineteen

It was expected that not all employees would bésfead with the level of internal

communication in the company and that is why qoestiumber twenty and twenty-one
were included in the questionnaires. The aim walntb out if there are some problems
and in which connection. Once the problems are knawnd identified, there is a chance
they would be taken into account. The following sfians are dealing with these issues.

From Figure 16 which shows the result of the qoestiumber twenty could be seen that
almost half of the respondents rather feel somblenes in internal communication in the
company. 20 % of the respondents surely feel soroblgms. These two options of
answers make together nearly two thirds of the lgrappich dominate the rest of the

answers.

Do you feel any problems in internal communicationn
the company?

CINo; 5.5 % = Zg%sj%
O Rather no; )
29.0 %
H Rather yes;
45.5 %

Figure 15 Result of the question number twenty
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Question number twenty-one reveals in which conoectthe problems appear.
Respondents selected more answers from offerednwhatuded unwillingness, lack of
information, lack of time, unreliability, misundémading, company size and lack of
motivation. The problems in internal communicatimeve the origin mainly because the
lack of information which was mentioned by almosifiof the respondents. Next it is
caused because of unwillingness, misunderstantiol,of motivation, lack of time and
unreliability. All these items have the value ab@0t %. The fewest problems have the
origin in connection with company size. The respand had again the option to mention
their own ideas. These were connected to informa@md its incompleteness and
insufficiency from which the grapevine may aris& ¢onnection with insufficient
knowledge there was mentioned that information oarget to all employees. Other
opinions included prolonged transmission of impart@ata or the way how the company is
managed.

In addition to questions that fall into five basiategories which were already mentioned
and evaluated, there is also one question congetha attitude of the employees to their
work. There are also two question connected toeglaims and visions of the company.
Figure 17 shows the result of the question numibieteen from which is clear that more
than 80 % of respondents has positive attitudeigooh her work and only 16.4 % of
respondents marked his or her attitude to work resutral”. Nobody from respondents

chose the option “negative”. This result is verpdo

What is your attitude to your work?

' O Negative;
B Neutral, 0.0 %

16.4 %

@ Positive;
83.6 %

Figure 16 Result of the question number thirteen
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Question number fourteen uncovers if the emplokeesv values, aims and visions of the
company. From Figure 18 it could be seen that abaiftof the respondents chose the
option “rather yes” and more than one third of tgpondents answered “yes”. The options
“rather no” and “no” have the same values — eaBh%. From this graph it is clear that

employees mainly know values, aims and visionsiefcompany which is good.

Do you know values, aims and visions of the compary

ONo; 7.3 %
O Rather no;

O Yes;
7.3%

34.5%

Bl Rather yes;
50.9 %

Figure 17 Result of he question number fourteen

Question number fifteen tries to find out if thagleo know the values, aims and visions of
the company also identify themselves with themni-gvaphic representation of the results
of question number fifteen is visible that thoseowhentioned the option “yes” or rather
yes” in the question number fourteen also moress Identify themselves with the values,
aims and visions of the company. Nobody chose pt®m “rather no” or “no” which is

excellent because share and support of the bafsibe aorporate culture by the employees

contributes to the whole issue of internal commaitidn in company and its improvement.
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If yes, do you identify yourself with them?

O Rather no, Ao
0.0% |ENO0;0.0%

O Yes;
46.8 %

Figure 18 Results of the question number fifteen

5.3.7 Suggestions and Recommendations of the Resgents

Question number twenty-two which is the last questn questionnaire has open form. Its
aim is to find out what suggestions and recommeaiigatthe employees of the company
have in order to present them openly and therely tbeimprove internal communication

in company.

Only 21.8 % of respondents filled this question abhprojects very small proportional

representation from all respondents but altogetthes at least some feedback from the
respondents who want to contribute to improvementnternal communication in the

company they work for. Their suggestions and recendations were divided into four

basic groups in order to understand in which conmethey were.

First group could be collectively called “Improvemef usage of internal communication
tools”. This group of answers included suggestions:

* To use e-mail as an official tool of internal commmation in order to speed up the
communication process, to use it as easier forrdfiving documents and to be
environmental friendly (nowadays the official taslinternal communication in the
company is paper letter)

* Better use of intranet and its further development

» Better use of e-mail

e All crucial changes should be presented on intrawevia e-mail in order to
guarantee early delivery of important information

* More personal meetings
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Second group of answers could be called “Friendly wf communication”. This group of
answers included recommendations such as “to concaien openly” and “to use
helpfulness” in order to change formal way of comination into more friendly way
which furthermore creates better atmosphere invitr&place.
Third group of answers could be called “Better kiemge”. This group of answers has
several ideas in common:
* To improve communication process between partiquiaduction units
« To find some official way of announcing informatiom order to avoid
misunderstanding, misinformation and the rise apgvine
e Problems should be solved by higher number of coempemployees
* To involve ordinary employees into the awarenessthef future plans of the
company
Fourth and last group of answers could be calledtt8 usage of feedback” which is
presented by the idea of detailed evaluation ofkwof the subordinates by their
supervisors in the whole company structure — faangale in the form of PowerPoint

presentation.
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6 SUGGESTIONS AND RECOMMENDATIONS

In this last chapter some suggestions and recomaiend will be proposed. The basis for
them is formed predominantly from the results oégjionnaires filled by the employees of
company SIGMA GROUP a.s. as well as by additiontdrview with some of them. There
will be presented suggestions to each area prdyimentioned.

