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ABSTRACT 

The research adopts the technological affordance approach and the theory of 

planned behavior (TPB) to examine the role of enterprise social media (ESM) in 

employee communication and its effects on employees in the context of mainland 

China. The research postulated that organizations can actualize affordances of 

ESM to influence employees’ cognitive perceptions of ESM (i.e., attitude, 

subjective norms, and perceived behavioral control) that further affect their ESM 

use intention and relationships with organizations (i.e., employee-organization 

relationships; EORs). Using a mixed-methods approach to examine Enterprise 

WeChat (EWeChat), the research interviewed 36 participants to explore 

organizational actions of EWeChat affordance actualization and employee 

perceptions about EWeChat use in mainland China. An online survey with 427 

mainland Chinese employees adopting EWeChat was conducted to investigate the 

role of ESM affordance actualization in forming the employees’ intention to 

continuously use EWeChat, as well as in cultivating their EORs through their 

attitude, subjective norms, perceived behavioral control, and habits of EWeChat 

use. Key results of the research include the following. Thirteen EWeChat 

affordances and means of actualization (i.e., association, control, diversity, 

feedback, outeraction, perpetual contact, persistence, personalization, portability, 

privacy, social presence, synchronicity, and visibility) for specific organizational 

goals were identified. The influence of EWeChat affordance actualization on 

employees’ intention to continuously use EWeChat was mediated by their 
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perceived benefits and risks of EWeChat use. The utilitarian benefit, hedonic 

benefit, avoidance of work-life conflicts, social concerns, privacy concerns, and 

perceived behavioral control were positive indicators of the continuous EWeChat-

use intention, while performance risk was a negative indicator. The effects of 

affordance actualization on EORs were partially mediated by employees’ 

perceived utilitarian benefit and perceived professional image related to EWeChat 

use. The research extends the TPB to predict ESM use in Chinese workplaces. It 

explicates ESM affordance actualization as the interaction between ESM and 

organization (actor 1), and also between ESM and employees (actor 2). It also 

evidences that ESM can be used as a relationship cultivation tool. The research 

sheds light on how organizations in mainland China can effectively configure 

their ESM to maximize the efficacy and relational outcomes of its mobile 

application in employee communication. 

 

Keywords: Organizational communication; Internal communication 

effectiveness; Enterprise social media; Affordance; Theory of planned behavior; 

Organization-Public relationships; Employee-Organization relationships; Social 

networking; Chinese employees   
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CHAPTER 1: INTRODUCTION 

With the rapid development and wide adoption of mobile communication 

technologies in recent decades, mobile devices and applications have gained 

increasing attention from organizations to engage with stakeholders for various 

purposes. Communication in the workplace has been influenced as well, as 

evidenced by the rapidly increasing number of employees using mobile 

applications for work-related activities (Digital Strategy Consulting, 2014). 

Smartphones have changed people’s work styles by providing strong connectivity, 

immediacy, and accessibility (Boswell & Olson-Buchanan, 2007; Jensen, 2008). 

Innovative mobile services, such as location-based functions and smartphone 

applications, allow organizations to reach employees anytime and anywhere 

(Diaz et al., 2012), to encourage feedback from employees (Hersleb et al., 2002), 

and to enhance inter-organizational collaborations (Turner et al., 2010).  

Empirically, data provides evidence of why mobile devices are important 

in the workplace. As of 2016, approximately 77% of the smartphone users in the 

United States indicated that their smartphone usage increases their productivities 

(Frost & Sullivan, 2016). A 2016 Samsung report revealed that about 98% 

companies in South Korea had their employees use mobile devices for business 

purposes (Melanie Turek, 2016). China has the largest number of smartphone 

users in the world, and the market size of mobile officing in the nation is expected 
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to reach 30 billon RMB in 2020 approximately (iiMedia Research, 2020). Up to 

2018, about 4.9 million Chinese employees had employed smartphone 

applications for work (EqualOcean, 2020). Amid the lockdown by COVID-19, 

300 million Chinese employees from more than 18 million companies used 

smartphones or tablets to work from home in February 2020 (EqualOcean, 2020).  

As a growing number of employees expect their organizations to be better 

equipped with modern technologies for work productivity and communication 

effectiveness, organizations also work on transforming their internal 

communications for maximum work productivity utilizing new informational 

communication technologies (Kane, 2015). One outcome of this trend is the birth 

of enterprise social media (ESM), a Web-based platform that allows users to 1) 

get access to and communicate with colleagues, 2) publicly post, edit and view 

publicly posted messages (Leonardi et al., 2013). ESM has been widely adopted 

by organizations for communication, knowledge sharing, collaborations with 

employees, and interactions among employees (Y. Liu & Bakici, 2019). A variety 

of ESM platforms are being used by organizations on the globe, including Slack, 

Microsoft Teams, Dingtalk, and Enterprise WeChat. By the end of 2018, Slack 

had more than ten million daily active users worldwide (Statista, 2019). Microsoft 

Teams had reached more than 75 million daily active users by April 2020 (Tom, 

2020). Dingtalk reportedly attracted one hundred million users in mainland China 

by 2018 (CBNData & Dingtalk, 2018) while EWeChat recruited 1.5 million 

organizational users plus 30 million employee users (Tencent, 2019). Notably, 
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eighty percent of the Chinese Fortune 500 companies settle on EWeChat for their 

internal communications (Tencent, 2019). 

1.1 Research Objectives 

The communication potential of ESM, a high-tech media system, has 

attracted the attention of scholars and practitioners on how it can be effectively 

used by organizations and employees in the workplace. Previous ESM studies 

mainly focus on its use motives (e.g., Y. Liu & Bakici, 2019; Madsen, 2017), its 

contribution to particular organizational processes (e.g., Leonardi et al., 2013; 

Van Osch et al., 2015), and its outcomes in various communication contexts (e.g., 

Pitafi et al., 2018; Yuan Sun et al., 2020; Treem et al., 2015). Communication and 

information management scholars have investigated the role of ESM in achieving 

work-related objectives, including knowledge management (X. Luo et al., 2010), 

socialization in workplace (Leidner et al., 2018), and employee agility (Cai et al., 

2018). However, the mainland Chinese workplace has a unique context which 

may influence how ESM is utilized. Mainland Chinese employees are 

increasingly relying on their smartphones to deal with work-related tasks (Li, 

2017; Li & Lin, 2016). Also, considering the collectivistic culture, top-down 

management style and heavy-workload situations of Chinese workplace, ESM 

might be used differently compared with organizations in the Western context (N. 

Chen, 2008; Francesco & Chen, 2004; Xiao & Cooke, 2012). The situation of 

organizational ESM use in the Chinese context is unexamined and worth 
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investigating. 

ESM integrates multiple features on one platform, such as social media, 

instant messaging, WIKI, Office automation, cloud storage, and blogs (Fulk & 

Yuan, 2013). In mainland China, most people rely intensively on smartphones, 

filling their needs in (almost) every aspect of life through mobile applications. 

Most ESM platforms are mobile-based (Li & Lin, 2016). Affordance is defined as 

the potential interaction between technological features and actors’ psychological 

needs (Hutchby, 2001; Norman, 1990). A large number of previous ESM studies 

adopted the approach of affordance to analyze the relationship between the 

platform’s functions/features and people’s use of the platform in various contexts 

(Leidner et al., 2018; Leonardi & Treem, 2012; Majchrzak et al., 2013) by only 

investigating affordances of ESM’s social media and instant messaging features 

(Leidner et al., 2018; Leonardi et al., 2013). Few studies examined the 

affordances of other ESM features (e.g., mobile-based organization database), or 

the affordances’ impact on the organizational goal attainment in the Chinese 

contexts. This research also adopts the affordance approach to understand the 

ESM use of Chinese organizations, as it concerns both ESM features and Chinese 

users’ unique needs.  

Pozzi et al. (2014) proposed a theoretical framework from the affordance 

approach. The framework includes four stages: affordance existence, affordance 

perception, affordance actualization, and affordance outcomes. As affordance is 

the potential interaction between technological features and actors’ needs, for 
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ESM, affordance existence indicates that the potential for particular goal-

orientated actions are decided by both platform developers and employee users’ 

organizations. Users then perceive the existing affordances and subsequently use 

ESM via various ways to achieve their own goals by actualizing the affordances. 

Then the actualization of different affordances results in different outcomes. 

Previous research mainly focused on affordance perception, actualization and 

outcomes form the user’s perspective (e.g., Majchrzak et al., 2013; Rice et al., 

2017), but failed to consider the fact that organizations are able to and actively 

decide which affordances are activated on their ESM platform and how the 

affordances are actually actualized to meet their needs. Some other studies 

analyzed how technological affordances were actualized by organizations, 

without examining effects of such actualization on the user perspective (e.g., 

Vaast & Kaganer, 2013). Since affordance existence and actualization by the 

organization are influential to employees’ affordance perception and outcomes 

among its employees, the two stages of the process and their effects should be 

better examined. The first objective of this research is to understand how Chinese 

organizations use ESM via actualizing its affordances. 

The affordance approach suggests concentrating on both the 

organization’s and employees’ needs for using ESM. Existing studies largely 

investigated employees’ ESM use behaviors by looking at their demographics 

(age, gender and industry), other media use (e.g., social media use experience) 

(Di Tommaso et al., 2020; Treem et al., 2015), and motivations for ESM use. The 



6 
 

6 
 

theory of planned behavior (TPB) has been an effective framework to analyze 

user motives (usually as a predictor of the user’s cognitive behavioral intention), 

in particular, to predict technology adoption behaviors (Ajzen, 1991; Morris et al., 

2005; Pelling & White, 2009). The TPB posits that an individual’s behavioral 

intention is influenced by the trade-off between perceived benefits and risks of 

the behavior (i.e., attitude), influences by important others of the individual (i.e., 

subjective norms) on the behavior, as well as the potential internal and external 

constraints of performing the behavior (i.e., PBC) (Ajzen, 1991). In the context of 

this research, the attitude concerns employees’ needs to be satisfied by their ESM 

use. The subjective norms are about influences of colleagues and demands of 

supervisors; the PBC refers to the ability for an employee to effectively use ESM. 

Therefore, the second research objective is to explicate how employees perceive 

the actualized affordances after their usage. 

An important indicator to evaluate the success of a technology adoption is 

its continuous use (Bhattacherjee, 2001). Continuous use indicates that with 

positive experience and perceptions of using a technology, a user accepts the 

technology and prefers to actively use it in the future (Yuan et al., 2016). 

Although employees may not withdraw from the ESM platform due to 

organizational demands, their continuous use intention remains important because 

it influences employees’ engagement in ESM-based activities. The continuous 

ESM use intention also implies the success of organizational ESM use strategies. 

By understanding employees’ reaction, organizations are able to refine their 
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strategies for effectiveness (Ajzen, 2015). Guided by the TPB, the third objective 

of the research is to identify effective organizational affordance actualization 

actions (affordance actualization hereafter) in forming employees’ intention of 

continuous ESM use. 

Furthermore, while ESM being a communication channel between an 

organization and its employees, few organizational communication studies have 

investigated the effect of ESM on cultivating employee-organization relationships 

(EORs). Existing studies have identified EORs, which can be regarded as the 

internal organization-public relationships (OPRs) cultivation strategies, with both 

economic and affective benefits in the organization (Ali et al., 2018; Fitzsimmons 

& Stamper, 2014; Men, 2012). However, few had examined how the relationships 

can be strengthened via utilizing certain ESM features. The fourth objective of 

the research is to examine the effect of ESM use on EORs. 

The research addressed the above-mentioned ESM research problems by 

scrutinizing the most used mobile-based ESM in mainland China: Enterprise 

WeChat (EWeChat). In specific, it examined what EWeChat’s affordances are 

activated and actualized by organizations in mainland China, and how the 

actualized affordances affect their employees’ continuous use intention of 

EWeChat and the employee-organization relationships. 

1.2 Theoretical Framework 

The research’s theoretical framework integrated the four-stage affordance 
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approach by Pozzi et al. (2014) and the TPB. Based on the review of relevant 

literature, the author synthesizes affordances of different features of ESM and 

uses Pozzi et al.’s (2014) model to conceptualize the effect of organizational 

affordance actualization on affordance outcomes (e.g., continuous ESM use 

intention and EORs) via employees’ affordance perceptions. The TPB is used to 

identify salient users’ cognitive perceptions (i.e., perceived benefits, perceived 

risks, subjective norms, perceived behavioral control (PBC)) of ESM affordance 

actualization, as well as to predict individuals’ continuous EWeChat use intention 

(Ajzen, 1985).  

1.3 Research Design 

The research attempted to fill the above-mentioned gaps by conducting 

two studies. Study 1 explored how organizations in mainland China actualize 

EWeChat affordances and their employee perceptions of employee 

communication using EWeChat, by interviewing 11 staff who handle employee 

communication on the management side and 26 full-time workers to present the 

employee perspective. The data was analyzed thematically. Based on the results 

of Study 1, the author developed a questionnaire with the variables of affordance 

actualization, attitude, subjective norms, PBC, continuous EWeChat use 

intention, and EORs for Study 2. Study 2 randomly surveyed 427 full-time 

mainland Chinese employees from an online panel to explicate the relationships 

among affordance actualization, components of the TPB, continuous EWeChat-
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use intention and quality of employee-organization relationships.  

The dissertation is structured as follows. After an introduction to the 

research in Chapter 1, Chapter 2 reviews extant literature on employee 

communication, ESM, the technological affordance approach, TPB, and 

employee-organization relationships to propose the research questions, research 

model, and hypotheses. Chapter 3 delineates the methodology and results of 

Study 1 and Chapter 4 describes those of Study 2. Chapter 5 discusses the 

research results, as well as their theoretical and practical implications. Finally, 

Chapter 6 discusses research limitations and future research directions. 

1.4 Significance of the Research  

Results of the research contribute to both theories and the practice. The 

research advances the understanding of organizational and individual ESM use in 

the Chinese context, including what, how and why ESM affordances are 

actualized, and how employees react to affordance actualization. The research 

also examined the cognitive processes of affordance actualization influencing 

ESM adoption, which extends the TPB to the scope of ESM use in the Chinese 

context. The results also contribute to the affordance approach by capturing the 

effects of affordance actualization and clarifying the interaction among 

organizations, employees, and ESM in the employee communication context. 

Moreover, this research identified the mechanism of ESM use in fostering EORs. 

Finally, the research also informs ESM users and designers on how to utilize 
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ESM to achieve both organizational and individual goals. 
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CHAPTER 2: BACKGROUND 

2.1 Enterprise Social Media (ESM) 

Concerning organizational ICTs use, strategic communication and marketing 

scholars focus on how organizations communicate with external publics via 

various ICTs in different conditions, such as crisis communication (Austin et al., 

2012), advertising/marketing communication (Ho, 2012) and reputation 

management (Dijkmans et al., 2015). Leonardi et al. (2013) argued that academia 

needed to focus on organizational use of ICTs in employee communication, 

especially platforms (i.e., ESM) designed for social interactions within a 

company. ESM are developed with the rise of Web 2.0, possessing similar 

functions as those of public social media platforms but mainly serving 

organizational members (Sharma & Bhatnagar, 2016). Although functionally 

similar, ESM is different from public social media in that 1) they usually integrate 

more functions, especially functions relevant to collaboration or knowledge 

sharing, than the public social media do (McAfee, 2009); 2) they are mostly 

employed by users to interact with colleagues, which makes the relationships 

among employees to be less social but more context-specific (Mettler & Winter, 

2016); and 3) they are used by organizations (employers) for management 

purposes as well (Miller & Tucker, 2013).  

Leonardi et al. (2013) defined ESM to have the following functions: 1) 

communicating among employees or the whole organization; 2) targeting a 
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particular colleague; 3) presenting and editing content that can be accessed by 

others; and 4) getting access to content presented by others anytime (Leonardi et 

al., 2013). Leonardi et al. (2013) further proposed four processes within 

organizations that ESM can contribute to, and three major roles of ESM in 

employee communication. The four processes are social capital formation 

(building and maintaining relationships), boundary work realization (overcoming 

communication barriers among groups), attention allocation (gaining employees’ 

awareness of organizational resources), and data-driven information delivery 

(using algorithms to analyze employees’ digital traces and recommend suitable 

information to them accordingly). It is also found that ESM can be a “leaky pipe,” 

an “echo chamber” and a “social lubricant” in an organization (Leonardi et al., 

2013). Acting as a leaky pipe, ESM can be used for directional communication 

between two individuals with publicly visible content. Functioning as an echo 

chamber, ESM can be used to group people with similar interests and avoid 

conflicts (Pariser, 2011). Being as a social lubricant, ESM is mostly adopted to 

smooth internal interactions and enhance productivity. 

In addition to the four organizational processes mentioned by Leonardi et al. 

(2013), other empirical studies also investigated the role of ESM in employee 

communication. Madsen (2016) found that organizational identity can be 

developed through narratives among employees on ESM platforms. Kuegler et al. 

(2015) argued that on a team level, communicating and collaborating on ESM 

significantly increased job performance. As stated, ESM was found to have 
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various types of benefits, including utilitarian outcomes such as collaboration, 

communication effectiveness, and job performance; social outcomes such as 

social capital and socialization; and cognitive outcomes such as organizational 

loyalty/identity. Scholars not only explored impacts of ESM, but also paid 

attention to its implementation and factors accelerating implementation (Madsen, 

2017), the communication content, format and processes on ESM platforms 

(Verheyden, 2017), and employees’ interpretation of ESM implementation in 

terms of context (Treem et al., 2015).  

