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The paper draws on longitudinal survey data involving 824 employees from a small food processing organization operating in NSW (Australia). It explores the impact of job attitudes (including aspects of job satisfaction and commitment), communication and trust on preferences of three types of information sources : (1) “Grassroots/Consultative Channels” (i.e. colleague co-workers, unions and the consultative committee as helpful sources of information and feedback channels); (2) “Management Channels” (i.e. supervisors, mid-level and senior management as helpful sources of information and feedback channels)  and (3) “Workplace-wide Channels” (i.e. the company newsletter and the notice board as helpful sources of information and feedback channels). The results show that there were common as well as specific predictors of choice/preference for each of the three channels. In particular, preferences for grassroots/consultative channels of information were most strongly influenced by trust/faith in colleagues and peers. In contrast, helpfulness of management channels was most strongly predicted by perceived effectiveness of communication with management as well as by the degree of faith/trust in senior managers. Perceptions of the existence of participation and teamwork in the workplace also seem to impact access to management as sources of information and feedback channels. Quite interestingly, preference for workplace-wide channels seems to be mainly affected by job satisfaction. It is worth noting that tenure also had a moderate impact on choice of grassroots/consultative as well as workplace-wide channels.  In the case of management channels, perceptions of the effectiveness of communication with management were also a very significant factor in the ratings. The paper culminates with discussions of the implications of these findings for future research and for management practice. 
1. INTRODUCTION

The issue of media choice in organizational settings has been a topic of intense academic debates and research interest (Daft & Lengel, 1986; Trevino, Daft & Lengel, 1990; Rice, 1993; Webster & Trevino, 1995; Whitfield, Lamont & Sambamurthy 1996; Carlson & Davis, 1998; Vaast 2004,). In particular, scholars have strived to understand patterns of information acquisition and the reasons explaining their choices. What has fueled the interest is a greater acceptance that access to information is pertinent to the success of individual organizational members and their organization. In an organizational context, the fundamental question is why do participants (including employees) choose one communication medium in preference to another?  The early studies tended to rely on explanations provided through rational-choice theories (see for example Holland, Stead & Leibrock, 1976; Burgoon & Burgoon 1979). More recent research, however, shifted the focus and begged the need to consider a wider range of individual, organizational and social factors (Reinsch & Beswick, 1990; Rice & Shook, 1990; Rice, 1993; Christensen & Bailey, 1997; Carlson & Davis 1998; Donabedian, Mckinnon & Bruns 1998; Lewis, 1999; Brimm & Murdock,1998; Timmerman, 2003, Vishwanath, 2003, Vaast, 2004,). The more recent research has focused on computer-mediated communication (Lamerichs,  Molder & Hedwig 2003). By and large, that research also shows that despite the increased availability of electronic media, individuals and organizations still rely heavily on more traditional means of communication, including printed and verbal communication (Zeffane and Cheek, 1995, Dimmick & Stafford, 2000; Trumbo et al., 2001). However, a variety of day-to-day sources of information and information channels remain unexplored. Amongst the untapped sources are the conventional information channels that employees can access on a day-to-day basis. These include information provided through colleagues, unions, consultative committees, managers and supervisors, company newsletters and notice boards. 

Recent reviews of the literature on media selection (see for example Timmerman, 2003) have produced two pertinent theories. These are the media richness theory (Trevino, Daft & Lengel, 1990) and the social influence model (Fulk, Schmitz, & Steinfield, 1990). The media richness theory focuses on message substance and the richness of the medium. The social influence theory goes beyond objective factors by indicating how social interaction among employees may influence perceptions and different choices (Fulk, 1993).  

Organizations have multiple options available to them to communicate with their employees. Most companies today publish a newsletter or magazine with articles covering employee awards, promotions, and transfers, and with articles discussing company policies and changes, generally from a positive perspective. Many of these publications are used to shape employee opinion of the firm and its actions (Szwergold 1993, Hynes, Davis & Moss, 1998).  Another channel of information available in most organizations is the notice board, where pertinent information on the life of the organization and various events are displayed. There is also a range of other information sources available to employees who include colleagues, unions, committees and managers. Some of these sources pertain to grassroots channels (colleagues, unions and consultative committees). Others emanate from the management hierarchy (i.e. information provided by supervisors, mid-managers and senior managers). Yet, another category of sources is that accessible workplace-wide, namely the newsletter and the notice board.  On the assumption that these sources are accessible to all employees in an organizational setting, the factors affecting their preference remain unclear. Given that the interactions and information exchange take place in an organizational setting, it is logical to search for the potential impact of a wider range of contextual variables such as job attitudes, organizational characteristics, communication effectiveness and trust. These variables have not been explored simultaneously in any previous study. One would expect that their influence on choice of the above channels would vary and that some variables may have greater impact on the choice of a particular channel than on others.


