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Abstract  

Objective: In this study, the effect of a projected corporate reputation and internal (conflict) 

communication on the evaluation of the communication climate was investigated. More 

specifically, it was investigated whether a positive projected reputation provides an 

organization with buffering capabilities when organizational outsiders witness interpersonal 

conflict. Thus, the study aimed at answering the following research question:  What is the 

effect of a projected corporate reputation and internal (conflict) communication on the 

evaluation of the communication climate? Method: In order to derive at an answer for the 

research question, a 2 x 2 (projected reputation: positive projected reputation & negative 

projected reputation x internal (conflict) communication: conflict scenario & no-conflict 

scenario) experimental design was used. Thereby, it was researched how a projected 

reputation and internal (conflict) communication affect the perception of the organizational 

communication climate. Data of 119 respondents was included in the analysis. It was tested 

whether a positive projected reputation more positively influenced the evaluation of the 

communication climate as opposed to a negative projected reputation. Further, it was tested 

whether an interpersonal conflict situation in a workplace environment negatively influenced 

the evaluation of the communication climate as opposed to a non-conflict situation. Lastly, it 

was tested whether an interaction effect exists between a projected reputation and internal 

(conflict) communication. Results: The results showed significant main effects of projected 

reputation as well as internal (conflict) communication on the dependent variables. More 

specifically, projected reputation showed significant effects on organizational identification 

and information exchange whereas internal (conflict) communication showed significant 

effects on job satisfaction trust relationship with the leader as well as information exchange. 

Even though, both main effects showed significant results, no significant interaction effect 

between the independent variables was found. Conclusion: This study provides more insights 

on how a projected corporate reputation and internal (conflict) communication influence the 

evaluation of an organization’s communication climate. In particular, the study revealed that 

internal conflict induces a less positive evaluation of the communication climate. This finding 

implies that organizational leaders should establish an organizational climate in which 

interpersonal conflict is minimized since it negatively influences how the organization is 

perceived by external parties. However, future research needs to investigate whether a 

positive reputation can compensate the effects of interpersonal conflict, since this study did 

not find support for this relationship. 
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1. Introduction 

In the not-too-distant past corporate reputation and in general, the external image of an 

organization were concepts of rather little importance. Back in the days, these concepts were 

primarily of interest for design consultants and public relations departments (Gray & Balmer, 

1998). However, due to increasing debate in scientific as well as professional literature 

corporate reputation, and its’ associated benefits have been elevated in importance. In 

consequence, today, a favorable corporate reputation is increasingly recognized as the 

number one strategic asset, hence, a great deal of effort and resources is utilized in order to 

establish and maintain it.        

 Even though organizations manage to establish and maintain a favorable corporate 

reputation, it is not guaranteed that this image is automatically absorbed by the organizational 

inside. Hence, it does not mean that if an organization has a positive corporate reputation the 

communication climate, the working atmosphere or the working moral of employees mirrors 

this status of excellence. Consider for example Amazon, the organization has been nominated 

as the company with the best reputation in the United States, outperforming globally known 

and valued companies such as Apple and Google. In 2016, Harris Poll (as cited in Vuong, 

2018) conducted a survey among American individuals who considered Amazon to have the 

most favorable reputation in the categories: social responsibility, emotional appeal, products, 

and vision as well as perceived leadership. Although, external stakeholders perceive Amazon 

as a reputable company, internal stakeholder groups seem to have a widely differing point of 

view. Several employees have recently voiced their constrains and related work experiences 

with Amazon in public, as for instance a former Amazon Books Marketing employee, who 

elaborated in a New York Times interview on the internal climate. The former employee 

reported that nearly every person he worked with sat crying at their desk from time to time, 

due to the unpleasing work environment and rough climate (Kantor & Streitfeld, 2015). 

Further, he added that interpersonal conflicts were not exceptional at all. In addition, an area 

manager from Texas reported extreme work hours and a horrible work-life balance, and that 

the upper management does not respect your work life balance. Moreover, he adds that due to 

the rough and impersonal leadership style employees were largely dissatisfied and 

unmotivated to reach organizational objectives (Kantor & Streitfeld, 2015). The described 

experiences clearly emphasize that even though a corporation who has a top-of-the-line 

reputation in external stakeholder’s minds, this external perception is not automatically 

reflected by the internal climate and internal communication. One of the most crucial 
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strategic assets that an organization may possess is a favorable corporate reputation. A good 

organizational reputation is of great importance for an organization as it is extremely hard to 

imitate, turning it into valuable source of competitive advantage and financial performance 

(Mahon, 2002; Hunt & Morgan, 1995). Besides the crucial importance of a good corporate 

reputation for the financial bottom line, the corporate reputation affects individual employees 

and their behaviors as well (Alniacik, Alniacik & Erdogmus, 2012). Recent research has 

established the relationship between corporate reputation and internal, employee related 

aspects, for instance turnover intentions, perceived job satisfaction, organizational 

commitment, work performance, and organizational identification (Dutton & Dukerich, 1991; 

Greening & Turban, 1996; Riordan, Gatewood & Bill, 1997; Turban & Cable, 2003). 

Therefore, an essential stakeholder group, who influences corporate reputation and is 

influenced by it are the employees of an organization. Since employees share the corporate 

brand with potential and existing customers and also with other stakeholders outside the 

organization.           

 Conflict, regardless of whether it involves the entire organization or only a limited 

number of individuals, is an aspect of great importance for any organization, since it affects 

both, the entire organizational climate as well as individual employees. As emphasized in 

multiple studies organizational conflict is likely to have a great influence on individual’s 

identification processes with the organization, (Frone, 2000) individual job satisfaction, (De 

Dreu & Weingart, 2003) as well as information exchange processes (Chen, Zhao, Liu & Wu 

2012). Consequently, frequent organizational conflict indirectly affects the organizational 

reputation since employees contribute to a large extent to the construction and projection of 

it. Since previous research has already established the relationship between a corporate 

reputation and its effects of the communication climate, this study aims at taking it a step 

further and investigate how a corporate reputation influences the evaluation of the 

organizational communication climate in internal conflict situations. This will be done by 

answering the following research question: 

 

 RQ: What is the effect of a projected corporate reputation and internal (conflict) 

communication on the evaluation of the communication climate?  

 

 



 5 

1.1 Academic and practical relevance 

The findings of this study might contribute to the fields of reputation management as well as 

internal conflict management, since it provides further insights on the extent to which internal 

(conflict) communication affects outsider perceptions of the communication climate. 

Moreover, there appears to be a need to further investigate whether a positive organizational 

reputation can compensate the notion of interpersonal conflict, and whether conflict 

situations have a less negative effect on organization which are perceived as reputable. This 

is of particular relevance since the current state of literature solely focuses on buffering 

capabilities of a positive reputation in the context of external organizational crisis. Thus, 

scholars seem to ignore that crisis similar situations can also root from the inside of an 

organization, internal communication. Hence, the outcome of the study might be relevant for 

organizational leaders and in particular for corporate strategy developers, since insights on 

how internal conflict scenarios affect the perception of the communication climate are 

provided. Thus, these insights might make a practical contribution on how a corporate 

reputation can compensate for internal conflict situations perceived by the broad public.  
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2. Theoretical framework 

2.1 Organizational reputation and internal communication 

In today’s increasingly globalized and interconnected world, an organization’s identity 

represents an important aspect, since it provides the foundation for potential customer and 

employee recognition. In recent decades, the understanding of a corporate identity and the 

associated importance have been broadened, and its relevance for organizational survival has 

been identified. Besides the ongoing discourse in scientific literature, attempting to define the 

concept of corporate identity, an increasing number of scholars acknowledged, that a 

corporate identity is composed of three 3 major components: the corporate behavior, 

corporate symbolism, and corporate communication (van Riel & Balmer, 1997). The three-

folded composition of the corporate identity, presented in the corporate identity mix, was 

introduced by Birkigt and Stadler (1986) and later recognized by other scholars as well. 

According to van Rekom, van Riel, and Wierenga (1991) as cited in Melewar and Jenkins 

(2002) the corporate identity mix refers to the “self-presentation of an organization; it 

consists of cues which an organization offers about itself via the behavior, communication 

and symbols which are its forms of expression” (p.80). Thus, the major objective of 

establishing and maintaining a corporate identity is to create a favorable reputation in 

stakeholder’s minds, which consequently should encourage them to buy that organization’s 

products and services, or to invest in the corresponding organization (Balmer, 2010).  

 The identity of a corporation can be regarded as mean to express core values and 

distribute them among stakeholders, utilizing corporate symbols and corporate 

communications. Thereby, the corporate image is recognized by stakeholders and the 

organization establishes its reputation. However, the external image of an organization also 

affects internal elements since employees of an organization construct their organizational 

image based on outsider perceptions. Smidts, Pruyn and van Riel (2001) refer to this as 

“construed external image” (p. 1052) and point out that employee’s perception of an 

organization is based on various types of information as for instance “the opinions of 

reference groups, word of mouth, publicity, external company-controlled information, and 

even internal communication of how the corporation is perceived by outsiders” (p. 1052). 

Moreover, if employees perceive to be part of an organization, which is commonly regarded 

to be a reputable employer the emotional connection with that organization is strengthened 

and feelings of pride are induced, thereby the internal climate is positively influenced 
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(Watson, 2012). The influence of a positive external corporate image on employee 

characteristic and the organizational climate is also recognized by Dutton, Dukerich, and 

Harquail (1994), who points out that such an image facilitates employee’s identification with 

organizational values, attitudes, and norms thus, affecting the overall organizational climate 

and internal communications. Therefore, in this study it is argued that employees are not only 

an important part in constructing and communicating an organization’s external imagine but 

are also influenced by it to a large extent due to outsider perceptions and their perception of 

how organizational outsiders perceive the corresponding organization. 

 

2.2 Communication Climate 

Establishing a pleasing communication climate is essential when creating an effective 

organization, since it influences the atmosphere in the entire organization (Redding, 1973). 

Thus, the organizational communication climate either hinders or encourages horizontal, 

upward, or downward communication among the employees (Nordin, Silvapalan, 

Bhattacharyya, Ahmad, & Abdullah, 2014). Therefore, the communication climate within an 

organization or department refers to the “subjectively experienced quality of the internal 

environment of an organization” (Dennis, 1974, p.29). Thus, according to Goldhaber (1993) 

as cited in Bartles, Pruyn, De Jong, and Joustra (2007) the term communication climate can 

be defined as “the perception of employees with regard to the quality of the mutual relations 

and the communication in an organization” (p. 177). Moreover, it concerns collective 

communication components within the work environment for instance the relationship to 

supervisors and managers, and the exchange of information taking place in the organization 

(Bartels, Peters, De Jong, Pruyn, & van der Molen, 2009). The communication climate 

represents a fundamental component of an organization, since it influences the productivity 

of the organization, employee wellbeing and affects the extent to which individuals commit 

themselves to an organization (Nordin et al., 2014). In an organizational context, establishing 

a high-quality communication climate directly relates to employee’s mental well-being, their 

job satisfaction, personal motivation and personal relationship among employees and 

supervisors (Verma, 2013). However, the majority of recent studies investigated the 

relationship between an organization’s communication climate and employee commitment as 

well as productivity related measures (Guzley, 1992). Although, the importance of a positive 

communication climate is recognized by the majority of studies, none of the past studies 
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clearly linked it to individual’s job satisfaction, organizational identification, information 

exchange, and the trust relationship organizational leaders. However, the above-mentioned 

aspect clearly relates to an organization’s communication climate, since the communication 

within an organization clearly influences employee’s job satisfaction, the extent to which 

employees identify with the organization, and personal relationships. Thus, in the context of 

the present study individual’s job satisfaction, organizational identification, information 

exchange, and the trust relationship with supervisor will be regarded as the organization’s 

communication climate.  