Fulk and Yuan (2013) stated that ESM integrates multiple applications on 

one platform, including wikis, blogs, microblogs, instant messaging (IM), and 

enterprise social networking sites (ESNS). Different applications possess distinct 

characteristics that could influence different organizational processes. For 

example, ESNS, highlighting the social networking function of ESM, are found 

to not only make knowledge sharing easy and efficient (Azaizah et al., 2018; 

Ellison et al., 2015) but also boost interpersonal relationship building in the 

workplace (DiMicco et al., 2009). Enterprise instant messaging (EIM) of ESM 

has also intrigued some scholars. Luo et al. (2010) identified 11 EIM functions 

concerning its contextual, interactive and collaborative features. EIM is widely 

used in business-related situations like project management (Snork, 2007). EIM is 

also effective in organizational knowledge creation, transfer and retention (Ajjan 

et al., 2014). 
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2.2 Studied Medium: EWeChat 

As a widely used ESM platform, the research examined EWeChat, a mobile 

application developed by Tencent for enterprises to enhance internal 

communication and work effectiveness (Leslie Hook, 2016). Before 2016, 

EWeChat was an organization’s official account on WeChat for employees only, 

nothing more than one of the WeChat functions for enterprises to communicate 

with their employees. WeChat is the most popular mobile-based instant 

messaging plus social media application, with more than one billion active users 

in mainland China. In 2016, EWeChat was officially separated from WeChat to be 

launched as an independent application. Tencent (2019) claimed that EWeChat 

has diverse functions to satisfy various employees’ and organization’s needs. 

First, it has all functions of ESM as mentioned before, including instant 

messaging via different formats (text, picture, audio, video), group 

communication, message broadcasting to every single account on the platform, 

organizational information delivery, targeting certain individuals for purposive 

interactions, video- and audio-based online conference, online information 

storage space, document collaboration, etc. Second, it contains an office 

automation (OA) system that enables employees to accomplish basic work-

related tasks (i.e., attendance, leave applications, application approval, 

reimbursement, calendar management, and daily/weekly/monthly progress 

reports). Third, EWeChat is connected to other Tencent products, such as 

corporate email systems and WeChat, as well as third-party applications. For 
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example, all EWeChat data can be accessed on WeChat. By knowing the WeChat 

ID, employees are able to “friend” any other non-EWeChat users to further 

communicate with them and view their posts. WeChat payment can also be used 

on EWeChat, therefore creating a network for servicing more aspects of 

employees and other related connections. Employees can use EWeChat to get 

access to third-party smartphone applications for business purposes, such as 

booking tickets for business trips via Ctrip.com. Furthermore, EWeChat provides 

potentials for management. For instance, the permission to certain discussion 

groups and functions can be controlled by organizations. And finally, EWeChat 

allows corporations to personalize its interface and functions. On the one hand, a 

corporation develops its EWeChat interface in line with its needs (i.e., selectively 

presenting information or functions, logos, etc.). On the other hand, EWeChat is 

open sourced, which means organizations can develop their own functions based 

on their needs and contexts (e.g., learning programs, supply chain management, 

etc.).  

EWeChat is targeted to be the studied medium of this research because it 

serves as one of the most prevalent ESM applications covering most ESM 

features in mainland China. Comparing with Slack, a world-class business 

communication platform, EWeChat owns the following advantages. First, Slack is 

most developed for communication purposes, which offers functions of chat 

room, instant communication, and group-based communication. Slack is channel-

based, which indicates that the Slack space is formed by communication channels 
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with different topics or characteristics; users can search, join and communicate in 

various channels for their needs (Slack, 2020a). However, the platform itself does 

not offer functions for accomplishing work-related basic needs, which is required 

by mainland Chinese organizations and employees. Second, Slack is not designed 

for the top-down communication, but mainly designed for effective collaboration 

between employees, so it does not offer management potentials (Slack, 2020b). 

An example is the personalization feature, Slack allows users to connect it with 

other services, such as Zendesk, Jira, etc., EWeChat also enables personalizing its 

functions, but only for organizational users. Through using EWeChat, 

organizations can view employees’ performance and manage their 

communication. The role of organizations is not that salient on Slack, which is 

mainly activated for the interpersonal communication. Another comparison 

should be conducted versus Dingtalk, another popular Chinese ESM platform. 

Dingtalk shares similar functions and features with EWeChat, but the latter is 

more appropriate for this research. EWeChat is connected with the dominant 

Chinese interpersonal communication platform, WeChat, which indicates that 

EWeChat provides a stronger potential for communicating with external 

stakeholders. In short, considering the popularity, functional diversity, external 

connections, management potential and personalization features, EWeChat is 

overall the ideal studied medium in this research. 
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2.3 Chinese Workplace 

In China’s planned economic era (1949-1992), one’s workplace or employer 

organization was called as work unit or socialist danwei (單位). The term is 

defined as a state-ruled place of employment which fulfilled the majority of 

individual, organizational, political, civil and social functions of Chinese citizens, 

including salary, entry into the Communist Party of China (CCP), marriage, 

welfare services, etc. (Bray, 2005). It was also considered as the fundament of the 

hierarchical social and political system in the planned economic era in China (K. 

Lin, 2019). However, since the socialist market economy was employed in 1992, 

although mainland Chinese employees still called the workplace as danwei, most 

work units have not been ruled by the state anymore, and thus not that influential 

to employees’ aspects of lives as before (Bray, 2006; Y. Chai, 2014; Y. Chai et al., 

2007). Most private-owned organizations in contemporary China can be 

considered as a place mainly for employment; state-owned organizations are also 

not as powerful as what they were in the planned economic era. Therefore, the 

author used words of organization and workplace instead of danwei to represent 

the entity an employee belonged to and the place he/she worked at. 

Having said that, there are cultural, social, and economic factors of the 

workplace in China that make its technology use different from other locations. 

Culturally, the Chinese workplace differs from a western one in two ways. First, 

Chinese society is relationship-, or Guanxi-oriented. Interpersonal relationships 

built on people’s similarities (e.g., shared interests, kinships, birthplaces, see 
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Yang, 1997) are considered more important than professional relationships 

deriving from one’s work affiliation or responsibility. The Chinese employees like 

to socialize with their colleagues at work or off work to form close interpersonal 

relationships (e.g., friendships) that go beyond their professional relationships 

(Cheung et al., 2009; Q. Huang et al., 2011). Chinese employees expect 

colleagues to be emotional and faithful to others who involved in such informal 

relationships (Wright et al., 2008). Such interaction among employees also works 

for the employee-supervisor relationships. Notably, Chinese employees tend to 

consider their relationships with supervisors as more salient and vital than their 

relationships with the organization (Z. X. Chen et al., 2002). Considering the 

Chinese tradition of hierarchy and authoritarianism, Chinese employees may have 

stronger commitment and trust with individuals (i.e., supervisors) than 

organizations (Redding, 1993; A. Y. Zhang et al., 2008). Thus, the Chinese 

workplace differs from that in the West in composing of informal and non-work-

related ties within organizations. 

Second, the Chinese society has an orientation of collectivism. People are 

encouraged to put the group benefits ahead of their personal benefits, to sacrifice 

themselves for the collective good (C. C. Chen et al., 2004), to actively 

participate in group activities and to maintain group harmony (Hofstede, 1984). 

Then, organizations are more likely to assume that employees as group members 

would perform well for organizational benefits, without regards for their attitudes 

(e.g., organizational commitment) or personal benefits (Francesco & Chen, 2004), 
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and conduct one-way , asymmetrical communication without hearing from 

employees (N. Chen, 2008). For employees, some studies found that in 

collectivistic societies, job performance is less likely to be affected by employees’ 

work values (Farh et al., 1997), while some other scholars argue that employees 

are not as “collectivistic” as organizations expected. Wright et al. (2008) claimed 

that in the Chinese workplace, collectivism is “outward” while for employees, 

there was a trend of emerging individualism in which they value their personal 

aspirations more than public benefits. Authors conceptualized this phenomenon as 

“practicality,” indicating that self-interests are considered the most important 

thing for Chinese employees, and because organizations sometimes “force” them 

to sacrifice for group benefits, they have a low level of organizational 

commitment. Hence, the gap between organizational perceived collectivism and 

employees’ practicality also contributes to the uniqueness of the Chinese 

workplace. 

Besides, the work-life conflict (WLC) problem is presented differently in the 

Chinese context. It mainly results from the country’s quick economic 

achievement and its relevant perceptions: “grow first, clean up later” or “get rich 

first, enjoy life later,” (Xiao & Cooke, 2012) and the collectivistic value that 

employees should devote their personal time to organizational benefits and 

development. For a long time, WLC has not been considered an issue in the 

Chinese workplace. In fact, up to 2016, Chinese employees work an average of 

46 hours per week, which outnumbered that of US workers by more than ten 



20 
 

20 
 

hours (Textor, 2019). Xiao and Cooke’s (2012) study also found that most 

Chinese managers and employees even accepted WLC (i.e., personal life violated 

by work-related tasks) as a fact without thinking that organizations should 

address it. Besides long working hours, employees also report issues like high-

performance targets, competition stress, too many business trips, and intensive 

tasks arrangement, which form work intensification (Cooke & Jing, 2009). In 

such context, employees tend to cope with conflict on their own, such as by 

seeking housework support from their parents (Aaltion & Huang, 2007); 

however, they still have needs for higher living standards and more private time. 

This prevalent WLC issue is the third difference between Chinese and Western 

workplaces. 

Moreover, for communicating with others, Chinese people have a unique 

and dominant tool: WeChat. More than 90% of Chinese smartphones have 

WeChat installed for daily communication especially among young people. Also, 

WeChat is being widely used for work purposes, exceeding other communication 

tools such as email, texting, phone, and social networking sites (Adkins & 

Premeaux, 2014; Tencent, 2020). Using WeChat for work-related communication 

is regarded as benefiting collaboration, information transformation, social 

support, and relaxation for employees; it also benefits managers for monitoring 

work performance and keeping subordinates in touch continuously (S. Liu et al., 

2015). Some companies tend to use work-oriented social media (e.g., ESM) and 

WeChat together but for different purposes. For instance, DingTalk for its 
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instrumental value and WeChat for its expressive value (Song et al., 2019). The 

common adoption of WeChat also changes the way Chinese employees 

communicate. 

According to the four differences mentioned above, EWeChat might be used 

differently than Western ESMs. First, it might be used with WeChat and may be 

for different purposes. Second, EWeChat might be used frequently to keep 

perpetual contact between employees and cause WLC problems. Third, it might 

be used for interpersonal communication, especially regarding non-work-related 

issues to build relationships. Fourth, organizations have needs to use EWeChat to 

deliver organizational information and values, yet without thinking if it is 

necessary to hear from employees, probably. Fifth, employees might prefer to 

express opinions within teams or towards their supervisors than actively respond 

to organizational communication.  
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CHAPTER 3: LITERATURE REVIEW 

3.1 ICTs and Employee Communication 

Employee communication, also referred to as internal communication, is 

vital to organizational success, generating plenty of attention from scholars and 

practitioners (Hargie & Tourish, 2009). Frank and Brownnell (1989) defined 

employee communication as “the communications transactions between 

individuals and/or groups at various levels and in different areas of specialization 

that are intended to design and redesign organizations, to implement designs, and 

to coordinate day-to-day activities” ( pp. 5-6). Based on the definition, Welch and 

Jackson (2007) developed a typology of employee communication in terms of 

different internal stakeholders involved. The first type is line management 

communication referring to the communication between supervisors and general 

employees. The second type is team peer communication- the communication 

among team colleagues. The third type is project peer communication- the 

communication among project group colleagues. The final type is internal 

corporate communication referring to the communication (predominantly one-

way) between top management and general employees. Welch and Jackson 

(2007) further discussed the aims of employee communication as to strategically 

use messages to promote employees’ awareness of the changing environment, 

commitment and belongingness to the organization, and explored the 

understanding of emerging employee communication aims among organizations. 
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Healthy and successful employee communication fosters positive employee 

outcomes such as organizational engagement, job productivity and job 

satisfaction (Bakker et al., 2011; Kahn, 1990). This research adopted Welch and 

Jackson’s (2007) definition because it describes various types of communication 

in organizations. 

The development of new ICTs (e.g., smartphone and social media) has 

changed the work environment, generating new and evolving research topics to 

study. Two major emerging trends in ICTs research are identified by the extant 

literature. The first trend of research focuses on the ICTs themselves, discussing 

their functions or affordances and implementation in the context of employee 

communication. For example, Treem and Leonardi (2013) proposed four 

affordances of enterprise social media (ESM)--visibility, persistence, editability, 

and association--to understand the role of ESM in organizational socialization, 

knowledge sharing and gaining managerial power (e.g., Azaizah et al., 2018). 

Vaast and Kaganer (2013) discussed how and why organizations adopted policies 

about the affordance of visibility, persistence, editability and association to guide 

employees’ public social media use. Results in this line of research contribute to 

the understanding of roles of ICTs in employee communication. However, this 

perspective focuses more on how ICTs can be used by organizations rather than 

by employees. The presence of an affordance or function does not determine the 

ICTs use consequences in real-life organizational situations (Evans et al., 2017). 

Hence, other studies take a more practical perspective. 
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The second trend in ICTs research concerns antecedents and consequences 

of internal ICTs use. Some scholars concentrate on factors affecting 

organizational ICTs implementation. For example, Ajjan et al. (2014) applied the 

TPB to examine employees’ adoption of instant messaging applications. They 

found that employees’ perceived usefulness, perceived enjoyment, self-efficacy of 

the ICTs use, and colleagues’ influence drive their adoption of the instant 

messaging application for communication.  

Some studies investigated organizational and employee outcomes of ICTs 

adoption in employee communication. For example, Aboelmaged (2018) 

uncovered a positive effect of ESM use on productivity. Azaizah et al. (2018) 

found a positive relationship between the enterprise social networking sites 

(ESNS) use and employee interactions with both internal and external 

stakeholders. King and Lee’s study (2016) revealed that employee 

communication on an organizational social media platform leads to a more 

favorable (trustful, collaborative and communicative) organizational climate in 

the hospitality industry. The existing literature also suggests several consequences 

of using ICTs on employees. Ali-Hassan et al.’s (2015) research suggested that 

both work-related and non-work-related social media use had positive impacts on 

their job performance. Derks et al. (2014) argued that work-related smartphone 

use would enhance employees’ psychological engagement with work. Several 

other studies explored the negative impacts of adopting ICTs on employee 

communication. Van Zoonen et al. (2016) concluded that work-related social 
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media use could increase employees’ perceived work life conflict (WLC) and 

exhaustion. Hoeven et al. (2016) found that email and smartphone use create 

interruptions and unpredictability that further lead to work disengagement and 

burnout. In employee communication, ICTs use can be regarded as a double-edge 

sword for both organizations and employees. 

Strategies are necessary when a new technology is used by organizations for 

it brings both benefits (e.g., real-time online collaboration, personalized services, 

and instant messaging) and risks (e.g., being time-consuming, mobile misuse at 

work, or private information leaking) to the organizations and their employees 

(Bozeman, 2011; Ho, 2012; X. Luo et al., 2010; Y. Sun et al., 2015). The benefits 

and risks co-exist and interrelate. For instance, mobile enterprise instant 

messaging applications allow employees to be reached anytime anywhere. Such 

accessibility also increases the employees’ stress by means of being accessed to 

work with less limitations (Geurts & Sonnentag, 2006). This interrelationship 

between benefits and risks is conceptualized as a paradox, which requires 

effective strategies for using new technologies to maximize their benefits and 

minimize the risks. An organization should consider several factors to develop the 

ESM use strategy, including functions of the technology, employees’ needs and 

organizational goals (J. H. Kietzmann et al., 2011; White et al., 2010). The 

affordance perspective, which will be discussed later in this chapter, provides an 

appropriate approach to consider these factors holistically. 
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3.2 Affordance Approach 

To explore how EWeChat is used, this research adopted the affordance 

approach because of its emphasis on explaining the interaction between 

technologies and users by considering both the organization and the employees as 

users in the examination.   

The concept of affordance was first proposed by Gibson (1979) in the 

context of animal behavior, referring to all possible actions provided by the 

environment to animals. An affordance was strongly associated with action 

capabilities of actors, which means it could be perceived differently by individual 

actors. Such perception could further affect how objects were used. For example, 

a chair affords being “sat on,” “thrown,” “kicked,” etc., but “thrown” would be 

exempted when it comes to an infant for its lack of physical strength. Gibson 

(1979) suggested that, although qualities of an object were common to all, its 

affordances were unique in terms of physical characteristics of actors interacting 

with it. What’s more, when viewing an object, people often considered 

affordances before interacting with it.  

What should be noted is that Gibson’s (1979) definition of affordance only 

mentioned its relationship with actors’ physical capabilities, without concerning 

their psychological needs. Besides, Gibson (1979) considered the concept of 

affordance as inherent, independent of actors’ perceptions, just like features of an 

object (Fox & McEwan, 2017). In the context of interacting with technologies, as 

most humans have similar physical capabilities but various needs or perceptions, 
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Gibson’s (1979) definition of affordance needs to be revised. Thus, based on the 

topic of human-machine interaction, Norman (1990) suggested changing the 

focus from the object itself to actors by proposing the concept of perceived 

affordance. In Norman’s (1990) definition, the affordance is a design aspect of an 

object, which can be perceived by actors. An object tends to present similar 

features and properties to all actors interacting with it, while beliefs, previous 

experience, or needs help actors perceive affordances of the object and determine 

how it would be used in different ways. This definition has two main arguments. 

First, people tend to have different perceptions of affordances for one object, 

which will influence how the object is utilized. Second, designers should design 

the object (e.g., technological interface) to convey certain perceived affordances 

to actors, which align with the “real affordances” of the object to inform them 

how the object can and should be used. This perceived affordance definition has 

been widely accepted in communication studies. 

The affordance approach is ubiquitous in computer-mediated communication 

studies for four reasons. First, this perspective marries technological features with 

users’ needs and perceptions to explain technology use. It bridges and covers both 

technological determinism and social constructivism views (Leonardi & Vaast, 

2017). Second, it helps scholars understand why similar technologies shape 

different communication behaviors in different contexts (Fulk & Yuan, 2017). 

