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Abstract: This study aims to analyze the hard skill competencies 
required in today’s office work  environment and assess the perceptions 
of university alumni and industry representatives  regarding the 
relevance of current academic training. Using a qualitative approach 
with semi structured interviews, the research collected data from recent 
graduates and HR professionals  in various office-based industries. The 
findings reveal that digital office competencies such as  Microsoft Excel, 
Google Workspace, and professional email usage are crucial in daily 
tasks.  However, a significant skills gap persists due to the theoretical 
nature of university curricula.  The study recommends curriculum 
reform that integrates practical applications, industry  collaboration, 
and structured internships to improve graduate readiness. These 
findings  contribute to workforce development by aligning education 
with labor market needs. 

  

Keywords: Hard Skills, Office Competencies, Higher Education, 
Graduate Employability,  Industry Needs, Indonesia 

  

Introduction  
In the era of digital transformation and global competition, higher education institutions are  challenged 
to equip students with competencies aligned with industry demands. Hard skills— defined as 
measurable, technical abilities required for specific tasks—are increasingly valued  in office 
environments. However, many graduates face difficulties transitioning into the  workforce due to a 
mismatch between academic training and workplace expectations. This  study investigates the specific 
hard skills required by office industries and explores the gap  between educational preparation and 
employment realities, using a case study approach based  on alumni and industry insights in Indonesia. 
  

Literature Review  

Hard skills, according to Astutik & Pambudi (2019), can be assessed through practical tests or  validated 
certificates, indicating technical competencies such as data processing, document  management, and 
software proficiency. Previous studies (e.g., Sari et al., 2022; Hardi, 2020)  highlight the impact of hard 
skills on employee performance, emphasizing areas like analytical  skills, technical tools usage, and 
digital communication. Furthermore, Aditya (2024) stresses  
the importance of aligning training programs with current technological tools and industry  trends 
through mentoring, certification, and digital learning platforms. 
  

Methodology  
This research employed a qualitative descriptive method using semi-structured interviews.  Informants 
included alumni from a Faculty of Economics and Business who had graduated  within the past year, 
and representatives from the human resource departments of office-related  industries. Thematic 
analysis was used to interpret the data collected, allowing for pattern  identification and coding of 
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recurring themes relevant to office hard skill requirements. 
  

Results and Discussion  
Required Office Hard Skills  
The results indicate that Microsoft Excel (especially advanced functions), Google Workspace,  Microsoft 
Word, and professional email etiquette are critical for office roles. Fast and accurate  typing was also 
highlighted as a fundamental skill. Industries also increasingly demand  familiarity with ERP 
(Enterprise Resource Planning) systems—something that is rarely taught  in formal academic settings.  

Perception Gaps  
Both alumni and industry respondents noted a disconnect between academic curricula and  practical 
workplace needs. While theoretical knowledge was considered sufficient, practical  applications were 
deemed inadequate. Graduates reported needing to pursue self-study or  additional training upon 
employment, especially in technical software usage.  

Recommendations for Hard Skill Development  
Participants advocated for more practical coursework, stronger university-industry  partnerships, 
inclusion of real-world simulations in the curriculum, and enhanced internship  programs. Industry 
representatives emphasized the need for students to be job-ready upon  graduation, urging curriculum 
adjustments to match evolving digital tool usage. 
  

Conclusion  
This study underscores the importance of office-based hard skills in securing and maintaining  
employment. There remains a significant gap between university preparation and job market  
expectations. Educational institutions must adapt by incorporating more applied learning,  
collaborating with industry stakeholders, and exposing students to workplace-relevant  technologies. 
Bridging this gap will enhance graduate employability and support national  workforce 
competitiveness. 
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Abstract. This study aims to explore internal communication approaches that can 
enhance the quality of customer service at PT Media Mover. In an increasingly 
competitive digital service landscape, effective internal communication becomes a 
crucial aspect to support the performance of frontline employees and customer 
satisfaction. The research employs a qualitative method with a case study approach 
and collects data through in-depth interviews, direct observations, and analysis of 
internal documents. The findings of the study indicate that effective internal 
communication at PT Media Mover is characterized by two-way interactions, 
information transparency, and a combination of formal and informal media. Informal 
communication, such as using WhatsApp groups, has proven effective in accelerating 
the resolution of customer complaints and strengthening team solidarity. However, 
issues such as a lack of consistency in documentation still pose challenges. The results 
of this study expand the theoretical understanding of organizational communication 
by emphasizing the importance of flexibility and active employee participation in 
communication processes. From a practical standpoint, management in service 
organizations needs to design internal communication systems that can adapt to 
changes in work dynamics and customer demands. The study also recommends 
further cross-organizational research and the use of mixed-method approaches to 
obtain more comprehensive and applicable findings. 
 
Keywords: Internal Communication, Customer Service, Organizational Strategy, 
Service Effectiveness, Digital Organization 

 
Introduction  
In the rapidly evolving digital era and amid intense competition among service companies, customer 
satisfaction has become one of the most crucial factors in evaluating a company's success. Particularly in the 
service sector, such as that operated by PT Media Mover, direct interaction with customers heavily relies on 
the organization's ability to establish effective internal communication. This is essential so that every part of 
the organization understands the service standards, corporate values, and proper ways to handle customers. 
One common issue encountered is the inability of many companies to maintain customer loyalty due to 
miscommunication or discrepancies between departments. Weak internal communication directly affects the 
quality of service received by customers. This is supported by research from Asyifa (2016), which shows that 
the effectiveness of internal communication significantly influences employee loyalty, which in turn impacts 
customer satisfaction. In today’s social conditions, companies are faced with the challenge not only of 
managing communication with the public but also of creating an internal communication system that is 
responsive, fast, and interactive. Changes in the work environment due to digitalization—such as remote work 
and the use of cloud-based communication solutions—demand a shift toward more adaptive internal 
communication strategies (Hasanah et al., 2018). 
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PT Media Mover, as a provider of media and information transportation services, operates a complex system 
with various interconnected functions and roles. Communication between units is crucial to ensure smooth 
coordination. However, problems such as delays in information and inconsistencies between messages from 
management and implementation on the ground often hinder the achievement of expected service standards. 
Previous studies have emphasized the need for internal communication supported by technology to improve 
both employee and customer satisfaction (Budianto, 2023). Nevertheless, few studies have specifically 
examined the implementation of internal communication strategies aimed at enhancing customer service 
effectiveness in companies like PT Media Mover. Most existing studies are conceptual or limited to other 
sectors, such as education or banking. Research by Bagaskara et al. (2023) indicates that digital communication 
technologies can strengthen internal coordination and increase service responsiveness, but few have directly 
linked internal communication strategies to service quality, especially in the media and information 
transportation sector. 
 
