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ABSTRACT 

 

Title: How is Internal Communication used during the economic crisis in Spain 2013? 

- A multiple case study. 

 

Authors: Aryan Karim, Jonnathan Mejia. 

Supervisor: Venilton Reinert. 

Level: Bachelor thesis in marketing, spring 2013. 

Keywords: Internal marketing, internal communication, methods of communication, Spain, 
crisis 2013. 
 
Purpose: This research aims to figure out how internal marketing and internal 
communication is used during the crisis in Spain 2013.  
 
Frame of reference: Firstly, the general subject internal marketing is treated and then 
internal communication which is the main subject. Furthermore, information to convey and 
the methods of internal communications are presented. 
 
Delimitations: Theory regarding motivation and external marketing is excluded. This is a 
descriptive research which is not meant to generalize the findings to a larger population. 
 
Method: A qualitative deductive approach has been applied resulting in-depth, semi 
structured face-to-face interviews and participant observations. 
 
Empirical framework: The empirical data was collected from four companies through seven 
interviews and two observations. 
 
Conclusion: Internal communication is very important in organizations as it has many 
advantages. Communicators such as marketers should have an internal market in mind and 
not just the external as it could be a key to success. Media channels that are used to 
communicate internally also play a big role in what the company is trying to convey to the 
internal market. Print communication plays a minor role, if any, in smaller companies now 
that electronic communication is making it easier for businesses to coordinate, educate and 
motivate internally. However, face-to-face was seen as the most effective tool in internal 
communication. Finally, there were no findings that the economic crisis in Spain 2013 was 
affecting the internal communication. 
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1. INTRODUCTION 

This chapter is devoted to explain the problem background and to give a balanced picture of 
matters this research will discuss. Furthermore, the purpose and the delimitation of the 
research will be presented and explained. 
 

1.1 PROBLEM BACKGROUND 

Marketers do not only have an external market to keep in mind, but also an internal market 
(Greene, Walls, Schrest, 1994, Lings, 2004). Marketing to the internal audience, the 
employees, is then called internal marketing (Greene et al., 1994). Greene et al. continues 
explaining that internal marketing is of importance since it affects the external success. 
Despite the need of focusing on the internal market, focus has remained on the external 
market (Lings, 2004). A way of applying internal marketing is by using internal 
communication strategies (Rafiq & Ahmed, 2003). Through these strategies, an informed and 
engaged workforce could produce better results (Smith & Mounter, 2008). 
 
The 2013 economic crisis in Spain is not only affecting the 26,7 % of the population which is 
now unemployed (Europa, 2013-05-20). It is also affecting the working population through 
communication with co-workers, neighbours losing their jobs and an environment that has a 
constant pressure during these times (Sinclair, 2012). This could have a negative impact on 
a person‟s work motivation and personal productivity (Ibid.). 
 
The external environment might create an internal crisis in organizations in the form of less 
profitability. An organizational crisis might affect the communication, increasing it in order to 
encourage the workforce to keep up performance (Smith & Mounter, 2008). This is also 
backed up by Schmidt (n.d) who means that it is crucial that organizations communicate with 
the employees during crisis. According to an interview made by Lumbreras (2012), 
communication is increasing in Spain due to new communication tools. The article continues 
describing that internal communication is important for reducing uncertainty and increasing 
productivity among employees during the recession times (Lumbreras, 2012).  
 

1.2 PROBLEM DISCUSSION 

Motivating the employees is a practical and useful method of improving the employees 
performance (Nawab, Bhatti, Shafi, 2011), especially during a time when companies are 
keen to improve their efficiency in order to survive in the market (Cooper & Cronin, 2000). A 
common way of improving efficiency is through internal marketing which is a concept 
dedicated to improve service quality according to Rafiq & Ahmed (2000).  
Internal marketing could be defined as the promotion of the firm and its products against the 
own firm‟s employees (Greene et al., 1994). Varey & Lewis (2000) states that the future of 
the relationship between organizations and their people depends on the way they 
communicate with each other, not as employees but as internal customers. This is also 
supported by Rafiq & Ahmed (2000). Like external customers, staffs have „buying‟ decisions 
to make: aspiring to achieve organizational goals and to make a valuable contribution, or to 
live up to the shared visions of the organization (Varey & Lewis, 2000). 
 
However, a more extensive description is made by Grönroos (1990) and Greene et al. (1994) 
who describes the meaning of internal marketing as an internal market where employees are 
best motivated through a marketing approach, where a number of activities are used 
internally. This is backed by Ahmed & Rafiq (2002) who means that the organization needs 
satisfied employees in order to have satisfied customers and this can be achieved through 
internal marketing practices. Furthermore, Grönroos (1990) writes that if goods, services and 
external communication campaigns fail to be advertised internally to the employees, then 
marketing to the external customers cannot be expected to be particularly successful. 

http://search.proquest.com/indexinglinkhandler/sng/au/Nawab,+Samina/$N?accountid=11261
http://search.proquest.com/indexinglinkhandler/sng/au/Bhatti,+Komal+Khalid/$N?accountid=11261
http://search.proquest.com/indexinglinkhandler/sng/au/Bhatti,+Komal+Khalid/$N?accountid=11261
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This is also explained by Cooper & Cronin (2000) as “Internal marketing must precede 
conventional marketing campaigns if the latter are to succeed.” (p.177).   
In addition, Grönroos (1990) describes that internal marketing is a management-strategy. 
This management strategy can be divided into two management processes; communication 
and attitudes (Ibid.). However, for this research, only communication will be treated. As this 
communication is aimed towards the organization's own employees, it is called internal 
communication. 
 
Internal communication as a field is becoming increasingly important, since it is becoming 
clearer that organizations who invest in internal communication gains renewed corporate 
energy which leads to enhanced performance (Farrant, 2003). In other words, internal 
communication can increase organizational performance (Arif, Jan, Marwat, Ullah, 2009; 
Dolphin, 2005; Robson, Tourish, 2005; Smith & Mounter, 2008). 
In some organizations the importance of internal communication has become as important as 
the external communication (Farrant, 2003). Withworth (2011) means that company leaders 
today have more to gain in terms of efficient communication by making an effort to utilize 
ways of communicating in organizations. Executive communication can be in forms of staff 
meetings, gatherings for all employees, e-mailing and instant messaging (Ibid.).  
 
It has also been discussed by researchers whether IC belongs to the field of Human 
resources or marketing. Dolphin (2005), as agreed by Coric & Vokic (2009), believes that 
communications management and human resource management (HRM) overlaps. However, 
Argenti (1996, referred in Coric & Vokic, 2009) means that IC activities can be handled by 
human resources but that the communication itself and the ideas have to come from 
communication experts. Smith and Mounter (2008) writes that the internal communication 
can be found in marketing among other departments. When it comes to IM, Drake, Gulman & 
Roberts (2005) writes that marketing techniques are used internally to basically apply the 
benefits of IM which is a similar description as Grönroos (1990) and Ahmed & Rafiq (2002) 
who describes that a marketing approach is used to improve IM within the organization. Rafiq 
& Ahmed (2000) pointed out in their article that there are several authors that highlight the 
importance of a marketing-like approach to IM rather than using HR strategies. Nonetheless, 
bringing HRM and communication skills together would create a strategic advantage 
(Dolphin 2005). 
 
After gaining a better understanding of internal marketing and the benefits of it, the authors of 
this research concluded that there could be need of more up to date study on which ways 
companies communicate internally. This is important as a good internal communication can 
result in improved results, which is why this research is interesting for communicators such 
as marketers. This topic is also interesting in Spain, in particular, since the country is 
experiencing an economic recession. Furthermore, it could be even more important during 
crisis times to improve results, which is one of the benefits of internal marketing. 
 
As a summary, the current recession could be affecting organizational performance. This 
performance is important in order to survive in the market. A way of improving performance 
is through communication via the internal marketing tools. Considering the situation, 
organizations in Spain may be using certain kinds of communication tools to overcome the 
crisis. 
 

1.3 PURPOSE 

This research aims to figure out of how internal marketing and internal communication is 
used during crisis in Spain. 
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1.4 RESEARCH QUESTION 

Based on the purpose and problem discussion, the research question is: 
 
How is Internal Communication used during the economic crisis in Spain 2013? 

1.5 DELIMITATIONS 

For this research, only internal marketing and communication will be treated. Included is 
information to convey and the most relevant methods of communication. For instance, 
telephone was excluded since the authors wanted to make a clear distinction between the 
different methods of communication. The telephone was regarded as an intermediate 
between personal and electronic communication.  
Motivation theory has been excluded from this research as it lies outside of the business 
area. What also is excluded is basically everything that has to do with external marketing. 
External marketing for this research is defined as the communication, or relations from the 
company as an entity to the external environment.  
Furthermore this study is not meant to generalize, only to describe the situation of four 
companies in Seville, Spain. 

1.6 DEFINITIONS 

Internal Marketing (IM): Marketing for the internal part of the company, i.e towards the 
employees. 

Internal Communication (IC): Communication in the internal company such as between 
executive/manager/supervisor and employee. 

Information to convey: Can be a specific goal, target or just a message that the 
communicator wants to convey. 

Variability: The quality of service may vary depending on several factors such as the person 
providing the service. 

SME: Stands for Small-Medium Enterprises which is between 10 and 250 employees 
(European Commission, 2013-05-07). 
 

1.7 PREVIOUS RESEARCH 

There has been research of internal marketing and internal communication during the last 
decades. 

The article “Advances in the internal marketing concept: definition, synthesis and extension“ 
by Rafiq & Ahmed (2000) brings the subject of internal marketing to discuss about the 
development regarding the IM. Their results aimed to bring a better clarification to the 
definition of IM in order to let academics do a more focused and empirical work on IM. 
 
Dolphin (2005) conducted a research within the field of Internal communication called 
“Internal Communications: Today's Strategic Imperative”. The study sought to describe the 
usage of internal communication at organizations in the UK. The findings concluded the 
importance of IC that is growing within UK organizations. 
 
The essence of communication medium was brought up in the article “Integrating internal 
marketing with participative management” by Davis (2001). The author explained that the 
choice of medium when communicating is important since it can destroy or develop 
relationships between employees. 
 
Researchers have been examining the importance of internal marketing with focus on certain 
subjects. However, this research aims to combine the importance of these three elements as 
the above mentioned articles describes i.e, IM, IC and choice of medium. Moreover, this 
research about internal marketing could stand out since it‟s based in Seville in Spain during 
the crisis 2013. 



 

4 
 

2. FRAME OF REFERENCE 

In this chapter the theoretical framework is presented. Firstly, elaborating about internal 
marketing as it is the overall subject for this research. Secondly, explaining in depth about 
the main theory in internal communication. Information to convey refers to what kind of 
meaning is the communication trying to achieve, this is included in the subject of internal 
communication. What is also a part of the internal communication are the tools of 
communication, which are divided in three categories. 

