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Abstract

Communicaton has becane a maor aspect of a managers job. When
communicating, they are facedwith many choices ¢ what media to use — sane include
face—b—face, telephone, e—mail, or written. Manegeiial effectveress canimprove if
managers make appopriate media cloices Thus it isimportant to sudy how Air Force
managers peiceve media am what kind of choices hey are nmeking based on those
percepions. Media Rchness Theay suggess that media cloicesare afecied by content
reasms, situatona reasms, ard symbolic reasms. This study exanmined Ar Force
managers ard found they conform highly with Media Richness Theary in their media
choices. Their percepions o media richness aso closely ageed wih MRT. Howewer,
higher level managers did not conform better than lower level managers as MRT would
sugges. Thisstudysuppats Media Rchness Theary ard the nodel used b apply it. The
resuks indicate that Air Force nmanagers are nmeking efectve nedia cloices. This gives
implications for usng newer media such as e-mdl and creating pdlicy for such media

which is a paamount issue today.

viii



Chapter 1

Intr oduction

General Issue

Managers in private indudry armd government orgarizaions have been quick to
incorporate advanced communications techhology, suchas eéctronic—mail (e-mail) into
the wakplace {White, 1986) Becaus of its oeed ad efficiercy, use of e—nail has
grown rapidly. Twice as many e-mal messages, 25 hillio n, crossed networks in 1995 tan
in 1993 Greemgard, 1995: 161)

E—madl expands the communications capabilities available to managers and in some
cases eplaces tadtional media suchas paperdocunents, telephone cals, ard face—o—
face conmunicaion. When the nedium's capaliities are robus enough to meet
communicaton requirements, e—nail can provide pid, easy intra—agarizaional
communicaton ard coordination (Rice aml Bair, 1984) When used impropetly, or when
its capabilit ies fall short of requirements, e-mal has the potential to interfere with normal
decsion—making ard managenent ard detact from organzatonal peformance. Reseach
suggess managers who are sndtive o the relationship between equiocaity ard media

richness are nore likely to be rated ashigh peformers (Datft etal., 1987)



To ersure the Air Force ditains the maximum benefit from the rew tecmology,
leades ae cansidering essblishing formal guideines br the use of e—nal. As a
precusor to pdicy dewelopmert, it is necesary to understand Air Force enployees use
of e-mal and their perceptions of its capabilities as compared with the capabilities of
traditional media

Media Rchness Theay (MRT: Trevno et al, 1987) provides a framewark for
understanding cammunications requirements ard metching those requirements to the
capabilities of a given medium MRT dates that messages differ based on their content
(complexity, personal or enotiona nature), situaional factors (time ard locaton), ard
symbolic needs ¢onveying urgercy or authority). Accading to MRT, these three
elements determine which type of media will be most effective in meeting a given
communication objectve. MRT classiies nedia kesed m their “richness”. For exanple,
face—b—face caowversation is the rnichest medium It provides he sewler with constant
feedlack on how well the recever is heaing ard urderstanding the message. When body
language facial expressons, or the recevers verbal cues mdicate confusion or disinterest
the sewer cancharge hsher appoach repeator clarfy the messagepr askfor feedtack.
Written communicaion lies at the aher erd of the richness continuum It offers no
oppartunity for feedlack — atleastin the slort term. As a resul, the range of messages
that can be adequaely conveyed in writing is more limited than the range that can be
conveyed via face—b—face caowversation. Messageshat are low in anbiguty (i.e., canbe
easly understood) canbe communicated va learer media suchas e—rmail. Onthe aher

hand, messageshat are hgh in anbiguity becausehey are complex, personal in nature, or



express emtions, require a ficher medium — in these casedglephone cals or face—o—
face cowversations are nore appopriate.

Air Force nmedia reeds ary widely anong organzatonal unts aml levels. On the
whole the Air Force ends © favor formally written communicatons for official messages.
This reduces mformation loads @ decsion—makers at the top of the agarnizaton by
having lower eclelon managers review, filter out irrelevant information, consolidate, ard
verify patentially important information (Webster ard Trevino, 1995)

For other pumposes,because bthe Air Force’s enphass on symbols, tradtion, ard
leadeship, rich communicatons media ae dten required. Whenthe dbjective is to show
authority, status, or position, or convey personal interest or concem, static written
documents a e—nall are less afective thanmore petsonal, richer media.

Since nmanagers sperd up b 85% of their time communicating (Valacch et al,, 1993:
1; Adans et al, 1993: 9) choosing less—effecive nedia for those canmunicaion tasks
can be ddrimental to managerial peformance. E—mal is convenient and more widedy
available; howewer, it is not the best choice or ewery communicatons requirement.
Researchers sugges that Media Richness Theary canbe appled to understand manager' s
media cloices ad whether those cloices ae appopriate for various situatons. Howewer,
MRT has ot beentested n a government organzation. This thess exanmines he exent to
which Air Force manager's cloice d media for various canmunicaton tasks & consistent
with MRT. The influence of the message originator’s rank and command level on media
choice was dso examined. Learning how these factors influence media choice will help
determine the usefulness of Media Richness Theory in an Air Force context. It will also

alow for a better understanding of how e-mal is being used by Air Force managers.



Chapter 2

Lit erature Review

Media Richness Theay and Media Choices

Media Rchness Theay is the nost influertiad theay of media cloice n the
organzaton ard information sciencestoday (Markus 1994: 503) It wasdewloped b
examne the relationshp betweenthe catert of managernal communicaion ard media
selecion (Daft et al 1987: 355) Originally, MRT addesed tradtiona
intraorganzatona communicaion media suchas ice—b—face ad telephone. It has more
recenly beenextended b include eéctronic mears d communicaton.

Past studies used he theay in a pesciptive mode assummg that media cloices
influercedenployees effeciveres. Markus (1994)results suppat this appoach More
recenly, studies lave used he theay to descibe and explain how individuals acualy
perceive and dect media rather than the implicaions of these cbhices ae for
effeciveress. Thus, Media Rchness Theary canhelp explain why senor managers choose
to rely heavly on face—b—face neeings aml telephone cals for sersitive or important
communication and e-mal or written mehods for routine communications (Markus

1994: 504)



In 1987, Trevino, Lengel ard Dat first brought atention to three geera rea®ns
that managers choose paticular media which were then used ashe new foundatons for
MRT.