The study reported here espouses the social influence model. The paper explores the impact of job attitudes (including aspects of job satisfaction and commitment), communication and trust on aggregates of the above sources (i.e. “Grassroots/Consultative Channels”, “Management Channels” and “Workplace-wide Channels”). It draws on longitudinal survey data involving 824 employees from a small food processing organization operating in NSW (Australia). The data was collected in 1998, 2000, 2002, 2003 and 2004.  
2. THE INFLUENCE OF JOB ATTITUDES AND ORGANIZATIONAL CHARACTERISTICS

The more recent research on the choice of media has shown that choice may be shaped by a number of organizational characteristics and attitudinal variables. For instance, Sheer & 
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Chen (2004) found that job characteristics and attitudes had major effects on media richness and choice. Alexander, Penley & Jernigan (1991) showed that individual differences and task attributions are important contributors to media choice and information handling. King & Xia (1997) showed that experience can shape media choice. Donabedian, Mckinnon & Bruns (1998) found strong support for underlying connections between choice of media and task characteristics. Christensen & Bailey (1997) argued and showed that individual task characteristics had significant influence on choice of information channels. Studies focusing on the influence of job satisfaction have also shown significant interactions. Rosenfeld, Richman, & May (2004) found that information adequacy was strongly associated with job satisfaction. In their study of nurses in four general hospitals, Trombetta & Rogers (1988) found strong linkages between communication effectiveness, organizational commitment and job satisfaction. Their findings suggest that communication does affect organizational commitment and job satisfaction. Although their study points to causality, one is skeptical about the direction of the relationships. Job satisfaction can be on either side of the equation. In fact, in the case of choice of channels of information, one would be more inclined to assume that it is the experienced job attitudes that lead to varying perceptions on usefulness of different information channels. Participation in organizations has also been heralded as an important factor influencing media choice (Mitchell, 1986). Zhu, May & Rosenfeld (2004) found significant connections between information adequacy and job satisfaction. 
More recently, Moy, 
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Torres, Tanaka &  Mccluskey (2005) examined  the process of media effects on participation, focusing on knowledge and trust in the organization as intervening variables. Their results pointed to strong connections between media preferences, participation and trust. In general, when employees feel that they can influence how their work is performed or make decisions about work outcomes, they experience a sense of control and are more likely to seek information from management channels. In contrast, where the decision-making process is not devolved downwards, the use of such channels is likely to be significantly diminished. Some of the reasons for this may be associated with a reduction of trust in management. In other words, when an organisation promotes participation and teamwork and employees feel they do not play a role in decision-making, they could feel constrained and to some extend betrayed. Feelings of betrayal could lead to mistrust in the promise holders, in this case management. 
The organization structure may also influence media choice.  In their study of multinational corporations, Whitfield and his colleagues (Whitfield, Lamont & Sambamurthy, 1996) found that organizational design parameters had a major influence on both media richness and media choices. In a study of Canadian workers, Reinsch & Beswick (1995) found that one of the main determinants of media choice involved the number of hierarchical levels in the structure. The effects of hierarchical relationships and status distance on communication were also the subject of investigation in Zahn’s study of office workers (Zahn, 1991). He discovered that both the chain-of-command and status distance predicted patterns of communication amongst participants. He concluded that chain-of-command, status, and office distance all related to exposure, with the chain-of-command having the strongest association with exposure. The argument on the relevance of organization structure is that varying understanding and acceptance of the organization structure may lead to different choices of media. If the organization structure is perceived to be fuzzy, given the choice, members may be more likely to switch to informal channels. In contrast, where the organization structure is understood and where its underlying objective is accepted, members may be more likely to rely on means of communication guided by the hierarchy. Information channels steered by managers are amongst such means.

3. THE IMPACT OF COMMUNICATION EFFECTIVENESS

Communication issues are central to organizational processes and effectiveness (O'Reilly, 1977) and managers and peers are often regarded as critical information sources. Christensen & Bailey (1997) argued that source accessibility is a major determinant of media choice. A study by Reinsch & Beswick (1995) showed that perceptions of communication had significant effects on media preferences. Similarly, Russ, Daft and Lengel (1990) found that managerial communication patterns strongly affected media choice. The argument here is that if participants perceive lack of communication or difficulty of access to sources, they tend to switch to alternatives. For instance, if managers are inaccessible or perceived to be unreliable (or untrustworthy), employees would tend to shy from accessing information provided through managers directly. If communication with managers is perceived to be ineffective, employees may switch to informal channels which may involve colleagues or grassroots driven communication media (Trevino, Daft & Lengel; 1990, Johnson J, Donohue, Atkin & Johnson S, 1994).
4. THE RELEVANCE AND IMPORTANCE OF TRUST 