This gap highlights the need for an in-depth study using a qualitative approach to further understand the 
internal communication strategies used by PT Media Mover. This approach allows researchers to explore 
communication dynamics within the organization from the perspective of the practitioners directly involved. 
This study will investigate the forms, channels, and practices of internal communication implemented, as well 
as how such communication contributes to creating a positive customer experience. The research focus will be 
directed toward elements of communication such as information flow, leadership style, media used, and 
existing organizational culture. Thus, this research will not only contribute to the theoretical development of 
organizational communication and customer service but also offer practical solutions for managing internal 
communication in service-based companies. The findings are expected to serve as a foundation for policy-
making and continuous improvement in similar sectors. The main objective of this study is to analyze the 
internal communication strategies at PT Media Mover and assess how effective these strategies are in 
improving the quality of service provided to customers. 
 

Methods  
Type of Research Approach 
This study adopts a descriptive qualitative method aimed at examining the phenomenon of internal 
communication in the real context of PT Media Mover. The qualitative method is chosen because the primary 
objective of this research is exploratory and interpretive—investigating the experiences and perspectives of 
informants regarding internal communication strategies and their impact on customer service effectiveness. 
This approach allows the researcher to understand the social context within the organization. The type of 
research is a case study, which seeks to thoroughly examine a specific subject—PT Media Mover. Referring to 
Stake (1995), case studies are used to understand the complexity of a social unit comprehensively, in this case, 
the organization’s internal communication system. This method allows the integration of various data sources 
such as interviews, internal documents, and direct observation, making the information obtained 
comprehensive and meaningful. 
 
This qualitative research is highly relevant in the study of organizational communication because it allows for 
the subjective interpretation of communication actors (employees and managers), which cannot be measured 
through statistical data. As stated by Syafitri and Toni (2024), qualitative approaches help researchers 
understand the cultural, symbolic, and interactional dimensions of internal communication within 
organizations. Through this approach, the research is expected to provide not only theoretical insights but also 
practical contributions. The findings of this study are expected to help develop more effective internal 
communication strategies to enhance customer satisfaction and service efficiency, as well as enrich the 
references in the field of organizational communication. 
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Tabel 1: Profile of Research Informants 

Code Position Years of 
Experience 

Department Primary Communication 
Channe 

I-01 Customer Service Staff 5 years Customer Service WhatsApp & Email 
I-02 Operations Supervisor 4 years Operations Morning Briefings 
I-03 IT Team Coordinator 3 years Information 

Technology 
Internal App 

 
Research Location and Subjects 
This study is conducted at PT Media Mover, a company that focuses on digital media services and 
communication information in transportation. The company is located in the Jabodetabek metropolitan area, 
which is a hub of economic and technology-based service activities in Indonesia. The geographical 
characteristics of this area allow for intense interaction between the company and customers from diverse 
social and cultural backgrounds. The area also reflects the dynamics of modern organizations, emphasizing 
service efficiency and quick customer responses. PT Media Mover was selected as the research location due to 
its complex organizational structure involving several interrelated departments—from technical divisions, 
customer service, content development, to strategic management. Over the past five years, the company has 
shown significant growth but continues to face challenges in providing consistent services to customers. This 
provides a strong basis to explore the internal communication strategies implemented and their relation to 
service effectiveness. 
 
The subjects of this study are informants who hold key positions in the company’s internal communication 
structure, including employees from the customer service division, middle management, and the internal 
communication team. Informants are selected through purposive sampling, with criteria including at least one 
year of work experience, direct involvement in the communication process, and the ability to provide 
meaningful insights about internal communication flows. The study expects to interview 8 to 10 informants 
aged between 25 to 45 years old, with educational backgrounds ranging from bachelor's to master's degrees 
and a balanced gender composition. This diversity aims to gain a comprehensive understanding of the 
obstacles, strategies, and dynamics of internal communication at various organizational levels. The data 
gathered will help construct an in-depth narrative on how internal communication either supports or hinders 
customer service effectiveness. 
 
Operational Definition 
In this qualitative study, the main focus explored is internal communication within the organization and its 
influence on customer service efficiency. Internal communication is understood as the complete range of 
information and meaning exchange among individuals or groups within an organization, both in formal and 
informal contexts. According to Febianti and Kusdinar (2020), effective internal communication involves 
transparency, openness, continuous feedback, and appropriate communication channels. In this study, 
internal communication is not only seen as message delivery but also as a reflection of organizational culture 
encompassing values, norms, and leadership. The researcher pays attention to communication strategies such 
as methods of delivering information (meetings, emails, internal apps), communication frequency, managerial 
participation, and employees’ perceptions of the communication flow. Internal communication is assessed 
through observations and in-depth interviews with employees involved in customer service systems. 
 
Customer service effectiveness, as the result of internal communication, is defined as the speed, accuracy, and 
quality of the organization's responses to customer needs and complaints. The indicators analyzed include 
customer satisfaction from internal perspectives (frontline staff), the frequency of information conflicts, 
coordination speed between departments, and alignment in service standards. Data will be collected from 
employees' and managers' personal experiences in explaining how internal communication impacts their 
performance in serving customers. Thus, the operational definitions in this study allow the researcher to 
understand internal communication and service effectiveness based on the lived experiences of individuals 
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within the organization. The data obtained will include narrative accounts, communication document 
analysis, communication flow mapping, and observations of daily work interactions related to customer 
service systems. 
 