2.1 INTERNAL MARKETING 

Why companies should invest in internal marketing can be explained by Farrant (2003) as 
“(..) there needs to be good communication in order to get anything done at all” (p.14). As 
stated earlier, improving efficiency can be made through internal marketing according to 
Rafiq & Ahmed (2000). It could be necessary since a business can only achieve its best 
when everybody in the organization is aiming towards the same goal (Quirke 2008). Despite 
this, there are not many organizations that use the concept of internal marketing in practice 
(Ahmed & Rafiq, 2002; Coric & Vokic 2009). This could be due to that there are different 
meanings to what internal marketing really is and how to use it (Ahmed & Rafiq, 2002). The 
different explanations of the term internal marketing has led to several activities being 
categorized as internal marketing, making it harder for organization managers to understand 
which activity to apply (Ibid.). 
 
Traditionally, internal marketing has been primarily used as a one-way communication tool to 
convince and persuade staff, but this is only one part of the potential of internal marketing 
(Davis, 2001). Davis continues explaining that internal marketing can also be used to inform, 
motivate, educate and build relationships. It can then be of high importance to focus on 
employee satisfaction since in the service sector, much of what customers buy is human acts 
of performance (Ahmed & Rafiq, 2002). Attracting, retaining and motivating employees is 
then crucial for maintaining high quality in all organizations especially the ones in the service 
area where service could be the only thing that differentiates companies (Ibid.). 
 
Gummesson (1999a), (referred to in Varey & Lewis, 2000) has a model which shows the 
borders of internal marketing, external marketing and the connection between these two 
markets and the customer. Gummesson states that where the internal marketing is directed 
to the personnel, the external is out-bound, but also affects the internal market. This model is 
used to show how advertisement for the company is sometimes more noticed by the internal 
customer than the external, since there is a link between the employee and organization 
there is also a curiosity and interest to know about the company (Ibid.). 
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Model 1, Gummesson, 1999a: 212 refered in Varey & Lewis 2000 p. 34. 

According to Drake, Gulman & Roberts (2005) internal marketing is about getting employees 
to like a brand in order to convince the customers to like it. In order to succeed with this, 
marketing techniques are used to sell the brand to the employees (Ibid.). Applying internal 
marketing can be made through practices such as internal communication (Drake et al., 
2005). Rafiq and Ahmed (2003) supports this by mentioning that the most common way of 
applying internal marketing is through the use of internal communication strategies. 

 
2.2 INTERNAL COMMUNICATION 
The practitioners of IC, the internal communicators, can be found in marketing, corporate 
communication or human resources (Smith & Mounter, 2008). 
Internal communication is commonly referred to as how communications between employees 
run through an organization, as stated by Mazzei (2010). The research of Mazzei (2010), 
shows that many companies are aiming for an active internal communication to share 
knowledge, creativity and collaborate. 
In this modern time, employees and their knowledge has become a part of a company‟s 
assets, businesses today are creating value through input of information and the creativity 
and intellectual assets of their employees (Quirke, 2008). One of the core processes in 
creating value is through internal communication, IC (Ibid.).  
 
Internal communication has traditionally been used to channel executive messages to 
employees (Quirke, 2008). However, the real power of internal communication lies within the 
change it brings, since Internal communication can improve innovation, flexibility, knowledge 
sharing and most importantly, enhance motivation for the workforce (Ibid.). 
The significance of internal communication is also treated by Smith and Mounter (2008) who 
means that an informed and engaged workforce produces better results. Lumbreras (2012) 
article adds that internal communication is also important for reducing uncertainty. A lack of 
communication could otherwise be a cause to internal conflicts (Hocenski & Popovic, 2009). 
Making effort to enhance the management of employees is then vital, since there is a strong 
correlation between good internal communication and increased organizational performance 
(Farrant, 2003).  
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Even though managers have a lot to gain through communication, many managers despite 
their expertise in other areas do not have adequate skills in communication (Whitworth, 
2011). In spite of the importance to communicate internally, many managers have not 
realized their responsibilities to communicate properly. While there are communicators with 
greater skills, there are also the ones that require more training (Whitworth, 2011). The job of 
communicating is not easy since it consists of asking the right questions, interpreting and 
moving information from the bottom of the organization all the way up to executive level 
(Ibid.). Also, a key role for a communicator is to encourage an active communication 
behaviour for the employees (Mazzei, 2010). 
 
As Lumbreras (2012) mentioned, communication is increasing in Spain due to new 
communication tools. However in SME´s (Small Medium Enterprises) which employs 78 % of 
Spains population the advancement has not been as distinguished, until recent years when 
these companies has started to take advantage of new tools and platforms (Ibid.). 
 

2.3 INFORMATION TO CONVEY 

In the planning of internal communication for an organization, the primary task is not what 
channels of communication to use, but what message to convey (Smith & Mounter, 2008). 
According to Quirke (2008) a common failure in organizations is to confuse volume with 
value regarding information. The strength of internal communication lies within the 
information that is being conveyed, rather than the volume of communication which instead 
can serve to confuse the employees (Ibid.). This is supported by Smith and Mounter (2008) 
who writes that sending out to many messages will result in confusion for the recipient. 
Instead, Smith and Mounter (2008) means that very few key messages should be conveyed 
to the internal company. The information being pushed should be kept simple and presented 
in a language that is understood by all staff in the organization (Ibid.). Otherwise, diffuse and 
broad messages can create distance between organization and employees, and in worst 
case confusion in action (Rafiq and Ahmed, 2003). Quirke (2008) states that in order to gain 
high performance, the leaders of a company need to build a bridge (supported by 
communication) between the company success and the success of its employees. Failing to 
make a strong connection between the internal communication and the company strategy, 
will mislead the organization and its staff from the true value of internal communication - to 
turn strategy into action (Ibid.). 
 
What to communicate is treated by Farrant (2003) that writes “Everybody wants to know 
where he or she should be going and how well they are doing in getting there” (p. 19). This is 
supported by Smith and Mounter (2008) who writes that internal communication is about 
helping employees to do their job. As stated earlier by Quirke (2008), the best for an 
organization is to have everyone working towards the same goal. Whitworth (2011) claims 
that employees need to know something about what‟s going on. However, Whitworth 
continues with writing that the employees do not need to know everything since one cannot 
expect every employee to know everything or want to know everything. 
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Smith and Mounter (2008) also brings up that it‟s important to identify and target segmented 
groups within the organization. It could be hard to define the internal staff since nowadays 
there are full and part time employees, contractors, franchisers, consultants and many more 
in an organization (Whitworth, 2011). However, Center and Jackson (1995, referenced in 
Smith & Mounter, 2008) went more in depth and conducted a survey for the international 
Association of Business Communicators. The outcome became a list of which subjects that 
are of higher interest to employees (Ibid.). 
 
Subjects of interest to employees: 
Rank  Subject     Scale 1-10 
1.   Organizational plans for the future   8 
2.  Job advancement opportunities   7 
3.  Job-related how-to information   7 
4.  Productivity improvements    6 
5.  Personnel policies and practices   6 
6.  How we‟re doing vs the competition   6 
7.  How my job fits into the organization   6 
8.  How external events affect job   5 
9.  How profits are used     5 
10.  Financial results     4 
 
According to Smith and Mounter (2008), this could work as a checklist for preparing what to 
communicate to the employees in a short and long term program. 
Regardless of what is needed to be communicated, the choice of medium gives a hint of the 
relation between management and staff (Davis, 2001). The choice of medium does not only 
influence what message is received, but also how the information is perceived (Ibid.). 
 

2.4 TOOLS OF COMMUNICATION 

There are numerous ways to utilize communication in a company. For this research the focus 
will be on face-to-face communication, print communication and electronic communication 
between executive and employee. What also will be treated is the uncharted territory of 
social networks and how to benefit from it. 
 
2.4.1 FACE-TO-FACE COMMUNICATION 
Technological advancements are steadily improving and creating ways of communication, 
but the personal interaction that takes place in face-to-face meetings remains essential 
(Newbold, 1997). Face-to-face is useful when it is important to observe reactions to 
information that is being conveyed since it is possible to see the body language and hear the 
tone of voice (Richman, 2012). When done properly face-to-face communication has the 
potential to be the most effective form of internal communication (Farrant, 2003). Formal 
face-to-face communication can be done in many ways – big meetings, small meetings, team 
meetings, team briefing and company or organization get-togethers (Farrant, 2003). 
 
According to Tony Newbold (1997), formal meetings have the advantage of developing and 
sharing a vision in a quick way, receiving feedback instantly, and strengthen relationships. 
On the other hand, these meetings can be time-consuming and hard to organize. 
Farrant (2003) states that the methods of face-to-face communication need to be two-way 
communication. If not, there will be no increased sense of involvement for both parts, and the 
effort goes to waste. Farrant (2003) means that in order to contribute, an employee must not 
only attend to a meeting, but also participate. 
Smith and Mounter (2008) explains that insufficient face-to-face communication or the total 
lack of it, will result in the staff concerned to find their own channels for receiving information, 
such as the grapevine (in this research referred to as social networks). This is potentially 
harmful since the information received from colleagues may not be accurate (Smith & 
Mounter, 2008). 



 

8 
 

Wandering around 
This measure is done by executives, managers and supervisors by wandering around the 
working place, and feel out the employees to see how well they are managing their role in 
the organization. This also gives the executive or manager a chance to deliver the key 
message of company goal or vision personally (Holtz, 2004). 
This kind of communication is usually very effective and appreciated by the employees, since 
a message conveyed directly from the executive can be interpreted as a sort of recognition 
for the employee, as the executive takes his/her time to pay attention and chit chat with the 
worker (Ibid.). 
For supervisors, Holtz (2004) explains that wandering around should be a routine part of their 
job, making sure to take time for answer employee questions and elucidate organizational 
goals. Other than creating a better image for the manager amongst the working staff in the 
organization, wandering around can also give employees an opportunity to voice their 
opinions (Newbold, 1997). 
However, there are some possible downsides to this method as well, Newbold (1997) states 
that this method might have an opposite effect if the executive/manager/supervisor 
possesses poor attitudes or weak interpersonal skills. Newbold also mentions that some 
employees might get intimidated by the executive‟s presence. 
 
Formal meetings 
If team meetings and team briefing belong to the regular communication, conferences can be 
seen as a special event, with the intention to gather the whole organization to share visions 
and new directions for the company (Farrant, 2003). 
Conferences build group identity and create opportunities to reward, praise and motivate co-
workers. Possible downsides of conferences are that they require plenty preparation and 
might become relatively expensive (Ibid.). 
 