Trust in an organizational context has emerged as a critical element of organizational effectiveness (Butler, 1991; Lewicki, McAllister& Bies, 1998; Mayer, Davis & Schoorman, 1995; Rousseau, Sitkin & Camerer, 1998). It has even been referred to as the glue that holds organizations together (Whitney, 1994). Without trust, people could or would not work together except under conditions of stringent control. Much of this is the resultant of the impact that trust can have on communication patterns and effectiveness and vice versa. For instance, when a trust gap exists between employees and their managers, the likelihood of choosing managers as reliable sources of information would be significantly reduced. In recent time, trust has been considered critical to patterns and choices of information processing in an organizational context mainly because of its impact on communication and on choice of media (Ellis & Shockley-Zalabak, 2001). Clearly, trust in management, for instance, may affect information flow as well as perception of information accuracy. Adequate explanations and timely feedback on decisions are also associated with higher levels of trust, as is communication that is accurate and forthcoming. What appears to be missing are studies that focus on trust as it affects the choice of media of information per se. Krosgaard, Brodt, & Whitener (2002) found that managerial trustworthiness was also positively related to trust in management and organizational citizenship behaviour. Lee and Heath (1999) explored managerial media selection in decision-making contexts and found that information seekers (in this case managers) use rich and trustworthy media to seek additional information in their decision-making tasks. More recent studies showed that situations of radical change (such as downsizing) can significantly impact trust in management trust and communicative effectiveness (Tourism, Paulsen, Holman, & Boride, 2004).
5. DATA AND METHOD

The data reported here is part of an ongoing action research and employee survey program involving a small food processing organization operating in NSW (Australia).  The organization has approximately 400 employees. The program began in 1996 and resulted in a number of ongoing employee surveys. The first pilot survey was run in 1996, and was mainly concerned with ratings on job satisfaction. Subsequently, focus groups were run, which led to the expansion of the research focus and development of a wider range of survey instruments. The employee surveys started with a two-year gap between them, but because of the success of the program, it was decided to be run annually. 
The data reported here taps on survey data collected in 1998, 2000, 2002, 2003 & 2004. Survey questionnaires were distributed to employees with their pay slip. They had the choice of returning the completed questionnaire by placing it in a box placed in the canteen area of the factory; or by sending it to the survey facilitator (i.e., the author).   The survey did not ask respondents to provide any information that would identify them directly.  The ongoing survey was aimed at gauging employee views and ratings on a range of job-related and organization-wide issues. Amongst such issues are employee ratings of (1) various aspects of job satisfaction; (2) ratings on communication with supervisors and managers; (3) ratings on feedback received from supervisors and managers; (4) participation and teamwork; (5) trust in others – including colleagues, supervisors and managers.  Amongst other concerns, the organization was keen to identify employee ratings and preferences of various sources of information and feedback channels. As part of that concern, employees were asked to rate the usefulness and helpfulness of the following sources of information and feedback channels: (1) Colleagues/Peers, (2) Unions, (3) Consultative Committee, (4) Supervisors, (5) Area Managers, (6) Senior Management, (7) Factory Newsletter and (8) Notice Board. Table 1 shows the overall sample distribution for the five years of the survey, by tenure.
	
	Years working for FoodCo
	Total


	Year of Survey
	Less than 1 year
	1 to 5 years
	6 to 10 years
	Over 10 years
	

	
	1998
	22

11.9%
	73

39.5%
	51

27.6%
	39

21.1%
	185



	 
	 
	
	
	
	
	

	 
	2000
	11

7.1%
	54

34.8%
	40

25.8%
	50

32.3%
	155



	 
	 
	
	
	
	
	

	 
	2002
	8

6.3%
	32

25.0%
	43

33.6%
	45

35.2%
	128



	 
	 
	
	
	
	
	

	 
	2003
	9

5.1%
	42

23.6%
	55

30.9%
	72

40.4%
	178



	 
	 
	
	
	
	
	

	 
	2004
	9

5.1%
	58

32.6%
	45

25.3%
	66

37.1%
	178



	 
	 
	
	
	
	
	

	      Total
	59

7.2%
	259

31.4%
	234

28.4%
	272

33.0%
	824




Table 1: Sample Distribution

Note: Approximately 20% of employees are casual/part-time; the majority of respondents 


(approximately 60 %) are female.
Respondents were asked to indicate their levels of agreement with statements and ratings on the above characteristics. For simplicity (and not by choice), the survey questionnaire used a four-point scale: disagree strongly, disagree somewhat, agree somewhat and agree strongly. The adoption of a four-point rather than a five-point scale was decided as a result of long discussions and exploration at focus-group levels in the very early stages of the program.  There was an overwhelming consensus that in this particular context, a five-point scale was to be avoided as it would most likely lead to an over-use of the mid-point (i.e. neutrality).  In fact, that was actually demonstrated by dummy survey runs experienced in focus groups. Details of the survey scales and their reliability coefficients are provided in the Appendix. The average response rate was 45%. Given the approach used in disseminating and retrieving survey questionnaires, which was purely voluntary, the response rate is quite good and is above the 35% average response rate commonly achieved in most attitudinal survey research. 