 

2.2.1 Job satisfaction  

As the importance of a supportive communication climate is increasingly recognized, 

scholars have related various effects which result from a positive communication climate. 

The increase of academic interest in the topic was recognized by several scholars, as for 

instance Locke (1976), who assumed that several thousand papers and dissertations on the 

subject exist. According to a wieldy accepted definition established by Locke (1976), job 

satisfaction can be defined as a pleasurable or positive emotional state, resulting from one’s 

job and experiences made during that particular job. As job satisfaction is based on 

experiences made with a particular organization or a particular job it represents a 

combination of positive and negative feelings that employees have towards their work (Aziri, 

2011). Since the extent wo which an individual perceives their job to be satisfied is based on 

experiences with the organization, organizational communication and the organizational 

communication climate embody an influential aspects of individual’s job satrisfaction. 

Generally, job satisfaction has been related to several beneficial outcomes for the 

corresponding organization as well for the wellbeing of the individual employees. Aziri 

(2011) for instance, identified job satisfaction as the key component to fulfillment and 

identified an increased workplace performance of employees, who reported to be satisfied 

with their jobs. This is consistent with research conducted by Spector (1985) as well as with a 

study conducted by Crossmann and Abu-Zaki (2003), who conducted research among 

Lebanese baking staff and found that those, who reported to be more satisfied with their jobs 

were more productive as compared to the employees, who reported to be less satisfied. On 

the other hand, a low level of job satisfaction was found to affect employee commitment and 

subsequently the achievement of organizational objectives as well as individual performance.  
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2.2.3 Organizational identification 

Another important aspect which is tightly interwoven with an organization’s communication 

climate is the extent to, which individuals identify themselves with the organization. The 

relationship between these two concepts is identified in multiple studies (e.g., Smids, Pruyn, 

& Van Riel, 2001; Bartles, Douwes, De Jong, & Pruyn, 2006). The extent to, which an 

individual identifies with an organization can be explained by social identity theory. Social 

identity theory postulates that a person’s identity is not solely defined by personal 

characteristics, but rather, that memberships of different social groups, as for instance the 

membership of a certain organization, represents a major part of someone’s identity (Turner, 

Bown & Tajfel 1979). Social identity theory is based on the idea that individuals prefer 

membership of groups that are rather positively evaluated, compared to other potential social 

categories. Membership of positively perceived groups is assumed to contribute to an 

individual’s self-esteem and hence, enhances their identity (Bartels, Pruyn, De Jong, and 

Joustra, 2006). As a result, employees are motivated to engage in actions in favor of the 

organization, and to support organizational interests (Neill, Men, & Yue, 2019). This is in 

line with Bell and Menguc (2002), who contend that employees, who identify themselves 

more strongly with the employing organization and thereby, embody organizational values 

are more likely to engage in activities which reflect these values. Homburg, Wieseke, and 

Hoyer (2009) build up on this assumption and conclude that an employee, who incorporates 

organizational values will display a higher level of customer orientation and hence contribute 

to organizational productivity.  

 

2.2.4 Information exchange  

The frequent and continous exchange of knowledge and task or social related information 

related represents an important aspect of the daily organizational live. The exchange of 

information enables an organization to meet organizational objectives, thus information 

exchange embodies an integral part of today’s work environment across jobs and industries 

(Bunderson & Sutcliffe, 2002; Johnson et al., 2006). The frequency and quality of 

information exchange processes depend to a large extent on the communication climate of an 

organization since the atmosphere within an organization and individual relationships among 

employees largely affects employee’s willingness to share information or to engage in 

interpersonal communication.         

 The exchange of knowledge is of particular importance when employees are 
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confronted with new and complex tasks since exchanging knowledge enables them to 

connect previously unconnected knowledge thus, enabling them to get new insights (Kogut & 

Zander, 1993; Nahapiet & Ghoshal, 1998). Therefore, information exchange processes 

contribute to employee’s development since new knowledge is gathered and differing 

viewpoints on work related tasks are exchanged. On the other hand, the exchange of 

information is not only of importance for the alignment of work-related tasks but also enables 

individuals to enhance their divergent thinking as they are confronted with diverse ideas and 

opinions (Gong, Kim, Lee & Zhu, 2013). In addition, information exchange is assumed to be 

beneficial for the social environment and personal relationships among employees since it 

stimulates team cohesion and thereby contributes to a more pleasing atmosphere (Mesmer- 

Magnus & De Church, 2009). However, most of the time the importance of an effective 

information exchange becomes evident when it fails, this can be the case when information is 

not available, wrong, or it is already too late to take appropriate action (Guenter, Emmerik, & 

Schreurs, 2014). Thus, timeliness and flawlessness are of major importance for the 

information exchange since delays or flaws can have substantial consequences for an entire 

organization, especially when the overdue information is necessary before further action can 

be taken and when immediate reaction is required (Guenter et al., 2014). Therefore, it can be 

concluded that a frequent and high-quality information exchange is not only necessary 

prerequisite for organizational success but also affects emotional well-being and the 

atmosphere in the corresponding organization, which in turn affects organizational 

effectiveness.   

 

2.2.5 Trust relationship with leader 

Interpersonal relationships do not only present a crucial aspect of individuals life outside the 

organizational context as they include the relationship to family and friends but also represent 

a meaningful component of the organizational life itself. An essential part of interpersonal 

relationship in the workplace context is interpersonal trust since it enables people to take 

risks in order to reach a certain organizational goal (McAllister, 1995). Trust is generally 

based on the expectation that others will not take advantage of oneself, thus adding to its 

importance for relationships among team leaders and members (Gong et al., 2013). Team 

leaders can be considered as having a high level of power, since they are responsible for 

reaching certain outcomes and further, they evaluate team members and determine the 

consequences within teams (Gong et al., 2013). Due to the power represented by the team 
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leader, a trustful relationship is of great importance since the leader constitutes the 

environment, in which team members operate. Besides trust the quality of the exchange 

relationship between an organizational leader and a member is of particular importance, 

which can be explained by leader-member exchange theory (LMX) (Dienesch & Lieden, 

1986). The central assumption behind LMX is that within an organizational context, multiple 

types of relationships between organizational members and leaders develop over time (Liden, 

Sparrowe, & Wayne, 1997). These relationships are characterized by a differing exchange of 

resources among the involved parties. Within these relationships “physical or mental effort, 

material resources, information and/or emotional support are exchanged” (Liden et al., 1997, 

p.48). Within LMX theory two types of relationships are identified, which are characterized 

based on their quality of the relationship itself. On the one hand, as proposed by Danserau, 

Graen, and Haga (1975), low quality LMX relationships are those, which do not exceed the 

exchanges manifested by the employment contract. Hence, low quality LMX relationships do 

not exceed the formal interactions and exchanges necessary for the employee’s task. On the 

other hand, high quality LMX relationships, are assumed to include the exchange of material 

and non-material resources, which goes beyond the exchange specified in the in the formal 

job description (Danserau et al., 1975). In terms of the outcomes resulting from quality LMX 

there is general consensus among scholars that LMX relationships, which are strictly based 

on the employment contrast will result in less positive consequences for organizational 

members. However, high quality LMX relationships are expected to induce a more positive 

job attitude and members are assumed to engage in more positive behaviors towards the 

organization (Liden et al., 1997).  

In order to test to what extent, the above-mentioned components representing the 

organizational communication climate are affected by the organizational reputation, 

narratives which project a corporate reputation were created. The underlying assumptions 

how the projected corporate reputation will affect the communication climate will be 

elaborated on the following. In addition, the above-mentioned components will be set in 

relation with organizational conflict, which will be elaborated afterwards. 

2.3 Projected corporate reputation  
During times of further increasing competition on globally connected markets, establishing, 

and maintaining a favorable organizational reputation embodies a crucial aspect in order to 

secure organizational success, and future competitiveness. Thus, a great amount of effort and 
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resources is devoted to the maintenance and establishment of a favorable reputation (Rose & 

Thomsen, 2004). However, a direct experience, for instance a purchase of a product, is not a 

prerequisite in order to perceive an organization’s reputation. Therefore, in line with Loudon 

and Della Bitta (1993) it is postulated that an organization’s reputation can also be 

recognized by means of communication, for example word of mouth. This is reflected by 

Yoon, Guffey, and Kijewski (1993), who argue that based on information diffusion either by 

the organization itself or by past customers, employees, and external parties a reputation of 

the corresponding organization is communicated. Based on this it is argued that a corporate 

reputation can be projected towards individuals by providing them with information about an 

organization which replaces direct experiences.  
 A crucial aspect of an organization’s communication climate which is influenced by 

a corporate reputation is job satisfaction. As presented by Carmelli (2004) individuals are 

likely to perceive a feeling of pride if the organization they are part of, is perceived as a 

reputable employer. Consequently, the feeling of pride induced due to organizational 

membership strengthens the connection between the organization and the corresponding 

individual which is assumed to lead to an increased job satisfaction (Helm, 2012). In the 

context of a projected reputation, it is argued that individuals are likely to transfer their 

perceptions of the organization to other aspects, for instance job satisfaction. Hence, 

individuals imagine that employees must be satisfied with their jobs, since they perceive the 

organization as reputable or even prestigious employer. 

Moreover, recent research has identified a strong relationship between an 

organization’s reputation and the extent to which individuals identify with the organization. 

As emphasized by Helm (2012) organizational members who believe their organization is 

defined by qualities, which are related to competence, power, efficiency, virtue, and moral 

worth are likely to perceive the organizational identity as attractive and transfer these 

characteristics to their own identity. In consequence, member’s self-esteem is enhanced, 

since members link these characteristics to their own personality as they perceive themselves 

to be part of the organization (Dutton et al., 1994). In the context of a projected corporate 

reputation individuals who are confronted with the organizational reputation, might assume 

that individuals are more likely to identify with that organization, since the organization 

projects positive attributes and values to the outside, making it desirable to be part of it. Thus, 

individuals conclude that employees identify with the organization, since the organization is 

publicly perceived as reputable, which in turn positively adds to employee’s self-concepts 

Bartels, Pruyn, De Jong, and Joustra, 2006).      
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 Due to the fact that information exchange is widely perceived as being a crucial part 

for any kind of business, a flawless and continuous information exchange is likely to be 

associated with a reputable company (Jain, Sandhu, & Goh, 2015). The effectiveness of 

information exchange tightly depends on good relationships among the workforce, since 

individuals are more likely to exchange knowledge and information with individuals, they 

have a good relationship to (Mesmer-Magnus & De Church, 2009). Moreover, high quality 

relationships more frequently exist in rather reputable organizations, since they are more 

likely to have a positive organizational climate, which makes good employee relationships 

more likely (Cheikhrouhou, Pouly & Madinabeitia, 2012). Similarly, in the context of a 

projected reputation individuals imagine that the atmosphere within the organization is likely 

to be positive due to the overall positive appearance. Thus, they assume that employee 

relationships are rather likely to be positive as well which induces the perception of a positive 

information exchange, since good employee relationships are a necessity for effective 

information exchange.           

