
 

� 

ANNEXURE A: 
 
PRELIMINARY ANALYS F RISTICS OF ORGANISATIONS IN THE LISTED COMPANIES 

IDENTIF BY THE CR  D M O  U D S LE”. 
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1st SABMiller x  x x x x x    x   

2th Impala Platinum 

Holdings Limited   

(Implats) 

 X   x      X  

3th Standard Corporate 

and Merchant Bank   

(SCMB) 

x   x  x    x x x 

4th Pick ‘n Pay Retail 

(Pty) Ltd 

x x x x x x x   x x    

5th Barloworld Limited x  x x x  x    x   

6th Accenture (South 

Africa) (Pty) Ltd 

      x     x 

7th Nedcor Limited    x    x  x x x  

8th Pfizer Laboratories 

(Pty) Ltd 

x x     x      

9th South African 

Revenue Service   

(SARS) 

       x x   x 

10th Mobile Telephone 

Networks (Pty) Ltd  

(MTN) 

x   x x x x  x  x   
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been quoted from the website of the Corp e und
 

“Corporate Research Foundation (CRF) is 
combined initiative of business journalists  aim t inf  all 
aspects of business enterprise worldwide. The success of CRF i ester  in t ing
opening of a South African office; CRF’s Cape To e i opera

In 1998 the first editions of The 49 Best Com South he omi anies in 
South Africa were published. Both enjoyed best-selle atus. Sin hen, t ons hed  in 2000 
and 2003, respectively. Like their predecessors, both joyed en ous s 4th e he anies to 
Work for in South Africa, this time in hardcover, was launched in November  rec he mployers 
for 2003/4. In this edition, leading training, develop t, recruitm
section of the title. Finance Week is the m City Press  fu  ex e Black 
Management Forum (BMF), Afrikaanse Handelsinstituut (AHI), Associatio el S nis SO) and 
Institute of People Management (IPM) endorsed the 2003/4 title. “
 
(Büttner-Rohwer (ed.) 2003) 

orat  Research Fo

n Europe and
tion in 1997. 

 Africa and T
wo more editi
uccess. The 
 2003, giving

atio

s t
he

50 
we
dit

ogn

rthe
erv

n.

o 
 U

M
re 
ion
itio

ent and added-value industries gained exposure in a new 
r 
ice

  

im
nite

ost
lau
 of
n 

me
 O

lished in the Netherlands in 1991. A 
ormation a
dom prom

sing Comp
, published
Best Comp
Top Ten e

posure. Th
ations (AP

bout
pted the 

par
d K

 Pr
nc
  T
to t

dia
rga

an independent international organisation estab
, researchers and international publishers, it

n W
nto 

r in 
ce t
orm

 is providing
n of Personn

wn office cam

panies to Work fo
r st
 en

men
edia partner and 

 

Corporate Research Foundation (CRF) 
 
The following corporate profile has 
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nager / Public Relations Manager / Marketing Manager 

UNICATION FEEDBACK IN SOME 
SO

being selected as one of the best companies to work for during 2004!  This is an 
ent.  

 
is questionnaire. Your views are not 
the dev pment and promotion of 

 management of communication in South African organis ns.   

ependent survey that I embarked upon as part of my PhD studies in Communication 
t the University of Pretoria.  The overall aim of this survey is to establish a frame of reference 

of informal communication feedback in 
informal 

n that occurs spontaneously and is delivered by 
 a fo al effort (through formal 

ore passive and indirect 
.  

ting issues such as l nin i org isations, 

carefully and then answer spontaneously as you 
at: dc.jacobs@up.ac.za

ANNEXURE
 
The questionnaire of research method two.  
 
