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CHAPTER FOUR

ANALYSIS AND FINDINGS . y
4.1 INTRODUCTION i

This chapter reports the analysis and findings of the si in res%stions on
management and communication channels in SulfeyRwanda Indust s.' 'E)@Eata
were obtained from the survey about staff' inte toward‘;t e most ef{ém nt and
N\

effective communication channels between managers an Myees Sulfo Rwanda
industries. \%\, <<

\ ,q\

So as to collect accurati%aanw ing osan\)questions the researcher

d

“« Q-
qualitative) for ﬁévhuantitative, questionnaire
N

with 5 sections were used. Section 1 was al bPut ackground information of the
wa

—X

used mixed method (quantit

respondent, section 2 bo% e 6 tanding competency ; section 3

denoted the staff @ﬁo@ awareness competency ;section 4 answered the
N
posed questi@the eﬂ%?' rmance competency and the last part
highlight %el of gffectiv esQéT:‘ommunication channel.
20 v
N
A\ & |
\ n order to answer the research questions, the data were analysed using SPSS

16.0. Descriptive analysis was employed. The researcher employed one way
Qwa\lysis of variance (Descriptive and simple linear regression analysis and coding

system).
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The aims of the data collection and analysis were to obtain the managers and

employees’ view on the effectiveness of communication channels in the
Rwanda industries between managers and employees. The researcher @ that

findings would provide a solid platform for further discussion incorpo econdary

Sources. q

4.2 RESPONDENTS’ DEMOGRAPHIC BACKGRO z

The purpose of this study is to investigate the staff' in towards t efficient

]
and effective communication channels in the Su wanda ind tr'es;fg\?/v'een
managers and employees. From the three f S richiie dia{/ﬁéﬁry; role
understanding competency, organizationﬁl inhss c@pvc;[ency, and
employees’ performance competee\% study mi <<seven different
\@%re ﬁ\documents, mobile

N
telephone calls, fixed land Iine;%e-m s an eb(Q The quantitative sample

size is derived from Krejcie ahorg When@ population is 750, a sample
T er ths ve this problem, the researcher

size of 254 is recomm%cerefor , in ord
4 2
compared the questi'&\mires WtzN e li%(téydetermine the respondents’ gender.

ome(:j{ﬁ%rmation in Section A regarding their

The respondents ‘were, ask:

\ ¢ ' C‘a

gender, nati (Rwanda orflraf\}r ational), and marital status (single or
N

married% g e@ebi(% ig@education achievement, job destination and

X

depmt to get some ba\ und information on the different channels of

cg ication of Sulfo Rwanda industries between the managers and employees.

4.2.1 Demographic Characteristics of Respondents

communication channels namel%ce-to-

The demographic characteristics of respondents involved Gender, Nationality, Marital
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status, Working Experience, Highest Educational Achievement, Job destination and

departments. Therefore, the researcher described them one by one as well as dlw

in two separately tables. (ﬁ\

The demographic data of the respondents are as shown WIe 4.1 that
describes the number of managers and employees as far as ende concerned. The
frequencies were 275 male and 184 female managers an ees More than half
managers and employees participated in the study of 275)( ere males
ity was c |d'rm‘®nong
artlcﬁ') as I%Wworkers

e oYIy\O%),é\T
S

and 184 (40.1%) were females. However,
demographic characteristics. The biggest nu

with 450 (98.0%), whereas international w

The study considered differ arltal S % t 0 Rwanda industries
as one of the demographic feat\%e woﬂ<ers @gozéﬁ\ned had biggest number
of participants 309 (67.3% h as, married (singles) were 150
(32.7%). In additio% g ex l:len \N easured as key factor among
respondents in the Rwa ies, P&lmpants who had worked between 1
and 5 years reg ere |gh *Zf‘l 0%). This was followed by 16-20 and
11-15 yea s c was 11:1 ( 113 (24.6%) respectively. However, 6-10
and 20 % bove eu_uz est number which were 82 (17.9%) and 26
(5 7 \c.}'

: E Moreover, Workers’ highest educational achievements were considered in the
udy. Participants with secondary school level certificate registered highest number

231 (50.3%). Those with bachelor degree were 163 (35.5%) whereas those who held
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Diploma and primary certificate registered with 29 (6.3%) and 28 (6.1%). However

the lowest educational achievement was masters level and no education by 6 (1:

2 (0.4%). The details presented in Table 4.1. (’}

Table 4.1: Demographic characteristics of Responden@

Demographic Characteristics Frequency Percent
Gender

Male 275 59.9

Female 184 40.1
Total 459 100.0

Nationality

Rwanda 450 98.0

International 9 2.0
Total 459 100.0

Marital status

Single 150 32.7

Married 309 67.3
Total 459 100.0

Working Experience

1-5 years 124 27.0

6-10 years 82 17.9

11-15 years 113 24.6

16-20 years 114 24.8

21 years and above 26 5.7
Total 459 100.0

Highest Educational Achievement

No education 2 4

Primary certificate 28 6.1

Secondary certificate 231 50.3

Diploma 29 6.3

First degree 163 35.5

Masters 6 1.3
Total 459 100.0

Sou:XWher s coraputed (;?/
A b
4.2.2 Job destination and Departments

&;udy concerned job destination and departments in the Sulfo Rwanda Industries
S

parts of demographics characteristics. Based on data, Participants who were office

agents registered highest number 230 (50.1%). They followed by accountants 68



146

(14.8%) and General Director CEO was the least participants with 1 (0.2%).

Additionally, the study considered different departments of S anda
Industries. IThema Street had biggest number of participants 181 (39.49&hey were
followed by Market street 147 (32.0%). Whereas 131 (28.5%) WereWipants from
Gikondo department. The details illustrated in Table 4.2. \,

Y~

Table 4.2: Respondents by job destination depaftm d
Demographic Characteristics Frequency Percent
Job Destination

General Director CEO 1 2
Product manager 3 T
Administrative manager 3 g
Supplying manager 4 9
Marketing manager 2 4
Finance and Accounting manager 3 g
Office agent 230 50.1
Clearing agent 8 1.7
Accountant 68 14.8
Key officer 16 35
Secretary 16 35
Marketing agent 21 4.6
Cleaner 17 3.7
Driver 18 3.9
Security 33 7.2
Office clerk 16 35
Total 459 100.0
Departments
Ihema Street 181 39.4
Market Street 147 32.0
Gikondo 131 28.5
Total 459 100.0

So@earcher’s computea‘\’)

>

4.2.3 Cross tabulation analysis

he Cross tabulation data of the respondents were described in several tables

including gender’s participants cross to their marital status, working experience,
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highest educational level achievement, job destination and departments. On the other

hand, marital status crosses to working experience and job destination, while \w

experience cross to job destination and department. Meanwhile, job@%ﬂon

crosses to departments.

4.2.3.1 Cross-Tab of Gender with marital status \,

Descriptive statistics were used to describe the basic fea Zthe 'data in a study.

Gender as important a factor in demographic analys hich aWrossed to
]

marital status. The study used male and female @pes of \gender, t’o@' the

findings showed that 91 of total number 45 re ‘males W e s@és, while

\ dat(%m ed that 184

weresemales who got

married. It can be seen that in Sulf@gnda@}; I@vho got married were
more by 184 (59.5%) than fa%wh ﬁ t marfied @5 (40.5%) the details
demonstrated in Table 4.3. \

oh

D

Table 4.3: Zerwi arifal St 0ss Tabulation
Gender with marital status £'Single Married Total
Male 9 184 275
\ | \% 7% 59.5% 59.9%
Female F <Q 59 125 184
oSS % N39.3% 40.5% 40.1%

—

. N/
Source: researChe omputed ? (..)

&
’ <>
4.2.3.3 ab of det,wi hWorking Experience
g

WQQ experience was coﬁmdered, the study used five groups of working

G

nces namely: 1-5 years, 6-10 years, 11-15 years, 16-20 years and 21 years and

sze. The outcomes of data showed that the highest number recorded by males who

worked between 16 and 20 years which were 90 of total number 459, while the lowest
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number registered by 2 females of 459 who worked 21 years and above. However, the
second biggest number took by female who worked 1-5 years which W

Meanwhile, other groups were fluctuated between 66 and 24 from bot@ and
females. It can be observed that in Sulfo Rwanda Industries more m erienced

many years than females the details summarized in Table 4.4. ?

Table 4.4: Gender with Working Experience Cross tabulation
Gender with 1-5 6-10 11-15 21 years Total
working experience years years years and above
Male F 46 49 66 | 24 275

% 37 1% 59 8%

) 59.9%
Female (1 ¢ 184

°0 62 9% 40 2% % 211 7.7% . 40.1%
Source: researcher’s computed ’ ' _f)
l N~
Y

4.2.3.3 Cross-Tab of Gender with nghestw onaltAch emenés.
Highest educational achievement wa l: a cross nd e data displayed

that participants who have seconda ool cer gw e@fere than other by 150

N\,
males and 81 females from tot%er 45@, whi mal%?ecorded zero number of

‘o

no certificate, primary cer ica andl grou t the same time, the data

showed that females ved first degree ' e 4 while 69 were males of total
4 .‘

number. It can be cwe thla \u{ Rw Industrles males have achieved all

levels of certifi |Ie 've ed specific levels which are secondary

certificates, dw an reé. The etalls presented in Table 4.5.

