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Abstract. Product knowledge discrepancies refer to differences or inconsisten-

cies in the way individuals understand and interpret product-related information. 

This occurs when there are variations in understanding, interpretation, or assess-

ment of a product between different stakeholders, such as consumers, sales rep-

resentatives, or leaders in an organization. The aim of this research is to analyze 

the causes of differences in knowledge about products and identify communica-

tion challenges in the vertical communication process at PT. XYZ. This research 

uses a case study method with a qualitative approach to find the right solution. 

The research results found that differences in product knowledge that occurred 

during vertical communication came from errors in interpretation by sales repre-

sentatives due to failure to decode messages conveyed by leaders, resulting in 

differences in the interpretation of product information. The vertical communi-

cation process carried out at PT. XYZ did not achieve its goal due to the stages 

of the communication process not going well due to the recipient's lack of ability 

to ask or reconfirm with the sender of the message. The research concludes that 

interactive and transactional communication in the vertical communication pro-

cess between leaders and sales representatives can increase product knowledge, 

improve unclear communication and interactions and can overcome challenges 

in interpreting product information so as to create a common understanding.   

Keywords: Interactive Communication; Transactional Communication; Verti-

cal Communication; Product Knowledge; Sales Representatives 

1 Introduction 

1.1 Background of Study 

Communication is a very important and significant element in an organization [1]. Or-

ganizational communication occurs in interactions between employees to create collab-

oration in the work environment which has an impact on organizational performance 
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and decision making [2]. Organizational communication emphasizes the process of ex-

changing messages with each other through a network of interdependent relationships 

in order to resolve an uncertain or uncertain environment [3]. 

The success of an organization is determined by the success of communication 

within the company, one of which is communication carried out by superiors to subor-

dinates which greatly influences employee performance. This communication is called 

vertical communication, namely the activity of sharing information hierarchically - 

from top to bottom or from bottom to top [4]. Communication carried out from superi-

ors to subordinates can take the form of information about how to carry out work and 

the basic rationale for carrying out work. Communication from superiors can be said to 

be successful if employees understand and can carry out their work well. The use of 

strategic internal communication can provide accurate information, address employee 

concerns, strengthen a sense of belonging, and promote positive emotions [5] as well 

as effectively enhance the internal employer brand image [6]. This communication has 

been widely studied with different scopes, but the findings provide an overview of the 

influence of vertical communication in improving the quality of performance and em-

ployee morale [7].  

Vertical communication is one form of internal communication in an organization, 

where other forms are horizontal and diagonal communication [8,9]. Vertical commu-

nication is defined as work-related communication that moves from top to bottom or 

bottom to top in the organizational hierarchy [10]. Factors that cause successful com-

munication between superiors and subordinates include: openness, trust in written mes-

sages, excessive messages, timing, and filtering of information related to superiors and 

subordinates [11]. Not only in the context of work relationships, vertical communica-

tion also plays an important role in decision making, direction, instructions, motivation, 

as well as suggestions, proposals/ideas, questions and opinions in the relationship be-

tween teenagers and mentors at Child Development Centers [12]. And also the effec-

tiveness of vertical and horizontal communication in selecting presidential candidates 

through conversations on Facebook pages [13]. Effective communication needs to pay 

attention to the recipient's ability to process and encode messages [14].  

Likewise, employee mastery of product information to convey to customers. 

Homburg and Steward in [15] explain that product knowledge is related to the extent 

to which a salesperson has knowledge about the features, technicalities of the compa-

ny's product and the customer's situation. Better product knowledge increases the po-

tential for understanding how well a product's benefits align with customer needs and 

expectations [15]. The importance of product knowledge and mastery is one way to 

attract customer attention. The success of employees in conveying information to cus-

tomers can be seen from how customers understand the product. Understanding cus-

tomer needs helps companies create products and services that meet them. After that, 

the company can tell the public that the product is a solution to their problems and needs 

[16]. If the customer understands the product that the employee has delivered, it means 

he has succeeded in educating the customer about the product. The more customers 

know about a product, the more confident customers will feel about buying a product 

and this will increase purchasing decisions [17].  

This will certainly have implications for increasing customer trust and a good im-

age for the company. However, on the other hand, if customers do not understand or 

misunderstand the products delivered by employees, it means that they have failed to 
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educate customers about the products they offer. This can cause a bad image of the 

company in the eyes of customers which will also cause a decrease in company revenue 

due to loss of trust from customers.  

This research aims to analyze the causes of differences in knowledge about prod-

ucts and identify communication challenges in the vertical communication process be-

tween organizational stakeholders, namely, leaders/directors, employees/sales repre-

sentatives and customers. Product knowledge discrepancies refer to differences or in-

consistencies in the way individuals understand and interpret product-related infor-

mation. This occurs when there are variations in understanding, interpretation, or as-

sessment of a product between different stakeholders.  

