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ABSTRACT
Effective communication is a fundamental pillar of the functioning of every modern workplace, and its 
importance is growing especially in the dynamic and critical environment of the current market. With the 
rapid emergence of innovative digital technologies, not only the forms of internal communication but also the 
overall expectations surrounding it are naturally transforming. This article focuses in detail on the preferences 
of students of the University of Ss. Cyril and Methodius in Trnava, examining their relationship to digital tools, 
the integration of artificial intelligence and overall communication practices in their future professional field. 
Based on in-depth data from a questionnaire survey, we analyze the importance of an open team culture, 
preferred communication channels – from traditional personal interaction and emails to platforms such as 
Microsoft Teams – and the key importance of systematic feedback from superiors. The aim of the article is 
to identify how the younger generation perceives digital channels and what their specific demands are on 
the employer’s communication culture. The findings obtained offer management valuable information for 
building effective and attractive strategies that directly support employee engagement, loyalty, and overall 
satisfaction in the digital era. 
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1	 Introduction 
Human resource management and personnel management are increasingly being paid 

attention to from both private and public entities. This important sector within every entity is 
described by Karnati et al. (2020) as an effort to get the best out of employees, thus increasing 
the efficiency of their work. He further perceives personnel management as a tool through which 
the entity achieves efficiency and operational economy.

Armstrong (2014), in his publication, perceives personnel management as a strategic and 
comprehensive approach that focuses primarily on the development and satisfaction of people 
working in a given organization. A more comprehensive definition is given by Watson (2010), 
who describes personnel management as a managerial approach that harnesses the efforts, 
abilities and dedication of people so that they perform the necessary work in a way that ensures 
a promising future for the organization.

Watson (2010) perceives employees as the basic capital of the company, which must take 
care of their needs. By leveraging their knowledge, the company seeks to achieve its goals more 
effectively, more easily and faster. This is also how we can define the importance of personnel 
management.

Based on the above definitions, personnel management can be described as an effort to 
use the human resources available to the organization in the most effective way. This effort 
should lead to ensuring the best possible conditions for employees. Personnel management 
also deals with the issue of interpersonal relationships and with ensuring cooperation and a 
shared focus on the goal.

We can say that the efforts of personnel management lead to synergistic effect, when the 
organization tries to meet the requirements of employees and employees work as effectively 
as possible to achieve the goals of the organization. We can foster this synergistic effect only 
by determining stable rules and values of the organization. It is necessary for the employer to 
take care of the needs of employees and try to provide them with the best possible conditions. 
Within such a corporate culture, employees should be more effective in achieving goals and be 
more loyal to the employer.

1.1	Internal Communication and Personnel Marketing

Bielova and Petrova (2020) describe internal personnel marketing as an approach that 
considers a company’s employees as “internal consumers”. According to the authors, this 
approach allows creating suitable conditions for building trust, a positive working atmosphere 
and employee loyalty. Internal marketing includes effective communication through tools such 
as company portals, employee groups or online training. The application of internal marketing 
leads to improved employee behavior and motivation, thereby increasing the overall efficiency 
and productivity of the company.

In this approach, employees are also perceived as internal customers according to Ungerman 
et al. (2018). They describe this tool as focusing on building a long-term relationship between 
the employer and employees, which includes increasing their satisfaction with employment, 
working conditions and with the company as an employer. This requires well-established internal 
communication within the company. This approach leads to greater customer satisfaction and 
strengthening business relationships, which in turn increases the efficiency and competitiveness 
of the company. Overall, they claim that internal personnel marketing contributes to building a 
positive corporate culture and developing employee loyalty.

When we look at the practical level of internal personnel marketing, we can say, based on the 
findings of Szabó (2015), that current trends include a regular survey of employee preferences, 
which serves not only as a tool to assess their satisfaction, but also as a basis for communication, 
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a remuneration system and the provision of benefits. Despite this, Szabó claims that many 
employers in Slovakia, especially in the state sector, still do not have personnel marketing in 
place. Communication there takes place from top to bottom and is one-sided, often in the form 
of mandatory guidelines.