1. Ambiguity of the message content ard richness d the canmunication medium

2. Situational determinarts suchas tme ard distarce
3. Symbolic cues povided ly the nedium

Content Rea®ns

Content reasons involve ambiguity or equivocality (the latter term will be used
throughout to meanboth) ard the richness d the nedium Media Rchness Theary states
that effective managers will choose different media for different Stuations based on task—
related factors ard the “richness” d the nedia

(Markus 1994:503). Richness, for media, is defned asthe capady to fadlit ate
shared meanng, insght, ard rapid understanding (Daft et al, 1987. 358)
Communicatons that foster shared neanng, insight, ard rapid urderstanding are
considered fich.

Original reseach on MRT classfied wo relevant influerces on information
procesang: urcettainty ard equvocalty. Uncetainty is defined as the alserce of
information ard represens the diference ketweenthe anount of information required to
perform a task ard the anount of information akready given alout the task (Galbraith,
1973) Managers respond to uncettainty by acquring information ard aralyzing dag.
Theydo so by aking quesions ard adbtaining arswers. Perodic reports, group neeings
rules, and procedues canbe used © reduce uwgettainty within an organzaton.
Communication that is used smply to gaher more information or daa does not require

richmedia: ard in factis best suppated hroughthe ue d learer media.



Highly equivocal communication, on the other hand, does require rich media
Equivocalty has keendeined as arbiguity ard the exstence d multiple ard conflicting
interpretations alout a stuation (Datft etal, 1987: 357) Confudon ard disagreenernt go
hand-in-hand with equivocality. In equivocal Stuaions managers have to interpret the
situation from vague cues€g., voice nflecion ard body language)ard cane up wth a
rea®nade solution (Datft et al., 1987: 357) Thus richer media ae seenas the most
appopriate choice or reducing equvocaity.

The media sudied in the development of MRT were ranked in their ability to process
equivocal information. The ranks were based on their ability to provide feedback, the
availabilit y of a number of cues to resolve confuson, language variety, and persona focus
(Datt etal, 1987: 358) Face—b—face conmunicaton wasranked he richeg asit allows
for rapid mutualfeedlack, pemitting messagesd be reinterpreted, claified, ard adpsted
immediately. In addition, face—b—face conmunicaton conveys enotion, uses onverbal
behavior to modify ard control communicaion excharge, ard therefore allows
simultareous canmunicaton of multiple cues. Since lody language ad visual cuesare
not found with telephone canmunication, it is not asrich asface—b—facecommunicaton.
However, it dill allows for fast feedback and the use of language content and audio cues.
These factors, its pasona nature, and its ability to use natural language made it second
on the richness scad. Written communication fell loweston the scad. Feedlackis slow,
only textud information is conveyed, voice cues are absent, and visud cues are limited
(Datft etal, 1987: 359) Thes chsifications were idertified duing ealy sudies before
electronic mail was ntroduced. Since hen howewer, more studies fave beenconducted

which have placed etctronic mail betweentelephone ard written communicaton media on



the media richness scake (Markus 1994: 505;Valacch et al,, 1993: 13-16Schmitz ard

Fulk, 1991: 488) Fgure 1 $iows where eachmediumfallsin level of richness:

RICHNES " MEDIA
S
LEVEL
Faceto-
Very Rich Face
Telephone
E-mal
v

Figure 1. Relative Levels of Richnes

Since many decsion—making tasks have at least sane equvocal aspect managers
frequenly have to interpret vague cues ahnegotiate sdutions. Equivocal situatons are
novel ard nonrecurring ard require hunches, discussion, ard social suppat (Datft et al.,
1987:357). Newer information systers, such as electronic mail, are rot wel suited ©
problems involving equvocality (Daft et al, 1987) When a nedium is chosen that
provides nformation that is needed ¢ resdve the equvocaity of a message,MRT
researchers conclude that more effective communication will result (Webster and Trevino,

1995: 1568)

Situational Rea®ns

Situatonal reasms efect media cloices as wél Celtain situatonal determinarts
constrain media cloice kehavior while others may expard manager's cloices. Distarce,

expedercy, structure, ard role expectations canal constrain media choice. On the other



hand, deerminants such as availability and access d cetain media ae cmsidered
stuaional enables (Trevino et al, 1987: 559) If pemle do not have acces to
electronic mal, that choice is obvioudy diminated.

Two other situaiona determinarts have been idertified n prevous eseach
geayraphic dispersion ard job presure (Steinfield ard Fulk, 1986) As communication
technology has advanced, the importance of distance has diminished. Since capabilities
suchas e—rail ard telecanferercing are awaiable, face—b—face conmunication may not be
required, dlowing organizations to less save time and maney. Job and time pressure can
also influerce media choices Steinfield ard Fulk (1986) found that managers were more
likely to use he telephone when acing urder time pressue, regardiess d the degee of
equivocality inherent in the gtuation. It is possible that e-mal offers managers a means to
aleviate same of the time pressues they are castantly faced wih. Stuatonal reasms
like this need b be examned © deermine how much they influerce managers media

choices.

Symbolic Rea®ns

Considering symholic cues of the medium itself is aso important in making media
choices Feldman ard March (1981) sugge$ that managetial communication behavior
often represems “ritualstic respanses” b the reed b appear rational, legitimate,
competent, and intelligent. They offer that some managers may request more daa than
needed o serd out professonal-looking reports in anatempt to show that their decision
was rational and legitimate. On the aher hand, face—b—face conmunicaion is more
useltil to symbolize camg o concem. For exanple, usng e—nal to congratulate

someone on a mgor promotion instead of dong 0 in peson may convey a lack of



concern. In addition, usng new technologies may symbolize a high-tech scientific qudity
or desred image of status (Joharsen et al,, 1979) Written communicaton on the aher
hand, may be used to symbolize authority. “...The medium of communication may be
sekcted for symbolic meanng that trarscerls he exlicit message Trevino et al,
1987)"

Markus (1994) sudy reveakd low closely members of a cwilian risk management
organzation conformed with MRT in their choices ¢ media. She castructed 18
scermnos — sk based m contert criteria, six based m situational criteria, ard sk based
on symbolic criteria. Using 50%as te citera for agreenent with MRT, she found that
managers failed to agree wth MRT predictions in only three d the 18 scearios. Most of
the tme, these nanagers chose the nedia that MRT would sayis the most appiopriate.
Since she found theserisk managenent enployees o follow this theary fairly closely, it is
important to sudy it in different contexts. The assumption is that following this theory
leads to more effective management. This sudy will use Markus modd in an Air Force
context to see if Air Force managers respond to associated scenarios with smilar results.
RQ1: Does MRT exphin Air Force membersthoices ofcommuntation meda?