 As mentioned above interpersonal relationships are an important aspect of any 

organization since they drastically influence organizational effectiveness and are hence, 

considered as determinant for organizational success. Of major importance are relationships 

among organizational leaders and employees, since organizational leaders constitute the 

general environment, in which the workforce performs (Gong et al., 2013). In the context of a 

positive projected reputation, it can be argued that individuals who perceive the 

organizational reputation will evaluate employee supervisor relationship in accordance with 

that reputation. Consequently, individuals are likely to transfer this positive perception of the 

organizational reputation to a manager of supervisor, since they perceive this person as being 

responsible for the positive organizational climate. Thus, it is expected that: 

 

H1: A positive projected reputation will result in a more positive evaluation of the 

communication climate in terms of a) job satisfaction, b) organizational identification, c) 

information exchange, and d) relation to organizational leaders as compared to a negative 

projected reputation.  

 

2.4 Internal (conflict) communication 

Conflict is an ever-present part of any kind of relationship individuals engage in, regardless 

of whether the relationship serves private purpose or a professional one (Hall, Loomis, 
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Loomis & Moore, 1965). Interpersonal conflict situations also occur within organizational 

environments, since the goals and objectives of different stakeholders are often incompatible 

with each other (Jones, Gorge & Hill, 2000). Organizational conflict might have serious 

outcomes for an organization as it affects the way stakeholders perceive an organization, and 

thus affects their evaluations of it.       

 Recent studies investigated the relationship between interpersonal workplace conflict 

and individual employee variables, as for instance job satisfaction and overall employee 

wellbeing (De Dreu & Beersma, 2005). The majority of studies point towards a strong 

negative correlation between organizational conflict and job satisfaction. Moreover, 

organizational conflict is associated with a decrease in motivation which in consequence 

results in lower job satisfaction (Chen et al., 2012). Similarly, when external parties witness, 

that the internal communication climate is characterized by rough and intense conflict 

situations, they might be likely to assume that organizational members wellbeing and 

satisfaction is negatively affected. Thus, they are likely to assume that employee’s 

satisfaction must be low, since conflict, in a professional environment is regarded as 

something undesirable and signals malfunctioning social relationships, which are regarded as 

a crucial part of workplace satisfaction (Chen et al., 2012). 

 Moreover, multiple studies investigated the relationship between interpersonal 

conflict and identification processes (Loh, Restubog & Zagenczyk, 2010). As emphasized by 

Loh, Restubog and Zagenczyk (2010) an individual’s identification process is affected by 

interpersonal organizational conflict, since conflict leads employees to perceive the 

organization as less prestigious. Consequently, organizational conflict makes it less desirable 

to be part of such an organization as it is commonly perceived as a negative aspect and 

undesirable. Similarly, if organizational outsiders witness organizational conflict, they might 

imagine that organizational members evaluate their membership more critically, since being 

part of an organization which internal communications are marked by conflict is not desirable 

at all. Which in consequence, leads them to assumption that organizational identification is 

weaker for organizations which are characterized by interpersonal conflict.   

 Further, scholars have investigated the relationship between organizational conflict 

and knowledge exchange processes (Chen 2011). Interpersonal conflict is regarded as 

predictor for individual’s knowledge exchange behavior, since knowledge exchange is 

considered as relationship orientated. Thus, individuals are more likely to engage in such 

processes if the relationship is characterized by trust as well as a rather harmonic state, which 

is the contrary to interpersonal conflict (Chen, 2011). In consequence, if organizational 
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outsiders perceive a threatening atmosphere and interpersonal conflict, they might perceive 

the information exchange as being less effective as well as less frequent.  

 Although only a limited part of studies specifically investigated the relationship 

between organizational conflict and its influence on leader member relationships there is 

some evidence that organizational conflict affects interpersonal relationships within 

organizations (Chen, 2011). There is scientific evidence which emphasizes that interpersonal 

conflict is likely to interfere leader member relationships, since organizational leaders are 

considered as being responsible to create a work environment, in which every employee can 

perform at their best (Kacmar, Bachrach, Harris & Noble, 2012). However, if organizational 

leaders do not manage to minimize conflict situations or are even frequently involved in such 

themselves, members are likely to considere them as being a less effective leader. Therefore, 

if the climate of an organization is perceived as being cruel and harsh these impressions are 

transferred to the interpersonal relationships in the organization, and in particular to those 

involving organizational leaders. Therefore, it is expected that:  

 

H2: The perception of an interpersonal conflict will result in a less positive evaluation of the 

communication climate in terms of a) job satisfaction, b) organizational identification, c) 

information exchange, and d) relation to organizational leaders as compared to the presence 

of a no-conflict situation.  

 

2.5 Reputation buffer: Interaction between projected corporate reputation and 

internal (conflict) communication 

 

Both, a projected corporate reputation, and the perception of interpersonal conflict situations 

are shown to affect internal aspects of an organization. Building on findings from previous 

studies which identified the relationship between several individual level variables and an 

organizations reputation, it is argued that a projected corporate reputation induces similar 

effects on stakeholder’s perception of the organization, compared to a reputation which is 

based on direct interactions and experiences. Besides the consensus in scientific literature that 

a positive corporate reputation positively influences organizational productivity (Lange et al., 

2010), organizational effectiveness (Bouckaert, 2001) as well as positively affects the 

workforce (Helm, 2011; 2012) it can be argued that it can compensate the effect of 

undesirable events and crisis situations (Sohn & Lariscy, 2012).  In the context of a projected 
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corporate reputation, it can be expected that the established organizational reputation is still 

strong enough if the information on, which the reputation is established is considered as 

trustworthy (Bouckaert, 2001). Thus, it is argued that a positive projected external perception 

of the organization can potentially function as buffer, hence compensating the effect of 

undesirable events on the corporate reputation. This is emphasized in a study conducted by 

Jones, Jones, and Little’s (2000) who conducted an analysis of share price fluctuations 

resulting from the stock market crash in 1989. The study reported that corporations with a 

good reputation experienced significantly less declines in sales and overall market value as 

compared to those without a positive reputation. Thus, it can be argued that a positive 

corporate reputation compensated the negative events and the resulting rather negative 

perception of external stakeholders.  

 However, besides external factors, which influence the organizational standing and 

might induce a crisis situation, perceptions of undesirable internal affairs also affect the 

external standing of an organization. An example for such an undesirable event which is 

brought to the eyes of external stakeholders is a rough and harsh internal communication 

climate. A rather bad perception of internal aspects of an organization are assumed to affect 

the overall external perception it. This is in line with Liden and Graen (1980), who proposed 

that the external reputational standing of an organization is affected if external organizational 

parties witness a rather bad organizational climate and interpersonal conflict. However, if the 

corresponding organization has been evaluated as being good or doing good in the past the 

perception of conflict will have less of an effect on the corporate reputation.  

The general assumption of compensating capacities of corporate reputation is often 

presented in the light of an organizational halo “which can soften the blow when 

organizational crisis hits” (Fombrun, 1996, p. 79). However, the underlying assumption that a 

corporate reputation might compensates undesirable events can be explained by stakeholder’s 

motivation to keep internal cognitive consistency (Sohn & Lariscy, 2012). Individual’s 

unconscious desire to keep a consistent imagine of an organization over a certain period of 

time can be explained by the cognitive dissonance theory (Festinger, 1957). The cognitive 

dissonance theory suggest that inconsistent fragments of information induce an unpleasing 

feeling, to which Festinger (1957) refers to as feeling “uneasy” (p.58). However, this 

emotional perception is commonly referred to as cognitive dissonance (Sohn & Lariscy, 

2012). This unpleasing emotional state consequently increases individual’s motivation to 

reduce the perceived informational inconsistency. Individuals cope with this inconsistency by 

selectively focusing on information that is in line with held believes based on past 
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interactions and experiences. Hence, if past interactions with an organization as for instance 

the purchase of a product were evaluated as positive individuals are likely to eliminate other 

perceptions regarding this organization which are not in line with it (Sohn & Lariscy, 2012). 

Therefore, if an individual was recently confronted with positive information of an 

organization, and thus established a positive imagine of the organization the individual is 

more likely to focus on this positive indirect experience and eliminate negative perceptions of 

the organization in case they occur. This cognitive strategy, which is applied to eliminate 

cognitive dissonance and keep the perceived image and past experiences in line is referred to 

as confirmatory bias (Grunwald & Hempelmann, 2011). Based on above elaborated 

foundations it is expected that: 

 

H3: A positive projected organizational reputation in combination with an internal conflict 

situation will result in a less negative evaluation of the communication climate represented 

by a) job satisfaction, b) organizational identification, c) information exchange, and d) 

relation to organizational leaders as compared to a negative projected organizational 

reputation in combination with a conflict situation. 
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2.6 Conceptual research model 

In the following a visualization of the study components (figure 1) as well as an overview of 

the hypothesis is presented (table 1).  
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with leader  
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Internal (conflict) 
communication 

 
Conflict situation  

vs.  
No-conflict situation 

Projected reputation 
 

Positive reputation 
vs. 

 Negative reputation  
 

 

H1 a), b), c), d) 

H3 a), b), c), d) 

H2 a), b), c), d) 

Figure 1 
Conceptual Research Model 
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2.7 Hypothesis Overview 
 

Table 1 

 Hypotheses Overview 

 Hypotheses 
H1A A positive projected reputation will result in a more positive evaluation of the 

communication climate in terms of job satisfaction, as compared to a negative 
projected reputation.  

H1B A positive projected reputation will result in a more positive evaluation of the 
communication climate in terms of organizational identification, as compared to a 
negative projected reputation. 

H1C A positive projected reputation will result in a more positive evaluation of the 
communication climate in terms of information exchange, as compared to a negative 
projected reputation. 

H1D A positive projected reputation will result in a more positive evaluation of the 
communication climate in terms of the relationship to organizational leaders, as 
compared to a negative projected reputation. 

H2A The perception of an interpersonal conflict will result in a less positive evaluation of 
the communication climate in terms of job satisfaction, as compared to the presence of 
a no-conflict situation. 

H2B The perception of an interpersonal conflict will result in a less positive evaluation of 
the communication climate in terms of organizational identification, as compared to 
the presence of a no-conflict situation. 

H2C The perception of an interpersonal conflict will result in a less positive evaluation of 
the communication climate in terms of information exchange, as compared to the 
presence of a no-conflict situation. 

H2D The perception of an interpersonal conflict will result in a less positive evaluation of 
the communication climate in terms of relationship to organizational leaders, as 
compared to the presence of a no-conflict situation. 

H3A A positive projected organizational reputation in combination with an internal conflict 
situation will result in a less negative evaluation of the communication climate in 
terms of job satisfaction, as compared to a negative projected organizational reputation 
in combination with a conflict situation. 