6. ANALYSIS AND RESULTS

Given our interest in examining trends and comparing ratings on various information sources, we subjected the data to a basic but useful graphical analysis.  The results of trends in ratings of these sources are shown in Figure 1. Examination of these trends show that Colleagues, the Newsletter and the Notice Board were consistently rated higher (and above average), particularly since the year 2000. However, it is worth noting slight changes in these trends in 2003 and 2004 as the Newsletter and Notice Board appear to be suffering a downward drop in rating. One of the explanations is that as a result of feedback from the survey, Senior Management engaged in a program aimed at establishing direct contact with employees through regular monthly forums (in the form of information sessions). This may have affected these ratings. In fact, this explanation is consistent with the slight upward ratings of Senior Management as a source of information. Although these trends are interesting and worthy of observation, it is more important to unravel the factors that may be contributing to these ratings. There was a number of ways of doing that. One of the options was to examine these impacts for each survey, which would have meant dissecting the data and running separate analyses on each of the five data sub-sets (i.e. for each survey year). Another option was to treat the sample as a whole but control for the survey year (i.e. the data sub-set) by entering the survey year as a dummy variable in the analysis. We chose the latter for the following reasons: (1) We tested the first option and found that the results were consistent throughout the surveys and (2) Analysing the entire data set provides an opportunity to test for factorial significance as well as the opportunity to systematically control for a range of variables (such as the year of survey and the status of employment of the respondents).


In seeking to explore the reasons that may be affecting the ratings (hence preference) of each of the three types of channels (or sources) of information, we regressed each of these against a range of attitudinal and organizational variables. In particular, we were keen to uncover the key determinants of such ratings, which also indicate preferences. To that end, we first ran stepwise regressions on the entire sample, controlling for the data-lag (i.e. year of survey), status of employment (i.e. casual, part-time, full-time), tenure (i.e. number of years in the organization) and whether respondents played a supervisory role (i.e. supervisor or non-supervisory staff). In the initial test, a mix of attitudinal and organizational variables was entered in the model. 
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Figure 1: Rating of Channels of Information: Trends (1998-2004)
The variables entered were scales of job satisfaction (including satisfaction with: rewards, physical working conditions, organization structure and clarity of objectives); feelings and perceptions of the degree of participation and teamwork occurring in the factory; ratings on satisfaction and effectiveness of communication with supervisors, managers and between the different areas in the factory; ratings on feedback received from supervisors and managers, feelings of loyalty, pride and commitment towards the organization; and feelings of trust/faith in colleagues, supervisors and managers (because of the lack of space, details of these results are not shown in this paper). They revealed common as well as specific predictors of choice/preference of each of the three channels. In particular, they show that preferences for grassroots/consultative channels of information are strongly affected by trust/faith in colleagues and peers. In contrast, ratings on the helpfulness of management channels were strongly affected by ratings (hence perceptions) of the effectiveness of communication with management as well as by the degree of faith/trust in senior management. Perceptions of the existence of participation and teamwork in the workplace also seem to impact ratings on management channels.


Quite interestingly, preference for workplace-wide channels seems to be mostly affected by elements of job satisfaction, including overall satisfaction with pay and rewards and satisfaction with physical working conditions. It is worth noting that tenure also had some impact on choice of Grassroots/Consultative as well as Workplace-wide channels. To further verify the consistency of these results, we selected all of the predictors appearing in the selected stepwise regression models and ran a multiple regression analysis, entering all in the equation. A summary of the results are shown in Table 2. 
Table 2:  Factors Affecting Ratings and Preferences of Different Media Channels of Information: Results of Multiple Regression Analysis

	 
	Grassroots/
Consultative Channels
	Management Channels
	Workplace-wide Channels

	(Constant)
	
	
	

	Years working for FoodCo
	.14**
	-
	-

	Overall Job Satisfaction
	-
	-
	-

	Satisfaction with the Physical Working Conditions (Includes Safety & Maintenance)
	-
	-
	.14**