This study was conducted at PT. XYZ; a company in Indonesia which operates in 

the field of selling computer technology-based software. License holder as a reseller of 

CAD (Computer Aided Design), CAM (Computer Aided Manufacturing) and CAE 

(Computer Aided Engineering) Software. Where problems occur in this company is 

due to differences in receiving information about product characteristics conveyed from 

the Director to the Sales Representative and from the Sales Representative to the Cus-

tomer 

Although it is recognized that product knowledge and mastery in an organization's 

vertical communication processes is an important driver of organizational performance, 

previous research has not adequately highlighted differences in product knowledge 

among organizational stakeholders. Differences in the reception of product information 

are very likely to occur in the dynamics of organizational communication. Why this 

happens and how to overcome the challenges of these differences. This research seeks 

to add to the repertoire of organizational communication references while offering 

novel research on overcoming differences in product knowledge within a vertical com-

munication framework in organizations using an organizational communication pro-

cess model approach.  

1.2 Research Questions 

Why are there differences in product acceptance in the vertical communication process 

at PT. XYZ, and how can these challenges be addressed? 

2 Literature Review 

2.1 Human Relations Theory 

The Human Relations Theory emphasizes the significance of fostering harmonious re-

lationships, both on an individual level and within social interactions in organizational 

contexts. Individuals, as constituents of an organization, constitute the essence of the 

social structure [18]. Humans participate in organizational behavior, exemplified by 

organizational members who determine their duties and the manner of their execution. 

Human relations theory informs us of the role of vertical communication in the 

implementation of product knowledge at PT. XYZ. Communication between superiors 

and employees, and vice versa, can foster a harmonious relationship. When employees 

receive and understand the supervisor's message, it can enhance their work morale. 
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Conversely, effective communication in the interaction between supervisors and em-

ployees determines the organization's effectiveness. 

2.2 Model of Organizational Communication Process 

Johnson Alvonco [19] characterizes organizational communication as the interactions 

occurring within an organization, including exchanges between individuals, between 

individuals and groups, or among groups, in both formal and informal setting. The ori-

entation may be vertical, ascending, descending, or lateral within the same strata. 

Thayer in Hardjana [20] contends that "organizational communication is the convey-

ance of information that exemplifies organizational communication and the process of 

intercommunication in various forms." Thayer contends that an organization consists 

of at least three communication systems. Firstly, it relates to the organization's opera-

tional functions; secondly, it addresses management components, encompassing regu-

lations, directives, and instructions; thirdly, it pertains to the maintenance and advance-

ment of the organization, especially regarding interactions with individuals and stake-

holders in the public domain[20]. Thus, organizational communication can be defined 

as the exchange of messages or information conveyed both formally and informally to 

improve performance and minimize misunderstandings. 

 Organizational communication is a two-way process where people talk to each 

other and help each other exchange symbols and interpret them so that everyone can 

achieve their goals. This communication process can be illustrated through the two-

way communication model and the transactional communication model. The two-way 

Communication Model is an extension of the one-way communication approach. In the 

two-way communication model, the concept of feedback is introduced. Schramm states 

that the importance of feedback is a way to address the issue of noise and is a crucial 

point in the communication process. Barnlund's transactional communication model 

explains the continuous communication process. The sender and receiver exchange 

roles and places equally. The ongoing message takes place with constant feedback pro-

vided by the communication participants. One party's feedback serves as a message for 

the other party. 

3 Methodology 

This research uses a constructivist paradigm with a qualitative approach and case 

study method to describe the research results and attempt to find a comprehensive pic-

ture of a situation [21-23]. This method was chosen to understand the picture of vertical 

communication in the application of product knowledge.  

Data collection was carried out through interviews using the in-depth interview 

method with several informants. This type of interview is also known as a systematic 

interview or guided interview [24,25]. In this case, the researcher has provided ques-

tions in advance. Research informants (resources) are people who are asked for infor-

mation about the research object, because they have a lot of information (data) about 

the research object. We select research informants based on their knowledge of the 

problem, their capacity, and their authority to provide information. Equally important 
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is their consent and willingness to be informants. Meanwhile, the need to achieve the 

research objectives determines the criteria for selecting informants. In this research, the 

research informants were the leaders and employees of PT. XYZ, they are directors and 

sales representatives. 