Hla: When senaios are presnted that involve conterdeteminants Air Force
membe's will select malia that met MRT aiteria.
Hlb: When senaios are presented that involveitsiational deteminants Air Force
membe's will select malia that met MRT aiteria.
Hlc: When senaios are preented that involve ymbolic deteminants Air Force

manbe s will seect madia that met MRT aiteria.



M anagerial Level ard Media Choices

In her de<ription of MRT, Markus (1994) suggess senior level managers are more
media sensitive than lower level managers — they are more likely to choose media that is
most effective for the task at hand (Datft ard Lengel 1984: 211 Markus 1994: 506) Her
suggesion is based on Datft et al’s (1987) concluson that media ensitive managers are
higher pefformers. “Datft et al. (1987) found that managers whose pecepions of media
conformed with the theory’s presciptions, had receved gereraly higher performance
apprisas than managers with non-conforming peceptons (Markus 1994)” Markus
(1994) found that senior managers (i.e., those at higher levels within the arganzaton)
showed a geater sersitivity than those at lower hierarchical levels for contert reasms
(p<.02, two—tailed; N=331) The sme should be true n the military. That is, senior
managers should be more media sesitive lecause ypicaly their jobs involve nore
communication. This should make them more atuned to media capabilit ies and limit ations
ard therefore more apt to make tetter media cloices. To exanine the influerce d
manageial level on media cloices n the Air Force, the following reseach queston ard
hypotheseswere addessedrank and command level were used as suogat measues d
managerial level).

RQ2: Does manageral level explain & Force membey ue of communication
method8

H2a: When making media choicdgr content easons high level Ar Force manages
will conform to MRT mote than lowlevel managex

H2b: Whenmakingmedia choice$or gtuational reasons high level Ar Force manages

will conform to MRT mote than lowlevel managex
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H2c: When making media choicésr symbolic reasons high level Ar Force manages

will conform to MRT mote than lowlevel manages

Perceptions ard Media Choices

The third reseach quesion deas with perceptionsof media richness as oppased to
objective deermination of media richness. If a person percevese-mal as being suitable
for highly anbiguaus stuatons, he or sle mght choose a nedium that is inappiopriate in
cettain situatons.

Schmitz ard Fulk (1991) dudied te efects of perceved media richness fom
colleagueson the usesand assesseris of electonic mail in a brge aganzaton. They
obtained iichness pecepions d six media. Three d the nedia were written forms ard
therefore userpercepions wee aggegaed here for clanficaion. E—mail receved a

ranking lower thanthey expeced. These ankings bllow in Table 1.

Table 1. Scored Richnes Ranking (N =511)

MEDIA RICHNESS
Face—teface 44
Telephone 38
Electronic Mail 35
Written 31

They found that individual pericepions o media richness nfluerced nedia seécion.

If Air Force members perceive mediato be more or less rich thanthe theary suggess,
their media cloices nay also differ from those MRT predicts. For exanple, if managers
perceive e—nail asa richer medium than it realy is, they may inappiopriately choose t

use it for tasks that are equivocal (Markus 1994: 506)

11



Valacich et al. sugges$ that a rew charackerstic be added ¢ the Media Rchness
Theory — concurrency. By concurrency they mean the ability to suppat distinct
communication epsodes wihout detacting from other epsodes hat might be going on at
the sarme time. For exanple, there canbe purely seral concurrency or purely parlel
concurrency. Verbal has seral concurrency because nly one peson canspeak at time.
Parallel concurrency occurs whenideas carbe preseted smultarecusly. Valacch et al.
argue hat factors suchas paver, status (vhich canbe related to manageial level), ard
perceptionsof richness influence the use of concurrency in organizationd settings.

Only two studies b dake on media rankings, consider media fichness pecepions.
Most studies treat media fichness as annvariart objecive feaure without taking into
consideration thoughts or percepions alout that media (Schmitz ard Fulk, 1991: 490).
The next research question and hypothesis focus on perceptions of media capabilit ies.
RQ3: Do Ar Force membes perceptionsof richnes for varnous mediaconcur with
those suggesed by MRT?

H3: Air Force memberwill perceive hce—to—hce asthe riches medium,telephoneas

the next iches$, e—-mail nextand witten asthe leasrich medium

Reactions to Media Choices

Previous reseach on MRT has falled to consider enployee’s reactons to media
choices. When sameone is respanding to a nessagetheir reactons may be influerced ly
charactenstics of the media used ath ako the caitert of the aiginal message. A tragc
exanple o this principle was seerwhen the Challenger space shittle exploded wth

adronauts on board in Janualy of 1986. The decsion to launch the gwittle, depite

12



ergineess’ misgivings,wasmadevia telecanfererce. Since he telecanferercing mediumis
not well suited to communicating intuitive feelings or the strength of emotions, it has been
suggesed that udng this medium could have played a ole in the diaster (Trevino et al,
1987) Use d arother medium might have charged te decsion.

Similarly, there has been very little research on how udang an informal medium such as
e-mal instead of more formal printed documents, would impact responses to a survey.
Employeesmay be more apt to respand to written communication than e—nail because
written communication is perceved asmore directive in nature. Thus, it is hypothesied
that Air Force members will be more likely to respond to written surveys than surveys sent
via e-mal.

Ore study did investigate a related issue. Mehta ard Sivadas (1995) found a bwer
response rate for e-mail than for regular mail (40% vs. 45%) in a sample of Internet
Newsgoup sulscribers. Their expecttion that pe@le are sesitive almut their e—nalil
accaunts becausehey sometimes have to payfor the time “on-line” did not receve much
suppat. Dueto the rature of written versus e—nail communicaton in the military, the
following hypothesis is proposed:

H4: Air Force memberwill have highersurvey espons ratesfor regular mail surveys

than they Wl for e-mail sirveys

I mplications of M edia Choices

Consistent with MRT, sudies have found that e-mal is less effective in situaions
involving high equvocalty. D’Ambra amd Rice (1994) asessed levels of equvocalty in

cettain situaions ard what media was closen for those tasks. Initialy, they found face—

13



to—face, telephone, ard memos to be the nost prefered for deaing with equivocal

situatons. Letters, e—nail, docunents, ard gang through a secetary to relay a message
were the least preferred. In a second survey, five months later, they reported smilar

findings except voice-mal was ranked third instead of memos. E—mal, letters, and notes

were still the least preferred (D’ Ambra and Rice, 1994: 233-234) They specubted that

voice—nail may have receved a higher ranking because bits aal tones ard cues ad its

capabilit y for asynchronous and group message processing. On the other hand, voice-mal

was ot ranked hgh erough to be preferred in cases D high equvocalty, suppating

MRT.