Informal meetings 
Conferences are ideal for strengthening relationships between colleagues and encourage 
team building. These can be held at places such as hotel lobbies, restaurant and bars 
(Newbold, 1997). 
Another effective resource of communication is social networks. These are “invisible 
networks” of employees who share, shape and accumulate information (Whitworth, 2011). 
Distributing company news (and potential gossip) reaches almost anyone willing to listen, 
from the executive level to the operative. This information is spread while drinking coffee with 
the co-workers, eating lunch, or smoking a cigarette together with workers in the staff (Ibid.). 
Whitworth (2011) and Pathi (2008) states that this channel of information, so called 
“grapevine” has been regarded negatively by company leaders, labelling it as “rumours” or 
“gossip”, however it has several positive aspects. Pathi (2008) mean that it can release 
stress since individuals can talk about their work and release bottled-up feelings, it can also 
strengthen relationships between workers and create a better spirit of teamwork. 
Furthermore productivity can be enhanced since informal meetings give employees the 
opportunity to speak of work-related topics in their own language or jargon (Ibid.). These 
social networks if utilized correctly are efficient and highly credible (Whitworth, 2011). 
However, the downside of the social networks is potentially big since they are uncontrollable 
(Newbold, 1997), despite the information passing through is not initiated by management, it 
is management responsibility to ensure the information is accurate (Pathi, 2008). 
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2.4.2 PRINT COMMUNICATION 
 
Print communication 
Davis (2001) writes that using print communication is to consider when the objective is to 
inform people without inviting a reply. Print communication was earlier used for frequently 
timed news but is nowadays more used for education purposes and promoting the online 
content of a company (Crescenzo, 2011). 
Printed communication can be done in forms of newspapers, brochures and reports 
(Newbold, 1997). Print communication is useful for a number of reasons, one of which is 
portability since you can take the print with you wherever you like, creating the possibility to 
take your time to read it in your own pace (Holtz, 2004). 
Another reason is the accessibility of the medium, a print can be read without having the 
demand of an Internet connection or access to intranets and e-mails (ibid.). More importantly, 
since the intranet is full of information, print communication can be used to highlight the best 
parts of the online information within a company (Crescenzo, 2011). 
 
According to Holtz (2004) sound and moving images makes it easier for the recipient to 
comprehend the information accessible, which can be seen as a possible downside to print 
communication since the medium is bound to text and images. 
Moreover, newspapers tend to get thrown away and forgotten quite fast while brochures are 
more expensive and may be seen by employees as an unnecessary cost (Newbold, 1997). 
Davis (2001) believed that one-way communication such as magazines and newspapers 
often lack credibility amongst the employees which is another downside with print 
communication. However, Crescenzo (2011), means that print communication is being used 
less frequently. 
 
Magazines and Newspapers 
What face-to-face communication lacks in time to inform the employee of company strategy 
in a compelling way, magazines make up for. The reader is given his or hers own time and 
space to fully grasp the information that is being conveyed by the management (Holtz, 2004). 
Focus on in-depth articles is more likely in magazines and the sophisticated form of the 
publication makes the preparation more time-consuming in comparison to newspapers. 
(Smith & Mounter, 2008). 
 
According to Holtz (2004) newspapers can be used with advantage for shorter items, since it 
is published more frequently than magazines, which is also supported by Newbold (1997) 
who states that newspapers is a cheap and fast way of treating today's issues. However, the 
method can become superfluous if there is an intranet available in the company (Holtz, 
2004). 
 
Notice-board 
Farrant (2003) describes notice-boards as one of the most primitive forms of formal 
communication. Given the space, notice-boards can be installed on sites of maximum 
exposure. Notice-boards come in handy for information that is not essentially vital for the 
reader, such as new appointments and official announcements (Farrant, 2003). Information 
should be kept short and precise, since the employee most likely will only dedicate a short 
time of interest to the notice-board (Ibid.). 
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2.4.3 ELECTRONIC COMMUNICATION 
According to Varey & Lewis (2000), the physical communication such as face-to-face and 
wandering around is gradually disappearing and being replaced with electronic 
communication such as e-mails and intranet. The electronic communication should be used 
cautiously in a sensitive context since it can cause personal and organizational stress (Ibid.). 
This is since the form of communication lacks in characteristics of face-to-face 
communication, such as emotions and intellectual attention (Varey & Lewis, 2000). 
 
Intranet 
For a long time intranets were mostly used for one way communication as a place to store 
information without any interactivity. Today the intranet has been developed by companies 
so that employees can communicate with each other (Whitworth, 2011). 
 
Varey & Lewis (2000) describes an intranet as a network on the Nano-level, accessible 
exclusively for workers within a formally defined organization. 
Holtz (2004) has a similar but more extensive definition “An intranet is the Internet captured 
inside your organization and leveraged to the organizations benefit, It includes e-mail, a Web 
interface, and other tools such as file transfer and network news” (p.96). 
 
An Intranet also works as a virtual noticeboard, where information can be posted and shared 
within the organization. An advantage of intranet is that it can be utilized as an online forum 
where employees can ask questions and receive answers from colleagues (Farrant, 2003). 
This is supported by Holtz (2004) who described that intranet also opens up for e-mailing and 
instant messaging internally, enhancing and encouraging work and contact between 
employees. 
Other benefits of the medium are the instantaneous speed of sending and receiving 
information and its ability to contain technically unlimited volumes of information (Holtz, 
2004). However, Whitworth (2011) stresses that the intranet is full of information that makes 
it difficult to find specific information. 
 
Electronic mail (E-mail) 
As stated earlier by Varey & Lewis (2000), the physical communication may be gradually 
disappearing and being replaced with electronic communication such as e-mails. However, 
more up to date theory indicates that e-mail help productivity but doesn‟t replace personal 
interactivity (Walter, 2013, Prosser, 2013). Walter (2013) continues writing that employees 
still utilize face-to-face communication over electronic even though the technology has been 
developing. E-mails allow the user to transmit a message to a person, group or even mass 
mailings to recipients all over the world and give the recipient the possibility to respond 
(Farrant, 2003). 
Given a steady connection between the sender and recipient, e-mailing is immediate, makes 
everyone with an e-mail address accessible and is environment friendly since it does not 
require printing (Newbold, 1997). According to Farrant (2003), e-mails should be kept short 
and factual, since the recipient is less likely to focus on reading longer e-mails. 
 
Social Media 
Social media such as online communities and chat, can help organizations employees to 
become more productive since it is easier for employees to connect online and discuss 
problems (Whitworth, 2011). According to Huy & Shipilov (2012), social media should be 
internally used to build positive emotions, pride, attachment and fun among employees. 
While it is being promoted in some companies, other tend to block the websites such as 
Facebook, Twitter and YouTube in order to keep the workers away from wasting their time 
online (Ibid.). 
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2.5. CONCEPTUAL FRAMEWORK 

The theories gathered in the theoretical framework were used to create a figure to show how 
the different subjects relate and connect, this model was used in the analysis process. 
The top circle in the figure is Internal Marketing, IM was focused on since it can be used to 
inform, motivate, educate and build relationships (Davis, 2001). Whatever the reason to use 
IM will craft “Information to convey” which is illustrated in another circle in the funnel. 
The middle circle in the figure is Internal Communication, IC is used to craft strategies out of 
Internal Marketing. Internal Communication can be used for a number of things, such as 
share knowledge, creativity and enhance the productivity (Farrant, 2003; Mazzei, 2010). 
The third circle is information to convey which is important since it needs to be simple and 
clear to be effective (Smith & Mounter, 2008), otherwise it risks having an opposite effect 
(Rafiq and Ahmed, 2003). 
 
In the end of the funnel there is Methods of communication, the methods are important since 
they can give a hint of the relation between the management and the staff and influence how 
the information is received and perceived (Davis, 2001). 

 
Model 2, Own model, Funnel of internal communication. 

 
 
 
 
 



 

12 
 

3. METHODOLOGY 

This chapter is devoted to explain the process of how the research was made. Moreover, 
types of methods that were used will be described and motivated. The collection of primary 
and secondary data will also be explained. 

 
3.1 RESEARCH PROBLEM 

The research problem is often overlooked when the problem formulation is often of more 
importance than the solution to the problem (Jacobsen, 2002; Kothari, 2004). A well-defined 
research problem could indicate what kind of data that should be collected and with what 
method (Kothari, 2004). Formulating the research problem has then laid the basis of how the 
rest of the methodology will function. Considering these theories, the actual research 
formulation has then resulted in a long but detailed title to give a hint about the research 
problem. As the research problem is about understanding and describing the methods and 
means of internal communication, a descriptive research would be a good definition of the 
research methodology. 

 
3.1.1 TIME 
With a describing type of research, a specific time will be utilized for collecting data 
(Jacobsen, 2002). As mentioned earlier, Spain is experiencing problematic times as the 
nation‟s economy is in a recession. The authors of this research have then chosen to travel 
to Spain in order to collect data during the first quarter of 2013. This implies that the 
research‟s time frame is set to the first half of 2013. 

 
3.2 RESEARCH APPROACH 

The research approach indicates the method which will be used to interpret a phenomena or 
reality (Jacobsen, 2002) and in which form to collect information, numbers or words - 
quantitative or qualitative. 

 
3.2.1 QUALITATIVE APPROACH 
A qualitative method gives the interviewer opportunity to understand how the respondent 
perceive and interpret reality (Jacobsen, 2002) which is an advantage that the researchers 
wanted to use. In contrary to the quantitative method which imposes on the respondent with 
fixed questions followed by fixed options, the qualitative method focuses on details, nuances 
and the uniqueness of each respondent (Jacobsen 2002). According to Jacobsen this gives 
the qualitative method high internal validity. A qualitative method will therefore be applied to 
this research since Jacobsen (2002) also mentions that a describing research often requires 
a research method that goes in depth to get nuanced data. Glenn (2010) writes that the 
qualitative method investigates not just “why” and “how” of decision making, but also the 
“what”, “where” and “when”, hence the choice of a qualitative discipline for this research. 
 
3.2.2 DEDUCTIVE APPROACH 
According to Jacobsen (2002), there are two strategies for collecting data, inductive 
respectively deductive. Inductive implies that the researchers approach their problem with an 
open mind while deductive means that researchers approach with assumptions, or as 
Jacobsen puts it “from theory to empirics”. Since there have been studies around internal 
marketing, there is theory that enables the researchers to approach with assumptions, 
therefore this research takes a deductive approach. 
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3.3 RESEARCH STRATEGY  

Yin (2009) states that when the research question tries to explain a present circumstance a 
case study method is to prefer, hence the choice of case study for this research. However, 
since the authors had an interest to see how communication is used in more than one single 
case, a multiple-case study was better suited. 
 
3.3.1 THE MULTIPLE-CASE STUDY 
When given the choice and resources, a multiple-case study is to prefer over a single-case 
study (Yin, 2009). According to Yin, a single-case study is vulnerable since the success of 
the research is dependant of one case. The benefits of having more than one case is that it 
can make the research more substantial and conclusions drawn from two or more cases will 
be more powerful compared to those from single-case (Ibid.). The multiple-case design was 
used since the research problem affected a large population which made finding 
respondents, relevant to the topic, possible in a range of workplaces. 
 