Types and Sources of Data 
This qualitative study utilizes narrative and descriptive data, not in numerical form. The main objective of the 
data collection is to capture the meanings, experiences, and perspectives of informants regarding internal 
communication strategies and their impact on customer service effectiveness at PT Media Mover. The data is 
gathered in the form of words, statements, and interpretations from informants to provide in-depth and 
contextual understanding of the phenomena studied. The sources of data are divided into two categories: 
primary and secondary data. Primary data is obtained directly from informants through in-depth interviews, 
participatory observation, and relevant internal documents. Informants are selected using purposive 
sampling, with criteria involving direct engagement in the internal communication practices of the 
organization, especially in customer service and managerial communication. Observations are conducted to 
witness the actual communication patterns and flows during daily operations. 
 
Meanwhile, secondary data is collected from supporting sources such as company documents, annual reports, 
work guidelines, communication archives, and academic literature including journals, reference books, and 
previous research articles. This secondary data helps understand the organization’s historical and structural 
context and serves as a comparison when analyzing primary data. The use of both data sources aims to achieve 
triangulation—a technique to verify findings by comparing data from various sources. By integrating primary 
and secondary data, this research is expected to have stronger validity and allow for a comprehensive 
interpretation of internal communication realities within the organization. 
 
Data Collection Techniques 
This research employs common data collection techniques in qualitative studies: in-depth interviews, 
participatory observation, and document collection. These methods help the researcher gain rich, contextual, 
and reflective data about internal communication strategy implementation and its impact on customer service 
effectiveness. In-depth interviews are conducted with key informants from various departments at PT Media 
Mover, particularly from customer service, internal communication, and middle management. These 
interviews are semi-structured, using open-ended questions that may be adjusted as the conversation evolves. 
The goal is to explore personal experiences, views on the communication system, and actual practices in the 
workplace. All interviews are recorded and transcribed thoroughly. 
 
Participatory observation is applied to observe daily interactions within the organization’s workflow, focusing 
on interdepartmental coordination and customer service. This observation records communication patterns, 
the media used (such as emails, meetings, or internal groups), and situations where communication barriers 
occur. It supports data triangulation and ensures the validity of findings from interviews. Document collection 
includes gathering internal records such as work reports, service guidelines, meeting minutes, and the 
company’s digital communication systems. These data are essential for understanding how communication 
strategies have been historically and administratively formulated and implemented. Together, the three 
methods enhance data validity through source, method, and time triangulation. 
 
Data Analysis Technique 
Data analysis in this qualitative research uses the interactive model from Miles and Huberman, consisting of 
three main elements: data reduction, data display, and conclusion drawing/verification. This approach is 
well-suited for organizational communication research as it captures the complexity and nuances of 
interactions not measurable quantitatively. The data analyzed includes interview narratives, observation 
notes, and documents related to the company’s internal communication strategies. The first step is data 
reduction, where the researcher filters and simplifies information gathered from interview transcripts and 
field observations. The aim is to identify key themes such as communication barriers, leadership roles, and 
information flow effectiveness in the context of customer service. This reduction process is ongoing and 
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iterative throughout data collection. 
 
The second step is data display, in which information is organized into matrices, tables, narratives, or 
diagrams. This allows the researcher to see relationships between thematic categories and make preliminary 
interpretations. Visual data displays such as concept maps or communication flow charts are used to assist in 
thematic analysis and identifying communication patterns in the organization. The third step is conclusion 
drawing and verification, an inductive process where the researcher formulates findings based on patterns 
and meanings derived from the data. The validity of the findings is strengthened through triangulation and 
member checking. This ensures a deep understanding of internal communication strategies and their impact 
on customer service effectiveness at PT Media Mover. 
 
Research Instruments 
In this qualitative research, the primary instrument is the researcher, responsible for formulating interview 
questions, conducting observations, and analyzing data. This aligns with Creswell (2013) and Moleong (2017), 
who state that in qualitative research, the researcher serves as the main tool to understand social interactions. 
To support structured and focused data collection, the researcher developed a semi-structured interview guide 
and participatory observation sheet. The interview guide includes open-ended questions designed to explore 
informants’ views, experiences, and understanding of internal communication at PT Media Mover. Questions 
are grouped into several categories: communication channels used, interdepartmental communication 
methods, managerial responsibilities in information dissemination, and communication obstacles. The guide 
is flexible to allow probing questions based on interview flow. 
 
The observation sheet is used to record behaviors and communication situations directly at the site. Indicators 
include: types of verbal and non-verbal communication, duration of interaction, communication frequency 
across divisions, and use of internal communication tools such as emails, chat apps, or meetings. Observations 
also include work atmosphere and employee responses to instructions or information from supervisors. 
Internal documentation, such as meeting minutes, customer service SOPs, and internal memos, also serve as 
supplementary data sources. All instruments are designed based on academic literature to ensure data validity 
and reliability. The tools were also pilot tested with several informants to ensure clarity and depth of the 
information obtained. 
 
Data Validity 
The validity of information in this qualitative study is maintained through Lincoln and Guba’s (1985) four 
trustworthiness criteria: credibility, dependability, confirmability, and transferability. Validity is not 
measured statistically as in quantitative methods but through reflective and consistent data collection, 
processing, and interpretation. Data is gathered through in-depth interviews, participatory observation, and 
internal documentation, then analyzed through triangulation to minimize bias. To ensure credibility, the 
researcher uses triangulation across sources and techniques—including cross-informant comparisons, method 
triangulation (interviews and observation), and supporting documents. Additionally, member checking is 
conducted, in which transcripts and interpretations are reconfirmed with informants to ensure accurate 
meaning. Reflective journaling during interviews and observations also helps the researcher recognize 
personal biases. 
 