First of all, concerning the relationships betweemployees themselves which are mainly
positive, it is needful to say that the relatiopshshould be supported and there should be a
try to keep them on the level they are as long aspossible. The best situation would be
when there are only positive relationships betwdgwmmselves but the most important is
that there are no negative ones. When dealing thghrelationships between supervisors
and subordinated which are also mainly positivés itnportant to bear in mind the small
but some proportional percentage of negative assegswhich should be eliminated. The
openness of both supervisors and subordinates dslieuincreased in the most possible
way. It is the same as with relationships betwespleyees themselves — the fact that
relationships must be supported by all possibldst@mnd the communication between
supervisors and subordinates should be open sohibrat is no fear to present ideas of the
employees. The employees should understand anderé¢bat positive relationships with
other employees, no matter if it is supervisorJeague or subordinate, as well as their
attitude to their work create the atmosphere on wloekplace and furthermore the
atmosphere in whole company.

Secondly, when speaking about feedback, the mosiatrthing to be improved is the
regularity of it. The employees and their workimgpgesses should be evaluated regularly
in order to guarantee stability and the possibityrogressive improvement in particular
time unit. The information contained in feedbackowd be more detailed and no
generalizations should appear so that employeesv kexactly what is meant by the
information, what his or her weak areas are andethehow these could be improved.
There should be a possibility to give feedback ioreninteresting way which would be
beneficial for employees in sense of better undadshg and remembering.

Next, in connection with use of communication toaist only the three most frequently
used tools — face to face contact, telephone amdik- should be included in the process
of internal communication. There should be a bigdence to use other tools of internal
communication. Intranet should be presented in mophisticated form so that employees

can find information they want to find. At recemnés there is only telephone book and
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two or three links which is honestly insufficiefithere should be included information
such as changes in organizational structure, ghtiee company, company documentation
including common documents, management announcenaentwvell as documents and
news of each department in the company. Anothernat communication tool which
should the company use is suggestion box. It idyreaedful to enable the employees to
present their ides indirectly. Maybe they cannotubed so frequently as other tools but
there should be just the possibility for them. Wisatery good in connection with tools of
internal communication is the company magazine wisitould keep its face because it is
full of interesting information and simultaneous$y not oversaturated and so it is very
readable.

The issue related to information flow and knowleddmuld be improved as well. The
level of knowledge should be highly increased. €hmloyees feel nowadays more or less
informed about what is going on in the company abdut future changes of the company
but they should be informed as much as possibléhabthey feel they are part of the
company and are relied on. There was also mentitreéxistence of grapevine which is
connected with inadequate process of announcirmgnr&tion. The information should be
transmitted in an understanding way and with tledirig that given data are important and
interesting for employees. Concerning the corpoatiure, the employees should be
familiarized with the values, aims and visions lué tompany during the interview for the
job and furthermore as a good employee they shouldntify with them as much as
possible.

To sum up, it is strongly recommended to work oe thternal communication in the
company, try to improve the level and guaranteectiffeness of it in order to increase the

value of company as whole.
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CONCLUSION

The aim of this analysis was to find out strong avehk areas in order to support the
strong ones and try to work on and improve the waas. For these findings the method
of questionnaire survey was chosen. Questions estgqpnnaire covered with relationships
between employees themselves as well as betweenvggrs and subordinates. These
were evaluated as very good and could be considerethe of the strong areas in internal
communication in the company. Next, the questi@k®d on receiving feedback. This area
has some weaknesses — it is especially the regul@me of the most interesting topics of
internal communication was the issue connectedftwrmation flow and knowledge. There
the blind passages could be seen and there ista i@iprove but now the weak areas are
known and openly presented so there is a big chdmegewould attract the attention and
support to further improvement and development.tAeopart of internal communication
to which the attention should be drawn is usingndérnal communication tools in the
company. This is interconnected to the knowledgehef employees and maybe there
would be repetition of ideas, but it is really egssd to use internal communication tools
appropriately an with the right timing in order émsure the best flow of information
without any loss so that it is beneficial for thboke company.