Third, it avoids building theories specific to certain technologies, focusing more 

on socio-material dynamics that can be generalized to different technologies 
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(Treem & Leonardi, 2013). And fourth, the affordance approach encourages 

scholars to investigate communicative behaviors enabled by multiple functions to 

fulfill users’ needs (Treem & Leonardi, 2013). With more and more 

communication scholars adopting this perspective, the concept and definition of 

affordance have been updated. 

In the field of communication, most studies adopting the affordance 

approach concentrate on the human-technology interaction, the concept of 

affordance has hence been replaced with “technology affordance,” which is 

defined as the “functional and relational aspects which frame, while not 

determining, the possibilities for agentic action in relation to an object” (p. 444) 

by Hutchby (2001), and “the mutuality of actor intentions and technology 

capabilities that provide the potential for a particular action” by Faraj and Azad 

(2012, p. 254). Both definitions emphasize high-level characteristics across 

platforms. The affordance approach helps communication scholars to answer 

research questions about the role of certain ICTs in influencing communicative 

processes in different ways. Some studies directly tested effects of different 

technology affordances (e.g., social media affordances of visibility, editability, 

persistence and association were found to have both positive and negative effects 

on organizational communal knowledge sharing, see Majchrzak, Faraj, Kane, & 

Azad, 2013). Other studies analyzed effects of individual differences interacting 

with affordances (e.g., perceived affordances and personality were found to be 

influential to individuals’ self-presentation behaviors on different social media 
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platforms, see Devito, Birnholtz, & Hancock, 2017). There are also numerous 

studies investigating what affordances are provided by different technologies in 

terms of their functions and users’ needs (e.g., four organizational social media 

affordances, see Treem & Leonardi, 2013; ten perceived social affordances of 

communication channels, see Fox & McEwan, 2017). After reviewing 

communication studies adopting the affordance approach, the author noticed 

several conceptual updates of this approach.  

By reviewing 82 communication affordances studies, Evans, Pearce, Vitak 

and Treem (2017) proposed three criteria for communication scholars to solve 

problems of inconsistent affordance conceptualization. First, an affordance cannot 

be the inherent feature or function of a technology, just like a built-in camera of a 

smartphone. Second, an affordance cannot be an outcome, such as knowledge 

sharing; third, an affordance should have variability, which means it should be a 

continuous variable rather than a nominal one. Additionally, Leidner et al. (2018) 

suggested carefully considering the relationship between technology usage and 

affordance. Although based on definitions by Gibson (1979) and Norman (1990), 

affordance is the combination of “potential actions”, not many affordance studies 

followed this definition, but conceptualize affordance as actions (e.g., Fox & 

McEwan, 2017; Treem & Leonardi, 2013). Leidner et al. (2018) proposed a 

viewpoint that affordances were not actions, but perceptions generated during 

technology use and would lead to different outcomes. The same question has been 

addressed by Pozzi et al. (2014) through a review of 25 affordance articles in the 
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field of information system. The authors developed a four-step framework from 

Bernhard et al.'s (2013) processing model to explain relationships among 

affordances, their manifestation, technology use and outcomes. In the model, the 

technology and organizations interactively determine the existence and 

presentation of affordances, such affordances will be recognized and perceived by 

users interacting with the technology. After affordance perception, employees will 

actually use the technology to achieve certain outcomes, which is coined as 

affordance actualization. Finally, the empirical outcomes will be produced by 

affordance actualization processes.  

This model can be well applied to affordance studies in the organizational 

context. For employee communication, the affordance perspective helps scholars 

not only explore the potential interaction between technologies and individual 

actors (i.e., employees), but also incorporate the role of organizations as 

technology designers and affordance determiners, especially for technologies that 

allow organizational users to personalize functions (e.g., EWeChat). For common 

ICTs, when seeing technology adoption through an affordance approach, usually 

scholars only need to think about the relationship between a technology and its 

users (see Devito et al., 2017; Fox & McEwan, 2017). But in the organizational 

context, both organizations and employees are technology users with different 

purposes, and they use the same technology in different ways (Majchrzak & 

Markus, 2012). The current research explores the role of organizations through 

the framework proposed by Pozzi et al. (2014), indicating affordances arise from 
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characteristics of the technology itself, as well as goals of organizations. 

Organizations are the main actors of ESM, their goals for adopting an ESM 

determine what affordances can be presented. After confirming affordances 

existence, the individual users tend to actualize them through using the 

technology and take advantage of the affordances for their certain goals 

(Leonardi, 2011). The framework concludes affordance actualization as a two-

level action. On the individual level, they usually use ESM differently for 

accomplishing different work-related tasks (e.g., Strong et al., 2014). After 

determining what affordances exist, organizations also need to take advantage of 

the affordances by taking actual actions for certain purposes. For achieving 

different goals, organizations tend to actualize an affordance by conducting 

different actions. For example, in order to actualize the visibility affordance of 

ESM, organizations can determine what types of content are visible to deliver 

different information (Pozzi et al., 2014; Vaast & Kaganer, 2013). Another type of 

organizational affordance actualization is mentioned by Leonardi (2013).When 

most individuals in an organization actualize the same affordance, this particular 

affordance can be regarded as being actualized on the organizational level. In 

short, organizational affordance actualization contains two dimensions: certain 

use patterns of ESM by the majority of employees, and organizations taking 

actions relevant to an affordance. The role of organizations is even more salient in 

the context of this research because EWeChat allows organizational users to 

personalize their own functions, which means organizations have more control 
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over the affordance existence, and their actualization processes determining how 

EWeChat is presented to individual users, as well as how individuals use it. After 

an organization decides affordance existence and takes certain actions to actualize 

the affordances, each of its employees will perceive the affordances in a certain 

way that directs how the individual employees use the technology. The 

technology use creates certain outcomes, such as job performance, knowledge 

sharing and organizational agility (Cai et al., 2018; Kwahk & Park, 2016; 

Oostervink et al., 2016).  

Many affordance studies are conducted in the organizational context. One of 

the most-studied technologies is ESM since it provides more features that 

affordances can improve organizational outcomes. Moreover, some studies 

focused on what affordances were enabled, such as Treem and Leonardi’s (2013) 

four affordances of social media use in organizations; Treem (2015) considered 

accountability as an affordance influencing internal social media implementation; 

Majchrzak et al. (2013) also generated four affordances for online knowledge 

sharing. Some studies investigated how employees actualized affordances. For 

example, Leonardi et al. (2013) found four organizational processes that can be 

contributed by ESM; Leidner et al. (2018) analyzed how ESM affordances can be 

actualized for organizational socialization. More scholars were interested in 

outcomes of affordances, such as knowledge sharing (Majchrzak et al., 2013) and 

socialization (Leidner et al., 2018). Beyond ESM, affordances and outcomes of 

email, management information systems, and enterprise instant messaging were 
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also investigated (Erhardt et al., 2016; Majchrzak & ML Markus, 2012; Sheer & 

Rice, 2017).  

Three gaps can be identified from the body of enterprise technology 

affordance literature. First, no studied platforms include as many features and 

functions as EWeChat do (i.e., ESM, EIM, WIKI, MIS), which enables various 

affordances related to different outcomes and organizational actions. Second, the 

Chinese workplace has different cultures, technology use patterns and 

management styles than the Western context. This project can be considered as 

exploring how those affordances can be effectively applied in the Chinese 

context. Third, although many previous studies found insights of effects of ESM 

affordances, they did not empirically investigate the mechanisms of affordance 

actualization influencing organizational outcomes. By reviewing the literature on 

organizational communication, information systems and public relations, 

affordances provided by EWeChat will be discussed in the following parts to 

conceptualize how organizations use EWeChat in employee communication. 

Original definitions of affordances generated by previous studies can be seen in 

Table 1. These definitions in the ESM situation will be discussed in the next 

section. 
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Table 1. Original definitions of ESM affordances 

Affordances  Original Definition  Relevant Literature 

Association  Social media can create and sustain 

connections among employees, 

organizations, and communication 

content. 

Treem & Leonardi (2013) 

Majchrzak et al. (2006) 

Vaast &Kaganer (2013) 

   

Persistence  All content on social media can be 

accessed as in the original form for all 

employees. 

Treem & Leonardi (2013) 

Ellison et al. (2015) 

Vaast &Kaganer (2013) 

   

Editability  Users can edit communication content 

before it is viewed by others.  

Treem & Leonardi (2013) 

Devito et al. (2017) 

Gibbs et al. (2013) 

   

Visibility  Behaviors, knowledge, preferences, 

and communication network 

connections on the social media 

platform can be viewed by all users. 

Treem & Leonardi (2013) 

Leonardi et al. (2013) 

Ellison et al. (2015) 

   

Bandwidth  Nonverbal or social cues that can be 

conveyed by a communication channel 

to enrich the communication. 

Reid & Reid (2010)  

Fox & McEwan (2017) 

   

Social 

presence 

The sense that other users are close and 

sharing the same experience together. 

Short et al. (1976) 

Bradner et al. (1999) 

   

Privacy  The extent to which the technology 

keeps communication processes and 

relevant information from being lost. 

boyd & Ellison (2007) 

Bélanger & Crossler 

(2011) 

   

Anonymity  The extent to which an individual 

involved in communication can be 

perceived as unidentifiable. 

Scott (1998) 

Halpern & Gibbs (2013) 

Lea & Spears (1991) 

   

Personalization  Providing users with what they need 

without having to ask for it. 

Koukia et al. (2006) 

Wellman et al. (2006) 
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Affordances  Original Definition  Relevant Literature 

Synchronicity  The instant information transmission, 

receipt, and subsequent response 

among users. 

Bower (2008) 

Carlson & George (2004) 

   

Control  The ability to manage the time, format, 

and content of a communication. 

Feaster (2010) 

 

   

Outeraction  The extent an employee can keep 

his/her social ties outside the company 

on social media during work time. 

Nardi et al. (2000) 

de Vries & van Gelder 

(2015) 

   

Compatibility  The technology has different versions 

on different platforms or devices. 

Zhang & Xue (2015) 

   

Feedback  Users can use the communication 

channel to do self-report, respond to 

and discuss with supervisors. 

Issa & Alsaleem (2013) 

Wang et al. (2016) 

   

Portability  The device’s capability to be 

transported and used in different 

contexts and places. 

Schrock (2015) 

Wajcman et al. (2009) 

Klopfer & Squire (2005) 

   

Perpetual 

contact 

The extent that a user can be reached 

anytime, anywhere. 

Schrock (2015) 

Licoppe (2004)  

Mascheroni & Vincent 

(2016) 

   

Locatability  The extent a user’s location can be 

identified by others or his/her 

organization. 

Schrock (2015) 

 

   

Diversity  A user’s capability to accomplish tasks 

in different ways. 

Tsai & Ho (2013) 

 

3.2.1 Affordances of ESM 

An affordance is the potential interaction between users’ needs and 

technological features (Hutchby, 2001). Previous research on EWeChat 
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affordances will be discussed by the technological features in the following 

sections. 

Affordances by ESM’s Instant Communication Function. Treem and 

Leonardi (2013) proposed several functions of an ESM platform. A major ESM 

function is allowing users to instantly communicate with specific others through 

verbal and nonverbal messages. EWeChat has such a function that enables 

employees to find any colleagues on the platform and communicate with them. 

Based on the instant communication functions, the two EWeChat affordances 

may be perceived by the organization and the employees as the EWeChat users: 

association and synchronicity. 

Association. The association affordance is proposed by Treem and Leonardi 

(2013), indicating that social media can create and sustain connections among 

employees, organizations and communication content. Treem and Leonardi 

(2013) identified two types of association within organizations. The first one is 

connections between people, also known as social ties. The second one is 

connections between people and content, which indicates all published content 

should be traceable and identifiable. Vaast and Kaganer (2013) proposed a third 

type of association as connections between employees and their organizations: 

employees’ image and behaviors on social media platforms are perceived to be 

associated with their organizations. As this type of association is only available 

on public social media other than on ESM, it is excluded from this research. The 

association affordance is usually actualized for social capital formation and 
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boundary work by allowing employees to get access to and build social ties with 

others via ESM (Leonardi et al., 2013). As for EWeChat, it has functions of 

instant messaging to afford the association between people, and the feature to 

identify creators of all messages to afford the association between people and 

content. 

Synchronicity. For effective interpersonal communication, actors have needs 

to send and receive messages instantly. EWeChat affords synchronicity, which 

can be defined as the instant information transmission, receipt, and subsequent 

response (Carlson & George, 2004). Although many social media-mediated 

communication processes are asynchronous, EWeChat serves as an instant 

messaging tool, to transmit actors’ messages and enhance the effectiveness of 

interpersonal communication. Employees care whether their work-related 

messages are responded immediately by colleagues or the organization, which 

requires the affordance of synchronicity (Truss et al., 2006). 

Social Presence. Employees also need to know if their communicative 

partners are available or not to avoid losing time on waiting for responses. 

EWeChat affords social presence, which is defined as the degree to which one is 

salient in communication (Short et al., 1976). Perceiving social presence in 

communication leads to closeness between two communicators, further increases 

satisfaction of the communication (J. Kim et al., 2011; Mehrabian, 1968). 

EWeChat has functions to allow others involved in the conversation to know if 

their messages are read or not, and also if other people are available during the 
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communication, to satisfy employees’ needs of perceiving social presence. 

Outeraction. Through EWeChat, employees can communicate with 

individuals not only inside their organizations, but also external others. An 

affordance named outeraction was proposed, defined as helping employees keep 

their social ties outside the company during work time. It can also be regarded as 

“taking a break” during busy days, leading to a sense of relief (Nardi et al., 2000). 

Although most ESM can only be used to get access to internal members, 

EWeChat allows users to connect with other WeChat users by connections 

between the two applications, with only WeChat IDs be known.  

Affordances by ESM’s Broadcasting Function. The second function of 

ESM claimed by Treem and Leonardi (2013) is to broadcast messages to all 

actors in an organization, and the broadcaster can be an individual employee or 

the organization. EWeChat has functions for them to post text, photos, files and 

other communicative cues which are visible to all EWeChat users in the system. 

Concerning users’ needs to publicly express opinions to a mass audience in the 

organization and to be informed by the organization, the following affordances 

are generated. 

Visibility. Visibility is defined as behaviors, knowledge, preferences, and 

communication network connections that can be viewed by others, especially 

those hard to be noticed before. Compared to other technologies, ESM provides 

more features to afford visibility. For example, updated personal information that 

can be seen by colleagues (DiMicco et al., 2009); content published in online 
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communities can be seen by all audiences (Schöndienst et al., 2011); and 

controlling what content to be seen, and by whom (Devito et al., 2017). Treem 

and Leonardi (2013) discussed three features of the visibility affordance in the 

organizational context: 1) work behaviors are visible, which meant one’s 

contribution can be presented to others, 2) metaknowledge, which meant 

information presented by one can be considered as knowledge by others, and 3) 

organizational activity streams, which presented organizational information that 

should be known by employees. The visibility affordance has been found to 

satisfy employees’ needs to know organizational, colleagues’ and performance 

information , and participate in organizational processes (Leonardi et al., 2013; 

Ruck & Welch, 2012), and contribute to organizational outcomes such as 

knowledge sharing and creation (Ellison et al., 2015; Wagner et al., 2014). 

Through actualizing the visibility affordance, organizations are able to post 

messages with various topics on EWeChat, and directly deliver information to 

employees. EWeChat enables visibility by providing functions of notification, 

external links sharing, and the affordance of bandwidth (J. X. Chai & Fan, 2016).  

Bandwidth. To enrich the communication and make the communication 

more effective, EWeChat also affords bandwidth, concerning nonverbal or social 

cues that can be conveyed by a communication channel to enrich the 

communication. ESM functions related to bandwidth include text, graph, audio, 

video of communication (Reid & Reid, 2010). Based on the social identity model 

of deindividuation effects, information conveying more social cues makes the 
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communication more accurate, understandable and rich in content (Lea & Spears, 

1991). EWeChat users can communicate through audio and video in interpersonal 

instant communication, and they can also personalize their own emoji packages 

used in texting. The various social cues offered by EWeChat meet employees’ 

needs. First, for effectiveness, employees need internal information to be 

accurate, while multiple communication cues allow employees to best present 

what they mean (Marques, 2010). Second, employees need to keep a positive 

mood at work. If they are able to use more informal ways to communicate with 

colleagues (e.g., emojis), multiple organizational outcomes will be generated 

(e.g., turnover, profit, employee engagement, see Harter, Schmidt, & Hayes, 

2002). Moreover, using bandwidth allows organizations to communicate with 

employees in a human-presence and emotional way, which benefits the EORs (H. 

Park & Lee, 2013). 

Affordance by ESM’s Feedback Functions. Besides communicating with 

colleagues, employees also have needs to voice complaints to the organizational 

level (Ruck & Welch, 2012). The feedback affordance refers to ESM can be used 

not only for communication among individuals, but also for users for self-report, 

respond to and discuss with supervisors in their organizations (Issa & Alsaleem, 

2013; Wang et al., 2016). For affording feedback, EWeChat has functions of one-

to-one or group interaction between employees and managers, immediate and 

automatic organizational feedback, suggestion box, etc. to enable employees 

express their needs or complaints to organizations and receive feedback. 
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Affordance by ESM’s Editing Functions. Treem and Leonardi (2013) also 

indicated that, messages posted on ESM are able to be edited and sorted by users 

to avoid sending incorrect or inaccurate information. The editability affordance 

concerns editing both the content and format of communicative actions, such as 

revising posted content (Farzan et al., 2008). Editability can be used for 

regulating personal expression (i.e., revising a self-published profile), targeting 

content (i.e., revising messages based on responses of a certain audience), and 

improving information quality (i.e., revising content after it was published for 

value-added purposes) (Treem & Leonardi, 2013). The editability affordance is 

also perceived in personal social media use, considered as a part of social media 

content persistence, influencing individuals’ self-presentation (Devito et al., 

2017). For organizational outcomes such as knowledge sharing and creation, 

editability is usually afforded by Wiki-related functions for employees to create, 

share and advance knowledge together (Majchrzak et al., 2006). Gibbs et al. 