Q%"bjf{\

b 49
Table 4.5: Genderwith Highest Educational Achievement

No Primary  Secondary First Total
Educatlon Certificate Certificate Diploma Degree Masters

28 150 20 69 6 275

o 100 0% 100.0% 64.9% 69.0% 42.3% 100.0% 59.9%

0 81 9 94 0 184

O% .0% 35.1% 31.0% 57.7% .0% 40.1%

ource: researcher s computed
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4.2.3.4 Cross-Tab of Gender with Job destination

Job destination was involved in the study; the data showed that many participwut
of 459 were working as office agents which were 118 males and !%hales.
Whereas, the second highest was accountant by 50 males and males of
respondents. It can be determined that in Sulfo Rwanda Industries, t e particular

job positions which belong or hired by men such as managers, cle agents, driver,

security and office clerk. However, women have ce@é@ne 'without sharing

men such as cleaner, marketing agent and key officer. details W in Table

‘X
4.6. S
]? | S
Table 4.6: Gender with inatiofl - & b

Gender with Job destination Male \Fﬁmale -7 Total
Frequenci 2 %_,\ requen(ﬁgg. %
0

General Director CEO 00. N 0%

Product manager 2 .0%
Administrative manager
Supplying manager 4 1

5

w O
j .0%
Marketing manager 2 \QQ A o 0%
Finance and Accounting manager . \& 0 .0%
Office agent & 3% &7 112 48.7%
Clearing agent éB 06.00p %= 0 0%
Accountant \ 50 73.5% %/ 18 26.5%
Key officer ; 16 100.0%
Secretary Y' ) 0 0%

Marketing agent | q % 21 100.0%
Cleaner 0% 17 100.0%
Driver ) \“is "(31100.0% 0 0%
Security \ ; 100.0% 0 0%
Office clerk & 16 % 100.0% 0 0%

Total 59.0% 184 40.1%

Source: reseaﬁNo u;ed
w "Q‘a)n{m'th‘qep\st t
erwi artments

N

4.2.3.: s#Tab of G
Th indicated that Ihenﬁ@treet department had more participants than others

%were 105 males and 76 females. However, the lowest number of respondent

Qorded by Gikondo department by 81 men and 50 females. It can be confirmed that

in the company, males registered more than females in all departments. The details

summarized in Table 4.7.
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Table 4.7: Gender with Departments

Gender with Total
departments lhema Street  Market Street Gikondo ey
Male F 105 89 2

% 58.0% 60.5% 61 8%
Female F 76 58

4.2.3.6 Cross-Tab of Marital with working experience

% 42.0% 39.5% 38 2% D 1%
Source: researcher’s computed
Marital status with working experience were measured, the s;umf five groups of

working experiences namely: 1-5 years, 6-10 years, 11-1 16 '20 years and 21
years and above crossed to single and married. The r e hlghest
number recorded by married who worked between 1 20 years wh hhv@ll of
total number 459, while the lowest number r b s tuff\/m59 who
worked 21 years and above. However, t econd b«ﬂges umbe@g’ got 100 by
married who worked 11-15 years. At am |me, oth ups®<$e varied between

84 and 3 from both singles and ied eﬂeg It e observed that in

company married are more ex thaﬂ singles.the Is summarized in Table

&
4.8 bellow. 1 R
Tabl rltal status with WarRing Experience

Marital status with -5 1-15 16-20 20 years Total
Working Experlence _ye@ years ears years  and above

Single 84 ~ 13 3 0 150
67.7, 61. % 11.5%  2.6% 0% 32.7%
Married Gg‘é\ 100 111 26 309

7

Source: res uted
Q. %
4.2. 3 7 b of. i ftatu with Job destination

atus Wlth Job destlnau@vwas examined in the study; the data indicated that

s % ) ¢ 3 30(, 0% 88.5%  97.4% 100.0% 67.3%

rticipants out of 459 were working as office agents which were 164 married
66 single employees. But, the second highest number of respondents was 40

gle accountants and 30 married securities. It can be seen that in the company those
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who got married were in all positions while singles do not cover all places especially

higher levels of administration. The details presented in Table 4.9. Y~

Table 4.9: Marital status with Job destination

Marital status * Job destination Single Marri
Frequencies % Freguenci %

General Director CEO 0 100.0%
Product manager 0 100.0%
Administrative manager 0 100.0%
Supplying manager 1 3 75.0%
Marketing manager 0 ' 100.0%
Finance and Accounting manager 0 100.0%
Office agent 66 4 o 1L.3%
Clearing agent 7 5%
Accountant 40 ' &‘}2%
Key officer 13 ‘&18.8%
Secretary 0 00.0%
Marketing agent 1 V' 95.2%
Cleaner 0 7 100.0%
Driver 14 22.2%
Security 3 90.9%
Office clerk 68.8%
Total 67.3%

Source: researcher’s computed

4.2.3.8 Cross-Tab of working e ien des{hatlon
Working experience \Gh warking e>£erie el were.,'concerned in the analysis, the
f

Sy’ ¢
wnce@ﬁwely: 1-5 years, 6-10 years, 11-15

study used five growq orll(
years, 16-20 ye@ 21 a abm(g@%ssed to 16 positions in the company.

!
The findings (ﬂj d that'th gresbﬁTDnber recorded by office agent who worked

between -%ﬁrs whi w%e 1 @tal number 459, while those who experienced

11-15 krs ook 58, but those &33‘ worked 16-20 years have got 50, then employees

N
o\:qued 6-10 years recorded 40 and respondents who worked 20 years and above
1

1. It can be observed that some positions have no respondent while other have

just 1 participant in company the details summarized in Table 4.10.
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Table 4.10: Working Experience with Job destination

1-5 6-10 11- 16- 21
years years 15 20 years
years years ax.i
0
F % F % F % F
General 0 .0% 0 .0% 0 .0% 1
Director CEO
Product 0 .0% 0 .0% 1 33.3% 1
manager
Administrative 0 .0% 0 .0% 1 33.3% 1 33.39 1 33.3%
manager V
supplying 0 .0% 0 .0% 1 25.0% 2 50.0% 1 25.0%
manager
marketing 0 .0% 0 .0% 1 50.0% 0.0% 0 .0%
manager

finance and 0 .0% 0 .0% 1 33. 6.7% .0%
Accounting

®
manager Y'
officeagent 71 30.0% 40 B Sasw
clearing agent 7 87.5% 0 0 .0%
Accountant 19 279% 20 67" 88%
Key officer 11  688% 2 o/ 0%
Secretary 0 0% 4 Yo o%
Marketing 2 9.5% 1 1 4.8%
agent
Cleaner 0 .0% 8 0 .0%
Driver 9 50.0% 4 3 16.7%
Security 2 6.1% 1 0 .0%
Office clerk 3 18.8% 2 1 6.2%
Total 124 27.0% 26 57%

A

Source: researcher’s compute\

The data indicatedst Ihema' St\iepar‘.@&‘ﬁ had more participants than others
&
which were 54 wx erienc -}5 ye@nd second highest was 51 by those who

S

¢
worked 1- %at the same e{a@pnt. However, the lowest nhumber was 8 of
resp@ed% qfwhé? years and above by Ihema and Market streets
de S respectively. It@ be concluded that number of respondents was
qud in the company cross to their working experiences. The details summarized

f
Oiiable 4.11.
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Table 4.11: Working Experience with Departments

Working experience Total
with departments Ihema Street  Market Street Gikondo
1-5 years F 51 42 31 4
% 28.2% 28.6% 23.7% Y %
6-10 years F 32 28 22 % 4
% 17.7% 19.0% 16.8% 7.9%
11-15 years F 54 35 2 113
% 29.8% 23.8% 18.3% 24.6%
16-20 years F 36 34 114
% 19.9% 23.1% 33. 24.8%
21 years and above F 8 8 w 26
% 5.4% 7.6% %0 4.4%

Source: researcher’s computed Y.
NY.
4

Job destination with departments was included e analysis,/ the study_USed three

4
partge@ and above

departments namely: Iheme Street, Market StreeQna Gi ch
hat ;{Ee ighest number

crossed to 16 positions in the company. an sm)w

recorded by office agent which Were% IhecK

Street department and 68 at (rmdeﬁ%
q %

number of participants was & tants Which ecor&éd.l 0 respondents at lheme
N

Street department and ftw of r'mrk S|re$@ Gikondo departments. It can

be observed that almost managers af@-gistfiblited in all departments in the company

@)
the details summ@Tahl‘ 4.12 %
&

4.2.3.10 Cross-Tab of Job destination with departments

s
92)

depKQent, 78 at Market

0 /\ the second biggest

S

dstination with Departments
Job destin tl% s Ihema Market Total
Departméntss , Street Street Gikondo
GeneralDireetof CEO L AP 1 0 0 1
c,;% 6% 0% 0% 2%
Praduc ger NoF 1 1 1 3
% .6% 1% 8% 1%
Administrative manager F 1 1 1
% .6% 1% 8% 1%
upplying manager F 2 1 1 4
% 1.1% I% .8% 9%
arketing manager F 0 1 1 2
% .0% 7% 8% 4%
finance and Accounting manager F 0 2 1 3

% .0% 1.4% 8% 1%
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office agent F 84 78 68 230
% 46.4% 53.1% 51.9% 50.1%
clearing agent F 6 1 1
% 3.3% T% .8% %
Accountant F 30 19 19 \
% 16.6% 12.9% 14.5% .8%
Key officer F 7 5 4 16
% 3.9% 3.4% 3.5%
Secretary F 9 4 3 16
% 5.0% 2.7% 3.5%
Marketing agent F 8 5 21
% 4.4% 3.4% V % 4.6%
Cleaner F 7 6 4 17
% 3.9% 4.1% 3.1% 3.7%
Driver F 6 4 18
% 3.3% . 1% 3.9%

Security F 15

9 7.2%
office clerk F 4 g %8
% 2.2% 4.8% 38%)  C35%
Source: researcher’s computed , NI N
s X

4.3 QUANTITATIVE DATA ANALYSWDW GS R THE
RESEARCH QUESTIONS \h

nveeﬁete the usefulness
effective of communication channels*i

t eg m %between manager and
staff. Following that, the day% eefl categarized Séording to the various
les:

“ Q-
interpretations in the foIIowinma N\

¥ ! g;

—X

This section reports the analysis and rx%the stu
n the '

\
P P o
4.3.1 The Role Understanding Competency (J

l ™~
To start with, be hver m@ch q@n one (RQ1) the researcher examined

the frequenci@ﬂ e fes d;r!ts ﬁrprder to describe how participants involved

with th@%rstip Dc_cﬂ;e n@hich includes understanding office assignment,
b4

undersS| company time\g?\edules and understanding company official

\C.)
Wements.

o In order to describe understanding office assignment, the four likert scale was

measured using face-to-face in which almost never was 4.8%, sometimes 24.2%, often
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46.6% and always 24.4%. However, using addressed document using almost never
was 5.9%, sometimes 20.0%, often 46.6% and always 32.5%. But, using i

telephone calls almost never was 28.3%, sometimes 37.5%, often 23.7‘V@Nays
10.5%. Whereas, using fixed line telephone calls almost never was 12° ometimes
24.8%, often 37.0% and always 25.9%. In addition, understanding&ge'assignment
was analyzed using SMS almost never was 58.4%, sometimeﬁ... , often 7.8% and

always 6.8%. However, using E-mail almost never was:20.3%, sometimes 15.0%,

often 9.8% and always 54.9%. While, using face-to-faceyin whi hw\ever was

"X
4.8%, sometimes 24.2%, often 46.6% and always 24.4%. Meanwhile, qsi.r@lmost
never was 69.3%, sometimes 26.8%, often 1.59 a% b

Y
(\/: | d
The highest percentages wer red by often % usi <<face-to-face that

was similar to office assignment(%vg ad r\d\voc r@ts 41.6%, fixed line
E y N
telephone 37.0% and dissimi% untﬁrsta affigs(z?signment using E-mail

messages by always Iikerr‘ :%wai 9% hOWée@, the highest using mobile
telephone recorded by% es