	Satisfaction with Pay, Reward System & Equal Opportunity
	-
	-
	.29***

	Communication (with managers, supervisors and between areas)
	.18**
	.45***
	-

	Participation & Teamwork
	-
	.14**
	-.13*

	Satisfaction with Organization Structure & Clarity of Objectives
	-
	-
	.12*

	Faith/Trust  in Colleagues (co-workers) 
	.20***
	-
	.13*

	Faith/Trust in Senior Managers 
	-
	.19***
	-


Note: Coefficients shown are Significant Standardized Betas. Variables entered are those included in resulting models of the stepwise regression analysis. ***  p<.001; **  p<.05; *  p<.10
Reinforcing results of the stepwise regression analysis, the findings clearly point to the relevance of trust in choice of information media. In particular, trust in colleagues/co-workers appears to have significant effects on the reliance on grassroots channels of information. Similarly, trust in senior managers appears to have a major impact on the reliance on managers as useful/helpful sources of information. However, in the case of management channels, perceptions of the effectiveness of communication with management and participation are also significant. Reliance on workplace-wide channels (Newsletter and Notice Board) seems to be mostly affected by aspects of job satisfaction. What is also very interesting is the fact that participation has negative relationships with the likelihood of the use of workplace-wide channels. It, therefore, appears that perceptions of lack of participation may trigger a shift away from accessing management sources and more towards greater reliance on workplace-wide disclosed information through the newsletter and the notice board.


7. CONCLUSION AND DISCUSSIONS

This study is essentially exploratory and the findings are indeed quite encouraging in terms of their contribution to current research knowledge on media choice, particularly from the social theory perspective (Daft & Lengel, 1986; Fulk et al., 1990, Fulk, 1993; Timmerman, 2003).  It is important to note that the findings are not intended to suggest which media should be used, but rather to help predict the likelihood of their choice and usage. In support of previous research, the findings indicate that media choice is a multi-faceted phenomenon and is affected by a range of organizational and attitudinal factors (Trevino et al., 1990; Rice & Shook, 1990; Johnson et al., 1994; Zahn, 1991; Reinsch & Beswick, 1995; Whitfield et al., 1996).  The findings demonstrate that the process of choice of media is not driven solely by media content. Our findings reinforce the relevance or the organizational and attitudinal characteristics likely to enhance individual preferences for different information sources/channels available to them. They lend support to previous research emphasizing the element of ‘exposure” rather than “content” (Donabedian et al., 1988; Johnson et al., 1994). The overall underlying argument is that, typically, the context within which media selection takes place shapes an individual predisposition to act a certain way, which in turn leads drive?? (driven) preferences (or exposure) to particular media activities (or sources of information) (Holland, et al., 1976; Rice & Shook, 1990; Alexander et al., 1991; Reinsch & Beswick, 1995). 

In addition to the support for the general assumptions underlying social theory of media, the findings also reveal specific patterns which deserve further explorations in future research. They show quite clearly that different media types attract different types of contextual motivators. Access to Grassroots media sources (i.e. colleagues, unions and consultative committees) is most likely to occur where there is trust in the grassroots holders of information. Similarly, access to Management driven media is most likely to occur where there is sufficient trust in management. Clearly, when a trust gap exists between employees and their managers, the likelihood of choosing managers as reliable sources of information would be significantly reduced. It is difficult to systematically compare these findings with those of previous studies. However, they do lend significant support to research on media selection which has incorporated trust (Ellis & Shockley-Zalabak, 2001). Trust is clearly a characteristic that has more influence on media choice than often presumed and its impact has been surprisingly undermined (Lee & Heath, 1999; Krosgaard et al., 2002; Tourism et al., 2004). 
Perceived ineffectiveness of communication and lack of participation are also major contributors to media choice as it relates readiness to access management as information providers. Where there is a disconnection between those at the top and those at the bottom, an obvious outcome is a more disengaged workforce (Moy et al., 2005). Effective communication and trust go hand in hand. Good communication is grounded in trust and vice versa.  Perceptions of bad (or ineffective) communication can lead to distrust. The practical implications are that, in many cases, senior management is perceived as conveying to employees information on events that do not always eventuate. While executives’ intentions are undoubtedly good, every time this happens, employee trust erodes. This was clearly revealed in the dwindling ratings on trust in senior managers in the most recent surveys. It does not take many of such events to create communication problems. Hence, employee reliance on management as sources of information is likely to diminish.  Further research incorporating attitudinal and organizational variables in a different organizational context would prove useful. For the issue of media choice and the underlying reasons, it has been dominated by inquiries focusing on message content or message types rather than on the more common sources of workplace information sources and their contextual groundings. 

REFERENCES:
1. Alexander, E. R., Penley, L. E.; Jernigan, I. E. (1991). The effect of individual differences on managerial media choice. Management Communication Quarterly, 5, 155-173.

2. Brimm, H.; Murdock, A. (1998). Delivering the message in challenging times: The relative effectiveness of different forms of communicating change to a dispersed and part-time workforce. Total Quality Management, 9, 167-179.

3. Burgoon, M.; J. K. Burgoon (1979), Predictive models of satisfaction with a newspaper. In Communication Yearbook 3, edited by D. Nimmo, 271-281. New Brunswick, NJ: Transaction Books.
4. Butler, J. K., Jr. (1991). Towards understanding and measuring conditions of trust: Evolution of conditions for trust inventory. Journal of Management, 17, 643-663. 

