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Internal communication is a critical element in shaping corporate reputation, yet it
influence on employee perceptions remains underexplored in the context of technolog

companies. Existing research has primarily focused on external communicatior
strategies, leaving a gap in understanding how employees' subjective experiences o
internal communication affect their view of the company's reputation. This stud
addresses this gap by exploring the lived experiences of employees in relation to interna
communication practices using a phenomenological approach. By conducting in-dept]
interviews with employees from various levels of technology companies, the stud:
reveals that transparent, consistent communication fosters trust, alignment witl
organizational values, and positive external representation. Social media, while :
potential risk, was also identified as an opportunity for employees to engage in shapiny
the company's public image. These findings highlight the importance of interna
communication in managing corporate reputation, suggesting that companies need tc
refine their strategies to better align with employees' perceptions. The study contribute
to the understanding of how internal communication practices shape corporate reputatiol
and offers insights for future research on communication in organizational settings.
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INTRODUCTION

Internal communication plays a crucial role in shaping the perception of corporate reputation,
particularly within the context of modern technology companies. In today’s dynamic business
environment, where organizations are increasingly reliant on digital communication tools and global
networks, the manner in which information flows internally can significantly influence both the
internal and external image of a company (Ma & Zhou, 2024). Communication practices within
companies have evolved from traditional methods to more digital and collaborative formats, which
reflects the growing need for transparency, consistency, and engagement across all organizational
levels.

The phenomenon of internal communication’s impact on corporate reputation is particularly
relevant in the context of technology companies, which are often at the forefront of innovation and
digital transformation. These companies rely heavily on their image and reputation to attract talent,
investors, and consumers. As a result, the ways in which employees perceive and engage with internal
communication can directly affect how the company is viewed externally. The corporate reputation, in
turn, influences how stakeholders—both internal and external—interact with the company, further
emphasizing the interdependence between communication strategies and corporate image.

The relevance of this phenomenon extends beyond organizational boundaries and touches on
broader societal and cultural aspects (Maqableh dkk., 2021). Internal communication, when
effectively managed, can foster a sense of belonging and trust among employees, which is essential in
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maintaining a positive corporate culture. However, when communication breaks down or becomes
fragmented, it can lead to confusion, distrust, and misalignment with the company’s values. This
raises the need for an in-depth exploration of the subjective experiences of employees in relation to
internal communication, as their perceptions are key to understanding how communication practices
are internalized and acted upon.

Given the significance of these experiences, there is a clear need for a phenomenological
approach to explore how employees at various levels within technology companies make sense of
their communication experiences (Jackson dkk., 2022). Such an approach allows for a deeper
understanding of the meaning they attach to internal communication processes and their subsequent
impact on corporate reputation. By capturing the lived experiences of employees, this study aims to
provide insights that can help refine communication practices within organizations, ultimately
enhancing both internal coherence and external perception.

Research into the subjective experiences of individuals in the context of organizational
phenomena has increasingly become a critical area of study, particularly in the field of
communication and corporate reputation. This line of inquiry focuses on how employees perceive and
internalize communication practices within their organizations, offering insights that are not merely
concerned with statistical or quantitative data, but with the deeper meanings and lived experiences
that inform their behaviors and attitudes. These experiences are pivotal in understanding how internal
communication shapes the reputation of a company and the broader implications it has on
organizational success.

However, studying such subjective phenomena presents several methodological challenges.
Traditional quantitative methods, which focus on statistical correlations and generalizable outcomes,
often fail to capture the complexity and richness of human experiences (Gallacher dkk., 2022). These
methods are ill-suited for probing the depths of individual perceptions, emotions, and the nuanced
ways in which internal communication affects the psyche of employees. In contrast, qualitative
approaches, particularly phenomenology, offer a means to explore these intricate dimensions, but they
too are not without their challenges. The reliance on narrative data, such as interviews, necessitates
careful consideration of how experiences are articulated, as well as the influence of the interviewer-
participant relationship on data collection.

Despite the growing body of research in organizational communication, much of it is still
limited by an over-reliance on quantitative models that overlook the subjective and experiential nature
of communication within the workplace. These limitations render many previous studies insufficient
in fully capturing the essence of the phenomenon. As a result, the current understanding of how
internal communication influences corporate reputation remains incomplete, as previous research has
primarily focused on surface-level metrics or external communication strategies, neglecting the
internal, personal experiences that shape the perceptions of employees themselves.

This gap in understanding underscores the need for a phenomenological approach that delves
deeper into the lived experiences of employees, allowing for a more holistic comprehension of how
communication practices within a company are perceived and internalized (Kyne dkk., 2021). By
addressing these challenges and focusing on subjective experiences, this study aims to contribute
valuable insights to the field of corporate communication and organizational behavior.