H3B A positive projected organizational reputation in combination with an internal conflict 
situation will result in a less negative evaluation of the communication climate, in 
terms of organizational identification, as compared to a negative projected 
organizational reputation in combination with a conflict situation. 

H3C A positive projected organizational reputation in combination with an internal conflict 
situation will result in a less negative evaluation of the communication climate, in 
terms of information exchange, as compared to a negative projected organizational 
reputation in combination with a conflict situation. 

H3D A positive projected organizational reputation in combination with an internal conflict 
situation will result in a less negative evaluation of the communication climate, in 
terms of relationship to organizational leaders, as compared to a negative projected 
organizational reputation in combination with a conflict situation. 
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3. Method  

The present study aims to provide insight into how a reputation of an organization affects the 

evaluation of the internal communication climate, if organizational members engage in a 

conflict. Four hypotheses were formulated and tested, in order to investigate the influence of 

a projected reputation and internal conflict communication on the evaluation of the 

communication climate. First, the stimuli for the main study were tested in order to ensure 

that the desired characteristics of the materials are recognized. After analyzing the results, the 

final four stimuli for the main study were created. Lastly, by utilizing an online survey, data 

was gathered in order to investigate how participants evaluate the communication climate 

after the stimuli were presented.  
 
3.1 Research design  
 
This study investigated how a projected organizational reputation affects the evaluation of the 

communication climate, in conflict as well as no conflict scenarios. In order to test the 

formulated hypothesis, an experimental study was executed incorporating a 2 x 2 

experimental design. The first independent variable tested was projected reputation, this 

variable is divided into ‘positive reputation’ and ‘negative reputation’. Moreover, the second 

independent variable included was video, which includes the categories ‘conflict’ and ‘no-

conflict’. Utilizing this design, it was tested whether a favorable description of the company 

emphasizing the pleasing work environment versus a rather unfavorable description of the 

company, emphasizing the rough and competitive work environment results in a more 

positive evaluation of the corresponding communication climate. Moreover, the study also 

tested whether a short video clip presenting a verbal conflict situation, in an office setting, 

versus a non-conflict situation in the same office setting results in a less positive evaluation 

of the internal communication climate. In addition, it was explored whether there is an 

interaction effect between the projected corporate reputation (positive vs. negative), and the 

video stimulus (conflict vs. no-conflict). 
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Table 2  
Overview Experimental Conditions 
 

   Reputation 
prime  

 

  Positive  Negative 

C
om

m
un

ic
at

io
n 

Ep
iso

de
  

Co
nf

lic
t  Condition 1: 

Positive reputation prime followed 
by a conflict video of a 
communication episode 

 Condition 3:  
Negative reputation prime followed 
by a conflict video of a communication 
episode   

    
    

N
o-

co
nf

lic
t 

Condition 2:  
Positive reputation prime followed 
by a no conflict video of a 
communication episode   

 Condition 4: 
 Negative reputation prime followed 
by a no conflict video of a 
communication episode   

     
 

3.2 Stimuli  
 
Two types of stimuli were created in order to test their effect on the evaluation of the 4 

communication climate measures. The first category of stimuli were two primes which either 

projected a positive reputation or a negative reputation towards the participants. The primes 

described the working atmosphere of a fictious office either presented in a positive and 

pleasing manner or in a rough and competitive manner. Moreover, the primes presented the 

same office environment which was shown to the participants in the second step, thus 

providing a congruent experience in which both stimuli can easily be related to each other.  

In order to increase the comparability of the effects resulting from the narratives, care was 

taken to create two differing versions which only differ in the way the work environment and 

the atmosphere were described. Therefore, the only point of difference between the textual 

primes was the wording which described the general atmosphere, employee supervisor 

relationships, and the relationships among the employees. Both versions can be found in 

Appendix I.           

 The second category of stimuli were short video clips, which were extracted from the 

series “Suits”. This series was chosen, since a major part of it takes place in an office 

environment which is clearly recognizable as such. Further, the characters presented in the 

fragments tend to frequently have verbal conflicts, which ultimately resulted in a greater 

range of potential stimuli. The video sequences were extracted using a screen recording 

software and were further edited in order ensure that every fragment is of equal lengths. In 

order decrease the dropout rate of participants, video fragments were no longer than one 

minute and 40 seconds. Figure 2 shows both characters which were shown in the video clips.  
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The following link leads to the four video clips which were included in the pre-test: 

https://bit.ly/3hfyFIS. 

Generally, testing the two types of stimuli served multiple purposes. First, it was 

tested whether participants were able recognize the positive and negative aspects of the work 

environment and whether they consequently connected this information to a positive or 

reputation of the organization. Further, it was investigated how respondents evaluate the 

communication climate as well as working atmosphere within the described office setting. 

Subsequently, the pre-test was conducted in order to gather information about which of the 

presented video clips was perceived to include a conflict or non-conflict situation, and which 

clips are deemed as being realistic.  

 

Figure 2  

Characters Presented in Visual Stimuli 

 

 
 
3.3 Pre-test of stimuli  
 
Before the hypotheses can be tested it is necessary to investigate whether the established 

stimuli possess the desired characteristics and whether these characteristics are sufficiently 

recognized. Therefore, the written narratives as well the video fragments were pre-tested (see 

Appendix II). The pre-test was divided into two parts. In the first part respondents were asked 

to carefully read both of the presented texts which were presented in random order. 
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Afterwards, participants answered 10 questions, asking them to evaluate the reputation, the 

working climate within that particular office, and the atmosphere within the office. Further, 

the second part of the pre-test consisted out of four video fragments of which two showed a 

conflict situation and two a non-conflict situation, which were displayed in random order. 

Subsequently, participants were asked to indicate the degree to which they perceive a conflict 

or no-conflict to be present, to evaluate the realism of the clips, and to evaluate the 

communication climate. The pre-test was conducted using Qualtrics Survey Software and 

was distributed via WhatsApp. In total, 6 males and 4 females participated in the pre-test, 

resulting in ten participants. Respondents were between 21 and 25 years old.  

 

3.3.1 Pre-test of textual primes 
Since the textual stimuli provide the basis of the study it is crucial to ensure that participants 

perceive the descriptions as initially intended. In order to ensure this the two priming 

conditions were created and included in the pre-test. The first narrative solely presents the 

work atmosphere, employee relationships, and employee supervisor relationship in a positive 

way emphasizing the helpfulness of supervisors while presenting the reader with an office 

culture in which an open and friendly way of communication is apricated. Further, every 

individual’s opinion is valued and respected regardless of the hierarchical position. The 

positively connotated words which emphasize the pleasurable and supportive work 

environment are assumed to project a positive organizational reputation.  

In contrast, the second stimulus merely focused the competitive and rather rough 

work environment. Therefore, the atmosphere is characterized by a large degree of tension 

and the tone of voice is being presented as rough and impersonal. Contrasting to the first 

description here the communication climate is aimed to be characterized by jealously and 

resentment, which results in competitive behavior among the workforce. Therefore, this was 

assumed to project a negative reputation towards the participants. First the version projecting 

a negative reputation was created. After the text was considered to be decent, the crucial 

signaling words were highlighted and the antonyms were searched using an online antonym 

dictionary. If no exact antonym was found a word with a similar meaning was used. Next, the 

highlighted negative signaling words were than exchanged with the positive signaling words 

in order to create the positive version. Both primes can be found in Appendix I.  

 In order to test the textual primes, a set of 10 questions was included after each text. 

The responses were recorded using a 7-point Likert scale, ranging from strongly disagree to 

strongly agree. As the major function of the primes is to establish an either positive or 
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negative reputation in the respondent’s mind, the first statement presented was “the described 

organization has good reputation” in order to ensure participants were determined while 

answering this first statement, the second statement presented was “the described 

organization has a bad reputation”. Moreover, it was measured how the participants perceive 

the working climate in the described office. Therefore, participants were asked to indicate the 

extent to which they agree or disagree to the following four statements “the working climate 

is pleasing”, “the working climate is rough”, “the working climate is competitive” and, “the 

working climate is supportive”. Lastly, it was measured how participants evaluate the 

working atmosphere within the office. Therefore, the following statements were presented to 

the participants: “the atmosphere in the office is friendly”, “the atmosphere in the office is 

alerting”, “the atmosphere in the office is motivating”, and “the atmosphere in the office is 

frightening”.  

 

3.3.2 Results of textual primes 

The results from the pre-test were exported and subsequently analyzed using descriptive 

statistics. For each statement, the mean and standard deviation of the corresponding prime 

were calculated. When looking at the results for the statement “the organization has a good 

reputation” in the positive priming condition, it can be concluded that participants evaluated 

the reputation as being better as opposed to when participants were presented with the 

negative priming condition. A one sample t-test showed significant results for “the 

organization has a positive reputation” as well as for “the organization has a negative 

reputation” see table 3.          

 Further, participants perceived the working climate as being more pleasing in the 

positive priming condition as opposed to when asked to evaluate the working climate in the 

negative priming condition. In line with the expectations, the working climate was considered 

to be rougher in the negative priming condition compared to the positive priming condition. 

The competitiveness of the working climate was almost perceived as equally intense in both 

conditions.           

 When looking at the results of the statements which asked the participants to evaluate 

the atmosphere in the office, it can be stated that the atmosphere in the positive priming 

condition was evaluated as being more friendly and more motivating as opposed to the 

negative priming condition. However, as intended, the atmosphere of the negative priming 

condition was evaluated as being more alerting and frightening.      
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Table 3 
Descriptive Statistics Textual Primes 

   Projected 
reputation 

  

 Positive M 
(SD)a)    

Sig.  Negative M (SD)a) Sig. 

Reputation       
Good  5.50 (1.87) .00   2.83 (1.72) .02 
Bad  2.33 (1.86) .02   5.17 (1.72) .00 
      
Working climate       
Pleasing  5.18 (1.83)     2.50 (2.07)  
Rough 2.83 (1.83)    5.33 (1.63)  
Competitive  4.17 (2.13)    4.50 (1.76)  
Supportive 5.50 (2.34)    3.00 (1.78)  
      
Atmosphere       
Friendly 5.33 (1.75)    2.83 (1.94)  
Alerting  3.50 (2.16)    4.83 (1.60)  
Motivating 5.83 (1.47)    3.00 (1.78)  
Frightening  2.33 (1.96)    5.33 (1.75)  
    a) 7- point Likert scale (1=strongly disagree / 7= strongly agree)  

 

Based on the results which are presented in table 3, it was concluded that participants 

recognized the office descriptions in the intended way, hence the pre-test was successful. 

Consequently, it was decided to include both priming conditions in the main study. However, 

when looking at table 3 table, it becomes apparent that respondents more clearly perceived 

the positive office description in the intended way.  
 