4 Results and Discussion 

4.1 Differences in Receiving Product Information in the Vertical 

Communication Process at PT. XYZ 

The communication process related to product knowledge carried out by PT. XYZ is 

carried out in the form of direct face-to-face communication between the director and 

the sales representative and vice versa from the sales representative to the director. So 

communication takes place in two directions, starting with the sender first sending a 

message to the recipient. After receiving the message, the receiver decodes it and then 

sends the reaction back to the sender. That an interpreter is someone who has the ability 

to translate messages into language that is easy to understand. The encoder compiles 

the ideas that will be conveyed to the recipient. And the decoder is a further process 

from the encoder in this case the message recipient interprets the message received. The 

communication process takes place as shown in Figure 1. The two-way communication 

model is below: 

 

 

 

 

 

 

 

 

 

 

Fig. 1. Osgood-Schramm Model of Communication 

Source: https://www.communicationtheory.org/osgood-schramm-model-of-communication/ 

 

Vertical communication process in applying product knowledge at PT. XYZ's role 

as interpreter is the director as the transmitter of messages in the form of product infor-

mation, and sales as the translator of messages received from the director. The message 

conveyed by the director has gone through an encoding process, which is then received 

by sales which is then decoded and feedback occurs on the messages delivered and 

received. This communication process is considered quite effective because sales un-

derstands the message conveyed by the director and provides feedback, "Sales re-

sponded to me by nodding or saying that they understood". However, in the subsequent 

communication process, when the director demonstrated the product, complaints oc-

curred due to sales errors in conveying product features to customers. This happened 

because sales misinterpreted the product information conveyed by the director.  

The vertical communication process is carried out to facilitate communication 
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goals in the organization. Communication includes five elements, namely communica-

tor, Communicant, Message, Channel, Interruption and Feedback [26]. If there is an 

error in one of these elements, it will affect the goals of the organization. Communicator 

in PT's vertical communication process. XYZ is the director, the communicant is sales, 

the channel used is through verbal communication, there is interference at the decoding 

stage by the communicant so that interpretation and feedback are not appropriate. 

The vertical communication process carried out at PT. XYZ did not achieve its 

goals due to the stages of the communication process not going well. The results of this 

research show that not all stages of the communication process are achieved as empha-

sized by Bovee and Thill in Purwanto [27], namely at the stage after the recipient re-

ceives the message, then the recipient interprets the message which turns out to have a 

difference in meaning, and when the recipient responds they understand but it turns out 

the message what is received has a different meaning from what the superior conveys. 

Coordination is an important aspect in internal communication between superiors and 

subordinates, subordinates and superiors and fellow co-workers, where superiors coor-

dinate the distribution of employee tasks along with their main duties and functions to 

determine roles, time limits for information, and methods used to select and interpret 

information [28].  

The communication process in this research is carried out using an interactional 

communication model or two-way communication, where in this model feedback of 

ideas occurs. Feedback is feedback given by the communicator regarding the messages 

conveyed by the communicator. The feedback can be in the form of verbal, non-verbal 

communication or both. There is a sender (sender) who sends information and there is 

a recipient (receiver) who selects, interprets and provides a response back to the mes-

sage from the sender. Thus, communication takes place in a two-way process.  

Feedback that occurs is when sales respond in the form of sentences or symbols 

such as body movements which indicate that the message was conveyed well. Feedback 

occurs after the communicator decodes the message conveyed by the communicator. 

To carry out decoding, the recipient of the message must have good communication 

skills and must have the ability to read, interpret the message as a whole, and listen to 

the message actively, to ask or reconfirm with the sender of the message. It seems to 

convey the obstacles felt when receiving product information from superiors, it is not 

easy for sales and there is a lack of ability to ask or reconfirm the message recipient. 

Referring to the Osgood and Schramm communication model, interpretation errors can 

be explained in Figure 2. Vertical Communication Process Model at PT. XYZ below: 

 

 

 

 

 

 

 

 

 

 
Fig. 2. Model of Vertical Communication Process Constraints at PT. XYZ  

Source: Research Findings 
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4.2 Solutions to Overcome Challenges in Product Knowledge Differences at 

PT. XYZ. 

See to the effectiveness of the communication model in organizational activities at PT. 

XYZ, based on the research results, researchers found a communication model that can 

be implemented at PT. XYZ is used as a reference in communication between superiors 

and employees, namely transactional communication, as shown in Figure 3. Transac-

tional Communication Model below: 

 

 

 

 

 

 

 

 

 

 

 
Fig. 3. Transactional Communication Model 

Source: https://journals.scholarpublishing.org/index.php/ASSRJ/article/view/9732 

 

That communication is transactional means that the communication process is co-

operative, the sender and recipient are equally responsible for the impact and effective-

ness of the communication that occurs [29]. In linear communication, meaning is sent 

from one person to another while in the interaction model, meaning is obtained through 

feedback from the sender and receiver. Transactional Communication requires critical 

thinking patterns. Critical thinking requires effective communication and problem-

solving skills as well as a commitment to overcoming one's ego so that one is willing 

to listen, observe and be oriented towards effective communication. One indicator of 

critical thinking is having intellectual standards, one of which is Clarity [30]. Clarity 

can be used when receiving (encoding) or giving information (decoding). Transactional 

communication requires people communicating to interpret each other's messages [31]. 