Current research on internal communication and corporate reputation predominantly utilizes
practical, often quantitative, approaches to analyze the relationship between communication practices
and company image. These approaches typically focus on metrics such as employee engagement,
satisfaction, or external perception, offering valuable insights into general trends and outcomes.
However, these methods fall short in capturing the deeper, subjective meanings that employees attach
to their experiences with communication within the organization (Nina-Gutiérrez dkk., 2024). By
relying on surface-level data, they fail to explore the rich, nuanced experiences that shape how
employees perceive and internalize communication strategies, thus offering an incomplete
understanding of the phenomenon.
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The limitations of these conventional approaches lie in their inability to fully grasp the
personal, lived experiences of employees. While useful for assessing general patterns or outcomes,
they do not account for the individual variations in how communication is understood, experienced,
and acted upon (Zhang dkk., 2021). This gap in understanding calls for an alternative method that can
more deeply explore the essence of these experiences. A phenomenological approach, which focuses
on the subjective and lived experiences of individuals, provides a valuable solution. This method
allows for the exploration of the meanings that employees attach to internal communication practices
and how these meanings influence their perceptions of corporate reputation.

Adopting a phenomenological approach offers an opportunity to uncover the rich, complex
layers of experience that quantitative methods cannot reach. By focusing on the personal and
subjective aspects of internal communication, this study aims to fill the gap in our understanding of
how communication shapes corporate reputation, providing a more holistic and nuanced view of the
phenomenon. This deeper exploration can contribute to more effective communication strategies that
align with employees' lived experiences, ultimately fostering a stronger organizational culture and a
more positive public image.

Previous research on internal communication and corporate reputation has primarily relied on
quantitative methodologies to examine general trends, often overlooking the personal and subjective
experiences of employees. Studies have highlighted the importance of communication strategies in
shaping corporate image, but few have focused on the deep meanings and lived experiences that
employees associate with these strategies. For instance, research by Saini (2025) emphasized the role
of internal communication in fostering trust, while Voillot dkk. (2022) explored crisis communication.
However, these studies did not delve into the nuances of how employees perceive or internalize
communication practices. The theoretical foundation for this research is grounded in
phenomenological theory, which prioritizes the lived experiences of individuals and their subjective
interpretations of organizational phenomena.

The phenomenological approach was chosen for this study because it allows for a deeper
exploration of employees’ lived experiences with internal communication and its impact on corporate
reputation. Unlike traditional methods, phenomenology seeks to uncover the essence of personal
experiences without imposing preconceived categories. This method provides a more holistic
understanding of the phenomenon by focusing on the meanings employees attach to their experiences
within the company. By addressing the knowledge gap identified earlier, phenomenology offers a
means to explore how employees' perceptions and interpretations shape the reputation of the
organization, thus providing more comprehensive insights.

This article is structured to guide the reader through the various components of the study.
Following this introduction, the context of the phenomenon will be explored, highlighting the
significance of internal communication in technology companies (Sanders, 2019). The methodology
section will describe the phenomenological approach used, detailing the data collection process and
the analysis methods employed. Next, the results will be presented through thematic analysis,
followed by a discussion of the findings. Finally, conclusions will be drawn, offering implications for
future research and practical applications in the field of corporate communication.

RESEARCH METHODS
Study Design

A phenomenological approach was adopted to explore the subjective experiences of
employees regarding internal communication and its influence on corporate reputation. This design
was selected due to its ability to uncover deep meanings and perceptions related to the lived
experiences of individuals. Phenomenology focuses on understanding how people make sense of their
experiences, providing valuable insights into the personal meanings that employees attach to their
interactions with communication practices within their organizations (Bogen dkk., 2022).
Specifically, a descriptive phenomenological approach was employed to capture the essence of these
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experiences without imposing preconceived theoretical frameworks. This method allowed for a
thorough exploration of the participants' lived experiences, emphasizing the significance of their
personal perspectives in understanding the phenomenon.

Participants

Participants were selected through purposive sampling, aimed at including individuals who
had direct experience with internal communication within their respective companies. The inclusion
criteria required participants to be employees of technology companies, with at least one year of
experience within the organization, and familiarity with both the company's internal communication
processes and its corporate reputation (Chen dkk., 2023). Exclusion criteria involved employees
without direct involvement in communication practices, or those with less than one year of tenure at
the company.

In total, 12 participants were included in the study, with an equal distribution of gender, and
their ages ranged from 25 to 50 years, with an average age of 35 years. These participants held
various positions, including entry-level, mid-level, and senior management roles, providing a broad
spectrum of insights into how internal communication practices are experienced at different
organizational levels.