3.3.3 Pre-test of visual stimuli 

Different video clips were tested in order to determine, which clip of the corresponding 

category is most clearly perceived as including the desired characteristics. Therefore, two 

video clips which were assumed to include a conflict scenario and two, which were assumed 

to include a non-conflict scenario were included in the pre-test. The extent to which a video is 

perceived to include a conflict varies among individuals as every individual has differing 

sensibility towards the perception of conflict. Therefore, it was necessary to test different 

video fragments in order to determine which videos were most clearly perceived as including 

a conflict scenario versus a non-conflict situation. Since it was planned to also include a non-

conflict video in the main study it was necessary to determine which video was most clearly 

perceived as including no conflict as well. The four video clips can be found by following 

this link https://bit.ly/3hfyFIS. 
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 In addition, it was tested to what extent both video categories are perceived as being 

realistic, and the overall communication climate was measured as well asking participants to 

indicate to what extent they would evaluate it as being constructive, respectful, alerting, and 

threatening. Therefore, participants were asked to answer a set of 9 questions on a 7-point 

Likert scale ranging from strongly disagree to strongly agree. The video clips were presented 

in random order allowing every participant to see all four videos. In order to check whether 

the video fragments would be perceived as including a conflict or non-conflict situation, the 

first statement was “the presented video shows a conflict”. The following statements focused 

on the extent to which the video content was evaluated as being realistic, therefore the 

statement was “the presented situation is realistic”. The other statements focused on the 

communication climate in the presented scenario. Therefore, participants were asked to 

indicate the extent to which they agree or disagree to the following statements “the 

communication climate is constructive”, “the communication climate is aggressive”, “the 

communication climate is respectful”, and lastly “the communication climate is threatening”.  

 
3.3.4 Results of visual stimuli 
 

3.3.4.1 Conflict one vs. conflict two 

In order to analyze the data which were collected by means of the pre-test, the mean and 

standard deviation of the different statements were calculated. The analysis of descriptive 

statistics was performed in all four video conditions in order to identify the most appropriate 

video fragment per category. Moreover, one sample t-tests were performed in regard to the 

presence of conflict and perceived realism.        

 When looking at the results of the two videos which were assumed to present a 

conflict, it can be concluded that participants more clearly perceived that the video l “conflict 

one” as including a conflict as opposed to the video “conflict two”. When participants were 

asked to indicate the extent to which they agree to the statement “the presented situation is 

realistic” the video “conflict one” was evaluated as being more realistic. Further, participants 

were asked to evaluate the communication climate based on the presented video fragments. 

Hereby, the communication climate in the video “conflict one” was evaluated as being more 

aggressive, more constructive, and also as being more respectful. Subsequently, the 

communication climate in the video fragment “conflict two” was evaluated as being more 

threatening as opposed to “conflict one”. When looking at the result from the two different 

conflict video fragments, it can be observed that some of them are not that straight forward, 
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for example the communication climate of the video conflict one was evaluates as being 

more constructive and respectful even though it was perceived as being more aggressive. An 

overview of the corresponding mean values, standard deviations, and p-values is presented in 

table 4. 

 

3.3.4.2 No-conflict one vs. No-conflict two 

In the context of the remaining two video fragments, which were assumed to present a non-

conflict scenario it can be concluded that the video “no conflict one“ was evaluated as being 

less conflicting as opposed to the video “no conflict two”. Further, participants were asked to 

indicate the degree to which they perceive the video clips as realistic. Hereby, “no conflict 

two” was perceived as more realistic. Next, participants were asked to evaluate the 

communication climate of the presented scenario. Hereby, the communication climate in the 

video “no conflict two” was evaluated as being more constructive, more respectful, and less 

aggressive. However, the communication climate in the video “no conflict one” was 

perceived as being more threatening. An overview of the corresponding mean values, 

standard deviations, and p-values is presented in table 4. 

 
Table 4  
Descriptive Statistics Visual Stimuli 
 Video 

 Conflict one Conflict two No-Conflict one No-Conflict two 

 M (SD)a) Sig.  M (SD)a) Sig. M (SD)a) Sig. M (SD)a) Sig. 
Conflict         

Presents conflict  6.17 (1.17) p < .01 2.33 (1.50) p = .01 2.14 (1.46)  1.86 (0.90)  
Presents no conflictb)  3.5 (2.73)  2.50 (1.87)  5.71 (1.79) p < .01 4.57 (2.37) p = .01 
Realism         

Realistic 6.17 (0.73) p < .01 2.33 (1.03) p = .03 2.43 (0.97) p = .01 6.29 (0.75) p < .01 
Not realistic b) 3.17 (2.40)  2.17 (1.16)  6.00 (1.15)  1.86 (0.69)  
Communication 
climate 

        

Constructive 3.33 (1.96)  4.67 (1.86)  4.71 (1.70)  6.00 (0.81)  
Aggressive  6.33 (0.81)  3.00 (1.54)  2.71 (1.60)  2.14 (1.46)  
Respectful 3.17 (1.47)  4.33 (1.96)  4.43 (1.81)  6.29 (0.48)  
Threatening  5.67 (2.11)  2.83 (0.75)  2.71 (0.75)  1.86 (1.06)  
a) 7- point Likert scale (1= strongly agree / 7= strongly disagree)  
b) Item was reverse coded (1= strongly disagree / 7= strongly agree) 
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3.4 Stimuli main research  
 
Based on the results of the pre-test, four stimuli were included in the main study. The results 

of the pre-test showed that the intended characteristics of both text-based stimuli are 

sufficiently recognized by the respondents and thus trigger the predetermined associations of 

either having a good or bad reputation. Moreover, the working climate in both office 

descriptions was also recognized in the intended way, hence both priming conditions were 

included in the main study. In addition, the pre-test showed that the video fragment “conflict 

one” was on average more frequently perceived as presenting a conflict situation whilst also 

being perceived as more realistic. Thus, it can be assumed that respondents recognized that a 

conflict situation was presented and hence, the video fragment was included in the main 

study. Moreover, the communication climate within that particular video fragment was 

perceived as more aggressive, which in turn intensifies the perception of a conflict. In regard 

to the second video stimulus, it was decided to include the video “no conflict two” in the 

main study as respondents more frequently indicated that hereby no conflict situation was 

shown. In addition, this video fragment was evaluated as being more realistic and the 

communication climate was perceived as less aggressive. In the main study the characters 

which were shown in the video stimuli were first introduced to the respondents in order make 

sure that participants remember them and are thus able to answer the questions in the 

intended way. Moreover, the introduction of the characters also aimed at providing the 

respondent with a context in which the study takes place, and further elaborates on the 

relationship between the presented characters and the fictitious company described in the 

priming conditions.  

 

3.5 Participants  
 

Once the questionnaire was developed and the final versions of the stimuli created, the initial 

process of collecting data started. There were no restrictions for participating in the study, 

except the minimum age of 18 years. In order to recruit participants a non-probability method 

was applied; thus, participants were included who were the most accessible to the researcher. 

The anonymous link to the survey was distributed using different messenger applications 

such as WhatsApp. Further, the link was shared on social media platforms such as Instagram 

and Facebook. In total, 123 were recorded. However, it was recognized that not every 
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participant was able to provide an answer to every item. Therefore, it was decided to exclude 

uncomplete answers from the analyses in order to get clear results. After excluding 

uncomplete answers, responses of 119 participants were used in the analysis.  

 
3.5.1 Descriptive statistics  

Utilizing a SPSS analysis, descriptive statistics such as the mean and standard deviation were 

calculated. Means and standard deviations were calculated for individual respondent 

characteristics such as the age, gender and, educational level. Table 5 provides an overview 

of the distributions of age, gender, and the education level. Based on the table it can be stated 

that the mean age for each condition is approximately the same since it ranges between 23 

and 27 years (Condition 1: M = 24.13, SD = 4.47), (Condition 2: M = 22.93, SD = 3.42), 

(Condition 3: M = 24.93, SD = 6.77), (Condition 4: M = 26.69, SD = 8.38). This was also 

supported by a one-way ANOVA analysis which indicated that there is no significant effect 

for age between the conditions (F(3, 116) = 2.03, p = 0.11). This implies that the data is 

evenly distributed in the conditions with regard to the age of respondents.     

 In addition, when looking at the distribution of gender, within each condition, it can 

be concluded that the number of female participants is considerably higher as the number of 

male participants. However, a chi-square test did not show significant effects of gender 

between the conditions, thus the data is evenly distributed with regard to gender (χ2(6) = 

6.70, p = 0.34).           

 When looking at the distribution of education levels among the individual conditions 

it becomes apparent that the research subjects are equally distributed based on education as 

indicated by a chi-square test (χ2(9) = 8.04, p = 0.52). However, 56% of the respondents are 

displayed in the second lowest education category representing the completion of secondary 

school.           

 Moreover, 37% of the respondents reported to be “somewhat experienced” in working 

an office environment. Further, a chi-square test showed that the respondents were evenly 

distributed among the conditions in terms of working experience in an office environment 

(χ2(12) = 12.58, p = 0.40). 	 
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Table 5  

Distribution of Sample Characteristics  

Variable  Condition 1: 

Positive prime 

& Conflict 

communication 

episode 

Condition 2: 

Positive prime 

& No-conflict 

communication 

episode 

Condition 3: 

Negative prime 

& Conflict 

communication 

episode 

Condition 4: 

Negative prime 

& No-conflict 

communication 

episode 

All 

Sample  

 % % % % % 

Gender:      

Male 26.7 27.3 28.6 10 22.7 

Female 73.3 72.7 71.4 90 77.3 

Age:      

18 – 24 70 83.9 70.4 64.3 72.4 

25 – 34 26.7 12.9 18.5 28.6 21.6 

35 – 44 3.3 3.2 7.4 3.6 4.3 

45 – 54 0.0 0.0 3.7 3.6 1.7 

Level of 

education: 

     

Primary 

school 

0.0 3.2 0.0 0.0 0.8 

Secondary 

School 

56.7 64.5 60.7 43.3 56.3 

Bachelora) 33.3 29.0 35.7 43.3 35.3 

Mastera) 10.0 3.2 3.6 13.3 7.6 

Work 

experience 

in office b): 

     

1 23.3 16.1 28.8 10.0 19.3 

2 10.0 22.6 17.9 13.3 38.7 

3 3.3 0.0 7.7 0.0 2.5 

4 43.3 38.7 32.1 40.0 16.0 

5 20.0 22.6 14.3 23.5 19.3 

N of obs. 30 31 28 30 119 
a) Bachelor / Master or equivalent level  
b) Measured on 5-point Liker scale (1=Not at all / 5= Yes, very much) 
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3.6 Procedure 

The questionnaire of the main study was constructed utilizing Qualtrics Survey Software. 

Once participants clicked on the link, which most of the time was included in a WhatsApp 

message, they would be redirected to the first page of the survey. This first page included 

general information regarding the study and individuals were thanked for considering 

participation. In addition, the purpose of the study was briefly explained. Lastly, the informed 

consent form was presented to the participants, which emphasized that participation is 

voluntarily, that data will be anonymized, and that participants can withdraw at any point 

time. Respondents were asked to actively consent before they were able to continue, as it was 

required by the BMS ethic committee who approved the study. The approval of the BMS 

ethics committee can be found in Appendix III.     

 Subsequently, the initial study started by asking demographic questions related to 

participant’s age, educational level, gender, nationality, and work experience. Afterwards 

participants were randomly presented to one of the four stimuli conditions. Next, the four 

dependent variables, representing the communication climate were tested. In a last step 

participant were asked to answer a short set of questions which were part of the pre-test in 

order to enable the researcher to judge whether the stimuli were recognized in the intended 

way. An overview of the study can be found in Appendix IV. 
 