58.4% and the sameflikert scalel
percentages w registere i
rwhie

!
hile alway& tobk &('E% by mobile telephone calls, and fixed line

at 37.5% usihg@'ls registered by almost never at

'3

ook gssa%/ge by 63.9%. Meantime, the lowest

Imosééver 4.8% face-to-face and addressed

documents

N _
telepho% 12.2% .andFSMS e@yo Whereas, often were 9.8% for E-mail and
1.5%% for Facebook. Thus, {Egéndents showed the differences of communication

nels in terms of frequencies of understanding office assignment the details

c
3 arized in Table 4.13.
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Table 4.13: Frequencies of understanding office assignments

understand office assignments using face-to-face
Frequency Percent  t™pey

Almost never 22 4.8
Sometimes 111 24, \
Often 214 46.
2
ce board et

Always 112
Total 459
understand office assignment using addressed documents (eg. memos; letter; Noti

Almost never 27

Sometimes 92 .0
Often 191 1.6
Always 149 325
Total 459 Y’ 100.0

understand office assignment using mobile (cell telephong

Almost Never 130 1283
Sometimes 172 37.
Often 109

Always 48 3
Total 459

understand office assignment using lan ixed line) telep

Almost Never 56

Sometimes 114

Often 17 z \
Always & W
Total 9 ~

3 n

understand offic

ent using
Almost Never 68 58.4
Sometimes 124 \ —\ 27.0
Often 36 & 7.8

Always 31

Total 459 q 100.0
understan&effictassignmeftusing email Méssages
Almost Never {"‘ 20.3
Sometimes 69 % 15.0
' 45

Sl

Always
Total

9
stand office ment gg’Facebook messages

Almost Never '\} 31% 69.3
Sometimes 1@ 26.8
Often \ 1.5
Always % I ¢ "' C’Dl 2.4
Total - 459 100.0
Source: 1 r’s comput

‘v’
A\ >

4,3 %] Understanding Company Time/Schedules

derstanding of the company/schedules was described, the four likert scale was
Oasured using face-to-face in which almost never was 36.4%, sometimes 29.8%,

often 9.6% and always 24.2%. Whereas, using addressed document almost never was
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8.7%, sometimes 9.2%, often 51.4% and always 30.7%. While, using mobile
telephone calls almost never was 43.4%, sometimes 42.7%, often 13.5% and?ﬁs
4%. At the same time, using fixed line telephone calls almost never \.7%,
sometimes 38.8%, often 29.0% and always 9.5%. A
X"
In addition, using SMS almost never was 59.9%, sometimes 33.8%, often
1.8% and always 4.8%. While, using E-mail almost ne m4

'O%, sometimes

5.2%, often 12.2% and always 48.6%. Meantime, using¥gacebo kwever was
@
¥
S
£
\ \/‘Z~
r 66.6@3; Facebook,

'40/6"' face-to-face. In

66.4%, sometimes 29.4%, often 2.0% and always 2.2%. '

The highest percentages were recoréed by al

59.9% for SMS, 43.4% for mobile &g@ calls
addition, sometimes 38.8% for fix@'se teIepEN@
né 9

documents and always 48.6% f l. u
N RN
g. l N
On the other hﬂ owest perce }des»@re registered with often 1.3% for
4 &
i hare

face-to-face and 2. Facebio was% d by always, whereas always 4.0%

recorded by mobje\t h d 9.%&& fixed line telephone calls, meanwhile
¢
sometimes e&!@

@51.4% for addressed

RSy

o

ed 5.2% d"al ost never 8.7% for addressed documents.

NN
Therefoge, re ndeu‘txgi.r%;ted ﬂ@dissimilarities of communication channels in

tQ i f u@e‘fz.td' time/schedules the detail
er requencies of understanding company time/schedules the details
N

@ rated in Table 4.14 below.



158

Table 4.14: Frequencies of understanding company time schedules

understand company time schedules using face-to-face
Frequency Percentage "™y

Almost never 167 36.4 ‘
Sometimes 137 29.8 \
Often 44 9.6%
Always 111 25

Total 459

understand company time schedules using addressed docum
Almost never 40
Sometimes 42
Often 236
Always 141 30.7
Total 459 z' 100.0
understand company time schedules using mobile (Cel hor]e calls
Almost Never 199 434

Sometimes 196 42.
Often o

Always
Total 459

understand company time schedules using ine (fixed ling) te
Almost Never 104

Sometimes 178
Often

Always

Total

understand comp hedules usi

Almost Never

Sometimes 1 5 -\

Often \&

Always (—) .

Total 45_9 ,Q- 100.0
understan@ycompany time Ies usingemail

Almost Never {‘" 34.0

Sometimes 24 % 5.2

Often ' 56y | Q 12.2

Always 2 ’ 48.6

Total , 100.0

'me sC es using Facebook

Almost Never

30 66.4
Sometimes 29.4
Often \ | 2.0
Always % ¢ ¥ C’) 2.0
Total - (459 100.0

Source: rgs r’s comput

\C.)

ompany Official Announcements

¢ company official announcements is among key factors which lead organization’s
ivities, it was analyzed using face-to-face in which almost never was the 55.3%,

sometimes 20.0%, often 9.4% and always 15.3%. However, using addressed
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document almost never was .7%, sometimes 4.1%, often 30.7% and always 64.5%.
Whereas, using mobile telephone calls almost never was 36.8%, sometlmes

often 14.6% and always .2%. While, using fixed line telephone calls alm@ was

27.7%, sometimes 46.2%, often 25.9% and always .2%.

Additionally, using SMS almost never was 47.7%, OMS 43.6%, often
Xs

2.6% and always 5.9%. However, using E-mail almost n 24,4%, sometimes

14.6%, often 15.0% and always 46.0%. But, using Face alm stw as 71.9%,
4

g

Y-v

Y
The highest percentages were obtai by Imoeﬁ ne 71 9 Yg Facebook

that was comparable to company offlwamcemen g faéb face 55.3% and

sometimes 24.4%, often 3.5% and always .2%. '

SMS 43.6% while was different ndersta pa /Q icial announcements
\
using addressed documents by |kert‘§cale as 64 nd the same likert scale

&

to E-mail 46.0%%. How er e smg@ﬂe telephone recorded by

sometimes at 48.4% arid_using¥fixed li :l;e} dn Is by 46.2%.

Meantmg't\%owe ages Ilsted with always .2% Facebook this
was share@obll and eJ li e Iephone calls while the often likert scale

showed the,smallest at SM 6% ace -to-face 9.4%. Whereas, almost never were

-

70/ ddressed documents\ sometlmes 14.6% for E-mails. So, respondents

e s the differences of communication channels in terms of frequencies of

d rstanding company official announcements the details displayed in Table 4.15
e

low.
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Table 4.15: Frequencies of understand company official announcements
understand company official announcements using face-face

Frequency Percent "™y
Almost never 254 55.3 ‘
Sometimes 92 20.0 \
Often 43 9.4%
Always 70 1
Total 459 :
understand company official announcements using addressed documents

Almost never 3

Sometimes 19

Often 141 .

Always 296 64.5

Total 459 z' 100.0
understand company official announcements using mob Ilular) telephone

Almost Never 169 136.8

Sometimes 222 %

Often 67

Always 1 ‘ \Y'

Total 459 o) &

understand company official announcements u andline (fixe one
Almost Never 127

Sometimes 212 )
Often 1 z $ §
3 ¢, 100

Always

Total 0
understand company Gffigial anhouncemen ng S@‘

Almost Never 20 47.9

Sometimes 200 \Y < 43.6

Often Cj 12 \'\ 2.6

Always 27 Q(:) 5.9

Total 459 q 100.0
understand cOmpanyofficial a ements u$ing email

Almost Never {"‘ 24.4

Sometimes 67 % 14.6

' 69 .

Sl

Always
Total

un nd compan al ann%eéments using Facebook
Almost Never ( 33% 71.9
Sometimes 1&; 24.4
Often \ | 35
Always % ¢ ¥ C’) 2
Total - (459 100.0
Source: 1 r’s comput

4
%
&
I w to answer RQ1, responses to the seven channels that were used by the
‘én

Q agers and the employees were examined. Table 4.8 summarizes the overall level

experience of communication channels by managers and employees. The result

indicates that the superiors and workers of Sulfo Rwanda Industries considered
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themselves as most experienced with addressed documents with the mean (Mean
=3.1267) for office assignment of the industry, (Mean= 3.0172) for cw
time/schedules and 3.0065 for company official announcements whereas e\ol of
communication experienced was Facebook (Mean= 1.3704) for officé';fgnment of
the company, (Mean=1.3623) for company time/schedule and (Memm) for the
company official announcements. Meanwhile the experlenceWother channels
which are E-mails (Mean= 2.9935), face to face (M Y.91 3), Fixed line

telephone (Mean = 2.8679), mobile (cellular) telepho ean wand SMS

(Mean = 1.7387) which is more used than Faceboo details il ra‘eg{n}r able
4.16. b
=
Table 4.16: The Role encL
Communication channels i Sompany official
ouncements (M)

Face-to-face 2.9093
Addressed documents 3.0065

Mobile (cellular) telephone 2.2632

Fixed line telephone
SMS

E-mails

Facebook

Source: researcher’s ¢ pute:
o‘ t 40

2 77 2.7669

5% 1.6487

2.9748

23 1.4701
\ QO
NN S

4.3.2 Ol’ganllatlon s Culture Awareness Competency

To begln e answer Jesea&b question two (RQ2) the researcher tested
the frequen ta ? er p de &ln order to describe how participants involved
the ﬁglon s culture awa s competency that includes supporting the core

of the company, understandlng the rules of the company and demonstrating

any code of conduct.
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In order to describe the core values of the company, the four likert scale was
measured using face-to-face in which almost never was 28.8%, sometimes )
often 17.6% and always 29.0%. However, using addressed document @5 ever
was .0%, sometimes 19.2%, often 39.7% and always 41.2%. Wherea?,;@g mobile
telephone calls almost never was 20.0%, sometimes 43.6%, often Wamd always

17.9%. While, using fixed line telephone calls almost never was%.4%, sometimes

NY.
Additionally, using SMS almost never was 42%0%, someti *.&%}often
15.0% and always 8.1%. However, using E-mai t n% 1.8% metimes
6.8%, often 21.6% and always 49.9%. Butfusin acaﬁoo ost @3. was 73.2%,

sometimes 20.9%, often 5.2% and aIN/ é

23.3%, often 44.9% and always 24.4%.