Furthermore, this research used a multi-method approach since the research primary data 
was accumulated with two kinds of methods, these qualitative methods are in-depth 
interviews and observation. The in-depth interviews are the primary method of data collection 
since the authors were looking for rich information, the observations on the other hand was 
chosen since opportunities arose in association with the internships that the authors did. 

 
3.4 PRIMARY DATA COLLECTION 

There are four main techniques to consider when collecting empirical data; survey, interview, 
observation and written sources (Denscombe, 2009). For this research, the collection of data 
was done by two observations and seven in-depth interviews. 
 
The guideline for information collected is summarized in this table below. 
 
 

Category of 
information: 

Type of information: 

Internal Marketing Importance of IM, External impact on IM in productivity 

Internal 
Communication 

Who are the communicators, how the communication is affected 
during the crisis 

Information to convey Job related how-to information, productivity improvements, and 
others. 

Channels of 
communication 

Electronic, face-to-face & print communication e.g. E-mail, formal 
meetings and notice boards. 

 
Table 1, Table of information, Own process. 

 
 

The disposition of this table is also the guideline for the empirical data and analysis outline. 
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3.4.1 INTERVIEWS 
The method of choice for this research is primarily in-depth interviews. This form of interview 
is particularly good when researching a rather few units with an interest in what the specific 
respondent has to say and too see how the respondent interpret and add meaning to a 
specific phenomenon (Jacobsen, 2002). All the interviews were done face-to-face. 
 
The structure of the interviews was semi-structured, mixing closed and open questions asked 
to the respondent (Gillham, 2010). The semi-structured interview makes it possible to 
prepare an overview of the topics that will focused on during the interview, in order to keep 
the interview relevant for the topic that is being highlighted (Jacobsen, 2002). However, the 
idea of this method is to be flexible in the arrangement of topics discussed in order to allow 
the respondents to talk freely and elaborate their point of view (Denscombe, 2009). 
Jacobsen (2002) writes that structuring should be seen as somewhat of a nuanced scale 
instead of a strong contrast between openness and closed-ness. Gillham (2010) has a 
similar perception which he illustrates in a model called The verbal data dimension that is 
found below. The model shows that a semi-structured interview follows what was suitable for 
this research method. 
 

Model 3, The verbal data dimension, (Gillham, 2010, p.60). 
 

The place where the interview is held is very important since it can have an effect on the 
answers of the respondent, the so called context effect (Jacobsen, 2002). Jacobsen makes 
the distinction between a natural and a constrained place for interviews. The natural can be 
the workplace or a familiar place for the respondent, whereas a constrained place can be the 
interviewer‟s workspace or earlier unvisited neutral room/space for both parts (Jacobsen, 
2002).  
Since a constrained place can lead to constrained answers (Jacobsen, 2002), the interviews 
were held in an area that could be seen as natural for the respondent, their workplace. The 
interviews were held in rooms where the parties involved couldn‟t be disturbed such as 
conference rooms and offices in the workplace of the respondent. 
 
Documenting answers given by the respondents was done by Dictaphone (recorded in 
smartphone), to relieve the interviewers from documenting every answer by hand and 
thereby risking to lose focus on the respondent. In order to record the interviews the 
respondent was notified of the Dictaphone and asked for permission to use it.  
During the interviews notes were taken, primarily to seem interested in the respondents‟ 
answers and secondarily to write down potential follow-up questions.  
After each interview, transcribing was done the same day.  
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The respondents selected for the interviews were done by so called “targeted sampling” 
which means that there is a relevant connection between the research question and the 
respondent (Bryman, 2008). Respondents were chosen after what the researchers believed 
was best suitable in order to get rich and plentiful information. Jacobsen (2002) writes that 
this method can be a bit tricky since being able to know if a respondent is suitable first 
requires some knowledge of their prior experience within the research area. Therefore some 
of the interviews were done in the end of the researchers internships, when they had a better 
idea of whom that could be potentially interesting and relevant as a respondent. 
 
Primarily, focus was on management in the interviewed companies, such as executives, 
managers, and supervisors since the authors of this research believe the importance of 
communication in this layer of an organization is the heart and lungs of the whole company. 
Additionally, staff in marketing and human resources was also dealt with to some extent in 
terms of interviews, to see how they perceived management efforts.  
 
3.4.2 INTERVIEW RESPONDENTS 
 
 

Company Respondent Title Date Location 

Xtraice Adrian Ortiz CEO 7th March 
2013 

Los Llanos, Seville, 
Spain 

Xtraice Alvaro Falcon Sales Manager 18th March 
2013 

Los Llanos, Seville, 
Spain 

Altran Ángeles 
Bernáldez 

Communication 
Responsible 

18th April 
2013 

Parque torneo, 
Seville, Spain 

Academias 
Ciencias 

Rafael Perez Director 11th April 
2013 

Los Remedios, 
Seville, Spain 

Academias 
Ciencias 

Nuria Mejías Manager Spanish 
Dept. 

16th April 
2013 

Los Remedios, 
Seville, Spain 

Grupo IC Natalia Gómez Manager Assistant 7th March 
2013 

Los Llanos, Seville, 
Spain 

Grupo IC Rosario 
Sanchez 

HR Manager 14th March 
2013 

Los Llanos, Seville, 
Spain 

 
Table 2, Respondents, Own processing. 

 

3.4.3 OBSERVATION 
According to Kothari (2004) observation serves as a scientific tool and a method of data 
collection when it has a research purpose. Information is gathered by direct observation 
rather than asking for information from the respondent (Kothari, 2004). This is supported by 
Jacobsen (2002) who describes observation as a good method to use for registering 
people‟s behaviour in contrary to what they are saying.  
The meaning of behaviour is not self-evident, since motives are hidden dimensions (Gillham, 
2005). Therefore interviewing the observed with questions relating to the observation can 
guide the interpretation of the data collected in a better way (Ibid.).  
Hence the researchers decision to complement the observation with interviews of 
respondents in the company. However, the context of the interview-questions asked did not 
differ particularly from the ones asked to other respondents. 
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When an observer becomes a member of the group that is being observed in order to 
experience what the group-members are experiencing, the method of observation is called 
Participant Observation (Kothari, 2004). The method is good for gaining a better insight into 
the motivation and emotions of the group (Glenn, 2010). An important factor is the length of 
the observation, the longer the observation is the more reliable the information collected will 
be (Ibid.). Since the authors of this research were interns in Seville based companies and 
therefore part of the working staff, participant observations were done for this research. In 
order to reproduce the observation correctly, comments were written down in a document 
over time as the observation was taking place. 
 
Furthermore, Jacobsen (2002) explains that there is two types of observations, the open and 
the hidden observation. Hidden observation means that the unit is not aware of the 
observation and therefore acts naturally, in comparison to an open observation where the 
unit might feel monitored and will act abnormal (Ibid.). The observer for this research 
therefore performed an hidden observation, in order to get higher reliability (Ibid.). 
 
Observation was focused in how the management communicated with the employees, what 
was being said, and by which methods. What was also highlighted is the information 
conveyed by management, and what impact it had on the staff performance and satisfaction.  
Before using observation to collect data, the CEO‟s of the companies were informed of the 
purpose of this research and asked for permission to do the observation, to which they 
granted. 
 
3.4.4 OBSERVED COMPANIES 
 
 

Company Duration Type Location 

Xtraice 14th January – 22th  
March 2013 

Participant 
Observation 

Los Llanos, Seville, 
Spain 

Academias 
Ciencias 

14th January - 12th April 
2013 

Participant 
Observation 

Los Remedios, Seville, 
Spain 

 
Table 3, Observed companies, Own processing. 

 

3.4.5 SECONDARY DATA 
Both books and e-books were used for this research. The topics of the books were internal 
marketing, internal communication, business culture, organization and employee 
management. In addition, e-books were used from Halmstad University‟s databases, these 
were found in Emerald and Google Scholar.  
Furthermore, scientific articles have been used for this research, these also have been 
obtained from Emerald and Google Scholar. Keywords when searching for relevant 
information were; internal marketing, internal communication, employee motivation, 
motivation organization, organization motivation. 
Also websites as a source have been used to gain information about the interviewed 
companies and finding relevant information regarding parts of this research. Furthermore 
online newspaper articles have been used. 

3.5 POPULATION AND SAMPLE 

Yin (2011) writes about Purposive Sampling which aims to study the units that will yield the 
most relevant and plentiful information. For example, if one seeks to find out how companies 
cope during an economic crisis, there is a clear benefit of traveling to a site that either is or 
recently have been in that position. 
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Companies in Spain are therefore the population for this research. The interviewed 
companies were chosen after what the authors of the research believed to be the able to 
give rich data. A criterion for being a relevant company to collect data from is that they were 
located in Seville, Spain's fourth biggest city and capital of Andalucía (NE, 2013-03-12). This 
criterion was made because the authors were based in Seville due to internship. 
 
Researchers may choose respondents which are believed to supply rich information 
(Jacobsen, 2002).The chosen respondents are therefore communicators and directors. 
 
Since researches often are limited of time and resources, the choice of cases can be done 
by convenience provided that the options are adequate (Denscombe, 2009). This means that 
if there are two options that are adequate, it is reasonable for the researcher to choose the 
option that is easier accessible (Ibid.). In this research two samples were chosen by 
convenience, namely the companies where the authors had internships, during a period of 
time, participant observation was conducted. The observed companies are Xtraice and 
Academias Ciencias, both are introduced in the following chapter (Chapter 4). 
 
Furthermore, both production and service sectors were covered even though there could be 
differences between the two sectors, differences that could have affected this research. In 
addition, the research methodology enabled flexibility meaning that it is possible to handle 
unexpected turns in the research as further described in the methodology part (Jacobsen, 
2002). However, studying these differences lie outside of this research purpose. 
 
A criterion for becoming a sample is that the company employs a minimum of eleven 
workers, doing so sorts out what the European Commission has ruled out as micro-entities 
which is companies with ten employees or less (European Commission, 2013-04-07). A 
maximum limit is not set since the authors of this research believe internal communication is 
more vital and possibly more measured the bigger the company is. 

 
3.6 RELIABILITY AND VALIDITY 
In order of ensuring the conclusions of the research are reliable and valid, the qualitative 
method has to be critically reviewed (Jacobsen, 2002). Jacobsen writes that validity can be 
divided in two parts, internal and external.  
 
The internal validity means that the description of a particular phenomenon is correct, since 
what is seen as correct differs from person to person the interpretation can become a 
problem (Jacobsen, 2002). Jacobsen proposes that it is better to talk about intersubjectivity, 
which means that several individuals agree upon the description of a phenomenon - the 
more individuals agree, the higher validity. This is one of the reasons the authors decided to 
use a multi-case design and interview two persons in three of the four companies. 
 
