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In today’s social media world, how and organization communicates might be even more 

important than what they communicate. Earlier research on different tones of voice has focused 

on the difference between conversational human voice (CVH) and a more traditional corporate 

voice, and how perceiving CHV effects consumer behavior. The purpose of this study is to 

increase knowledge on how using conversational human voice (CHV) as a tone of voice on 

Instagram affects perception of organization’s brand image among young audiences.  

 

This qualitative study was conducted using theory-driven content analysis and abductive 

reasoning as analysis methods. Three semi-structured focus group interviews with altogether 

16 interviewees were conducted with Finnish business school students or recent graduates in 

order to reach empirical findings. The findings show, that when an organization is trusted, using 

CHV transforms the brand image into more approachable and relatable, as the hierarchy 

between the organization and a consumer minimizes. CHV is also perceived to be a sign of high 

level of expertise within the organization, as the usage of more relaxed, humane, and informal 

tone of voice shows the young audience that the organization knows what they are doing and 

knows who they are talking to. If the consumers do not trust the organization, brand image 

transforms into more unreliable and unprofessional.   
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Miten organisaatio viestii, saattaa tänä päivänä olla jopa tärkeämpää kuin mitä viestitään, 

etenkin sosiaalisessa mediassa. Aiempi tutkimus erilaisista viestinnän äänensävyistä on 

keskittynyt keskustelevan ihmisäänen (CHV) ja perinteisemmän, korporaatiomaisen viestinnän 

eroihin, sekä siihen miten keskustelevan ihmisäänen havaitseminen vaikuttaa 

kuluttajakäyttäytymiseen. Tämän tutkimuksen tarkoitus on lisätä tietoa siitä, miten CHV:n 

käyttäminen organisaation viestinnän äänensävynä Instagramissa vaikuttaa nuoren yleisön 

brändimielikuviin.  

 

Tämä laadullinen tutkimus toteutettiin käyttämällä teoriaohjaavaa sisältöanalyysiä ja 

abduktiivista päättelyä analysointimenetelminä. Aineiston keräämiseksi kolme 

puolistrukturoitua fokusryhmähaastattelua toteutettiin haastattelemalla yhteensä 16 

suomalaista kauppatieteiden opiskelijaa tai vastavalmistunutta maisteria. Tutkimus osoittaa, 

että kun kyseessä on luotettava organisaatio, CHV:n käyttö tekee brändistä helpommin 

lähestyttävän ja samaistuttavamman pienentämällä hierarkiaa organisaation ja kuluttajan 

välillä. CHV:n käytön koetaan myös olevan merkki organisaation korkeasta asiantuntijuuden 

tasosta, sillä rennomman, inhimillisemmän ja epävirallisemman äänensävyn käyttö osoittaa 

nuorelle yleisölle, että organisaatio tietää mitä tekee ja kenelle puhuu. Jos kuluttajat eivät luota 

organisaatioon, brändimielikuva muuttuu epäluotettavammaksi ja epäammattimaisemmaksi.    
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1 INTRODUCTION  

 

As social media platforms continue to rise in popularity for both consumers and organizations, 

the information floods grow massively. Browsing through any social media channel today will 

show you a myriad of new information from friends, celebrities, and brands, all trying to catch 

your attention for a few seconds hoping, that you end up liking the posted content and the user 

behind the post.  

 

When different kinds of information on social media platforms is always available and 

accessible, leaving a positive memory to a customer’s mind to stand out becomes more 

important than ever. While being active on social media, posting a picture with a caption 

without thinking about it too much sounds simple, aimless posting and activity without a clear 

strategy and aim is simply not enough anymore.  

 

In today’s social media world, how organization communicates might be more important than 

what they communicate. Different tones of voices, including the wording of the caption, the 

chosen picture and even the used emojis have been found to have an effect to customer’s 

perception of the posting organization’s brand. Some voices leave consumers with warm, fuzzy 

feeling while others manage to leave no specific emotions at all. However, it is still not clear as 

to why a more humane voice leaves younger consumers with more positive perceptions of a 

brand, and why it still is not the number one choice of voice for every situation.  

 

 

1.1 Background of the study 

 

As social media has become more and more popular, and more and more important as a 

marketing and communication tool, various strategies on different social media platforms have 

been under many studies (e.g., Chu & Sung 2015; Holliman & Rowley 2014; Li, Larimo & 

Leonidou 2020), as brands tend to go there where their consumers are, in order to build closer 

connections with them (Ashley & Tuten 2015; Rapp, Beitelspacher, Grewal & Hugher 2013). 

For example, different features on posted images, image quality, following activities and 

engagement strategies have been under a lot of research (Lim & Childs 2020; Bakhshi, Shamma 
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& Gilbert 2014; Teo, Leng & Phua 2019; Virtanen, Björk & Sjöström 2017; Li et al. 2020; 

Roncha & Radclyffe-Thomas 2016). 

 

How an organization communicates in social media has also been under some recent research. 

Different tones of voice have been found to influence both purchase intentions and evaluation 

of the brand (Barcelos, Dantas & Sénécal 2018; Steinmann, Mau & Schramm-Klein 2015), as 

well as a way of embodying a brand’s attitude and differentiative qualities (Kohli & Yen 2019) 

on social media. Javornik, Filieri & Gumann (2020) actually conclude, that how and with what 

tone of voice the company responds is as important as the response itself, as the response is 

visible to all possible consumers. 

 

Recently, the focus has been pulled from general tones of voice into more specific variations, 

as different scientists have focused on the difference between a humane tone of voice, also 

known as conversational human voice (CHV) and a corporate tone of voice (e. g. Barcelos et 

al. 2018; Barcelos, Dantas & Sénécal 2019; Gretry, Horváth, Belei & van Riel 2017; Schamari 

& Schaefers 2015). In this separation, CVH is defined as a more natural, close, and humane 

style of online communication, where the brand is willing to have dialogues and the overall 

communication seems more casual. On the other hand, corporate voice is seen as a more distant 

and formal communication style, which is traditionally used by companies (Kelleher 2009; 

Javornik et al. 2020; Barcelos et al. 2019; Schamari & Schaefers 2015). Using a more humane 

tone of voice has been found to increase customer engagement and brand evaluations in some 

instances, (Kelleher & Miller 2006; Barcelos et al. 2019; Gretry et al 2017; Schamari & 

Schaefers 2015), but it has not been determined to absolute best strategy to go along with 

(Barcelos et al. 2018; Gretry et al. 2017).  

 

In other words, prior research on using CHV on online communications, more specifically on 

social media is focused on consumer behavior after experiencing CHV in communications. This 

leaves a research gap as to how the experience effects the brand image itself, especially when 

the perceiving audience consist of young audience. Furthermore, the current research has yet to 

specify, when the young audience prefers corporate tone of voice to be used instead of CHV 

and why. Highlighting these research gaps, it is clear that there is a need for more future 

research. In addition, another need for future research stems from the lack of qualitative 

research on CHV and its effect on consumers, as CHV has so far mostly been studied by 
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quantitative methods (e.g., Kelleher 2009; Dijkmans, Kerkhof, Buykcan-Tetik & Beukeboom 

2015; Barcelos et al. 2018; Javornik et al. 2020) 

 

The topic for this research was commissioned by The Finnish Business Graduates (Suomen 

Ekonomit ry). The Finnish Business Graduates is a non-profit, central benefit organization for 

both students and graduates in economics and business administration. The organization 

consists of over 50,000 members, making it the fourth biggest affiliate of Akava, the 

Confederation of Unions for Professional and Managerial Staff in Finland. The Finnish 

Business School Graduates drive to improve the life of its members by offering a wide range 

of services from educational, professional, and labor market conditions, and by negotiating and 

concluding collective agreements concerning employment conditions and salaries. (Ekonomit 

2020a; Ekonomit 2020b; Akava 2019) 

 

 

1.2 The aim of the research & the research questions 

 

This thesis aims to increase knowledge on how using conversational human voice (CHV) on 

Instagram affects perception of organization’s brand image among young audiences. In social 

media, where information is available everywhere and every post matter, knowing how to 

communicate to the target audience in order to get wanted results is relevant information for 

any organization. As the concept of CHV in social media communications is still underexplored 

(Barcelos et al. 2018), this thesis is expected to make both theoretical and practical 

contributions to the understanding of different tones of voice on Instagram, and on how these 

tones are perceived, and how they affect the organizations brand image.  

 

Based on the research aims, the main research question of this thesis is: 

 

How does Conversational Human Voice (CHV) affect organization’s brand image among 

young audiences on Instagram? 

 

To answer the main research question, two sub questions are developed to help to break the 

main problem into smaller sections, which then helps gathering and analyzing the existing 

literature and turning it into interview questionnaire for the research. The first sub question is 
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used to identify how young audience typically respond and react to the usage of CHV in general, 

and the second one is used to identify where and when do young audiences prefer a more 

corporate tone of voice to be used instead of a CHV. Focusing on corporate voice along with 

CHV is justified, as it is often used in CHV related studies to highlight the differences between 

CHV and a more traditional tone of voice (e.g., Dijkmans et al. 2015; Barcelos et al. 2019; 

Javornik et al. 2020). The sub questions are: 

 

1. How do young audiences perceive Conversational Human Voice (CHV) on Instagram? 

 

2.When do young audiences prefer corporate tone of voice over conversational human voice 

(CHV) on Instagram? 

 

 

1.3 Previous research 

 

This subchapter aims to provide a short overview of the already existing academic literature 

around the main topics of the study. This subchapter summarizes what has been discussed about 

social media communications and tones of voice (both CHV and corporate voice), and how 

these have been found to affect organization’s brand image. In addition, the specialties of 

younger audiences will be shortly discussed. 

 

As social medias have been found to positively contribute to both brand performance and 

customer loyalty, naturally the focus of academic research has been drawn more and more 

towards the importance of communication between an organization and a customer. (Li et al. 

2020; Chu & Sung 2015; Holliman & Rowley 2014; Rapp et al. 2013). Typically, in the 

consumer behavior -focused marketing literature, different touch points of a customer journey 

are studied and discussed, as these touch points are places where organizations should aim to 

engage with the consumer. Social media communications have been seen to hold multiple touch 

points, both for active and passive audiences. (Lemon & Verhoef 2016; Sanders, Wang & 

Zheng 2019). Therefore, how to positively engage the consumer during the customer journey 

remains to be an important area or marketing research.  
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Engagement with consumers on social media has been found to be crucial for an organization 

to succeed in competitive business world. Different engagement initiatives, such as frequent 

post updates and active participation in conversations have been found to derive trust, 

commitment, and emotional responses, which are some of the building factors in creating long-

lasting social and economic value for consumers (Li et al. 2020; Roncha & Radcliffe-Thomas 

2016; Ashley & Tuten 2015; Men & Muralidharan 2017; Delafrooz, Rahmati, Adbi & Wright 

2019). It seems to be that the more an organization or a brand engages with consumers, the 

more loyal the consumers tend to become towards the brand (Roncha & Radclyffe-Thomas 

2016; Virtanen et al. 2017). 

 

The concept of tone of voice in marketing literature has been defined as the way an organization 

communicates with their audience in all used communication platforms, while also influencing 

the way the audience perceives the communication. Tone of voice highlights the choice of used 

words, the order of those words and the feelings both the author and the customer are receiving 

from the message. (Moran 2016; Verbina 2019) In the digital world, the concept of tone of 

voice can be widened to include other elements besides texts, such as emoticons, avatars, and 

other graphic elements (Barcelos et al. 2019), as well as used pictures and the chosen 

typography (Kohli & Yen 2019; Lim & Childs 2020). Specifically in social media, different 

tones of voices have been found to influence for example purchase intentions, brand evaluations 

and overall brand image (Barcelos et al. 2018; Steinmann et al. 2015; Ashley & Tuten 2015). 

 

Conversational human voice (CHV) refers to a boarder style of organizational communication 

where a company or a brand makes itself feel more like human, closer and more real to the 

customer in an online environment (Kelleher 2009; Park & Cameron 2014; Javornik et al. 

2020). CHV conveys transparency in business and openness to dialogue between the 

organization and the consumers (Scoble & Israel 2006), and it is typically viewed as more 

informal and personalized format of communication (van Noort, Willemsen, Kerkhof & 

Verhoeven 2015). CVH seems to be great for increasing interactivity between an organization 

and a consumer and thus driving positive effects of exposure to brands, especially on social 

media. (van Noort & Williemsen 2012; Beukeboom, Kerkhof & de Vries 2015; Beukeboom et 

al. 2015) Today, some scientist even suggest CHV to be the best choice for a brand’s or 

organization’s online communication (Dijkmans et al 2015; Barcelos et al. 2019; Javornik et 

al. 2020). Yet, CHV remains to be widely underexplored in the marketing literature, and 
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therefore it cannot be concluded to be the absolute best tone of voice for every situation 

(Barcelos et al. 2018; Gretry et al. 2017). 

 

Contrary to CHV, corporate voice has been often defined as a more distant and formal 

communication style, which is more traditionally used by companies on their overall 

communication. Corporate voice drives to only give out necessary information, and it seen to 

be distant, strict, formal and unable to transmit emotions in the way that CHV is able to do. 

(Barcelos et al. 2019; Schamari & Schaefers 2015) Corporate voice has been found to work 

especially well in crisis or complaint handling situations, but not when the aim is to grow 

commitment to a brand or an organization (Crijns, Cauberghe, Hudders & Claeys 2017; 

Kerkhof, Beukeboom & Utz 2011).  

 

Some found benefits of using CHV in brand-to-customer communications are increased 

interactivity between the organization and its customers (van Noort & Williamsen. 2012; Park 

& Cameron 2014; Schamari & Schaefers 2015; Dijkmans et al. 2015), increased intentions to 

purchase company’s product (Park & Cameron 2014), increased engagement in positive word-

of-mouth communications (Park & Cameron 2014; Dijkmans et al. 2015; Javornik et al. 2020) 

and increased brand trust when the consumers are already familiar with the brand (Gretry et al. 

2017). Aside of the positive sides, CHV has been found to have negative attributes as well. 

Using CHV has been found to decrease brand trust, if the consumer is not familiar with the 

brand, as the informal style of communication is then perceived as inappropriate (Steinman et 

al. 2015; Gretry et al. 2017). Using a humane voice can also make the organization look riskier 

or more haphazard in some instances (Barcelos et al. 2018).  

 

Being active on social media and using CHV seems to effect the perceived organization’s brand 

image. In 2015, Dijkmans et al. concluded a two-wave longitudinal survey among 1969 

respondents and found out CHV to be the mediating factor between the consumer’s level of 

exposure too social media activities and perceptions of organization’s brand image. Previous 

research has been able to find a causal relationship between the exposure of a company’s social 

media activities and perceptions of corporate reputation, as well as a relationship between the 

social media interactions and customer lifetime value. (Dijkmans et al. 2015; Hamilton, 

Kaltcheva & Rohm 2016; Juneja 2020) Communicating with CHV has been found to correlate 
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positively with trust, satisfaction, and commitment towards a brand, leading into a better 

perceived brand image (Kelleher 2009; Park & Cameron 2014). 

Young audiences, both millennials and generation z, are often described as the first generations 

who have embraced social media channels as the main source for news, entertainment, and 

communication. Both generations have entered social media channels in their childhood and 

can be described as “the true digital natives”. (Helal, Ozuem & Lancaster 2018; Durfy 2019) 

Therefore, these audiences can no longer be solely targeted via traditional channels, as for this 

audience, being active in social medias is seen more as a norm or a routine, instead of an 

exception (Valentine & Powers 2013; Helal et al. 2018). For this young audience, Instagram is 

one of the most used social media platforms, with an average of 53 minutes per day of browsing. 

(Chen 2020). The large amounts of time young audiences spend online, and the large amount 

of business accounts they follow, puts pressure on organizations, as they try to stand out from 

the information masses (Young 2015; Chen 2020).  

 

The main studies that are used for this thesis are listed in the Table 1 in their release order from 

oldest to newest. These studies provide the core of the thesis and are supported by a myriad of 

other studies from the areas of social media marketing strategies, tone of voice, CHV and 

organization’s brand image.  

 

 

Table 1 The main academic literature used for this thesis. 

Author(s) 

& year 

Focus of the research Theory/Concept Method Findings 

Kelleher 

(2009) 

The perceptions of people 

who had experienced 

interactive communication 

with a large company via 

organizational blogs. 

Conversational 

human voice 

Online 

survey 

CHV correlates positively and 

significantly with relational 

outcomes (trust, satisfaction, 

commitment, control mutuality). 

Park & 

Cameron 

(2014) 

How a CHV versus a 

corporate tone of voice in 

blogs affects key publics’ 

responses to an 

organization in the context 

of a crisis 

Conversational 

human voice 

Quantitative 

ANOVA 

Humane voice 

and personal narratives increased 

perceptions of social presence and 

interactivity in online 

communication. These perceptions 

resulted in positive postcrisis 

outcomes: such as reputation and 

behavioral intentions. 

Dijkmans et 

al. (2015) 

Exposure to a company’s 

social media activities and 

how it is beneficial for 

Conversational 

human voice 

Two-wave 

longitudinal 

survey 

CHV mediates the relation between 

consumers’ level of exposure to 

company social media 
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corporate reputation, and 

whether CHV mediates 

this relation. 

among 1969 

respondents 

activities and perceptions of 

corporate reputation. 

van Noort et 

al. (2015) 

Organization’s 

engagement with 

consumers who are 

empowered by social 

media to voice their 

complaints as eWOM to 

the public at large. 

Customer 

engagement on 

social media 

Literature 

review & 

single case 

study 

Humane voice reflects being open to 

dialogue and providing prompt 

feedback, but also attributes such as 

communicating with a sense of 

humor, admitting mistakes, and 

treating others as human. 

Steinmann et 

al. (2015) 

The effects of the 

communication style and 

pictorial 

representation of the brand 

on attitudes towards the 

brand. 

Communication 

style 

Quantitative 

online 

experiment 

Communication style and brand 

pictorial representation in an online 

consumption community influence 

members’ evaluation of the brand as 

well as of the community and brand 

purchase. 

Gretry et al. 

(2017) 

How adopting an informal 

(vs. formal) 

communication style 

affects brand trust 

Informal 

communication 

style 

Quantitative 

pre-test and 

manipulation 

-based 

quantitative 

analysis. 

An informal style can have a 

positive or negative effect on 

brand trust, depending on the 

familiarity of the brand. Consumers 

expect brands to behave according 

to social norms, such that the use of 

an informal style is perceived to be 

appropriate for familiar brands and 

inappropriate for unfamiliar ones 

Barcelos et 

al. (2018) 

How the tone of voice used 

by firms (human vs. 

corporate) influences 

purchase intentions on 

social media 

Tone of voice Quantitative 

analysis 

A human voice 

can increase a consumer's hedonic 

value on social media and purchase 

intentions. A human voice can even 

reduce purchase intentions, due to 

perceptions of risk associated with 

humanness 

Barcelos et 

al. (2019) 

The effects of the tone of 

voice (human or corporate) 

adopted by a tourism brand 

in its social media 

communications 

Conversational 

human voice 

Two 

experimental 

studies: 

online 

experiment 

& eye-

tracking 

The tone of voice used on social 

media impacts customers' attitudes 

and information processing. Using a 

human tone of voice, instead of a 

corporate one, generates a more 

favorable attitude toward the brand. 