The biggest percentage core@ % using E-mail that was

resse@tuments 41.2%, and face-to-

face 29.0% whereas issimilar Wit Jthe coé'values of the company using
4 f &
Facebook message aImos't:M hicgk.ert scale was 73.2% and SMS by

similar to the core values of company t/

42.0%. Howeve% ighe i 'obilec;&éphone recorded by sometimes at 43.6%
¢

and using fi e% telephone Ilfregé;aed by often at 44.9%.
Qf Y
LA
X

eantime, the Iowest@fcentages were showed with almost never .0%
A A\

a \bd document. While, always took 17.9% by mobile telephone calls, and fixed
:!i telephone calls 7.4%, SMS 6.8% and Facebook .7%. Whereas, often was 17.6%
r

face-to-face and sometimes 6.8% for e-mail. Accordingly, respondents showed the
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differences frequencies of communication channels in terms of the core values of the

Table 4.17: Frequencies of supporting the core values of the cm

support the core values of the company using face-to-fac
Frequency cent

Almost never 132 .8
Sometimes 113 4.6
Often 81 17.6
Always 133 T 29.0
Total 459 100.0
support the core values of the company using ad e cuments

company the details summarized in Table 4.17.

Almost never

Sometimes 88

Often 182 T
Always 189 14
Total 459 .

support the core values of the company
Almost Never
Sometimes
Often
Always
Total

Almost Never
Sometimes
Often

Always

Total

Almost Never
Sometimes
Often

Always

Total

Often

u
Almost Never N

Sometimes c\ 3 "l ¢ 6.8
Always 229 49.9
Total ) 459 100.0

.7 suppoktthe gore values of the company using Facebook
Almostd\e v N 336 73.2
Sometim c.}’ 96 20.9
0 N 24 5.2
3 4
Tot 459 100.0

0 ce: researcher’s computed
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4.3.2.1 Understanding the rules of the company

The understanding the rules of the company was described, the four likert sc

analysed using face-to-face in which almost never was 47.14%, somet@}.g%,
often 5.9% and always 25.9%. However, using addressed document alﬂ;gnever was
.71%, sometimes 5.0%, often 32.2% and always 62.1%. Where&ﬁ!ing mobile
telephone calls almost never was 52.5%, sometimes 37.9%, oftenv9.6% and always

.0%. While, using fixed line telephone calls almoséx 15'0%, sometimes

54.0%, often 27.5% and always 3.5%.
]
4
| &

Moreover, using SMS almost never wa%.. : sﬁ e 4.004’,‘61‘ten 4%
and always .0%. On the other hand, using I‘g@ Imost never was 3@ sometimes
11.1%, often 9.4% and always 46.4%.@ing Face alméﬁqever was 34.2%,
sometimes 10.2%, often 9.5% and wss 46.19 O\T /<\

‘% 6 ‘-;
“« Q-
&

The highest percenta§Mre T y a‘lé never 65.6% for SMS that

likert scale similar to % mobilg tele ohe@s and 47.1% for face-to-face. In
3 'y

addition, always 6261% for a(i M ocug&/ which was the same likert scale
whith E-mail 46.4%%and ok46.2%-Ut sometimes scored 54.0% fixed line

!
¢ ? C.)

&
’ <>
X"

the other hands, the Bavovest percentages were registered with always .0%
N

telephone cal

J,

i
T

r N by mobile telephone calls, .0% for SMS and 3.5% for fixed line telephone
calls, meanwhile often registered 5.9% for face-to-face, that similar to Emails 9.4%
d Facebook 9.6% but almost never took .7% for addressed documents. Thus,

respondents showed the dissimilarities of communication channels of frequencies in
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terms of understanding the rules of the company the details displayed in Table 4.18

Table 4.18: Frequencies of understand the rules of the comﬂﬂk

understand the rules of the company through face-to-fac
Frequency cent
Almost never 216 A
Sometimes 96 0.9
Often 27 5.9
Always 119 T 25.9
Total 459 100.0

understand the rules of the company through ad e cuments
Almost never 3 T
Sometimes 23 g °

below.

Often 148
Always 285
Total 459

understand the rules of the company thr
Almost Never 241
Sometimes 17
Often N
Always %
Total W’

understand the rules of the company through.landli ixed li

Almost Never 69 U
Sometimes 248
Often 126)
Always
Total \ 459

unders the Fules ofthe company throligh SMS
Almost Never 301 ‘e
Sometimes ‘ ,b-lg
Often 'p y
Always

NN

Total 459 Al
nderstand the rules of the €ompany through emails
Almost Never '\ ' Jg‘}§'/ 33.1
Sometimes 11.1
Often (0 ¢ b 4 “s 9.4
Always 213 46.4
Total 459 100.0
.7 understand the rulés.of the company through Facebook

Almostd\e v N 152 33.1
Somgims c;l 51 11.1
o) N 43 9.6

213 46.2
Tot 459 100.0

0 ce: researcher’s computed
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4.3.2.2 Demonstrating company code of conduct

The demonstrating the company code of conduct was examined using face-to

which almost never was 16.6%, sometimes 32.2%, often 25.7% and aI\@?&S%.
But, using addressed document almost never was .0%, sometimes 12.0%;"eften 31.2%
and always 56.9%. While, using mobile telephone calls almost newver was 13.7%,
sometimes 41.6%, often 25.9% and always 18.7%. Whereas,wusing fixed line

telephone calls almost never was 8.1%, sometimes 31.2 53'4% and always

7.4%. \d
X

,éy\ ! _\"}
Furthermore, using SMS almost nevergwas 67.3%, Sometimes Q‘.B%, often

.7% and always 6.5%. However, using Ewlcos&ﬁne\was @ sometimes

6.5%, often 19.4% and always 55.6%@@ Face Im@“f\ever was 61.0%,
sometimes26.8%, often 5.7% and a%G.S%. T /<\
‘% . 4
_ &

The highest percentages Were mo‘sg/er 67.3% for SMS that was

likely to Facebook 61{0% itionaI’[ address cuments and E-mail recorded
F &

by always at 56.9wd 55 i

ely, ywhile sometimes took by mobile
telephone calls ,an e-t

[
highest numb% taken by fi eéé'@phone calls at 53.4%.

S

. N the other side, the qusst percentages were showed with almost never .0%
N

f Nessed documents, face-to-face 16.6% and mobile telephone calls 13.7%.

: while, SMS and Facebook were shared by often at .7% and 5.7% respectively.
h

ereas always was 7.4% recorded by fixed line telephone calls but sometimes

41.6%<\$Ad 32.2% separately whereas often as

o
=
:_

scored the lowest at 6.5 by E-mail. So that, respondents showed the differences of
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communication channels of frequencies in terms of demonstrating the company code

Table 4.19: Frequencies of demonstrating company code of cﬂ!&

demonstrate company code of conduct using face-to-fac
Frequency cent
Almost never 76 .6
Sometimes 148 2.2
Often 118 25.7

Always 117 25.5
Total 459 400.0

of conduct the details presented in Table 4.19.

demonstrate company code of conduct using add cuments
Almost never 0 \’(ld
Sometimes 55 N o
Often 143 LN g
Always 261 : i’)
Total 459 100.0

demonstrate company code of conduct usi
Almost Never

63
Sometimes 19 b
Often N °\ 5.9
Always % .

Total ﬂ " 100.0
demonstrate company code of cond singJandli ed lin&ytelephone
Almost Never ( 37 \? } ,{\ 8.1
Sometimes 31.2
Often 53.4
Always 7.4
Total 100.0
Almost Never 67.3
Sometimes 25.5
Often T
Always 6.5
Total 100.0
Almost Never 18.5
Sometimes 6.5
Often 194
Always 55.6
Total A% 100.0
w demon fcomp}i'y code of conduct using Facebook
Almost\e v N 280 61.0
Somﬂims c.}’ 123 26.8
o) N 26 5.7
30 6.5
Tot 459 100.0

0 ce: researcher’s computed
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In order to answer RQ2, the organization’s culture awareness competency was
examined by three variables namely: Office assignment, Company time / scw!s
and company official announcements testing which communication cha@ﬂ}most
perceived used in terms of organization’s culture. However, the mﬂ& and the
employee’s responses to the most preferred communication channel was also
collected. Table 4.20, summarize the most perceived rich coMcation channel
among face-to-face, addressed documents, mobile (cel Y:pf'one calls, land
(fixed) lines telephone calls, SMS, e-mails and Facebookybased on r‘lization’s
Culture Awareness Competency. The result indicate managers e[n@es of

the company considered that the most percei d me omr@ﬁ:ation is

7

addressed document (Mean = 3.2200) forw e values 0of,the c Vzr?y, (Mean =

3.5577) for the rules of the comp and’Mean = 76)®f%e least type of

communication used is Facebook (I%ﬂﬁ%i}}fo&&e @alues of the company
% >

and SMS (Mean = 1.3529) f uleslbf thes comp and (Mean = 1.5773).

&
Meanwhile, other communi mm mine@hich included email (Mean
CZ 1 I

=3.1179), face-to-face%x

Iiﬁe#.E!kphone (Mean =2.6013), mobile
4 ’ &
(Mean =2.4967) m &Q'chai?fa e plgd)between those two channels (mobile
(Y]

.601

b}

and fixed line phones). T

competency c)

able 4.2

indi@}%ﬁ the organization’s culture awareness
| 3
g O

N

ganizéi\on’s Culture Awareness Competency

¢

Communi channels re valugs of the The rules of the Code of conduct
company (mean) company (mean) (mean)
Fa A : 24684 2.1547 2.6013
N documents 3.2200 3.5577 3.4476
Mobile (cellular) telephone 2.3420 1.5708 2.4967
ne telephone 2.8627 2.1939 2.6013
S 1.8911 1.3529 1.4641
ails 2.9956 2.6906 3.1179
cebook 1.3333 1.5011 1.5773

Source: researcher’s computed
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4.3.3 The Employees’ Performance Competency and Level of Effectiveness of
Communication Channel

To answer the research question three (RQ3) the researcher examined the f%gcies

data of the respondents in order to describe how participants invoSe th the

employees’ performance competency in which showed by showing&r'perceptions

on how they carry out company activities. \,

X~

Carrying out company activities in any organizati anw everyday
life, the description of carrying out company activities was analyze ng favto-
- | | &
face in which almost never was 11.8%, someti 5.5%, often 20.0% an%kalways

? 4
52.7%. However, using addressed document alm M\:B %, soraetimes 7.4%,

often 41.6% and always 47.5%. But, US@ME

12.0%, sometimes 19.4%, often 47.9% a |WBK2

telephone calls almost never was4l2.49 s%n%l . O/E;Q%'[en 39.7% and always
33.1% Aj 4 é}'
1%. \ A

X~ S
(
In addition, using SMS almo: afw@ 35.5%, sometimes 29.8%, often

27.5% and alway@bl-m@ing E@ almost never was 17.6%, sometimes
N :
3.1%, often ?éNnd lway: E}l%cgnlthe other hand, using Facebook almost
never was@ ometimes 80.1% Q.%e'n 22.0% and always .7%.
' 4