Since managers sper a good pation of their time making decsions (Kiesler ard
Sproull, 1992:96-123) some other sudies have focused on the role of media in that
proces (Kieder ard Sproull, 1992; McGuire etal, 1987;Valacich et al, 1993; Jones et
al, 1994) Compared with face—b—face neeings thee dudies found ekctonic
communicaton media leadsto more debys, more explicit ard outspoken advocacy
“flaming” (defnedas ude,impulsive behavior ard the expresson of extreme views a the
networks); more equal paticipaion anong group nembers, ard nore exrene,
unconventional, or risky decsons (Kieder ard Sproull, 1992: 96,110) Face—b—face
meeings were found more appopriate for decsions involving ill-defned problems, suktle
multi—paty negotiations, ard complex thinking (Kieser ard Sproull, 1992: 118) Face—
to—face dscussin has abo been found to produce nore frequem, full, ard novel
argunerts (McGure et al, 1987: 925)which may lead b more effecive decsions ard

more effective management.
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Authors sugges$ that communicaton via ekectronic networks might becane more
impulsive ard exrene becauselhiere ae rot as nany sccial context cues ashere would
be in a face—b—face neeing suchas lesitation, nodding, ard frowning (Kiesler ard
Sproull, 1992: 102;McGuire etal., 1987: 919) The lack d these cuesmay make the
communicabor feeldistart from others ard amost aronymous. Verbal ard face—b—face
groups are nore focused o their “pulic selves” than electronic ard distributed groups
(Valacchetal, 1993: 266)

On the other hand, electonic media have same positive effects. “Electronic
communicaton also helps pe@le cross saial ard psyhological barriers (Kiesler ard
Sproull, 1992:102)” Race,age,social importance, job title, ard organizaiona level are
usudly masked from the address line in an eectronic mal message E—mal has been
termedan‘equalzer becaus it ignores status (Adans etal,, 1993: 12) It is possible that
people forget that their message will be read, or forget who will read it (Zuboff, 1988)
This may be riskier in some organizations than others. In a military organization, it is
often crudal to recognize who the recipient of a message will be. Traditiona rules
concerning rank structure may be ignored if e-mal does make satus less important.

Additionally, Valacich et al. (1993)found that groupsinvolved n decsion making via
electronic communicaton outperformed those using verbal communicaton. The goups
usng ekctonic media gemrated more high qualty ard urique deas They were also
more saisfied with the piocess hanthose involved n verbal communicaton. Groups hat
usedelectronic communicaion for low—anbiguity tasks autperformed hose usng verbal,

richer communication for the low—anbiguity tasks. This suppats the chim that better
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decsion—making ard nore satsfied decsion—-makess resuks from more effective media

choices.

Summary

In order for effecive aml satsfying work to take plce,reseachers ague that there
needs ¢ be an appopriate fit between the task aml canmunicaions tecmology.
Techologies are ot equaly useful for al types of work (Gutek, 1990) To use
tecmologies suclas e—rail effectively ard meke predctions alwut their consequertes,we
needto understand factors that influerce Air Force nanagers media cloices ad their
percepions almut the media involved n those cloices. This study may also provide

eviderce fr the relationshp betweenmedia ctoices ad manager effectiveress.
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Chapter 3

M ethodology

Procedure

Like Markus (1994) | used a feld dudy to examne subects conformance with
Media Rchness Theay ard their percepions o media richness. The sample consisted of
299 Arr Force members worldwide. Suwey recpierts were randomly selected ard given

appoximately 2 12 weeks & complete the suwey.

The Instrument

The survey used for this sudy (See Apperdix A) had four pats. The first pat was
desgnedto obtain denographc dat alout the paticiparts ard individual differencesthat
might affect media cloice aml richness pecepions. This secton included quesbns on
rank ard canmand level that were used o test hypotheseswo ard three.

The secod pation of the suwey asked pdrciparts to choose the medium they
would usein scerarios highlighting one o the three easm cakegaies (content reasms,
symbolic rea®ns, ard dtuatona rea®ns) desribed by Markus (1994) There were six
sceranos for eachcakegay. Eachscerano wasadapéd from Markus (1994)to depct a
typical Air Force canmunicaions situation. A facuty advsor ard four graduaé studers

reviewed he adaptd sceranos, made siggesions, ard ersured that they were comparalde
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to the sceranos preened in Markus (1994) This proces resulted n 18 erarios in
which respanderts were to choose the media they would use. Recpiernts were to choose
the nost appopriate media for the task, in their opinion, from the following choices:face—
to—face,telephone, electronic mail, ard written communicaton.

The third secton of the survey wasdeweoped b obtain users percepions of media
richness. For eachtype d medium, respanderts weke asked bw much the nedia helps
them understand eachother, how much the nmedia mpedes conmunicaton, ard whether
or not the nmedia mekes caversation easy If a medium is perceived as lelping pegle
understand eachother, does ot impede conmunicaion, ard mekes cawversation easy
thanit is considered ©Elatively rich. A 5—item Likert scaé was usedor thesepercepions
which promptedrespanderisto agree a disagee wth the saterrerts alout eachmedium
Numerical scaes wee then obtained D reflect the degee d atitude fwvorableress @ the
respanse. The assurption was ben made hat atitude fwvorableress ¢ the shtenerts
related to how rich the media is perceved. Cronbachs apha was usedot esimate

reliabilit y of the Likert scale portion of the survey — avalue of .67 was reported.

Sample

The sanple wasobtained fom a World Wide Trarspatation directory that included
rank, name, office synbol, ard e—nail addess. This directory conssts of Air Force
personnel at CONUSard overseaslocaions ard includesAir Force personnel of all ranks.
Non-Air Force personnel and civilian employees were excluded. Of those remaining,
ewvery other name was chosen for the regular mail group armd then ewery other name of

those left was chosen for the e-mal group. Regular mal addresses, which were not in the
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World Wide Transportation Directory, were oltained from another source. After invalid
addesses were removed from the list, 157 e—nail surveys ard 142 egular mail surveys
were distributed.