Javornik et 

al. (2020) 

How complaint handling is 

perceived by public online 

audience 

Conversational 

human voice 

Two 

experimental 

studies 

CHV leads to more positive 

observer perceptions of complaint 

handling as opposed to corporate 

voice. With low CHV, the length of 

the company's reply significantly 

change perceptions. The length of 

reply does not lead to changes when 

high CHV is employed. 
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1.4 Theoretical framework 

 

Theoretical framework compiles the key concepts of the study in one figure, showing their 

relations to each other. The theoretical framework of this thesis can be found in the figure 1. 

The framework describes how different tones of voice (CHV and corporate voice) affect young 

audiences, who then form their opinion on the organization’s brand image according to the used 

tone of voice. While the main focus of the study is on CHV and how it is perceived, corporate 

voice brings contrast to the study and it is typically used in CHV related studies to highlight the 

differences between CHV and a more traditional tone of voice (e.g., Dijkmans et al. 2015; 

Barcelos et al. 2019; Javornik et al. 2020). Therefore, focusing also on corporate voice on this 

study is justified.  

 

 

 

Figure 1 Theoretical framework 

 

The key concepts in this study are tone of voice, conversational human voice (CHV), corporate 

tone of voice, young audiences, brand image and Instagram. These concepts are shortly defined 

in the subchapter 1.5 and explained in more detail in the theoretical part.  
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1.5 Definitions & key concepts  

 

In marketing literature, one phenomenon is commonly called with different names and different 

definitions in different papers. This subchapter gathers the main concepts of this thesis, informs 

the used names, and shortly defines those concepts for this thesis.  

 

Tone of voice describes how an organization communicates with their audience and influence 

the way customers perceive the communication in all communication platforms. Tone of voice 

includes words, emojis, graphic elements, pictures and typography (Moran 2016; Verbina 2019; 

Kohli & Yen 2019; Lim & Childs 2020; Barcelos, Dantas & Sénécal 2019) In this research, the 

concept of tone of voice has been divided into two subcategories: CHV and corporate voice. 

 

Conversational human voice (CHV) refers to an engaging and natural style of organizational 

communication and interaction between the individuals in the organization and individuals in 

public. This communication includes for example humorous language, personalization of the 

messages and the usage of pictures, specific adverbs, interjections and emojis. (Kelleher 2009; 

van Noort et al. 2015) 

 

Corporate voice refers to a more traditional, distant, and formal style which is typically used 

by companies in their communication. This kind of communication is typically described as 

consistent, formal, and persuasive (Park & Cameron 2014; Dijkmans et al. 2015) 

 

Young Audiences refers to consumers between the ages of 22 and 30. This age group could 

also be called millennials, and they are the first “digital native” generation (Dimock 2019).   

 

Brand image refers to the overall impression and beliefs consumers have about a specific 

brand. It is passive and superficial, and it represents how consumers outside of the organization 

see the brand. (Kotler, Keller, Brady et al. 2009; Juneja 2020) 

 

Instagram is a free mobile application that allows users to share pictures and videos to their 

followers or to a group of friends. Users are also able to view, comment and like posts shared 

by other users. (Instagram 2020) With over 1 billion monthly active users globally (Clement 
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2020a) and 1,8 million users in Finland (Pönkä 2018), Instagram has stabilized itself as one of 

the most used social media channels.  

 

 

1.6 Delimitations 

 

There are certain delimitations that do affect the applicability of this thesis. First, in this thesis 

the effect of using CHV in Instagram communications is analyzed in the context of Finnish 

young audiences form ages of 22 to 30. This delimitation is done for two reasons: this age group 

is the main target group for The Finnish Business School Graduates and doing such an age-

limit will help the research not to get too wide and complex. However, this delimitation might 

lead into some difficulties, if the results of this thesis are generalized to fit a greater or a different 

part of a population.  

 

Another delimitation will occur from the qualitative approach of this thesis. While a qualitative 

approach will give boarder answers and insight to the feelings and attitudes of the young 

audiences, this approach will limit the number of respondents, making the sample size too small 

to be fully able to generalize the findings for a bigger population.  

 

Third important delimitation is that the focus of this research is on context of social media, 

especially in Instagram. Social media in general and Instagram as a special platform will both 

be assessed, leaving other marketing communication channels aside from the theoretical part 

of this thesis. Therefore, the results of the study might differ when evaluating the same 

phenomenon in different marketing communication channels, and even in other social media 

channels. As for this thesis, Instagram was chosen due its popularity among young audience, 

both worldwide and in Finland (Pönkä 2020; Clement 2020a; Sean 2019), and familiarity to the 

writer of this thesis. From all the possible functions on Instagram, the focus of the study is on 

the feed posts. This delimitation is that the current literature on Instagram marketing focuses 

itself mainly on the main feed posts, as this is the first and oldest function available on Instagram 

(Instagram 2020). Another reason for this delimitation is to limit the scope of the research. 

Today, Instagram offers a wide range of different features from Stories to Reels (Instagram 

2020) and focusing on all of the different features on one study would be difficult.  
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1.7 Research methodology & data collection plan 

 

As the aim of the thesis is to gather new information and understanding on how young 

audiences experience CHV and how it affects the organization’s brand image, the study for this 

thesis will be done as a qualitative research, since with qualitative research it is possible to both 

develop understanding and expand current knowledge (Andriopoulos & Slater 2013).  

 

When the aim of the research is to find out how a consumer is viewing a certain phenomenon, 

it is wise to ask about it from the consumers themselves (Tuomi & Sarajärvi 2018). Therefore, 

the data for this research is collected through semi-structured focus group interviews. Semi-

structured interviewing gives the researcher possibilities to ask more detailed questions outside 

of the original questionnaire, in order to gain deeper understanding of the phenomenon. Asking 

these questions can also help finding out relevant information regarding the used theoretical 

framework. (Tuomi & Sarajärvi 2018)  

 

For this thesis, three focus groups are interviewed anonymously in Finnsh. These interviews 

are recorded, transcribed, and translated in order to make the analyzing process easier. Parts of 

these transcribed and translated interviews are later added to the thesis as straight quotes, as it 

is generally thought to increase the trustworthiness of the research (Tuomi & Sarajärvi 2018). 

For the sake of the topic and the research, the interviewees will be 22 to 30 years old Finnish 

business students, who are active on Instagram. 

 

The transcribed data is then analyzed with the methods of theory-driven content analysis, using 

abductive reasoning to find answers to the presented research questions. This analysis method 

proceeds on the terms of the collected data, enclosing it to already existing theory with the aim 

to find answers to the stated research questions. Content analysis gives the researcher 

possibilities to challenge previous research, or even find solutions which are not supported by 

the previous theory (Alasuutari 2011; Tuomi & Sarajärvi 2018). The research design and 

methodology of this study will be further discussed in the chapter 3.  
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1.8 Structure of thesis  

 

This thesis has five main chapters. The first chapter works as an introductory chapter: it explains 

the background of the study, chosen theoretical framework and the research questions as well 

as the preliminary literature review and delimitations. The second chapter presents the literature 

review of this thesis. This chapter starts with social media communications, including young 

audiences and organization’s brand image. Also tone of voice, CHV and corporate voice are 

discussed.  

 

Chapter three explains the chosen research methodology and the research process, from data 

collection method to data analysis method. Also, the discussion about the reliability and validity 

of this study are discussed. The fourth chapter present and discusses the empirical findings of 

the study. Finally, the fifth chapter discusses answers on the research questions based on the 

empirical findings and existing literature. Theoretical contributions as well as practical 

implications are discussed, final conclusions are presented, and limitations and future research 

directions are suggested.  
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2 LITERATURE REVIEW 

 

This chapter covers the literature review on organization’s social media communications, the 

usage of CHV and corporate voice, and how using those two tones of voice effect brand image 

evaluations. The chapter is organized to follow the theoretical framework of the study. The first 

subchapter focuses on social media communications, the importance of activity on social media 

and especially the specialties of Instagram as a social media platform. The second subchapter 

discusses the special relation young audiences have with social medias, and third subchapter 

focuses on how existing in social media influences organizations brand image. 

 

In the fourth subchapter, the previous research on tone of voice is presented and discussed. This 

is followed by the subchapter five, where the CHV and its relation to organizations brand image 

is discussed. Finally, the subchapter six focuses on corporate voice and its effect on 

organizations brand image.  

 

 

2.1 Social media communications 

 

In marketing literature, social medias are described as different platforms, where consumers 

can build interactive networks, share information and feelings among each other (Kaplan & 

Haenlein 2010; Aula 2010). Social media’s popularity and power keeps on growing: today, 

over 90 percent of American millennials use social media actively, and for example, reality-

star Kylie Jenner’s every Instagram post’s media value is over 906 000 USD (eMarketer 2018; 

Clement 2020b).  

 

The importance of communication between a brand and a customer on different touch points 

on the traditional customer journey has been the focus of various marketing researches (e.g., 

Lemon & Verhoef 2016; Sanders et al. 2019). As consumers have entered the social media 

world, different organizations have had no other choice but to follow, as in today’s busines 

world it is more important than ever to be there where your customers are. Therefore, it does 

not surprise anyone that different social media marketing strategies and platforms, as well as 

how to build long-lasting connections with consumers on social media have been under a lot of 
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recent research. (e.g., Chu & Sung 2015; Holliman & Rowley 2014; Li et al. 2020; Rapp et al. 

2013). 

 

Some scientists suggest that the key determinant on whether an organization’s social media 

activities have worked is the level of organization-related consumer engagement (Schamari & 

Schaefers 2015), as active engagement seems to turn into a more loyal customer base along 

with other remarkable benefits, such as satisfaction and trust towards the organization 

(Hollebeek 2011; Brodie, Ilic, Juric & H ollebeek 2013). Using social media actively with 

consumer-centricity in mind, while producing engaging content has been found to positively 

contribute with brand performance and consumer loyalty, making customer engagement on 

digital platforms an interesting and timely research agenda. Motivating consumers to engage 

with organizations gives organizations possibilities to enhance customer relationships, both 

already existing and newly built ones. (Pollach 2005; Rapp et al. 2013; Venkatesan 2017) In a 

previous study, Peters, Chen, Kaplan, et al. (2013) emphasized how organizations need to 

motivate social media users to engage both with the organization, but also with other customers. 

In social media, one-to-one communications are performed in front of an audience, and 

therefore the consumers who are not directly in contact with the organization are still important 

to keep in mind, as they observe actions as third-party audience. (Sanders et al. 2019) 

 

In a recent study, Li et al. (2020) pioneered on the field by defining social media marketing 

strategy (SMMS) itself, conceptualizing the developmental process of SMMS and then 

classifying four different types of SMMSs. In this study SMMS are defined as a pattern of 

activities that transform social media networks and interactions into valuable strategic means, 

to achieve desirable marketing outcomes. This definition also includes both the customers’ 

different motivations to use brand-related social media, and different deliberate engagement 

initiatives. This definition of SMMS encompasses both social media and marketing strategy, 

and this comparison can be seen in the table 2. At the core of SMMSs is customer engagement, 

and the core purpose of these strategies is to generate, integrate and reconfigure social media 

resources to achieve specific marketing objectives. According to this study, the premise of 

SMMSs is to capitalize on social media interactions and customer engagement, while 

simultaneously generating marketing resources. (Li et al. 2020) 
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Table 2 Comparison of social media, marketing strategy and social media marketing strategy 

(SMMS) (Li et al. 2020) 

Dimension Social media Marketing strategy SMMS 

Core Interaction and 

connectedness 

Long-term customer 

relationship building 

Customer engagement 

Orientation Passive actor vs. 

active actor 

Transactional-oriented 

vs. relational-oriented 

Transactional-oriented vs. 

Engagement-oriented 

Resource Resource integrator Basic resources and 

high-order resources 

In exchange with 

customer-owned resources 

Purpose To interact and 

connect 

To achieve 

competitive advantage 

To generate, integrate, and 

reconfigure social media 

resources to achieve 

specific marketing 

objectives 

Premise To recognize different 

customer motivations 

of social media brand-

related activities 

To enhance long-

lasting customer 

relationships by 

delivering superior 

value 

To capitalize on social 

media interactions 

and customer engagement 

to generate marketing 

resources 

 

 

Like Li et al. (2020), Roncha & Radcliffe-Thomas (2016) also suggest, that to succeed in social 

media, brand’s need to engage effectively with consumers and derive trust, commitment, and 

emotional responses as these are building factors in creating long-lasting social and economic 

value for all stakeholders. By doing this, brand will maintain its relevancy, which drives both 

growth and loyal consumers. Rapp et al. (2013) reached similar results in their study, 

conducting social media use to positively contribute to both brand performance and customer-

retailer loyalty. In a study among 1969 respondents, Dijkmans et al. (2015) were able to find a 

causal relationship between the exposure of a company’s social media activities, and 

perceptions of corporate reputation. This relation between the exposure and perceptions of 

corporate reputation was found to be mediated by CHV, which is discussed in subchapters 2.5 

and 2.5.1 Therefore, one could summarize, that using social media communications to engage 

with consumer is proven to be a positive phenomenon as it leaves consumers with positive 

attitudes and emotions towards the engaging organization or brand.  
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As humane presence tends to bring in favorable emotions towards an organization, showing the 

employees behind the scenes on organizational social media accounts has been in the focus on 

some social media studies (Kwon & Sung 2011). In 2013, Park & Lee conducted a study on 

college students about using human presence on organizational online communication in 

Twitter. This study revealed that the students experienced the communication to be more 

humane when actual human presence was brought up by different visual cues, for example by 

using social media managers’ avatars or names instead of company’s logo. This human 

presence promoted favorable relationships toward an organization but did not necessarily 

increase the intentions for dialogic communications (Park & Lee 2013). 

 

Moving from solemnly existing on social media, what to post has been studied as well. The 

importance of frequent post updates, appealing content and stimuluses for participation are 

found out to be crucial when it comes to consumer engagement (Ashley & Tuten 2015). The 

usage of diverse elements in social media is found out to promote consumers active simulation 

and increase self-brand connections (Lim & Childs 2020). However, relevant, timely and 

valuable content that is based on specific customer needs and solving consumers problems is 

viewed as far more efficient compared to a content that solemnly promotes company products 

(Ge & Gretzel 2018; Järvinen & Taiminen 2016; Holliman & Rowley 2014). According to 

Holliman & Rowley (2014), this kind of valuable content needs to have four different attributes: 

be useful, be relevant, be compelling and be timely. When it comes to humorous posts, in 2018, 

Ge & Gretzel found humor to be an effective communication tool, when the aim is to stimulate 

interactions and engagement to the posted content. The impact of humor becomes stronger 

when content is non-product related. All in all, in social medias, consumers seem to enjoy 

valuable, timely and diverse content, which comes from active accounts and lures the consumer 

to engage with. 

 

 

2.1.1 Instagram 

 

While Facebook remains as the most popular social media platform universally, the younger 

audiences are more into Instagram, with over 90 percent of active Instagram users currently 

being younger than 35 years old (Sean 2019). According to Huang & Su (2018), the main 

motives for a consumer to use Instagram are to look at posts and interact with them. The level 
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of addiction to Instagram seemed to positively influence these motives even more. In Finland, 

72 percent of active users use Instagram at least once per day (Pönkä 2020), meaning that these 

users are quite addicted to the platform.  

 

According to Instagram Business (2021), over 90 percent of Instagram users follow at least one 

organization on Instagram, and 50 percent of users say that they become more interested in a 

brand when they see ads for it on Instagram. In Finland, Instagram is the most popular social 

media platform to follow brands and organizations (Pönkä 2020). As organizations and brands 

use Instagram, they are able to reach remarkably high engagement levels compared to other 

social media platforms. The more brands engage with their consumers, the closer and more 

loyal the consumers are towards the brand, and more likely they are to return to the brands 

social media sites. (Roncha & Radclyffe-Thomas 2016; Virtanen et al. 2017; Delafrooz et al. 

2019; Rybalko & Seltzer 2010) This interactivity allows consumers to become active 

stakeholders, which is what contemporary consumers wants to be. Allowing consumers to 

contribute and engage with the organization on Instagram eventually leads into a more positive 

attitude towards the organization. (Roncha & Radclyffe-Thomas 2016; Hollebeek, Jaakkola & 

Alexander 2018; Delafrooz et al. 2019). 

 

When it comes to the activities on Instagram, different ways to gain popularity and engagement 

have been studied quite a bit. In a study conducted in 2017, Virtanen et al. found following 

other users to be the most effective practice to instantly gain more followers. Other fashions of 

interaction, such as liking and commenting on customer’s posts are seen as time-consuming. 

 

Something that sets Instagram aside from other social media platforms, is the visuality: the 

main posted content from both personal and organizational accounts on Instagram are pictures 

and videos on the main feed. Currently, the Instagram’s algorithm seems to favor images 

without text over graphics or images with text on them: images without any text seem to gain 

more likes and comments, and the reach of those images is much greater compared to pictures 

with text on them. (Ayres 2020) With Instagram, different brands and organizations can try to 

adjust the wanted brand image in the eyes of their customers. For example, showing company’s’ 

employees and adding pictures which are taken from the office instead in a studio can be used 

to humanize the brand. (McNely 2012) Typical elements of the brand identity, such as the color 
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palette or logo can be showed as well, therefore growing the consumers’ brand knowledge 

(Kotler et al. 2009). 

 

Therefore, it is important to focus on visual matters as well. In their research, Lim & Childs 

(2020) found out pictures to draw significantly more attention to a social media post compared 

to a post with only text, which then enhances consumer’s information processes. This study 

supports earlier findings on how existence of a face in a photo has a significant positive effect 

on engagement on Instagram, increasing the possibilities to receive both more likes and 

comments (Bakhshi, Shamma & Gilbert 2014). While Ge & Gretzel (2018) suggest using 

humor in posted content, they point out how the content should not be text-heavy: images and 

shorter texts are capable to do the trick. When it comes to the image quality, Teo et al. (2019) 

studied the image quality on Instagram, finding out that larger image size results in a higher 

quality post, which then leads into higher levels of perceived quality of a brand. High product 

salience and direct gaze have been found to affect visual engagement, which then influences 

the consumer’s intentions to purchase (Valentini, Rometi, Murtanelli & Pizzetti 2018). 

 

 

2.2 Social media and young audiences  

 

Younger audiences, who are traditionally referred as millennials and generation z, represent the 

people born between years 1981 and 2012 (Dimock 2019). These generations are often 

described as “true digital natives”, as they truly are the first generations who have embraced 

social media channels as the main source for news, entertainment, and communication.  

 

It is quite impossible to state a distinct date or year when social media “started”. Globally, the 

first widely popular social media platform Myspace reached a million monthly active users in 

2004 (Ortiz-Ospina 2019). Around the same time, Irc-Galleria reached its peak among Finnish 

young consumers with over 500 000 active users (Karilahti 2016). Both generations, 

millennials and generation z have entered social media channels like Myspace and Irc-Galleria 

in their childhood or in the teenage years (Helal et al. 2018; Durfy 2019). This timeline and 

entrance to the social media world is distinctively different from older generations, making 

young audiences an interesting focus group for any study conducted in the social media context.  
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For young audiences, being active in social media is not an exception: instead, it is seen more 

as a norm and as a routine. For this audience, Instagram is the most used social media platform, 

with an average of 53 minutes browsing per day (Chen 2020). According to a survey conducted 

of over 4000 US citizens born between 1944 and 2001, millennials and generation z’s four main 

motivations for social media use are to share pictures and updates, to connect with friends, to 

get advice and to get inspired (Adobe 2019).  