All information has a source and the validity of the information gathered is highly dependent 
on the source (Jacobsen, 2002). Therefore it is very important as a researcher to critically 
review if the sources (such as respondents, situations and documents) are providing the right 
information. Hence it is very important to find persons that are close to the phenomenon that 
is being researched (Ibid.).  
For this research the respondents were executives/managers/supervisors that either worked 
with or had good insight regarding internal communication of a company in order to increase 
the validity of the data. 
 
Jacobsen (2002) and Denscombe (2009) states that the external validity measures how well 
the results of the research can be generalized. The external validity refers to the ability of the 
research findings to explain a similar phenomenon on a general level (Denscombe, 2009). 
Jacobsen (2002) means that the purpose of a qualitative research is not primarily to 
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generalize the results to a bigger population, but to get in-depth and gain a better 
understanding of a certain matter, which is the purpose of this research. 
In order for a research to be reliable, Denscombe (2009) writes that the method of data 
collection should be consistent to ensure that the results of the research do not differ from 
occasion to occasion and that it does not vary depending on what persons undertake the 
research. This is why this research has been taking use of in-depth interviews and 
observation throughout. 

 
3.7 CRITICISM AGAINST CHOICE OF METHOD 
The qualitative method can often require a big amount of resources since it is very time-
consuming, leading to the research being represented by a few respondents (Jacobsen, 
2002). Another possible problem is the closeness that the researcher get in the role as an 
observer, in a participant observation the researcher often find himself/herself becoming a 
part of the group and thereby risks losing the ability for critical reflection (Jacobsen, 2002). 

 
3.8 GUIDE INTERPRETATION 

Here the relation between theory and the subjects are presented. The findings in the 
theoretical framework were used to design the interview subjects. The idea of this guide was 
to motivate and help interpretation of the choice of the subjects. 
 
This guideline follows a different outline than what was originally intended. This was done 
since the authors wanted to begin with easier questions to warm up the respondent, the 
more complex questions that requires that the respondent elaborates his/her answer were 
asked in the end of the interview since the authors believed that the respondent would be 
likely to answer more freely. 
 
The first unnumbered questions are about background information from the respondents, 
easy questions in order to start easily as Jacobsen (2002) means. 
 
Question 1 is also a kind of a warm up question while trying to get an overview of which 
communication channels the company uses internally which is one of the aims with this 
research. 
 
The succeeding question nr 2, is for knowing more broadly about the company and how it 
communicates, for example if the company is interactive when communicating between the 
workforce and the upper management as Mazzei (2010) stated is preferable. 
 
Question 3-5 is in line with the theoretical framework about electronic communication. 
Information regarding the channels about why and how they use the electronic 
communication is attempted to be obtained with these questions. (Farrant, 2003; Holtz, 2004; 
Varey & Lewis, 2000; Whitworth, 2011). 
 
Questions 6 and 7 touches the matter about the information to convey. What is important for 
employees to know and how does the organization make the information available. The 
answers were expected to bring up what Quirke (2008) explained and touched the subject 
that Smith and Mounter (2008) was discussing. 
 
 
Furthermore, the questions 8 - 11 concerns face-to-face communication. By asking these 
questions, more in-depth information can be obtained regarding the face-to-face 
communication such as the grapevine theory (Smith & Mounter, 2008) or theory about the 
advantages of personal communication as Newbold (1997), Richman (2012) and Holtz 
(2004) brings up. 
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Printed communication treats question 12 and 13 regarding what kind of information that is 
used in brochures (Holtz, 2004) or notification-boards (Farrant, 2003) and the advantages in 
these from an internal communication view. 
 
The last general questions 14 - 17 aims to point out if the respondents believe that 
communication has been affected during the crisis (Lumbreras 2012), if the respondents 
believe that IC can increase performance (Arif, Jan, Marwat, Ullah 2009; Dolphin, 2005; 
Robson, Tourish, 2005; Farrant, 2003; Smith & Mounter, 2008; Quirke, 2008). What is also 
being treated is if the respondents are satisfied with the communication and how to improve 
it in order to try and seek out any missed information. 

4. EMPIRICAL DATA 

In this chapter the empirical data is presented from the conducted interviews and from the 
observations. The outline of the theory chapter has been followed in this chapter which 
means that the data is first presented with focus on internal marketing, internal 
communication and then the information to convey. Finally the methods of communication 
are presented. Additional three companies were interviewed, however these were excluded 
since the quality of the answers were low in comparison to the ones included in this 
research. Moreover the respondents are ranked after the richness of the data supplied. 

 
4.1 XTRAICE 
Branch: Synthetic ice producer 
Staff: 30 
 
Xtraice is a developer and manufacturer of synthetic ice. 
Based in Seville, Spain. Xtraice is a company that has been active since 2003, in recent 
years the company has become increasingly bigger with products represented in over 55 
countries around the world. With the current economic crisis in Spain which has hit very hard 
on the region Andalucía, Xtraice has done extraordinarily good since the product is marketed 
internationally. The company sales have gradually become bigger and thereby attracted 
investors such as bank La Caixa who has invested 800.000 euro in the company. The aim 
for the company is to multiply their turnover by five, in five years. The company employs 
around thirty persons around the world, with focus primarily on the North American market 
and in later days the Middle East. 
 
4.1.1 INTERNAL MARKETING 
The sales manager from Xtraice explained why he thought that internal communication is 
important for performance. He continued by explaining that the key of Xtraice‟s success is 
directly correlated to the workforce, since the company is not the inventor of the product that 
they are selling.  Falcon also spoke of the importance of internal communication; 

 
“The year we had the worst results in our history, it was because we had an internal 
fight between the owners and the rest of the team, so it’s very important that 
everybody is focused on the same target.” (A. Falcon, personal communication, 18 
Mars 2013). 
 

 
In the participant observation it was noted that the success of the company and updates of 
sales being made was shared with the employees on a regular basis, management were 
keen of sending out e-mails containing video links and newspaper that noticed Xtraice. When 
the sales manager was asked if the social media is only used for external use, the following 
answer was obtained: 
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“I would say yes, if you would ask me a couple months ago, but now our team is 
growing so fast that it is also important for the internal team.” (A. Falcon, personal 
communication, 18 March 2013). 
 

Sales manager Falcon described that it‟s useful for the employees to view the external 
communication in order to learn of the company, especially in the case of new recruits since 
it can work as education and to let them know what to expect from the company. 
 
4.1.2 INTERNAL COMMUNICATION 
In Xtraice the sales manager was in charge of the internal communication, with assistance 
from the marketing department. 
The manager‟s thoughts on the flow of communication are that the company is very flat. He 
wanted the employees to see him as an equal employee and not as an executive. He 
summarized his opinion by saying; 
 

“It’s very important for us to listen to our employees because they have the contact 
with the clients and they know what the market requires” (Personal communication, A. 
Falcon, 18 Mars 2013). 
 

In the observation it was noted that sales manager Falcon was often encouraging 
communication and that there was a relaxed relation between him and the employees. 
 
4.1.3 INFORMATION TO CONVEY 
The sales manager gave his view about how to use internal communication. He thinks it‟s 
important to share and relate a person's success with the entire workforce, otherwise there 
may be a risk of internal conflicts. 
In the observation of Xtraice it was indeed noted that there was a connection between sales 
being made and the success of the company. Whenever sales were made and installations 
were executed, they were advertised inside the company. There was a sense of pride 
amongst the employees and a feeling of participation in the whole team. 
 
The CEO of Xtraice tried to talk to the employees in order to motivate and to inform them 
about how to do the tasks. 
In the organization, the observation showed that the management was keen on sharing 
information about how the company was doing and what was needed to reach the target. In 
the staff meetings the management shared information about investments being made, 
targets and roles of the departments. 
 
4.1.4. TOOLS OF COMMUNICATION 
 
Face-to-face communication 
Regarding face-to-face communication, the CEO of Xtraice had the following to say; 
 

“You have to take account of the psychological feelings and so on, therefore is better 
to go down every day and talk face-to-face, view the person and say hey I’m here, 
please ask me something, talk directly. About budgeting or I don’t know – your 
grandmother.” (Personal Communication, A, Ortiz, 7 Mars 2013). 
 

The observation at Xtraice showed how the working staff was divided in two groups housed 
in two spaces, management was housed in one and the sales and marketing staff was 
housed in another. However, efforts in form of visits in the sales and marketing space were 
done on a regular basis by the sales manager and internal communicator Falcon. The sales 
manager was visiting the working space between two to four times a day and often 
encouraging staff to contact him in case of any questions. 
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Conferences 
In the case of Xtraice, every two or three months they have a meeting with the whole team to 
talk about novelties, rules, pricing information, competition and similar things. The company 
had a special event coming up according to the sales manager. 
 

“For example, in a couple of weeks we plan to have a meeting with “Paco” - our head 
CEO, Francisco Ortiz, and he will try to motivate the team. He is used to make 
conferences in Universities and so on, so he will provide us a conference so we can 
learn about how he started the business and what the target is for the future.” 
(Personal communication, A. Falcon, 18 March 2013). 

 
During the observation a meeting was held on the seventh day of the internship (Tuesday, 22 
January) with all the employees in the office. The person in lead of the staff meeting was 
Falcon, CEO Adrian Ortiz was present but had a passive role in the meeting. 
 
Xtraice‟s sales manager said that the informal meetings are essential, he tries to arrange 
meetings for the team every 3 months. Moreover he also encourages the employees to go 
out with each other to strengthen relations. The CEO of Xtraice, Ortiz, said that he 
encourages the informal meetings but prefer not to not attend in order to let the employees 
speak openly over any topic, including his leadership. 
Xtraice also pointed out: 
 

“I’m sure there is people who has similar problems so if one person has solved their 
problem in one way, maybe he can talk about it with his colleagues. So it is very good 
to take coffee together.” (Personal Communication, A. Ortiz, 7 March 2013). 
 

Electronic Communication 
The CEO of Xtraice said that most communication is done by e-mail and since the company 
employs staff in other countries, e-mails are essential for maintaining contact. 
The sales manager agreed that e-mailing is crucial and added: 
 

“I couldn't imagine this company (without e-mailing) 10 years ago. It wouldn’t be 
possible to have Xtraice the way we see it today.” (Personal communication, A. 
Falcon, 18 Mars 2013). 
 

In the observation of Xtraice it was noted that much of the internal communication was 
handled through e-mails, other than being used for sending instructions and brief information, 
it‟s also used for sending out news about sales by the marketing coordinator. In the case of 
Xtraice, the CEO said that a fully integrated intranet do not exist in the company, Google 
Docs was used to some extent but only to control the progress of the workers. 
 