Dependability is achieved by documenting every research step, from planning, data collection, to analysis. An 
audit log is maintained, recording changes and decisions made throughout the process to allow others to trace 
the steps. Confirmability is ensured by preserving raw data, interview transcripts, and field notes accessible 
for objective review. Transferability is enhanced by providing detailed contextual descriptions of the 
organization’s location, informants, and social situations. This enables readers to assess the applicability of the 
findings in similar contexts. Overall, this approach strengthens the academic rigor and reliability of the study 
in explaining the reality of internal communication and its influence on customer service effectiveness.  
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Result and Discussion 
Overview of Informants 
The informants participating in this study consisted of ten individuals directly involved in internal 
communication and customer service at PT Media Mover. They were selected from various job levels and units 
to ensure diverse viewpoints. Their ages ranged from 25 to 45, with most in the productive 30–40 age group. 
Demographically, there was gender balance reflecting the company’s employee composition. Regarding 
education, all informants hold at least a bachelor’s degree (S1), primarily in communication, management, or 
information technology. Their roles included customer service managers, frontline staff, technical team 
coordinators, and internal communication personnel—organized based on their roles in organizational 
communication and their impact on service quality. 
 
Informant selection used purposive sampling with inclusion criteria: (1) at least one year of service at the 
company, (2) active participation in internal communication or customer service, and (3) willingness to openly 
share information. Employees who did not meet these criteria—such as new hires or those not involved in 
formal communication—were excluded. This method aims to collect relevant, reflective, and meaningful data. 
A sample of ten informants was deemed sufficient for qualitative methods, reaching data saturation, meaning 
no new information emerged after the final interviews. This aligns with qualitative principles emphasizing 
information richness over quantity (Murdana, 2022). With diverse characteristics and depth of insight, these 
informants are expected to provide a comprehensive picture of internal communication strategies at PT Media 
Mover. 
 
Data Collection and Processing 
Data were collected using three main techniques: in-depth interviews, participatory observation, and 
company document collection. Interviews were semi-structured, allowing exploration of informants’ 
experiences with internal communication at PT Media Mover. Observation took place on-site with limited 
involvement to capture unspoken communication dynamics. Document collection captured official data like 
SOPs, meeting notes, and company memos. Data collection occurred over three weeks in March 2025 at PT 
Media Mover’s headquarters. Interviews were conducted in informants’ workspaces or via Zoom for remote 
employees. Each lasted 45–60 minutes and was digitally recorded with participants’ written consent. The 
researcher also took manual notes to document non-verbal expressions or important events not captured in 
audio. 
 
After interviews, recordings were transcribed accurately. Transcripts were verified by member checking to 
ensure accuracy and reduce interpretive bias. Observation data were categorized using thematic observation 
sheets, and internal documents were analyzed for formal and structural communication patterns. Data 
analysis followed Miles and Huberman’s technique: data reduction to select relevant information, data 
presentation in matrices and narratives, and inductive conclusion drawing. The researcher manually coded 
using Excel and Word to identify themes, sub-themes, and category relationships. Accuracy was ensured 
through method and source triangulation and peer review discussions to prevent researcher bias. 
 
Research Findings 
The main findings reveal that effective internal communication at PT Media Mover strongly correlates with 
improved customer service quality. Interview and observation results indicate that formal channels—such as 
email, internal messaging apps, and weekly meetings—are primary means for transferring information 
between management and customer service teams. However, success depended not only on these channels 
but also on message clarity, interdepartmental transparency, and responsiveness. Most respondents stated 
that open management attitudes enabled them to respond quickly and accurately to customer complaints. 
Secondary findings highlight the importance of two-way communication structures. Frontline staff felt more 
motivated and responsive when management acknowledged their feedback on service systems. Some 
employees also noted challenges in horizontal communication, particularly between technical and customer 
service divisions, causing miscommunication in resolving technical issues—a key area for improvement. 
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The study also found informal communication culture that supplements formal strategies—WhatsApp groups 
and off-hours chats help staff solve customer issues faster. Although not officially documented, these informal 
communications effectively speed up coordination and foster team solidarity. Yet, excessive reliance on 
informal channels may create challenges in documentation consistency and information distribution. Overall, 
the study shows that well-planned internal communication fosters a responsive, collaborative, and well-
coordinated work environment, ultimately benefiting customer service effectiveness. These findings 
emphasize the importance of comprehensive internal communication strategies, considering media, 
organizational structure, communication culture, and interpersonal skills. 
 
Interpretation of Findings 
Primary findings demonstrate that PT Media Mover’s internal communication approach directly influences 
customer service effectiveness. Open, consistent, and fast communication between management and service 
staff improved information delivery, team coordination, and morale in handling customer issues. This 
supports the initial hypothesis that internal communication positively correlates with service quality. In the 
literature context, these results add evidence to Hasanah et al. (2018), who highlighted internal communication 
satisfaction as crucial to work productivity. The study also reveals that the informal and flexible nature of 
communication significantly contributes to work effectiveness—an aspect underemphasized in bureaucratic 
formal communication models. For example, the use of WhatsApp groups helped break hierarchical barriers 
and foster horizontal collaboration. 
 
Differences with earlier research emerged in communication documentation effectiveness. While previous 
studies emphasized structured reporting, PT Media Mover’s environment valued speed and spontaneity 
more. This indicates that flexible communication culture and adaptability to new channels are key factors in 
successful internal communication strategies, especially in digital service organizations. The study suggests 
organizations need flexible internal communication systems that facilitate two-way communication and 
strategically integrate informal channels. Theoretically, the research expands understanding of 
communication–service effectiveness links in dynamic organizational cultures. Additionally, it opens further 
research opportunities in technology-based communication management within service organizations. 
 