I have to admit that questionnaire survey was gentributing and illuminating for me and
there is still lot of things and issues to be fartiscovered. | hope that at least some of the
suggestions and recommendations will be takenactmunt so that it contributes to the

improvement in internal communication within therguany.
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APPENDICES

Pl Questionnaire



APPENDIX P I: QUESTIONNAIRE

Dobry den,

jmenuji se Michaela K& a studuji obor Anglicky jazyk pro manazerskou xpraa
Univerzitt T. Bati ve Zlirg. Prosim Vas timto o vypéni dotazniku, ktery je sdasti mé
bakal&ské prace s nazvem Analyza vnitrofiremni komunikaee spolénosti SIGMA
GROUP a.s. Nasledujici otadzky se timto tématemvagby dotazniku riZzete zatrhnout i
vice odpoxdi.

Vyplnénim dotazniku poriZzete nejen mh Dotaznik niZe zlepSit interni komunikaci ve
vasi organizaci. ¥hujte mi, prosim, deset minut VaSetasu, ktery jist nebude zbyimy.

Dékuji za spolupréci.

Jaka je vaSe pracovni pozice?

1. Jak hodnotite vztahy s ostatnimi Zatnanci/kolegy?
[ ] Pozitivni [ ] Neutréini [ ] Negativni
2. Jak hodnotite vztahy s r&enym?
[ ] Pozitivni [ ] Neutréini [ ] Negativni
3. Jaka je VaSe komunikace s fiadnym?
[ ] Jednosrérna bez diskuse [ ] Otewena (o problémech)[ | Otewenéa (o viem)
4. Zpisob gedavani informaci probiha...
[ ] odkoleg [ | odnadizenych [ | od podizenych
5. MoZnost konzultace informaci probiha...
[ ] skolegy [ ] snadizenym [ ] s podizenymi
6. Dostavate od sveého ri&keného zgtnou vazbu (informace o tom, jak vykonavate svoji
praci)?
[] Ano [ ] Ne
7. Je zptna vazba pravidelna?
[] Ano [ ] Ne
8. Jsou pro Vas informace obsazené vgrgpvazls uzitecné?
[ ] Ano [ ] Ne

9. Pokud ano, pracujete s nimi dale (nhde zlepSeni svych slabych stranek)?

[] Ano [ ] Ne



10. Jakou formu interni komunikace ¢eg€ji pouzivate?
[ ] Osobni [ ] Pisemna [ ] Elektronicka

11. Které z nastr@jvnitrofiremni komunikace se ve vasi fiémpouziva?

[ ] Osobni kontakt [ ] E-mail [ ] Telefon
[ ] Porady [ ] Intranet [ ] Firemnicasopis
[ ] Nastnky [ ] Vyroeni zprava [] Schranka na napady sgominky

[ ] Jiné — prosim uite

12. Ktery nastroj vnitrofiremni komunikaceiegnositujete Vy osob§?

[ ] Osobnikontakt [ ] E-mail [ ] Telefon
[ ] Porady [ ] Intranet [ ] Firemnicasopis
[ ] Nastnky [ ] Vyroeni zprava [ ] Schranka na napady sgominky

[ ] Jiné — prosim uwie

13. Jaky je V&S postoj k praci?

[ ] Pozitivni [ ] Neutralni [ ] Negativni
14. Znéate hodnoty, cile a vize organizace?
[ ] Ano [ ] Spige ano [ ] Spige ne [ ] Ne
15. Pokud ano, ztoténjete se s nimi?
[ ] Ano [ ] Spide ano [ ] Spige ne [ ] Ne
16. Citite se byt dostate informovani o tom, co seife v organizaci?
[ ] Ano [ ] Spide ano [ ] Spige ne [ ] Ne
17. Citite se byt dostat® informovani o tom, jaké budou v budoucnosti pramed
zmeny?
[ ] Ano [ ] Spise ano [ ] Spise ne [ ] Ne
18. Pokud ne, jaké informace postradate a jakaudarbyste byli radi informovani?
Informace:
Forma:

19. Jste spokojeni s arovni vnitrofiremni komunikaoorganizaci?
[ ] Ano [ ] Ne [] Casteng

20. Méte pocit, Ze se objevuji v rdmci organizatjake problémy v interni komunikaci?
[ ] Ano [ ] Spise ano [ ] Spise ne [ ] Ne



21. Pokud ano, v jaké souvislosti?
[ ] Neochota [ ] Nedostatek informaci [ ] Nedostatekasu
[ ] Nespolehlivost [ ] Nedorozunini [ ] Velikost organizace

[ ] Nedostatek motivace

[ ] Jiné — prosim uite

22. Méte ®jaké navrhyi doporwteni na zlepSeni urogrvnitrofiremni komunikace ve vaSi

firmé&? Prosim uvéte