The observation also showed that the Google Docs was used by the management to follow 
up on the employees work. The sales manager of Xtraice explained that the usage of the 
social media has changed. Earlier it was only used externally but now since Xtraice is hiring 
new workers it is also being used for internal purposes. He goes on to discuss how social 
media is used to inform a new recruit from Canada: 
 

“It is a way to share pictures and all the events that are going on in the company. 
Right now he (the recruit) is daily reviewing our Facebook, it is good for him to see 
pictures and how it works in the team so he know what to expect.” (Personal 
communication, A. Falcon, 18 Mars 2013). 
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It was observed in Xtraice that there was frequent use of Facebook, Twitter and Google+, 
news about sales and products were posted almost daily. Staff would then often “like” or 
“share” the content, but primarily this was used as a interactive kind of external marketing. 
As mentioned earlier, sales were advertised inside Xtraice. This was partly made through 
Facebook when posting pictures of newly installed products. Thanks to this, a sense of pride 
was seen amongst the employees and a feeling of participation in the whole team. 

 
4.2 ALTRAN 

Branch: Industry and IT 
Staff: 100 in Seville, 2300 in Spain 
 
Altran is an engineering & high technology company that serves in different sectors like 
aeronautics, telecom, energy and the industrial sector. The company offer services in 
innovation which means that the clients‟ idea is developed by Altran until it becomes a final 
product. The services are available depending on which sector the client is in. Founded 1982 
in France, the company today has around 2300 employees in Spain with 100 of these 
employees in Seville. 
 
4.2.1 INTERNAL MARKETING 
The communication responsible Bernáldez from the engineering company Altran, believed 
that internal communication increases the performance of the company. However, she also 
believed that the employees should receive more information of what the company does, 
what it offers and to which customers. She continued saying that there was an own interest 
from the employees to search for that information but it should be more available for the 
employees. 
 
When the respondent was asked if the social medias are used for internal or external use, 
she answered that Facebook was the social media channel that was more used for internal 
means since it‟s for applicants that HR works with. The other medias were not used 
internally. 
 
4.2.2 INTERNAL COMMUNICATION 
The respondent was working with external marketing but did some internal communication 
as well to support her colleague in Barcelona that has the position as internal communicator. 
When asked about the interactive communication in the company, Bernáldez elaborated the 
following answer: 
 

“I think the communication that goes from the directors down is more than the 
communication from employees upwards. (...) I think we need a more relaxed 
atmosphere to encourage the employees to communicate more.” (Own translation, 
personal communication, Á. Bernáldez, 18 April 2013). 

 
At Altran, they try to use a different strategy to make the employees to share ideas according 
to Bernáldez. An example is Eureka. Each month a subject to innovate in is chosen, for 
example in internal communication or project improvements. At the intranet, employees are 
able to upload ideas and later on the employees can vote for the best idea. The winner gets 
a price and the idea could become implemented in the organization. Regarding the 
communication during the crisis, the respondent said: 
 

“There isn’t any increased communication. There hasn’t been any communication to 
calm the employees but it hasn’t been necessary either. The level of communication 
is practically the same.” (Own translation, Á. Bernáldez, personal communication, 18 
April 2013). 
 

  



 

23 
 

4.2.3 INFORMATION TO CONVEY 
Altran‟s spokesperson was questioned about what kind of information she wanted to hear. 
She answered that she wanted to keep hearing about how the company is doing, that it‟s a 
solid, reliable company. Furthermore, she thought it‟s important to know about the policies, 
results and the possibility of advancing in the company. According to her, that information is 
easy to obtain but that it should be offered to the employees more often. Some of the 
information was obtained through e-mailing but the respondent believed that there was too 
much information that was sent out to the employees. 

 
“We receive information mostly through e-mailing but it‟s so much that we hardly see 
it (...)” (Own translation, personal communication, Á. Bernáldez, 18 April 2013). 

 
4.2.4 TOOLS OF COMMUNICATION 
 
Face-to-face communication 
At Altran, each department has a director that is usually present in the building a couple of 
days a week. According to Altran‟s spokesperson, the directors of the global Altran only visit 
them about twice a year. If the directors can‟t come, then the HR manager or another 
manager is sent to talk with the employees. However, the respondent thinks that the 
directors should visit more often since she thought that it‟s appreciated by everyone each 
time the directors‟ visit. 
 
According to the respondent, Altran is changing internally which is the reason that they are 
having formal meetings in order to announce the changes made in the company to the 
workforce. If other important things happen, they have meetings about that too. Each new 
employee also has a welcome meeting in order to present the company, the working tools 
and important people in the company. Otherwise, each department have annual meetings. 
When talking about the informal meetings, Altran‟s spokesperson Bernáldez facial 
expression became a bit low. 

 
“We used to have “project reunions” where the people who held in some projects held 
a meeting to talk about the projects and then afterwards we had a dinner and mingled 
with the employees. Now that we have grown a lot and the crisis hit, the company 
stopped with those dinners.” (Own translation, personal communication, Á. 
Bernáldez, 18 April 2013). 
 

She added that in Altran they used to have dinners during summer and Christmas. 
 
Print communication 
The respondent said that in the company they have a notice board to publish the most 
important things about the company that has been published earlier in the social media 
channels and also things like schedules but it‟s not of greater importance for them according 
to her. 
 
Electronic Communication 
Even though Altran‟s spokesperson thought e-mail is very important, at the moment, Altran is 
substituting e-mails with Google‟s software for intranet. Furthermore, she believed that e-
mailing will be used less in the future since the younger employees utilize other 
communication channels than e-mailing for internal communication. 
 

“We want to continuously update our tools and Google has just the right software for 
this.” (Own translation, personal communication, Á. Bernáldez, 18 April 2013). 
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She continued explaining that the intranet is divided in three sections, operational, corporate 
and the employers section. The operational section is about how to get connected, tools the 
employers need and information about how to work. The corporate section is about the 
organization where the employees can download posters, corporate information and 
download the policies. Whilst both of these sections focus on formal information, the 
employers section is about creating relations amongst the employers. However, Bernáldez 
believed that more work is needed in this section. It‟s being upgraded so that it will be easier 
to share information and the intranet will also include a chat option. These changes are 
expected to be implemented within two years. 
The company also has a monthly electronic newsletter available via the intranet where they 
write news about the company, welcome post about employees that are being integrated to 
the company, events that the company holds and projects. 
At Altran, social media such as Facebook is used internally and for applicants that the HR 
department work with. However, Twitter, LinkedIn and Google plus is only for external use. 

 
4.3 ACADEMIAS CIENCIAS 

Branch: Education 
Staff: 22 
 
Academias de enseñanza Ciencias is a science school aimed for students of all ages that 
need support in their education or who wants to improve a certain subject in school. The 
company was founded in 2001 and has a staff size of 22 persons divided in two learning 
facilities in the centre of Seville, Spain. Positioned as an affordable option to other schools, 
the company has steadily been growing but reached a point where the company wants to 
extend its product line by offering language courses to foreign students thus being an 
internationalized company.   
 
4.3.1 INTERNAL MARKETING 
For the case of Academias Ciencias, director Pérez believed that internal communication can 
definitely improve the performance. Moreover, Mejías, the manager of the Spanish 
department in the same company also believed that the internal communication improves 
performance but she thought it‟s not possible for their company since they already had such 
good communication. 
When it comes to the external marketing, it had an internal reflection at Academias Ciencias. 
The observation made in the company gave insight in how the directors and the responsible 
for the social media utilized Facebook to market the company externally. The marketing was 
always noticed by the teachers who reacted by liking the posts and later on talking about it. 
This was supported by the manager Mejías who said that it may happen that they post things 
on Facebook and then the teachers like it. 
 
4.3.2 INTERNAL COMMUNICATION 
The internal communicators at Academias Ciencias were both the director and the manager 
for the Spanish department. 
When asking the manager regarding communication during the crisis, she told that even 
though the communication is more direct thanks to the technological improvements, they still 
communicate at the same amount as before. 
 
4.3.3 INFORMATION TO CONVEY 
The director at Academias Ciencias tried to talk to the employees in order to motivate and to 
inform them about how to do the tasks. This was supported by the manager who added that 
she also wanted information of how to improve her work results. The manager explained that 
in the company they barely get any information about how the company is doing because the 
information coming from the directors is instead focused on how the workforce can do their 
work. 
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4.3.4 TOOLS OF COMMUNICATION 
 
Face-to-face communication 
The director explained that he at least tries to walk around once in a week to talk to the 
employees even though he has limited time. 

 
“I barely have time. There are also people who talk more and those who talk less, I’m 
one of those who talk less.” (Own translation, R. Pérez, personal communication, 11 
April 2013). 

 
This was also found in the observation of Academias Ciencias. The director walked around 
the office around once a week but the information that the director was conveying was little 
and concisely. It was always work related topics so that the director knew what was 
happening and what was to be done. 
The manager told that the second director at the company usually stops the employees in 
order to small talk. However, the manager continues explaining that it‟s motivating even 
though she has to talk fast since she‟s always in a hurry. 
 
Conferences 
At Academias Ciencias, formal meetings are held twice a year with everyone in the company 
in order to coordinate and inform about changes. These larger meetings are held by the two 
directors. Otherwise, smaller meetings are held each month where each department are able 
to further coordinate and discuss. 
 
Both the manager and the director at Academias Ciencias said that informal meetings are 
held for all employees twice a year to talk a bit and enjoy each other‟s company. The director 
at Academias Ciencias said that sharing information during a coffee break is very good since 
it helps them create a more relaxed atmosphere in the company. 
Mejías adds that it‟s also good for sharing ideas and helping each other out. 
 
Print communication 
The noticeboard was used at Academias Ciencias as explained by the director. However he 
said that the usage of it was modest. The manager explains further; 
 

“We try to keep the print at a minimum but we have a notification board that is mostly 
used for the students. For the employees we print schedules and offers so that the 
teachers keep notified about the changes. We update the notification board about 4 
times a year with schedules and we put up offers as soon as we get new offers or a 
new brochure.” (Own translation, personal communication, N. Mejías, 16 April 2013). 

 
Electronic Communication 
When asked about the usage of e-mailing in the company, the manager was keen of 
expressing the importance of e-mails: 

 
“The majority of the communication is through e-mailing which is why it is extremely 
important for us. (...) We don’t use anything written on paper since it’s faster and 
handier to have it on the inbox.” (Own translation, Personal communication, N. 
Mejías, 16 April 2013) 
 

At Academias Ciencias it was observed that Dropbox was frequently used by the employees 
as a form of an intranet to share documents with all the employees. After the interview with 
the manager, it came out that the company has another intranet that is accessible with the 
iPads but it‟s more used for sharing information with the customers. 
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Regarding social media, the manager said that the company used social media in form of 
Facebook and Twitter, but solely for external purposes. This is supported by the observation 
but there were internal elements in the external marketing in form of the teachers liking the 
posts which could be all from funny pictures to the schools new offers. 