 

The popularity and continuous rise of social medias has transformed the generations, as younger 

audiences are becoming harder to reach and target via traditional marketing communication 

channels. The large amounts of time young audiences spend online and the large amount of 

business accounts they follow adds pressure to organizations, as they try to stand out from the 

masses. However, good news is that over 60 percent of young audience agreed strongly that 

companies and organizations should interact with individual people on social medias (Adobe 

2019). According to Shivakanth Shetty, Belavadi, & Anad (2019), organizations can no longer 

stay neutral on social media: these new generations expect brands to not only show their values 

and ethics, but also to act along them. Savvy and witty marketing actions that show the true 

intentions of the organization are appreciated and help the young audiences to forget their 

possibly sceptic attitudes.  

 

If, and most likely when, these young audiences continue being active on different social media 

platforms throughout their lives, it is more than likely that social media will continue its rapid 

growth (Ortiz-Ospina 2019). Therefore, continuous research on different functions of social 

media and how today’s young audience sees them is important.  

 

 

2.3 Social media and organization’s brand image 

 

Having a strong, well-known, and positively perceived brand has a lot of benefits: a high-

quality brand signals consumer of a higher quality of service, reduces the perceived risk in 

purchasing decisions, and creates greater consumer loyalty (Kotler et al. 2009) Therefore, it is 

continuously more and more important to know how consumers perceive different 

organizations and their brands, and how this perceived image affects consumers purchasing 
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behavior and other actions towards the organization (Juneja 2020; Puusa, Reijonen, Juuti & 

Laukkanen 2015). In the marketing literature, this perceived image is called brand image. 

 

Brand image is typically defined as the overall impression and beliefs consumers have about a 

specific brand (Kotler et al. 2009; Juneja 2020). The image forms from all the different details 

the consumers face regarding the organization: organizational facts, ideas both from the 

organization and towards them, word-of-mouth, feelings the organization manages to awake 

and personal experiences they get from being in contact with the organization. Due to its nature, 

one organization can never have only one image. Every consumer that faces the organizations 

forms their own brand image with these details, and every encounter with the organization, 

direct or indirect, shapes the formed image. (Kotler et al. 2009; Puusa et al. 2015) Needless to 

say, the formed brand image can vary from negative to positive, depending on how each 

consumer perceives the organizations actions.  

 

Typically, in marketing literature the concepts of brand image and organization reputation go 

hand in hand, and they get easily mixed with each other. Organization reputation itself refers 

to a cognitive response of a company’s actions, communication, and results, in which the 

customers value the organization’s ability to deliver value to its stakeholders. Reputation 

consists of two components: an emotional and a rational component. Organization reputation 

is an attitudinal outcome, and it can be affected by multiple different dimensions (Dijkmans et 

al. 2015). Compared to brand image which is generated quickly and is quite exposed for 

changes, organization reputation is generated slower, and it is more stable (Kotler et al. 209; 

Puusa et al. 2015). In today’s business world corporate reputation is extremely important, as 

social media has changed the nature of media. As consumers get empowered and involved in 

both content creation and two-way communications, they can no longer be seen as passive 

viewers. (van Noort et al. 2015; Hamilton et al. 2016; Dijkmans et al. 2015) 

 

Brand image is passive and superficial, and it represents how consumers outside of the 

organization see the brand. (Kotler et al. 2009) Past research has shown, that a positive and 

long-lasting brand image is formed primarily by the organizations own actions, and secondarily 

by their marketing communication actions (Puusa et al. 2015; Juneja 2020; Eccless, Newquist 

& Schatz 2007; Kotler et al. 2009). As social medias keep on growing, it becomes more and 
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more important for organizations to know, how their audience perceives them and how they 

possibly can maintain or even better the current brand image the consumer have.  

 

In the social media platforms, different organizations seem to benefit from having a holistic 

branding approach, which includes consistent external communication, also in social media 

platforms (Lipiäinen, Karjaluoto, Karjaluoto, Ulkuniemi 2015).  Having a holistic brand and a 

great brand image is important. Strong and positive brand image and reputation leads into a 

more loyal customer base, more talented employees, and possibilities to run with a premium 

pricing strategy. (Eccless et al. 2007; Juneja 2020) Contrary to traditional marketing channels 

where organizations have had full control over their adverts, social medias are different. 

Interactivity, easier communication between the organization and its shareholders, as well as 

the content consumers produce means that this kind of control is long gone. While interacting 

with consumers can boost an organization’s brand image, the power consumers have on social 

media puts the reputation and brand image of an organization is at more risk than ever (Aula 

2010; Beukeboom et al. 2015; Eccless et al. 2007) As the Sanders et al. (2019) point out, the 

observing third-party audience is also making their own remarks on everything they see 

happening on organizational social media accounts, even when they themselves are not directly 

interacting with said organization. These audiences as well pose threats to brand image. Still, 

simply existing in social media is not enough today, and organizations are expected to be active 

in social media (Beukeboom et al. 2015).  

 

Different attitudes (Delafrooz et al. 2019) and the amount of exposure to a company’s social 

media activities (Dijkmans et al. 2015) are found to lead into certain corporate brand images in 

customers minds. In a study conducted on Twitter, Chu & Sung (2015) found out that users 

who has both, a more positive attitude and a better perceived relationship towards a brand were 

more likely to be active participants in both creation and spreading of brand-related 

information. From an organization’s perspective, Men & Muralidharan (2017) found reactive 

commenting and proactive contributing both to be positive predictors of peer communication 

about companies on social media. According to Sean (2019), 71 percent of consumers who 

have had a positive experience with a brand on social media are likely to recommend the brand 

to their friends and family.  Leaving a consumer with positive mindset after each touchpoint on 

the customer journey is crucial, even if the organization has not had a direct contact with the 

consumer (Sanders et al. 2019; Lemon & Verhoef 2016). 
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Hamilton et al. (2016) found a relationship between social media interactions and customer 

lifetime value, and shed light on the changing role of customers, and how they are slowly taking 

control of the marketing communication process by creating, collaborating, and commenting. 

Customers today are highly empowered by social media and including them into the value 

generating processes could be smart, depending on the extent to which the brand derives value 

from and seeks to generate.  

 

 

2.4 Tone of voice 

 

The tone of voice matters (Kerkhof et al. 2011). Already in 2001, Locke, Searls, Weinberger & 

Levine suggested the organizations should see their markets more as conversations instead of 

target: organizations should adapt their communication according to the demands of their online 

consumers. One way to show the consumers not only competence but also humanness, warmth, 

and openness to two-way communication is by different tone of voice (Malone & Fiske 2013)  

 

The concept of tone of voice has been defined as the author’s emotions towards a certain 

subject: how the author feels about the subject, and how the author wishes the readers would 

be influenced to feel when reading their text (Moran 2016). With different tones of voice, the 

author can show their personality and attitude towards communicated subject. In the digital 

world, the concept of tone of voice can be widened to include other elements besides texts, such 

as emoticons, avatars, and other graphic elements (Barcelos, Dantas & Sénécal 2019; Moran 

2016), as well as used pictures and the chosen typography (Kohli & Yen 2019; Lim & Childs 

2020). The leaving impression of tone of voice is determined by four different components: 

syntax or the arrangement of words, the viewpoint from where one is communicating, the 

diction and the formality of the language (Kohli & Yen 2019) According to Moran (2016), tone 

of voice has four dimensions: funny vs. serious, formal vs. casual, respectful vs. irreverent and 

enthusiastic vs. matter of fact.  

 

As organizations define their brand, according to Kohli & Yen (2019), they should 

simultaneously define the used tone of voice, which can also be called “brand voice” – a voice, 

which embodies the organization’s attitude and distinctive qualities. This voice should be used 

constantly in all the organization’s communication in all used platforms, as brands seem to 



24 

 

benefit from having a comprehensive branding approach, especially in the digital world. 

(Lipiäinen et al. 2015) Contrary to this, Ashley & Tuten (2015) suggest that using a variety of 

different messaging strategies for different needs will eventually be better for the brand image, 

especially in social media. Staying one-note would eventually bore the audience in social 

medias, when those platforms drive on using different creative strategies.  

 

Different tones of voice have been found to influence differently both purchase intentions 

(Barcelos, Dantas & Sénécal 2018) and evaluations of the brand (Steinmann et al. 2015), as 

well as embodying a brand’s attitude and differentiative qualities (Kohli & Yen 2019). In a 

study done on tourism brands, Barcelos et al. (2019) found out how the used tone of voice in 

social media channels influences not only the direct customers, but also all the other consumers 

who are able to see these conversations. This is supported by Sanders et al. (2019), as they 

implemented the third-party consumers’ customer journeys to include passive, viewing contact 

points. In a later study done in 2020, Javornik et al. ended up in a similar result, concluding that 

how and with that tone of voice the company responds is as important as the response itself, as 

the response is visible to all possible consumers. However, a consensus on the used tone of 

voice or overall communication style among organizations, even within the same industry is 

still missing (Barcelos et al. 2018). 

 

Recently, different scientists have focused on the difference between a human tone of voice and 

a corporate tone of voice (e. g. Barcelos et al. 2018; Barcelos et al. 2019; Gretry, Horváth, Belei 

& van Riel 2017; Schamari & Schaefers 2015). In this separation, human voice is defined as a 

more natural, personalized, and warmer style of online communication, where the brand is 

willing to have dialogues and the overall communication seems more casual. This kind of voice 

typically aims to humanize the communicating organization in consumers eyes, in order to 

create more partner-like relations with the consumers. On the other hand, corporate tone of 

voice is seen as a more distant and formal communication style, which is more traditionally 

used by companies in their communication actions (Barcelos et al. 2019; Schamari & Schaefers 

2015; Kwon & Sung 2011; Malone & Fiske 2013). According to a pre-test run by Schamari & 

Schaefers (2015), more humane and informal voice was most often described as “friendly”, 

“personal” and “not distant”. A more formal, corporate voice was described as “strict”.  
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These two different types of tones of voice have studied to have different effect on the viewing 

consumers: for example, Barcelos et al. (2019) found out how using a more humane tone of 

voice on a hotel’s webpage made the participants pay more attention to the cover photo and 

other pictures on the page. Participants viewing the page with a corporate voice focused 

remarkably more on the actual information of the hotel and the content of the texts. A more 

humane tone of voice has been reasoned to generate favorable attitudes towards the 

communicating brand in social media, as well as increases in customer engagement, brand 

evaluations and intentions to purchase organization’s products compared to a corporate voice 

(Kelleher & Miller 2006; Barcelos et al. 2019; Gretry et al 2014; Schamari & Schaefers 2015; 

Park & Cameron 2014). While different tones of voices and their effects show an important 

area for further research, Barcelos et al. (2018) found out the tone of voice to have no significant 

effect if the consumers are flooded with negative comments and lower purchase intentions. 

When facing positive comments, a humane tone of voice has been found to positively influence 

purchase intentions.  

 

However, using the same voice is not the best choice for every situation, as Ashley & Tuten 

(2015) suggested. In 2018, Barcelos et al. found out that, using a human voice can drive a 

consumer’s hedonic values and purchase intentions in some instances, but in others, human 

voice can make the brand look riskier and more haphazard. These results are moderated by the 

level of situational involvement: when situational involvement was high, corporate voice was 

the preferred tone of voice. When situational involvement was low, using humane tone of voice 

was preferred. (Barcelos et al. 2018) Along with these results, Gretry et al. (2017) have 

recognized situations where using humane voice has been found to decrease brand trust. In 

2015, Steinmann et al. found a more strict, corporate voice to be the best voice to positively 

influence positive attitudes towards a brand. Similarly, according to De Keyzer, Dens & de 

Pelsmacker (2017), while matching the tone of voice to a certain service might lead into more 

attention, the informative effect of the message dominates over the different tone of voices. 

Yet, in their later study, Barcelos et al. (2019) studied the human tone of voice specifically in 

social media context and concluded it to be one of the best ways to generate a favorable attitude 

towards a brand in social media. This supports earlier research on how humane voice works 

well on user-generated platforms, e.g., in Instagram, but not as well in brand-generated 

platforms (Gretry et al. 2017) 
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2.5 Conversational Human Voice (CHV) 

 

In marketing literature, the term of conversational human voice (CHV) is often used when the 

focus is on more humane conversation style which differs from the more traditional corporate 

voice. The term was first introduced in 2001 by Locke et al. In this introduction, CHV was 

identified to be a noticeable phenomenon in online communications between consumers and 

organizations. (Locke et al. 2001) As with various other marketing and communication 

literature terms, CHV has not been given a standardized definition. Kelleher (2009) defines 

CHV as engaging and natural organizational communication between individuals in the 

organization and organization’s consumers, whereas Scoble & Israel (2006) see CHV as a sing 

of willingness to dialogue and show transparency in the business between the organization and 

the public. van Noort et al. (2015) simply define CHV as more informal and personalized format 

of communication between a brand and a consumer. Barcelos et al. (2018) define CHV as close, 

natural, and human style of online communications. Overall, CHV is seen as a more enjoyable 

communication to follow compared to corporate voice (Javornik et al. 2020; Barcelos et al. 

2019). Corporate voice and its effect on organization’s brand image will be later discussed in 

the subchapter 2.6. 

 

CHV was originally created for the needs of public relations, but recently it has been more 

adapted to online communications to express the context of social presence and to increase 

interactivity and favorable behavior between a brand and consumers (Park & Cameron 2014; 

Park & Lee 2013; Beukeboom et al. 2015). Using CHV in communications provokes relational 

outcomes, such as trust, satisfaction, and commitment, but it also reduces crisis perceptions in 

such situations (Kelleher & Miller 2006; Kelleher 2009; Malone & Fiske 2013). Today, some 

scientist even suggest CHV to be the best choice for a brand’s or organization’s online 

communication, as CHV has been found to be effective in building productive and lasting 

relations with consumers. (Dijkmans et al. 2015; Barcelos et al. 2019; Javornik et al. 2020; 

Malone & Fiske 2013) According to Dijkmans et al. (2015), CHV helps organizations to show 

their consumers how there are actual people behind the scenes, who drive to meet their 

customers’ needs in order to achieve greater customer experiences – not only to push and sell 

their products to consumers. In other words, CHV gives these organizations the possibility to 

include humanness and warmth to their businesses, instead of only showing out competence 

and achievements against competitors (Malone & Fiske 2013). 
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As CHV aims to be more informal compared to a typical corporate voice, it is often 

characterized by a set of elements that are not traditionally related to corporates or 

organizations. These elements include humor, openness to dialogue and willingness to admit 

mistakes. (Ge & Gretzel 2018; van Noort et al. 2015) CHV influenced messages between an 

organization and a consumer are typically specially personalized to the level where the 

organization uses consumers names and personal pronouns or signs the texts with the actual 

name of the person who is responding with the organization’s account. (Kwon & Sung 2011; 

van Noort et al. 2015; Park & Cameron 2014) As with CHV the goal is to mimic real-life 

situations and relations, the conversations typically include language from real-life 

conversations, such as specific adverbs (e.g., “really” and “so”) or interjections (e.g. “wow” or 

“oh”) (van Noort et al. 2015; Dijkmans et al. 2015; Kelleher 2009; Park & Cameron 2014). 

Another example on how organizations use CHV, is to simplify the used language and specific 

terms from standard language to commonly known slang terms (Hietamäki 2020), or by adding 

humorous elements to the communication. As humor has been found to draw attention and 

engagement to the published content, it has become a more and more popular feature in CHV 

communications. (Ge & Gretzel 2018)  

 

The usage of CHV on social media has been found to have a vast amount of positive influences. 

CHV has been shown to increase interactivity between an organization and a consumer and 

thus drive positive effects of exposure to brands on social media, surpassing the amount of 

exposure or even the attitudes towards a certain brand. (van Noort & Williemsen 2012; 

Beukeboom et al. 2015) According to Kwon & Sung (2011), this kind of humane 

communication lets consumers know, that the organization is truly listening their customers, 

which could potentially motivate consumers to seek further for a continuing and loyal 

relationship with the organization (Malone & Fiske 2013). Using CHV on social media 

communications has been said to help the consumers to evaluate an online company-consumer 

relation as a “real life” relationship, as such humane voice increases perceptions of actual social 

presence on social media platforms. (Park & Cameron 2014; Dijkmans et al. 2015; Beukeboom 

et al. 2015; Malone & Fiske 2013) Openness to dialogic communication has been found to be 

essential to creating and enhancing audience engagement especially in social media platforms. 

Listening and responding to consumers and other human-like behaviors has been demonstrated 

to be able to create a sense of commitment and care between the organization and the consumers 
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(Lee, Hwang & Lee 2006; Labreque 2014; Yang, Kang & Johnson 2010) CHV and its effect 

on organization’s brand image will be discussed more in the subchapter 2.5.1. 

 

Recently, in 2020, Javornik et al. conducted two experimental studies on how complaint 

handling on social media is perceived by passive online audience - those audiences, who’s 

customer journeys and thus importance to the organization Sanders et al. (2019) brought up. 

According to these experiments, using CHV leads to more positive perceptions by these 

observers compared to corporate voice. The satisfaction with the complaint handling is then 

shown to positively impact organization’s image. The length of the response to the complaint 

handling does not change the attitudes if CHV is employed. This study demonstrated. that it is 

not only important for an organization to communicate with their consumers, but it is also 

important how they communicate. (Javornik et al. 2020)  

 

While CHV has been found to have a lot of positive attributes, scientists have also found 

negative sides of it. While CHV has been proven to work well on social media, the effect 

diminishes on brand-generated platforms (Schamari & Schaefers 2015). Other reason for 

malfunctioning CHV arises mainly due to the expectation consumers have on how brands 

should behave according to social norms. If the organization is not known by the consumer, 

and the behavior widely more humane and friendly than what the consumer expects, CHV could 

make the organization seem more unprofessional and haphazard. (Steinman et al. 2015; Gretry 

et al. 2017) 

 

 To summarize, CHV refers to a more informal and personalized format of communication 

where an organization or a brand makes itself feel more like human, closer and more real to the 

customer in an online environment (Kelleher 2009; Park & Cameron 2014; Javornik et al. 2020; 

van Noort, Willemsen, Kerkhof & Verhoeven 2015; Crijns et al. 2017). These mostly positive 

outcomes of CHV offer several crucial motives for organizations as to why they should use 

social media in a more human way.  

 

 

2.5.1 CHV & organization’s brand image 

 

As discussed in subchapter 2.3, brand image is personally formed by every consumer based on 

how they have perceived an organization’s actions. While brand image is formed by the 
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consumers, brands and organizations can influence these perceptions by conveying the wanted 

brand identity through their actions (Kotler et al. 2009) CHV has been found to be an especially 

efficient way to communicate in social media, as it has many positive features which then help 

to better communicating organization’s brand image. However, it has also been made clear that 

CHV is not the correct way to communicate for every occasion and for every organization.   