Data Collection

Data were collected through semi-structured in-depth interviews, designed to allow
participants to express their experiences and perspectives freely. The interview guide was developed
to explore themes related to internal communication, corporate reputation, and the perceived impact
of social media on these aspects. Interviews were conducted individually in a quiet, comfortable
setting to ensure that participants felt at ease and able to share their thoughts openly. Each interview
lasted approximately 45 to 60 minutes.

Interviews were audio-recorded with the consent of the participants and transcribed verbatim
for further analysis (Schuck dkk., 2024). No standardized instruments or protocols were modified;
however, follow-up questions were incorporated into the guide to deepen the understanding of
responses where necessary.

Data Analysis

The data were analyzed using thematic analysis, a method well-suited to the
phenomenological framework for identifying and interpreting key themes from participant narratives.
The process involved multiple stages, beginning with the careful reading of transcribed interviews to
gain familiarity with the data. Significant statements were then identified, and these were coded into
categories that reflected central themes related to the participants' experiences of internal
communication and its impact on corporate reputation.

Thematic analysis was performed iteratively, with constant comparison across the data to
refine themes and capture the essence of each participant's experience. NVivo software was utilized to
assist with the coding process, though the focus remained on the interpretative and phenomenological
nature of the analysis (Farokhnia Hamedani dkk., 2024). This approach ensured that the themes
identified were grounded in the participants' subjective experiences.

Ethics

Ethical approval for the study was obtained from the relevant research ethics committee.
Informed consent was secured from all participants, and they were assured of their right to withdraw
at any point without consequence. Anonymity and confidentiality were maintained throughout the
study, with all data securely stored and accessible only to the research team. Personal identifiers were
removed from the transcripts to protect participants’ identities. Participants were also informed of the
purpose of the research and how the data would be used. The study adhered to ethical standards in
accordance with international and local guidelines for human subject research.
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RESULTS
The Impact of Internal Communication on Employee Perceptions of Corporate Reputation

The participants expressed varied experiences regarding the role of internal communication in
shaping their perception of corporate reputation. For many employees, effective internal
communication was viewed as a key factor in fostering a sense of belonging and trust within the
company. One participant, a senior marketing manager, shared:

"When communication flows clearly from top to bottom, I feel like I am a part of
something bigger. It builds trust and shapes my understanding of the company’s values, which in turn,
impacts how I represent the company externally."

Another employee in a mid-level position highlighted how communication not only
influenced their understanding of corporate reputation but also impacted their approach to interacting
with external stakeholders:

"Clear communication internally gives me the confidence to explain the company's vision
to others. I feel aligned with the company’s goals, and that translates into how I represent the
company to external partners."

These findings reveal that employees perceive internal communication as integral to their
understanding and representation of corporate reputation, linking it closely to their professional
identity.

Internal Communication's Impact on Reputation

v

Corporate Reputation

Employee Perception —b/ \

Effective
Communication

The Role of Social Media in Shaping External Perceptions of the Company

Participants also identified the growing influence of social media on the company’s
reputation. Employees at different levels spoke about how social media has become a primary channel
through which the public forms perceptions about the company. A junior employee in customer
service stated:

"What we share on social media is so important; people outside the company judge us
based on those posts. Sometimes, I feel like we have to be extra cautious, because everything we do
can affect the company’s image."

In contrast, some employees felt that social media provided a platform for more open
communication, where they could actively participate in shaping the company's reputation. A senior
HR executive remarked:

"I believe that our presence on social media can help humanize the company. It’s not just
about corporate messages, but also showing the human side of our work culture, which resonates with
external stakeholders."
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This theme highlights the dual role of social media: as a potential risk when not managed
carefully, but also as an opportunity for employees to contribute to the company’s public image.

Transparency in Internal Communication and Its Impact on External Trust

Transparency emerged as a significant theme in how employees viewed the company’s
reputation. Many participants felt that when internal communication was transparent, it built trust both
within the company and with external stakeholders. A project manager reflected on this:

"When the company shares both good and bad news transparently, it strengthens my belief
in the company’s integrity. I can then confidently talk about our products and services, knowing I’'m
fully informed."

On the other hand, employees who felt that communication was not transparent noted feelings
of disconnect and doubt. A mid-level employee from the finance department stated:

"When I don’t get the full picture, it’s hard to defend the company’s decisions. It makes me
question what’s going on, and that hesitation may be noticed by external contacts."

These observations underline the crucial role of transparent communication in fostering both
internal alignment and external trust.

The analysis reveals that internal communication significantly influences how employees
perceive the company's reputation and how they communicate this to external stakeholders. Effective
internal communication fosters trust, clarity, and a shared understanding of the company’s values,
which in turn, positively impacts corporate reputation. Additionally, the growing role of social media
and the need for transparency have become critical factors in how employees engage with and
represent the company externally. The findings suggest that internal communication is not only
essential for internal coherence but also for managing the company’s external reputation, emphasizing
the need for strategic communication efforts in both domains.