 
4.4 GRUPO IC 
Branch: Construction and maintenance 
Staff: 150 
 
Grupo IC is a construction company with its headquarter in Seville, Spain. The company 
primarily deal with interior projects, work tasks involve planning and building retail stores, 
hospitals, private clinics, offices and restaurants. What makes Grupo IC stand out from its 
competitors is that they offer a complete solution, or as they express it on their website “Just 
one company for the whole project” (http://www.grupoic.com/en). The complete solution can 
be offered since Grupo IC is a group of 4 companies, which specializes in construction, 
energy-efficiency installations, furniture and maintenance. 
 
4.4.1 INTERNAL MARKETING  
The HR manager said that the internal marketing in their company is formed and used solely 
for internal purposes. When asked if the external marketing could have an impact or be used 
for internal marketing, she answers that in Grupo IC this is not the case. 
 
4.4.2 INTERNAL COMMUNICATION 
One of the accountable for the company‟s internal communication was the HR manager. 
When asked how the communication flows through their organization, the manager assistant 
told that even though they have a hierarchy in the company, they still have a close 
relationship. Thanks to the informalities in the organization, she feels more satisfied and 
motivated to communicate in the organization. 
 
4.4.3 INFORMATION TO CONVEY 
The HR manager gave her view about how to use internal communication and what 
message to convey. She explained that it‟s important to encourage the whole workforce 
whenever the company succeeds. 
 

“It’s not a single person’s achievement when we succeed with sales; it’s the whole 
team in the company. (Own translation, R. Sanchez, personal communication, 14 
March 2013). 

 
4.4.4 TOOLS OF COMMUNICATION 
 
Face-to-face communication 
The manager assistant reported that she felt motivated when the director came and talked 
but that the director nowadays is occupied travelling around. However, she recalls that when 
he communicates with her it‟s always face-to-face with exception of once when he instead 
sent her an e-mail. 
The HR manager said that the HR department usually walks around to motivate the 
employees by talking with each individual about personal things. 
At Grupo IC, annual meetings are held. The manager assistant explains that in these larger 
meetings, results and progress are brought up. Moreover, there are smaller meetings with 
groups to brief the workforce in detail about the tasks, as mentioned by the HR manager. 
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The manager assistant said that they do informal meetings now and then to take a drink and 
talk. When asked if there were discussions over informal meetings, Grupo IC‟s manager 
assistant said that they used to have breakfast together with managers and other 
departments. Subjects ranged from football to work-related topics. The manager assistant 
continued by saying: 

 
“Thanks to the informality sometimes, I feel more satisfied and motivated. It gives a 
better atmosphere in the company.” (Personal Communication, N. Gomez, 7 Mars 
2013). 
 

Print communication 
Grupo IC‟s manager assistant said that also they had a noticeboard which is used in the 
canteen. She goes on to say: 
 

“People post about events like birthday parties and other informal things. I don’t really 
notice it so much because it is mostly the same things.” (Personal Communication, N. 
Gomez, 7 Mars 2013) 

 
Electronic Communication 
When asked about the usage of e-mailing in the company, Gómez said that most things in 
the company are communicated by e-mail with the exception of directing work tasks. 
 
Both the manager assistant and the HR manager said that Grupo IC uses an intranet, but for 
different purposes. Gomez said that it‟s used for sharing information and documents with 
colleagues in different departments. Also they have a technical program in the intranet for 
when an employee needs technical help. HR manager Sanchez agreed but added another 
usage of the intranet: 
 

“Since it’s only used internally we post things like if someone has become a 
father or if someone is having a party.” (Own translation, Personal 
communication, R. Sanchez, 14 Mars 2013). 
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5. ANALYSIS 

For this chapter the results of this study, the empirical data will be analyzed and compared to 
the theoretical framework in order to find potential similarities and differences. The same 
outline as the previous chapter will be followed to facilitate for the reader. 

 
5.1 INTERNAL MARKETING 
 
Rafiq & Pervaiz (2000) means that internal marketing can improve efficiency and that this 
can be made through internal communication (Rafiq & Pervaiz, 2003). The findings showed 
that all companies agreed on the importance of internal communication. A sales manager 
described that the success of the company primarily depended on the selling workforce and 
not the product. This can be explained as Ahmed & Rafiq (2002) described that it is the 
employees that should be focused on especially in service companies. One company 
elaborated the importance of internal communication by using the following example. 

 
“The year we had the worst results in our history, it was because we had an internal 
fight between the owners and the rest of the team, so it’s very important that 
everybody is focused on the same target.” (A. Falcon, personal communication, 18 
Mars 2013). 
 

This example supports Farrant‟s (2003) statement that “(..) there needs to be good 
communication in order to get anything done at all.” (p. 14). In this case, there was a lack of 
direction which Quirke (2008) says could be necessary. However, Altran explained that the 
internal communication in the company should increase due to its importance. In contrast, 
Academias Ciencias stated that they already had sufficient communication. 
 
The findings showed that Xtraice was marketing towards the employees by frequently 
sending out material to the employees. According to the company it was in order to inform 
and motivate which is supported by Davis (2001). The company used marketing techniques 
in order to sell the company towards the employees, which is what Drake, Gulman & Roberts 
(2005) meant is necessary in order to convince the workforce. However, Grupo IC doesn‟t 
use social media such as Facebook as an internal marketing tool. Academias Ciencias had a 
similar stance but the observation findings showed that the company could be utilizing 
different channels as internal marketing tools unconsciously since the manager explained 
that, social media is solely for external use. This can be associated with Gummesson 
(1999a), (referred to in Varey & Lewis, 2000) theory that the external marketing also has an 
internal effect. 

5.2 INTERNAL COMMUNICATION 

 
Internal communicators were found in all the examined companies. As Smith and Mounter 
(2008) stated, they were found in marketing, corporate communication and human 
resources. However, the role of an internal communicator was also found in the sales 
manager, a director and an external communicator. Regarding directors, Whitworth (2011) 
means that there are many managers that don‟t have enough skills. This could be the case 
at Academias Ciencias were the manager stated “There are also people who talk more and 
those who talk less, I’m one of those who talk less” (Own translation, R. Pérez, personal 
communication, 11 April 2013). This may be a sign that the director is not aware of his 
responsibility or that he needs training in communication as Whitworth (2011) stated. The 
observation findings supported that the director talked less but also had concisely messages. 
On the other hand, Xtraice‟s sales manager was very keen on communicating with the 
workforce according to the observation, which is a key role for a communicator (Mazzei, 
2010). 
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Mazzei (2010) means that companies are aiming towards an interactive communication 
which the findings in this research revealed. Whilst the other companies tried to promote 
daily internal communication through technology improvements, Altran has an innovative 
way of gathering ideas from the employees through Eureka. This can be an indication of that 
the business is creating value through the creativity and intellectual assets of their 
employees (Quirke, 2008). However, the interactive communication at Altran could still be 
improved according to the spokesperson.  
 
Lumbreras (2012) means that internal communication increases due to new communication 
tools. This has not been the case when asking the respondents. A possible explanation to 
this regarding Academias Ciencias could be due to the size of the company since Lumbreras 
(2012) also mentions that the progress for minor companies regarding communication is 
slower. Neither has there been any communication to reduce uncertainty in the investigated 
companies as Lumbreras (2012) means is important during recession times. 

 
5.3 INFORMATION TO CONVEY 
 
At Grupo IC, it‟s important to share the company‟s success with the whole workforce, not 
only individuals. This is what Quirke (2008) meant is important in order to gain benefits from 
internal communication. Xtraice used the same strategy in order to motivate the whole team 
according to both one of the spokespersons and the observation. In Xtraice‟s case it was 
made in order to reduce the risk of internal conflicts. This could support Hocenski and 
Popovic (2009) who concluded that poor communication can be one of the causes to internal 
conflicts. 
 
Quirke (2008) meant that it‟s important to focus on value instead of volume. This was 
confirmed by Altran‟s spokesperson who explained that due to the amount of information 
they received, paying attention became harder. This could indicate that many messages 
result in confusion for the recipient (Smith & Mounter, 2008; Quirke 2008). 
 
Whitworth (2011) states that the employees do not need to know everything. This could be 
the case in Academias Ciencias where the employees do not receive any information about 
how the company is doing. However, the contrary were found in other companies, such as 
Xtraice where the management were keen on sharing information with their employees. 
 
The checklist that Center and Jackson (1995, referenced in Smith & Mounter, 2008) 
conducted had similarities with the findings. In Xtraice the observation showed that there 
were discussions of investments made that would secure the growth of the company and job 
related know-how information, which is two of the three most important topics in the 
checklist. However, one subject in the model wasn‟t mentioned by any respondent; How 
profits are used. There was also a difference in what kind of information the respondents 
wanted and what they got instead. The spokesperson at Altran thought it‟s important to know 
about the policies, results and the possibility of advancing in the company but that it should 
be offered by the company to the employees more often.  

5.4 TOOLS OF COMMUNICATION 

 
5.4.1 FACE-TO-FACE COMMUNICATION 
Richman (2012) states that it‟s important to observe reactions to information that is being 
conveyed since it‟s possible to see the body language and hear the tone of voice, something 
that the director of Xtraice was conscious of when doing his daily walk around routines. The 
findings show that all the companies interviewed had a manager or director that walked 
around the workplace as part of their routine job, as Holtz (2004) explains is important. 
Newbold (1997) meant that there can be a downside of this method, that employees can get 
intimidated by the managers or directors. The findings did not show any signs of such 
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downside. On the contrary, all the non-manager respondents described an appreciation 
when the managers or directors visited them, which support Holtz (2004) theory. These 
positive outcomes could increase the possibility of the employees to voice their opinion as 
Newbold (1997) means is an advantage of managers walking around. This goes in hand with 
Farrant (2003) who means that face-to-face communication should be interactive. 
Interactivity was discussed by Xtraice‟s sales manager who said that it is important to listen 
the employees since they have the client contact and knows what the market requires but 
also by Altran. 
 
Formal meetings 
Gathering groups or the whole workforce was made in each organization involved in the 
research. This was made in order to coordinate directions of the organizations as supported 
by Farrant (2003). An event for Xtraice this year is that the head CEO will hold a conference 
in the company. This is a sign of a special event (Farrant 2003) since it doesn‟t happen 
annually. Otherwise, the findings show that all the organizations also had smaller meetings in 
their departments. 
 
Informal meetings 
Newbold (1997) mentioned that conferences, which can strengthen relations between 
colleagues and encourage teambuilding, can take place in restaurants and bars. This was 
supported by the findings where each organization had informal get-togethers. These 
meetings could be for breakfast or dinner, once per year or once in a quarter of a year. 
However, for the largest organization in the research, larger events as Christmas dinner has 
been withdrawn due to what the respondent thought was economic reasons, this follows 
what Farrant (2003) believes that conferences can be expensive.  
The respondents mentioned that they shared information over coffee and breakfasts which 
could be seen as a social network (Whitworth, 2011). 
 