:‘O X
\ highest percentage&cxlere scored by always 56.2% using Emails, that was

%ofﬁce assignments using face-to-face 52.7% and addressed documents 47.5%

Qd different with carry out company activities using mobile telephone calls by often

likert scale was 47.9% and 39.7% for fixed line telephone calls. However, the highest

w

A
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using Facebook registered by almost never at 47.3% and the same likert scale at SMS

by 35.5%. Yv

On the other hand, the lowest percentages were registered wi ost never
3.5% for addressed documents, face-to-face 11.8%, mobile telephom 12.0% and
12.4% fixed line telephone calls. While, always took 7.2% b* Facebook and .7% for

SMS meanwhile sometimes recorded 3.1% by E-mailSu,T refcIe, respondents

indicated the dissimilarities of frequencies of com icatio Win terms
o

carrying out company activities the details displayed ble 4.2 be ' _\(—}

X

\/Y' ) Ny
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Table 4.21: Frequencies of carry out company activities

carry out company activities through Face-to-face

Frequency Percent

Almost never
Sometimes
Often
Always

Total

54 11.8 ‘
71 15.5 \
92 20.(%
242 5

459 :

carry out company activities through addressed documen

Almost never 16
Sometimes 34
Often 191 .
Always 218 47.5
Total 459 Y' 100.0
carry out company activities through mobile (cell telephone
Almost Never 55 112.0
Sometimes 89 19.
Often 220 .
Always 3
Total

Almost Never
Sometimes
Often

Always

Total

95
459
carry out company activities through la fixed line)

57
68 Y'

carry out compa

Almost Never

Sometimes 137 \ AN

Often 126 \&

Always 33p ) :

Total 459 “« Q- 100.0
carry ompany activities through\emails

Almost Never g 17.6

Sometimes 14 ,é\ 3.1

Often 1068 | Q 23.1

Always 2 56.2

Total ) 0 ¢ & 100.0

“thfough Facebook

Almost Never

‘ 21
Sometimes \} z}go 30.1
Often \ i 22.0
Always % ¢ ¥ C’} 7
Total - 459 100.0
Source: 1 r’s comput é\
b

R\

4.3:3¢1 The level of effectiveness of communication channels
searcher tested the effectiveness of communication channels by questioning

ectly participants using three likert scale highest richness, middle richness and

lowest richness.
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The effectiveness of communication channels using face-to-face was analyzed
using face-to-face in which highest recorded 48.4%, middle richness 32.
lowest richness 19.2%. However, using addressed document highest rec@ﬂ%,
middle richness was 32.2% and lowest richness was 4.8%. But;™tsing mobile
telephone calls highest noted 46.4%, middle richness took 36.6% arWest richness

made 16.8%. Then using fixed line telephone calls highest ;em 68.4%, middle

g,

iddle rich s'na 8%

richness was 29.4% and lowest richness noted 2.2%.

In addition, using SMS highest registered 2.

and lowest richness took 63.6%. Whereas, E

|ghestfr d 73@%', middle

.9%9\Me hileﬁ Facebook
est r'@‘ress was 81.9%.

A
N

The highest richness @es vﬁare S rled ails 73.9% follow by
e

richness was 22.2% and lowest richnessﬂ@

highest recorded 4.6%, middle richne ;ed ,3.5% an

&

fixed line telephone calls %add cum‘g‘éGB.O%, face-to-face 48.4%,
mobile telephone caIIs%&Zebg‘yfhd@ SMS 2.4%.
S 4
Howeve\th we S pe(té#(ages were registered by Facebook at
% P

i
SMS$ 63.6%, fgce(t_‘é?ace 19.2%, mobile telephone calls 16.8%,

81.9% follo
% N o
address% entsf4.8% iceboq?4.6% and fixed line telephone 2.2%. Therefore,
can Qerred that responde\rns\Jihdicated directly Emails, fixed line telephone and
% d documents as richer communication channels or more used in the Sulfo
nda Industries, while Facebook and SMS lowest richness, whereas face-to-face
nd mobile telephone calls middle richness or utilized in the company the details

presented in Table 4.22.
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Frequencies of level of effectiveness of communication channels

Percent

Face-to-face
oy

Highest richness
Middle richness
Lowest richness
Total

Frequency
222 48.4
149 325 \
88 1 %

9.
459 1000
Addressed documents

Highest richness
Middle richness
lowest richness
Total

289 63.0

148 :
22 8
459 \; 0.0

Mobile (cellular) telephone

Highest richness 213 46.4
Middle richness 168
Lowest richness 77
Total 459
Land line (fixed line)

Highest richness 314
Middle richness 135
Lowest richness 10
Total 459

SMS

Highest richness
Middle richness
Lowest richness
Total

Highest richness
Middle richness
Lowest richness
Total

Highest richness
Middle richness
Lowest richness
Total

Source: researcher’sg)

Table 4.23 indi

face, a@ docy nt
C

, SMS, e-mails

telem

Facebook based on the Employees’ Performance

e,

D

Il the seven communication channels (including face-

Mency. The responses to
ce, addressed documents, mobile (cellular) telephone calls, and land (fixed) lines

lephone calls, SMS, e-mails and Facebook) were examined. The result indicates that

managers and employees of the company preferred to use addressed documents the
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most (Mean = 3.3312) for company activities followed by e-mails (Mean = 3.1786),
however, Facebook (Mean = 1.7598) was the lowest in terms of company ac

Face to face (Mean = 3.1373), mobile (Mean = 2.7734) and othersfc | of
communication are in between all. Besides that, in term of level OF&Iness the
result indicates that executives and employees preferred Facebookme (Mean =

2.7734). Table 4.23 below illustrates that. \/

\%

Table 4.23: The Employees’ Performance Competency Leve’ oneness of
Communication Chanpel .
The Employees’ Performance Competency Level of iveness| of ;m'm@on
chann

Communication channels Company Communication chagnels vels
activities (mean) ““[(mean)
Face-to-face 3.1373 17081
Addressed documents 3.3312 1.4183
Mobile (cellular) telephone 2.7734 1.7277
Fixed line telephone 2.9346 1.3377
SMS 2.0633 2.6166
E-mails 3.178 1.3007
Facebook 1. 759 2.7734

Source: researcher’s computed

4.3.4 Simple Linear Regressmn Anal s

As mentioned from the"pre ous chgp er, Lﬁl% egression aids the researchers to
practice the corr tatls ic t redlct.@ture scores. To realize which effect
multiple varia ave nan a()@rchers should use regression analysis. It
can be co a more ff ult s&uatlon where multiple independent variables
might to co{e Mth dent variables. Multiple regressions or multiple
correlations are a statistical p&edure for observing the combined relationship of
e independent variables with a single or multiple dependent variables Creswell

12). The researcher used R-Square, also known as the Coefficient of

determination is a commonly used statistic to evaluate model fit. R-square is 1 minus
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the ratio of residual variability. When the variability of the residual values around the

regression line relative to the overall variability is small, the p-value was detern?!!.'

Hia. There is a significant relationship between office assignment and level of

4.3.4.1 Hypothesis testing

effectiveness of communication channels in the Sulfo Rwanda Irwzs.
To determine the relationship between office X:en' and level of
effectiveness of communication channels, simple linea ressi nwe “Enter”
L
method enters all variables at the same time was % office assi qm_g@x;vel
uffo Rwafda | striQ’Y~

of effectiveness of communication channels in % \

As shown in Table 4.24, a significant model em fro@e analysis with F

118.064, P=.000. It means that th(m%:e assi ad'significant impact on the

\
level of effectiveness of corpétion‘\:han (B(ELZ,B& t=-10.866, p=.000).

However, the impact was negative eansir}e less the level of office
erct' ene

assignment, the highe% el of %
4

s@ communication channels. The
independent variabl%ﬂc

&
t) h (}’anaged to explain about 21% of

(¢]
—Q)

variance in the cri

|
[
supported. Th%i s displaye mﬂ]eégae 4.24.

>
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A
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>
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Table 4.24: Simple linear regression between Office assignment and Level of
effectiveness of communication channel

Unstandardized Standardized
Coefficients Coefficients
Model variable (N=459) B Std. Error Beta R2 Sig.
1 (Constant) 3.961 .145 27.241 .000
Office assignment -.845 .078 -.453 -10.866 .000
F=118.064 P=.000 R=.453 R2=.205 R2 Adj=.204
Source: researcher’s computed Y;v
Hip. There is a significant relationship between com Ime /,sc 'dul and Level
. - ‘X"
of effectiveness of communication channel. | .\c_}

In order to define the relationship between Company time / s eduIéQ'and level
Y

of communication channels, the researche%{velg‘ \munic@channels as
independent variable and companytirw\%ules as depe ent&‘lable.

As presented in Table% ignifican del \ared from the analysis

with F = 21.709, P=.000. It M that pany{iﬁé/schedules had significant
effect on the level of ecti%ess oflom rﬁc@hannels (B= -.213, t= -4.659,
&

‘
p=.000). However, @{ﬁe Wl heg{t e whi eans the less the level of company
M @ %
i

time/schedules, the ert f effe@/eness of communication channels. The

independent @ (c p'an me/s ﬁ'éaules) had achieved to explain about 5% of

varianc%% crite&io bya e @ .045). Therefore, the second hypothesis was
b

suppors. e details are show, 'Yt.he Table 4.25.
N

N
N
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Table 4.25: Simple linear regression between Company time / schedules and Level of
effectiveness of communication channels

Unstandardized Standardized
Coefficients Coefficients
Model variable (N=459) B Std. Error Beta R? Sig.
1 (Constant) 2.789 143 19.465 .000
Company time/schedules -.357 077 -.213 -4.659 .000
F=21.709 P=.000 R=.213 R?=.045 R2 Adj=.043

4

Source: researcher’s computed Y-
Hic. There is a significant relationship between com@i aWents and

L
Level of effectiveness of communication channels in‘the, Sulfo Rwand niustdgg'
To determine the relationship between_company offjcial a ouncéments and
Y

Level of effectiveness of communication ¢ nneiz Si hr reg@s}ﬁ] with enter
method was completed for company o@nounce ts‘and 8& of effectiveness

of communication channels in the Sulfo Rwand sqe : /<\
) N
[ A <£_0
. . & .
As exposed in Table 4. S|g[ del @pared from the analysis with

F 35.805, P=.000. It reans %t the Cy pf@ announcement had significant
:
influence on the Iewc e "s of co@(mication channels (B= -.270, t= -

ot
5.984, p=.000). r, the“influ ewa@tive which means the less the level of

e
company oninn unce ts, (t-li@)higher the level of effectiveness of

commu '&&nan?el . The i de@ent variable (company official announcement)

had su&e d to describe aboutZ% of variance in the criterion variable (R?= .073).
\