Internal personnel marketing is gradually becoming an important part of personnel 
policy in several entities. The goal of internal personnel marketing is to maximize the use of 
the organization’s human resources by creating favorable working conditions and effective 
communication channels. Employers use various methods to gather information, from personal 
interviews to questionnaires, etc. Employers try to translate all the information they receive into 
the greatest possible employee satisfaction, which they hope will lead to more efficient work, 
the employment of the most suitable workers, and the economic prosperity of the company.

1.2	Trust in the Implementation of Artificial Intelligence

Artificial intelligence (AI) brings not only new possibilities and opportunities, but also concerns 
and numerous questions that developers and scientists are gradually addressing in order to 
increase the credibility of these innovations in various areas. Asan et al. (2020) emphasize that 
trust in AI is essential because it determines the degree of willingness to use and rely on AI 
technologies. Trust is influenced by several factors, including reliability, transparency, previous 
user experience, and perceived risks associated with the use of AI. They point out the risk of 
overtrusting AI without critical evaluation, which can lead to undesirable results. However, trust 
cannot be measured only in general. As with all technological innovations, different groups of 
the population react differently to the arrival of artificial intelligence.

This is also described in a study by Kauttonen et al. (2025), who argue that general attitudes 
towards technology and knowledge about AI are the main factors in trust and acceptance of AI, 
with personality traits and demographic factors such as age and gender also playing a significant 
role. The authors’ study revealed that less invasive AI applications are generally more accepted. 
We find it interesting that knowledge about AI was associated with an inversion in attitudes: the 
least and most knowledgeable individuals showed the greatest skepticism. Women generally 
showed a more cautious approach towards AI, depending on the context and specific use case.

Another problem that can, to some extent, slow down the implementation of artificial 
intelligence in various areas and also negatively affect people’s trust is the problem of AI’s 
definition and legal delimitation. Vojtuš et al. (2023) analyze the current situation and challenges 
associated with the legal definition of artificial intelligence. According to the authors, there is no 
single and generally accepted definition of artificial intelligence, which makes its legal regulation 
difficult. They explain that artificial intelligence can be understood as a scientific discipline that 
uses knowledge from mathematics, logic, statistics, and computer science. In a narrower sense, 
artificial intelligence can be described as the ability of computers to perform certain processes 
that could be considered manifestations of intelligence. This includes artificial systems that 
try to think or act like humans and those that are guided by rationality. In addition, they divide 
artificial intelligence into “weak” and “strong”, with weak artificial intelligence having limited 
intelligence on a specific task, while strong AI shows a high degree of autonomy and potentially 
independent decision-making.

Schuett (2023) also addresses this issue in his article, and similarly to Vojtuš et al. (2023) 
argues that artificial intelligence is too broad and imprecise a term for legal regulation, because 
it encompasses a variety of systems with different risks. Instead, he suggests that regulation 
should focus on the specific risks associated with these systems. This means focusing on 
specific technical aspects such as the design, use, and capabilities of the systems in order to 
make regulation more effective and precise. This will ensure that laws are applied correctly to 
different AI technologies.
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2	 Methodology 
The main objective of the presented paper is to analyze and interpret the connections between 

communication preferences, organizational structure, and attitudes towards technological 
development and innovation among students of the University of Ss. Cyril and Methodius in 
Trnava, who are the next generation of workers in Slovakia. The research focused primarily on 
identifying factors that determine the choice of a future employer.

Data collection took place in January and February 2026 through quantitative research 
conducted by electronic inquiry (questionnaire). We selected the research set using the purposive 
sampling method with a focus on students of the University of Ss. Cyril and Methodius in Trnava 
as future participants in the labor market. Our final statistical set consisted of 5632 students. 
The total number of respondents was 270.