Out of the total 299 mirveys sent out, 178 were returned with a response, yielding a
response rate of 60% Of the 178 alid responses, 106 wee regular mail responses ard
72 were e-mall responses. The response ite for regular mail was 7% ard the response
rate for e-mal was 46%

A sulset of the dat was closen to exanine whether or not the distribution method
(regular or electronic mil), biased he respaises b the suvey. The p—valueswere all >
.05 whch provides no eviderce hat the goups responses differed. In other words

whether regular mail or e—nail was used di not charge he respaise.

Analysis

To mirror Markus (1994)study, research quesion one ar its asociated typotheses
were deat with using pecertages. A table was ceatd ndicating how many respaderts
chose the nmedia MRT would sayis most appopriate for the gven scemro. The
percertage d overall conformance wih theary was dtainedfor contert reasams, symbolic
reasms, and stuaional reasms. Thenanoverall conformance percertage was cakulated.
Analysis of variarce (ANOVA) was used r reseach quesion two ard its asociated
hypotheses With ANOVA, idertifying the anount of variance explained by the varialdes
rank ard canmand level was pasble. Researh queston 3 was appracted usng item

aralysis of the Likert scak. This deermined the atitude fwvorableress ad therefore
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perceived richness d the nmedia. Once pecewved richness scaes were obtained, a one—

way aralysis of variance was usedtexanine the diference n those pecepions.
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Chapter 4

Results

Demagraphic Resllts

Of the 178 esponderts, 85% were mae ard 15%were female. Enlisted ranks made
up 41%of the responderts while the rest were made up & officers — 21% compary
grade ad 38%field grade. 56% of those responderts cane from either Headquaters
United States Air Force, a Nunbered Arr Force, or a Mapr Command ard 44% cane
from either Base or Wing level, Squadron level, or lower. Fnally, only 5% had less than
one yearof expeliercewith e—nail, 69% had 1-5 years of expelierce, ard 26%had nore

thanfive years o expelierce wih e—nall.

Research Resllts

The first objectve wasto find out if MRT explains Air Force nembers’ choices d
communicaton media. Eachscemrio listed on the surveywas asscated wih eachof the
contert, symbolic, and situaional reasms Maikus cted, for choosing cetain media. The
following table lsts percertages & how often the managers choices matched MRT
predctions. By looking at what MRT lists as te nost appopriate nedia for each
scerano, percertagesof agreenert with MRT were catulated in eachof the three easm

categaies (see Tables 2 ad 3 kelow).
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Table 2. Percent Conformance With Media Richness Theory

REASONS (assocated suvey| MRT agree media | choice
guestion) predict | with
MRT
CONTENT REASONS face | phone | e— written
mail

To convey, confidertial, private, or | face @ | 91% | 86% | 5% 7% 2%
delcate information (Q10) phone
To descibe a canplicated situaton | face @ | 77 73 4 12 11
or proposal (Q16) phone
To influerce, pesuade, or sell an| face @ | 8 6 2 38 54
idea Q12) phone
To express é€eilngs a enotions | face @ | 97 95 2 0 3
(Q19) phone
To keep someone informed|e-mal |79 18 3 75 4
(Q9ab,c) or

written
To follow—up ealier communicaion | e-mal | 52 34 |14 51 1
(Q15b or

written
SITUATI ONAL REASONS face | phone | e— written

mail

To respond to a draightforward | phone | 94 5 55 39 0
phone nmessage Q21) or

e—mal
To respand to a canplicated e—nail | phone | 82 5 7 75 13
message Q13) or

e—mal
To communicate something of little | face 92 92 0 7 0
importance © sameone close by
(Q7)
To communicate samething | phone | 37 3 37 49 11
complicated to sameone far away
(Q20)
To use he canmunicaton medium | face @ | 57 48 9 43 0
you prefer best (Q23) phone
To communicate the sane thing to | e-mal | 95 3 2 59 36
many pele (Q15) or

written
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Table 2 cont). Percert Conformance With Media Richness Theory

SYMBOLIC REASONS face | phone | e~ written
mail

When you wart to be casual|face 16 16 |79 5 0
informal (Q22)
When you want to convey urgency | face @ | 57 39 |18 35 8
(Q14) phone
When you wart to convey personal | face @ | 57 43 |14 41 2
concem or interest (Q8) phone
When you want to obtan an|face o | 98 66 |32 0 1
immediate response, action (Q18) phone
When you wart to stow autority, | emal | 20 80 0 1 19
status paosition (Q17) or

written
When you want to show that your | e-mal | 98 2 0 46 52
communication is official (Q11) or

written

Table 3. Overall Conformance Rercentages

Average coformance fr Content 68%
Reasos
Average coformance for Situaional 76%
Reasos
Average caoformance fr Symbolic 58%
Reasos
Overall conformance 67%

Overall, Air Force members’ media cloices caformed with MRT 67% of the tme.
Their agreenert was sonewhat higher for situatonal reasms ard lower for symbolic
reasms. Whensituationa determinarts suchas tme ard place wee pat of the sceario,
members chose the media that conformed with the theay 76% of the tme. When
content—related detrminarts suchas educing equvocaity were involved, they conformed
with the theay 68% of the tme. Their respanses ageed €ss 68%) for scemrios

involving symbolic determinants such as conveying authority. Overall, Air Force members
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made media choicesthat ageed wih what MRT would sugges. Contert, Stuatonal, ard
symbolic reasms seento influerce what media is chosen

These esuls indicate MRT is usetil for predicting the nedia choicesof Air Force
manage's. Manage's in the cvilian organization that Markus (1994) sudied rad an
overall agreenen percertage hat was sightly higher than Air Force managers (6%o).

The next objecive was 0 find out if managenal level explained Air Force nembers
useof communicaton media. Rark ard canmand level were eachused as a easue o
manageria level. Rank was divided into three categories. enlisted (Airman through Chief
Master Sergeart), compary grade dficers (Secand Lieutenant, Frst Lieutenant, ard
Captin), ard field grade dficers Major, Lieutnant Cdonel, ard Cdonel). Command
level was spt into two cakegaies. The first caegay consisted of respanderts enployed
at HQ USAF, a Numbered AF, or a MAJCOM. The secod cakgay was nade up @
those employed a Base or Wing level, Squadron level, or lower.