 

In his revolutionary study, Kelleher (2009) found CHV to correlate positively with trust, 

satisfaction, and commitment towards a brand or an organization. Along with these findings, 

this study extended the common understanding of online communications role on the 

relationships between an organization’s members and their consumers. This study served as a 

launching pad for future research on CHV. Ever since Kelleher’s study, various scientists have 

reached similar results in their own studies: using a humane voice of CHV on communications 

have been shown to increase brand evaluations among perceiving consumers. (e.g., Schamari 

& Schaefers 2015; Dijkmans et al. 2015; Park & Cameron 2014; Beukeboom et al. 2015) CHV 

has also been found to be the main mediator in the relation between corporate reputation and 

exposure to an organization’s social media activities: even a passive, third-party audience’s 

exposure to a business account with a high level of CHV is enough to better the audience’s 

perception of the organization’s brand image (Dijkmans et al. 2015; Gretry et al. 2019).  

 

According to Yang et al. (2010), the usage of CHV can not only increase positive attitudes, but 

also reduce existing negative emotions about an organization. Kerkhof et al. (2011) reached 

similar results, stating how crisis messages written with CHV were able to rise higher 

commitment levels. Different personalizing and humanizing attributes in these messages made 

the consumers feel like their opinions, ideas and reactions were cared about. While these studies 

were conducted on crisis communications, they show how CHV is an important player when 

analyzing organization’s communication towards their consumers.   

 

Another research done by Beukeboom et al. (2015) focused on how perceived CHV positively 

predicts improvements in brand evaluations on Facebook. The results show how observing 

CHV is the main predictor of changes in the brand evaluations, outweighing both the amount 

of exposure and the attitude towards the brand or certain posts. This effect was slightly higher 

among current followers, but new followers also showed a remarkable positive increase in 

brand evaluations after only one month’s exposure. This research suggested CHV to be vital in 
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order for an organization to raise positive brand evaluations, as organizations not using CHV 

are less successful in getting attention from the consumers at all. Not having attention or 

struggling to get it will eventually lead into a forgotten brand image among consumers. 

(Beukeboom et al. 2015) A great case-example of the positive power CHV has is the Finnish 

Tax Administration’s social media communications, and how they have managed to make 

themselves a more approachable organization with the help of CHV: consumers do not feel as 

threatened to contact the office with their questions on taxation. According to Hietamäki (2020), 

the Finnish Tax Administration’s activities are seen as open, effective, and trustworthy, which 

has then bettered the administration’s reputation.  

 

Familiarity with the organization that used CHV has been proven to be an important factor, 

when it comes to CHV’s effect on organization’s brand image among consumers minds. 

According to Hietamäki (2020), the regular consumer’s familiarity with The Finnish Tax 

Administration was already in considerably high level before including CHV into their social 

media accounts, and it seems to be one of the main reasons why the chosen tone of voice works 

for them. In a study done on the effects of an informal brand communication style in social 

media on brand trust, Gretry et al. (2017) discovered informal communication to increase brand 

trust if the consumers are already familiar with the brand. When consumers are not familiar 

with the brand, informal style will decrease the level of trust. This is explained by perceived 

appropriateness of the chosen communication style: consumers typically expect brands to 

behave according to social norms. If an unknown brand starts to act informally out of the blue, 

the consumer’s expectation on brands behavior is mismatched, and it will lead into decreased 

brand trust. When consumer already trusts the brand, a looser and more humane communication 

style is accounted into normal behavior. Another example of this effect comes from a study 

conducted in Germany. In this study, the researchers showed non-personalized communication 

style to be the best at positively influence the attitudes towards a brand. The cultural aspects of 

this study are likely to be one of the explanatory aspects of this finding, since typically in the 

German culture customers want to be addressed more formally. (Steinman et al. 2015) Going 

“wilder” and more humane with online communications seems to be more acceptable and 

favorable when consumers are familiar with the brand, and when the basic product or service 

are trusted and well-functioning.  
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Similarly, to Gretry et al. (2017), in crisis communications, Crijns et al. (2017) found the usage 

of CHV to lead into increased consumer skepticism. This study examined dealing with both 

positive and negative consumer comments on an organizational crisis post. When consumers’ 

negative comments were responded with CHV, the brand image increased, but when using 

CHV to positive comments, skepticism rose, and the brand image was damaged. Answering to 

those positive comments with a corporate voice did not have similar effect. This effect is 

explained by how CHV effectively humanizes the organization, to the point where they start to 

feel unreliable and haphazard. However, in earlier studies, both Yang et al. (2010) and Kerkhof 

et al. (2011) found the usage of CHV to be especially necessary and important during crisis 

communications, as consumers perceiving CHV felt as if the organization cared more about 

their reactions and opinions. These contrary results further show, how it is yet unclear when 

and where CHV is the appropriate choice for communication, and when should organizations 

stick to use a traditional corporate voice.  

 

 

2.6 Corporate voice & organization’s brand image. 

 

In the CHV focused literature, corporate voice is often seen as the completely opposite tone of 

voice or communication style to use in communications between an organization and 

consumers (e.g., Locke et al. 2001; Barcelos et al. 2019: van Noort & Willemsen 2012; 

Schamari & Schaefers 2015; Javornik et al. 2020), and it is therefore often used in CHV focused 

studies to bring contrast and highlighting leading findings on how CHV is perceived. Therefore, 

the findings on corporate voice and its effect on organization’s brand image are often reflected 

to CHV, or they are not existing at all. Another reason for the lack of research could be the fact 

that corporate voice was used especially before the arise of social medias, but today, CHV is 

becoming more and more popular (Dijkmans et al. 2015; Javornik et al. 2020).  

 

Corporate voice is the voice organizations and brands more traditionally use in their 

communications. This voice is defined to be one-toned and it only has one identity, and quite 

often communication with corporate voice is perceived as persuasive and profit-driven. (Locke 

et al. 2001; van Noort & Willemsen 2012). Corporate voice is seen as distant, strict, and formal, 

and it is not able to transmit emotions from the communicating organization to the consumer 

in the way CHV is capable to do (Barcelos et al. 2018; Schamari & Schaefers 2015).  
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In their later study, Barcelos et al. (2019) suggest, that using corporate voice makes the 

consumers process the received information more systematically, meaning that the consumers 

tend to take a longer time when processing information written with corporate voice instead of 

CHV. Interestingly enough, in the same study, the researchers found corporate voice to be less 

successful in attracting consumers’ attention. In today’s social media world, “black and white” 

corporate voice simply does not manage to catch consumer’s focus and attention on every 

channel (Barcelos et al. 2019; Hietamäki 2020).  

 

Using corporate voice leads to lower risk perceptions and higher purchase intentions, when the 

customer is experiencing high situational involvement – for example in financial consulting or 

medical services, using corporate voice and therefore maintaining a distance between the 

organization and its consumers is advised. This makes corporate voice to be the superior choice 

when purchases involve higher risk levels. (Barcelos et al. 2018). Corporate voice has also been 

shown to create significantly greater perception of competence and professional approach in 

the consumers eyes (Javornik et al. 2020) This result is quite interesting, as in the same study 

the researchers conclude CHV to still be the preferred tone of communication to follow overall. 

This finding further proves why corporate voice needs more research, as the current studies are 

a bit contradictory and suffer from research gaps.  

 

Reflecting from the CHV focused findings, Barcelos et al. (2018) suggest, that organizations 

should not strictly choose to only use one of the two options, but instead use them 

simultaneously and vary the usage depending on the situation. Later, Barcelos et al. (2019) 

suggest, that especially good time to use corporate voice seems to be when consumers have 

periods of low trust towards the organization. When an organization is faced with a crisis or a 

scandal on social medial, it seems to be a wise move to take distance from the consumers and 

stick to a more traditional communication style, so that the levels of trust will not take any more 

dives. Contrary to this suggestion, Javornik et al. (2020) found corporate voice to work less 

efficiently in complaint handling situations happening in social media, when compared with 

CHV. The benefits of using corporate voice only showed up when the reply length was greater, 

as then the satisfaction level of those observers slightly raised, but not remarkably. Both van 

Noort & Williemsen (2012) and Schamari & Schaeferes (2015) have also found a more humane 

voice to work better in crisis and complaint handling situations, when compared to corporate 

voice.   
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3 RESEARCH DESIGN AND METHODOLOGY 

 

The aim of this study is to gain new information and better understanding on how young 

audiences experience CHV and how it affects the organization’s brand image. This chapter 

explains how the empirical part of the study has been done, first explaining the chosen research 

approach and methodology for the study. In addition, the methods of both data collection and 

data analysis will be discussed, and finally the validity and reliability of the research will be 

elaborated.  

 

 

3.1 Research design 

 

This research is done as a qualitative research. Whereas quantitative research typically aims to 

explain a phenomenon through numeric variables using statistical analysis methods, the most 

important duty a qualitative research method has is to create new information. In qualitative 

research, the collected data is analyzed as a whole, and any possible findings are not dependent 

of any specific variables. (Alasuutari 2011). According to Metsämuuronen (2001) and 

Alasuutari (2011), qualitative research consists of two phases: the reduction of observations 

and finding the solution to the research questions. While these two phases can be analytically 

separated, in practice they are attached to each other. (Metsämuuronen 2001; Alasuutari 2011; 

Tuomi & Sarajärvi 2018) 

 

Qualitative research aims to find explanations for an existing phenomenon with non-numerical 

data (Andripoulos & Slater 2013; Tuomi & Sarajärvi 2018; Bryman & Bell 2015). Topics and 

attributes such as consumers feelings, opinions, attitudes, and brand image formation would be 

difficult to analyze or calculate statistically due to their nature. As this study aims to gather new 

information and widen current knowledge on such complex topics, using a qualitative research 

method is justified. (Andripoulos & Slater 2013; Metsämuuronen 2001) 

 

Qualitative research design requires evaluations on how the new information affects earlier 

academic findings, and therefore going back and forth between different components of the 

research, in order to find the aim of the study. Therefore, this research design is usually 

described as process, where all the different components of a research are in continuous 
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interaction with each other. (Andripoulos & Slater 2013; Tuomi & Sarajärvi 2018; Alasuutari 

2011) Typically, in qualitative research, the gathered data increases understanding of the 

researched topic. This naturally forces the different components, for example the main research 

questions, to be reformed or modified later based on the data. (Maxwell 2012; Tuomi & 

Sarajärvi 2018) These modifications have been done accordingly to the research process.  

 

 

3.2 Data collection method  

 

For qualitative research, there are a few different data collection methods available, three most 

common methods being interviews, queries, and observations. These methods can be used 

together with each other, or the researcher can decide to only follow one method. (Tuomi & 

Sarajärvi 2018; Metsämuuronen 2001) The overall goal for any chosen data collection method 

is to gather material that is personalized and rich, and typically, the researcher themselves is 

included in the material gathering processes. (Alasuutari 2011; Tuomi & Sarajärvi 2018)  

 

As this study aims to gather understanding from consumers, it makes sense to ask about it from 

the consumers themselves (Tuomi & Sarajärvi 2018). Therefore, for this study, the data 

collection is done via semi-structured focus group interviews, which will be discussed in the 

subchapter 4.2.1. The interviewee selection and the whole interview process will be presented 

in the subchapter 4.2.2. Due to the chosen data collection method, the researcher will be 

included in the material gathering process as the interviewer.  

 

 

3.2.1 Semi-structured focus group interviews  

 

For this thesis, it is necessary to choose a data collection method, which allows the interviewees 

freely to explain their emotions and behaviors. Therefore, semi-structured interviews were 

chosen as the appropriate method. Most of the interviews done for qualitative research are more 

or less semi-structured interviews, as this method gives more flexibility to the interviews: while 

the same questionnaire is presented to all the interviewees, the interviewer is able to change the 

order of the questions and ask more specific questions, if the received answers are too concise. 

(Alasuutari 2011; Hyvärinen 2017). Semi-structured interviews also give the researcher 
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possibilities to ask more detailed questions outside of the original questionnaire, in order to 

gain deeper understanding of the phenomenon. Asking these questions can also help finding 

out relevant information regarding the used theoretical framework (Tuomi & Sarajärvi 2018), 

and over all they help the interviewer to make sure that they and the interviewees are talking 

about the same topic. 

 

As the thesis had a set timeline and limited available resources, conducting focus group 

interviews was a justified choice, as they tend to generate data more efficiently when compared 

to individual interviews. Compared to a traditional group interview where the research focus is 

on the dynamics and interactions between the group members, focus groups are gathered 

together to discuss a certain topic (Pietilä 2017). The number of people in focus group 

interviews typically is between five and ten, and while a certain topic of discuss is given, the 

interviewee gives the group time and room to discuss the given matters freely (Pietilä 2017; 

Tuomi & Sarajärvi 2018). For this study, three focus groups of five or six members were 

formed, resulting with altogether 16 individual interviewees.  

 

Another benefit from conducting focus group interviews is that they typically give out different 

information compared to individual interviews. This phenomenon is often explained by the 

group dynamics: whereas individual interviews typically result in a “question-answer-game” 

between the interviewer and the interviewee, in group interviews the interviewer might 

momentarily be left out of the whole discussion, as the group engages in their conversation. 

Engagement in the conversation typically leads into higher quality material and is therefore 

preferred. (Pietilä 2017; Alasuutari 2011; Tuomi & Sarajärvi 2018)  

 

The key to a successful semi-structured focus group interview is to make sure that the interview 

is conducted on the terms of the interviewees, so that the interviewees feel free to openly say 

their opinions and insights on the discussed topic. To help building a safe environment, the 

interviewee can actively encourage the participants to say their honest opinions and insights. 

(Pietilä 2017; Alasuutari 2011) Another way to make the focus group interview scenery safe 

and comfortable, the interview questionnaire was sent beforehand, as well as the information 

about who were the people who were going to be in the same group.  
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3.2.2 Interviewee selection & interview process 

 

The interviewee selection was done based on the aims and delimitations of this research. All 

the 16 interviewees were Finnish citizens, who either study economics and business 

administration on master’s level or had already graduated with a master’s degree a few years 

back. Some of the interviewees had started their university studies from the bachelor’s level, 

whereas others had entered their university when they started their master’s degree. The 

interviewees were both females and males, and the interviewees come from six different 

business universities in Finland. This selection resulted into quite homogenous focus groups.   

 

The interviewees all were already familiar with Instagram and The Finnish Business School 

Graduates as an organization, and they all already followed The Finnish Business School 

Graduates on Instagram before the interviews happened. The interview questionnaire was sent 

to the interviewees beforehand, so that the interviewees could prepare themselves properly 

before the interview. This was done as giving the interviewees time to go through the questions 

and reflect on them typically results in better and more throughout answers in the actual 

interview (Tuomi, Sarajärvi 2018). Another reason to send the questionnaire was to make sure 

the interviewees would feel comfortable in the focus group situation itself.  

 

The interviews were conducted in three focus group interviews in February 2021: one group 

was interviewed live, whereas the two other groups were interviewed via Microsoft Teams. All 

the interviews were conducted in Finnish as it was the first language of all parties, and thus 

made it easier to truly communicate one’s thoughts on different topics. Another reason to use 

Finnish instead of English in the interviews was the risk of descendant accuracy of responses 

which comes from using a foreign language in an interview (Welch & Piekkari 2006). Before 

the interview all the participants were informed about the aim of the research, the recoding of 

the interview, the anonymousness of their answers and the publicity of the research results. The 

interview questionnaire was presented in the same order for all three of the groups, but 

additional questions were asked in order to make sure the interviewees and the interviewer were 

talking about the same matter. The interview questionnaire can be found on the appendix 1. 

The interviewing situations were relaxed, and the interviewees seemed to feel comfortable 

during the interviews. This perceived level of comfort resulted with a lot of rich and personal 

empirical material, from where findings and conclusions were possible to form.  
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The interviews started by discussing about each interviewee’s own activity on Instagram and 

reasons to follow different organizations or brands on Instagram. Next, the discussion focused 

on the current brand image the interviewees have on The Finnish Business School Graduates 

as an organization and as an Instagram account. After that discussion, the interviews shifted to 

different tones of voice. To see how the interviewees react to two different tones of voice, CHV 

and corporate voice on Instagram posts, six different modified Instagram posts were shown to 

the groups. The focus group was made aware of the fact that none of the shown posts was an 

actual post from @suomenekononomit Instagram account, but that they all were based on the 

content on that account. First, the group was shown a post with corporate voice (1a, 2a and 3a), 

which was followed by a post of the same topic but in CHV (1b, 2b and 3b). The groups were 

first asked to tell what they think about each of the posts and what draws their attention to the 

posts. This was followed by asking the focus groups to compare the two posts on the same topic 

together and tell their preferred post from the two choices.  

 

After the examples, the interview focused on CHV: the interviewees were asked about their 

feelings towards the usage of CHV on different occasions, examples of organizations using 

CHV, and their feelings towards The Finnish Business School Graduates, if using CHV on 

Instagram would be a permanent choice. The interviewees were also asked to describe 

situations, where the usage of CHV would not be fitting. Following the discussion around CHV, 

the interviewees were also asked about their views and opinions on corporate voice, and how 

they would see The Finnish Business School Graduates if using corporate voice on Instagram 

would be a permanent choice. 

 

All three recorded interviews were transcribed, as it makes it easier for the researcher to use the 

material for later analysis. As the aim of the research is set in a manner where the actual answers 

are more important than the way the focus groups were interacting and communicating with 

each other, the interview questionnaire was set similarly. This was also taken into account in 

the transcribing process, so that the focus was on the actual answers instead of other elements, 

such as emphasis of the words or pauses between sentences. (Ruusuvuori & Nikander 2017) 

This meant, that every single word the interviewees said, was transcribed. In the transcribing 

process, all the personal information that can be used to identify a single participant, such as 

names and attending universities were deleted, to protect the anonymity of the respondents. The 

transcribed data was then compressed and categorized, so that the key findings of the research 
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are easier to find. Lastly, the compressed and categorized data from each interview was 

combined, so that the answers of all three interviews show up in the results.  

 

 

3.3 Data analysis method  

 

After transcribing, compressing, and categorizing, the data is then analyzed with the methods 

of theory-driven content analysis. Content analysis is said to be a fitting method every 

qualitative research, as it can be used with a wide range of different theories. With content 

analysis, instead of group dynamics or tones of voice, the focus is on what has been said during 

the interviews. This analysis method compares the collected data with the already existing 

literature, with the aim to find answers to the stated theoretical framework and research 

questions. In addition, content analysis gives the researcher possibilities to challenge previous 

research, or even find solutions which are not supported by the previous theories (Alasuutari 

2011; Tuomi & Sarajärvi 2018). In scientific research nothing can be taken as granted, thus 

having the possibility to challenge previous researchers gives this study the possibility to 

expand current knowledge on CHV and its effect on young audience’s brand image formation.  