Discussion of Findings 
Findings confirm that planned and flexible internal communication significantly impacts customer service 
effectiveness. Interactive, two-way communication supported by digital tools (email, internal chat apps) 
accelerates information flow and improves responsiveness to customer complaints. This aligns with Hasanah 
et al. (2018), who noted internal communication satisfaction positively relates to work efficiency and service 
satisfaction. From organizational communication theory, results affirm Grunig and Hunt’s symmetrical two-
way communication theory, which posits that participatory internal communication increases employee 
engagement and sense of ownership. Informal structures like WhatsApp groups also show that flexibility and 
spontaneity are significant in modern internal communication—supporting Aesthetika & Pradhani (2024), 
who emphasized non-hierarchical approaches in modern organizations. 
 
However, the study also identifies challenges, such as irregular documentation and potential 
miscommunication between divisions. This underscores the need for internal communication guidelines 
emphasizing speed, clarity, and accountability. Sumarni & Gusfa (2018) warned that without formal oversight, 
informal communication can undermine long-term coordination—supporting this finding. Theoretical 
contributions include developing a hybrid model of internal communication that integrates formal and 
informal approaches to boost customer service effectiveness. Practically, the findings suggest service 
organization management should treat internal communication as a strategic tool—not merely 
administrative—empowering employees and reinforcing service values. 
 

Conclusion  
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Based on the qualitative research conducted on internal communication strategies at PT Media Mover, it can 
be concluded that the success of customer service heavily depends on the quality of interdepartmental 
communication. Two-way communication, which involves participation and clarity, has been proven to 
enhance the responsiveness of the service team to customer needs and complaints. Employees feel more 
valued and engaged when their voices are considered in the decision-making process. This study also 
highlights the importance of effectively integrating both formal and informal communication. Tools such as 
emails and regular meetings serve to deliver structured information, while informal media like WhatsApp 
groups accelerate coordination processes and foster a collaborative work environment. This enhances our 
understanding of flexible organizational communication in the context of digital services. 
 
The theoretical contribution of this study lies in reinforcing the symmetrical organizational communication 
theory framework (Grunig and Hunt) and expanding its application within service-based organizations. 
Practically, this research provides a model of internal communication that not only focuses on communication 
media, but also emphasizes communication culture, adaptability, and interpersonal skills. However, the main 
limitation of this study is its focus on a single company and the use of a qualitative approach, which does not 
allow the findings to be generalized. Therefore, for future research, it is recommended to conduct cross-
organizational studies or adopt a mixed-method approach to achieve more comprehensive and widely 
applicable results. 

References (APA style, 7th Ed.) 
Asyifa, N. (2016). Implementasi komunikasi internal dalam membangun loyalitas karyawan. WACANA: Jurnal 

Ilmiah Ilmu Komunikasi, 15(1), 22-44. https://journal1.moestopo.ac.id/index.php/wacana/article/view/38  
Bagaskara, A., Mulyana, R., & Kurniawan, T. (2023). Memanfaatkan teknologi dalam administrasi komunikasi 

bisnis. ADI Bisnis Digital Interdisiplin Jurnal, 4(2), 122-126. https://www.adi-
journal.org/index.php/abdi/article/view/1038 Budianto, F. F. (2023). Implementasi teknologi dalam 
manajemen komunikasi bisnis. Action Research Literate, 7(9), 125-130. 
https://pdfs.semanticscholar.org/cdb9/dc027b36e9b7c81adeb11fa8ef6e393b9432.pdf  

Hasanah, U., Handoyo, A. H., Ruliana, P., & Irwansyah, I. (2018). Efektivitas E-Mail Sebagai Media 
Komunikasi Internal terhadap Kepuasan Komunikasi Karyawan. Inter Komunika, 3(2), 153-167. 
https://www.neliti.com/publications/295614/efektivitas-e-mail-sebagai-media-komunikasi-internal-
terhadap-kepuasan-komunikas  

Wardani, S. (2023). Komunikasi Organisasi Sebagai Kunci Efektivitas Dan Produktivitas Dalam Lingkungan 
Ekonomi Modern. Jurnal Ekonomi Dan Bisnis, 3(2), 242-247. https://www.e-
jurnal.stiebii.ac.id/index.php/ekonomibisnis/article/view/151  

Syafitri, V. P., & Toni, A. (2024). Komunikasi Organisasi dalam Proses Pembentukan Budaya Organisasi 
Melalui Agent Of Change. Jurnal Indonesia: Manajemen Informatika Dan Komunikasi, 5(2), 1602-1610. 
https://www.journal.stmiki.ac.id/index.php/jimik/article/view/721  

Sari, A. A., Sos, S., Kom, M. I., Syaifullah, J., & Kom, M. I. (2018). Komunikasi organisasi. BuatBuku. com. 
https://books.google.co.id/books?hl=id&lr=&id=y-
NBEQAAQBAJ&oi=fnd&pg=PA1&dq=KOMUNIKASI+ORGANISASI&ots=vp83niCecM&sig=3tUrbrZj
YXBRL3zjBvN_uqI0wAc&redir_esc=y#v=onepage&q=KOMUNIKASI%20ORGANISASI&f=false  

Wulan, H. S., & Sulandjari, R. (2022). Pengaruh Komunikasi Organisasi Dan Manajemen Kinerja Baru Pada 
Perubahan Organisasi Di Cv. Candi Karya. Jurnal Ilmiah Edunomika, 6(2), 464708.  