From a demographic point of view, the sample was predominantly women (69.3%), men 
(30.7%). In terms of territorial division, respondents from the Trnava region dominated with 
41.1%, which is related to the distribution of the questionnaire in the environment of the University 
of Ss. Cyril and Methodius. In the next step, we calculated the sample size using a statistical 
method. We used this formula to calculate the sample in the case where the size of the basic 
set is determined.

n = p(1-p)/(E^2/Z_(1-α^2/2) +(p(1-p))/N)

n = sample size,
Z = confidence interval,
N = base sample,
p = variable proportion,
E = margin of error.

The base set was represented by the value 5,632. We set the confidence level 
to 95%, which corresponds to the value 1.96. We determined the proportion of the 
figure with the value 0.5 conservatively. The error is usually determined as 1-10%. In 
our case, we set 6%. Based on the above formula, after substituting the values, we 
obtained the value 255. Thus, after the calculation, the sample size is 255 subjects in 
order to maintain the set values.

As part of the preparatory phase of the planned research, it is necessary to establish 
scientific assumptions and hypotheses that were determined based on the results of 
the pilot project. The research will subsequently examine the hypothesis and assess 
the validity of the assumptions. For the purposes of our article, we have established 
these scientific assumptions and hypotheses:

Assumption 1: We assume that for more than 50% of respondents, salary is the most 
important factor when choosing an employer.

Assumption 2: We assume that more than 60% of respondents actively seek further education 
opportunities outside the mandatory framework.

Assumption 3: We assume that online education is preferred by more than half of respondents
H1: There is a statistically significant direct relationship between the preference for personal 

communication and the importance attributed to interpersonal relationships in the workplace.
H2: Respondents who preferred a democratic management style also attribute significantly 

higher importance to regular feedback from their superior.
H3: The level of trust in artificial intelligence is positively related to the importance that 

respondents attribute to technological innovations in society.
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3	 Results 
In our research, we asked two questions to determine the influence of salary on the decision-

making of respondents. Both were practically the same, except for one factor: in the first question, 
respondents had to choose the three most important factors that influence their decision-
making. In this question, as many as 90.7% of respondents chose salary. This was followed 
by the possibility of career growth with 49.3% and the working environment with 43.3%. In the 
second question, the task was the same, but the respondents had to choose only one most 
important factor that influences them when choosing a future employer, and here salary also 
won significantly (59.3%), see figure 1.

 Figure 1:  Employer selection factors
Source: own processing, 2026

An important part of the personnel policy of every company is the education of its employees. 
In our research, we also focused on education and asked respondents several questions about 
this area. We can see that even in the previous questions dealing with individual factors, the factor 
“career growth opportunities” came out very high. This factor is directly connected in several 
companies with regular and effective education of employees so that they can later occupy 
higher positions with greater responsibility and overview in a given work segment. When asking 
the respondents the question “How important are the education opportunities provided by the 
employer to you?”, we obtained the following answers on a scale of 1-5: As many as 54.4% of 
respondents marked options 4-5, which means they consider education at the workplace to be 
important. Option 3, which can be considered neutral, was marked by 35.6% and options 1-2 
were marked by only 14.4% of respondents.
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 Figure 2:  Voluntary education
Source: own processing, 2026

Recently, we have been experiencing a significant improvement in online education options. 
A significant factor in this improvement was the Covid-19 pandemic, when employers and 
educational institutions were forced to adapt quickly and provide full-fledged online options 
as well as possible. Our respondents are from the generation that experienced the pandemic 
in high school or college, and therefore their education was carried out exclusively online for a 
relatively long period of time. Based on these facts, we can assume that the surveyed generation 
has a close relationship with the online form of education, and therefore we assumed that most 
respondents would prefer the online form of education.

Our question was “What method of education do you prefer?”. Respondents had a choice 
of two options: online or offline. Based on the answers, we can see a narrow preponderance of 
references in favor of offline education. 