Ore—wayaralysis of variarce slowed that rank (p=.24) ard command level (p=44)
did mot have a sgnficart influerce a1 media cloices weral. Howewer, when the
scerarios wee divided nto those that had cantert determinarts, those that had situatonal
deerminants, and those that had symbolic deerminants, there were different results.
When looking only at contert—oriented scearios, the pecertagesof media choicesthat
were in agreenert with MRT were higher for those atthe higher command level than for
those at the lower command level (p=.03). This indicates tat those athigher manageral
levels did meke nedia cloices hat matched the theary better, when content reasms were
involved. When scemrios involving stuatona reasms were presemed, neither rank or

command level influenced media choices. However, when symbolic determinants were
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presen, both rank (p=.00) ard command level (p=.04) did sgnificantly influence media
choices. Contrary to the drection that was eypeced lowewer, the higher the rank ard
command level of the individud, the less they conformed with MRT’s predctions alut
media cloices br symbolic reasws.

Since there were more than two rank caegaies, a Tukey HSD test was dwoe to
pinpoint which rank caegaies wee significart. The sgnificart difference was between
erlisted ard field grade dficers. Enlisted individuak choicesconformed with the theary
significartly more often thanfield grade dficers’ choices.

Thes results sugges that individuak at lower manageial levels, as compared to
those at high managerial levels, choose nedia that MRT would sayis more appopriate,
when symbolic deerminarts suchas caveying autority or involved. This contradicts the
notion in MRT that higher—level managers are nore “mede—sersitive”. The dichotomy
betweenhigher conformance athigher manageral levels for contert reasms ard oppasite
findings for symbolic reasons is an interesting contrast that could be further examined.

Discovering if Air Force members pecewe richness d media in the wayMRT would
sugges wasarother objective of this sudy. A 5—pant Likert scale wasused b measire
how favorable or unfavorable the atitudes wee toward statenerts indicating the inherent
richness d the nedia. Higher scaes ndicated hat respanderts peceived the nmedia to be
rich. These mmerical scaes wee used ¢ order the nmedia in terms d richness, as
perceved by the paticiparts in this study. The rchness d the nedia was anked
somewhat differently than what MRT sugges$s or what Markus found (Markus, 1994

517-518) The richness percepions obtained or this sudy are 1own in Table 4.
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Table 4. Ranking of Air Force Richnes Perceptions(N=178)

MEDIA RICHNESSSQORE
Face—teface 4.2
Telephone 38
E—mail 38
Written 35

A one—wayANOVA showed a gynificart difference n the pecepions of the nedia
(p=00). A TukeyHSD test wasthen conducted to pinpoint where the differenceswere.
There was a gnificart difference letweenface—b—face conmunication ard the rest of the
media. There was ao a sgnificart difference ketweenwritten methods am other media.

Onthe aher hand, E—mail ard telephone hed no significart difference.

RICHNES A MEDIA

S
LEVEL
Very Rich Faceto-
Face
Telephone
&
v E-mal

Figure 2. Relative Levels of Perceived Richnes

These esuls indicate that athough face—b—face ad written media wee stll
perceived to be the nost ard leastrich, respecively, Air Force members perceve e—nail
as pstas rch as elephone.

The fina objecive d this study was b compare respase ites for regular mail ard

e-mdl surveys. For this sample, the response rate for regular mal was 75% and the
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respanserate for e—ail was 46% The eypecttion that the respaise ete for regular mail
would be greaker was based on a pevous sudy (Mehta ard Swvadas 1995) The
magnitude of difference between regular mal and e-mal in this research (29%) was much
greaer than that found in the previous study (5%). Air Force nembers weke expeced D

perceive written communicaion as nore formal ard task—aierted. The respaise @tes are

shown in Table 5 bdow:

Table 5. Reponse Rates for Regular and Electronic Mail

MEDIUM NUMBER SENT | NO. RETURNED | RESPONSE RATE
Reguar Mall 142 106 75%
Electronic Mail 157 72 46%
TOTAL 299 178 60%

The following table summaizes the results of this sudy.
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Table 6. Hypotheses Redltis

NO. | STATED HYPOTHESIS SUPPCRTED OR NOT

Hla | When scerarios ae presemed that involve contert | Suppoted
determinants, Air Force mambers will select media that
meetMRT critena

H1lb | When sceranos ae presemed that involve stuatona | Suppated
determinants, Air Force members will select media that
meetMRT ciriteria,

Hlc | When sceranios are presemed that involve symbolic | Suppated
determinants, Air Force members will select media that
meetMRT ciriteria,

H2a | When making media cloices or contert reasms, high | Patialy Suppated
level Air Force managers will conform to MRT more
than low level managelrs.

H2b | When making media cloices or situaiona reasms, | Not Suppated
high level Air Force managers will conform to MRT
more than low level managers.

H2c | When making media cloices br symbolic reasms, high | Not Suppated
level Air Force managers will conform to MRT more
than low level managelrs.

H3 | Air Force meambers will perceive face—b—face as he | Patialy Suppated
richest medium, telephone as he next richest e—nall
next, ard written as he leastrich medium

H4 | Air Force members will have higher survey response | Suppated
rates for regular mal surveys than they will for e-mal
suveys.

Summary

Accading to MRT, Air Force nmembers nmeke efectve nedia cloices 67%of the
time. Rank and command level do not influence these choices uness symbolic
determinarts are presen. When they are present, individuds a lower manageria levels
make more effective media choices,accading to MRT. In addtion, Air Force nembers
perceve face—b—face ashe richestmedium, telephone ard e—nail as he rext richest ard
they perceive written communicaton to be the leastrich. Fnaly, more Air Force

members respandedto a written suivey than to an e—nailled suvey. These esuks gve
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implicatons alout media use ad cangive guidarce bward creaing policy for newer

media suchas e—ril.
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Chapter 5

Discusson and Conclusions

Discussbn

The Air Force ard Conformance wih MRT

MRT doesexplain Air Force members’ choices ¢ communicaion media. Markus’
scakis aneffective tool for deermining media cloice kehavior. Air Force nembers hed a
high conformance with MRT based m the scag.