3.7 Measures 
 
This research aims at investigating how a reputation affects participants perception of the 

internal communication when being exposed to either scenario showing a conflict vs. a non-

conflict. Different measures were included in the questionnaire in order to evaluate to what 

extent the evaluation was influenced by the independent variables. These dependent measures 

include job satisfaction, organizational identification, information exchange and, trust 

relationship with supervisor.   

 

3.7.1 Job satisfaction  

The extent to which a participant would consider the job of Harvey Specter as satisfying was 

measured utilizing 10 items in total. The statements were based on Spector’s (1994) Job 

Satisfaction Survey”, however the scale was adapted to fit the context of the study. The 

construct was measured using a 7-Point Likert scale ranging from strongly disagree to 

strongly agree. Participants were asked to evaluate the statements based on the prime and 
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visual stimulus they were exposed to. A factor analysis indicated that items which were 

initially assumed to measure the construct job satisfaction load on two different components. 

Therefore, the construct was separated into the constructs job satisfaction attitude and job 

satisfaction support. The construct job satisfaction attitude included items like “do you think 

he would perceive his jobs as being enjoyable”, “do you think he would enjoy his co-

workers?” and, “do you think he would feel a sense of pride in doing his job?” and was 

measured by six items in total.  A reliability analysis showed that the items have relatively 

high reliability (α = 0.87). Further, the construct job satisfaction support was measured by 

four items in total. The construct included items like “Do you think he would consider that 

there is too little support for those who work for the organization”, “Do you think he would 

not feel that the work he does is appreciated?” and, “Do you think he would perceive that his 

supervisor shows too little interest in the feelings of the subordinates?”. A reliably analysis 

indicated a relatively high reliability (α = 0.81). 

3.7.2 Organizational identification  

In order to measure the extent to which participants assume Harvey Specter identifies with 

the organization, a set of six items was used. The construct was measured on a 7-point Likert 

scale. The scale was adapted from a study conducted by Mael and Ahsforth (1992) and 

included statements such as “Do you think he would feel personally insulted when someone 

would criticize the company he works for?”, “Do you think he would be interested in what 

other say about the organization he works for?” and, “Do you think he would rather say “we” 

then “they” when talking about the organization he works for?”. In order to fit the context of 

the study items were adapted and formulations were changed. A reliability analysis was 

conducted, and it was concluded that the reliability of the scale is decent since the 

Cronbach’s Alpha score of this measure is α = 0.84. 

3.7.3 Information exchange  

Five items were used to measure the construct information exchange. The construct was 

measured utilizing a 7-point Likert scale ranging from strongly disagree to strongly agree. 

The items “information, which is used to make decisions, is freely shared among members of 

the team?”, “team members work hard to keep one another up to date on their activities?” 

and, “team members are kept in the loop about issues affecting the entire company?” were 

based on a study conducted by Bunderson and Sutcliffe (2002). The remaining two items 

“team members exchange information and learn from each other?” and, “team members 
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exchange ideas with each other to analyze and solve problems?” were based on research 

conducted by Gong, Cheung, Wang, and Huang (2012). The conducted reliability test 

showed that these items have a high reliability α = 0.91.  

3.7.4 Trust relationship with the leader 
In order to measure the construct “trust relationship with supervisor” at set of four items was 

included in the questionnaire. The statements were based on research conducted by 

McAllister (1995) however they were reformulated, in order to be valuable in the context of 

this study. The scale included statements like “Do you think he would have found it 

necessary to work around Harvey in order to get things done the way he would like them to 

be done?”., “Do you think he would keep close track of his interactions with Harvey, taking 

not of instances where Harvey did not keep his end of the deal?” and, “Do you think he 

would try to have a back-up plan rather than being dependent on Harvey?”.  

Based on an analysis the reliability of this measure can be considered as decent with a 

Cronbach’s Alpha score of α = 0.83.  

 

 

 

 

 

 

 

 

 

 

 

 



 34 

4. Results  

After the main study was conducted the gathered data was analyzed. In the following, an 

explanation of the stimuli check will be provided, which was conducted in order to 

investigate whether the stimuli worked as initially intended. Further, the hypothesis testing of 

the main effects as well as interaction effects will be presented.  

 
4.1 Manipulation check  
 
4.1.1 Textual stimuli   

First, a manipulation check was performed in order to investigate whether the stimuli worked 

as initially intended, and thus, can be included in the analysis. Therefore, participants needed 

to respond, on a 7-point bipolar scale, whether they perceive the organization which was 

presented in the primes, as having a positive or negative reputation. Results showed that 

participants who were exposed to the positive reputation prime evaluated the reputation being 

better (M = 5.90, SD = 1.54) as compared to when participants were presented with the 

negative reputation prime (M = 4.55, SD = 1.67). The difference between the reputation mean 

scores was insignificant. Further, it can be observed that in both conditions the reputation was 

slightly perceived as being positive since both reputation scores were above the midpoint of 

the scale. 

 
4.1.2 Video stimuli 

A similar manipulation check was also performed for the second independent variable 

“video”. First, an Independent Samples T-Test was conducted, which indicated significant 

differences t(177) = 9.51, p = 0.00 in the scores of perceived conflict, in the conflict (M = 

6.33, SD = 0.98) and no- conflict condition (M = 3.69, SD = 1.88). The results indicate that 

participants recognized the desired characteristics of the video stimuli either presenting a 

conflict or no conflict situation. In addition, the perceived realism of the individual conditions 

was tested. Therefore, a one-way ANOVA test was conducted. The results do not show 

significant differences in terms of perceived realism among the four conditions (F(3, 118) = 

0.78, p = 0.50). The results imply that all conditions were perceived as similar in regard to 

realism. It can be concluded that the manipulations work to a certain extent since, no 

significant results were found for the textual stimuli although participants recognized that the 

versions differ. However, significant results were found in regard to the video stimulus 
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indicating that the conflict and no-conflict scenario were recognized as intended. Further, it 

can be concluded that the four stimuli conditions were perceived similarly in regard to 

realism.   

 
4.2 Multivariate analysis of variance 

A multivariate analysis of variance was conducted in order to investigate the effects of a 

projected corporate reputation and internal (conflict) communication on the evaluation of the 

communication climate. A Wilk’s Lambda test was done in order to examine the general 

effects of the independent variables on the combined dependent variables. The results of the 

multivariate analysis are shown in Table 6. 

Table 6 
Multivariate Tests 

  Independent variable   F-value  Sig. 
        
Wilk’s Lambda  Projected reputation   3.12  p = .01 

  Internal (conflict)  
communication 

  23.54  p < .01 

  Projected reputation*Video   0.80  p = .54 

 

A Wilk’s Lambda test showed that there is a significant main effect of projected reputation 

on the combined dependent variables (Λ = 0.87, F(5,111) = 3.12, p < .001) as well a 

significant main effect of video (Λ = 0.48, F(5,111) = 23.54, p = .00). However, there was no 

significant interaction effect between the independent variables found. 

 

4.3 Main effects of projected reputation  

As shown in Table 7, there were significant main effects of projected reputation on 

organizational identification and information exchange, whereas no significant main effects 

on job satisfaction in terms of support and attitude as well as trust relationship with the leader 

were found. An overview of the means and standard deviations of the dependent variables 

can be found in Table 7. 
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Table 7  

Overview Projected Reputation  

Dependent variable Projected reputation  
positive / negative 

 

Positive projected 
reputation 

N=61 

Negative projected 
reputation 

N=58 
 F-value Sig. M SD M SD 

Job satisfaction support 0.04 p = .84 4.01 1.37 4.04 1.31 

Job satisfaction attitude 3.14 p = .79 4.04 1.34 3.70 1.22 

Organizational identification 4.22 p = .04 4.99 1.16 4.54 1.24 

Trust relationship with leader 0.14 p = .70 4.10 1.35 4.00 1.24 

Information exchange 13.90 p < .01 4.07 1.33 3.24 1.23 

 

Analysis of the dependent variables revealed no significant effects of projected reputation on 

job satisfaction in terms of support. However, the positive projected reputation led to a lower 

score of job satisfaction in terms of support as compared to the negative projected reputation. 

Although, this score might appear as being confusing it will be elaborated later on. The main 

effect of projected reputation on job satisfaction in regard to attitude was not found to be 

significant. However, the positive projected reputation led to a higher score on imagined job 

satisfaction in terms of attitude as compared to the negative projected reputation.  

 A significant effect of projected reputation was found on organizational identification 

(F(1,115) = 4.22, p = 0.04). Respondents evaluated the organizational identification as being 

higher when presented with the positive reputation prime (M = 4.99 , SD = 1.16) as compared 

to the negative reputation prime (M = 4.54 , SD = 1.24).      

 In regard to the trust relationship with the leader, no significant main effect of 

projected reputation was found. However, the positive projected reputation led to higher 

values in terms of trust towards the supervisor.       

 Lastly, the effect of projected reputation on information exchange was found to be 

significant (F(1,115) = 13.90, p = 0.00). Hence, the mean values for information exchange 

were higher in the context of a positive projected reputation (M = 4.07 , SD = 1.33) as 

compared to a negative projected reputation (M = 3.24 , SD = 1.23). As a result, from the 

above-mentioned findings, Hypothesis H1 b) and c) are supported. 
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4.4 Main effects internal (conflict) communication 

As indicated in table 8, a significant main effect of video on the combined dependent 

variables was found. The analysis of the dependent variables, which are presented in table 10, 

indicate that significant main effects of video were found on job satisfaction in terms of 

support (F(1,115) = 59.43, p = 0.00) and attitude (F(1,115 )= 65.19, p = 0.00). Further the 

independent variable also yielded a significant effect on trust relationship with the supervisor 

(F(1,115) = 18.16 p = 0.00) as well the imagined information exchange (F(1,115) = 15.28 p = 

0.00). In addition, an overview of the corresponding mean values and standard deviations of 

the dependent variables are presented in table 10. The results of the analysis indicate that 

there are differences in regard to job satisfaction in terms of support and attitude, trust 

relationship with the leader, as well as information exchange when participants were exposed 

to the conflict video. Consequently, Hypothesis H2 (a, (b and (c were supported.   
 

Table 8 

Overview video (Conflict vs. No-conflict) 

Dependent variable Video 
Conflict / No-

con:flict  

Conflict scenario 
N= 58 

No-conflict scenario 
N=61 

 F-value Sig. M SD M SD 

Job satisfaction support 59.43 p < .01 4.82 0.94 3.27 1.21 

Job satisfaction attitude 65.19 p < .01 3.06 0.93 4.64 1.21 

Organizational identification 0.00 p = .94 4.77 1.29 4.77 1.15 

Trust relationship with leader 18.16 p < .01 4.53 1.20 3.58 1.21 

Information exchange 15.28 p < .01 3.22 1.18 4.09 1.36 
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4.5 Interaction effect: Testing the reputation buffer 

There was no interaction effect found between the independent variables projected reputation 

and internal (conflict) communication on the dependent variables, as shown in table 9. An 

overview of the means and standard deviations of the dependent variables can be found in 

table 10. As a result, Hypothesis H3 a), b), c), and d) are not supported.  