 

Theory-driven content analysis is one of the three subcategories of content analysis, the two 

others being data-driven analysis and theory-based analysis (Tuomi & Sarajärvi 2018). Theory-

driven content analysis method proceeds on the terms of the collected data, which is first 

analyzed and from where the answers to the research questions are first found. This collected 

data is then enclosed to already existing theory. The presented, already existing theory is not 

used to test the data, but rather to guide towards new findings and ideas. With theory-driven 

content analysis it is thus possible to find new findings to current issues, as well as to obtain 

explanations and confirmations from theory to these findings. Simultaneously, it is possible to 

find completely new findings that are not supported by the current theory at all. (Tuomi & 

Sarajärvi 2018; Metsämuuronen 2001). As the aim for this study is to widen current knowledge, 

choosing to use theory-driven content analysis is justified. The used theory for the analysis is 

the theoretical framework, where the effect of different tones of voice is first analyzed by young 

audiences, followed by the analysis on how those tones of voice affect their perception of a 

brands image. This theoretical framework is built in the context of Instagram, and it is the 
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compressed visual image of the literature review presented in chapter 2. The framework itself 

is presented in subchapter 1.4. 

 

In order to achieve possibilities to create logical inferences and to construct theories, abductive 

reasoning method is used in the theory-driven content analysis (Bryman & Bell 2015). 

Abductive reasoning is the third reasoning method between inductive and deductive reasonings.  

Compared to the other reasoning methods, the abductive one takes possibly incomplete 

observations, and tries to make the best possible prediction based on them. (Tuomi & Sarajärvi 

2018; Bryman & Bell 2015) According to Alasuutari (2011), abductive reasoning allows the 

researcher to form new theories from the collected data, when a clear leading thought or clue is 

visible in the data. In other words, abductive reasoning method helps the researcher to choose 

the most fitting explanation among any alternative solutions to explain the research questions 

or “riddles” stated in the start of the research process. (Tuomi & Sarajärvi 2018; Bryman & 

Bell 2015; Alasuutari 2011)  

 

 

3.4 Reliability and validity 

 

Like any other research, this study aims to have no mistakes. This means, that the discuss on 

the study’s and its findings’ reliability and validity is important (Tuomi & Sarajärvi 2018; 

Bryman & Bell 2015). The aim of reliability is to ensure, that the research process could be 

repeated by another researcher, and they would result with the same conclusions and findings 

(Yin 2003; Tuomi & Sarajärvi 2018). Validity is another typical evaluation criterion. Validity 

seeks to ensure that the drawn conclusions’ accuracy and justifiability match the conducted 

research (Tuomi & Sarajärvi 2018; Alasuutari 2011).  

 

The reliability of a qualitative research differs from the reliability of a quantitative research, as 

the findings of a qualitative study depend on the researcher’s interpretation. Drawing from that, 

the biggest critique that qualitative research gets is the effect that the researcher has on the 

collected data, as the researcher is typically personally involved in the data gathering processes 

(Alasuutari 2011; Tuomi & Sarajärvi 2018), as stated in the subchapter 3.2. To increase the 

reliability of the conclusions drawn from the collected data, the findings will be presented in an 

explanatory nature: first, the findings will be presented, and then followed by the interpretation. 
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This way the researcher can make sure the readers are able to see the connection between the 

collected data and the interpretation from the collected data, making the analysis more 

transparent to the possible readers. (Alasuutari 2011)  

 

Another way to add reliability to a qualitative research is to add straight quotes from the 

collected data to the analysis. (Tuomi & Sarajärvi 2018). Parts of the transcribed and combined 

data will be translated and added to the thesis, as it is generally thought to increase the 

trustworthiness of the research. Due to the anonymity of the interviewees and the nature of a 

focus group interview, it is not however possible to identify a single person behind the quote.  

 

The validity of the collected data and conducted research can be considered to be on a high 

level. The interviewees selection was done according to the delimitations of the study, as 

explained in the subchapter 3.2.2. The interviewees were informed about the anonymization of 

the material in advance, and that it is impossible to identify an individual’s response from the 

collected mass. The interviewees knew their own interview group beforehand, and the 

interviewing situation was very relaxed, minimizing the amount of possible self-censorship by 

the interviewees. The goal with these actions was to make sure that the interviewees gave 

truthful and comprehensive answers to the presented interview questions. 
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4 RESEARCH FINDINGS 

 

In this chapter the empirical results and findings of this study will be presented, starting with a 

short discussion about The Finnish Business School Graduates and their activity on Instagram. 

In every subchapter, the findings of the conducted focus group interviews are first presented. 

Those findings are then combined and turned into conclusions. Those conclusions are later 

combined to already existing literature and theoretical framework in subchapter 5.1.  

 

The findings in this chapter are presented in a similar order to the literature review presented in 

chapter 2. First, the interviewees own activity on Instagram is discussed. Next, The Finnish 

Business School Graduate’s brand image, both as an organization and as an Instagram account 

is discussed. This is followed by focusing on the findings from using different tones of voice 

on modified Instagram posts. Next, focus is se on how CHV is perceived, how it affects brand 

image and where the interviewees would not like to see CHV. After that, perceiving corporate 

voice is discussed as well as its effect on brand image. Finally, the answers to the concluding 

question on which type of communication interviewees would prefer organizations to use in 

social media and why are discussed.  

 

As explained in the subchapter 3.4, parts of the transcribed and translated data is added to the 

analysis. These straight quotes will be written centered in italic, in order to make sure the quotes 

are clearly separated from the analysis.    

 

 

4.1 The Finnish Business School Graduates on Instagram 

 

At the time of the interviews, The Finnish Business School Graduates has over 6 500 followers 

on their Instagram-account @suomenekonomit. The first post on the account was made the 15th 

of January 2015, and ever since that, the account has made over 600 posts. The average amount 

of likes for the posts in the past month has been 219 for 11 posts, while all the posts together 

have gained only two comments at the same time. Posting frequency changes from two to four 

times per week, and stories are shared almost daily. Most of the posted content is in Finnish. 

(Instagram 2021) 
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The content on the Instagram account varies from text-heavy imagery to pictures of people in 

different settings, for example in nature or in a studio. At times, the feed also has ads from 

cooperation partners, such as Danske Bank. (Instagram 2021) Overall, The Finnish Business 

School Graduates seem to be quite active on Instagram. 

 

 

4.2 Activity on Instagram  

 

Instagram is one of the most uses mobile apps among all interviewees: on average, the 

interviewees use Instagram for one hour per day. Instagram is used mostly for enjoyment 

purposes, but also to keep up on what is happening on the accounts they follow.  

 

The reasons why the interviewees follow different brands and organizations on Instagram vary 

a lot: some interviewees want to keep updated on interesting and relatable organizations and 

their events, while some simply want to see enjoyable content and good memes. Another 

reasons to follow organizations and brands are to look for inspiration and information on new 

collections, to follow them because interviewees’ peers are also following them, and if they 

want to support an organization and better their exposure. Some interviewees explained that 

they have started following an organization due to a lottery or contest where they have had to 

follow the account, and then have just kept on following them.  

 

In conclusion, the interviewees are active Instagram users, who use the app for enjoyment 

purposes. While the reasons as to why they follow different organizations on Instagram, the 

main reasons are to keep up with the organization and the information they share, and to enjoy 

the content they post.  

 

 

4.3 The Finnish Business School Graduates brand image on Instagram 

 

The interviewees have followed The Finnish Business School Graduates on Instagram from 

two to five years. This variation is due to the differences between when the interviewees have 

started their studies, as they typically have started to follow The Finnish Business School 

Graduates during their first year of studies. When asked to describe the organization with 
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adjectives, positive adjectives such as appropriate, professional, active, and trustworthy come 

up the most. From negative adjectives, slow is repeated three times and dry twice. The list of 

the most repeated describing adjectives and how many times each of them was repeated can be 

seen from the table 3.  

 

Table 3 Adjectives describing The Finnish Business School Graduates as an organization. 

Positive Negative 

Appropriate (x4) Slow (x3) 

Professional (x3) Dry (x2) 

Active (x3) Messy 

Trustworthy (x3)  

Informative (x2)  

Useful (x2)  

Current (x2)  

 

 

When asked about the posted content on @suomenekonomit Instagram page, the interviewees 

have a wide variety of different opinions. The content is described as varying and messy, and 

the content is not seen as consistent or coherent. Whereas some of the current content is 

described to speak directly to the interviewees, some of the content is described as distant and 

not relatable at all. The ads from different partners are described to be confusing, and there is a 

lot of changes within the quality level of the posts.  

 

On the other hand, the content is described to be constant mass, and the interviewees cannot 

choose which posts to go see from the profile. Content is dry and boring, and nothing is seen to 

stand out from all the content. Some interviewees even describe the content to be behind time.  

 

“The content is safe, odorless and tasteless and does not wake up any emotions in me.” 
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The interviewees feel that the target group for the Instagram page seems to be lost, and the 

followers can never be too sure of what kind of content is coming up next. While some of the 

content is clearly aimed for either current students or recent graduates, some of the content is 

as clearly targeted for other groups. Some of the interviewees agreed that none of the content 

has spoken to them ever since they have graduated with their master’s degree. 

 

“I cannot think of many brands that I would follow if they constantly posted something that 

does not interest me at all. I would rather unfollow them.” 

 

Besides the negative comments, the posted content also gets some praises. @suomenekonomit 

is thought to be an active account, and the large amount of different people on the posted 

imagery is seen as a plus. Especially seeing other students or graduates is thought to be a 

positive thing. Most of the posts are well done, brief and any excessive babbling has been left 

out. In addition, interviewees appreciated the amount of posts clearly targeted for the students, 

as they made these students to feel seen in the organization.  

 

In conclusion, the focus groups can be considered to know The Finnish Business School 

Graduate’s current Instagram presence and the typical content they post, as the interviewees 

have each followed the @suomenekonomit Instagram account for at least two years at the time 

of the interviews. While the adjectives describing the organization itself are mostly positive, 

the content on the Instagram account is not as liked. The lack of consistency, relevancy, and 

entertainment value, as well as the similarity between the posts seemed to be the main points 

of dislike. The amount of people shown on the content, as well as the brief captions and posts 

clearly dedicated to students are liked.   

 

 

4.4 Tone of voice 

 

As stated in subchapter 3.2.2, the focus groups were shown modified Instagram posts in order 

to gain insights on the interviewees thoughts and reactions on using different tones of voice on 
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Instagram. None of these posts was an actual post from The Finnish Business School Graduate’s 

feed, but they were all based on actual existing posts. To make sure these posts would be as 

close to the actual ones at @suomenekonomit Instagram accounts, the modified posts were 

approved beforehand by The Finnish Business School Graduates. These modified posts are all 

written in Finnish to better fit the already existing content on the @suomenekonomit account. 

 

 

4.4.1 Posts 1a and 1b  

 

The focus groups were first shown the post 1a, followed by the post 1b. Post 1a demonstrated 

the usage of corporate voice, while the post 1b was about the same topic, but using CHV. The 

images can be seen from the figure 2. 

 

 

 

Figure 2 Post 1a (on the left) and post 1b (on the right) 
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Post 1a is said to draw attention with the close-cropped image. The image is however not felt 

to match the topic, and the image itself is described as too official and professional for 

Instagram. The citation on the image itself is described to be too vague and too long, and the 

interviewees seem to lose their interest in the topic. The caption is described as too short and 

brief: it does not manage to explain how the person in the picture is feeling about the matter, 

and also using formal words is seen to distant the post from the follower.  

 

The overall post is not seen to stand out from the feed, nor does it not lure to read the text or 

click the link in the bio. The post and the topic are thought to be too professional, dry, and 

declarative for Instagram, even if the topic has risen to the public discussion at the time of the 

interview.  

 

The post 1b is described to be better and more relaxed. The image manages to draw attention 

more efficiently: the colors separate it from the mass, and the man in the picture manages to 

give out a more relaxed and accessible feeling. However, the image is seen to be in conflict 

with the topic of the post, and some interviewees think that not using a picture of a person with 

this topic would have been a better choice.  

 

The citation is described to be a lot more fitting, and the caption is describing as better. Opening 

the topic more and using easier words get a lot of praise, as well as using the first plural tense 

instead of a passive voice. Using emojis, paragraphs and trying to open a dialogue are all liked 

features, and the more opinionated and stand-taking tone of voice is appreciated as well. 

However, the topic is still found to be too distant, even if all the different features of the post 

are liked. One could conclude that while the latter post is recognized for having a lot of positive 

attributes, it remains to be the type of post that would easily go unnoticed in the feed.   

 

When asked to compare the two posts and choose their favorite, every interviewee chooses post 

1b. The comparison between the shown posts can be seen from table 4 below. The post 1a does 

not manage to wake any positive emotions in the interviewees but has a lot of negative 

attributes. In comparison, the post 1b wakes mostly positive emotions.  
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Table 4 Comparison between posts 1a and 1b. 

 Positive Negative 

Post 1a corporate voice  • Gets lost in the feed.  

• Too declarative and dry.  

• Does not wake interests. 

• Makes interviewees feel 

anxious. 

• Makes the person seem too 

stiff.  

Post 1b CHV • A more relaxed picture. 

• Makes a difficult topic seem 

easier: does not assume 

everyone knows professional 

terms. 

• Uses emojis.  

• Remains to be a boring topic. 

 

 

“The [post 1a] is just like, if there is a lot of posts like that in the @suomenekonomit account 

it only underlines how dry and boring the content is.” 

 

“I think that this [post 1b] fits everyone and it brings not only The Finnish Business School 

Graduates but also the topic of the post closer to me.” 

 

The post 1b is chosen to be better. According to the interviewees, the complete post is more 

accessible, relaxed, interesting, and clearer. The post manages to make a difficult topic into a 

less intimidating one and a more relatable one, it uses emojis and does not assume that every 

follower knows the topic of the post by heart. The post 1a is described to be the type of post 

that gets lost in the feed and mixed with promoted posts. It creates anxious feelings and does 

not manage to wake interest. Interviewees also do not think it is a good idea to promote the 

professionals in The Finnish Business School Graduate’s organization in a stiff manner.  

 

In conclusion, the Instagram post with corporate voice does not manage to wake interest among 

the interviewees: the only feelings it manages to awake are mostly negative, as the post is 

described to be boring, dry, and difficult. The post with CHV is described to be more fitting for 

Instagram: the image draws more attention, and the relaxed and more informal tone of voice 

with emojis is preferred.  
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4.4.2 Posts 2a and 2b  

 

The focus groups were first shown the post 2a, followed by the post 2b. Post 2a demonstrated 

the usage of corporate voice, while the post 2b was about the same topic, but using CHV. The 

images can be seen from the figure 3. 

 

 

 

Figure 3 Post 2a (on the left) and post 2b (on the right) 

 

The face on the post 2a is said to capture the attention. However, the overall picture is described 

as too official and boring. According to the interviewees, the used image does not represent the 
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reality of when students use career services, and while the post is clearly aimed for other 

students, the target group does not find it amusing. The citation on the image draws focus but 

offers nothing new to the viewing audience. Yet some of the interviewees like the citation, as 

is lets them know what the post is about before reading the caption.  

 

“Oh look, the career coaches know what they are doing. How surprising.” 

 

The caption is described as good, and it is praised for having all the necessary information. 

However, some interviewees criticize the caption for being a generic advert. The caption brings 

no new information for the interviewees, and while it clearly mentions students in the text, the 

interviewees would like to see more concrete information on what the person on the post 

actually gained from using career services. Overall, the post 2a is seen as a generic post which 

gets easily lost in the feed. While the citation is found to draw focus, the look of the post does 

not manage to drive enthusiasm to read the caption of the post.  

 

“How can anyone expect me to get interested in career coaching, where we are supposed to 

learn how to write job applications, when this post is the most generic post ever.” 

 

Moving to post 2b, the used image is described to be more fitting, natural, and relatable. Neutral 

and normal clothes and a more natural background are liked more compared to a studio setting. 

The citation is described to look a little messy as using white text with light background makes 

the citation hard to read. The interviewees also wished the used language to be more relaxed 

and informal.  When asked about it, the interviewees however prefer the image to have a short 

citation compared to an image with no citation at all.  

 

“This is so much more relatable, like that could be me and she looks like she has been 

through some difficulties and then went to the career services.” 

 

“I like the tone of voice of the caption, I feel like it talks to me and it is more relaxed”. 

 

The tone of voice of the caption is described as more humane, closer, relatable, and compelling 

to the viewer. Using a warmer tone of voice with richer and more colorful language is preferred, 

and the interviewees like the way the caption speaks directly to the viewer. Starting the caption 
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by addressing the business students makes the audience more engaged to the post and more 

interested in the topic. Interestingly enough, while this caption is liked, the excessive usage of 

adjectives, especially the word lovely (Finnish: ihana) and the usage of a heart-emoji are seen 

as annoying, weird, and even repulsive. Overall, the post 2b is liked more as a whole, and it 

does not look like a generic, paid add in the Instagram feed. The citation helps the post to stand 

out, and discussive, more relaxed tone of voice manages to wake the viewers’ attention.  

 

“I mean we are talking about career services and like it is a professional service, and then 

there are these words like lovely Janina and lovely career coaches, and it makes me feel like 

no thanks this loveliness is too much for me.” 

 

“Yeah, I agree, this loveliness makes me think that they are soon offering like angel therapy 

or something.” 

 

When asked to compare the two posts and choose their favorite, the interviewees are no longer 

unanimous. Both posts seem to have positive and negative qualities, and the comparison 

between the two posts can be seen from table 5.  

 

Table 5 Comparison between posts 2a and 2b. 

 Positive Negative 

Post 2a corporate voice • Caption goes straight to the 

point with no excess material. 

• A more professional voice fits 

with a professional service. 

• The tone of voice is too 

professional and declarative 

Post 2b CHV • The post is more relatable. 

• Image is preferred more.  

• Caption is more discussing, 

concrete and compelling, and 

it has emojis.  

• Citation does not show well 

enough. 

• The word lovely (Finnish: 

ihana) and heart emojis are 

repulsive. 

 

 

While both posts wake both positive and negative feelings and opinions, post 2b is the preferred 

one. While the post 2a is appreciated for going straight to the point and keeping the 

communication professional, the used tone of voice is still seen as too professional and 

declarative. On the other hand, the post 2b is preferred due to its relatability: the person on the 

image looks like a fellow student in a natural environment and the caption manages to wake 
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interests towards the post. The usage of emojis and colorful, discussive language gives the post 

more humane feel, even when the excessive usage of said attributes is not liked. The humane 

tone of voice gives the interviewees a more positive perception both to the post and to the career 

services. 

 

“There is so much information in these posts and so they need to have such a tone of voice 

which reinforces their expertise and makes me feel like I still have a chance to get a job, 

instead of making me feel that I will be left jobless.” 

 

In conclusion, the post with corporate voice is described as official, generic, and hard to relate 

to, even if the post is clearly targeted for the younger audience. The briefness of the caption is 

both appreciated and described as too professional or declarative for Instagram. The post with 

CHV is described to be more humane, relatable, and over all fitting to the young audience. 

Addressing the audience and using a more natural picture are liked features, but the 

interviewees strongly dislike the excessive usage of the heart emoji or the word lovely (Finnish: 

ihana). The interviewees agree, that compared to corporate voice, CHV gives them a more 

positive perception of the post and the promoted career services.  

 

 

4.4.3 Posts 3a and 3b 

 

The focus groups were first shown the post 3a, followed by the post 3b. Post 3a demonstrated 

the usage of corporate voice, while the post 3b was about the same topic, but using CHV. The 

images can be seen from the figure 4. 
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Figure 4 Post 3a (on the left) and post 3b (on the right) 

 

The image of the post 3a wakes mostly negative feelings towards the post. The image is 

described as a generic stock photo, and the interviewees admit seeing it one too many times. 