Ruliana, P., Lestari, P., & Andrini, S. (2019). Model Komunikasi Korporat Sari Ater Hotel & Resort Dalam 
Menghadapi Revolusi Industri 4.0. Jurnal Aspikom, 4(1), 60. 
https://d1wqtxts1xzle7.cloudfront.net/81713099/192-libre.pdf?1646421723=&response-content-
disposition=inline%3B+filename%3DModel_Komunikasi_Korporat_Sari_Ater_Hote.pdf&Expires=174992
8148&Signature=LngeweEfSR0mMxh33h6wGSDw7xafZkFRc~uivi~r0XG9t6zY82mN-
eN3inUY1wfdFWsAS~aAXAREhyK7iZ5rsaDc~KZNujEq9F1gHjgdgrnq8MR38Bv8D7mkZp0eslB0H6pXv
t07a34G6BsewrusbLq8oCSwXmFkRZDs1IxE6nZFwPil0EqfEh7Ir9Kak3WUDGPqmEWufbZDNo93qWCQ
D125yOShw2-kVZC4Vbe2y63W15FPrxv3m2uFoj6sudYS6-bo6fDL0bsRNLvVRuKD-M83Z2kdF-
N76bT8vUMXFmZodnhcgRNA9F0yJzP6uJi~I318Pgg2kP0j6W0ZjIAvTQ__&Key-Pair-



  
 

 

 
 

623 

ICONBIT 2025 

Id=APKAJLOHF5GGSLRBV4ZA  
Erdina, T. V., & Hariani, D. (2017). Analisis Efektivitas Organisasi Dalam Program Pelayanan Administrasi 

Terpadu Kecamatan (PATEN) Di Kecamatan Gunungpati Kota Semarang. Journal of Public Policy and 
Management Review, 6(3), 334-354. https://ejournal3.undip.ac.id/index.php/jppmr/article/view/16794  

Lestari, A., AN, S., Saiful Ichwan, M. M., Rumakat, L. Q. M., An, S., Saeni, A., & Nurjanah, S. (2024). Komunikasi 
Organisasi Publik. Cendikia Mulia Mandiri. https://books.google.co.id/books?hl=id&lr=&id=-
DQwEQAAQBAJ&oi=fnd&pg=PA117&dq=Komunikasi+Organisasi+Publik&ots=8rZM7225UO&sig=KD
Gr4V0_LP5Msjy759gE7oai2uI&redir_esc=y#v=onepage&q=Komunikasi%20Organisasi%20Publik&f=fals
e  

Sitorus, F. H. (2024). Efektivitas Komunikasi Internal Dan Keterikatan Kerja: Sebuah Kajian Pada Lingkungan 
Organisasi Modern. Jurnal Penelitian Pendidikan, Psikologi Dan Kesehatan (J-P3k), 5(1), 139-146. 
https://www.jurnalp3k.com/index.php/J-P3K/article/view/298  

Purwati, E., Pramana, P., & Aziz, R. A. (2023). IMPLEMENTASI SISTEM CERDAS BERBASIS AI DALAM 
KOMUNIKASI ORGANISASI: TANTANGAN DAN PELUANG. Jurnal Ilmiah Dinamika Sosial, 7(2), 226-
235. https://journal.undiknas.ac.id/index.php/fisip/article/view/4914  

Situmeang, I. V. O. (2023). Pola Komunikasi Customer Service Dalam Menangani Komplain Pelanggan (Studi 
Pada PT. Inti Tama Karsa, Jakarta). IKRA-ITH HUMANIORA: Jurnal Sosial Dan Humaniora, 7(3), 357-370. 
https://journals.upi-yai.ac.id/index.php/ikraith-humaniora/article/view/3545  

Murti, R. A. M., Lestari, M. T., & Ali, D. S. F. (2017). Komunikasi organisasi PT. PLN (PERSERO) area Bandung 
dalam kegiatan code of conduct. Jurnal Kajian Komunikasi, 5(2), 210-221. 
https://jurnal.unpad.ac.id/jkk/article/view/8487 Yin, R. K. (2009). Case study research: Design and methods 
(Vol. 5). sage. 
https://books.google.co.id/books?hl=id&lr=&id=FzawIAdilHkC&oi=fnd&pg=PR1&dq=related:FgCgh
m4LGlUJ:scholar.google.com/&ots=l-2O-
aiW3x&sig=fQWhWZLt86Zw56GKsEGDkebloIA&redir_esc=y#v=onepage&q&f=false  

Sunuantari, M. (2012). Penerapan budaya perusahaan dalam pembentukan citra perusahaan jasa perhotelan. 
Journal Communication Spectrum: Capturing New Perspectives in Communication, 2(1), 63-82. 
https://journal.bakrie.ac.id/index.php/Journal_Communication_spectrum/article/view/38  

Budiantara, I. K. (2022). Pengaruh Komitmen Organisasi Dan Budaya Organisasi Terhadap Kinerja Karyawan 
Outsourcing Pada Perusahaan Penyedia Jasa Outsourcing PT. Adidaya Madani Denpasar (Doctoral dissertation, 
Universitas Mahasaraswati Denpasar). https://eprints.unmas.ac.id/id/eprint/7376/  

Octaviani, I. S. (2019). Pengaruh Gaya Kepemimpinan, Komunikasi Organisasi Dan Stres Kerja Terhadap 
Turnover Intention Pada Pt Pertama Logistics Service. Kreatif Jurnal Ilmiah Prodi Manajemen Universitas 
Pamulang, 7(2), 1-9. https://core.ac.uk/download/pdf/337609627.pdf  

Febianti, F., & Kusdinar, R. (2020). Pengaruh Komunikasi Internal Terhadap Efektivitas Kerja Pegawai Di 
Dinas Arsip Dan Perpustakaan Kabupaten Sumedang. Shaut Al-Maktabah: Jurnal Perpustakaan, Arsip Dan 
Dokumentasi, 12(2), 201-226.  