(2013) found that editability can be regarded as opposite to visibility and 

persistence since the Internet record is permanent. Once the content is published, 

even if edited later, it bears the risk to be recorded and viewed by others. This 

viewpoint emphasizes the effect of editability to reduce possible risks caused by 

visibility and persistence. Most previous studies considered ESM can only afford 

editability in asynchronous internal communication (Majchrzak et al., 2006; 

Treem & Leonardi, 2013), EWeChat affords editability by providing features that 

employees can withdraw and edit messages in both asynchronous and 
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synchronous communication.  

Affordances by ESM’s Information Seeking Functions. The last use of 

ESM suggested by Treem and Leonardi (2013) was allowing users to easily get 

access to information posted by organizations or other employees. To satisfy this 

need, ESM affords persistence and control. 

Persistence. The persistence affordance is defined as all content being 

accessible as in the original form for all employees. Persistence concerns how 

information presented on ESM can be accessed, stored and shared even after the 

presentation is finished. Treem and Leonardi (2013) identified three ways of 

actualizing persistence: 1) sustaining knowledge over time, which helped 

employees acquire information when they need it; 2) creating robust forms of 

communication, which indicated that sustained knowledge to be accessed and 

reused many times to help refine it to become robust (Millen & Feinberg, 2006); 

3) growing content; based on the almost unlimited storage space of current social 

media platforms, knowledge could be added to the system over time. Leonardi et 

al. (2013) found that the persistence affordance helped employees to view others’ 

communication history, find colleagues with similar interests and form internal 

communities. Interacting with visibility, persistence offers the premise of 

knowledge sharing and information seeking, which is keeping knowledge in its 

original form over time (Ellison et al., 2015). EWeChat has features to present 

persistence, all communication and information history can be accessed anytime, 

and cloud drives are available to store and share files. 



43 
 

43 
 

Control. For employee communication, people want it to be easier to control 

the processes of a conversation (i.e., ending, regulating, sustaining the 

conversation) as well as the content (edit it before and after being published) 

(Feaster, 2010). For information seeking, users need the capability to find 

information they search for. A strong sense of control helps employees accept and 

engage more in the technology (Barkhuus & Dey, 2003; Unni & Harmon, 2007; 

Welch, 2012). EWeChat has functions of searching knowledge to afford 

information control. It also allows employees to decide the topic, information 

amount and duration time of instant communication to afford conversation 

control. 

Affordances by ESM’s Mobile Features. As a sub-product of WeChat, 

EWeChat was originally developed as a smartphone application even though it 

can be assessed through computers or tablets now. Therefore, the following 

affordances are generated based on specific features of mobile devices. 

Portability. Schrock (2015) proposed portability as an affordance of mobile 

devices to satisfy users’ communicative needs, defined as a device’s capability to 

be transported and used in different contexts and places, as a boundary extension 

tool which is also relevant to mobility. Wajcman et al. (2009) indicated that 

portability has strong effects on work extension, since it satisfies the 

organizational need of asking employees to work regardless of time or spatial 

limitations. The portability affordance increases productivity and employee 

engagement as well as job pressure. Another aspect of portability contributing to 
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productivity is that it takes advantage of fragmented time (like when walking, in 

the restroom, eating, etc.) for employees to deal with basic tasks. Therefore, 

employees can concentrate on the main tasks at work, which saves their time and 

efforts (Sheer & Rice, 2017; Tammelin & Anttila, 2017; Wajcman et al., 2009).  

Compatibility. The second affordance is compatibility, which indicates that 

EWeChat has versions for IOS, Android, Mac, PC, and other systems. This 

affordance allows individuals to continuously engage in activities on different 

platforms (Z. Zhang & Xue, 2015). 

Perpetual Contact. The third affordance is availability, indicating that 

mobile users can be reached anytime, anywhere; this also resonates with the 

concept of “perpetual contact” (Licoppe, 2004; Mascheroni & Vincent, 2016). 

More important, as noted by Schrock (2015), users must have the ability to 

control the degree of their availability (i.e., when and where they can be accessed 

or not). Availability is derived from portability, and it has different effects in 

different contexts. For people in intimate relationships, keeping available 

enhances the intimacy (Wajcman et al., 2008). But for employees, it means they 

can be found by colleagues and supervisors even during leisure time, which 

significantly blurs the work-life division and causes stress (Wajcman et al., 2008). 

However, perpetual contact may increase productivity, because employees can get 

access to work even if they are not at the workplace. Not only does EWeChat 

allow employees to be available, it also provides functions to control the 

availability (e.g., “I am off work” reminder, the read/unread notification, turning 
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off the notification, etc.).  

Locatability. The fourth affordance is locatability, enabled by GPS-based 

functions, indicating to what extent a user’s location can be identified. This 

affordance is seldom studied in the organizational context; while advertising and 

marketing scholars have well investigated how location information can provide 

benefits such as impromptu meetings (Wilken, 2010), personalized 

advertisements (Ho, 2012), knowledge production (Gordon, 2008) etc. For 

employee communication, organizations require locatability for monitoring and 

attendance to ensure productivity. What should be noted is, as location is a kind 

of personal contextual information, locatability may cause concerns for people’s 

privacy (Kaupins & Minch, 2006). EWeChat provides the attendance function 

affording locatability.  

Affordances by ESM’s Privacy Features. Privacy is a key issue in online 

communication, especially in mobile communication, because firms’ contextual 

and user data collection (e.g., environmental data collection or monitoring) 

behaviors violate people’s perceptions of their ability to control their personal 

information (Bélanger & RE Crossler, 2011; Y. Sun et al., 2015). EWeChat 

provides functions about employees’ privacy concerns, which are considered as 

two affordances in previous studies: privacy and anonymity.  

Privacy. The affordance of privacy is defined as the extent to which the 

technology keeps communication processes and relevant information private. 

Privacy is a key issue in online communication, particularly in mobile 
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communication, because firms’ contextual and user data collection (e.g., 

environmental data collection or monitoring) behaviors violate people’s 

perceptions of their ability to control their personal information (Bélanger & RE 

Crossler, 2011; Y. Sun et al., 2015). For employees, they might consider their 

employers’ data collection behavior as monitoring, which may arouse stress 

(psychological risk) and privacy concerns (Minch, 2004). Some companies even 

use electronic monitoring and surveillance services to track employees’ 

performance, which would also lead to a sense of privacy invasion among 

employees (D’Urso, 2006). EWeChat also allows organizations to monitor 

employees’ EWeChat use. 

Anonymity. On contrary, organizations still need to take steps to assuage 

employees’ privacy concerns. The affordance of anonymity is introduced, defined 

as the extent to which an individual involved in communication can be perceived 

as unidentifiable (Scott, 1998). If a person remains anonymous in 

communication, that individual cannot be observed by others, the privacy is 

preserved. Concerning communication in a large group, anonymity reduces 

individual differences and therefore enhances the group identity (Lea & Spears, 

1991). Anonymous communication is not a new issue in employee 

communication. When communicating with upward levels, employees have fears 

of being evaluated or criticized if they are identifiable when expressing opinions 

to their supervisors (Scott & Rains, 2005). In such situations, employees have 

needs to communicate anonymously. EWeChat affords anonymous 
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communication by allowing employees to post in the system without showing 

their names.  

Second-Order Affordances of ESM. Scholars have divided affordances into 

two categories: first-order and second-order affordances. Some technological 

affordances are “basic” (or first-order) ones. Second-order affordances can be 

actualized only after the first-order affordances are actualized (Leidner et al., 

2018; Strong et al., 2014). Moreover, many second-order affordances are 

actualized based on more than one first-order affordance.  

Leidner et al. (2018) explored how ESM helps organizational socialization 

by developing four ESM second-order affordances based on first-order 

affordances. The networking affordance, derived from the connection between 

individuals through the association affordance, refers to employees’ ability to 

build relationships, socialize and interact with others. The organizational 

visibility affordance can be regarded as a specific aspect of the visibility 

affordance, emphasizing the visibility or organizational activities information. 

The information-gathering/sharing affordance considered that useful internal 

information was not only visible on the platform, but also gained attention from, 

and be found by, employees. This affordance is also associated with the concept 

of information control, which refers to actions to manage communication 

processes to avoid negative outcomes (Goffman, 1963). The last affordance is 

innovation, which is developed for enhancing knowledge creation and internal 

dialogue, concerning the visibility and persistence of employee-created 
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knowledge for all platform users, and their editability to make the knowledge 

more valuable and consistent.  

Similarly, also for a certain purpose (i.e., knowledge sharing), Majchrzak et 

al. (2013) developed four affordances and discussed their effects on encouraging 

or discouraging employees from engaging in knowledge conversation. These four 

affordances can also be regarded as “second-order affordances” that developed 

from basic affordances. The first affordance is metavoicing, which considers that 

employees not only publish original content but also add new knowledge to 

information published by others. This affordance is developed from knowledge 

visibility, persistence and editability, and focuses on how new knowledge can be 

created by interaction and discussion. Majchrzak et al.’s (2013) second affordance 

is triggered attending, which is about automatically informing employees of 

engaging in knowledge conversations, based on their needs and interests. This 

affordance is mainly supported by functions of notification and associated with 

the affordances of visibility and information control. The third affordance, 

network-informed associating, based on the association affordance, involves 

using social ties to engage in different knowledge sharing processes. The fourth 

affordance is generative role-taking, which is defined as allowing employees to 

take certain roles to sustain knowledge conversation. In a dialogue on ESM with 

the generative role-taking affordance, all participants can contribute to content 

creation, which is associated with the visibility affordance and enriches the 

knowledge. When certain difficulties occur, anyone who observes the scenario 
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and comes up with a solution can make a move, which effectively sustains the 

dialogue.  

Personalization. In addition to the above-mentioned second-order 

affordances, this research also includes two other second-order affordances 

deriving from the functions of EWeChat and the employee’s and the 

organization’s needs. The first affordance is personalization, defined as 

“providing users with what they need without having to ask for it” (Koukia et al., 

2006). Specific to employee communication, it concerns capabilities for both 

employees and organizations to send certain messages to specific groups of 

people (Wellman et al., 2006), some organizations create personalized 

information according to existing digital traces of employees using the ESM 

(Leonardi et al., 2013). In other words, the actualization of personalization is 

based on visibility, synchronicity and persistence. Personalized information or 

services are required by employees since they help keep the communication rich 

and efficient (Daft et al., 1987). By receiving personalized rather than general 

information, individuals might feel they are treated differently, especially by the 

organization, hence more likely to identify with the organization (Gwinner et al., 

1998). With its features of tagging, group chat, one-to-one interaction, and 

personalizing functions or the interface, EWeChat allows employees and 

organizations to send out personalized information and target specific individuals 

in the system. 

Diversity. The affordance of diversity is developed from concepts of 
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diversity in smartphone use and multitasking in IM use. Multitasking’s definition 

is, for using an IM tool on desktop, it is easy for one to open multiple chat 

windows and communicate with them all simultaneously, which helps employees 

extend human agency and work more effectively (Jarrahi & Sawyer, 2013). And 

the concept of diversity is defined as users’ capability to accomplish tasks in 

different ways (Tsai & ho, 2013). As is known, smartphones include various 

modes and applications. Chinese users prefer to accomplish all tasks using one 

application. For example, Chinese consumers were found to be apt to accomplish 

all phases in a complete online shopping journey in WeChat (Deloitte, 2019). In 

the work context, employees also need to deal with many work-related basic tasks 

every day; such tasks include application, reimbursement, attendance, purchasing, 

etc. EWeChat offers functions to do the mentioned tasks easily and conveniently, 

based on several affordances. The application function is relevant to affordance of 

feedback, the reimbursement function is about the persistence affordance, and the 

attendance function is based on locatability. With actualizing various different 

affordances, the EWeChat is used to meet the need of accomplishing basic tasks 

effectively, which generates a second-order affordance, named diversity by this 

research.  

To sum up, many affordances are provided by technological features, some of 

which can be interacted with each other and generate second-order affordances 

(Leidner et al., 2018).  
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3.3 Affordance Actualization and Affordance Outcomes 

Technologies can be used not only by organizations but also by employees 

according to organizational guidelines and their needs. As stated by Bernhard et 

al. (2013), understanding what outcomes are expected by organizations when 

adopting an ESM can be regarded as the first step to comprehend why the ESM 

affordances are actualized in different ways. With different types of affordance 

actualization, the ESM is presented to employees in different forms. Employees 

may form different perceptions of their ESM use. Perceptions of using the ESM 

significantly influence employees’ intention of using the ESM in the future, 

which is also associated with whether the organizational goals of using ESM can 

be achieved or not.  

Affordance actualization is goal-orientated, organizations adopt technologies 

for different purposes (Pozzi et al., 2014). Based on the literature review, the 

study notices four outcomes expected by organizations for adopting ESM. The 

first one is relationship management, with two sub-categories (i.e., interpersonal 

relationships and EORs). Suggested by Leonardi et al. (2013), one organizational 

process that ESM can contribute to is social capital formation, as it enables 

immediate interaction and constant awareness among employees. Other studies 

support this viewpoint. Leidner et al. (2018) discussed the effect of ESM on 

internal socialization, since it helps employees to know and engage with others 

(both familiar and unfamiliar) in an easier way. Another example is a specific use 

pattern of IM tools (i.e., privately communicating with others during conferences 
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or face-to-face communication), which brings positive effect on team members’ 

interpersonal relationships (Dennis et al., 2010). ESM can also enhance the 

relationship between organizations and their employees. For instance, as a 

dimension of OPRs, satisfaction can be enhanced by socialization activities 

enabled by ESM (Y. R. R. Chen, 2017; Y. H. Kim et al., 2013). The second 

frequently mentioned outcome is knowledge management. Many previous studies 

found effects of various ESM affordances on enabling knowledge creation and 

sharing within employees, including visibility and persistence (Ellison et al., 

2015), editability and association (Majchrzak et al., 2006), innovation (Leidner et 

al., 2018), and four specific affordances developed by Majchrzak et al. (2013) 

only for knowledge conversation. The third well-analyzed outcome is improving 

effectiveness, including work effectiveness and communication effectiveness. 

Since EWeChat has various convenient and portable functions for accomplishing 

basic tasks (such as application, attendance, reimbursement), employees’ time can 

be saved from finishing trivial daily routines, which enhances their work 

effectiveness.  

Additionally, communication would be more effective when using ESM, 

because it affords users to reach colleagues regardless of boundaries (e.g., time, 

location, number of participants) and receive their feedback immediately, which 

is more accurate, time-saving, so that information transmission avails (Derks et 

al., 2014; Hinds & Kiesler, 1995; Leonardi et al., 2013). Besides, Leonardi et al. 

(2013) also mentioned that organizations can use ESM to better understand their 
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employees based on their profiles and digital traces, then offer better services, 

such as pushing personalized messages in terms of personal interests, 

recommending relevant content to specific individuals, and understanding the 

workplace environment.  

Based on the model of (Pozzi et al., 2014), ESM affordance actualization 

depends on context and organizational goals, whereas previous studies seldom 

investigated how ESM affordances were actualized by organizations to meet 

organizational and employees’ needs, not mention that in the Chinese context. 

This research tends to firstly explore how and why Chinese organizations 

actualize EWeChat affordances by answering the following two research 

questions: 

RQ1: What outcomes are expected by organizations using EWeChat? 

RQ2: According to affordances, how are EWeChat affordances actualized by 

mainland Chinese organizations in employee communication?   

3.4 Theory of Planned Behavior (TPB) 

The processes of generating perceptions of EWeChat use follow a cognition-

attitude-behavior path (conative attitude), which believes people can gain 

particular understandings from their experience, knowledge or external 

environment about an action, form certain attitudes towards the action, then 

decide to continuously perform this action or not based on their attitudes. 

Through decision-making processes, attitudes affect an individual’s intention to 
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perform certain behaviors, which leads to the actual performance of the 

behaviors. In the context of employee communication using EWeChat, 

organizations introduce the technology to employees for certain purposes; then 

employees evaluate the trade-off of possible positive and negative outcomes 

before the technology is actually adopted. Only by perceiving more positive than 

negative outcomes will employees be likely to use EWeChat, and then other 

outcomes will occur. Employees’ perceptions of EWeChat functions and how 

organizations use the functions are crucial to influence the likelihood that they 

will continuously and actively engage in EWeChat.  

Technology adoption enhances the achievement of several organizational 

goals, including sales performance, satisfaction, and employee agility (Cai et al., 

2018; Jelinek et al., 2006; Tkalac Verčič & Špoljarić, 2020). For successfully 

achieving those outcomes, individual perceptions caused by technology use 

should be clarified. Afterward organizations can utilize that technology 

strategically by encouraging employees to adopt it. Some psychological theories 

have posited how human perceptions affect behavioral intentions. The theory of 

reasoned action (TRA), developed by Fishbein and Ajzen (1975), indicates that 

individuals’ behavior is determined by both their beliefs and evaluations about 

outcomes of performing the behavior and subjective norms. In the TRA model, 

attitudes act as the first determinant of behaviors, affected by two main factors. 

The first factor is the strength of behavioral beliefs, defined as possible outcomes 

perceived by individuals about the performed behavior; the second is evaluation, 
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referring to whether the outcomes are positive or not (Fishbein & Ajzen, 1975). 