The image seems to be far from the reality of finding a summer job, which is the topic of the 

post. While a few interviewees say that the image is “nice”, it does not manage to pull focus on 

the feed, nor it manages to capture viewer’s interest. The image does not have a citation on it, 

but according to the interviewees, having a citation could possibly increase their level of interest 

towards the post.  
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“Like this vision of me being on top of a mountain all alone without anyone else, when in 

reality I am in a sea full of job applicants. It just does not match at all.” 

 

“It makes me anxious and sad that if this is the vision The Finnish Business School Graduates 

have of summer job search like really. I cannot take this seriously and if they think that this is 

the reality, I do not want the service.” 

 

The caption is described to be professional and informative, but also declarative, boring, and 

even shitty. It manages to wake only negative and even anxious feelings towards the topic of 

the post, and the interviewees are craving for more excited tone of voice, relatable experiences 

and even emojis.  

 

“Like I can see from the caption that it is not targeted for me at all, someone has just written 

it and I am like okay whatever. I do not even want to start job search now.” 

 

Moving to post 3b, the interviewees opinions are quite divided. The image makes the 

interviewees laugh out loud, and it is described to attract attention and interest. The image is 

described to be fitting for younger audiences in general, and it shows that the people running 

the @suomenekonomit Instagram account have their finger on the pulse. The interviewees 

agree, that using current references from popular culture, such as memes works in Instagram. 

However, most interviewees think that using an image like this one is too much, as it does not 

seem to fit The Finnish Business School Graduate’s brand or general image at all.  

 

“I think using or adapting to timely memes like this or the Bernie Sanders one work, if they 

manage to simultaneously build the professional image.” 

 

“Like I do not typically see content like this coming from @suomenekonomit and so I do not 

believe in this post at all. And like if this comes after a regular studio picture, I would be way 

too confused.” 

 

The first sentence of the caption which tries to imitate the image is perceived as both funny and 

anxious. The rest of the caption is described to be informative, and the colorful and relaxed tone 
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of voice is described to be entertaining and exciting, and the caption is described to be the best 

caption out of all the examples. However, the amount of emojis is described to be excessive, 

and it gives out the impression that the people running the Instagram account are trying too 

hard to be young. The conversation starter at the end of the caption is described to be a nice 

addition, but the interviewees would not comment on it themselves. When asked about this, 

two reasons appear: summer job search is not something the interviewees want to publicly 

comment on Instagram, and they especially do not want to comment on an Instagram page 

where they are not sure about who is the person answering or reading the comments.  

 

Overall, majority of the interviewees like the post a lot. The humor works, it is seen as funny, 

and it manages to capture the interviewees attention. However, the interviewees are not sure 

whether a post like this one is a bit too much for The Finnish Business School Graduates’ 

Instagram account and especially on the main feed. Some interviewees suggest that a post like 

this would be more fitting for Instagram Stories.  

 

“I think it would be a good call to sometimes post something else than well planned women 

sitting on rocks.” 

 

“I mean this is funny and all, but I would like to see this in stories and not in the feed.” 

 

When asked to compare the two posts and choose their favorite, the opinions are widely divided. 

Some of the interviewees prefer the post 3a, others prefer the post 3b and some interviewees 

would like to mix and match with the used images and captions. The comparison between the 

two posts can be seen from the table 6. When forced to choose their preferred post, most of the 

interviewees choose the post 3b. 

 

Table 6 Comparison between posts 3a and 3b. 

 Positive Negative 

Post 3a corporate voice • Picture is more professional, 

and it fits better to the feed. 

• Too neutral, wakes no 

emotions or interest. 

• Gets lost in the feed. 

• Boring.  

Post 3b CHV • Fun 

• Attracts attention and interest. 

• Better caption 

• Too much emojis. 

• Not fitting to 

@suomenekonomit account. 
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The positive comments for the post 3a come solely from the used image. While earlier in the 

interview the image was not liked, some of the interviewees prefer the image over the one used 

in the post 3b- The interviewees agree, that while the image is neutral and manages to wake no 

emotions or interests, it fits The Finnish Business School Graduate’s overall brand image better. 

Yet, the meme image of the post 3b still manages to get likes as well, and the interviewees agree 

that overall, it manages to better capture attention and interest towards the whole post. The 

caption of the post 3b is preferred by every interviewee: the caption of the post 3a is described 

to be too neutral and boring. The caption of the post 3b manages to work better, even if some 

interviewees think that it has too many emojis.  

 

Comparing the posts 3a and 3b wakes conversation on what is expected and accepted content 

from an organization such as The Finnish Business School Graduates, as some interviewees 

would prefer the organization’s communication to be more neutral and professional than what 

the post 3b portrays. According to some interviewees, they would not expect The Finnish 

Business School Graduates to post a meme on their Instagram feed, and therefore discussing 

about the post 3b seems difficult. Some interviewees agree that the meme itself might be a little 

too much and even confusing, but that using humor or posting lighter content does not take 

away the level of expertise in the organization. The humor and lighter content still have to be 

well made, timely and fitting to the organization. In the discussion a recent viral meme related 

to Bernie Sanders has been mentioned as a great example, where organizations took part in the 

meme by incorporating the image of Bernie sitting on a chair to their own content. This example 

is said to be a great one to show how organizations can partake in memes, use humor, and show 

that they are on the same page with the interviewees. The example is liked, and the interviewees 

seem to like organizations better, when they manage to use timely references or well suited 

humor in their benefit. Humor is not seen to take away from the level of expertise or trust, as 

long as it is well made and fitting to other posted content.  

 

“I just think the battle between meme versus expertise is a relic we should all just forget 

already. Like now we are passing the safe and lukewarm zone with using a meme, but I mean 

I would rather like to see a meme like this than another stock photo of a person sitting on a 

rock, like I have seen that picture like two hundred times.” 
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“Yeah, like being an expert does not mean you cannot post lighter content and memes. Like 

they do not exclude each other out.” 

 

In conclusion, the post with CHV seems to be the preferred tone of voice compared to corporate 

voice, even in situations where the CHV is so informal it is not seen to fit the organization’s 

brand anymore. This effect seems to rise from how corporate voice is once again perceived as 

boring and declarative tone of voice that gets lost in the feed. CHV is seen as fun and something 

that manages to attract the viewers’ attention. When it comes to the sparked discussion, 

humorous content is appreciated as well, as long as it fits with the organizations brand or other 

posted content. A random meme out of the blue is not seen to be fitting but taking part in viral 

memes and incorporating them into the organizations own communications is liked.  

 

Based on the focus groups discussions on the example posts, CHV seems to be the preferred 

tone of voice for Instagram overall. The tone is described to be humane, relaxed and it wakes 

the younger audience’s attention on the Instagram feed. Corporate voice is described as boring, 

declarative, and too professional for Instagram, where the interviewees are looking for 

entertainment. Interestingly enough, CHV is preferred over corporate voice even when the 

usage of CHV is considered to be too informal for the communicating organization.  

 

 

4.5 How CHV is perceived   

 

Moving forward, the focus groups were asked about their feelings towards the usage of CHV 

in general and on Instagram. All the focus groups like CHV, and it is seen as communicative, 

humane, fun, approachable, relatable, and relaxed way of communication, like a fresh breath 

of air. The usage of more informal terms for complicated subjects is appreciated, and CHV is 

overall seen to fit well especially when the communicating organization is targeting younger 

audiences. CHV is thus seen as a quite similar to the way the young audience communicates 

with each other. Communicating with similar voice while encouraging the viewer to engage 

with the content is seen to increase trustworthiness and true engagement with the organization. 

According to some interviewees, using CHV in Instagram caption improves the probability of 

the viewer to read the whole caption.  
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Increased trustworthiness is mentioned multiple times in the focus groups discussions: 

According to some interviewees, using CVH makes them feel as if the communicator seems to 

know what they are doing. Using CHV is seen to increase the communicators level of expertise, 

which leads to increased level of trustworthiness and informativity.  

 

“I think like the trustworthiness only increases when the content is super targeted and 

someone like talks to me directly, knowing what I wish and want.”  

 

According to the focus groups, organizations using CHV fit better to the overall content young 

audiences consume, and the interviewees would like organizations to blend well with the other 

followed content. Brands and organizations on Instagram are successful on Instagram by the 

mercy of the consumers, and therefore they need to communicate with the same terms: an 

organization cannot simply enter the platform and force consumers to follow them. Instead, 

they need to lure the consumer with their engaging content and relaxed tone of voice. The 

interviewees want to see organizations on Instagram to post content that fits the other content 

they see on their feed, which comes mostly from private, personal accounts. Therefore, the 

interviewees strongly agree that CHV is the best choice for Instagram communications.  

 

“I think it is like closer to the content that I otherwise follow on social media.” 

 

“I feel like with CHV I can get into their content and like it works so well I almost feel scared 

on how engaged I am to these posts. Overall, I feel that whenever I feel like an organization 

talks directly to me I am instantly drawn to them.”  

 

 

All the interviewees agree that they would like to see CHV to be used more on the platform. 

The overall communication style in Instagram is described to be relaxed and informal, so using 

CHV is seen to fit there well. Some interviewees assume that using CHV well in Instagram 

communications could possibly activate the followers to create a community around the 

organization by tagging them on different posts with the hope of getting reposted. However, 

many interviewees assume that if more and more organizations would use CHV as their tone 

of voice on Instagram, the viewers would pay less and less attention to it as it would then be 

the new “normal”.  
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“CHV is by far the best choice [of communication] for Instagram. I mean like if you want to 

use it somewhere, use it there and not in an email.”  

 

The interviewees however do not expect every organization to use CHV in their 

communications, and successful usage of CHV is seen to be dependent of the communicating 

organization. When the communicating organization is seen as professional, trustworthy, and 

expert on their field, the interviewees wish to see a level of professionalism in all their content 

in all platforms, including social media.  

 

“I mean like if they are like a trade union or whatever they are, I do not expect the content to 

be like funny and entertaining, I want factual content telling me about my rights and 

benefits.” 

 

While maintaining a certain professionalism level however does not mean the content cannot 

be more relaxed or humane, old-timed memes and overflowing usage of emojis or some 

adjectives are seen as a bad sign. In other words, interviewees see a risk with CHV, if the 

communicating organization does not know their target audience, as there is a fine line when 

CHV works and when it is seen as a desperate attempt to sound young. As the kind of baby 

boomer mocking -humor is a trend at the time of the interviews, the focus groups see that CHV 

brings out a risk of sounding bad and out of time. If this happens, the interviewees will no 

longer want to follow the organization as the tone of voice would make them sound 

unprofessional, and they would find it harder to be able to trust their level of expertise any 

longer. For example, if the communicating organization wants to use a more relaxed language 

with slang words, they need to make sure that those actual words are still in use by the young 

audience. If the timing and language are off, the organization might risk itself to not only sound 

bad, but to lose the interest of the target group. According to some interviewees, a poorly 

executed CHV is worse than dryer, more professional tone of voice.  

 

“I mean like a professional can also be funny, but there is a fine line on how much and what 

situations.” 

 

When asked whether the focus groups know any brands or organizations who already use CHV, 

The Finnish Tax Administration and especially their Instagram account (@verohallinto) is 
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mentioned multiple times in every interview. Their content is mentioned to be successful, 

working, and funny. According to the interviewees, The Finnish Tax Administration shows a 

great example on how wisely different organizations can use CVH in their benefit. Yet, the 

interviewees would not like to see the same tone of voice to be used on other platforms, such 

as in emails or in tax returns. 

 

“I mean taxes are like the driest thing in the whole world and I am still following them on 

Insta. I think that the direr the topic, the better it is to make fun out of it.” 

 

Other well-executed examples of an organization using CHV as their tone of voice are Yle 

Uutiset and all their subaccounts (@yleuutiset, @ylekioski & @yleurheilu), as well as Mimmit 

Sijoittaa (@mimmitsijoittaa) and Oatly (@oatly). All of these accounts are appreciated as they 

manage to mix humorous content and relaxed tone of voice with factual content, and they have 

succeeded in engaging followers even when the actual post topics could be seen as dry or 

boring. In the discussion, the interviewees seem to remember single posts and stories from 

several months ago, and even a whole year ago.  

 

In this discussion, only organization manages to raise negative emotions with their use of CHV. 

Posti Oy and their recent brand launch wakes discussion in all of the focus groups, as the 

interviewees think that their relaxed, informal way of communicating through text messages 

and emails is not fitting to the provided service. Receiving orders is a service, where the 

interviewees do not wish to see informalities, as they already do not fully trust Posti’s reputation 

or ability to carry out the service. None of the interviewees follow Posti on any social media 

accounts, and therefore they cannot give out their opinions on Posti’s Instagram actions.  

  

In conclusion, CHV is perceived positively as it is described solely with positive adjectives, 

such as humane, approachable, fun, and relaxed. CHV increases trust and engagement among 

the focus groups, as the interviewees perceive CHV to be a sign of expertise in the 

communicating organization. On the other hand, a badly conducted CHV is perceived to be 

unprofessional and show a lack of expertise in the organization. When it comes to the 

organizations using CHV, the ones using it on Instagram are especially preferred, with The 

Finnish Tax Administration having most mentions. 
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The focus group find CHV to be fitting tone of voice when targeting young audiences on 

Instagram, as it resembles the tone of voice the audience uses themselves when they are 

communicating with their peers. In fact, the interviewees would prefer to see more CHV used 

on the platform, as they would then feel more related to the organizations.  

 

 

4.5.1 CHV and its effect on brand image 

 

To find out how using CHV effects the young audience’s perception of an organization’s brand 

image, the focus groups were asked their thoughts about The Finnish Business School 

Graduates if they would choose to use CHV on Instagram. According to the interviewees, using 

CHV changes the brand image, but whether the change is positive or negative depends on the 

quality level of the produced content. A well-executed CHV could transform the brand image 

into a more approachable and relatable organization. Using a more relaxed voice, informal 

terms and opening difficult topics more would not only lessen the hierarchy between the 

organization and the followers, but also raise the level of organization’s expertise from the 

interviewees point of view. Making sure the followers understand the topics and matters 

presented in Instagram is important to the interviewees, and they agree that CHV would be a 

fitting tone of voice for that purpose. Interviewees also agree, that with CHV they would be 

more interested about the content The Finnish Business School Graduates post on their 

Instagram, and therefore their engagement with the whole organization would rise from the 

current level.  

 

“Definitely I would wish that they would use CHV and using it would bring me closer to The 

Finnish Business School Graduates and they would become more relatable, because I feel 

that in order to get in to the services and benefits, I need to understand what they are talking 

about. There is also expertise in being able to open difficult things up and bringing them 

closer to us.” 

 

If CHV is used poorly, interviewees recognize a risk with it creating a more negative or 

untrusted brand image. In a situation like this, the interviewees would no longer describe the 

organization as professional or appropriate. When asked about this, the interviewees describe 
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poorly executed CHV to be non-viral memes and overflowing emojis, with a visible and failed 

attempt to try to sound young.   

 

“I like the idea of CHV and like a relaxed and more relatable voice, but I do not want to see 

the Instagram account to turn into a meme page. Like then I could no longer call them 

professional or anything.” 

 

Overall, all the interviewees are unanimous and agree, that using CHV would be an excellent 

choice for The Finnish Business School Graduates, if the produced content simultaneously 

manages to be of a high level of quality. As the organization aims to reach the younger audience, 

speaking with similar tone of voice is greatly appreciated.   

 

“It is so important, not only for The Finnish Business School Graduates but also for other 

organizations on social media to speak the same language with their target group. Yeah, like 

if as a brand you want to be in a position that appeals to the target group, you have to speak 

with the same language and use the same words.” 

 

In conclusion, CHV can help transforming a brand image into a more relatable and 

approachable one, as using a relaxed tone of voice manages to minimize the hierarchy between 

an organization and its followers. The interviewees agree, that using CHV for having a more 

humane, relaxed, and informal tone of voice can raise the level of organization’s expertise in 

the eyes of the focus groups and turn the organizations brand image in to a more relatable one. 

This effect is however only valid, if the content’s quality manages to be simultaneously on a 

high level. Poor usage of CHV or CHV with low content quality could lead into a negative and 

untrustworthy brand image, where describing adjectives such as professional and appropriate 

would no longer apply.  

 

 

4.5.2 Where to not use CHV 

 

The question on where it would not be suitable to use CHV is quite difficult first, as the focus 

groups agree that there is no matter where it would not fit at all. All three groups agree that 
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some elements of CHV, such as more informal language or engaging voice could be used 

everywhere instead of making communications dry.  

 

Some examples still manage to rise from the discussion. CHV is not seen to fit, when the topic 

is something both personal and negative to the followers. Unemployment levels, mental health, 

gender pay inequality and sensitive topics around race and racism are listed to be something, 

where a more formal and traditional tone of voice is appreciated. CHV is also not seen to fit in 

situations when the Instagram account must apologize for some actions or answer to criticism. 

The interviewees would like difficult situations like these to be addressed more formally also 

in Instagram.  

 

“I think like when it is a time to do like crisis communications or when an actual, more 

serious tone is needed for example when facing criticism or they are talking about sensitive 

subjects, I would be careful and stay away from informal language.” 

 

Crisis communications, such as providing information during the Covid-19 crisis, are also 

presented as an example of a situation, where CHV does not work. Another similar example is 

when The Finnish Business School Graduates make a clear statement regarding collective 

agreement negotiations or other matters in their lobbying actions. In these situations, the 

interviewees agree that CHV should not be used, at least excessively. Communication in 

situations like these are wished to be as clear as possible, so that there is no room left for 

misinterpretations.  

 

When asked about different platforms where CHV would not sit well, email and websites are 

mentioned. Some interviewees had recently received emails from different organizations with 

more relaxed headlines, and they had mixed these emails with spam mail.  

 

In conclusion, negatively and personally experienced topics, as well as typically sensitive topics 

are described to be situations, where CHV is not liked. Crisis communications and clear 

statements are other examples, as the interviewees worry that in these situations, CHV could 

possibly lead into misinterpretations. However, the interviewees agree that situations where 

CHV is not suited at all are limited. CHV and its elements seem to be preferred in almost every 

situation, as long as the usage is not excessive, and is done with respect to the topic.  
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4.6 How corporate voice is perceived  

 

Moving from CHV to corporate voice, the focus groups are quite unanimous. Corporate voice 

is described as old-fashioned, political, declarative, and stiff tone of voice. This voice is not 

seen as relatable or engaging, and the interviewees agree that on Instagram, they would most 

likely skip the posts where corporate voice is used. The dislike with constant use of corporate 

voice could lead into less followers, as the interviewees agree that they would not like to follow 

any account on Instagram that only uses corporate voice. The content produced with corporate 

voice is described to be harder to understand and relate to, and therefore the whole organization 

would feel more distant.  

 

“I would not follow, or if I would follow it would only be because I would feel like I have to, 

and then I would unfollow them as soon as I graduate.” 

 

“Oh I would unfollow them right away. I do not want that kind of content on my feed.”  