 Figure 3:  Form of education
Source: own processing, 2026

In addition to the form, the frequency that respondents prefer when training at the employer 
is important, too. Our research also addressed this area, and we asked respondents the question 
“How often would you like to complete training or education?”. The respondents answered as 
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follows: monthly 30%, quarterly 54.8% and annually 15.2%. We can see that most respondents 
chose the middle option of training, i.e. quarterly. In our opinion, such a frequency is acceptable 
and feasible for most employers.

Proper communication in the workplace is one of the supporting pillars of the entire corporate 
culture. Communication is an important aspect in creating good interpersonal relationships that 
can help a company reduce employee turnover and achieve its goals more effectively. We asked 
respondents how important good relationships in the workplace are to them. The answers were 
on a scale of 1-5, with 86.6% of respondents choosing options 4-5, which shows that good 
relationships are very important for this generation. Several authors have investigated which 
method of communication, and therefore management, is best for the efficiency and development 
of interpersonal relationships in the workplace. We know the three basic types of management: 
authoritarian, democratic and liberal. Our respondents answered our question very clearly, and 
69.6% of respondents chose a democratic management style, i.e. more open communication, 
but with a defined hierarchy and natural authority towards superiors. Open communication is 
also supported by regular feedback from superiors. Up to 93% of respondents answered that 
they prefer regular feedback from superiors. The most ideal frequency of providing this feedback, 
according to our respondents, is monthly, which was chosen by 42.6%, biweekly by 18.9%, 
quarterly by 17.4%, weekly by 16.7%, and annually by 4.4%.

On the one hand, workplace communication concerns the method and frequency of 
communication; on the other hand, it involves the selection of the most appropriate communication 
channel. Currently, modern technologies and applications are increasingly gaining importance, 
as they enable the replacement of face-to-face meetings and, in some cases, even the physical 
presence of employees in the workplace. However, according to respondents’ answers to the 
question: “What form of internal communication do you prefer?”, personal communication in 
the form of meetings, for example, clearly prevailed, see figure 4.

 Figure 4:  Form of internal communication
Source: own processing, 2026

These results are perhaps surprising, because the respondents are a generation that received 
part of their education online, and are also used to communicating regularly via social networks. 
However, we see that when it comes to communication in the work environment, the majority 
prefers personal communication.
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The labor market is increasingly influenced by AI. The rapid development of this new 
technology significantly affects current students, and more employers are gradually requiring at 
least basic knowledge when working with it. Current students are practically the first generation 
to encounter artificial intelligence at a young age. A long-discussed issue is trust, which raises 
several questions about AI among its users, including employers. This technology is approached 
quite cautiously and is still being studied by several authors and institutions. We also asked our 
respondents the question: “What is your level of trust in artificial intelligence technologies?”. 
It can also be seen from the answers that respondents approach this technology cautiously, 
because on a scale of 1-5, most respondents, 50.4%, chose option 3, which is in the middle 
between trust and distrust, see figure 5. 

 Figure 5:  Trust in AI
Source: own processing, 2026

At the same time, most respondents believe that AI can improve the quality of work performed 
in their field of study. In response to this question, up to 65.5% of respondents reported that they 
rather or fully believe that AI can help develop their field and improve efficiency within it. However, 
the development and efficiency of work also raises concern among some authors and experts in 
various fields that AI will replace human labor. This issue may differ in several industries, but in 
general, up to 34% of UCM students rather or fully believe that artificial intelligence will replace 
them in the future. 29% of respondents responded to this question undecidedly and only 37% 
of students state that they rather or do not believe at all that artificial intelligence could replace 
them in the field they are studying. These statistics show that there is considerable uncertainty 
among the surveyed generation about whether their job specialization will still be required in 
the future and whether they may be fully replaced by AI. This fact may also cause a decrease 
in interest in some fields in the future due to concerns about poor employment opportunities 
in the labor market.