DISCUSSION
Summary of Key Findings

The findings of this study highlight the significant role that internal communication plays in
shaping employees' perceptions of corporate reputation. The data revealed that when internal
communication is clear, transparent, and aligned with the company's values, employees feel a deeper
connection to the organization, which positively influences their representation of the company to
external stakeholders. Additionally, social media emerged as a dual-force in shaping perceptions, both
as a potential risk and an opportunity for reputation management. These experiences underscore the
importance of communication strategies in maintaining internal coherence and external credibility,
providing insights into the essential elements that impact corporate image.

Contribution of Findings to Research Question

The study provides valuable answers to the research question by revealing how internal
communication shapes the corporate reputation from the perspective of employees (Marty dkk.,
2024). By focusing on employees' lived experiences, the research sheds light on the internal dynamics
that influence external perceptions of the company. The findings demonstrate that effective internal
communication fosters trust, a sense of alignment with organizational goals, and an enhanced ability
to represent the company externally. These experiences directly address the gaps in understanding the
subjective nature of internal communication and its subsequent impact on corporate reputation,
offering a nuanced perspective that was previously underexplored in the literature.

Relation to Literature and Previous Theories

The findings of this study align with previous research on the importance of internal
communication in shaping organizational outcomes. For example, Timimi dkk.(2019) emphasizes the
role of clear communication in establishing trust, which is echoed by the participants' experiences in
this study. The finding that transparency enhances both internal trust and external reputation also
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supports the work of Perella dkk. (2023), who discussed how transparency in corporate
communication fosters credibility. However, this study goes further by examining how these factors
are internalized by employees, offering a deeper understanding of the subjective meaning they attach
to communication practices. Additionally, the influence of social media on corporate reputation, as
explored by Morini dkk.(2025), is reinforced in this study, with participants acknowledging both the
benefits and risks of digital platforms in shaping public perceptions. These comparisons highlight how
the present study builds on existing theories and enriches our understanding of internal
communication's role in corporate reputation.

Explanation of Findings Implications

The findings of this study carry significant implications both scientifically and practically. On
a scientific level, the study deepens our understanding of how internal communication influences
employees' perceptions of corporate reputation, emphasizing the need for transparent, consistent, and
values-aligned communication strategies. From a practical perspective, organizations, especially those
in the technology sector, can benefit from these insights by revising their internal communication
practices to foster trust and enhance employee engagement, which, in turn, can positively affect
external perceptions. Furthermore, the study highlights the dual role of social media, suggesting that
companies need to carefully manage their online presence to mitigate risks while also leveraging it as
an opportunity to reinforce their corporate image. Socially and culturally, the study underscores the
growing expectation that organizations maintain open and authentic communication with employees,
as these internal dynamics play a significant role in shaping the broader public perception of the
company.

Study Limitations

While this study provides valuable insights, there are several limitations to consider. The
research sample was relatively small, consisting of 12 employees from technology companies, which
limits the generalizability of the findings to other industries or broader employee populations.
Additionally, the study focused on employees from a specific geographical context, which may not
capture the global variation in experiences or perceptions of internal communication. The
methodological approach, though effective in exploring subjective experiences, is inherently limited
by the participants' ability to articulate their feelings and experiences accurately (Kar dkk., 2021).
Future research could address these limitations by expanding the sample size, exploring different
industries, and conducting longitudinal studies to observe how perceptions of communication and
reputation evolve over time.

Prospective Directions for Future Research

The findings of this study open avenues for further research that can expand the current
understanding of internal communication and its role in shaping corporate reputation. Future research
could investigate how internal communication practices impact employees in other industries,
including those outside the technology sector, to see if the findings hold across different contexts.
Additionally, longitudinal studies could examine how changes in communication strategies influence
employee perceptions and, consequently, the external reputation of a company over time (Schoultz
dkk., 2021). Another promising area for research is exploring the impact of emerging digital
communication tools and platforms on internal communication and corporate reputation, particularly
as more companies embrace remote and hybrid work environments. These directions could provide
further insights into the evolving nature of communication within organizations and its broader
implications for corporate success.

CONCLUSION

This study explored the impact of internal communication on employees' perceptions of
corporate reputation within technology companies, addressing a gap in the literature regarding the
subjective experiences of employees. The findings revealed that clear, transparent, and values-aligned
communication enhances employees' trust, sense of alignment with organizational goals, and their
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ability to represent the company externally. Additionally, social media was identified as both a risk
and an opportunity for reputation management. These results contribute to a deeper understanding of
how internal communication practices shape corporate reputation, which previous research had not
fully explored. The study highlights the need for companies to refine their internal communication
strategies to foster a positive internal culture and external perception. Future research could extend
these findings by examining other industries and exploring how digital communication tools further
impact internal communication and reputation over time.
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