5. Carlson, P. J.; Davis, G. B. (1998). An investigation of media selection among directors and managers: From “self” to “other” orientation. MIS Quarterly, 22, 335-362.

6. Christensen, E. W.; Bailey, J. R. (1997). A source accessibility effect on media selection. Management Communication Quarterly, 10, 373-387.
7. Daft, R. L.; Lengel, R. H, (1986), Organizational information requirements, media richness and structural design, Management Science, 32(5) : 554-571.
8. Daft, R. L.; Lengel, R. H.; Trevino, L. K. (1987). Message equivocality, media selection, and manager performance: Implications for information systems. MIS Quarterly, 11, 355-366.

9. Dimmick, J.; Kline, S.; Stafford, L. (2000), The Gratification Niches of Personal E-mail and the Telephone: Competition, Displacement, and Complementarity,  Communication Research, 27(2), 227-248.
10. Donabedian, B.; Mckinnon, S. M.; Bruns, W. J. Jr (1998). Task Characteristics, Managerial Socialization, and Media Selection, Management Communication Quarterly, 11 (3),  372-400.
11. Ellis K; Shockley-Zalabak, P. (2001).  Trust in top management and immediate supervisor: the relationship to satisfaction, perceived organizational effectiveness, and information receiving,  Communication Quarterly, 49 (4), 382-399.
12. Holland, W. E.; Stead, B. A.; Leibrock, R. C. (1976). Information channel/source selection as a correlate of technical uncertainty in a   research and development organization, IEEE Transactions and  Engineering Management, 23, 163-167.

13. Fulk, J. (1993). Social construction of communication technology. Academy of Management Journal, 36, 921-950. 

14. Fulk, J.; Schmitz, J.; Steinfield, C. W. (1990). A social influence model of technology use. In Fulk, J.; Steinfield, C. W. (Eds.), Organizations and communication technology (pp. 117-140). Newbury Park, CA: Sage. 

15. Hynes G. E.; Davis B. D.;  Moss, F. K. (1998),  In-house publications : A Study on different publication methods used to transmit information to employees, Business Communication Quarterly, 61 (2), 106-113.
16. Johnson, J. D.; Donohue, W. A.; Atkin, C. K.; Johnson, S. (1994). Differences between formal and informal communication channels. Journal of Business Communication, 31, 111-122.

17. King, R. C.; Xia, W. (1997). Media appropriateness: Effects of experience on communication media choice. Decision Sciences, 28, 877-910.

18. Krosgaard, M. A.; Brodt, S. E.; Whitener, E. M.(2002). Trust in the face of conflict: The role of managerial trustworthy behavior and organizational context, Journal of Applied Psychology, Vol 87(2), Apr 2002. pp. 312-319.

19. Lamerichs, J.; Molder, T.; Hedwig, F. M. (2003). Computer-Mediated Communication: From a Cognitive to a Discursive Model, New Media and Society, 5 (4) :  451-473.
20. Lee, J.; Heath, R. L. (1999).  Managerial Media Selection and Information Evaluation from the Receiver's Perspective in Decision-Making Contexts,  Management Communication Quarterly, 13 (1), 76-99.
21. Lewicki, R. J., McAllister, D. J., ; Bies, D. J. (1998). Trust and distrust: New relationships and realities. Academy of Management Review, 23, 438-458. 

22. Lewis, L. K. (1999). Disseminating information and soliciting input during planned organizational change: Implementers’ targets, sources, and channels for communicating. Management Communication Quarterly, 13, 43-75.
23. Mayer, R. C.; Davis, J. H.; Schoorman, F. D. (1995). An integrative model of organizational trust. Academy Management Review, 20, 709-734. 

24. Mitchell, T. (1986).  Participation in Decision making : Effects of using preferred Strategy on Task Performance and Attitudes, Journal of Social Behavior ; Personality, 11 (3), 25-32.
25. Moy, P.; Torres, M.; Tanaka, K.; McCluskey, M R. (2005). Knowledge or Trust?: Investigating Linkages Between Media Reliance and Participation, Communication Research, 32 (1),  59-86.
26. O'Reilly, C. A., III. (1977). Supervisors and peers as information sources, group supportiveness, and individual decision-making performance. Journal of Applied Psychology, 62, 632-635. 

27. Reinsch, N. L.; Beswick, R. W. (1990). Voice mail versus conventional channels: A cost minimization analysis of individuals’ preferences. Academy of Management Journal, 33, 801-816.