T;Me, the third hypothesis was supported. The details are exposed in the Table

S

.
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Table 4.26: Simple linear regression between company official announcements and
Level of effectiveness of communication channels

Unstandardized Standardized
Coefficients Coefficients
Model variable (N=459) B Std. Error Beta R? Sig.
1 (Constant) 2.771 .105 26.444 .000
Company official
announcements -.335 .056 -.270 -5.984 .000
F=35.805 P=.000 R=.270 R2=.073 BZ Adj=.071
Source: researcher’s computed x '

H2a. There is a significant relationship between core yalues of the co and\w?evel
of effectiveness of communication channels in th%wand In trie's. O
4 b ¥
To conclude the relationship between chue ofsthe mpan@‘fd Level of

effectiveness of communication channeewesear ed 92\ values of the

ion chels as dependent

A

variable. (') >y N
‘% ¢ 3t &
N
As presented in Ta?!l?, a’sign' icant m@%l revealed from the analysis
with F = 162.255, Pg@

| O
.!hwore values of the company had
significant effect ’t%ﬂevel f efl tivene(Q communication channels (= -.512,

N
t=-12.738, p= MHO ever, :eifec&gas negative which means the less the level

of core va eco y, e h!gﬁef the level of effectiveness of communication

chann s<@ indep‘e'n nt fariabte (core values of the company) had achieved to
N
explai out 26% of variant’e(an the criterion variable (R?= .262). Therefore, the

%ﬁypothesis was supported. The details are exposed in the Table 4.27.
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Table 4.27: Simple linear regression between core value of the company and Level of
effectiveness of communication channels

Unstandardized Standardized
Coefficients Coefficients
Model variable (N=459) B Std. Error Beta R2 Sig.
1 (Constant) 4171 .138 30.302 .000
Core values of the -.938 .074 -.512 -12.738 .000
company
F=162.255 P=.000 R=.512 R2=.262 jRZ Adj=.260
Source: researcher’s computed X l

Hop. There is a significant relationship between the rules of'the comp d'LeQel of
N
| S
Y—-

F&he\ pan)@ﬁd level of

SSio method enter

effectiveness of communication channel in the S anda Indust

To determine the relationship betweenYr'mes

effectiveness of communication channe ,Ne li :a'}

S
test was completed and tested for the ru th com?

: &
of communication channels in the 0 Rwan t es.q
As shown in Table : sign'ican d%%;}rged from the analysis with F
(
83.363, P=.000. It mea% the rupﬁj:cqw)any had significant impact on the
level of effectiv@ cc@tion @nels (p= -.393, t= -9.130, p=.000).

However, the M was pegative w '(:G}neans the less the level of rules of the

company, @er the leve of tiveness of communication channels. The

indep Wriable"(r &s of th$1pany) had managed to explain about 15% of
AN

N
the criterion var?a%?e (R?= .154). Therefore, the fifth hypothesis was

ted. The details displayed in the Table 4.28.
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Table 4.28: Simple linear regression between the rules of the company and Level of
effectiveness of communication channels

Unstandardized Standardized
Coefficients Coefficients

Model variable (N=459) B Std. Error Beta R? Sig.

1 (Constant) 3.335 132 25.219 .000
Rules of the company -.646 071 -.393 -9.130 .000
F=83.363 P=.000 R=.393 R2=.154 R2Adj 152

Source: researcher’s computed Yv

H6. There is a significant relationship between %) duct a Level of

effectiveness of communication channel in the Sulfo nda In strle T

In order to define the relationship betweenwcode of Conduct ar‘lQ“IeveI of
Y

communication channels, the researcher us%gof
and level of communication channels @ent va

\T _\
&
As presented in Table 4, |gnff|can del ared from the analysis

with F = 36.209, P=.000. It nhg ha
ation’ chi

the level of effectlve s of mmuni

indﬁnt variable

‘<

of c@gﬁét had significant effect on

aq@ls%(BZ _271, t= -6.017, p=.000).

However, the effect n meandé less the level of code of conduct,
the less the hi e I l of ffectn@ess of communication channels. The
mdependent (code of (ﬂct&ﬁmi achieved to explain about 7% of variance
in the c rlal}ke 0 ) efore the sixth hypothesis was supported. The

details are e osed in the Tab |ec‘)~§.

\ N
§
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Table 4.29: Simple linear regression between code of conduct and Level of
effectiveness of communication channels

Unstandardized Standardized
Coefficients Coefficients

Model variable (N=459) B Std. Error Beta R? Sig.

1 (Constant) 3.328 144 23.044 .000
Code of conduct -.465 077 -271 -6.017 .000
F=36.209 P=.000 R=.271 R2=.073 R2Adj 071

Source: researcher’s computed Yv

Hsa. There is a significant relationship between c ny activiti s Level of

. ' vc
effectiveness of communication channel in the Sulfo nda Industrie

| O

To determine the relationship between company Jsactivities an eveI of

\impleg&ﬂ regression
les; co@%ny activities and

anda Industries.

effectiveness of communication channels, e res rch%r\

or method enter test the relationship K\%hese vari

level of effectiveness of communication chann

0
As shown in Table 4. 3\|gn| i el eméa'e'd from the analysis with F

72.469, P=.000. It means th the compan aqtl@ had significant impact on the

Py b 4
level of effectiven \of

tion channels (B= -.370, t= -8.513, p=.000).
However, the i p

a
1 O
activities, th r fev fef(fgmveness of communication channels. The
mdepe |ablea.( om n a;‘év\mes) had managed to explain about 14% of

Whic@means the less the level of company
varlanc;\. e criterion varla = .137). Therefore, the seventh hypothesis was

ti

S d. The details dlsplayed in the Table 4.30.

S
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Table 4.30: Simple linear regression between company activities and Level of
effectiveness of communication channels

Unstandardized Standardized
Coefficients Coefficients
Model variable (N=459) B Std. Error Beta R2 Sig.
1 (Constant) 4.056 157 25.826 .000
Company activities -.715 .084 -.370 -8.513 .000
F=72.469 P=.000 R=.370 R?=.137 R2 Adj=.135

4
Source: researcher’s computed Yv
44 QUALITATIVE DATA ANALYSIS A@ wR THE
RESEARCH QUESTIONS Y.
This section covers respondents, data analysis pr e,’and reliabiki te’st.AQC'R/eII as

®
N , 4 X
Interview questions.

e ] QX\/
4.4.1 Respondents \

Three managers and five employ e%w Sul@m\yx I ({smes who had different
) e,

positions in the organization %te iewed. JTHey @tribed their job titles as

o _ Q7

including finance manage untllg n ger,‘ghe senior manager sells and

marketing and emp% rom '3

exportation as w@?'rectiop s\mry. T@éason that made researcher to select

them is that w anag F coqégtion with employees in which they
¢

i {vel(_gs communicate with customers, public and

communicate, with” each’ other
N
governr‘@ oritiés: }abl@ explain the interview guide.

=

C

o

u iL;g tomer care, importation and
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Table 4.31: Interview guide

Domain Name Position incl. reason for being Interview
description of selected Da
work \
responsibilities (ﬁj

Finance Respondent 1  Manager Communicating 30/01/14

with employees,
government a
customers

Sells and Respondent 2  Senior manager Communiéatin 30/01/14

marketing

Accounting  Respondent3  Manager '%0/01/14

’ ®
4
| S
Accounting  Respondent4  Employee @01/14
Y

Accounting  Respondent 5 30/01/14

Importation ~ Respondent 6 Py C [ 30/01/14

and wit nagers,

exportation

N

Importation  Respon ntyﬁwplo’ee I Q‘w mmunicating 30/01/14
and ith managers,
exportation \o' & é}, public and
customers
General R@w lEm yee a % Communicating 30/01/14
management i 'ion ary  with managers,
office public and
4 (C? customers

Source:

\

S€

4.4.2 Research and interview questions test

In\?l W questions

e interview was conducted in orally (face-to-face) and medium of English and

inyarwanda. These languages were chosen because the participants were local and

international as well as some respondents are not good in English. However, the
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researcher interpreted and translated the interview questions for some participants in
Kinyarwanda as well as their answers in English. The translation was confir
the rector of The Nile Source Polytechnic for Applied Arts (NSPA) as mentiofied in

the Appendix 9. The researcher used six questions for managers and f(ﬂ*stions for

employees. However, some questions were combined into eaq other as in

\X

4.4.2.1 The Role Understanding Competency in h n‘ag(dud works

experience
p ! c}
In order to answer RQ1, the researcher utiliz ee interview “ques iofﬂ Those
’ Y
gers a

interview questions were looking for responsytl)? h Qe\.’employees

communicate among themselves as coll@%ﬁ/ho the place and how the

communication processes upward amnw rd i c r@ny. However, he

examined interview question oneg:oa’ begoky

question. \ ' Ajé‘o

2 '
Interview question 1% are @m&p communication channels do you
use to communic@your 1ollea es inét%company?

N
Base Nter ew r o:rise,cgel types of communication preferred by

managers 4 of commun ating&dith their colleagues are totally different for

? >
emplo:(wanagers iev'ed t@t the most common communication with their
NV

co%

n communication with their colleagues is telephone (fixed line and mobile)

Qile some of them preferred face-to-face and SMS.

interpretation became five interview questions.

is internet followed™p telephone. While, employees agreed that the most
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The first respondent expressed his preference of communication channels
among managers and their colleagues by state the list of channels which pw!d
among managers. (o}
Respondent 1 said: A

“Internet, internet same thing, internet, telephone and inter there

are main full channels”. V

The participants argued the most used communicati@s b t\l/een mployees
and their colleagues as mentioned before by explaining why they use gertairt r{s’@n of
communication for example Respondent 5 said:

s X
N ampl Yl\&e/nl

bel to the

go out of the company | use whon
%‘ﬂ n@%ersonally

department we have depaw
telephone”. AN
= S

o S

&

Whereas Respondent 4 said: \

" &
“Almost we comleb for etam ke h@Ne close each other so
w
n

we use face-to% hen there d|sta® he or she is little far we
use internal telephone ev u

\ mo“yéjd him in order to discuss”.
Another respo @w erﬁ? [eviaj@espondents said with this statement.
@
EQ s
Responde tated:
o &
thg a

njsay mAinl use telephone because I can see if I talk

that one it will be b tt@‘i’ng others then I call him or if there is a case

;\Nhich we have to discuss | move to him in order to discuss it, we use

verbal language again mainly we use internal telephone”.