Before conducting the main research, we set three assumptions based on pilot research, 
the results of which we have already communicated in this part of the work and we present a 
summary of the testing of our assumptions in Table 1.
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Mark Assumption Evidence

Assumption 1 We assume that for more than 50% of respondents, salary is the most 
important factor when choosing an employer. Supported

Assumption 2 We assume that more than 60% of respondents actively seek further 
education opportunities outside the mandatory framework. Supported

Assumption 3 We assume that online education is preferred by more than half of respondents Challenged

Table 1:  Assumptions
Source: own processing, 2026

In addition to the assumptions, we also set three hypotheses, which we will gradually verify in 
the following section. The first hypothesis is “There is a statistically significant direct relationship 
between the preference for a personal form of communication and the importance attributed to 
interpersonal relationships in the workplace”. We combined the scale responses into two groups, 
with the first group being responses 1-3, which we indicated as low to medium importance. The 
second group was responses 4-5, which we indicated as high importance. The first set of H1 was:

	– H0 – The variables are independent; there is no statistically significant direct relationship 
between the preference for personal communication and the importance attributed to 
interpersonal relationships in the workplace.

	– H1 – The variables are dependent; there is a statistically significant direct relationship 
between the preference for personal communication and the importance attributed to 
interpersonal relationships in the workplace.

Communication preference Low/medium importance 
of relationships

High importance 
of relationships Total

Online 10.66666667 69.33333333 80
Personal 25.33333333 164.6666667 190

Total 36 234 270

Table 2:  Hypothesis 1 frequency table
Source: own processing, 2026

Based on the test results, we conclude that the p-value of 1 is significantly higher than the 
significance level α=0.05. We do not reject the null hypothesis; there is no statistically significant 
relationship between the preferred form of communication and the importance of relationships.

The second hypothesis was: “Respondents who preferred a democratic management style 
also attach significantly higher importance to regular feedback from their superior”.

The second set of hypotheses H2 was:
	– H0 – The variables are independent; there is no relationship between respondents’ preference 

for a democratic management style and the significant importance they attach to regular 
feedback from their superior.

	– H1 – The variables are dependent; there is a relationship between respondents’ preference 
for a democratic management style and the significant importance they attach to regular 
feedback from their superior.

Management style Low/medium importance of 
relationships

High importance of 
relationships Total

Democratic 25.06666667 162.9333333 188
Other styles 10.93333333 71.06666667 82

Total 36 234 270

Table 3:  Hypothesis 2 frequency table
Source: own processing, 2026
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Since p=0.42 > 0.05, we reject the hypothesis of the existence of dependence. The need for 
feedback is universal among respondents and is not related to whether they prefer a democratic 
or other management style.

The third hypothesis was: “The level of trust in artificial intelligence is positively related to 
the importance that respondents attribute to technological innovations in society”.

The hypotheses of the third set H3 was:
	– H0 – The variables are independent; there is no relationship between the level of trust in 

artificial intelligence and the importance respondents attribute to technological innovations 
in society. 

	– H1 – The variables are dependent; there is a relationship between the level of trust in artificial 
intelligence and the importance respondents attribute to technological innovations in society. 

Group by trust Quality 1 Quality 2 Quality 3 Quality 4 Quality 5 Total

Low/Medium (1-3) 3.933 7.211 49.822 55.067 60.966 177

High (4-5) 2.066 3.788 26.177 28.933 32.033 93

Total 6 11 76 84 93 270

Table 4:  Hypothesis 3 frequency table
Source: own processing, 2026

Since p=0.00008 < 0.05, we reject the null hypothesis of independence. Based on the 
results, there is an association. People who trust AI tend to perceive its benefits for work quality 
much more positively. This result suggests that the perception of work quality with AI is not an 
objective fact for all students but is strongly influenced by their psychological attitude (trust) 
towards the technology.

4	 Discussion 
The results of the presented research provide an important insight into the emerging 

generation of workers, represented by students of the University of Ss. Cyril and Methodius in 
Trnava. Data analysis confirmed that although this is a generation growing up in the digital age, 
their expectations from the work environment are strongly anchored in traditional values, such 
as direct interpersonal communication and financial security.