28. Reinsch, N. L., Jr.; Beswick, R. W. (1995). Preferences for Sending Word-Processed versus Handwritten Messages: An Exploratory Study,  Journal Of Business and Technical Communication, 9 (1), 42-62.
29. Rice, R. E. (1993). Media appropriateness: Using social presence theory to compare traditional and new organizational media. Human Communication Research, 19, 451-484.

30. Rice, R. E.; Shook, D. E. (1990). Relationships of job categories and organizational levels to use of communication channels, including electronic mail: A meta-analysis and extension. Journal of Management Studies, 27, 195-229.
31. Rousseau, D. M.; Sitkin, S. B.; Burt, R. S.; Camerer, C. (1998). Not so different after all: A cross-discipline view of trust. Academy of Management Review, 23, 393-404. 

32. Rosenfeld, L. B.; Richman, J. M.; May, S. K. (2004). Information adequacy, job satisfaction and organizational culture in a dispersed-network organization. Journal of Applied Communication Research, 32(1), 28-54. 

33. Russ, G. S.; Daft, R. L.; Lengel, R. H. (1990).  Media Selection and Managerial Characteristics in Organizational Communications, Management Communication Quarterly, vol. 4, no. 2, pp. 151-175.
34. Szwergold, J. (1993), Employee newsletters help fill information gap. Management Review, 82(6), 8-9. 

35. Sheer, V. C.; Chen, L. (2004). Improving Media Richness Theory: A Study of Interaction Goals, Message Valence, and Task Complexity in Manager-Subordinate Communication, Management Communication Quarterly, 18(1), 76-93.
36. Timmerman, C. E. (2003).  Media Selection During The Implementation Of Planned Organizational Change: A Predictive Framework Based on Implementation Approach and Phase, Management Communication Quarterly, 16 (3),  301-340. 

37. Trevino, L. K.; Daft, R. L.; Lengel, R. H. (1990). Understanding managers’ media choices: A symbolic interactionist perspective. In Fulk, J. ; Steinfield, C. (Eds.), Organizations and communication technology (pp. 71-93). Newbury Park, CA: Sage.

38. Trombetta, J. J.; Rogers, D. P. (1988). Communication Climate, Job Satisfaction, and Organizational Commitment: The Effects of Information Adequacy, Communication Openness, and Decision Participation, Management Communication Quarterly, vol. 1, no. 4, pp. 494-514.
39. Tourism, D.; Paulsen, N.; Holman, E.; Boride, P. (2004), The Downsides of Downsizing: Communication Processes Information Needs in the Aftermath of a Workforce Reduction Strategy, Management Communication Quarterly, 17 (4), 485-516.
40. Trumbo, C. W.; Sprecker, K. J.; Dumlao, R. J.; Yun, G. W.; Duke, S. (2001), Use of E-Mail and the Web by Science Writers,  Science Communication, 22 (4), 347-378.
41. Vaast, E. (2004). O Brother, Where are Thou?: From Communities to Networks of Practice Through Intranet Use,  Management Communication Quarterly, 18 (1), 5-44.
42. Vishwanath, A. (2003).  Comparing Online Information Effects: A Cross-Cultural Comparison of Online Information and Uncertainty Avoidance,  Communication Research, 30 (6), 579-598.
43. Webster, J.; Trevino, L. K. (1995). Rational and social theories as complementary explanations of communication media choices: Two policy capturing studies. Academy of Management Journal, 38, 1544

44. Whitfield, J. M.; Lamont, B. T.; Sambamurthy, V. (1996). The effects of organizational design on media richness in multinational enterprises. Management Communication Quarterly, 10, 209-226.

45. Whitney, J. O. (1994), The Trust Factor. New York, N.Y.: McGraw-Hill, 1994.

46. Zahn, G. L. (1991). Face-to-Face Communication in an Office Setting: The Effects of Position, Proximity, and Exposure,   Communication Research, 18 (6), 737-754.
47. Zeffane, R. M.; Gul, F. (1993), The Effects of Task Characteristics and Sub-Unit Structure on Information Processing: An Empirical Study. Information Processing ; Management, 29, 1, 21-37.

48. Zeffane, R. M.; Cheek, B. (1995), The Differential Use of written, computer-based and verbal information in an organizational context: An Empirical Exploration. Information and Management, 26 (1), 107-121.