 

The focus groups agree that there are occasional places and times for corporate voice in every 

organization, such as in special situations like in crisis communications when the organization 

is faced with criticism or when the organization is sharing information about on-going crisis 

situation outside the organization. Another special situation regards sensitive topics that are 

experienced personally and negatively: for example, poverty, unemployment, and topics related 

to race issues or gender pay inequality are considered to be something, where using more proper 

language is taken as a sign of expertise and sensitivity. However, they do not see it fitting any 

organization constantly, especially in Instagram or when targeting younger audiences. 

According to the interviewees, using corporate voice constantly is an unprofessional and even 

stupid choice for tone of voice. 

 

“Yeah, I think it fits every organization with some topics, but not for Instagram and not 

constantly. And definitely not for The Finnish Business School Graduates.” 

 

In conclusion, corporate voice is described with mostly negative adjectives, such as declarative, 

old-fashioned, and boring. The interviewees would most likely either skip or not even notice 

posts with corporate voice, and the more traditional tone of voice would distance the 
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communicating organizations from the viewers. While the focus groups agree that there is a 

place and time for corporate voice, they find it to be ill-fitting for Instagram. 

 

 

4.6.1 Corporate voice and its effect on brand image  

 

When asked what the focus groups would think about The Finnish Business School Graduates 

if corporate voice would be a permanent tone of voice on Instagram, they had only negative 

thoughts. All the interviewees agree that corporate voice is not a good choice for 

@suomenekonomit Instagram account. Corporate voice could change the brand image into a 

more negative, grey, and stiff: The Finnish Business School Graduates would be seen as distant 

and difficult organization, and that their social media presence could also awake anxiety among 

the followers. 

 

“Like at times the content is already so dry and difficult to understand, that using a boring 

tone of voice would only distant me from the organization.” 

 

Some interviewees agree that corporate voice could only enhance the public image consumers 

have about trade unions as distant organizations for “old farts”. Some of The Finnish Business 

School Graduates topics and posts are already considered to be difficult, boring, and dry, and 

using a formal tone of voice would only reinforce those considerations about the whole 

organization. This kind of brand image is not relatable to the younger audience, and the 

interviewees agree that they would no longer feel that they fit well with the organization.  

 

In conclusion, corporate voice and younger audiences do not mix well in Instagram. Corporate 

voice is described to turn the brand image into a more negative and less relatable one, and as a 

result the whole organization would be seen as distant and difficult. The interviewees see that 

any organization who aims to target younger audiences should not choose to use corporate voice 

constantly, as it only reinforces the hierarchy between the audience and the organization.  
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4.7 Preferred tone of voice on Instagram  

 

Lastly, as a concluding question, the focus groups were asked on which type of communications 

thy would prefer organizations to use in social media and why. Once again, the interviewees 

are unanimous with their opinion: they want organizations to use a relaxed tone of voice that 

matches the rest of the content on their feed. The focus groups want to see more interesting, 

relatable, entertaining, and engaging content, and they wish organizations to be more 

courageous and produce content, that stands out from the masses.  

 

“I use social media for entertainment, so I want to see entertaining content.” 

 

According to the interviews, organizational communication is wished to be more humane in 

general on Instagram. By this they mean, that they would like the used tone of voice so sound 

more humane, and thus portray the feeling that there is an actual person behind the social media 

account. Added personal touches would make the whole organization seem more trustworthy 

and their business would be seen as more transparent.  

 

Another important factor the interviewees prefer, is the consistency of the used tone of voice. 

The manipulated posts shown earlier in the interview spark a conversation in the focus groups 

about the consistency of the feed, the posts, and the tone of voice in general. More than any of 

all the possible different possible tones of voice, the interviewees prefer consistency. Not 

knowing what kind of content is coming next is described to be unpleasant, and typically the 

interviewees do not follow accounts that are not steady with the tone of voice on their posts. 

Consistency is also seen to signal the level of commitment and energy the organization is 

willing to put in their communication and marketing actions. A non-consistent account is seen 

as unprofessional, no matter what tone of voice is used.  

 

“Like it is hard to see the example posts and now I think that if that would be the actual 

content on the accounts, I would feel so confused because I do not know what is happening 

and I would not know what to expect next. Yeah, this kind of hot and cold treatment is a no 

thank you.” 
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“I would like to see that the quality level of the posts is on the same level as all the other 

accounts I follow, and I would like to see that the account is run with same energy and 

commitment as any other account I follow.” 

 

Some of the interviewee’s state, that using CHV would benefit all organizations on social 

media: while some accounts are destined to post about more dryer or difficult topics, CHV 

could elevate the posts and make them more interesting and more fun to the followers. 

Interesting, relatable, and fun content would not only engage the interviewees to follow the 

organization, but also better the perceived brand image.  

 

” I think that as long as they speak the same language as me, while staying professional and 

high quality, I am happy. I would like to see more CHV in Instagram by every organization 

because it like engages and lures me in better and I want to follow that.”  

 

Concluding the last question, it is clear that the interviewees prefer organizations to use CHV 

on Instagram and would like them to use it even more in the future. Another interesting 

phenomenon are the consistency and the quality of the posted content. Based on the interviews, 

the focus groups see consistent and high quality content to be more important than the used 

tone of voice.  
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5 DISCUSSION AND CONCLUSIONS 

 

The aim of this study was to extend current knowledge on how using conversational human 

voice (CHV) on Instagram affects perception of organization’s brand image among young 

audiences. Simultaneously, this study aimed to seek answers on how young audience perceives 

CHV on Instagram, and when do young audience prefer corporate voice over CHV on 

Instagram. The purpose of this study was to make contributions to the existing literature on 

CHV and its usage on social media, as that area is currently underexplored (Barcelos et al. 

2018). In order to gain understanding from new perspective, the study focused on younger 

audiences and their perception of CHV and brand image in the case of a non-profit organization.  

 

In this chapter, the findings are first discussed by going through the research questions. Using 

theory-driven content analysis and abductive reasoning, the findings of the study will be 

connected to the existing literature presented in chapter 2, so that the best possible answers 

regarding the research questions can be given. After that, the final conclusions of the study will 

be presented. These conclusions are followed by discussion of theoretical contributions and 

managerial implications. Finally, the limitations regarding this research are addressed and 

directions for future research are suggested.  

 

 

5.1 Discussion 

 

The empirical findings of this study suggest that younger audience likes CHV a lot, especially 

on Instagram. CHV is described as humane, approachable, fun, and relaxed tone of voice, and 

using it transforms the brand image into a more approachable and relatable one. Younger 

audiences see the usage of CHV to rise the communicating organization’s perceived level of 

expertise, and situations where CHV would not fit are rare. Therefore, it can be concluded that 

a clear leading thought can be seen from the empirical findings, and according to Alasuutari 

(2011), abductive reasoning can be used when presenting results for the study.  

 

This subchapter discusses how well the empirical findings of the study support the existing 

literature presented in chapter 2. The literature is not used to test the empirical findings, but 

rather as a guide to find answers to the research questions. Along with the evaluation, this 
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subchapter presents any possible new findings that this study has been able to create. These 

results are discussed by answering to the presented research questions. Each question will be 

discussed in their own subchapter, starting with the two research sub questions, and ending with 

the main research question.  

 

 

5.1.1 Young audiences’ perception of CHV on Instagram 

 

The first research sub question is how do young audiences perceive Conversational Human 

Voice (CHV) on Instagram? The empirical findings show, that CHV is perceived as 

communicative, relaxed, informal, humane, relatable, natural, approachable, humorous, and fun 

tone of voice, which manages to draw attention when faced on Instagram feed. These findings 

correlate well with CHV’s definitions: Kelleher (2009) defines CHV as engaging and natural 

communication, van Noort et al. (2015) uses terms like informal and personalized, and Barcelos 

et al. (2018) see it as close, natural, and human style of communications. As Malone & Fiske 

(2013) have concluded, CHV allows organizations to include a sense of humanness and warmth 

to their business. Continuing from that, Schamari & Schaefers (2015) state a more humane and 

informal organizational tone of voice to be often described as friendly, personal, and not distant. 

As the empirical findings show, young audiences seem to perceive CHV as it is defined with 

humanness, informality, and naturalness, while also highlighting attributes like approachable, 

fun, and relatable from the tone of voice, which are supported by the overall view of how 

humane and informal organizational communications are perceived.  

 

The empirical findings highlight especially that different typical elements of CHV, such as 

emojis, informal language and personal touches are liked a lot. These personal touches are 

found to increase the feeling of humanness on the communication, and having that humane 

communication is perceived as good and enjoyable on Instagram. As one of CHVs goals is to 

mimic real-life situation and relations by adding specific adverbs, informal terms and emojis 

(van Noort et al. 2015; Dijkmans et al. 2015; Kelleher 2009; Park & Cameron 2014), the 

empirical findings show that the young audience responds well to this goal and see CHV to 

work similarly.  
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The feeling of humane communication that CHV aims to reflect is strongly perceived by young 

audiences, as the empirical findings show. In recent studies Javornik et al. (2020) and Barcelos 

et al. (2019), state CHV to be enjoyable communication to follow. A humane tone of voice has 

been reasoned by multiple researchers to be able to generate favorable attitudes towards the 

communicating brand in social media, as well as increases in customer engagement, brand 

evaluations and intentions to purchase organization’s products (Kelleher & Miller 2006; 

Barcelos et al. 2019; Malone & Fiske 2013; Gretry et al 2014; Schamari & Schaefers 2015; 

Park & Cameron 2014). Same results were found in the empirical findings, as CHV seems to 

give the audience a positive perception of the post and promoted service, and therefore increase 

interest towards the post, the topic of the post and the organization behind said post.  

 

Along with the other benefits of a humane tone of voice, the empirical findings show that CHV 

is perceived to drive increased trust on the organization, as humanness gives the audience an 

impression of increased transparency of business. While Scoble & Israel (2006) defined the 

usage of CHV to be a sign of transparency between a brand and a consumer, it is interesting to 

see how the empirical findings are contrary from Grerty et al. (2017). According to that 

research, the added humanness should turn the organization into a more unreliable, yet the 

empirical findings seem to reinforce the idea of how the added humanness makes an 

organization seem like a trustworthy one. The difference between the results could rise from 

the fact, that Gretry et al. (2017) conducted their study on an older demographic, where the 

average age was 32 years old. According to the empirical findings, the young audience does 

not seem to have the same perception of added humanness.  

 

According to the empirical findings, CHV is perceived to be a fitting tone of voice on 

Instagram, especially when the target demographic is younger audience. This can be explained 

by how young audience sees CHV to be quite a similar tone of voice to the one they use 

themselves when communicating with their peers. Existing literature shows that using CHV on 

social media communications helps consumers to evaluate an online company-consumer 

relation as a “real life” relationship (Park & Cameron 2014; Dijkmans et al. 2015; Beukeboom 

et al. 2015; Malone & Fiske 2013). Barcelos et al. (2019) have also concluded CHV to be the 

overall best tone of voice to use on social media, as it generated the most favorable attitudes 

towards the communicating brand. The findings on how fitting CHV is on social media 

platforms are therefore supported. That being said, the current literature of CHV and its effects 
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has been mostly focusing on older audiences (e.g., Dijkmans et al. 2015; Barcelos et al. 2018). 

Therefore, it can be concluded, that the empirical findings on how especially young audience 

supports the usage of CVH are quite new. Using CHV makes the organization sound more 

natural, appealing, and more relatable to the young audience, as the used language is not too 

different from the actual tone of voice the audience uses themselves. 

 

Interestingly, the empirical findings show, that CHV is the preferred tone of voice, even in 

situations when the usage of CHV is excessive and informal that it is no longer seen to fit the 

organization’s brand image anymore. While the findings show that excessive usage of memes, 

emojis and some adjectives could turn a brand into a more unreliable one, the young audience 

still prefers excessive CHV over a more traditional corporate voice. This finding is quite 

opposite to Gretry et al. (2017), who state humanness and excessive informality to lessen the 

professionalism and trustworthiness of an organization. In other words, the usage of CHV 

should be seen as a bad choice, especially when it is not aligned with the brand image. While 

CHV has been studied to resonate with various different positive emotions and attitudes (e.g., 

Malone & Fiske 2013; Schamari & Schaefers 2015; Park & Cameron 2014; Beukeboom et al. 

2019; Dijkmans et al. 2015), there is a research gap on how excessive usage of CHV is 

perceived and how consumers feel about using CHV when it does not seem to fit an 

organization’s brand image at all.  

 

Using abductive reasoning, the conclusion is that CHV is described to be communicative, 

relaxed, informal, humane, relatable, natural, approachable, humorous, and fun tone of voice. 

CHV is perceived to fit the young audience so well, that it is the preferred tone of voice for 

organizations on Instagram overall. CHV has a lot more positives effects compared to a 

traditional corporate voice, so much that the young audience prefers CHV even in situations, 

where it is seen to be ill-fitting for the organization. To conclude, answer to this sub question 

is portrayed on figure 5. The findings are highlighted based on if they are supported by the 

existing literature or if they are new findings. 
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Figure 5 Answers to first research sub question 

 

 

5.1.2 Favoring corporate voice over CHV on Instagram.  

 

Second research sub question focused more on corporate voice: when do young audiences 

prefer corporate tone of voice over conversational human voice (CHV) on Instagram? The 

empirical results show that corporate voice is preferred solely on occasional situations, not as 

a constant tone of voice. Besides some occasions, the findings show corporate voice to be an 

il-fitting choice for tone of voice on Instagram. 

 

These occasional situations include several sensitive topics that are both negatively and 

personally experienced, such as unemployment, gender pay inequality, poverty, and race-

related issues. In these situations, corporate voice is perceived to give an expert and sensitive 

image of the communicating organization, as these topics are not typically light topics to 

discuss. Similarly, to these findings, Barcelos et al. (2019) suggest that using corporate voice 

fits well in situations, where consumers have risk having low trust towards the organization. In 

these situations, it is advised to take some distance between the organization and its consumers 

and use a more traditional tone of voice, so that the perceived level of trust will not take more 
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dives. Sensitive and personal topics as these can be considered as possible points of low trust, 

and so the empiric findings support the suggestion.  

 

Another situation where corporate voice is preferred over CHV on Instagram, is around crisis 

communications. In the findings, the consumers prefer corporate voice to be used in both when 

the organization itself is facing a crisis, and when they are sharing information about a crisis 

outside of them (e.g., the Covid-19 crisis). The preference for using corporate voice instead of 

CHV is reasoned as these situations are considered as sensitive situations, where the 

communicator has to make sure their message will get understood as intended. In other words, 

the empiric findings show young audience to fear that using a more relaxed tone of voice could 

mess with the intended message in a sensitive situation. Interestingly enough, this finding is 

supported by some research, while others strongly disagree with the finding. Both Crijns et al. 

(2017) and Grerty et al. (2017) agree with the findings as they recommend using corporate 

voice especially in crisis communications, as using CHV could potentially lead into increased 

customer skepticism. Contrary to that, Kerkhof et al. (2011), van Noort & Williemsen (2012) 

and Schamari & Schaeferes (2015) strongly recommend using CHV especially in crisis 

communications, as CHV has been found to drive higher commitment levels. In a study done 

by Javornik et al. (2020), the results indicate corporate voice to work less efficiently in 

complaint handling situations happening in social media, when compared with CHV.  In the 

same study, the researchers however reason corporate voice to create significantly greater 

perception of competence and professional approach. Based on that study, it seems that 

corporate voice and how its usage is preferred seems to be a contradictory area of research 

overall.  

 

When looking at how the younger audience generally responds to corporate voice compared to 

CHV on Instagram, the found contradiction becomes even more interesting. The empirical 

findings show, that besides the occasional situations mentioned, young audience does not prefer 

corporate voice over CHV in any situation. Corporate voice is described as old-fashioned, 

political, declarative, and stiff tone of voice, which does not manage to engage nor entertain the 

young audience. Corporate voice is also described to give out an unprofessional brand image, 

as it makes the young audience to feel like the communicating organization does not understand 

who they are talking to. In addition, the findings show that the young audience believes CHV 

to work with almost every situation, lessening the need to use corporate voice in 
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communications. These findings are supported by Schamari & Schaefers (2015), Barcelos et 

al. (2018), Locke et al. (2001) and van Noort & Williemsen (2012), as they have found the 

more traditional corporate voice to be often described as strict, persuasive, and distant when 

compared to CHV. More specifically, Barcelos et al. (2018) and Schamari & Schaefers (2015) 

see the dislike of corporate voice to stem from the fact, that it is not able to transmit emotions 

in the same way CHV is capable to do. Using abductive reasoning, the inability to transmit 

emotions could possibly explain why the young audience prefers corporate voice when the 

discussion topic is either crises or negatively and personally experiences sensitive topics. These 

topics could be something the young audience wants to stay objective about, and using a more 

informal language on those topics could transform the discussion and the whole brand into more 

unprofessional one, as CHV has been found to do in some instances (e.g., Steinman et al. 2015; 

Gretry et al. 2017).  

 

To conclude, young audiences prefer corporate voice over CHV on Instagram only on 

occasional situations: when discussing negatively and personally experienced sensitive topics, 

and in crisis communication. In other instances, or as a permanent choice for tone of voice CHV 

is preferred over corporate voice, as corporate voice is seen as quite ill-fitting for Instagram 

overall. The answer to this sub question is portrayed on figure 6. The findings are highlighted 

based on if they are supported by the existing literature or if they are new findings. 

 

Figure 6 Answers to second research sub question 
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5.1.3 CHV’s effect on organization’s brand image among young audiences on Instagram 

 

After discussing the two subresearch questions, the focus can be put on the main research 

question. The main research question for this study was how does Conversational Human Voice 

(CHV) affect organization’s brand image among young audiences on Instagram? The empirical 

findings show clearly, that using CHV changes the perceived brand image. Whether the change 

is positive or negative depends on how much the audience trusts the organization to begin with. 

In the context of this study, the empirical findings show that the suited organization was trusted 

among the interviewees, as trustworthy was mentioned multiple times in the data. In 2018 

Barcelos et al. found similar results, concluding that depending on the situation, CHV can either 

drive positive attitudes towards the organization, or make the organization seem risky and 

haphazard. Also, Gretry et al. (2017) highlights the importance of trust in their study focusing 

on informal communication style: according to his study, a more informal communication is 

preferred, when the consumers already trust the organization. If they do not trust the 

organization nor are familiar with it, informal communication style is not preferred. While this 

study is not focused strictly on CHV, these results can be supported by the new empirical 

findings.  

 

When the communicating organization is trusted and CHV manages to use same terms as the 

young audience while sounding genuine and engaging, the brand image transforms into more 

approachable and relatable. In this situation, CVH manages to minimize the hierarchy between 

the consumer and the organization, thus making it easier for the young audience to relate and 

approach the organization on Instagram. Another CHV’s effect in a situation like this, is he 

higher perceived level of expertise. As the young audience already trusts the organization and 

they manage to produce enjoyable quality content, CHV is seen as a sign of high level of 

expertise in the organization. Therefore, two answers to the main research question are: the 

brand image turns into a more approachable and relatable one, and the organization is perceived 

to have a higher level of expertise.  