terview question 2: What are the most common communication channels do you

use to communicate with your employees in the company?
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According to participants, the communication between managers and

employees weather downward or upward stated that the most used commuw

channel is internet especially internal internet (outlook) as Respondent @mned

that: A

“Okay with employees, yes, we have email system okay andfalso all

communication we use it but we have also when weWunicate
directly we put it in email, email, it is locally also y, ahY.
Where managers send information to the head of departm thef spread them to

other channels,li as

other employees, and telephone is used too as well

mentioned in previous statement also as explaine espondent 3

“Also with employees we use telephonwmils aﬁd\u C N
N
0

s,

Interview question 3: And what arew& comm

you use to communicate with your Wers in \om%a
N

Based on respondents, %munﬂaﬁo e;twe(Q ployees and managers
weather upward or downwais}hatel mos @d communication channel is
i t

internet especially int%x rnet (outlook), bvh@'employees receive information
4

from managers th wthe\fiﬁ epam\ﬁéét/ then they spread them to other
e

employees. In meantim { es @fy to managers through the same tool of
communicat'chey use als 'nt{rntﬁgephone and external telephone in order to
accomp@ dutﬁ;oaj}gell as@h\er types such as face-to-face and walk talkie
wergﬁt'

d. >4
lone \c.)

mt@%tion channels do
AN

>

icipants stated that by giving example, Respondent 4 explained:

E “Managers sometimes send e-mails telling me what they need me to
do, and also I can reply it telling them that I have accomplished my
work or they can tell me face-to-face. Ok face-to-face eehhh but also
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telephone is used. There is mobile and fixed line, Ehhh internal

telephone, e-mail and face-to-face”. T

Another Respondent expressed that supervisors are accessed to interne@they
receive messages and send them to other employees where said: A

“First of all the department has chief, And the chief access t@ E-mail
then manager send message to chief of department We chief

spread it to other employees”. Y.

The Appendix 14 displays interview questions on “the oMpnv(u,sed

. _ | &
communication channels based on role understan ompetency. =
4 \/Y*
4.4.2.2 Organization’s Culture Awarenetweten

In order to answer RQ2, the reseM
interview questions were loo @jor rea\nsTa Aanswers about most

o >y
communication channels whi ul Jn theycom ; how the organization
A%
communicate with gover uth1i les.a WG@G the company and publics.
However, the research%i d and_teste i?ér\hg question one by one before he
’ &
combined replies Wers tp r h queﬁﬁ.
N | éQ
. (q i o P,
Interview guestion 4: Wh e
Sorihd)) D
are usew com{a f
All Adents agreed that m@ommon communication channel used by managers

@onees in Sulfo Rwanda Industries is telephones (mobile and fixed lines)
d wed by internet, respondent 3 said:

“Here in the company we use telephone, we use ehhhh Emails, or

~

outlook™.



188

Furthermore, they use other communication tools such as face-to-face,
addressed documents, and SMS as mentioned in flowed up answers. Accordinw
respondents the channel or medium of communication is useful accordin@rvice
or department and the moment is needed. A
The respondent expressed more by explaining more details. Respandent 1 further

information:

intercoms we have communication among th

radio, radio communication (walk talkie). y
communication to telephone and inter@\ our eh nILran’
P 4

circular yes”. T
N B
\‘f N

Interview question 5: What are the o%‘xmon c mtﬁ@tion channels do

you use to communicate with gover@ent auth T /<\

The government authorit ower and_| islat'6rho organise the interest

between nation, publics and M ent es. I@% Sulfo Rwanda Industries,

managers responded trc the zost common mm@ion tool used to communicate
tters a@s wi "E alls.{'efe}(elephone is used in particular time

between compan&gover ent thorit@?espondent 1 and 2 they mentioned it

o | | &
belief wh \ af * )
in belief w er%d al ?X\(ﬁl |
” -%an tters”’/and “yedhit letters, e-mails”.

-\. N
\ e company also usgr)adio and newspaper as types of communication with

%ment authorities through announcement as Respondent 3 explained:

0 “Government authorities we use telephone they send letters and we

send letters to them and they send letters to us, which means we use

with government is le
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telephone, letters and sometimes announcements through radio, Eehhh

and newspapers”. T

Interview question 6: What are the most common used communicatiﬁsaels do

you use to communicate with public in the company?
The organization engages in communication between itself a ;its publics by

informing key audiences, constructs or forms significant r Iath and brings vital

Ifhdustries,
|

sed to communicate

Y'
ws@s types of

communication with public through adverti how,:* e respondent 2
said: \ O

“Ehh public message you oa meape ormallyswe use printing

media as well as it duri vertisements, es',‘y rinting media like
newspapers like magazines, yes,“oka e@“&also also we have |

mean if it is particul party fpartigularl ement particularly area
we have our our | mean a{ no'e(h-t}@h we use lorry shows, yes,
that also is p\@comtﬁm fon”. %
A &
N OO0 O
The Responge(f@dd the website Jnd@cl?phone calls where said:

N
% all fe h ?Webs% customers look what they need, what
m

% ny has but almos 4@37 come here when they have problem they
use telephone for exarﬁﬂe; when customer come and buy goods, then
é\xe or she leave the check after we find that there is no money on his
0 account number because they leave their telephone number we call

them then we solve the problem”.



190

The Appendix 15 illustrates the interview questions on the most common used

communication channels based on organization’s culture awareness competen YV

4.4.2.3 The Employees’ Performance Competency and Level of meness of

Communication Channel
In order to answer RQ3, the researcher addressed one interview. uestc to response
the research question three, that was looking for answers abo communication

channels which useful organization and customers. Th interview
question seven in order to answers research question three \
Interview question 7: What are the most com se nh\lcj;tly nnels do
you use to communicate with customers i Nm am/? {

ber @ustomers whether

Sulfo Rwanda Industries as blmny ash | L

internal or external customer. e a ’%UI of connection and
0
communication among mar& emp f S& Rwanda Industries and

customers as well as pubI| aIL@)ondentS stated that the most

&

(
communication tool us%/een th\g ny @stomers is internet, followed by
telephone as Res;@w; sald

“Flrst we haye s1|e gt_oﬁners look what they need, what
s but almos hgy @e here when they have problem they

hone’f

n customer come and buy goods, then
he leave the cﬁ ck\?f.ter we find that there is no money on his

ount number becaﬁse they leave their telephone number we call

\h?em then we solve the problem”.
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However, there are some cases such as advertisements, where the most used

communication channel used is printing media like newspaper and ma?!u.

Respondent 2 said:

“We use printing media as well as it during advertisements,

printing media like newspapers like magazines”.

X

Also, face-to-face is preferred communication tocW'lerms of internal

warning.

The participants expressed more by stating exam espon ent 8

customers to solve some problem as well as letters ed*to i\‘e them brief or
]

“yeahhh there is two types of customer ere is te 1 usto qgs-and

external customers, like you novty cus xtern ecause

you come outside you need
colleague come from other, epart e

mbaccountability

qgg}tment or from

come here to general dire€ti frg
cosmetic or soft factor, s something Rere alkﬁffhem there are my
customers | should |cate them. Uhhh. Again

‘3«/

t we use telephone, and

mainly let me s tWI internal custemer a :
we use E-mails that olitlook wé alsotthe book which we register in

order to av Meone O& say or example write punishment

letter mi |n the soap department even the
Ietter ten Ipuldchave evidence that in the department
, chief

th seen

epartment if have seen it he should

at pefg fhav§;/e?1 him punishment that also is kind of

mumcatlon becau c%'e' can say that he did not get that letter”.

0& The Appendix 16 shows the interview questions about the most common used

munication channels based on employees’ performance.
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4.4.2.4 Ways of communication that are used regularly among employees and
employers

The researcher used questions which ask ways of communication in ord z ke

interview more clear and understandable. The accounting manager S&ad that
C

managers and employees the process that are followed in terms% ontact almost

internet when they gives orders, instructions and changes, flxe lephone when
they talk about works, which does not mean they do not oblle phone. He
elaborated that when managers give employees orders ap s'such S memos,
post and letters, which was confirmed by direction secretary”’Res ond 18 said: Y

“Yes letters are important for example in ation we need g1ve‘a\‘l~

staff as | work in the general d|rector| % ich s'fg?zgj

by general director which inform t)'w ething or-arders. | Vge is

training we are organizing whi c&’ som ecau’s@ we have

more than 600 staff and arounhw depart in t_h\ se we use

service letter and we post i, so we @end it through

E-mail that outlook in %vouﬂsom thg?n say that he did

not see it”. &Q

The participant d| erentia

Respondent 3 sm&\ <$
. N .
“Here N fixed lin te]lap]&%e/ we do not use mobile between
rs)

ma@v when westa aéo@orks we use fixed line ehhh”.

b9

ey explained the dlff@gme between internet and outlook where it defined as

)
o
=1
@
QD
S
o
3
)
=)
©
g
=
)
S
o]
w
QD
w

AV
C&

pany’s internet the Respondent 6 said:

0% “Okay there is some kind of little difference because I can say that here

we have our own system of communication”.
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In addition, during discussion with respondents, the researcher noted
that social media including Facebook are used in the advertisements andv
publicity not in the process of information between managers and employ@}

The Appendix 17 indicates interview questions of ways of co ication that
are used regularly among employees and employers from interview.

Q)

4.4.2.5 How specific communication channel be selected z l
The researcher asked how they select one or more commugicatio an order to

@
transfer information between management and work icially and fe':t@?rhe
emplo

direction secretary described that managers gcc to\iT/%rmation

rd. Th ed line and

through internet (E-mails) and letters eithemdownwar

QD

mobile telephones, SMS often select S@the info

among employees and department(%ile, m ?ro igéto employees memos
. 5> Y.
and post as public announc that “was fir y direction secretary.