Another determinant of behaviors is subjective norms, which refer to social 

pressures influencing behavior performance. Factors of social pressures include 

normative beliefs (i.e., perceptions of relevant groups on the performed behavior) 

and motivation to comply (i.e., individuals’ views about social pressure) 

(Montano et al., 1997). In the context of employee communication, employees’ 

future use of EWeChat would be more likely to occur when there are more 

perceived benefits than risks associated with the use, and when strong social 

supports of EWeChat use exist in the employees’ organization.  

Based on TRA, some other theories are developed to predict different 

behaviors. For example, technology acceptance model (TAM) is proposed to 

explain and predict one’s adoption to a technology use. The model assumes that 

the acceptance level of certain technologies is strongly associated with people’s 

intention to use such technologies resulting from their perceptions (i.e., perceived 

usefulness and ease of use) of the technology’s use (Davis, 1989; Davis et al., 

1989; Venkatesh et al., 2003; Venkatesh & Davis, 2000). In 2006, specific to 

online platforms, Dinev and Hart developed a more advanced model, suggesting 

people’s behavioral intentions were positively associated with perceived benefits 

and negatively with perceived risks. Perceived risks would also reduce perception 

of benefits.  

The TRA has been criticized as being useful only for predicting behaviors 

completely under an individual’s voluntary control, but not predictive enough of 
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behaviors with external constraints (Ajzen, 2012), such as employees’ use of 

EWeChat required by their employers in some organizations. As a result, Ajzen, 

(1985) proposed TPB that revises the TRA by including a new dimension, 

perceived behavioral control (PBC), taking the perceived difficulty as a new 

predictor of behavioral intention.  

Under TPB, scholars assume that by perceiving better outcomes, support by 

important others, and strong relevant capabilities, an individual would have a 

stronger intention to perform a behavior; although many intentions may not be 

acted on, such behavior still has higher chance of being performed. Main 

variables, attitudes, PBC, and subjective norms may have different weights in 

different conditions and for different behaviors (Ajzen, 1991). 

TPB has been widely adopted to predict behaviors in various contexts, 

including technology adoption (PAVLOU, 2002), health-related behaviors (Godin 

& Kok, 1996), traveling (Bamberg et al., 2003), and purchasing (Shah Alam & 

Mohamed Sayuti, 2011), among others. Its validity and sufficiency have been 

supported. In a meta-analysis of 188 academic articles, Armitage and Conner 

(2001) found that 39% of the variance of behavioral intentions can be explained 

by TPB variables. Another, more recent meta-analysis found that TPB model 

explained 23.9% of the variance of physical behaviors (McEachan et al., 2011). 

The context of this research is internal technology adoption, which have also 

attracted the interest of many TPB scholars. 

TPB is used to test the adoption of various technologies (e.g., social media, 
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Pelling & White, 2009; websites, Lin, 2010; online purchasing, George, 2004; 

online banking, Shih & Fang, 2004) in different contexts (e.g., consumers, 

George, 2004; young people, Pelling & White, 2009; employees, Morris, 

Venkatesh, & Ackerman, 2005). Compared with TAM—which also focuses on 

predicting technology adoption—TPB covers more variables (different perceived 

benefits and risks, social pressure, PBC). Taylor and Todd’s (1995) findings also 

support the idea that although extra variables in TPB increased the measurement 

complexity, they also increased the explanation of variance.  

TPB is also frequently used to predict employees’ internal behaviors. TPB 

variables were used to predict turnover intentions as well as actual turnover 

behaviors (van Breukelen et al., 2004). Jimmieson et al. (2008) used TPB to 

predict employees’ intentions to support organizational change, and they found 

that all TPB variables significantly influenced behavior intentions, and group 

norm was also considered as a predictor. TPB variables were found to explain 

46%, 53%, and 61% of the internal environmental behavioral intentions of 

recycling, videoconferencing, and switching off (Greaves et al., 2013). More 

importantly, Morris et al. (2005) developed a study measuring TPB variables’ 

impact on new technology implementation in organizations and incorporated 

demographic variables (i.e., gender and age) as moderators to clarify the effects. 

All three TPB constructs significantly influenced employees’ new technology 

adoption, while the effects of each construct differed by age and gender. Due to 

the wealth of literature using TPB to predict technology adoption and 
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organizational behaviors, it is logical for this research to adopt the theory as the 

framework to understand EWeChat adoption. 

3.4.1 Attitude 

One main reason that TPB can accurately predict different human behaviors 

is that each of the theory’s three constructs is measured by both the underlying 

belief and its strength. Most beliefs are case-sensitive (Ajzen, 1991). Attitude 

refers to the extent an individual perceives that performing a behavior will cause 

positive and/or negative outcomes, as assessed by the product of behavioral belief 

and outcome evaluation (Ajzen, 1985). Behavioral belief includes both positive 

and negative beliefs about the behavior, while many different beliefs are related 

to a behavior, only truly salient beliefs should be considered as important (Ajzen, 

1991). The positive and negative beliefs can be considered as perceived benefits 

and risks of using EWeChat, and employees’ attitude is determined by the 

evaluation of perceived benefits and risks. 

Perceived Benefits. Perceived benefit contains various dimensions. The two 

most frequently studied are utilitarian benefits and hedonic benefits. Utilitarian 

benefits refer to the basic, functional and instrumental needs of individuals. 

Feelings of perceived utilitarian benefits usually depend on whether the services 

or products provided by organizations can accomplish the individuals’ intended 

tasks (Mimouni-Chaabane & Volle, 2010). To be specific, utilitarian benefits can 

be operationalized as usefulness, ease of use, convenience, time-savings, money-
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savings, efficiency, etc. (Y. H. Kim et al., 2013; Peterson, 1995; Zhou, 2013). For 

example, employees may adopt ESM in the workplace for accomplishing basic 

tasks or efficiently sharing information. Similar to other technologies, utilitarian 

benefits (e.g., usefulness, ease of use, efficiency and time-saving) can be provided 

by different types of ESM affordance actualization, including broadcasting 

organizational decisions or individual, reporting job performance, getting access 

to work anytime and anywhere and creating knowledge management systems 

within an organization or between organizations and their partners 

(e.g., ,suppliers) (Koukia et al., 2006; Venkatesh & Davis, 2000; Xu et al., 2011). 

Hedonic benefits are associated with benefits such as emotional, 

experiential, and personal gratification (Holbrook & Hirschman, 1982), which are 

based on intrinsic interests rather than extrinsic reinforcement (Davis et al., 

1992). There are two types of hedonic benefits. One is exploratory benefits, 

which includes trying innovative services or satisfying individuals’ curiosities 

(Arnold & Reynolds, 2003; Baumgartner & Steenkamp, 1996). The other type is 

entertainment benefits, usually referring to fun, enjoyment and pleasure when 

using certain services (Bearden & Netemeyer, 1999). Providing hedonic benefits 

encourages individuals to gain high values even when the technology is low, and 

continuously use such services (Davis et al., 1992). For instance, an employee 

may perceive hedonic values by feeling being cared about when receiving 

personalized information from the organization (Y. Sun et al., 2015). 

Personalization and directly communicating with individuals through ESM are 
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also found to have hedonic effects, such as enjoyment, fun, and emotional support 

(Cui, 2016; Koukia et al., 2006; Y. Sun et al., 2015). Moreover, ESM allows 

employees to chat with colleagues about personal issues in a relaxed manner, thus 

providing social and emotional support (S. Liu et al., 2015). 

The third type of benefits is symbolic benefits, also been widely studied in 

the field of marketing, but relatively ignored by scholars in the organizational 

context. It represents individuals’ needs for intangible attributes, such as personal 

expression, self-esteem, or social approval (Mimouni-Chaabane & Volle, 2010), 

while its classification is somehow vague. Some scholars see it as a form of 

hedonic benefits;. For example, Hollbrook and Hirschman (1982) defined 

symbolic values as subjective meanings perceived by customers for products 

including “cheerfulness, sociability and elegance” (p. 134). Other scholars, like 

Keller (1993), distinguished symbolic benefits, with utilitarian and hedonic 

benefits, as being mostly extrinsic, relevant to “non-product-related” attributes 

and fulfilling customers’ needs for self-concepts, such as social approval. 

Categorized by Mimouni-Chaabane and Volle (2010), symbolic benefits possess 

two dimensions. The first dimension is recognition, people would perceive 

recognition-related benefits when they feel they are treated differently by others 

(Csikszentmihalyi, 2000). Another dimension is socialization, which is both 

cognitive and affective, and positively associated with individuals’ satisfaction 

and engagement intentions (Y. R. R. Chen, 2017; Y. H. Kim et al., 2013). In most 

cases, symbolic benefits can be satisfied by value-added products or services. In 
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the organizational context, employees might feel that the organization is treating 

them better or differently when they receive personalized information, which can 

enhance their sense of identification (Gwinner et al., 1998). Most ESM 

applications allow users to present themselves to their colleagues, create and 

interact within personalized content, and share ideas anytime anywhere; this 

would enhance their interpersonal relationships, and provide better socialization 

benefits (DiMicco et al., 2009; Treem & Leonardi, 2013). 

Perceived Risks. Development of the Internet brings both benefits and risks 

to users, through uncontrollable information flow and sense of insecurity (Paul, 

1996). Perceived risks are defined as a combination of the potential for 

uncertainty, seriousness, danger and losses (Peter & Ryan, 1976). Scholars in 

various fields have investigated and classified types of perceived risks. 

Featherman and Pavlou (2003) developed a framework including seven facets of 

the perceived risks of accepting new technologies. 

The first type is performance risk, concerning the quality of products failing 

to deliver the desired benefits (Grewal et al., 1994). In the context of technology 

adoption, it was mainly investigated by studies regarding technologies that were 

not familiar to individuals, or valuing the quality issue (Martins et al., 2014). For 

employee communication, if the quality of service is low (i.e., the content does 

not match employees’ preferences), then performance risk will occur (Tam & Ho, 

2005). Employees using EWeChat apprehensions about the EWeChat system 

breaking down, or that missing messages sent by colleagues may cause 
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unexpected losses. 

The second type of risk is financial risk, indicating the potential for financial 

loss when evaluating products or services (Grewal et al., 1994). It occurs when 

the services cost money, however, EWeChat services are so far free (Turel et al., 

2007). Thus, this type of risk is not a concern for employees. 

The third is time risk, referring to time consumed by using these 

technologies or services. Featherman and Pavlou (2003) determined ways of 

suffering from time risks: wasting time in making purchase decisions, doing 

research, and learning how to use a new product. Within an organization, time-

wasting is considered vital by both the organization and employees. In the digital 

era, personal Internet use at work (often referred to as “cyber-loafing”) is noticed 

as a problematic behavior, which might trigger negative outcomes as productivity 

losses, bandwidth losses, risks of computer virus infection, and time wastes, by 

more scholars and managers (Blanchard & Henle, 2008; P. R. Johnson & Indvik, 

2003; Young & Case, 2004). Using EWeChat for work-related communication 

may also trigger private-related communication on this platform, which would be 

risky for the organization.  

The fourth type of risk is psychological risk, the potential negative effects on 

individuals’ self-perceptions caused by organizations (Mitchell, 1992). Analyzing 

adoption of mobile services or devices, both Cocosila and Archer (2010) and 

Cocosila and Trabelsi (2016) defined psychological risk as anxiety and tension 

regarding access to unfamiliar services. Employees are expected to know how to 
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use certain ESM, but psychological concern occurs in different ways. Perpetual 

contact via EWeChat would lead employees to experience stress and anxiety 

(Geurts & Sonnentag, 2006; Sonnentag, 2001). 

The fifth type is social risk, defined as the potential loss of status in one’s 

social groups. developed by Cunningham (1967), social risk was regarded as a 

part of the psychosocial risks of evaluating products. That definition is not 

applied in this research because ESMs such as EWeChat are widely used in 

Chinese companies and do not result in social losses. However, another social 

concern has been proposed by scholars, which is applicable for employees. 

Peluchette et al.(2013) argued that employees feel uncomfortable when they 

receive friend requests from their bosses’ friends via Facebook because they are 

forced to cross boundaries between their work and personal lives. Similarly, 

EWeChat also allows employees to easily get access to all their colleagues. 

Besides, Ellison et al. (2015) also indicated that although ESM allows employees 

to discuss work-related questions publicly, many employees may avoid doing so 

because they believe such questions will make colleagues perceive them as 

incompetent, undermining their image in social groups. 

The privacy risk is considered one of the most vital concerns regarding 

online activity; it is defined as the potential to lose control of personal 

information (Featherman & Pavlou, 2003). Specific to mobile devices, its 

adoption causes significant privacy concerns because firms’ contextual and user 

data collection (e.g., location-based, time-based or environmental data) behaviors 
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violate people’s perceptions of their ability to control their personal information 

(Bélanger & RE Crossler, 2011; Y. Sun et al., 2015; Xu et al., 2011). For 

employees, their profiles are available in the EWeChat system, and their 

communicative traces can be identified, which will cause stress (psychological 

risk) and privacy concerns (Minch, 2004). Being monitored at work would also 

lead to a sense of privacy invasion (D’Urso, 2006). 

The last type of risk in Feathermana and Pavlou’s (2003) framework is 

overall risk, a general measure of perceived risks. Since the overall risk facet is 

the combination of the other six facets, it will not be included in this research. 

During ICTs adoption processes, positive and negative outcomes are 

interrelated and occur simultaneously. Different types of affordance actualization 

may generate different positive and negative perceptions among employees. 

Some reviewed benefits and risks may occur in the Chinese employee 

communication context but have not yet been supported by evidence. The trade-

off between perceived benefits and risks form an employee’s attitude towards 

using EWeChat. 

3.4.2 Subjective Norms 

Subjective norms involve the extent to which perceived social pressure 

influences an individual to perform (or not perform) certain behaviors (Ajzen, 

1991). Subjective norms are the product of normative beliefs (beliefs about forms 

of social pressure) and motivation to comply (the degree that an individual wants 
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to submit to social pressure) (Ajzen, 1985). Normative beliefs are also case-

sensitive, meaning that for different behaviors, different “important others” are 

identified, and only some of these are salient. Many previous studies found that, 

compared to attitude and PBC, the predictive effect of subjective norms is 

relatively weak. For example, Krueger et al. (2000) found no correlation between 

subjective norms and business behaviors. It might be because subjective norms 

are not as predictive as attitudes and PBC in behaviors that are restricted to 

personal consumption (Ajzen & Fishbein, 1980). In addition, Ajzen (2002) 

pointed out that the perceived subjective norm measurement lacked validity, in 

that important others were usually perceived to support the behaviors. 

The authors argue that the effects of subjective norms will remain salient in 

this project for three reasons. First, the mainland Chinese context emphasizes 

interpersonal relationships. Strong informal relationships are expected to be 

maintained among employees (Cheung et al., 2009), and thus others’ opinions 

will hold far more weight for Chinese individuals. Second, using a certain 

communication channel at work is not a personal consumption behavior. It is 

highly associated with how colleagues use the channel and with organizational 

requirements. Third, for employees, one common type of ‘important others’ is 

supervisors/managers. Usually, their attitudes toward using the channel can be 

predicted by previous behaviors, and may not cause too much bias when 

employees’ perceptions are measured.  

Previous TPB studies of employees mostly focus on internal important 



66 
 

66 
 

others. For example, in a study predicting the supportive behavior of 

organizational relocation, five types of important others are confirmed by 

employees (branch manager, supervisor, other staff within branch, colleagues in 

the same work unit, internal friends) (Peach et al., 2005). Specific to knowledge 

sharing, Rahman et al. (2016) developed a construct for normative beliefs that 

included the opinions of bosses, superiors, and colleagues. As EWeChat also 

enables people to contact external stakeholders (e.g., clients) at work, this 

research adopts colleagues, supervisors and external stakeholders as “important 

others” to measure subjective norms. 

3.4.3 Perceived Behavioral Control (PBC) 

PBC concerns the confidence that an individual has in himself or herself to 

successfully perform certain behaviors, similar to constraint recognition of the 

situational theory of problem solving (Ajzen, 1991; J.-N. Kim & Grunig, 2011). 

Ajzen (1991) stated that PBC reflects an individual’s perceived capabilities to 

perform behaviors and may represent previous experience and perceived barriers. 

PBC is influenced by control beliefs (the salient factors influencing PBC) and 

perceived power (the strength of the control beliefs). Control beliefs can be 

understood through two aspects: self-efficacy and perceived controllability. Ajzen 

(1991) developed the concept of PBC from self-efficacy, which is defined as 

one’s abilities to perform a behavior (Bandura, 1982). However, self-efficacy fails 

to explain the entire concept of PBC. In some cases, performing a behavior (or 
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not) is not completely under one’s control and may be influenced by external 

factors. Therefore, Ajzen (2002) developed a hierarchical model of PBC that 

included controllability as another component, which refers to the degree that the 

performance of the behavior is up to the actor. Following this path, Francis et al. 

(2004) developed a PBC measurement containing both controllability and self-

efficacy. 

Previous studies using TPB to predict technology adoption primarily 

followed the hierarchical model proposed by Ajzen (2002) to measure PBC. 

Baker et al. (2007) used ability, resources, and knowledge to measure PBC of 

computer adoption. Morris et al. (2005) used controllability, resources, 

knowledge, and ability to measure PBC of new technology adoption in the 

organizational context. To predict online purchasing, George (2004) adopted 

capability, controllability, resources, knowledge, ease of use, perceived 

comfortability, and guidance to measure PBC. 