One of the most striking findings is the dominance of salary as a key factor in choosing 
an employer, which confirmed assumption 1. As many as 90.7% of respondents listed salary 
among the three most important factors, while for almost 60% it is an absolute priority. This 
trend can be interpreted in the context of the economic expectations of young people entering 
the labor market. In contrast, the finding about education was supported. Although we assumed 
(assumption 3) that online education would be preferred due to the experience of the pandemic, 
this assumption was not confirmed. Respondents expressed a narrow preference for the offline 
form, which indicates a certain saturation with digital education and the need for personal 
interaction in developing skills.

In the area of internal communication, the results clearly correlate with the theoretical 
foundations of Bielova and Petrova (2020), which emphasize the importance of building trust 
and a positive atmosphere. However, a surprising finding was the rejection of hypothesis H1, 
which assumed a statistical dependence between the preference for personal communication and 
the importance of interpersonal relationships. It turned out that the importance of relationships 
is a universal value for students, which is not conditioned by a specific communication channel. 
Nevertheless, up to 70.4% of respondents prefer personal communication to digital tools such as 
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Teams or email, which is an important signal for management that the digitalization of processes 
should not completely replace personal contact.

Similarly interesting results were obtained when testing hypothesis H2 regarding democratic 
management style and feedback. Although the majority (69.6%) prefer a democratic approach, 
the need for regular feedback (required by up to 93% of respondents) is present regardless of 
the preferred management style. This finding suggests that the younger generation perceives 
feedback not as a control mechanism, but as a necessary tool for their professional growth.

The implementation of artificial intelligence (AI) represents the area with the greatest degree 
of uncertainty. The agreement with the theoretical works of Asana et al. (2020) and Kauttonen et 
al. (2025) was reflected in a cautious approach to trust in AI, where the majority of respondents 
(50.4%) leaned towards a neutral value. However, confirmation of hypothesis H3 shows that trust 
in AI is a key prerequisite for the perception of its benefits for the quality of work. The concern 
of 34% of students about their positions being replaced by artificial intelligence reflects current 
societal discussions.

5	 Conclusion 
The presented study provides a comprehensive view of the communication preferences 

and technological attitudes of future participants in the labor market in Slovakia. Based on the 
analysis of data from a survey among students of the University of Ss. Cyril and Methodius 
in Trnava, it is possible to formulate several key conclusions for personnel management and 
internal communication.

Personal contact remains an irreplaceable element of internal communication. Despite 
the high digital literacy of the studied sample, the preference for personal communication is 
dominant. Employers should therefore build hybrid models that use the effectiveness of digital 
tools, but at the same time maintain space for direct interaction, which is crucial for building 
loyalty and corporate culture.

Education and career growth are critical factors for this generation, although they stand in 
the shadow of financial reward. The active search for educational activities beyond the scope of 
duties among 66.7% of respondents indicates a high internal motivation for self-development. For 
employers, this represents an opportunity to use educational benefits as a personnel marketing 
tool, with quarterly training in offline form appearing to be the most appropriate.

In the area of technological innovation and artificial intelligence, the study showed that the 
level of acceptance of new technologies is directly dependent on psychological trust. Uncertainty 
about future employment due to the development of AI suggests that employers will have to 
more clearly define the role of technology in work processes within internal communication to 
eliminate employees’ fears of replacement.

In conclusion, it can be stated that an effective communication strategy for the upcoming 
generation must be built on transparency, regular feedback (ideally monthly) and a democratic 
approach to management. The synergy between the organization and the employee, mentioned 
in the introduction, can be achieved precisely by combining modern technologies with deep 
respect for human needs and interpersonal relationships in the workplace. The results of this 
research thus form a relevant basis for managers in creating an attractive work environment that 
will be able to not only attract but also retain talented graduates.
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