49. Zhu, Y.; May, S. K.; Rosenfeld, L. B. (2004). Information Adequacy and Job Satisfaction during Merger and Acquisition,  Management Communication Quarterly. 18 (2), 241-270.
APPENDIX
	
The Empirical Instruments (Questionnaire Items and Constructs)

	Cronbach Alpha

	Overall Job Satisfaction : Generally speaking, I am very satisfied with this job; I feel my performance on this job is adequate; I feel my job is secure; I am satisfied with the supervision I receive on my job 
	63

	Satisfaction with Pay & Rewards :  I am satisfied with the pay I receive on this job;  Rating on the  Pay & Reward system;  Rating of FoodCo Superannuation Fund; Rating of the Equal Opportunity and Diversity policies 
	.69

	Satisfaction with Physical Working Conditions : I am satisfied with the physical working conditions on my job (lighting, noise, safety, etc.); The physical effort required of me on this job is adequate; I have the right tools and equipment to do my job well; The safety procedures &  standards affecting me on my job are adequate; The machinery I use on my job is well maintained & operates to standards; Rating of the Health & Safety standards; Rating of the Canteen facilities
	.81

	Satisfaction with Organization Structure & Clarity of Objectives : I am satisfied with the divided areas in production;  Jobs in this organization are clearly defined; I am very clear about the objectives and directions of this organization; 
	.56

	Feedback from Supervisors/Managers : The manager in my area always lets me know how well I am doing on my job; Supervisors tell me if my work needs improvement; The manager in my area lets me know if my work needs improvement 
	.79

	Communication (with managers, supervisors & between Areas) : Area managers and supervisors communicate well with us; Rating of Communication between Supervisors and Line operators;  Rating of Communication with Area Managers;  Rating of Communication between the different Areas;  Rating of Communication with Senior Management
	.84

	Participation and Teamwork : Supervisors ask me for my input to help make decisions; The manager in my area asks me for my input to help make decisions;  Employees in this organization are encouraged to participate in decisions;  This organization encourages teamwork and cooperation amongst workers
	.85

	Pride & Commitment in FoodCo :  I am proud to tell others that I am part of this organization; I really care about the fate of this organization;  This organization really inspires the very best in me in the way of job performance;  I am extremely glad that I chose to work for this organization
	.76

	Trust : I believe that most people in this workplace have good intentions;  I have faith/trust in the promises or statements of  colleagues (co-workers) here;  I have faith/trust in the promises or statements of  supervisors  here;  I have faith/trust in the promises or statements of area managers here;  I have faith/trust in the promises or statements of senior managers here
	N/A

(Not aggregated)

	Grassroots/Consultative Channels : Rating of Colleagues/Peers as a helpful source of information and feedback Channel; Rating of Unions as a helpful source of information and feedback Channel; Rating of Consultative Committee as a helpful source of information and feedback Channel
	.53

	Management Channels : Rating of Supervisors as a helpful source of information and feedback Channel; Rating of Area Managers  as a helpful source of information and feedback Channel; Rating of Senior Managers  as a helpful source of information and feedback Channel
	.88

	Workplace-wide  Channels (Newsletter & Notice Board) : Rating of Newsletter as a helpful source of information and feedback Channel; Rating of Notice Board as a helpful source of information and feedback Channel
	.82


FAKTORI UTJECAJA NA POVLAŠTENE IZVORE INFORMACIJA: ISTRAŽIVANJE UČINKA POVJERENJA, ZADOVOLJSTVA POSLOM I KOMUNIKACIJSKE EFEKTIVNOSTI

Sažetak

Rad se poziva na longitudinalno istraživanje podataka koje uključuje 824 zaposlenika male  prehrambeno-prerađivačke organizacije koja djeluje u NSW (Australia). Pritom se istražuju učinak stavova prema poslu (što uključuje aspekte zadovoljstva poslom i privrženosti), komunikacija i povjerenje u postavke tri vrste informacijskih izvora: 
(1) «uobičajene kanale savjetovanja» (kolege/suradnici, sindikati, savjetodavni odbor kao koristan izvor informacija i kanala povratnih informacija); (2) «kanale menadžmenta» (nadglednici, srednja razina i više rukovodeće osoblje kao koristan izvor informacija i kanala povratnih informacija) i (3) «široki kanale radnog mjesta» (organizacijske novine  i oglasna ploča kao koristan izvor informacija i kanala povratnih informacija). Rezultati pokazuju da postoje zajednički, ali i specifični prediktori izbora/preferencije za svaki od tri kanala. Preferencije za uobičajenim kanalima savjetovanja  bile su  najčvršće povezane s povjerenjem u kolege i vršnjake. Nasuprot tome, korisnost kanala menadžmenta bila je najčvršće povezana s efektivnošću komunikacije s menadžmentom, kao i stupnjem povjerenja u više rukovodeće osoblje. Percepcija postojanja participacije i timskog rada na radnom mjestu također utječe na pristup menadžmentu kao izvoru informacija i kanalu povratnih informacija. Nadalje, preferencije za širokim kanalima radnog mjesta čine se većim dijelom povezane sa zadovoljstvom na poslu. Kod kanala menadžmenta, percepcija efektivnosti komunikacije sa menadžmentom također se pokazuje značajnim faktorom u ocjenjivanju. Rad se završava raspravom o implikacijama empirijskih rezultata na buduće istraživanje i praksu menadžmenta. 
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