Ajzen and Fishbain (1980) suggested that salient underlying beliefs were 

different in terms of behaviors. Beliefs of attitude, subjective norms, and PBC of 

using EWeChat in the Chinese context have yet been explored and synthesized by 

previous studies. Thus, the third research question is posited:  

RQ3: What specific benefits, risks, subjective norms, and PBC are 

perceived by employees using EWeChat? 
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3.5 Affordance Actualization and TPB Constructs 

According to Ajzen (1991), the measurements of TPB constructs and 

behavioral intentions are sensitive to contextual factors, such as time, culture, 

target, actions. Consequently, beliefs of all three TPB constructs can be 

influenced and changed. In this research, the targeted behavior ‘EWeChat 

adoption’ is not a stable behavior, because Tencent (the app’s developer) allows 

organizational users to develop new functions and personalize the EWeChat 

interface based on their needs. In each organization, EWeChat usage is a context-

based behavior, with subsequently varying underlying beliefs of TPB constructs.  

TPB is a suitable and effective conceptual framework to analyze this kind of 

context-based behavior. In TPB, the concept of behavioral interventions are 

actions that intend to and are able to change a targeted behavior by influencing 

the beliefs behind TPB constructs. Previous studies used messages as the object 

to convey desired interventions. For example, Darker et al. (2010) strategically 

designed persuasive messages to increase PBC and improve attitude, then 

enhance people’s walking intentions and actual behaviors. In a mass media 

campaign aimed at reducing highway speed, the campaign was regarded as the 

intervention and was found to have positive effect on attitude as well as reducing 

speed (Stead et al., 2005). In studies using TPB, the theory acts as a conceptual 

framework to design effective behavioral change interventions and to verify the 

effects of certain interventions (Ajzen, 2015).  

In the context of this research, the targeted behavior to be changed and/or 
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enhanced is EWeChat adoption, while the behavioral interventions are how 

organizations actualize EWeChat technological affordances. Different 

technological affordances represent different interventions, which increase or 

decrease different beliefs of attitude, subjective norms, and PBC. For example, 

presenting a perpetual contact affordance allow organizations to have access to 

employees when needed, which provides utilitarian benefits, as sometimes there 

are issues that truly must be handled immediately. This technological affordance 

also causes the psychological risks of stress and information overload (Geurts & 

Sonnentag, 2006). Presenting personalized information is considered to be useful 

by employees, thus providing symbolic benefits like a sense of belonging (Daft et 

al., 1987; Gwinner et al., 1998). A visibility affordance allows organizations to 

post useful information needed by employees, and an association affordance 

allows them to share useful knowledge (Majchrzak et al., 2013). As a type of 

organizational resources, affordance actualization which satisfies employees’ 

needs may be considered as supported by organizational leaders, and affordance 

actualization which is accepted by most employees can be an indicator of 

colleagues’ support (Eisenberger et al., 1986; Rahman et al., 2016). In other 

words, affordance actualization may increase the subjective norms. Affordance 

actualization is also expected to have impacts on PBC. For example, 

organizations can actualize the perpetual contact affordance by requiring 

employees to reply to EWeChat information even afterwork, which decreases 

users’ controllability (Ajzen, 2002). For actualizing the diversity affordance, 
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organizations conduct several functions on EWeChat to accomplish basic tasks. 

Interacting with such functions, employees may perceive stronger needs to learn 

EWeChat use skills. Many examples from relevant literature show that many 

technological affordances can be presented and actualized by EWeChat. As these 

are determined by organizations, nearly completely different EWeChat use 

contexts are formed. Each technological affordance is a behavioral intervention, 

with different effects on perhaps more than one underlying belief of attitude, 

PBC, and subjective norms.  

To identify technological affordances that effectively influence TPB 

constructs by changing beliefs and consequently further promote employees’ 

EWeChat adoption intentions, the fourth research question about relationships 

between EWeChat affordances and TPB constructs are proposed. 

RQ4: How effectively does EWeChat affordance actualization of mainland 

Chinese organizations influence employees’ a) perceived benefits, b) perceived 

risks, c) perceived subjective norms, and d) perceived behavioral control in using 

EWeChat? 

3.6 Behavioral Intentions: Technology Adoption 

The dependent variable in TPB is usually intentions to perform certain 

behaviors, since TPB assumes that without significant barriers, people tend to 

perform behaviors that follow their intentions (Ajzen & Fishbein, 1980). Various 

types of behavior intentions have been tested, with the following suggestion about 
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measuring behavior intentions provided by Ajzen (1991): the behavior should be 

specified as precisely as possible in terms of time, action, target, and context, in 

order to ensure the validity of the questionnaire. The behavior predicted in this 

research is the continuously EWeChat use, targeting mainland Chinese employees 

whose organizations adopt EWeChat, within the context of the mainland Chinese 

workplace. 

Conceptually, the behavior measured in this research is technology adoption, 

which has been studied thoroughly, with its own predictive theory following the 

path of cognition-intention-behavior—the Technology Acceptance Model (TAM). 

Technology adoption can be defined as the extent to which individuals 

continuously accept (cognitively) and use (behaviorally) technology (Davis, 

1989). In this context, technology adoption concerns not only behavior adoption, 

but also the perceived value of estimated technology. This definition can be seen 

in a widely agreed-upon measurement of behavioral intentions. In a meta-analysis 

of 88 TAM articles, King and He (2006) suggested that the measurement, which 

included three items (using on a regular basis, frequently using, and strongly 

recommending to others), was highly reliable and consistent. Moreover, the main 

predictors in TAM (perceived usefulness and ease of use) overlap with perceived 

utilitarian benefits in TPB, and the explanatory power of TPB on technology 

adoption is found to be stronger than that of TAM (M. C. Lee, 2009).  

To be specific, as all the interview and survey participants of this research 

came from organizations that have already adopted EWeChat, they were using 



72 
 

72 
 

EWeChat before they joined the research. Thus, the research investigated their 

intention to continuously use EWeChat rather than their intention to start using 

the platform.  

Unlike the social media for the general public, ESM is deployed by 

organizations in most cases. The employees’ initial adoption of EWeChat is 

imposed by organizations. However, continuous use depends on the user’s 

eventual success of a technology’s design and implementation (Yuan et al., 2016). 

Indeed, existing studies suggest that after the initial ESM experience, employees 

may not actively engage in continuous use because of perceptions of 

technological (e.g., ESM quality), organizational (e.g., ESM facilitating strategy), 

social (e.g., social climate) and individual (e.g., ESM skills) reasons (Chin et al., 

2015; Wehner et al., 2017). For instance, employees might only occasionally 

check messages and content on ESM. Without continuous and active use by most 

employees, the organizations may cancel the ESM project and the benefits caused 

by ESM use (e.g., internal communication effectiveness, collaboration, and 

knowledge sharing) cannot be obtained (Cai et al., 2018; Hughes, 2014). 

Therefore, scholars (Caron-Fasan et al., 2020; Kwahk & Park, 2016; Watson & 

Hewett, 2006) have argued that after the initial deployment, organizations should 

investigate employees’ motives to accept ESM and develop strategies to sustain 

their continuous adoption.  

In all, although the initial adoption is requested by organizations, employees 

have the control over their continuous use of ESM. The current research aimed to 



73 
 

73 
 

analyze continuous use of EWeChat among the employees by exploring motives 

and strategies influencing it via TPB and the affordance approach. 

3.7 TPB Constructs and Behavioral Intentions 

With TPB as the theoretical framework, this research expects that attitude, 

subjective norms, and PBC will have positive impacts on behavioral intentions 

(Ajzen, 1985). Numerous studies empirically tested these relationships and found 

them to be significant (Hausenblas et al., 1997; Rivis & Sheeran, 2003). 

Specifically, this research hypothesizes that employees with more positive than 

negative evaluations of EWeChat, who are more supported by important others, 

and who have stronger PBC are more likely to accept future EWeChat adoption.  

The first and second hypotheses aim to measure the direct effect of attitude 

on EWeChat adoption intention. In the proposed model, attitude is the overall 

evaluation of using EWeChat within a certain organizational context, with the 

EWeChat technological affordances that are presented in that organization. Since 

attitude is composed of perceived benefits and risks, the overall attitude is 

calculated by the sum of benefit and risk perceptions. It is reasonable to postulate 

that individuals perceiving more benefits than risks in using EWeChat will have 

stronger intentions to use EWeChat in the future. The positive relationship 

between attitude and behavioral intentions has been supported by many previous 

studies. Baker et al. (2007) found that positive attitude led Saudis to accept new 

technology. Yang and Zhou (2011) focused on people’s intentions to forward 
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mobile marketing messages and found that positive attitude to viral marketing 

significantly increased respondents’ forwarding intentions. Lee (2009) indicated 

that perceived benefits had a positive influence on people’s intentions to use 

online banking, while perceived risks were negatively related to these intentions. 

Based on the strong support in the literature, the first and second hypotheses are 

proposed as follows: 

H1: Perceived benefits positively affect employees’ EWeChat adoption 

intentions. 

H2: Perceived risks negatively affect employees’ EWeChat adoption 

intentions. 

The third hypothesis concerns the effects of subjective norms. In the context 

of this research, subjective norms involve the supportive attitudes of important 

others toward EWeChat adoption, including workplace stakeholders (leaders, 

supervisors, and colleagues) as well as external stakeholders (clients). Although it 

is considered a relatively weak predictor of behavioral intentions (Armitage & 

Conner, 2001), this research has several reasons to include this component in the 

model, as argued above. Some empirical studies serve as evidence to support this 

decision. Subjective norms were found to be a significant predictor of both 

organic food consumption behavioral intentions and attitudes towards this 

behavior (Al-Swidi et al., 2014). Moreover, Pelling et al. (2009) noted that in 

young people’s intentions to use social media, subjective norm was an even 

stronger predictor than attitude and PBC. Hence, the third hypothesis is proposed 
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as follows:  

H3: Subjective norms positively affect employees’ EWeChat adoption 

intentions. 

When introduced in TPB, PBC refers to the environmental constraints in 

predicting human behavior through cognitive processes (Ajzen, 1985). Ajzen 

(2002) stated that PBC is constructed by two components: self-efficacy (the ease 

of performing the targeted behavior) and controllability (the degree that 

behavioral performance is under one’s control). Based on this framework, using 

PBC to predict employees’ behavioral intentions should include: 1) how difficult 

it is to use EWeChat, including relevant knowledge, resources, and ability; and 2) 

the extent to which an individual can decide their technology usage at work. 

Individuals who perceive EWeChat use an easy task and decide their EWeChat 

adoption at work without interference from the organization are hypothesized to 

likely use EWeChat continuously in the future. Evidence also supports this direct 

positive relationship, Abadi et al. (2012) found that PBC has the strongest effect 

among the three TPB constructs on one’s intention to do mobile banking. PBC 

also significantly predicts online banking adoption. (Safeena et al., 2013). 

Therefore, the fourth hypothesis is proposed as follows: 

H4: PBC positively affects employees’ EWeChat adoption intentions. 

Following the cognition-attitude-behavior path, affordance actualization 

influences employees’ continuous EWeChat use intention through affecting TPB 

constructs. This path suggests a mediation effect of TPB constructs between 
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affordance actualization and behavioral intention. A research question is proposed 

to investigate this mediation effect. 

RQ5: How are the relationships between EWeChat affordance actualization 

and continuously EWeChat use intention mediated by a) perceived benefits, b) 

perceived risks, c) subjective norms and d) PBC? 

3.8 Employee-organization Relationships (EORs) 

The importance of OPRs in the communication between organizations and 

publics was first considered in Ferguson (1984), who stated that the relationship 

should be the unit of public relations studies. Cutlip et al. (1994) argued that one 

of the main missions of public relations is to maintain and enhance 

communication and interaction between the organization and its context. Grunig 

and Grunig (2008) also suggested that the value of public relations lies in the 

organization-public relationship, and that one goal of public relations is to build 

long-term relationships with publics.  

Organization-public relationships (OPRs) is defined as “the state which 

exists between an organization and its key publics, in which the actions of either 

can impact the economic, social, cultural or political wellbeing of the other” 

(Ledingham & Bruning, 1998, p. 62). Hon and J. E. Grunig (1999) offered a four-

dimensional model as the measurement of OPRs’ quality: control mutuality, trust, 

satisfaction, and commitment. The relationship between organizations and 

employees is considered as a unique application of OPRs in the organizational 



77 
 

77 
 

context (Lan, 2007). 

Lan (2007) examined the concept, uniqueness, multi-dimensional nature, 

multi-level influencing factors, and measurement of employee-organization 

relationships (EORs). She argued that employees are economically dependent on 

organizations, and that economic dependence forms basic identification of the 

employees with their organizations. As a result, it is easier for organizations to 

build relationships with employees than with external publics. Scholars have also 

emphasized the importance of building EORs. Men and Stacks (2013) argued that 

employees are the closest publics organizations should communicate with. 

Haywood (2005) stated that employees’ attitudes can significantly contribute to 

organizational success, and Jo and Shim (2005) also agreed that favorable EORs 

were an impactor of organizational performance. 

EORs is influenced by both individual and organizational factors. Previous 

public relations studies identified various relationship maintenance strategies 

(e.g., transactional and relational strategies, see Thomas et al., 2010). For 

example, leadership is an EORs cultivation strategy. Authentic leadership and 

transformational leadership are significant EORs predictors (Jiang, 2012; Men & 

Stacks, 2014). Organizations can also improve EORs through internal 

communication that is symmetrical, transparent and socio-emotional 

(Fitzsimmons & Stamper, 2014; Kang & Sung, 2017; Men & Stacks, 2014). 

Individual factors, including work-life conflict (Jiang, 2012) and cultural value 

congruence (Fitzsimmons & Stamper, 2014) affect employees’ relationships with 
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their organizations. 

Scholars have also identified the outcomes of quality EORs. In crisis 

communication, Kim et al. (2019) found that positive EORs contribute to 

employees’ perceived organizational reputation and their supportive behavioral 

intentions, such as accepting a temporary pay-cut to help their organizations. 

Trust of supervisors, as a dimension of EORs measurement, was found to be a 

predictor of job performance and employees’ intention to seek feedback from 

organizations (J.-T. Huang, 2012). Kang and Sung (2017) also suggested EORs 

was a positive impactor on employee engagement with their organizations.  

3.9 Attitude toward EWeChat Use and EORs 

Given the central role of relationships in current public relations studies 

(Grunig & Grunig, 2008), as well as how strong relationships between employees 

and organizations can enhance organizational outcomes, EORs is considered as 

another dependent variable of this research. It is assumed to be influenced by 

benefits and risks perceived by employees after using EWeChat. 

Perceived benefits and risks of technology adoption were found to be related 

to some relational factors. For instance, experiencing happiness at work, a benefit 

of EWeChat use, would lead to the increase of affective commitment with the 

organization (Weiss & Cropanzano, 1996). Wanberg and Kammeyer-Mueller 

(2000) found that a successful employee socialization that is facilitated by 

EWeChat could enhance job satisfaction. Moreover, avoiding WLC increases 
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employees’ job satisfaction (Allen et al., 2000), while work-related stress 

diminishes job satisfaction (Khamisa et al., 2017). 

Furthermore, one main goal of adopting ESM is to improve certain relational 

elements (e.g., trust) or overall EORs among employees through communication. 

Leonardi et al. (2013) pointed out that ESM acted as an echo chamber, allowing 

employees’ comments and opinions to be repeated and reinforced, thus fostering 

trust and agreement among themselves; if the main opinion in the community is a 

positive relationship (e.g., high trust, commitment, satisfaction) with the 

organization, ESM strengths these relational thoughts. ESM allows an 

organization to encourage internal socialization, to help employees know more 

about organizational culture and be accepted by the organization, therefore 

facilitating the affective commitment within the organization (Gonzalez et al., 

2013). A visibility affordance enables organizations to present information to 

internal stakeholders more transparently, which is positively related to trust 

(Leonardi, 2014; Rawlins, 2008).  

As a technology to enhance employee communication, ESM can be regarded 

as an organizational investment on employees to facilitate their work performance 

in an effective and user-friend means (Demerouti et al., 2001). A well-designed 

ESM platform indicates that an organization is willing to provide adequate 

resources to employees for their success in the organization. 

The right design of an ESM platform also signifies an organization’s support 

to its employees by fulfilling their functional, communicative and psychological 
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needs at work, thereby improving their well-being in the workplace (Eisenberger 

et al., 1986). People perceiving strong organizational support tend to be 

committed to their organizations (Rhoades & Eisenberger, 2002) and satisfied 

with their jobs (J. C. Cheng & O-Yang, 2018). Moreover, based on the definition 

of organizational support by Eisenberger et al (1986), an employee perceives 

organizational support when he/she believes that the organization values his/her 

interests and needs, which demonstrating control mutuality (i.e., a dimension of 

EORs). 

EWeChat affords two types of communication: communication among 

employees, including daily instant communication and online community-based 

interaction; organization-employee communication, most involving information 

delivery, negotiation and participatory decision-making. The former is stated by 

the literature as the main purpose of adopting ESM (Azaizah et al., 2018; 

Leonardi et al., 2013; Majchrzak et al., 2013), while the latter has gained less 

attention. Some studies focus the role of the organization in adopting EWeChat on 

its developing policies/guidelines to guide employees’ usage patterns (Leidner et 

al., 2018; Vaast & Kaganer, 2013). However, since employees in mainland China 

heavily use WeChat for interpersonal communication on various occasions, 

EWeChat might be more used for the employees to communicate with their 

organizations rather than with colleagues. As a result, EWeChat use leads to a 

positive or negative employee-organization interaction experience by the 

perceived use benefits or risks. Such experience further influences employee trust 
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in the organization (Laroche et al., 2012), satisfaction with the organization 

(BAŞER et al., 2015), and affective commitment to the organization (Das et al., 

2019). In sum, it is worth exploring the effects of EWeChat use on employee 

engagement with the organization and EORs as an additional focus of EWeChat 

adoption research. The reviewed literature suggests the final research question 

and the last two hypotheses. 

H5: Perceived benefits positively affect employees’ perceived EORs. 

H6: Perceived risks negatively affect employees’ perceived EORs. 

RQ6: How are the relationships between EWeChat affordance actualization 

and EORs mediated by a) perceived benefits, and b) perceived risks? 