 
 
 

 
 
14 June 2004  

 
 
Dear Communication Ma  
 
 
A SURVEY TO DETERMINE THE ROLE OF INFORMAL COMM

UTH AFRICAN COMPANIES  
 
Congratulations on recently 
excellent achievem

Thank you for your willingness to spend a few minutes on completing th
d importance, but will undoubtedly contribute to only of great value an

ublic relations and the
elo

atiop
 
This is an ind
Management a
for and to explore the relevance and existing exploitation 
rganisations’ corporate communication strategies.  In order to provide a common reference point, o

communication feedback is defined as:  
 

All communication feedback into the organisatio
stakeholders or interest groups without the organisation making

d and can be regarded as a m
rm

research) in collecting it. It is unsolicite
process of obtaining feedback from stakeholders

 
Questions later on in this survey deal with rela ear g n an
relationship building and the organisational grapevine.  
 
It is of the utmost importance that you read each question 

 contact me at any time truly feel.  You are also welcome to  or (012) 420-3047 
 accshould you need any clarification.  Kindly follow the instructions on the question ire uratel  order to 

completed questionnaire to me electronically or by fax:  012-362-5088

Thank you very much for your support.   
 

 
 
 
DC Jacobs  

na y in
return the .  
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For Office Use 

espondent number V1   1 

INFORMAL COMMUNICATION FEEDBACK QUESTIONNAIRE 
 

 
R
 
This questionnaire concentrates on the relevance and existing exploitation 

tions.  Que n ha
nnaire, deal with relating issues such as 

l grapevine  relatio hi
building. 
 
Please answer all questions by changing your chosen number’s  
colour to red

of informal communication feedback in organisa
follow later in this questio

stio s t t 

learning in organisations,the organisationa and ns p 

 in the shaded box or by typing your answ
red in the shaded spaces provided.  This is done by c n g

 on your upper tool bar.  You may also 
our choice.  

ame to 

er in 
ha gin   

the font’s colour to RED
se a “X” to indicate yu

 
Please save your completed questionnaire in MS Word under the file 

completesurvey.doc and return it as an attachment n
dc.jacobs@up.ac.za.  You may also print the questionnaire,  indicating 
you oice by circling the chosen numbers in the shaded boxes or by 

in the provided shaded area
r ch

riting s and then fax it to (012) 362-5088.  w
 
SECTION A:
 
1. What is your designation? 
 

V2   3  

 
2. What is the name of your organisatio
 

n? 

V3   5  
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SECTION B: 

For Office Use 
Please indicate which ONE of the following statements is the most 
appropriate and relevant to your organisastion.  Please select only one 
option per statement. 

ing department in 
 
3. Informal feedback input is attended to by the follow

my organisation: 
 
By the corporate communication department. 1 V4 7  
By the marketing department. 2 
By the corporate intelligence department. 3 
By an integrated marketing and communication department. 4 
By another department. 5 
No specific department attends to informal feedback. 6 
 
4. The responsible department in my organisation attends to 

informal feedback according to the following time frame: 
 
As and when it is received. 1 V5 8  
On a daily basis. 2 
On a weekly basis. 3 
Ad hoc – depending on the perceived importance of the fee c pudba k in t. 4 
Not one of the above. 5 
 
 
SECTION C:  
 
Please select ALL relevant answers to the following questions. 
 
5. My organisation uses the following media and methods in 

 
to e il re s. 

obtaining informal communication feedback: 

Web page with structured feedback / “contact us” forms / mail -ma add sse 1 V6  9 

Through direct observation of customers or staff.  2 V7  10 

Postal addresses published in literature or on the WWW. 3 V8  11 

Information obtained from the organisation grapevine. 4 V9  12 

Telephonic feedback, for example, toll free numbers or customer care lines. 5 V10  13 

By fax. 6 V11  14 

Through voluntary comments made at functions or parties. 7 V12  15 

Electronic chat rooms or list servers. 8 V13  16 

By SMS. 9 V14  17 

Word of mouth, rumours or gossip. 10 V15   18 

Through visible changes in attitudes or behaviour. 11 V16   20 

Letters to the press and opinions expressed in the media. 12 V17   22 
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SECTION D:              For Office Use 
 
Kindly select the most relevant option between 1 and 5 at each question where 

5 = “Agree Totally” and 1 = “Disagree Totally”. 
 