Jelita, Y. (2018). Audit Komunikasi kampanye stop narkoba badan narkotika nasional kabupaten serdang 
bedagai. Jurnal Ilmu Komunikasi (JKMS), 7(2). https://d1wqtxts1xzle7.cloudfront.net/112148290/6451-
libre.pdf?1709716581=&response-content-
disposition=inline%3B+filename%3DAudit_Komunikasi_Kampanye_Stop_Narkoba_B.pdf&Expires=174
9929313&Signature=Oyw6NKZeHhEzMaaMd4r4kF0ZIRTZLAJx7nA9I8bMRfsPdPh2QVHs2QVgLiSqml
mt2tOgRIKtH6VMQXXPcnk~62gVjyu39HsAANOOLuCwzKR-
DTJLQkSo2XTTZTVykPYddcjLUcKbB0taqq1jAUOGLichGcQigYvP0e5~5YOKTSUF1V0CV5FwUwoxf8N
yhaxfvDi1bf6WEFupVkHGGNpd1zqX7buxNy1ltqszLWiAS03EHUiiaaz-
ILpmFNlw0ePDRPAZhj~wnmog9jssSXbXhexAJWTdQDiO3utb76PrM3m64O0hIsAuR6foona5CZ71a6tFa
2sTehQI6n3-Z5Ol7Q__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA  

Wibowo, B. K. (2013). Pengaruh komunikasi internal, motivasi kerja, dan loyalitas terhadap kinerja guru 
sekolah menengah kejuruan negeri rumpun bisnis sekota Semarang. Jurnal STIE Semarang, 5(2), 134350. 
https://www.neliti.com/publications/134350/pengaruh-komunikasi-internal-motivasi-kerja-dan-
loyalitas-terhadap-kinerja-guru  



  
 

 

 
 

624 

ICONBIT 2025 

Munthe, K., & Tiorida, E. (2017). Pengaruh Komunikasi Internal Terhadap Kinerja Karyawan. Jurnal Riset 
Bisnis Dan Investasi, 3(1), 86-97. https://jurnal.polban.ac.id/an/article/view/549  

Suwanto, S., Nurjaya, N., Sunarsi, D., Rozi, A., & Affandi, A. (2021). Pengaruh Komunikasi Internal Dan 
Disiplin Kerja Terhadap Kinerja Karyawan Pada Bagian Produksi Pt Adicipta Boga Intiprima Jakarta Pusat. 
Jurnal Tadbir Peradaban, 1(3), 222-229. https://journal-
stiehidayatullah.ac.id/index.php/tadbir/article/view/73  

Gusmarani, K., & Rajiyem, R. (2022). Strategi komunikasi internal dalam perubahan organisasi di masa transisi 
tahun 2019-2020. Jurnal Manajemen Komunikasi, 6(2), 137-162. https://jurnal.unpad.ac.id/manajemen-
komunikasi/article/view/35518  

Harivarman, D. (2017). Hambatan komunikasi internal di organisasi pemerintahan. Jurnal Aspikom, 3(3), 508-
519. https://d1wqtxts1xzle7.cloudfront.net/90725008/127-libre.pdf?1662551888=&response-content-
disposition=inline%3B+filename%3DHambatan_Komunikasi_Internal_di_Organisa.pdf&Expires=174992
9856&Signature=bcc8fz5pCtopyjM7XOmceRwMq5Kl~vFq7u6HpuJSQNOyIZXvnHjr8Z7as-
3seR67lN5Wo1FxFYvaNECfLfmm1KjJ5MWX1wP0cF75N8Glf3S5xldXCOQyob2Kq5lWG5pzD0SO2J8HG
wtg6n3Y9hkjy2DpffkQqp-7YKBYcF1kMFsBsRXeEGuxGli-1jZeC1oq7utA4kZslIXBLtXh7-
ZasICHQPzLVQHTLDm2sXsen2xuyhJwzKt21krtQ6Rt68rUSfwoT5YLWw~FXmiE4SOe8~tiVUrOBUJJjot
T3ntXCaGPrhKrc3D2Pp~RX4SNpH56LmU~Nao9l584hi4RU096fA__&Key-Pair-
Id=APKAJLOHF5GGSLRBV4ZA  

Fitriyani, E. (2013). Analisis Kegiatan Komunikasi Organisasi Pada Pt. Kresna Duta Agroindo Perkebunan 
Sinar Mas Group Kecamatan Kombeng Kabupaten Kutai Timur. E-Journal Ilmu Komunikasi, 1(2), 518-31. 
https://ejournal.ilkom.fisip-unmul.ac.id/site/wp-content/uploads/2013/06/Jurnal%20Eni2%20(06-19-
13-09-58-29).pdf  

Prasastiningtyas, W., & Robiyanto, T. (2021). Komunikasi Organisasi di Hotel (Analisis Deskriptif Kualitatif 
Komunikasi Organisasi di Hotel Malaka Bandung). Buana Komunikasi (Jurnal Penelitian dan Studi Ilmu 
Komunikasi), 2(1), 11-18. https://jurnal.usbypkp.ac.id/index.php/buanakomunikasi/article/view/684  

Rudianto, R., & Anshori, A. (2021). Komunikasi Organisasi Antar Budaya di Lembaga Penjaminan Mutu 
Pendidikan Sumatera Utara. Jurnal Interaksi: Jurnal Ilmu Komunikasi, 5(1), 11-19. 
https://jurnal.umsu.ac.id/index.php/interaksi/article/view/5301  

Fajar, A. M., Banowo, E., & Mulyadi, A. M. (2022). PERAN KOMUNIKASI INTERNAL DAN EKSTERNAL 
PADA ORGANISASI DEDIKASI UNTUK NEGERI. Jurnal Ilmu Komunikasi, 12(2), 70-80. 
https://jurnal.akmrtv.ac.id/jk/article/view/305  

Wicaksono, A. K., & Soesatyo, Y. (2015). Hubungan Komunikasi Internal Organisasi Dengan Keefektifan Kerja 
Guru Dan Karyawan Di Sekolah Menengah Kejuruan Negeri (Smkn) 2 Trenggalek. Jurnal Pendidikan 
Administrasi Perkantoran (JPAP), 3(1). https://ejournal.unesa.ac.id/index.php/jpap/article/view/10957  

Afiyanti, Y. (2008). Validitas dan reliabilitas dalam penelitian kualitatif. Jurnal Keperawatan Indonesia, 12(2), 
137-141. https://jki.ui.ac.id/index.php/jki/article/view/212 Moleong, L. J. (2007). Metodologi penelitian 
kualitatif edisi revisi. https://library.stik-ptik.ac.id/detail?id=7251&lokasi=lokal  