3.10 Conclusion  

The theoretical frameworks of this research can be seen in Figures 1 and 2. 

 

Figure 1. The theoretical framework predicting ESM use intention 

 

 

Figure 2. The theoretical framework predicting EORs 
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This research examined the role of a particular type of Internet- and mobile-

based social media platform—EWeChat—in the employee communication of 

Chinese workplace. Since the phenomenon is largely unexplored, the author 

conducted two studies in the research using a mixed-method approach to 

rigorously answer the research questions and test the hypotheses.  

Mixed methods research has been widely employed to answer research 

questions that cannot be answered by either qualitative or quantitative methods 

only(R. B. Johnson, 2007). This mixed methods approach is suitable to address 

aims of this research for two reasons. First, limited studies provide evidence of 

the styles of organizational ESM affordance actualization in the mainland 

Chinese context. An important research objective of this research is to understand 

the role of ESM in the Chinese employee communication, including how and 

why ESM is used by both organizations and employees, what outcomes can be 

achieved by ESM use, and effective strategies for goal-orientated ESM use. 

However, previous studies mainly focused on certain aspects (e.g., knowledge 

management, collaboration), rather than the whole picture of ESM use (e.g., Song 

et al., 2019; Yuan Sun et al., 2019). A holistic understanding of ESM’s role is 
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required as the precondition for developing effective ESM use strategies for 

certain business purposes.  

Second, Ajzen and his associates argue that, salient underlying TPB 

constructs of distinct behaviors are different (Ajzen & Fishbein, 1980) and their 

measures should be as realistic as possible (Ajzen, 1991) to ensure the accurate 

and valid behavioral prediction in different contexts. A pilot study using 

qualitative methods is needed to identify beliefs underlying TPB constructs 

predicting certain behavioral intentions (Ajzen, 1991). For predicting the ESM 

use intention in the mainland Chinese context, potential attitudes, subjective 

norms and PBC are underexplored. Therefore, an exploratory study with 

qualitative methods aims to describe the goals can be achieved by ESM, to probe 

the unknown ESM use patterns in terms of affordances, and to identify 

employees’ perceptions about such use patterns is necessary.  

Moreover, the needs to verify effects of affordance actualization on 

continuous EWeChat use intention and EORs, as well as to identify significant 

relationships may be useful in generating effective organizational ESM use 

strategies support the use of quantitative methods. Hierarchical regression models 

provide strength in examining relative relationships of measured variables. As 

measurements of affordance actualization and perceptions of ESM use in 

mainland China are limited in the literature, results of the qualitative study should 

be used to develop such measurements. Simply put, the rationale for selecting the 

mixed methods approach in this research is, different research questions and 
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hypotheses are more suitable to be addressed by different methods. For RQ1 to 

RQ3, a qualitative method should be used to explore the unknown role of ESM in 

the specific context. For RQ4 to RQ8 and all hypotheses, a quantitative method is 

needed to examine statistical relationships among measured variables. 

Study 1 aimed to provide in-depth understanding of the phenomenon by 

interviewing a purposive sample of 26 mainland Chinese employees in 

organizations that utilize EWeChat. It discovered why and how organizations 

based in mainland China adopt EWeChat for goal attainment and how their 

employees perceive and evaluation the EWeChat use in the workplace. Key 

interview findings were used to develop the measurements of (1) the 

organizational actualization of the identified EWeChat affordances and (2) the 

TPB constructs in Study 2. Study 2 aimed to investigate the direct and indirect 

effects of EWeChat affordance actualization on employees’ intention of 

continuous EWeChat through TPB constructs. Study 2 also explored the 

relationship between EWeChat affordance actualization and EORs mediated by 

perceived benefits and risks of EWeChat use. The methodology and the results of 

Study 1 and Study 2 are reported in Chapter 3 and Chapter 4, respectively.  
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CHAPTER 4: STUDY 1 

4.1 Methodology: In-Depth Interviews 

In social sciences, qualitative research methods are used to collect non-

numerical, undefinable, and subjective data that mainly concern participants’ 

experience, beliefs and thoughts (Lune & Berg, 2016). The methods are used to 

answer the how and why questions based on individual viewpoints. The research 

examined an emerging phenomenon of employee communication subjective to 

personal experiences. Therefore, it firstly conducted qualitative interviews in 

Study 1 to answer RQ1-RQ3 by getting an in-depth understanding of the 

phenomenon.  

Interviews are often used to not only understand “what is happening,” but 

also gauge “what is behind the phenomenon” (Kvale, 1996). For the research’s 

purposes to explore the role of EWeChat use specific by organizations and 

employees’ beliefs, opinions and evaluations of the behavior, in-depth interview 

is the most suitable method for Study 1.  

4.1.1 Participants 

Purposive Sampling. In a research, the population represents the 

combination of units with similarities that are of interest to researchers’ inquiry, a 

sample is a set of data collected from the population through certain procedures 

and will be actually analyzed (Palinkas et al., 2015). The population in Study 1 
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included all employees and organizations in mainland China that employed 

EWeChat at the time of research. 

To obtain the adequate data to answer the research questions, purposive 

sampling was used to recruit interview participants who fit a set of profile. The 

target interview participants were (1) full-time workers in mainland China whose 

organizations were using EWeChat for employee communication during the data 

collection period and (2) full-time workers in mainland China who were 

responsible for managing the communication function of their organizations 

adopting EWeChat for employee communication during the data collection 

period. The first group (hereinafter the general employee group) of interview 

participants provided the insights into perceived EWeChat affordance 

actualization and EWeChat use experience from the employee perspective while 

the second group (hereinafter the management staff group) explained why and 

how organizations utilized EWeChat from the corporate perspective.   

The type, size, and industry of the participants’ organizations were also 

included as part of the target participant profile. The author attempted to gain 

information from organizations with different features. However, due to the 

limitation of the first participant’s network, the numbers of interviewees from 

some certain types of organizations (e.g., governmental agency, manufacturing 

company) were limited. 

Sampling Procedure. The sampling procedure begun with the general 

employee group. The author invited acquaintances who fit the above-mentioned 
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participant profile by emails and instant messages on WeChat. Each participant 

who completed the interview was asked to provide referrals for the next 

participant and/or send the interview invitations to potential participants in his/her 

networks. A 26-year old male engineer was the first participant. A total of 26 

interviews were completed because the saturation criterion was satisfied when the 

24th, 25th and 26th interviewees did not provide any additional information. In 

addition to saturation, the sample size exceeds 25, the minimum sample size for a 

grounded theory study using in-depth interviews suggested by the policy of the 

Archives of Sexual Behavior (Dworkin, 2012). The 26 interviewees came from 24 

organizations.  

Next, the author started to recruit participants of the management staff group 

by sending an interview invitation to the 24 organizations that had an employee 

participating in the study. Surprisingly, nine out of the 24 organizations claimed 

that they did not have a staff or unit responsible for managing their EWeChat use. 

Eventually, seven of the remaining 15 organizations agreed to conduct the 

interview. The author then started the second round of participant recruitment by 

the referrals from the interviewees of the first round. Four additional interviewees 

from four organizations participated in the study. In total, 11 interview 

participants of the management staff group were recruited. The sample size was 

adequate because the number exceeded the initial sample size of 10 as proposed 

by Francis et al. (2010) and more importantly, it satisfied the saturation criterion 

as the 9th, 10th and 11th interviewees did not provide any new insights. 
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Participant Composition. Among the 37 interviewees from 28 

organizations, 20 were males and 17 were females. The age of the interview 

participants ranged from 20s to 50s with the majority (n = 30) under 40. 25 of the 

28 organizations were corporations: eight state-owned and 17 private-owned 

(nine were at organizations having more than 1000 employees, and the other eight 

having less than 1000 workers). The remaining organizations included a hospital, 

a government agency and a high school. The 28 organizations were in eight 

industries, including Internet, finance, automobile, law, engineering, 

manufacturing, consumer goods, and sports. In terms of participants’ expertise 

Interview participants had various occupations, including communication 

managers, human resources, marketers, engineers, analysts, educators, 

programmers, executives, designers, and lawyers. In the general employee group, 

respondents have worked in their current organizations from less than one year to 

over five years. The years of work experience in the current organization for 

management staff participants were less than five. Tables 2 and 3 report the 

detailed information of the interview participants in respective groups.  
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Table 2. Demographic information of employee respondents 

Variable  Category  Number  

Gender  Male  12 

 Female  14 

   

Age  20 – 30 16 

 30 – 40 6 

 40 – 50 2 

 50+ 2 

   

Organization type Government agency 1 

 State-owned school 1 

 State-owned hospital 1 

 State-owned company 6 

 Private-owned company 17 

   

Industry  Automobile  2 

 Education  2 

 Medicine  2 

 Law 1 

 Engineering  1 

 Manufacturing  2 

 Consumer goods 2 

 Finance  6 

 Consultancy  1 

 Internet  7 

   

Work experience Less than 1 year 5 

 1 – 2 years 6 

 2 – 3 years 3 

 3 – 5 years 5 

 Over 5 years 6 

   

Organizational EWeChat 

use experience 

Less than 1 year 3 

 1 – 2 years 10 

 2 – 3 years 8 

   

Frequently 

communicated 

stakeholders 

Internal  14 

 External  12 
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Table 3. Demographic information of management staff respondents 

Variable  Category  Number  

Gender  Male  8 

 Female  3 

   

Age  20 – 30 2 

 30 – 40 7 

 40 – 50 1 

 50+ 1 

   

Organization type State-owned school 1 

 State-owned hospital 1 

 State-owned company 2 

 Private-owned company 6 

   

Industry  Education  1 

 Medicine  1 

 Law 2 

 Engineering  1 

 Manufacturing  1 

 Consumer goods 1 

 Finance  1 

 Consultancy  1 

 Internet  1 

 Automobile  1 

   

Work experience Less than 1 year 3 

 1 – 2 years 2 

 2 – 3 years 4 

 3 – 5 years 2 

   

Organizational EWeChat 

use experience 

Less than 1 year 3 

 1 – 2 years 4 

 2 – 3 years 3 

 Over 3 years 1 

   

Occupation  HR 5 

 Manager  2 

 IT 2 

 Administrator 2 
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4.1.2 Interview Protocol 

The interviews were semi-structured. They were guided by an interview 

protocol of a set of questions to the interviewees while allowing additional and 

case-sensitive questions to be asked to further clarify, probe and/or explore issues 

emerged during the interviews. This design ensured the research focus and the 

degree of freedom for interviewees to express viewpoints based on their own 

experience. 

The interview protocol contained open-ended questions in three sections. 

The first section asked about the participant’s demographics (i.e., age, gender, 

employment), the use of other media at work, and general perception of 

EWeChat. The second section of questions asked about organizational 

actualization of affordances by the author introducing the affordances to the 

participant one by one for answers. The section of the interview protocol for the 

management staff group included questions about why certain affordances were 

used or not used by their organization and how the organization promotes 

employees’ EWeChat use. The third section of questions concerned the factors 

and outcomes of EWeChat use by asking employees’ or organizations’ 

motivations or reluctance of EWeChat use and the benefits and risks of such use. 

The Interview protocol is presented in Appendix A. 
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4.1.3 Data Analysis Procedures 

All interviews were conducted by WeChat video call with an average length 

of 45 minutes. The 37 interviews were digitally recorded with the participant’s 

consent. The author produced verbatim transcriptions by following Braun and 

Clarke’s (2006) suggestion for accuracy. The transcriptions included over 350,000 

Chinese characters for analysis. 

The interview data were analyzed by an inductively thematic approach to 

identify emergent themes using NVivo software. The author first transcribed the 

data word by word and developed a primary coding scheme by comparing and 

evaluating 10% of responses that were randomly selected. The author then coded 

of the remaining data based on the coding scheme while allowing new codes 

emerged from the data to be added to the coding scheme during the coding 

processes. After that, themes related to the proposed research questions were 

developed, reviewed, defined and labelled by comparing and contrasting the 

codes. 

In specific, the primary coding scheme contained (1) eight themes and 23 

codes for the participant basic information, (2) 18 themes with 58 second-level 

and third-level codes of the affordance actualization, (3) one theme and 11 codes 

of the use of other media at work, (4) five themes and 32 second- and third-level 

codes for expected organizational outcomes of EWeChat use and employees’ 

perceived benefits/risks, subjective norms and perceived behavioral control of 

EWeChat use. Tables 4, 5 and 6 demonstrate the themes, subthemes and codes for 
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each category of the finalized coding scheme. 

 

Table 4. Themes and codes of general information  

Theme Second-order 

Theme 

Code 

Gender Male 

Female  

 

   

Age  20 – 30 

30 – 40 

40 – 50 

50+ 

 

   

Organization type Government 

agency 

Hospital 

School 

State-owned 

company 

Private-owned 

company 

 

   

Industry  Automobile 

Education  

Medicine 

Law 

Engineering  

Manufacturing 

Consumer 

goods 

Finance  

Consultancy 

Internet 

 

   

Work experience Less than one 

year 

1 – 2 years 

2 – 3 years 

3 – 5 years 

Over 5 years 
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Theme Second-order Theme Code 

Organizational 

EWeChat use 

experience 

Less than one 

year 

1 – 2 years 

2 – 3 years 

 

   

Frequently 

communicated 

stakeholders 

Internal 

stakeholders 

Colleagues 

Supervisors 

Subordinates  

   

 External 

stakeholders 

Clients 

Partners  

   

Organizational 

culture 

Clan  Honesty 

The atmosphere is young and kind 

The organization is like a big family 

The organization is like a school 

association 

The organization cares about 

employees’ benefits 

   

 Hierarchy  Strong control and strict rules 

   

 Adhocracy  Free 

All organizational information is open 

and transparent 

Interactive with employees 

   

 Market  Results-orientated 

Competitive  

Employees should devote themselves to 

work 

   

Uses of other 

communication 

channels 

WeChat Work-related interpersonal 

communication  

Private-related interpersonal 

communication with colleagues 

In some organizations, employees use 

both WeChat and EWeChat for work-

related interpersonal communication to 

communicate with external 

stakeholders 

Organizational information delivery to 

prevent missing messages 
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Theme Second-order Theme Code 

 Email Organizational information delivery to 

prevent missing messages 

   

 OA systems Basic tasks accomplishment 
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Table 5. Themes and codes of affordance actualization 

Theme  Second-order 

Theme 

Code 

Association  Association 

between people 

Building online interest-based public 

communities 

Building private ties with colleagues 

through communication on EWeChat 

Socialization of newcomers to better get 

involved in organizations 

   

 Association 

between people 

and information 

All content in EWeChat is associated 

with the content creators 

   

Bandwidth  Picture Pictures can be sent in instant 

communication 

   

 Video Video can be sent in instant 

communication 

Video conference among employees 

Live broadcasting of department 

activities 

   

 Audio  Audio can be sent in instant 

communication 

Audio conference among employees 

   

Control  Self-control Employees tend to censor their 

communication content to avoid sensitive 

topics, because they believe they are 

monitoring by organizations 

   

 Availability 

control 

Using the off-work function to let others 

know that one is not available  

   

 Information-

seeking control 

Overt-based approach: organizations send 

information to employees 

Covert-based approach: employees can 

actively acquire the information they 

need from organizations 

Developing knowledge management 

systems to enable employees to find the 

information they need effectively 
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Theme Second-order Theme Code 

Diversity  Functions 

accomplishing 

basic tasks 

Internal tasks: attendance, application, 

reimbursement, approval, KPI evaluation, 

calendar, e-learning  

External tasks: business trip tickets and 

accommodation booking, ordering food, 

calling taxi, payment 

Some organizations keep developing new 

functions to satisfy employees’ growing 

needs 

   

Editability  Message 

withdrawal  

EWeChat helps employees to withdraw 

and revise messages sent in the recent 24 

hours 

   

Feedback  Expressing 

opinions to 

organizations 

Feedback channels include suggestion 

box, public community, message board, 

group discussion, AI-based Q&A, and 

direct communication with leaders 

Feedback content includes personal 

benefit issues (welfare, organizational 

services, salary); job-related issues (work 

details, basic tasks, peer-evaluation); 

organizational issues (suggestions about 

organizational development or 

management); and external issues 

(publics’ perceived reputation, product 

problems) 

Personal benefit and external issues are 

more likely to be responded to 

Employees’ comments on organizational 

issues can help organizational 

development 

   

 E-learning 

evaluation  

Employees should participate in tests 

conducted on EWeChat to show results of 

their e-learning processes 

   

 Selection  Employees can vote through EWeChat to 

participate in internal selection 
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Theme Second-order Theme Code 

Outeraction  Connection with 

WeChat 

Employees can use EWeChat to talk with 

WeChat users, most are external 

stakeholders 

External stakeholders can use WeChat to 

log into EWeChat systems and get access 

to organizational information 

   

 Connection with 

third-party 

applications 

Accomplishing external tasks: business 

trip tickets and accommodation booking, 

food ordering, taxi calling, payment 

To share EWeChat content to external 

platforms 

   

Perpetual 

contact 

Being accessed 

by organizations 

or colleagues 

anytime, 

anywhere 

Most organizations send overtime work-

related messages through WeChat 

EWeChat is most likely to be used to 

send unurgent announcements 

Some organizations only send work-

related messages on EWeChat and allow 

employees not to read them after work 

   

 Getting access to 

work anytime, 

anywhere 

Employees can use fragmented time to 

deal with work-related tasks outside 

workplaces 

   

Persistence All information is 

traceable 

It prevents potential risks about 

responsibility conflicts 

Some organizations require employees to 

report their EWeChat use patterns 

   

 Information 

storage 

Developing knowledge storage systems 

such as online space, search engine, and 

wikis 

   

Personalization  Personalized 

organizational-

sent information 

Some messages are only sent to people in 

certain departments 

Some messages are only sent to people 

with certain characteristics 

The content of some messages is 

personalized, such as birthday or 

anniversary celebration 

Some functions are designed only for 

certain employees 
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Theme Second-order Theme Code 