One message is a continuation of the previous message. Therefore, there is interdepend-

ence between communication components. A change in one case changes another case. 

Furthermore, the transaction model assumes that the sender and recipient of the mes-

sage act simultaneously. In other words, communicators negotiate meaning [32]. Re-

ferring to the assumptions of the interactional communication model in the case of the 

vertical communication process at PT. XYZ researchers offer a modification of the 

communication model by combining the two-way communication model (Schramm) 

and the transactional communication model. Modifications of these two models are 

recommended findings as a solution to the problem of differences in product knowledge 

in vertical communication at PT. XYZ, as can be seen in figure 4 below: 
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Fig. 4. Modification of the Vertical Communication Process Model at PT. XYZ 

Source: Results of Research Data Processing 

 

In the modification of the two-way and transactional communication model, the 

director as the communicator conveys product information that has been obtained from 

the distributor to the communicant, namely sales, then the sales person as the commu-

nicator conveys that the message received is understood and conveys what has been 

obtained from the distributor also to the communicant, namely the director, so that the 

director and sales builds relationships so that they can build a common meaning of 

messages and the same experience where the director and sales both have experience 

in product information which will later make communication connected.  

Sales can get information from distributors and directors, so that when delivering 

information sales can provide knowledge that has been obtained from distributors and 

become information for directors too. Sales are required to take the initiative to seek 

product explanations other than from the director so that transactional two-way com-

munication occurs between sales and the director when delivering product information 

or during meetings and briefings so that feedback does not only occur from sales alone 

but together with the director conveys agreed messages and input. and have the same 

meaning about product information.  

Transactional communication emphasizes the continuous sending and receiving 

of messages. Explaining that communication is transactional means saying that the pro-

cess is cooperative. The sender and recipient are equally responsible for the impact and 

effectiveness of the communication that occurs. In this modified model, the director 

and sales actively participate in the communication process, exchanging roles as mes-

sage sender, message recipient, or actually doing both things. Therefore, the combina-

tion of two-way communication and transactional communication is a negotiation in 

communicating to gain common ground and find mutually agreed results [33].   

The main obstacles to upward vertical organizational communication are obsta-

cles that exist within the employee's personality, both emotional and cultural in nature 

[34]. Taylor in Jalaludin Rakhmat's book entitled Psychology of communication, 

"Many causes of communication barriers have little effect if there is a good relationship 

between communications. On the other hand, the clearest, firmest and most thorough 

message cannot end failure if there is a bad relationship" [35]. That is why human re-

lations in organizations are very necessary.  

Human Relations can minimize communication barriers or misunderstandings 

in communication. The aim of Human Relations theory is to obtain psychological sat-

isfaction, morale, discipline, loyalty and high motivation. A boss who expects ideas, 

opinions, suggestions from his employees and involves his employees both in carrying 
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out tasks and in making decisions, it will be easier to build harmonious working rela-

tionships. Apart from that, if a superior always provides encouragement, motivation, 

enthusiasm and gives praise for the performance of his employees, this will create a 

sense of psychological satisfaction in the employee. Because employees will feel ap-

preciated and a sense of comfort will be created at work, apart from that there will be a 

sense of mutual understanding between members of the organization. Employees who 

feel satisfied will have high motivation at work and will easily carry out the tasks they 

are doing. Human Relations theory is often used in organizational communication be-

cause of the process of exchanging information carried out by employees or individuals 

in an organization with the aim of achieving mutual success.  

5 Conclusion 

The cause of differences in acceptance regarding products in the vertical communica-

tion process from superiors to sales and sales to superiors is that at the stage of the 

communication process carried out by the communicants or salespeople they were un-

able to decode the messages conveyed by superiors, resulting in differences in meaning 

regarding product information. 

Vertical communication carried out from superiors to subordinates is effective 

because superiors carry out the communication process well in providing work instruc-

tions, explaining work related matters, and providing motivation to subordinates. 

Meanwhile, vertical communication carried out from sales to superiors does not work 

effectively because there is no reciprocity from sales who do not convey information 

related to work problems, convey suggestions and express complaints regarding work 

or personal problems.  

 The application of a two-way communication model and a transactional communi-

cation model is a recommended solution in overcoming differences in product 

knowledge in vertical communication at PT. XYZ. 
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