Creswell, JW, & Poth, CN (2016). Qualitative inquiry and research design: Choosing among five approaches . Sage 
publications. 
https://books.google.co.id/books?hl=id&lr=&id=DLbBDQAAQBAJ&oi=fnd&pg=PP1&dq=Qualitative+
Inquiry+and+Research+Design:+Choosing+Among+Five+Approaches.+SAGE&ots=-
is018GQPv&sig=AHbMLdY6YofVKidkDMmfAZtsozc&redir_esc=y#v=onepage&q=Qualitative%20Inqui
ry%20and%20Research%20Design%3A%20Choosing%20Among%20Five%20Approaches.%20SAGE&f=f
alse  

Murdana, I. K. (2022). Peranan Komunikasi Internal Pimpinan Dalam Meningkatkan Kinerja Karyawan Di 
Hotel Ashyana Candidasa Beach Resort Karangasem, Bali. Jurnal Kepariwisataan, 21(1), 46-56. 
https://ejournal.ppb.ac.id/index.php/jpar/article/view/486  

Gandariani, T. (2023). Pendekatan komunikasi internal dan eksternal public relations dalam organisasi. Jurnal 
Penelitian Sosial Ilmu Komunikasi, 7(2), 91-100.  

Van Basten, J. (2024). Strategi Komunikasi Customer Service Dalam Meningkatkan Pelayanan Prima PT 
Omega Media Global. Jurnal Ilmiah Multidisiplin, 3(1), 275-284. 



  
 

 

 
 

625 

ICONBIT 2025 

https://jurnal.alungcipta.com/index.php/jim/article/view/235  
Sumarni, M., & Gusfa, H. (2018). Strategi komunikasi internal dalam sosialisasi budaya baru (studi kasus 

rumah sakit bakti timah pangkalpinang). MEDIAKOM Jurnal Ilmiah Ilmu Komunikasi, 8(1), 79-92. 
https://d1wqtxts1xzle7.cloudfront.net/116398831/2976-5972-1-SM-libre.pdf?1719478065=&response-
content-
disposition=inline%3B+filename%3DStrategi_Komunikasi_Internal_Dalam_Sosia.pdf&Expires=17499308
83&Signature=aPmX8ieNPAK26Q7LzQcAAhq5PZrbqIwdVYfnHRWHbxM9XnY2Qnod7ve-hp-t-
0~R4WNGvbVqzU8bPIXNoT~k5zn8ta1StJGQlH9giT1DDs1HUuyQ7XbzEDdrmdcTlsvH1RJQB9Y6vFgD
NTKpUxJjtk~QnVim-
FD6C~ROmhTJ31UCT2NdttzOnhY29IerQIJ7VlxXhqOxWVobyTnxpNXabnYIADH5~hJgNm9cYO16YCw
eH85u6Q3PuSMwsOPCu~iQPo6wwERA39gMYqgv2UGRaDWi1WsoKprUrwWsxSwYnPGSEcg9p8ZSsn
tNzc1xMO5v8DKw~qDblQvgxZD0j4Y-og__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA  

Pradhani, I. E., & Aesthetika, N. M. (2024). Meningkatkan wawasan komunikasi organisasi melalui 
manajemen keluhan. Journal of human, culture, society, and education, 1(1), 7-15. 
https://hucse.id/index.php/hucse/article/view/2  

Purwanda, E. (2024). Analisis Peran Komunikasi Internal Dalam Meningkatkan Efektivitas Kinerja Pegawai 
(Studi Kasus Di Cabang Retail Griya Grand “X”). JEMSI (Jurnal Ekonomi, Manajemen, dan Akuntansi), 10(4), 
2452-2456. https://lembagakita.org/journal/jemsi/article/view/2639  

Mulawarman, K., & Rosilawati, Y. (2014). Komunikasi organisasi pada Dinas Perijinan Kota Yogyakarta untuk 
meningkatkan pelayanan. Jurnal Ilmiah Komunikasi Makna, 5(1), 31. 
https://d1wqtxts1xzle7.cloudfront.net/96314544/1598-libre.pdf?1671951469=&response-content-
disposition=inline%3B+filename%3DKomunikasi_Organisasi_Pada_Dinas_Perijin.pdf&Expires=1749931
251&Signature=IGXWK65KCkYtuvTnBSG~gqtUcHC1hY1XolDD-
gjafkd096MwdHHI26OoQoBbCwyExMSbKk5kgJ5OjYup0M4J3Gk3LMktLFE~v554TWCe5mDqWz-
NrlQjycvB6D-
IFh8zTk3HlaDnCrpBn93ZfSaX8iaQFe5OS7ssd7WBzFufULhUt44r8UxFn7QMNkEYHuPA8JdJdKpdrdvz
Q1MF9qchdevlXLYwoht~IToqeNiHtGVkErrSeQXpCdyTh-
Gpl1UYg6X1gwNVf4inMlLad718KA0kMYwVWvFFKSgk64XvJ9ylCktdb42d5B5DxXMfpjvHsCpw25KFY
z7nntMVvvwu-A__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA  

Ilman, Z., Novianti, L. D., & Ayuni, R. D. (2021). Strategi Komunikasi Pelayanan Pegawai Bakso Boedjangan 
Terhadap Pelanggan Di Banjarmasin. Eprints. Uniska-Bjm. Ac. Id. https://eprints.uniska-bjm.ac.id/8007/  

Adhianti, A. A., & Herlinda, H. (2020). Strategi komunikasi pemasaran 7P pengelola Museum Sejarah Jakarta 
dalam upaya meningkatkan daya tarik wisatawan mancanegara. Scriptura, 10(1), 34-42. 
https://scriptura.petra.ac.id/index.php/iko/article/view/22344  

Van Bone, K. J., Kawengian, D. D., & Kalesaran, E. (2018). Strategi Komunikasi Pemasaran Agen Perjalanan 
Emerall Tours and Travel Manado. Acta Diurna Komunikasi, 7(4). 
https://ejournal.unsrat.ac.id/index.php/actadiurnakomunikasi/article/view/20969 

 


