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Abstract
This study sought to examine how a human voice of an organization in online communication
affects organization-public relationships and its publics' favorable behavioral intentions to engage in
word-of-mouth (WOM) and dialogic communications. The results revealed that conversational
human voice was perceived to be higher for organizational social networking pages with a human
presence than for those with an organizational presence. Providing a human presence on social
media appeared to promote favorable organization-public relationships and positive WOM
communication. However, dialogic communication intentions did not significantly differ between
organizations incorporating a human presence versus an organizational presence into their social
networking pages. The role of human voice proposed in this study offers a new perspective as to
how organizations can take more advantage of interpersonal aspects of social media.

Purpose of Study
• Social media enable organizations to interact with their publics in a more interpersonal way,

engage them in dialogue, and foster good relationships with them.
• The purpose of this study was to achieve a better understanding of variables pertaining to

social media that affect the growth and maintenance of relationships.

Theoretical Framework
• Conversational human voice in online communication is considered to be a key factor in

improving organization-public relationships.
• Based on the social presence theory and the relationship management theory, this study

assumes that a human presence versus an organizational presence on organizational social
networking pages positively affects perceptions of a conversational human voice and thus
results in quality relationships with an organization.

• Of the most popular social media tools, Twitter has become the fastest-growing member
community site. For this reason, the format of Twitter pages was used as a social media
platform.

Hypotheses
• Hl: Participants' perceptions of the organization's conversational human voice will be

greater when its social networking page has a human presence rather than an organizational
presence.

• H2: Participants will perceive more favorable relationships with the organization when its
social networking page has a human presence rather than an organizational presence.

.• H3: Participants will have stronger intentions to engage in dialogic communication with the
organization when its social networking page has a human presence rather than an
organizational presence.

• H4: Participants will have stronger intentions to engage in positive WOM communication for
the organization when its social networking page has a human presence rather than an
organizational presence.



Methods
• A 2 (presence: human vs. organization) x 2 (organization type: nonprofit vs. for profit)

within-subjects design was used.
• The total sample size was 40 students (31 female and 9 male participants).
• Two for-profit organizations (Continental Airlines and Southwest Airlines) and two nonprofit

organizations (Teach for America and Junior Achievement) were selected.
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Results
• 2 (presence: human vs. organization) x 2 (organization type: nonprofitvs. for profit)

repeated measures ANOVAs were used to test the hypotheses.
• Hl:Presence -7 Perceived conversational human voice

o The effect of presence was significant on perceptions of conversational human voice
(M human = 5.11, M organization = 4.69).

o The effect of organizational type was also significant (M for-profit = 5.18, M nonprofit =
4.63).

• H2: Presence -7 Relational outcomes (tested by a repeated measures MANOVA)
o The effect of presence was significanton the relational outcomes.
o Except for control mutuality, the other three relational outcomes-trust,

.commitment, and satisfaction-were positively affected by the human presence.
• H3: Presence -7 Dialogic communication intentions

o Neither presence type nor organization type affected participants' intentions to
engage in dialogic communication. Thus, H3 was not supported.

• H4: Presence -7 Positive WOM intentions
o The effect of presence was significant for WOM intentions (M human = 5.28, M organization

= 4.84).

Discussion and Conclusion
• Providing a human presence within social media is an important quality when an

organization interacts with its publics online.
• The provision of practitioners in charge of an organization's social media pages may be one

of the core elements representing organizational full disclosure in online communication
activities.

• The use of human voice may create perceptions of transparency, as well as feelings of
interacting witha person rather than an organization, which in turn contribute to cultivating
quality relationships between an organization and its publics. It may also promote positive
WOM communication and thereby attract viral attention.
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