A closer look at our resuks ushg Markus’ scaé (Tade 2) does lowever stow that
same percertages wee significartly lower than the rest within eachcategay (content
reasms, situaiona reasms, symbolic reasms). For exanple, in the contert reasms
catgay, Air Force nmembers nost often chose e—nail or written communicaton “To
influerce, persuade,or sl anidea” MRT would sugge$ face—b—face or telephone
media for this type of scenario. Since the military emphasizes a formal documentation
process,it is not sumprising that Air Force members seewritten communicaton as the
most pesuasive. The scenario used to represent selling an idea was that the individud
wants to convey to others away of saving the Air Force thousands of ddlars. It may have
reminded paticiparts of the Air Force siggesion program that requires written input.

Another itemwith low percertage d conformance n the caitert reasms categay (52%),
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involved the pupose, “To follow—up ealier communicaion.” First of all, the medium
usedfor the “eafier communicaton” may effect the medium used ér the respase.
Researh slhould examne this effect The scearno presemed was,”You wart to tell your
supewisor you found an arswer to a queton he/she had.” Ony 1% of Air Force
members chose written media which was one o the two media siggesed ly MRT.
Respamses may have beeninfluerced ly the fact that the nmessage was gog to the
supewisor. Resmpndents o the suvey may have less brmal relationships with their
immediate supeavisors and therefore may choose more pa'sona media. They also may see
proximity as a factor — people tend to be physically located close to their supervisor.
Why waste time with written communicaton if they asked ér anarswerto a quesbn ard
are located only two doors dawvn the hell? Further reseach stould addess low the
recpient of the messageeffects the nedia used. Compaltisons o messages d the
suwpervisor, messa@s o the co-worker, ard messags to the subordinate should be
aralyzed.

In reference D the stuaional rea®ns caiegay of sceranos, Markus suggesedthatin
accadarce wih MRT, the telephone slould be used To communicaie something
complicated to someone far away” Most Air Force members close e—nail for this
scerano which seens to include cotert as wel as diuaional deerminarts since te
message nvolves equiocaity reducton. This can be explained by the fact that
respanderts ranked e—mail just as ich as glephone communication. Also, outdated ard
poor qualty telephone g/stens may explain why responderts did not perceive telephone

media to be asrichasMRT would sugges.
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When symbolic deerminarts were involved, two scemrios produced significartly
lower resulks. Instead & choosing face—b—face conmunicaion “When you wart to be
casial or informal’ as MRT would sugges, 79% of the responderts chose the telephone.
Everyone in the military wears a unform which clearly displays the individud' s rank. For
higher ranking individuds, trying to be casud or informa may be impossible when wearing
your rank on your sleee. Addittionally, for lower ranking individuak, trying to be casial
or informal may not be the rorm ard would probaldy make the individualuncomfortable in
a face—b-face duaton. This sane reasming cauld ako help exlain why most
respandents chose face—b—face media “When you wart to stow autority, status, or
position” instead of e-mal or written media. Respondents may have interpreted these
scerarnos diferently thanexpeced.

Without those few scemarios, the overal ageenert with the theary becanes 83%
16% higher than if they are kft in. For contert reasms, agreenert becanes 86% for
situaional reasms, ageenent becames 84% ard for symbolic reasms, ageenent
becames 78%. Thus results might have suppated the ak amnl MRT ewven more with
modified scag itens.

When ugng this modd it is important to consider the conextin which it is being used
ard what other factors may influerce he resuks. This aralysis has stown that the model
may require revisions for cetain settings Howewer, the results do seemto suppat the

uefulness of the modelard MRT.

Manageial Level and Conformance with MRT

Managerial level opemationalized as ank ard canmand level, does ot explain Air

Force members use & communicaion media. Overal manageral level did not influerce
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media cloices The results did suppat MRT for contert rea®ns — higher ranking
individuab had higher conformance pecertages There s an interesting difference
betweentheseresuks am those for symbolic reasms. The resulks indicate that eristed
individuak were more media sesitive ard made nore effecive nedia choicesthan field
grade dficers when symbolic determinants were involved. The symbolic deerminants
involve scearios suchas ‘Whenyou wart to convey urgercy,” “Whenyou wart to obtain
an immediate response,” and “When you want to show that your communication is
official.” Individuals a lower levels may smply be more conscious of what media seems
more appopriate kecausehe repercussons ae wase if they do not use he right media.
Higher level individuak have more freedan with what media they choose. For exanple,
they may be less nclined b be worried almut coming acioss asdo informal.

Command level also influenced media choices when symbolic determinants were
involved. Those athigher command levels (HQ USAF, Numbered AF, ard MAJCOM)
made kss efective media cloices accading to MRT. Howewer, those at higher command
levels have the need to communicate to more people (there are more levels below them)
ard may tend to use e—ral ard the telephone nore often as a esuk. If they usethese
media in Stuaions where MRT would say other media should be used, they will not score

as highin conforming with MRT.

Perceptionsand Media Choices

For the nost pat, Air Force members pecewe richness d media the sane as MRT
would sugges. Air Force nembers do perceve face—b—face ashe richest medium ard
written as he lkearestbut do not perceve a diference n richness br telephone ard e—nail.

Since Markus’ study was done two years agq it is possble that as e—rail has became
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more perasie, pe@le are using it more often ard therefore nay be finding better ways to
counter its lkeancapady. If pele constantly have their e—nail systemrunning ard check
messages asey came in, the gpartunity for feedlack kecames nuch greaer. People
have aso discovered formatting techniques such as usng capital letters and amileys (a
sideways amiley is made by typing a colon, a hyphen, and the right side of parentheses
I.e., =—)) to convey emotions. There are even amiley dictionaries available to show how to
use he keyooard to creak faces hat convey frustration, confusion, or sacasm Further
reseach might include a éngitudinal study to see lbbw media pecepions clarge as

individuak adaptto newer media.

Suggestons for Future Research

Further reseach in the aea d MRT may conclude that there are more than just
content, situational, and symbolic deerminants involved. Expansion of MRT could aso
include what addtional factors may deermine the richness d a nedium espeally with the
recen incepion of newer media. Markus suggess that if e—nrail feauressuchasmultiple
addressahilit y and electronic recording capability are factored in, e-mal would be placed
much higher on the richness sca.