&
Respondent 8 said: \ AN

o S
“Also there ar% you seg like Jwhe e is one of employees,
| di

then the genera tio v@ teﬁ@m something, uhhh, such as

transfer frofh départmedt to ahother 'n%’rat case we use letters, okay or

there isﬁ&ﬁ at he Fid r’(@ake that should be punished, uhh
¢
there ‘tgwe oral pu r‘entj there is others we have to write

t &H’W y%ugp ni@ent ehhh. Also we use memos. Small

ou write m‘nagé('or ehhh. It is like ehhhh here does not go

is internal we use.internal memo for example we need to give
\nstructions to Gikondo department we use memo. For instance last day

0‘% when we were in HCT management system memo was done to inform

n @%ferred horizontal

—+

means there is a team of HCT members so they inform that these those

are members of HCT they inform like that”.
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The participants differentiate between fixed line and mobile phones as Respondent 5
said:

“You see that we use fixed line and also mobile phone. For exa@
when | go out of the company, | use mobile phones that belo th

department. We have department’s mobile phone not ?gl'lally

@

They explained the difference between telephone z face-to-face as well

telephone”.

as they can meet each other when staffs work in the same,envir nMNorkplace
]

such office the Respondent 8 said: ' _\0}
“I can say also that we mainly use tele eca&fl’q ealize if I
talk to that one it will be bothering w en | im or if there is a
case which we may have to disc% ve T}im

it, we use verbal Ianguage\
telephone.”. % \T ,<\
? VS

q
The Appendix 18 indi&' tervie e ons&fzsw certain communication

channel is used among an&ﬁnd e’wplo Iin$\ular case from interview.
% 4 2 CQ

4.4.2.6 Why certali Munic]atio\hanne Chosen

The researcherﬁ& hy‘ f par(igﬁ'ar communication channel in specific

situation i %to nvz(n r\{e@ore logical and reasonable. The direction

secretar@i} d thaf | S a@nployees access to information through internet

(E-mrai and letters eithe@wnward or upward, because these types of
co}smicaﬁon may remain in the archives of the company. Also it may help

@1 agement to keep those hardcopies as well as softcopies as references as evidence
h

at certain rules, instructions, punishments and orders are given to employees. At the
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same time employees may refer to those copies show that they reply and cope with
work as well as they understand and follow the management’s orders and instruw
\
(a)

The face-to-face communication, fixed line and mobile telepm;vlls, SMS
often selected when the information transferred horizontal amongy€mployees and
departments, because that assist staffs to get more explanations ny kind of task
performance. While, managers provide to employees Ya.nd' post as public
announcements, these types of communication are mor ectiv Iy\qudformation

X
regard the whole company’s staffs that was co ed by} dir iO'l _s\é%etary.

Respondent 8 said: \f Q
“If there is training we are organiging ;hic \8

because we have more than 60 S%’\ aro Seven d@qments, in

0) can it then

this case we use service letter an post it.

we send it through E-mail t tIook'(jb‘xﬁ 0 \@d someone who
can say that he did no!% it. ﬂl re arecgﬂers you see like
when there is one of ew es, t

eneralidirection needs to tell
him something, hrWh as ftrans rosr§§\partment to another in
that case we u% s. Okay? or h‘arl% eport that he or she did
mistake tha WI bel \|9he , uh (h.ere is some oral punishment

: 2

d
and there 4s 6thers we*have rite

N
N OO0 O
2 9
Th iCipants differentia e&tfetween fixed line and mobile phones as
R
Respo aid: X~
\ most we use fac}c‘t?)-face but sometimes we could need to
ommunicate with workers at other branches such as Gikondo or

QE Cosmetic so we use internal telephone”.
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They explained the difference between internet and outlook where it defined as

own company’s internet the Respondent 7 said:

“If one colleagues exit outside we can call him to his personal m%\
phone using central telephone which call outside we can ask )’M

we need to know”.

sw why  specific

S ir' particular case

\d

The Appendix 19 indicates interview question

communication channel is used among managers and e

from interview.

]
|

=
4.5 THE COMPARISON BETWEEN QU TIV D UALTI‘ATIVE
RESEARCH
After the results of both quaIitative a |tat|vg]ar cord he researcher
compared between them based on me ed three eten@ namely (RUC),
(OCAC) and (EPC). Each of the e C|e are he other as follow.

(..)

z/ék)

4.5.1 The Comparison of Role Understandmg Comgetency

In order to compare r%} both 'qMLW% qualitative data, the researcher

answered RQ1 by 0 ' at bbth ings o%uantltatlve and qualitative techniques.

Responses to en omm @els as mentioned before that were used
by the ma d thelem es &e'examlned As convergent parallel model, the
quanti Its hat managers and employees of Sulfo Rwanda

believed themselve&a most experienced with addressed documents, with
practice with Facebook. However, the experience with other channels which
face-to-face, landline telephone, mobile (cellular) telephone, SMS and E-mails

placed between these two channels.
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On the other hands, the qualitative findings presented that the types of
communication chosen by managers in terms of communicating with their col
are absolutely dissimilar with employees. Managers assumed that the m(s%hmon
communication with their colleagues is internet followed by tele Whereas,
employees favoured that telephone (fixed line and mobile) WhilWe of others

preferred face-to-face and SMS are the most common comenW channels when

NY.
In addition, the participants believed t@;net is | the ojt @s of
ph

communication followed by internal and ext one. me@ed other

X

communication channels such as face<e-fa and\ walkie-talkie.™~in  terms of

communication between managers a@yees w d@Nard or upward

communication in order to complete their assign T ,<\
> S
\ \j \%

4.5.2 The Comparison of OrEanization’s Cult'u re Awareness Competency

they contact with their colleagues.

According to findings fr uantitative dlqb@jtative research approaches, the

4
researcher answered% by vt'
techniques. Resw ot

¢

that were use he manag

:
th fi%ﬁ}g/s from quantitative and qualitative

omnaéﬁeation channels as expressed previously

!
and @%@mployees were tested. As the methods of
N
converg% lel, the Mtativ@sults indicate that the managers and employees
of S@Wanda Industries be{%\/ed that the most common communication channel
N

ddressed document in all variables namely the core values of the company,
thésrules of the company and the code of conduct. However, the lowest means of
ommunication is Facebook in terms of the core values of the company and SMS for

the rules of the company and the code of conduct. In contrast other communication
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channels which are email, face-to-face, landline telephone and mobile phone placed

between those two extremes. T

In comparison with the qualitative findings, the data indicate* the most
communication channels in the company are telephones (mobile Qd fixed lines)
followed by internet. Besides, they use other communication meansfsuch as face-to-

face, addressed documents, and SMS.

Moreover, letters and emails were preferr@anager as nﬂ)s@mon
communication tools used to communicat ) goﬁ authq‘,ﬁes. The
telephone is used in specific period betw%ﬁpa

an overn@:{ authorities.
Respondents indicate that the organizw uses ra dn per as means of

R

@cement, while the

communication with government%orities
N

company uses print media a% ma@azin dewspaper and lorry show to

communicate with publict%@dve’i : -é\
(,) 'S
Jc’

S

«f £
4.5.3 The Comparison of Em};loyees’ Performance Competency
N ~
In comparison ,0f ntitati qualitative research approaches findings, the

i
enﬂingﬁ@m both results quantitative and qualitative.

\ :
researcher an%i RQ83 by

N
Based % Employees; erfo@ce Competency, the findings indicated that

managers and employees of @mpany favoured to use addressed documents for

c accomplishments followed by e-mails, however, the lowest was Facebook in

:te s of company activities. Face-to-face, mobile and others channel of
mmunication are in between all.
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On the other side, the researcher reviewed the qualitative results. Practically all
respondents specified the internet as the most communication tool used betww
company and customers, followed by telephone. But, printing media lik aper
and magazines are used in some cases such as advertisements. Beside#&%to-face is

favoured communication type in terms of internal customers to solve $éme problem as
4.6 THE FINDINGS .\d

L
The major relation of both method of this rese Is thatf test c*t @;ze:red
communication channel among managers and_e onee{ t S@* Rwanda

are t preferred

well as letters are used to give them brief or warning.

Industries. In addition, both approachw;ine
communication tool among the ot\c@municat an@g that belong to

s and employees use

_ N
one of the most perceived

mminicati 4 ch s among face-to-face,
S &
addressed documents, mohile (céllula ne cal@land (fixed) lines telephone
calls, SMS, e-mails a%mgook b

4 s
their most preferred@muni \Q nneg?é’e-mails and addressed documents

from both quantita a

i
organizations edia are mg' utg;?nassively. The emergence of both internet

N

and tec?% have;p%d many hew communication channels which range from
Yv

e-mail, ipstant messenger and\@;oial media. Each of these communication channels
SE\N have its own features and functions. Executives and employees as well as the
0 ization utilize these communication channels according to their preference, task

d situation. Both medium, traditional and new media are practiced in the

organization. This study can extend the research towards the social presence and
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media richness theory as some of the do inline and contradicts among these theories.
That is the most common variable from both qualitative and quantitative meas
of this study is e-mail followed by addressed documents, face-to-fa Ilne
telephone, mobile telephone, SMS and Facebook. A
N
The results of both qualitative and quantitative techniq rom this study
show that managers and employees of the mentione %

l(Squo Rwanda

industries) preferred rich communication channel a addressed

documents, mobile (cellular) telephone calls, Ian%w lines e'cg{s-)\\SMS

e-mails and Facebook. Based on the Organiz ture? A ess.C petency
mostly is addressed documents, teIephone@g

d ile) a@s’o favoured.

However, other means of communlc alls face® aceé’rs and Facebook)
as well are useful but in dlfferent Ie e useful T &
N
[} A <§_—>
&

The findings from b &itat' nd-quanti from the research displays

that managers and @ es ofI;.SJ) 'R«@'nda industries favoured rich

communication ch wmoni ace g essed documents, mobile (cellular)

telephone calls,glan

epho&/&élls SMS, e-mails and Facebook based

!
CJmlt(:e?cy mostly is E-mail followed by addressed

on the Em s W Perf
docume S -to-fac ile td@'uone calls, landline telephone calls. However,
oth ns of communlcatlon@g:h as SMS and Facebook considered least useful.

: E At the moment quantitative data indicate the negative relationship between
dependent and dependent variables, the findings from qualitative from the study

show the way, how and why managers and employees of Sulfo Rwanda industries
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used particular communication channel in specific situation. Managers and employees

contact each other through internet (E-mails) and letters either downward or

because these types of communication may remain in the archives of t@any.

Also it may support management to keep those hardcopies as well copies as

references as evidence that certain rules, instructions, punishmentSgand orders are

given to employees. Meanwhile, time employees may refer t tmopies show that
e

they reply and cope with work as well as they u nd follow the
management’s orders and instructions. \d
]
4
| S
ication, t@' line and
X

form transmitted

The findings also demonstrated that facestos

mobile telephone calls, SMS often ch% he

horizontal among employees and dewa because ass@xaffs to get more
explanations to any kind of task pe%ance.Mn 9(‘\5\provide to employees
n% 2
()

memos and post as public an ents, thesestypes mmunication are more

~— &
effectively when informati% th1 ole mp‘zgéstaffs.

4.7 SUMMARY OWAPTIIE %
The chapter cantentsywit tion C;%Ahe chapter which involved the data

!

#

collection pro% the nz:;%)ﬁc &@ and findings of the three main research
questio@ﬁagqﬁn nt } coméhnication channels in Sulfo Rwanda Industries.

b9

However, the chapter reports t\l@iéspondents’ demographic back ground, quantitative

-
37

a xlitative data analysis and findings, also reliability test of both research

0 ods approaches.
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In addition the chapter shows the research and interview questions test, the
comparison between quantitative and qualitative results. Lastly, it prese

findings from each approach data as well as the comparison of two methm%\