Through this channel, gossip and company news can be distributed as Whitworth (2011) 
meant, which can lead to advantages that Pathi (2008) stated, such as create a better spirit 
of teamwork. This could have been the case as Grupo IC‟s manager assistant said, “Thanks 
to the informality sometimes, I feel more satisfied and motivated. It gives a better atmosphere 
in the company.” (Personal Communication, N. Gomez, 7 Mars 2013). This was also the 
case with Academias Ciencias. 
As Pathi (2008) mentions, social networks can increase productivity. This was supported by 
the CEO of Xtraice when he explained that employees can solve problems by discussing 
with each other during informal meetings. This was also seen at Academias Ciencias. 
 
Findings showed that informal meetings were encouraged by management in all 
organizations, which shows that managers are aware of the high efficiency the social 
networks entails (Whitworth, 2011). However, there were no findings regarding the 
downsides of social networks that Newbold (1997) mentions which could be due to a 
limitation problem. 
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5.4.2 PRINT COMMUNICATION 
Print communication can be used for highlighting the most important part of a company‟s 
intranet (Whitworth, 2011) which was the case with Altran‟s noticeboard. Two other 
companies also had a noticeboard but it wasn‟t of any greater usage. Farrant (2003) means 
that information at notice boards should be short since the employees would only dedicate a 
short time to the notice boards which could be useful since interviewed respondents didn‟t 
pay greater attention to the notice boards. 
Newspapers, brochures and magazines were not used internally in any of the companies 
examined. This could follow Holtz (2004) theory regarding that newspaper could be 
unnecessary if an intranet is available in the company. Other possible explanations can be 
as Newbold (1997) that meant that print communication can be expensive and seen as an 
unnecessary cost by the employees or Davis (2001) who believed that these communication 
tools could be lacking in confidence for the employees. The advantage of print 
communication, that it can be read in a person‟s own pace and in an own place (Holtz, 
2003), can be applied to today‟s electronic communication which can be another reason that 
the print communication is fading. 
 
5.4.3 ELECTRONIC COMMUNICATION 
  
Intranet 
As Farrant (2003) believed, an intranet can serve as an electronic noticeboard according to 
the findings since the respondents mentioned that employees could share and post 
information internally in the organisation. The advantages brought up by Holtz (2004) and 
Farrant (2003) was seen in the respondents‟ answers. A more profound answer came from 
Altran‟s spokesperson who meant that the intranet was being upgraded to include chat in 
order to make it easier for the employees to help each other. This indicates that the intranet 
can be used as an online forum (Farrant, 2003) with an instantaneous speed (Holtz, 2004). 
None of the findings agreed with Withworth (2011) regarding that the intranet can be full of 
information, making it hard to find specific information. According to Altran‟s spokesperson, 
the intranet could substitute e-mails due to the growing importance of intranets. 
 
E-mail 
Varey & Lewis (2000) stated that physical communication is gradually being replaced with 
electronic communication. The findings showed the opposite, the interviewed managers were 
aware of the importance of physical communication. However, these findings support instead 
the more recent theory that electronic communication does not replace physical 
communication (Walter, 2013, Prosser, 2013). Nevertheless, Grupo IC‟s HR manager 
mentioned that e-mails are used in order to plan a physical meeting which shows that e-mails 
still have a vital part in the internal communication. 
 
Social media 
Facebook and other social media can be blocked in some companies according to Whitworth 
(2011). This was not found in the findings, contrariwise, it was encouraged by managers to 
use social media. Huy & Shipilov (2012) stated that social media can be used internally to 
build positive emotions, pride, attachment and fun among employees which could be seen in 
the observations. Xtraice advertised sales internally through Facebook which created pride 
among the employees whilst Academias Ciencias could post funny pictures which the 
employees at the company would like in Facebook. 
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6. CLOSING DISCUSSION 
 
Here the conclusions made from the analysis and the empirical findings will serve to answer 
the formulation raised in the introduction of this research. Furthermore limitations of this 
study and propositions to future research will be presented. 

 
6.1 CONCLUSION 

As mentioned earlier, the research aims to gain a better understanding of how internal 
marketing and internal communication is used during the economic crisis in Spain.  
 
Conclusions of this research will be made regarding: 
 
How is Internal Communication used during the economic crisis in Spain 2013? 
 
Findings show that managers in Spain believed that internal marketing has an important role 
in organizations. The importance of IM can be seen through the way companies try to gain 
value through the intellectual assets of their employees. By utilizing ways of internal 
communication, the companies could find ideas and information from the whole working 
team. The role as internal communicator was found in the areas of marketing, corporate 
communication and HR as the title of sales manager, director or external communicator. 
Conclusions were made that Internal marketing could still be made without actively trying to 
since the external marketing can have an impact internally as seen from the observations.  
 
The companies used a range of methods in order to communicate internally. Primarily face-
to-face was used as the main communication tool as directors and managers were aware of 
the importance of wandering around and the physical presence. The importance of face-to-
face communication precedes e-mails as the latter is used in order to book and coordinate 
physical interaction. Moreover, the physical communication was encouraged in forms of 
informal meetings as it had its advantages. 
The only print communication was found in noticeboards which was used to coordination and 
informal messages but it was hardly noticed by the respondents. Moreover, printed 
communication such as newsletters and notice boards has been moved into the intranet, 
thus the importance of electronic communication is more emphasized. 
Electronic communication also serves to various things such as connecting with employees 
overseas through the use of e-mails and intranets. Intranets can be seen as an online forum 
where employees can help each other. Tools such as social media were proved to help 
motivate and educate employees, even though it was regarded as an external marketing tool 
by many. 
 
Communication in order to reduce uncertainty hasn't been in the findings which show that the 
economic crisis in Spain might not be affecting the internal communication in these 
investigated companies. Instead, internal communication is used unaffected of the Spanish 
economic crisis. This could be due to that the researched companies were not particularly 
affected by an organizational crisis. However, findings showed that internal conflicts could be 
prevented through the usage of IC. 
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The model below shows how IM, IC and what information to convey is integrated in the 

process of crafting the right methods of communication. These methods are categorized into 

three different types of communication channels, face-to-face, electronic and print, where the 

latter is the least used. There is an interconnection between e-mail and formal meetings 

since e-mails were used to book formal meetings. There is also another overlapping between 

noticeboards and intranets since the print is being integrated into the electronic 

communication.  

 

Model 4, The funnel of communication 2, Own processing. 
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Internal communication is very important in organizations as it has many advantages. 
Communicators such as marketers should have an internal market in mind and not just the 
external as it could be a key to success. Media channels that are used to communicate 
internally also play a big role in what the company is trying to convey to the internal market. 
Print communication plays a minor role, if any, in smaller companies now that electronic 
communication is making it easier for businesses to coordinate, educate and motivate 
internally. However, face-to-face was seen as the most effective tool in internal 
communication. Finally, there were no findings that the economic crisis in Spain 2013 was 
affecting the internal communication in these companies. 

 
6.2 LIMITATIONS OF THIS STUDY 

This research could have been affected by numerous things. A possible cause could be 
language barriers when conducting the interviews. Another cause could be the shortage of 
time in order to go in depth and conduct more interviews. Since the research treated 
negative aspects of the organizations, it could lead to the respondents choosing not to 
answer extensively regarding these negative matters. Finally, the researched companies 
were not severely affected by the crisis and thereby giving a mild perspective of the crisis. 

 
6.3 FUTURE RESEARCH 
This research was done without the intention to generalize to a larger population, or a 
specific branch. Future research could be done with a quantitative method, including a larger 
population in order to get a more general picture of the situation in Spain. 
Furthermore the authors has gotten a couple of ideas during the process of completing this 
research, these are presented below; 
 
1. The usage of internal communication in other European Union countries in crisis. 
 
2. If, and how Internal communication can solve internal conflicts. 
 
In addition, the authors of this research found that the areas of internal marketing and 
internal communication need to be examined further. The concepts of IM and IC are still not 
completely defined as discussed by articles.  
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Appendix 1 – Interview Guide 

·         Name 
·         Age 
·         Education 
·         Position and for how long 
·         Working tasks 

 
Spain is facing a challenging time, with the current economic crisis leading to unemployment 
and employees worrying about losing their jobs. If not worrying for their own job, they might 
be stressed by their environment - neighbors losing their jobs, and so on. According to 
Sinclair (2010) this could have a negative impact on a person's work motivation and personal 
productivity. 
 
A way of improving motivation is through communication via the internal marketing tools such 
as staff meetings and events. Considering the situation, organizations in Spain may be using 
certain kinds of communication tools to overcome the crisis. Which is what we tend to find 
out. 
 

Note: The dots represent possible follow up questions. 

1. What kind of communication channels do you use within the company? 

 E-mail, intranet, website, social networks 

 Face-to-face, wandering around, conference, social networks 

 Print communication, magazines, notice boards 
 

2. Why do you do internal communication?  

 Is it to increase performance, employee satisfaction, make everyone strive towards 
the same goal, increase motivation or other? 

 When dealing with the external customer, do you use advertisement and external 
image to affect and stimulate the internal customer (employee)? 

 
 Electronic communication 
 

3. How important is e-mailing or intranet in your organization 

 Do you use it on an everyday basis? 

 Is e-mailing used to certain persons, groups or for everyone in the company building? 

 Does an intranet exist within the company? 
 

4. Which social media channels do you have? Facebook, twitter or blogs for 
example. 

5. For what purpose do you use e-mailing? E.G. using e-mails for informing 
employees about achievements, what to do, policies. 

 Why not use another communication channel for this type of message? 
 

6. To what extent do you use social media?  

 To talk about new costumers, showcasing new products.  
 

7. Do you have any kind of small or big meetings, team meetings, organizational get 
together? 

 How widely used is it? Only a specific amount of people or everyone? 
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8. What about conferences? 

 Any events held at hotel lobbies, restaurants or bars? 
 

9. How often does it happen that an executive or a manager wanders around the 
working place? 

 Which places are visited? 
 

10. Is it common with social networks, employees who share information between 
themselves while having a coffee for example? 

 Does the organizational management try to utilize this somehow? Invite employees to 
dinner/breakfast in order to know what the employees are thinking about the 
organization? 

 
11. Do you use face-to-face method in order to communicate other type of 
information? 

 Is this method used to communicate bad or good information (or both)? Why not 
doing it by other methods? 

 
12. How important do you think that face-to-face communication is for the company?   
 
13. Do you have a newspaper or magazine within the company? 

 How often is it published? In what way is it better or worse than other communication 
channels? 

 What audience are you trying to reach?   
 

14.   Are there other printed communication channels? 

 Brochures or notice boards. 
 

15. What kind of information do you put and how much?   

 Is it about the whole company or just certain departments? 
 

16. Is there another method that the company is using that does not fall under one of 
the three categories?   

 
 
 