Addtionally, this study did not examine whether or not rank or command level
affecied lichness pecepion rankings; only percepion rankings acoss al Air Force
personnel were amalyzed. If field grade dficers pecewe the richness d media diferently
than enlisted personnel, their media choices will also be different. This might help explain
why lower level individuds agreed with MRT more often. Along the samelines, it would

be important to find out if higher level managers chose richer media more often than lower
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level managers, as t has keenproposed that they are facedwith more equivocal situaions
suchas caoflict resdution. For exanple, electronic mail systens seento be more readly
used or lower level operations rather than higher level decsion making (Munro ard
Wheekr, 1980: 28) Fnally, athough this sudy lends suppat to MRT, examning MRT

in other contexts may expard the sope d the theary aswel asstrengthensuppat for it.

Conclusions

I mplications for E—mail Use and Policy

Ambiguity of a messagetime ard place ¢ a nessageard caweying auhority in a
messagecan al influerce what medium is chosen for that message — catert reasms,
situatonal reasms, ard symbolic reasms al influerce Air Force nanagers media choices.
With the incepton of new media suchas edctronic mail, influerces e media cloices red
to be understood to et a better understanding of whether or not these new media are
being usedeffecively. Air Force managers seemto be making appopriate aml efectve
media choices ard richness pecepions influerce these nedia cloices. The peceived
richness d e—mail may increase as usefeamn new techiques ad canventions for using it
on a routine lesis. Media Rchness Theary canbe used as aeffecive tool in predicting
media choice behavior. Further reseach may be needed @ discover what other factors
effect media choices,which factors have the nost influerce, ard what it mears for the Air
Force. In the mean time, this sudy can help padicy—makers make predictions about what
media choices will be made by Air Force managers in order for them to be the most

effective.
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Appendix A

Communications Media Survey

SURVEY ON COM MUNICATIONS MEDIA

The following is a short, smple survey that will help gather important information
regarding the useof communicaions mediain the Air Force. It was degjned as pdrof a
research project by a student at the Air Force Institute of Technology. All answers will be
anonymous.
PART I: Plea fill out some geneml demographic information by circling one of
the sekctions listed:
1. What is your sex?
A. Mae B. Femde
2. What is your rank?

A. E-1thru E-5 B. E-6 thru E-9 C. O-1thru O-3 D. O—-4thru O-6
E. Gererd Officer

3. How many years have you beenin the Air Force?

A. Lessthan2 B. 2-6ys C. 7-12ys D. 13-18ys
E. Morethan 18yrs.

4. What is your education level?

A. High School E. Masers Degree Canplete
B. Some Undergraduae work F. Some PhD work
C. Undegraduae Complete G. PhD complete
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. Some Maskers
At what command level do you work?

HQ USAF B. Nunbered AF C. MAJCOM
. Squadon level or lower F. Other

D. Bag/Wing level

6. How long have you beenusing ekctronic mail?

A
E

. 0—1ar B.1-2ys C. 2-3ys
. Over 5yrs.
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PART Il: For the next set of questions please choos one and only one medium you
would use — face—b—face, telephone, e—mail, or written communication for each
scerario. Choose A-D according to the following scak ard write it next to the
question:

A = Face—b—face conmunication

B = Telephone communication

C = E—mail communication

D = Written communication

7. You wart to tell the peson in the rext office here is no coffee Eft.

8. You war to tell a co-worker you'd like to see he resuks d a project he/she is
working on becaus the aea s of interest to you.

9. You wart to pass a same FY | information to (provide ae medium for each:
a. your co-worker___
b. yourboss
C. your subordinate_

10. You war to tell your supevisor one d your sutordinates jist receved anArticle 15.

11. You are ®nding a equired report on how your sqguadon has met some qualty
initiatives.

12. You wart to inform others of anidea yu have that could save the Air Force
thousands of ddllars.

13. You want to respond to a long e-mal message describing some complicated issues
you have beenasked b take cae d.

14. You are asking a sulordinate o get a daunent to the MAJCOM a higher level
Commander assoon aspaossible.

15. You want to tell the whole squadron there will be a mass weigh—-in coming up.

16. You want to explain to someone how to do a certain aspect of your job they will be
taking over.
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15h You warn to tel your supewisor you found an arswer to a queton she/he
had.

A = Face—b—face conmunication

B = Telephone communication

C = E-mail communication

D = Written communication

17. A subordinate is not following orders ard you wart to let themknow 0.

18. You are teling a subordinate they need to see your boss right away.

19. You wan to tell a sibordinate you are orry his’her father died.

20. You wart to tell a caunterpart at arother MAJCOM low to perform a canplicated
agectof your job.

21. You are responding to a Elephone nmessage fom a ce-worker sating a eport is due
Wednegdayard you wart to let hinvher know you have aimost completed it.

22. You wart to ak a friend if he/she canmeetyou atthe Aub after work.
23. In gereral, which one nethod of communication do you most prefer?

PART Ill: Please axswer the fdlowing questions by circling a number on the scde
below each question:

24. Face—b—face conmunicaton helps ne ard others understand eachother.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
25. Face—b—face conmunication hinders my communicatons with others.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
26. Face—b—face conmunicaion makes nteracting with others easy

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
27. Telephone canmunicaton helps e ard others understand eachother.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
28. Telephone canmunicaion hinders ny communicaions with others.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
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29. Telephone communication makes interacting with others easy.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
30. E—mail communicaton helps ne ard others understand eachother.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
31. E—mal communication hinders my communications with others.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
32. E—mal communication makes interacting with others easy.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
33. Written communication helps ne ard athers understand eachother.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
34. Written communication hinders my communications with others.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree
35. Written communication makes interacting with others easy.

1 2 3 4 5
strongly disagree  disagree neutral agree  strongly agree

PART IV: Please answver the following questions with your own opinions and/or
comments:

36. What do you sees the geaestadwantage ¢ e—nail?

37. What do you sees the greaestdisadartage d e—nail?

38. In anawerageweek, how many total hours doyou spen on e—nail (i.e. checking,
reviewing, and sending e-mal.)?

39. Hawe you ever had ary magjor problems conceming e—nail? If sq please desdre:
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Thank you very much for taking the time to complete this survey. Your inputs are
greatly appreciated and will be beneficial for understanding how people use
different communication media in the Air Force. If you have any queSons or
comments please respond to Capt Heather Adams, AFIT/LAA, Wright—Patterson
AFB OH, DSN 785-7777 2223,hadams@afit.af.mil.
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