6. My organisation regards: 
 

5 4 3 2 1 V18  24 Informal customer feedback regarding products or 
services as most important. 
Only certain informal feedback as important. 5 4 3 2 1 V19  25 

Infor l feedback from investors as moma st important. 5 4 3 2 1 V20  26 

5 4 3 2 1 V21  27 Informal feedback from staff members 
important. 

as most 
    

Informal feedback from all stakeholders as important. 5 4 3 2 1 V22 28  
 
SECTION D: (continued) 
 
Kindly select the most relevant option between 1 an

5 = “Agree Totally” and 1 =
d 5 at e  q ti wh  

 “Disagree Totally” 

7. I am of the opinion that informal communication feedback can 
provide information that: 

ach ues on ere

 

 

5 4 3 2 1 V23 29  Can lead to changes in daily operational plans in the 
organisation.  
Is merely worth taking note of. 5 4 3 2 1 V24 30  
Must be acted upon in relevant cases. 5 4 3 2 1 V25  31 

Can lead to strategic change in the organisation. 5 4 3 2 1 V26  32 

 
8. My organisation: 
 

5 4 3 2 1 V27  33 Actively and continuously stimulates informal 
feedback from stakeholders by providing opportunitie
for feedback.  

s 

5 4 3 2 1 V28 34  Knows that stakeholders will find the means to provide 
feedback themselves. 

5 4 3 2 1 V29 35  Stimulates informal feedback from stakeholders only 
essary. from time to time when regarded as nec

 
9. My organisation regards the management of excellen la ns st re tio hip  

with: 
 

5 4 3 2 1 V30  36 Customers as most important as they provide the  
organisation’s income. 

5 4 3 2 1 V31  37 Investors as most important because they have a 
vested interest in the organisation.  

5 4 3 2 1 V32  38 Employees as most important because they sustain the 
operations of the organisation.  

5 4 3 2 1 V33  39 All stakeho
influence the organisatio

lders as important because they may 
n in different ways.  
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For Office Use 
ECTION E: S  

0. Kindly select the most relevant option between 1 and 5 at each question 
where 5 = “Agree Totally” and 1 = “Disagree Totally”. 

 

 
1

5 4 3 2 1 V34  40 The grapevine is merely seen as gossip with not much 
value for the organisation. 

5 4 3 2 1 V35  41 The grapevine should be carefully monitored and used 
to the advantage of the organisation. 

5 4 3 2 1 V36  42 The grapevine is perceived as an important source of 
informal feedback. 
Much can be learned from the organisation grapevine. 5 4 3 2 1 V37  43 

5 4 3 2 1 V38  44 The organisational grapevine is about emotional issues 
and not factual issues and therefore should not play an 
important role in communication management.  

5 4 3 2 1 V39  45 The grapevine only flourishes when the formal 
communication structure is inadequate. 

5 4 3 2 1 V40  46 The grapevine can be used to release tension among 
employees. 

5 4 3 2 1 V41  47 The grapevine can be used to build morale and job 
satisfaction. 

5 4 3 2 1 V42  48 The grapevine may provide answers to employees’ 
unanswered questions. 

5 4 3 2 1 V43  49 The grapevine is especially good in distributing routine 
information fast and accurately. 

5 4 3 2 1 V44  50 The less effective communication by management is 
perceived to be, the more active the grapevine 
becomes. 

5 4 3 2 1 V45  51 The grapevine acts as an important creator and 
maintainer of human relationships in the workplace. 

5 4 3 2 1 V46  52 The function of the grapevine is to influence or entertain. 

The function of the grapevine is to provide information. 5 4 3 2 1 V47  53 

5 4 3 2 1 V48  54 The grapevine should be used to facilitate effective 
knowledge transfer in organisations. 

5 4 3 2 1 V49  55 Management can feed the grapevine with information 
that they choose. 

5 4 3 2 1 V50  56 The role of the grapevine is supportive to more formal 
communication. 

5 4 3 2 1 V51  57 My organisation will never attach any value to instinct 
or “gut feel”. 

5 4 3 2 1 V52  58 Sometimes subtle ideas and emotions can play a role 
in my organisation.  