Table 9 

Test of between subject effect projected reputation*video 

Independent variable  Dependent variable  F-value  Sig.  

Projected reputation * 
internal (conflict) 
communication 

 Job satisfaction support  0.637  0.41  

  Job satisfaction attitude  2.16  0.14  

  Organizational identification  0.32  0.56  

  Trust relationship with leader  0.37  0.53  

  Information exchange  0.19  0.65  

 

Table 10 
Overview projected reputation*internal (conflict) communication 

  Positive reputation Negative reputation 
  M                    SD M                        SD 

Conflict video Job satisfaction support 4.88                0.94 4.76                   0.95 

 Job satisfaction attitude 3.06                0.91 3.03                   0.97 

 Organizational identification 5.05                1.35 4.46                   1.16 

 Trust relationship with 
leader 

4.64                1.26 4.42                   1.15 

 Information exchange 3.57                1.21 2.84                   1.03 

No-Conflict video Job satisfaction support 3.17                1.18 3.38                   1.26 

 Job satisfaction attitude 4.96                1.23 4.32                   1.11 

 Organizational identification 4.94                0.95 4.61                   1.33 

 Trust relationship with 
leader 

3.56                1.22 3.61                   1.21 

 Information exchange 4.45                1.28 4.04                   1.30 
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4.6 Overview Hypotheses testing  
 

 

Table 11 

 Overview of Results Hypotheses Testing  

 Hypotheses Result  
H1A A positive projected reputation will result in a more positive evaluation of the 

communication climate in terms of job satisfaction, as compared to a negative 
projected reputation.  

Rejected 

H1B A positive projected reputation will result in a more positive evaluation of the 
communication climate in terms of organizational identification, as compared to a 
negative projected reputation. 

Supported 

H1C A positive projected reputation will result in a more positive evaluation of the 
communication climate in terms of information exchange, as compared to a 
negative projected reputation. 

Rejected 

H1D A positive projected reputation will result in a more positive evaluation of the 
communication climate in terms of the relationship to organizational leaders, as 
compared to a negative projected reputation. 

Rejected 

H2A The perception of an interpersonal conflict will result in a less positive evaluation 
of the communication climate in terms of job satisfaction, as compared to the 
presence of a no-conflict situation. 

Supported 

H2B The perception of an interpersonal conflict will result in a less positive evaluation 
of the communication climate in terms of organizational identification, as 
compared to the presence of a no-conflict situation. 

Supported 

H2C The perception of an interpersonal conflict will result in a less positive evaluation 
of the communication climate in terms of information exchange, as compared to 
the presence of a no-conflict situation. 

Supported 

H2D The perception of an interpersonal conflict will result in a less positive evaluation 
of the communication climate in terms of relationship to organizational leaders, 
as compared to the presence of a no-conflict situation. 

Rejected 

H3A A positive projected organizational reputation in combination with an internal 
conflict situation will result in a less negative evaluation of the communication 
climate in terms of job satisfaction, as compared to a negative projected 
organizational reputation in combination with a conflict situation. 

Rejected 

H3B A positive projected organizational reputation in combination with an internal 
conflict situation will result in a less negative evaluation of the communication 
climate, in terms of organizational identification, as compared to a negative 
projected organizational reputation in combination with a conflict situation. 

Rejected 

H3C A positive projected organizational reputation in combination with an internal 
conflict situation will result in a less negative evaluation of the communication 
climate, in terms of information exchange, as compared to a negative projected 
organizational reputation in combination with a conflict situation. 

Rejected 

H3D A positive projected organizational reputation in combination with an internal 
conflict situation will result in a less negative evaluation of the communication 
climate, in terms of relationship to organizational leaders, as compared to a 
negative projected organizational reputation in combination with a conflict 
situation. 

Rejected 
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5. Discussion and Conclusion  

The following will discuss the findings of the research. Next, implications concerned with 

academic and practical aspects will be given followed by limitations, which were 

encountered while conducting the study. Subsequently, recommendations for future research 

will be given. Lastly, a conclusion related to the main findings will be given.  

5.1 Discussion of the findings  

The main aim of this study was to investigate the effects of a projected corporate reputation 

and internal (conflict) communication on the evaluation of the communication climate with 

respect to job satisfaction in terms of support and attitude, organizational identification, trust 

relationship to the supervisor as well as information exchange.  

5.1.2 Projected reputation 

First of all, the findings of the independent variable projected reputation will be elaborated 

on. As indicated by the results of the study, main effects were found on organizational 

identification and information exchange, which is in line with the expectations. However, no 

results were found in terms of job satisfaction in regard to support and attitude as well as trust 

relationship with the leader, which is contrary to the expectations. Although not all results 

turned out to be significant, the dependent variables were scored lower when participants 

were presented with the negative reputation (see table 8). Hereby, job satisfaction in terms of 

support represents an exception since the items measuring this construct were negatively 

formulated, thus dealing with lacking support. Although, the score in the positive reputation 

condition is lower as opposed to the negative reputation condition it needs to be interpreted as 

the “higher” score due to the formulation of the items.    

The findings related to organizational identification and a positive reputation are 

supported by literature as well. For example, a study conducted by Fisher and Wakefield 

(1998) found a positive significant effect of perceived external prestige on organizational 

identification. External prestige can be regarded as incorporating a positive reputation, since 

it is grounded on past organizational success and reflects how the organization is perceived 

by external parties. The study postulated that employees are likely to experience a higher 

level of organizational identification if the corresponding organization is characterized by a 

positive reputation, since a positive reputation as well as a large extent of external prestige 

add to an individual’s self-concept as well as self-esteem (Bartels, Pruyn, De Jong, and 
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Joustra, 2006). In addition, this finding is also supported by a study conducted by Öncer and 

Yildiz (2012), who found a strong positive relationship between a corporate reputation and 

organizational identification of employees. In more detail the study points out that a high 

corporate reputation results in a great extent of employee identification (Öncer & Yildiz, 

2012). The greater extent of organizational identification induced by a positive reputation 

might be explained by the perception of joy and proudness to be part of an organization, 

which is associated with socially valued characteristics as well as the notion of organizational 

success (Dutton et al., 1994).  

Moreover, the findings of an increased information exchange in the context of a 

positive reputation are supported by literature as indicated by Mesmer-Magnus and De 

Church (2009). The reason for an increased information exchange in organizations with a 

rather positive reputation is not directly due to reputation itself but can be explained by high 

quality relationships among the employees which in turn are more likely to be prevalent in 

organizations with a positive organizational climate. A positive organizational climate is 

more likely to be found in organizations which also do well in other aspects and are known 

for that, thus having a positive reputation (Cheikhrouhou et al., 2012). Since the 

organizational climate in the positive reputation condition was presented as being positive 

emphasizing well-functioning employee relationships it seems to be applicable that 

participants transferred their overall positive perception towards their perception of the 

information exchange, although information exchange processes were not described nor 

mentioned in the narrative which projected the reputation.  

The insignificant effect of the projected reputation on job satisfaction was not in line 

with expectations nor is it line with what is postulated in literature (e.g. Yang, Yaacob & Teh, 

2015). However, the insignificant results might be explained by the stimuli which were 

assumed project the reputation. As indicated by the results of the manipulation check 

participants had difficulties to clearly recognize the intended characteristic of the described 

organization. This can be observed when looking at table 8 since the mean values for both job 

satisfaction variables as well trust relationship with the leader in both prime conditions are 

close to each other.  

 

5.1.3 Internal (conflict) communication 

In line with the hypothesized effects for internal (conflict) communication, results support 

that the presence of an internal conflict situation negatively influences the evaluation of the 
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communication climate. Thus, the result show that the presence of an internal conflict 

situation resulted in a less positive perception of the communication climate in regard to job 

satisfaction (support & attitude), trust relationship with the leader, and information exchange 

(see table 8). However, contrary to the expectations, no significant result was found for 

organizational identification. Further, the results of the conducted study were found to be in 

line with findings mentioned in literature since multiple studies reported a strong negative 

correlation between interpersonal conflict and job satisfaction (De Dreu & Beersma, 2005). 

In addition, a study conducted by Chen et al., (2012) proposed that interpersonal conflict will 

also result in a decrease of task related motivation, which in consequence affects individual 

job satisfaction. However, the decrease in imagined job satisfaction in the conflict condition 

can also be explained by considering the importance of interpersonal relationships in the 

workplace context. As postulated by Chen et al., (2012) the presence of interpersonal conflict 

induces the perception of malfunctioning interpersonal relations, which are an important for 

individuals workplace satisfaction.         

 Further, results related to the trust relationship with the leader are supported by 

literature as well. As for example a study conducted by Kacmar et al., (2012) explains that 

organizational leaders are perceived as being responsible to create a communication climate, 

in which employees can perform and their best. However, if leaders are not able to establish a 

decent organizational climate and are even involved in interpersonal conflict themselves, the 

relationship towards the employees might be perceived as being characterized by less trust 

(Kacmar et al., 2012). Since trust represents an essential part of supervisor relationships, thus 

relationships in which a trustful foundation seems to be lacking are considered to less 

valuable for the individual employee (Kacmar et al., 2012).     

 Lastly, as hypothesized the information exchange was found to be lower when 

participants were exposed to the conflict situation. This finding is in accordance with prior 

assumptions as well as with the general position in literature. Due to the fact that information 

exchange is regarded as relationship oriented, the presence of interpersonal conflict situations 

negatively influences the effectiveness as well as the quality of such processes (Chen, 2011). 

Thus, the findings of this study argue in line Chen (2011) that interpersonal conflict situations 

result in negative assumptions about the quality and frequency of information exchange 

processes.  
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5.1.4 Interaction effect: Testing the reputation buffer 

The results of the study did not show a significant interaction effect of a projected reputation 

and internal (conflict) communication on the dependent variables. The missing interaction 

effect is not in line with the corresponding hypotheses, since it was expected that a positive 

projected reputation will result in a more favorable evaluation of the communication climate 

in the context of the conflict scenario, as opposed to a negative reputation in combination 

with the conflict scenario. However, the hypothesis is not supported by the conducted 

research. Although, insignificant results were found for the interaction hypothesis it can be 

observed that the mean values of the dependent variables are slightly higher when 

participants were presented with a positive reputation and saw the conflict scenario 

afterwards (see table 10). The missing interaction result is not in line with what is presented 

in literature, since scholars as for example Sohn and Ruthann Weaver Lariscy (2012) 

expressed that a positive reputation provides an organization with buffering capabilities, 

which consequently reduce the harm of organizational crisis on the external perception of the 

organization. Even though the majority of articles supports buffering capabilities of a 

favorable reputation during crisis situations a second stream advocating for a “boomerang 

effect” could be found (Grunwald & Hempeplmann, 2011). However, this study could also 

not provide support for a reputational “boomerang effect” as proposed by Grunwald and 

Hempelmann (2011).          