 

The presented literature shows that pervious research has reached similar results when it comes 

to the increased approachability and relatability. Already in 2009, Kelleher recognized CHV to 

correlate positively with positive attributes such as trust, satisfaction and commitment towards 

the brand or organization. A more humane tone of voice has been found to generate favorable 
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attitudes towards the communicating brand on social media, as the humane tone of voice is 

perceived to bring the communicating organization closer to the consumers. (Park & Cameron 

2014; Schamari & Schaefers 2015; Barcelos et al. 2019) Beukeboom et al. (2015) have found 

CHV to be the main explanatory factor to positively predict improvements on brand 

evaluations. The empirical findings show that using CHV is perceived to minimize the 

hierarchy between the organization and a consumer. The perception drives from the effect on 

how organizations using CHV have been found to feel closer to the consumer in the presented 

literature. Naturally with lessened hierarchy, the consumers start to feel the brand to be more 

approachable and relatable than before. While the literature does not use the specific words 

“approachable” and “relatable”, these are positive attributes like the ones mentioned in those 

studies and are therefore considered to be supported by the previous literature, as well as the 

perceived effect of the minimized hierarchy.  

 

When it comes to the perceived higher level of expertise, the empirical findings show that 

young audience takes the usage of CVH as a sign of high level of expertise in the organization. 

The findings show, that using a more informal language and explaining difficult topics to the 

audience makes them feel that the organization is professional and knows what they are doing. 

It is considered to be a certain kind of expertise to be able to keep the communications simple 

and engaging yet filled with information. In other words, using CHV lets the young audience 

know that the organization knows what they are talking about, and they know who they are 

talking to. This finding is slightly supported by Malone & Fiske (2013), who agree that 

portraying humanness in organizational communications can be a sign of competence and 

humanness. However, Malone & Fiske did not focus specifically on CHV, and they had no 

research findings about this effect. Interestingly, Javornik et al. (2020) found in their research 

corporate voice to be significantly better in creating a greater perception of competence in the 

consumers eyes, compared to CHV. This is completely contradictory to the empirical findings, 

where corporate voice is experienced to even give out an unprofessional brand image, when it 

is not used in the right occasions. One reason as to why the results differ so widely from each 

other can be that Javornik et al. (2020) focused especially on complaint handling situations in 

their study. Those situations did not come up in the empirical findings, who otherwise highlight 

CHV to be the preferred tone of voice overall on Instagram for young audiences. In other words, 

a clear leading thought of the preference of CHV and its effect can be found. Using abductive 

reasoning, the earlier research by Javornik et al. (2020) can be challenged, thus concluding that 
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CHV is perceived to be a sign of higher level of expertise, at least in the eyes of the young 

audience and on Instagram. Being able to make difficult topics into entertaining Instagram posts 

is seen as a capability only an organization within a high level of expertise is able to do. 

 

When the communicating organization is already seen as untrusted, the empirical findings show 

that using CHV could risk the brand image to be perceived as more unreliable, unprofessional, 

and not appropriate at all. Grerty et al. (2017), Crijns et al. (2017) and Steinmann et al. (2015) 

all recognize this situation in their studies. According to these studies, humane tone of voice 

has been found to decrease brand trust in some situations, especially when the consumers are 

not familiar with the brand and they are expecting a brand to behave otherwise. While these 

empirical findings and supporting literature on the possibly negative effects of CVH are as 

important as any other findings, the leading thought of the empirical findings and supporting 

literature show, that CHV is the overall preferred tone of voice. The leading thought even 

shows, that CHV is preferred in situations, where it is not seen to fit the organization’s brand 

image anymore. While conclusions to this study can be drawn from these findings with the help 

of the leading thought, these findings show a new, interesting gap in the CHV literature on 

CHV’s role as a tone of voice, when the communicating organization is not trusted by the 

audience.  

 

To conclude, CHV affects the perceived brand image depending on how trusted the 

organization is. When the young audience trusts the organization, using CHV transforms the 

brand image into more approachable and relatable one. This effect happens, as CHV manages 

to minimize the existing hierarchy between the organization and the consumer. Another effect 

with a trusted organization is that the young audience perceives the usage of CHV to be a sign 

of higher level of expertise in the organization. Using more informal and engaging tone of voice 

lets the young audience know that the communicating organization know what they are talking 

about and to who they are communicating to. When the organization is untrusted to begin with, 

using CHV can turn the brand image into even more unreliable and unprofessional one. The 

answer to this main research question is portrayed on figure 7, where the answers are divided 

by whether the organization is trusted or not. The findings are highlighted based on if they are 

supported by the existing literature or if they are new findings. 

 



77 

 

 

 

Figure 7 Answers to main research question 

 

 

5.2 Conclusions 

 

The motive of this study was to explore how using different tones of voice on organizations 

social media communications effect young audiences, and how this effect transforms the 

organizations perceived brand image. Prior research on using CHV on online communications, 

more specifically on social media had focused on consumer behavior after experiencing CHV 

in communications. This leaves a research gap on how the experience effects the brand image 

itself, especially when the perceiving audience consist of young audience. Furthermore, the 

current research had yet to specify, when the young audience prefers corporate tone of voice to 

be used instead of CHV and why. In addition, the current CHV research rests mostly on 

quantitative research, leaving room for more qualitative research now and in the future. This 

study’s aim was to increase current knowledge on how using conversational human voice 

(CHV) on Instagram affects perceptions of organization’s brand image. This aim was reached 

by focusing first on how CHV is perceived by young audience, and how his perception then 

affects young audiences brand image evaluations. The effect of CVH was studied by contrasting 
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it with corporate voice, which is how studies on CHV have typically been made. The main 

findings of this study are concluded and presented in the figure 8. 

 

 

 

Figure 8 Summary of the main findings 

 

On Instagram, CHV is perceived positively, and it is concluded to be the preferred tone of voice 

for organizational communication on Instagram, especially when targeting young audiences. 

Adjectives such as humane, enjoyable, approachable, fun, and relatable are repeated all over 

the empirical findings and are also well supported by the existing literature. Along with these 

adjectives, CHV is described as an enjoyable tone of voice to follow on Instagram, and the 

young audience would like organizations to use it more. When comparing the two different 

tones of voice together, CHV is preferred as a constant tone of voice, and corporate voice is 

preferred over CHV in only occasional situations. These few situations include crisis 

communications and negatively and personally experienced sensitive topics, and the preference 

of corporate voice over CHV can be explained by wanting organizational communication to be 

as objective as possible in situations like these.  

 

The young audience perceives CHV to fit extremely well for communication that is targeting 

towards them on Instagram. CHV is seen to be a similar tone of voice as the voice the young 

audience uses with their peers. This more humane tone of voice is thus seen fitting for Instagram 
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as it blends well with the other content on the users’ feed. A more humane tone of voice is also 

seen as easier to relate to when compared to corporate voice.  

 

Using CHV transforms the perceived brand image, and whether the transformation is positive 

or negative depends on whether the young audience finds the communicating organization 

trusted or not. When the organization is trusted, two using CVH transforms the brand image 

into more approachable and relatable. This effect is driven by how CHV manages to minimize 

the existing hierarchy between an organization and the consumers. Minimizing the hierarchy 

brings the organization closer to the consumer, who then finds the organization easier to 

approach and relate. Furthermore, in the context of a trusted organization, the young audience 

perceives the usage of CHV to be a sign of a higher level of expertise within the organization.  

This effect is driven by how the young audience assumes that using CHV signals that the 

organization not only knows what they are talking about, but they also know who they are 

talking to. Being able to make difficult topics into entertaining Instagram posts is seen as a 

capability only an organization within a high level of expertise can do. However, when the 

young audience finds the organization untrusted, using CHV transforms the brand image into 

more unreliable and unprofessional one.  

 

 

5.3 Theoretical contributions 

 

As expected, this study was able make theoretical contributions to the understanding of 

different tones of voice on Instagram, how these tones are perceived and how using these tones 

of voice affect organizations brand image. Some of the contributions supported already excising 

literature and managed to expand the current knowledge of some effects to include young 

audience specifically. Along with he supported contributions, this study managed to also 

challenge the existing literature by drawing new and contrary conclusions based on the leading 

thoughts of the collected empirical findings.  

 

CHV was defined as the overall preferred tone of voice on Instagram. Adjectives like humane, 

informal, relatable, and approachable were used to describe how CHV was perceived, and the 

similarity to real-life conversations was emphasized. The findings show, that due to its nature, 

CHV is seen as a natural tone of voice which manages to bring the communicating organization 
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closer to the consumer. These findings support the pervious theories on how CHV is perceived 

or described (e.g., Kelleher 2009; van Noort et al. 2015; Barcelos et al. 2018; Dijkmans et al. 

2015), and how CHV as a tone of voice has been found to bring the organization closer to the 

consumers (e.g. Schamari & Schaefers 2015; Beukeboom et al. 2015).  

 

In previous research, CHV had already been defined as a fitting tone of voice for social media 

communications. Dijkmans et al. (2015) found CHV to be the mediating factor between the 

exposure of an organization’s social media behavior and positive perception of an 

organization’s brand image. Later, Barcelos et al. (2019) defined CHV to be the best possible 

tone of voice on social media communications, as it generates the most favorable attitudes 

towards the communicating organization. In addition, according to Beukeboom et al. (2015) 

CHV is the main explanatory factor to positively predict improvements on brand evaluations, 

when used in social media communications. This study managed to expand the current 

knowledge by including young audience, as these previous studies had been made with an older 

demographic. Another expansion related to Instagram as a specific social media platform: while 

the earlier studies had focused generally on social media or on Facebook, these findings show 

that CHV fits especially well for organizational communications on Instagram.  

 

When it comes to CHV and brand image, the importance of trusted organization was 

highlighted. While Gretry et al. (2017) focused on trust by how using CHV affects the perceived 

trust and CHV has been mentioned to convey trust between the organization and its consumers 

(e.g., Barcelos et al. 2019), this study put more importance on trustworthiness. However, a clear 

division on how CHV is seen based solely on the trustworthiness of the communicating brand 

is a new finding and thus contribution to the CHV literature.  

 

The results on the effects of CHV on brand image are somewhat supported in the previous 

research. The increased approachability and relatability are attributes that have been combined 

with CHV already by Kelleher (2009), but also later reinforced by other studies (e.g., Park & 

Cameron 2014; Schamari & Schaefers 2015; Barcelos et al. 2019).  The effect of CHV in the 

case of untrusted organization contributes to the existing theories by supporting them, as Grerty 

et al. (2017) and Steinmann et al. (2015) recognize the risk of using CHV in the case where the 

organization is not familiar, or the organization does not behave as it is expected to behave. The 

perceived higher level of expertise within the organization is a new finding, as Javornik et al 
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(2020) found corporate voice to portray the level of competence better. This new finding 

contributes to the existing theories on CHV and how it can be used to portray competence and 

expertise, especially when the communication is aimed for young audiences.  

 

Another important contribution are the findings on where the young audiences prefer corporate 

voice instead of CHV. While some suggestions on where to use corporate voice have been 

presented in earlier studies (e.g., Barcelos et al. 2018; Gretry et al. 2017), a clear understanding 

of the situations is still missing. This study manages to expand current knowledge on the 

occasional situations, where corporate voice is preferred over CHV: in crisis communications 

both within the organization and outside of it, and when the topics are negatively and personally 

experiences sensitive matters. The empirical findings suggest that the corporate voices inability 

to transfer emotions is the reason, why it is preferred over CHV in these situations.  

 

Finally, this study advanced the qualitative research on CHV and its effect on consumers 

attitudes and perceptions of the communicating organization’s brand image. As the field of 

CVH has been previously heavily researched by quantitative means (e.g., Park & Cameron 

2014; Dijkmans et al. 2015; Barcelos et al. 2018; Javornik et al. 2020), including a new point 

of view via conducting a qualitative research has brought up more findings as to how do young 

audience see CHV in organizational communication, and how they respond to it.  

 

In conclusion, this study contributes to the existing literature by highlighting how the 

organizations using CHV are perceived, specifically on Instagram. Furthermore, this study 

widens the existing knowledge by focusing on the digitally native young audiences’ perceptions 

of CHV and its effect on the organization’s brand image. In addition, this study highlights 

instances, where this young audience prefers organizations to use corporate voice instead of 

CHV, even if CHV is the tone of voice they prefer more overall.  

 

 

5.4 Managerial implications 

 

Along with the theoretical contributions, also managerial implications can be drawn from this 

study. When an organization is targeting young audiences on Instagram, they should consider 

using CHV as their constant tone of voice. Young audiences seem to prefer CHV over any other 
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tone of voice, as they find it humane, approachable, and relatable tone of voice they like to see 

on Instagram. In addition, CHV has been shown to transform organization’s brand image into 

approachable and relatable, and also be a sign of the high level of expertise within the 

organization. These positive effects of CHV are something organizations should consider when 

making decisions on how to target the young audiences on Instagram.  

 

However, if the organization is unsure whether their target audience considers the organization 

as trusted or untrusted, some caution should be taken before using CHV excessively, as it can 

also have a negative effect on the brand image. The positive aftermaths can only be expected if 

the audience trust the organization. Along with that, the usage of CHV can only be 

recommended for Instagram and for situations that are not crisis communications nor sensitive 

topics. In these situations, a more objective tone of voice is preferred.  

 

As the topic of the study was assigned by The Finnish Business School Graduates, some 

managerial implications are presented focusing on that organization. The study shows that 

using CHV as a constant tone of voice on @suomenekonomit Instagram account could be an 

excellent choice, as the young audience prefers CHV on Instagram overall. The empirical 

findings show that the interviewees found The Finnish Business School Graduates to be a 

trusted organization, and therefore using CHV could positively transform their brand image 

into more approachable and relatable. In addition, the young audience could see the usage of 

CHV to be a sign of a higher level of expertise in the organization. CHV should only be 

comprised by corporate voice, when the topic of the post is either negatively and personally 

experienced sensitive matter, or when there is a need for crisis communications.  

 

 

5.5 Limitations and directions for future research 

 

Different tones of voices, CHV and corporate voice continue being an emerging area of 

research, especially in the context of social media marketing and communications. While this 

study expands the understanding of how CHV is perceived and how it effects organization’s 

brand image, the study still has some limitations which need to be addresses and considered in 

future research.  

 



83 

 

The organization in this study was The Finnish Business School Graduates, and while some 

interview questions were asked about using CHV and corporate voice generally, the 

interviewees most likely answered the questions as well with keeping this exact organization 

in mind. The interviewees were all also Finnish business school students, who were already 

familiar with the organization. While this setting is great for exploring CHV in the case of a 

trusted and well-known non-profit organization, the generalizability of these findings for other 

organizations even in Finland is limited, and future research is needed to explore CHV and its 

effects with a more diverse sample.  

 

Another limitation comes with the nature of a qualitative research, where sample sizes are 

typically small. With three focus groups and sixteen interviewees in total, with all the 

interviewees being Finnish business school students or recent graduates, the sample size is 

small and quite homogenous. In other words, the collected data provides good answers to the 

research questions, the generalizability of research results is quite limited.  

 

Some interesting directions for future research can however be highlighted from this study. 

First, there is a research gap on how excessive usage of CHV is perceived and how consumers 

feel about using CHV when it does not seem to fit an organization’s brand image at all. In this 

study, the empirical findings simply show that CHV is preferred even in those situations, but 

the future research could dive into the reasons as to why this preference exist.  

 

Second, the highlighted importance of trust within the communicating organization presents an 

interesting contradiction within the results. The result of this study shows, that CHV is not 

preferred when the organization is seen as untrusted, yet the results also show that CHV is the 

preferred tone of voice overall. This contradiction between the results show significant potential 

for future research on how CHV is perceived, when the communicating organization is not 

trusted by the consumers. 
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APPENDICES 

 

 

Appendix 1. The Interview questionnaire    

 

Activity on Instagram & familiarity with Ekonomit  

1. How much do you use Instagram? / Kuinka paljon käytät Instagramia? 

2. Why do you follow different brands and organizations on Instagram? / Miksi seuraat 

eri brändejä ja organisaatioita Instagramissa? 

3. What adjectives come to mind when you think of Ekonomit as an organization? / 

Millä adjektiiveilla kuvaisit Ekonomeja organisaationa? 

4. How long have you been following Ekonomit on Instagram? / Kuinka pitkään olet 

seurannut Ekonomeja Instagramissa? 

5. What do you think of the content Ekonomit post on their Instagram? / Mitä mieltä olet 

Ekonomien Instagram-sisällöistä? 

 

How do young audiences respond to Conversational Human Voice (CHV) on 

Instagram? 

6. (Post 1a) What do you think about this post? What draws your attention? / (Post 1a) 

Mitä ajattelet tästä postauksesta? Mikä kiinnittää huomiosi? 

7. (Post 1b) What do you think about this post? What draws your attention? / (Post 1b) 

Mitä ajattelet tästä postauksesta? Mikä kiinnittää huomiosi? 

8. Which post do you like more and why? / Kummasta postauksesta pidät enemmän ja 

miksi? 

9. (Post 2a) What do you think about this post? What draws your attention? / (Post 2a) 

Mitä ajattelet tästä postauksesta? Mikä kiinnittää huomiosi? 

10. (Post 2b) What do you think about this post? What draws your attention? / (Post 2b) 

Mitä ajattelet tästä postauksesta? Mikä kiinnittää huomiosi? 

11. Which post do you like more and why? / Kummasta postauksesta pidät enemmän ja 

miksi? 

12. (Post 3a) What do you think about this post? What draws your attention? / (Post 3a) 

Mitä ajattelet tästä postauksesta? Mikä kiinnittää huomiosi? 
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13. (Post 3b) What do you think about this post? What draws your attention? / (Post 3b) 

Mitä ajattelet tästä postauksesta? Mikä kiinnittää huomiosi? 

14. Which post do you like more and why? / Kummasta postauksesta pidät enemmän ja 

miksi? 

15. CHV refers to communication, where organization tries to interact with the consumers 

and humanize itself. How do you feel about using CHV? / CHV viittaa viestintään, 

jossa yritys yrittää aidosti kommunikoida kuluttajien kanssa sekä inhimillistää itseään. 

Mitä mieltä olet CHV:n käytöstä? 

16. Can you name any brands or organizations that use CHV? What do you think of them? 

/ Pystytkö nimeämään brändejä tai organisaatioita, jotka käyttävät CHV:tä? Mitä 

ajattelet näistä brändeistä ja organisaatioista?? 

17. What do you think about using CHV on Instagram? / Mitä mieltä olet CHV:n  

käytöstä Instagramissa? 

18. What would you think about Ekonomit if using CHV would be a permanent choice? / 

Mitä mieltä olisit Ekonomeista jos CHV:n käyttäminen olisi pysyvä päätös? 

 

When do young audiences prefer corporate tone of voice over a human tone of voice on 

Instagram? 

19. What would you think of Ekonomit if using corporate voice would be a permanent 

choice? / Mitä mieltä olisit Ekonomeista jos corporate voicen käyttäminen olisi 

pysyvä päätös? 

20. Are there situations where CHV would not fit? Can you give an example of a situation 

like that? / Onko olemassa tilanteita, joihin CHV ei sovi? Voitko antaa esimerkin 

tällaisesta tilanteesta? 

21. Which type of communication would you prefer organizations to use in social media 

and why? / Kumman tyylistä viestintää haluaisit organisaatioiden käyttävän somessa 

ja miksi? 

 