5 4 3 2 1 V53  59 Informal feedback can act as an early warning system in 
my organisation. It allows us to act before a crisis 
occurs. 
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For Office Use 
ECTION F: S  

 
The following questions deal with learning in organisations.  In this 
context, organisational learning is defined in its broadest sense. It entails 
any learning by staff members that could be to the advantage of the 
organisation.  
 
Kindly select the most relevant option between 1 and 5 at each question  
where 5 = “Agree Totally” and 1 = “Disagree Totally”. 
 
11. In my organisation, learning: 
 

5 4 3 2 1 V54  60 Is seen as an integral part of every task and 
opportunity that employees embrace. 
Is only generated in order to solve problems. 5 4 3 2 1 V55  61 

Only takes place in an ad hoc manner. 5 4 3 2 1 V56  62 

Should be self-generated.  5 4 3 2 1 V57  63 

5 4 3 2 1 V58  64 Is regarded as a strategic imperative and therefore 
stands central in everything we do. 
 
12. My organisation has the following characteristics: 
 

5 4 3 2 1 V59  65 Feedback from employees and other stakeholders is 
valued.  

5 4 3 2 1 V60  66 Feedback from stakeholders leads to change in 
organisational behaviour. 
Communication is honest or open. 5 4 3 2 1 V61  67 

Risk taking and experimentation only cost money. 5 4 3 2 1 V62  68 

5 4 3 2 1 V63  69 Employees are encouraged to adhere to the 
organisation culture more than being true to 
themselves. 

5 4 3 2 1 V64  70 Employees should only enquire about relevant things 
when given the opportunity. 
Diversity is welcomed. 5 4 3 2 1 V65  71 

5 4 3 2 1 V66  72 Best practises are explored and benchmarking is 
regularly applied. 
People are selected for what they know. 5 4 3 2 1 V67  73 

Partnerships are critical to the organisation.  5 4 3 2 1 V68  74 

All organisation relationships are nurtured. 5 4 3 2 1 V69  75 

5 4 3 2 1 V70  76 Curiosity belongs to those who have too much time on 
their hands.  

5 4 3 2 1 V71  77 A shared vision exists in our organisation that guides 
employees in their everyday work. 

5 4 3 2 1 V72  78 A willingness exists to acknowledge failures and learn 
from it. 

 

THANK YOU FOR YOUR TIME, TROUBLE AND PATIENCE. 

IT IS TRULY APPRECIATED. 
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ANNEXURE C: 
 
Vicious rumour holds no water by Wendy Knowler. The Pretoria News, 6 November 2003 
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ANNEXURE D: 
 
Informal Feedback Capturing Database 
 
Corporate Communication Division:  Informal feedback capturing database 

 
Period:  From…………………...2004 to ……………………2004 
% IMPACT LEVELS: A: Major organisational Impact; B: Corporate Comm Impact; C: Departemental Impact; D: Minor micro unit impact 
 

Feedback Issue No. 1  
Description /Quote of single Informal feedback input 
 
 
Date Type of feedback Source (If known)  Prelim perceived importance/Impact value Staff member Stakeholder group 

External / Internal  
Suggestions / Follow-up / Remedy  

   % A: Major organisational Impact 
% B: Corporate Comm Impact 
% C: Departemental Impact 
% D Minor micro unit impact 

   

 

Feedback Issue No. 2  
Description /Quote of single Informal feedback input 
 
 
Date Type of feedback Source (If known)  Prelim perceived importance/Impact value Staff member Stakeholder group 

External / Internal  
Suggestions / Follow-up / Remedy  

 
 

  % A: Major organisational Impact 
% B: Corporate Comm Impact 
% C: Departemental Impact 
% D Minor micro unit impact 

   

 

Feedback Issue No. 3  
Description /Quote of single Informal feedback input 
 
 
Date Type of feedback Source (If known)  Prelim perceived importance/Impact value Staff member Stakeholder group 

External / Internal  
Suggestions / Follow-up / Remedy  

 
 

  % A: Major organisational Impact 
% B: Corporate Comm Impact 
% C: Departemental Impact 
% D Minor micro unit impact 
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