 Although both independent variables, individually showed significant main effects on 

the evaluation of the communication climate, no significant interaction between the variables 

was found. This can be explained by the fact that the negative reputation was not recognized 

as being negative enough. However, as indicated by the results of the manipulation check 

participants recognized the textual stimuli as being different, although the differences in 

terms of perceived reputation were marginal. In addition, the missing interaction effect can 

also be explained by the fact that participants might not felt sufficiently involved in the 

company when they were exposed with the negative textual stimulus. Even though, the 

stimuli materials were evaluated as being realistic in regard to the presented organizational 

climate and atmosphere participants might have experienced difficulties to develop an 

emotional connection to the company, which resulted in the perception of less involved. The 

lacking perception of involvement in combination with an insufficiently recognized bad 

reputation might provide an alternative explanation for unsupported interaction hypothesis.    
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5.2 Academic implications and future research  
This study contributes to the academic field since it broadens the knowledge and literature 

available concerning underlying effects of a projected reputation and internal (conflict) 

communication on the perception of the organizational communication climate. More 

specifically, it contributes to the investigation of how interpersonal workplace conflicts affect 

outsider perceptions of an organization. Nevertheless, it should be noted that further research 

focusing on potential buffering capabilities of an organizational reputation is needed in order 

to support its’ existence in the context of interpersonal workplace conflicts. Moreover, it is 

necessary to conduct further research in order to gather light on the question, whether a 

positive reputation does provide a certain buffer for unfavorable events which are related to 

internal aspects of the organization, since this could not be supported by the present study. 

However, this study provides an impetus, in order to investigate this relationship further since 

the majority of studies only investigate buffering capacities of a positive reputation in the 

context of external crisis situations.       

 Moreover, in regard to the video stimulus either presenting an interpersonal conflict 

or a conversation in a workplace environment, it would be worth to investigate the effect of 

an organizational conflict in the context of a different type of organization. Thus, it could be 

investigated how the effect of a conflict situation changes when the context of the study 

changes as well. Hereby, it could be investigated to what extent the effect of organizational 

conflict on the perception of the communication climate depends on the type of organization. 

 In addition, further research needs to be done in regard to the potential interaction 

between the projected corporate reputation and the internal (conflict) communication since no 

significant effect was found in this study. Especially, it needs to be investigated, whether the 

in literature described buffering capabilities of a favorable corporate reputation are only 

prevalent in the context of external crisis situation or if a positive reputation can also 

compensate for crisis similar situations as for example interpersonal conflict. Therefore, it is 

necessary to repeat the study after the stimuli materials were optimized and changes on the 

general set up, as for example the environment of the study, are performed. By optimizing the 

above-mentioned aspects future research can might shed light shed on question whether a 

positive reputation can also compensate undesirable internal aspects of the organizational 

live. 
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5.3 Practical implications 

The findings in regard to the effect of interpersonal conflict on the evaluation of the 

communication climate demonstrate that the perception of organizational conflict can be 

harmful for the organizational perception of external audiences. Therefore, the perception of 

interpersonal conflict might influence the willingness for future interactions since individuals 

tend to see the organization in less positive light when they witness interpersonal conflict. 

Consequently, organizational leaders should aim at minimizing interpersonal conflict in a 

workplace environment in order to make sure that the organization and the associated climate 

are presented in the most favorable light. However, if organizational leaders do not decrease 

interpersonal conflict or at least manage that the conflict is not brought to the outside, 

purchase intentions and possible alliances with other organizations might be affected thus, 

decreasing the financial performance as well as the attractiveness as strategic partner and 

potential employer for talented individuals.       

 Moreover, the findings in regard to a projected corporate reputation imply that, even 

though the reputation was only projected, it does have an influence on how external parties 

evaluate any other aspect of the organization. Especially, practitioners and strategists should 

note that an organizational reputation provides input in order to establish attitudes towards 

the organization even though specific information about certain aspects might be missing. 

Thus, if an organizational reputation is perceived as being unfavorable individuals are likely 

to transfer this perception to other aspects related to that organization and thereby create a 

coherent impression although their impression might diverge from reality. Consequently, 

effort and resources should be invested in order to create and maintain a favorable reputation 

in stakeholder’s minds.  

 

5.4 Limitations 

Multiple limitations can be addressed in the context of this study. First and foremost, it 

should be acknowledged that the utilized stimuli turned out to be not optimal. Especially, the 

textual stimuli were not recognized with the desired characteristics as for example the 

negative textual stimulus was not evaluated as being highly negative. As indicated by the 

results of the pre-test respondents did not associate the negative stimulus to a highly negative 

reputation. This had the consequence that participants might not were influenced by the 

negative prime as it was intended. The lacking negative perception of the fictious 

organization, which was described in the textual stimulus might therefore provide an 
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explanation of the missing interaction effect. Therefore, for future research it would be 

applicable to create multiple versions of textual stimuli, which describe the organization 

using different words. However, care should be taken that even though differing words are 

used an identical emotional reaction is induced. Thereby, a broader selection of stimuli can 

be evaluated and the one with the most desirable characteristics can be included in the main 

study. Moreover, care should be taken that the stimuli are pre-tested with a sufficient number 

of participants in order to ensure that the results are at least to a certain extent generalizable 

on the population of the main study.        

 The second limitation is represented by the setting in which the study was conducted. 

Due to the fact that the study was conducted in an online environment, the participants could 

not be observed while filling out the survey, and especially while reading and watching the 

stimuli. As a result, it could not be controlled how much time each participant spent while 

reading the materials, as for example the description of the office environment and the 

general description of the task. Consequently, some participants might have devoted less 

attention towards the stimuli and were thereby less influenced by them. Moreover, due to the 

fact the whereabouts of the respondents differed while they participated in the study it was 

not possible to control for any additional effects induced by the environment. Thus, for 

further research it suggested to conduct the survey in a laboratory like setting which enables 

the researcher to observe the participants and further control for environmental effects in 

order to increase the quality of the data.       

 Thirdly, some participants reached out to the researcher after they participated in the 

study in order to express that they perceived certain aspects as being strange. Some 

participants, for example, who reported to be familiar with the series from which the video 

fragments were extracted reported that they considered it is quite confusing that one of the 

characters was introduced as the supervisor of the other character. This supervisor-

subordinate relationship does not exist in the series itself but was established for the purpose 

of this study. This unexpected relationship might have caused a large degree of confusion for 

some participants, which ultimately might result in a decrease of attention towards the 

stimuli. As a consequence, it would be advisable for future to make sure that participants do 

not have any experiences with the presented stimuli materials, thus it might be applicable to 

create the materials especially for the research.            

A last limitation is represented by the composition of the population sample, since the 

majority of participants have similarities in regard to age as well as their work experience. 

However, in a controlled experiment like this study, it is desirable to have a homogenous 
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sample in order to be able to attribute the effects to the stimuli and not to the individual 

differences in the sample population. Further, the majority of respondents reported to only 

have limited working experiences in an office environment therefore it is questionable 

whether the sample is a decent representation for this study, since the overarching topic of 

this study is related to work relationships. Thus, it can be assumed that the results might be 

different if the sample would rather be homogenous in regard to work experience in an office 

environment.  

 

5.5 Conclusion  

The aim of this study was to investigate how a projected corporate reputation and internal 

(conflict) communication influence the evaluation of the communication climate. More 

specifically, this study investigated whether a projected positive reputation could compensate 

the notion of interpersonal organizational conflict, in regard to the evaluation of job 

satisfaction, organizational identification, trust relationship with the leader, and lastly 

information exchange. This study includes a conceptual discussion of the effects resulting 

from a positive reputation. Moreover, the effect effects of interpersonal conflict on the 

organizational communication climate were discussed. A 2 x 2 experimental research was 

composed, which included 2 versions of a company description, projecting either a positive 

or a negative reputation as well as internal communication scenarios, which either presented 

an interpersonal conflict situation or a conversation in an office environment. Thus, four 

experimental conditions resulted from the study design, which were presented using an online 

questionnaire.            

 The findings of the analysis show that the projected reputation as well as internal 

conflict communication do have a significant effect on the evaluation of the communication 

climate. For the projected reputation significant results were found in regard to organizational 

identification, whereas internal conflict communication yielded significant effects in terms of 

job satisfaction, trust relationship with the leader as well as information exchange. Although, 

two significant main effects were found the independent variables did not interact. Hence, it 

is necessary to further, explore the buffering capabilities of a positive reputation, which are 

proposed in literature.   
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7. Appendices  

7.1 Appendix I: Textual primes 
 
7.1.1 Positive projected reputation  
 
Pearson Hardman is one of the top three major New York City law firms, specialized in 
corporate law. The agency was established in 2003 by Daniel Hardman and Jessica Pearson, 
who led the company during the early days of success. Currently the company has multiple 
operating offices in the United States. Within the United States the organization is known for 
long term employee relationships even though these are quite unusual during current times, 
and got rewarded “best office of the company” three years in a row. The atmosphere in the 
office is characterized by friendly and open interactions even during important discussions 
managers and employees interact with each other in an appreciative way. Further, employees 
always engage with each other in a respectful manner regardless of hierarchical positions 
thus, creating a climate of open conversations in which innovative ideas and individual 
opinions are valued. The outstanding work environment is the reason why the office as a 
whole got rewarded “Best office in the company” for 3 years in a row. Employees think that 
the office’s success came with the manager who can best be described as supportive and 
emphatic individual who stimulates the career development of his employees. The 
management also provides support for the employees even if employee’s concerns are not 
related to daily business. Similar aspects count for the relationships between the employees 
which are marked by empathy and goodwill for the success of the team. Generally, there is 
much support among the workforce for each other, employees commonly work towards the 
accomplishment of collective goals. This results in an environment in which frequent 
interactions take place since employees like to share their personal information with their 
colleagues as the majority of employees perceives their colleagues as friends.  
 
 
7.1.2 Negative projected reputation 
 
Pearson Hardman is one of the top three major New York City law firms, specialized in 
corporate law. The agency was established in 2003 by Daniel Hardman and Jessica Pearson, 
who led the company during the early days of success. Currently the company has multiple 
operating offices in the United States. Recently the organization had to tackle several issues 
among which only few were of financial nature. However, the atmosphere in the office is 
characterized by tension as the tone of voice is rather rough and managers are not afraid of 
yelling at employees and slamming office doors. Loud and rough discussions between 
managers are also, a daily occurring phenomenon in the office. However, the office as a 
whole got rewarded “Best office in the company” for 3 years in a row. Employees think that 
the office’s success came with the manager who can be descripted as man who doesn’t laugh 
nor talk too much but always wants to be the best of the best. There are a lot of rumors going 
on in the office one of them deals with the aspect that the manager tries to keep his 
employees small in order to secure his own position and therefore, does not support his 
employees during tough times nor provides any guidance that isn’t necessary. Similar aspects 
count for the relationship between the employees which are marked by jealousy and 
resentment. Generally, there is little support among the workforce for each other, rather 
employees utilize situations in which colleagues made a mistake in order to present 
themselves in the best way possible, secretly hoping for a promotion. This results in an 
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environment in which as little as possible communication takes place since employees don’t 
want to share information they heavily worked for, which could be advantageous for a 
colleague. 
 
  
7.2 Appendix II: Pre-test 
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7.3 Appendix III: Approval Ethics Committee  
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7.4 Appendix IV: Main Study  
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Note: Participants were only exposed to one of the two versions. 
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Note: Participants were only exposed to one of the two versions. 
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