Portability PC and mobile 

version 

EWeChat has both mobile and PC 

versions, some organizations use both, 

some only use the PC version, and some 

only use the mobile version 

   

Privacy  Monitoring  Organizations are able to view 

employees’ communication content 

EWeChat allows organizations to set 

censor words and automatically block 

certain messages 

   

 Permission  Profiles of all members are mandatory 

and publicly visible 

Organizations can control what content is 

visible to whom 

   

 Anonymity  Only in public communities, some 

organizations allow employees to speak 

anonymously 

   

Social 

presence 

Read/unread 

notification 

Users can see if their sent messages are 

read or not 

One organization has a policy that all 

EWeChat messages should be marked as 

“read” within 12 hours 

   

Synchronicity Group 

communication 

EWeChat allows employees from 

different locations to communicate with 

each other together 

   

 Work-related 

communication 

Some organizations primarily use 

EWeChat for work-related 

communication 

Some organizations allow employees to 

select the channel they prefer for 

communication 

Some organizations only use EWeChat to 

find unfamiliar others and then turn to 

WeChat for communication 

   

 Private-related 

communication  

Topics include chit-chat when taking a 

rest, interesting workplace gossip, or 

some jokes for relaxation 
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Theme Second-order Theme Code 

Visibility  Content The content includes announcements, 

organizational news, work-related or 

industry-related knowledge, non-work-

related knowledge, organizational 

responses to employees’ opinions, 

employees’ profiles, and organizational 

information 

   

 Frequency  Some content is always visible, such as 

employees’ profiles and organizational 

information 

Some content is updated when necessary, 

such as announcements or organizational 

news 

Some content is updated frequently, such 

as knowledge 

   

 Selective 

visibility 

Some organizations only post 

information on EWeChat 

   

 Sender  Information can be sent by HR, 

administrative staff, different 

departments, and organizational leaders 

   

 Tone Some organizations tend to send 

messages with a formal and clear tone 

Some organizations want their 

information to be informal, emotional 

and interesting 
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Table 6. Themes and codes of outcomes and perceptions  

Theme  Second-order 

Theme 

Code 

Organizational 

expected 

outcomes 

Increasing 

interpersonal 

communication 

effectiveness 

Work-related communication 

Get access to any colleagues 

Find unfamiliar colleagues 

One-time communication or 

collaboration 

Employees can know if their 

messages are read or not, which is 

time-saving 

Very few private-based conversations 

Allows a large group discussion 

   

 Increasing 

organizational 

information delivery 

effectiveness 

EWeChat is used to deliver 

organizational information, 

announcements, knowledge, and 

rewards to employees 

All kinds of information can be 

visible on EWeChat by all employees 

Employees can receive and deal with 

organizational-sent information 

anytime, anywhere 

   

 Increasing the 

effectiveness of 

employees’ 

responding to 

organizations 

Public forums 

One-to-one dialogic Q&A 

Suggestion boxes 

Instant communication with 

supervisors 

Most organizations respond timely 

about personal issues but do not 

respond to suggestions about 

organizational issues 

Benefits organizational development 

by aggregating employees’ ideas 

Benefits employees by knowing their 

concerns and solving the problems 

   

 Increasing work 

effectiveness 

Accomplishing all basic tasks in one 

application 

Connecting with third-party 

applications 

Can be used to deal with work-related 

tasks anytime, anywhere 
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Theme  Second-order Theme Code 

 Knowledge 

management 

Knowledge creation in internal public 

communities 

Building up an online space to store 

and categorize knowledge 

Design knowledge search engine 

Knowledge sharing in group 

discussion, in the form of 

conversation 

Most new knowledge is created by 

organizations 

To help employees to obtain useful 

information they need 

   

 Increasing 

interpersonal 

relationships 

Building social ties among employees 

through work-related communication 

Organizational information is visible 

on EWeChat to help newcomers get 

involved 

   

 Increasing the 

relationship 

between 

organizations and 

employees 

Caring organizational messages 

Encouraging employees to participate 

in EWeChat-based collectivistic 

activities 

Employees feel control mutuality and 

commitment when their opinions are 

valued by organizations 

Employees feel satisfaction when 

their problems can be solved 

Employees feel satisfaction and 

commitment when being cared for by 

organizations 

   

 Management  To understand employees better 

Employees have privacy concerns 

because they fear being monitored 

when communicating on EWeChat 

Managers claim they can trace all 

communication history in EWeChat, 

but they will not do so 

EWeChat prevents privacy leaks 

because all content is associated with 

senders 
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Theme  Second-order Theme Code 

Perceived 

benefits 

Utilitarian benefits Usefulness 

Ease of use 

Effectiveness 

Convenience  

Time-saving 

   

 Hedonic benefits Positive emotions such as happiness, 

enjoyment  

Relaxation  

   

 Symbolic benefits Sense of belonging 

Professional image 

Avoiding WLC 

   

Perceived risks Performance risks EWeChat may crash when getting 

access to third-party applications 

In some organizations, work-related 

communication and tasks are 

conducted on different platforms, 

which causes inconvenience 

Some organizational-sent content is 

considered as useless or not 

satisfactory by employees 

Some useful functions are not 

presented 

   

 Psychological risks Stress caused by the overtime 

perpetual contact  

Information overload  

   

 Social risks  Sense of distance 

   

 Privacy risks Sense of being monitored 

Not allowing anonymity  

Most organizations do not care about 

employees’ privacy concerns 

   

Subjective 

norms 

Important others  Supervisors 

Colleagues 

External stakeholders  
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Theme  Second-order Theme Code 

PBC Self-efficacy  EWeChat use skills: only a few 

organizations have training sessions 

about how to use EWeChat 

Devices constraints: some employees’ 

mobile devices cannot run EWeChat 

smoothly  

   

 Controllability  Some organizations mandatorily 

require employees to use EWeChat 

for work-related communication, so 

they do not have full control of 

EWeChat use 

 

4.2 Results 

This section reported the findings of RQ1-3 suggested by the interview data 

of both employee and management staff groups. RQ1 asked about the outcomes 

of EWeChat adaptation expected by organizations. Notably, most participants in 

the general employee group were not told why their organizations use EWeChat. 

They however postulated the outcomes based on their own EWeChat use 

experience. The results from the employee group indicated that EWeChat was 

most likely to be used for improving work and communication effectiveness. 

Such organizational goals were associated with certain types of affordance 

actualization, and each action produced different perceptions of employees. 

Management staffs had clearer understandings about organizational goals, and the 

most salient use purpose was also enhancing work and communication 

effectiveness. However, they also emphasized the effect of EWeChat as an 

administrative and monitoring tool. Standing on the organizational side, 
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management staffs also claimed how they use EWeChat to achieve such goals and 

their perceived effects of organizational EWeChat use. 

To answer RQ2, this study provided evidence about actions that 

organizations actualizing EWeChat affordances, and how they used other 

platforms for employee communication purposes. Data revealed what affordances 

were presented, and how similar affordances were actualized by organizations 

and employees in different organizational contexts. General employees mainly 

concerned EWeChat affordances and affordance actualization they noticed in 

daily work, while management staff had a broader view of how EWeChat was 

used, and they provided comments about why EWeChat was used in certain ways.  

RQ3 concerned individual perceptions of employees’ EWeChat adoption. 

Following the framework of TPB, users’ perceived benefits, risks, subjective 

norms, and PBC were discussed in contexts when different affordances were 

actualized. According to Wolcott (1994), features, concepts, and interrelationships 

of interviewees’ comments were discussed to investigate triggering reasons 

behind the phenomenon. 

4.2.1 EWeChat Use with Other Platforms   

Although not included in the three research questions, the EWeChat use with 

other platforms at work should be discussed at first. Because one of those 

platforms, WeChat, plays an important role in communication at work. The use 

experience of other platforms, especially WeChat, may form habits that are 
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influential on employees’ use patterns and intention of EWeChat. 

Technology use is homogeneous in the workplace because employees are 

required to communicate with others for different purposes (N. Luo et al., 2018; 

Song et al., 2019). N. Luo et al. (2018) found that social media platforms used in 

the organizational context focused on either instrumental or expressive purposes. 

Following this typology, Song et al. (2019) distinguished social media platforms 

used in the workplace into two types. Work-orientated social media, indicating 

those platforms designed to create job-related outcomes, such as ESM (e.g., 

Slack, DingTalk, EWeChat). And socialization-orientated social media, referring 

to public social media that emphasized exchanging personal information and 

building expressive ties, like Facebook, Twitter, and WeChat. The two types of 

social media acted as complementary resources at the workplace: instrumental 

outcomes produced by work-orientated social media (e.g., collaboration, work 

effectiveness) can be enhanced by expressive outcomes created by socialization-

orientated social media (e.g., social support) (Song et al., 2019). This typology 

assumed that employees tended to adopt work-orientated social media for 

instrumental purposes and socialization-orientated social media for expressive 

purposes. However, the interview results indicated that mainland Chinese 

employees sometimes used more than one type of technology for similar 

purposes. All codes about how other platforms were used for employee 

communication were developed during the coding process. 

For accomplishing work-related tasks, many organizations tended to use 
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more than one technology, and both work- and socialization-based social media 

platforms were used for such purposes while some respondents also reported that 

they were using a work-based channel such as EWeChat to talk about personal or 

social issues.  

WeChat. Among all communication channels, WeChat was most frequently 

mentioned by both employees and managers, because of its dominant role as an 

instant communication and social networking channel in mainland China 

(Tencent, 2020). Using WeChat with EWeChat was very common in the Chinese 

organizational context. Findings revealed that WeChat was used for the following 

purposes in companies with EWeChat and other technologies. First, 18 employees 

and seven management staff said that their organizations adopted WeChat but not 

EWeChat for interpersonal communication among employees, including work-

related and personal topics. An official from a local governmental agency stated 

that EWeChat and WeChat were aiming for different types of communication, 

“We mostly use EWeChat for the communication between the organization and 

employees like us, while all interpersonal communication is on WeChat.” A 

product manager from an Internet company indicated that they tended to talk 

about important work-related issues on WeChat: “Our colleagues all have the 

tendency to discuss important issues on WeChat… maybe because people are 

more active on WeChat.” 

An IT support staff member in a hospital introduced how they used 

EWeChat and WeChat together in interpersonal communication among 
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employees, 

 

For communication among our colleagues, WeChat is definitely used more 

frequently. EWeChat is used only when we need to contact those who are not 

WeChat friends, because all employees’ contact information is on EWeChat. 

But after finding one employee’s contact information, we usually turn to 

WeChat for further communication. 

 

Not only work-related communication, as a socialization-orientated social 

media, WeChat was also adopted for discussing private issues among employees. 

This finding was supported by a product manager from an Internet company, 

stating that they felt more comfortable to share or discuss personal issues on 

WeChat because it was not appropriate to talk about such issues on an “official 

and professional” platform such as EWeChat.  

This finding was opposite to Song et al.’s (2019) assumption that work-

orientated social media was adopted for instrumental purposes, while 

socialization-orientated social media was used for expressive purposes. WeChat, 

as a socialization-orientated social media, was widely used for enhancing work 

collaboration and information exchange as well as for personal communication. 

In other words, when being used together with WeChat, EWeChat still served as 

an instrumental social media platform, but all use behaviors related to instant 

messaging, whether they were work-related or not, took place through WeChat. 
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Respondents proposed several reasons for using WeChat but not EWeChat for 

work-related interpersonal communication, the first and most important one was 

habit. WeChat’s history was five years longer than EWeChat; when EWeChat was 

launched in 2016, for mainland China, most Chinese employees were accustomed 

to using WeChat but not other work-orientated social media tools for work-related 

communication. A teacher in a high school concluded that she and her colleagues 

usually tended to use old technologies: 

 

I will use WeChat more frequently, as it was developed before EWeChat… 

You know, it is just the order issue. I am more familiar with the old 

technology (i.e., WeChat), and I will not turn to a new technology unless the 

new one is much better than the old one. 

 

Almost all respondents shared similar comments that they were accustomed 

to using WeChat for interpersonal communication on all topics, and they did not 

want to try a new channel that is not much more useful or convenient than 

WeChat. The second and third reasons further explained why the habit of using 

WeChat was difficult to change. 

The habitual use of WeChat made employees check it more frequently 

because all communication on WeChat was instant. The more an individual used 

WeChat for communication, the more likely he/she would expect to receive 

feedback on WeChat. As most personal communication was conducted on 
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WeChat, mainland Chinese were expected to check WeChat more frequently than 

any other channels for getting access to their families or friends. In such a 

context, sending messages via WeChat was considered as a way to have less 

chances of missing information because work-related messages would also be 

seen when a person checking his/her personal messages. While employees may 

have less motivations to check a work-orientated social media platform, 

especially after work. This assumption was supported by a marketing staff that 

she thought WeChat was more convenient because it was easier to get access to 

others; a bank manager stated that sometimes she may miss information on 

EWeChat because she forgot to open it, which would never happen on WeChat. A 

salesman said that many people did not have the habit of checking EWeChat, so 

sending EWeChat messages to those people was “useless,” and the messages 

were more likely to be missed, and he had to re-send via WeChat. Moreover, 

because WeChat was more frequently checked, some respondents discussed 

another advantage was that it helped them find people in an emergency, which 

was supported by the bank manager:  

 

WeChat is very helpful when my supervisor wants to talk to me. At that time, 

usually I am very anxious to reply as soon as possible, so if the message is on 

WeChat, I am sure that I will not miss it; but if it is on EWeChat, sometimes I 

cannot see it in time. 
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Since using WeChat for interpersonal communication was a habit, Chinese 

employees tended to frequently check this platform, which further ensured that 

important messages were less likely to be missed and people were more likely to 

be accessed through this channel. Thus, WeChat communication was adopted 

more widely for conveying work communication. 

Based on the long history of WeChat use, for most mainland Chinese, their 

networks (including families, friends, colleagues) were all on WeChat. After 2016 

when EWeChat was launched, many employees felt it was inconvenient to change 

all work-related network to a new platform, especially for those from small- or 

medium-size organizations. A governmental officer stated,  

 

Position transfer is quite common in my organization, so I know almost all 

my colleagues, and we are all at least acquaintances, and of course, WeChat 

friends. In that condition, there is no need to switch our communication to a 

new platform. 

 

Also, a product manager from a start-up IT company said:  

 

In my organization, which only has 80 employees, all our colleagues are 

already WeChat friends. We can talk about everything (including work- and 

personal-related issues) in a WeChat group. I find it not necessary to try a 

new channel. 
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Moreover, as many employees had their own networks on WeChat, such 

networks usually contained external stakeholders they should contact. In other 

words, for those who had to contact external publics (e.g., consumers, clients, 

suppliers), most of their work-related communication behaviors must be 

conducted on WeChat, while the rest (i.e., communication with internal publics) 

was not necessarily conducted on a different platform. For instance, a marketing 

staff from a start-up financial company said: 

 

My organization is sales-orientated, and we need to contact many external 

clients every day. Well, you know, most of those clients do not have 

EWeChat on their cell phones; without using WeChat, it is impossible to find 

and talk with them. It would be very inconvenient if I keep switching 

between EWeChat and WeChat to communicate with colleagues and clients. 

 

Further, more respondents agreed that the decision to use WeChat or 

EWeChat for work-related communication was determined by what type of 

stakeholders one should frequently communicate with: external or internal. A 

product manager from Tencent stated: 

 

Those staff from IT or HR departments who do not need to communicate 

with external people are more likely to choose EWeChat to talk about work- 
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and even personal-related issues; while for people like us from the business 

department, we prefer WeChat because that is the only way to contact our 

clients who do not have EWeChat. 

 

WeChat carried more networks than EWeChat for mainland Chinese, and as 

most external stakeholders were not included in the EWeChat system, some 

employees who had to frequently interact with external publics may be less 

motivated to choose EWeChat for work-related communication. 

Actually, EWeChat allowed organizations to add external people into the 

system and allowed employees to directly send messages to the WeChat accounts 

of others. Then why do so many people still refuse to adopt it to contact external 

publics? The answer concerned some intangible values conveyed by WeChat and 

EWeChat: some respondents said because WeChat was always used as an online 

space containing families and friends, communication on it could be considered 

as more informal and intimate. An IT company product manager believed that it 

was common in the industry,  

 

For almost all of us, if I do not mind someone seeing my personal life, and I 

know I will continuously contact with him/her, I will unconsciously choose 

WeChat. On the other hand, I tend to use EWeChat to contact those I only 

need to talk to once. 
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Others indicated that when communicating with clients, using EWeChat may 

be seen as not friendly enough. “We prefer to be friends with our clients, so we 

have to use WeChat for communication, since EWeChat is too formal” (a 

marketing staff in a consultancy company).  

Some organizations considered WeChat as a backup for information 

delivery, which also resulted from the strong habitual usage of WeChat. Six 

respondents said that their organizations always sent the same information on 

both EWeChat and WeChat. It seemed to be redundant and effort-consuming, but 

sometimes it was necessary for avoiding information missing. An IT company 

product manager claimed that all announcements were sent twice on both 

EWeChat and WeChat because the organization wanted to promote EWeChat and 

encourage employees to gradually switch from WeChat to EWeChat as well as to 

prevent information missing,  

 

…Even our supervisor himself does not have the habit to check EWeChat 

frequently. At the very beginning, the organization only sent information on 

EWeChat, but employees still had no motivation to open it. Then, for 

ensuring no information being missed, it has to send everything again on 

WeChat…I understand it is good to separate work- and life-related 

communication; we just have no motivation to leave WeChat.  

 

An HR staff member of a law firm also confirmed that they did not want 
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anything to be missed by employees, so all organizational information or 

announcements were sent through email, EWeChat, and WeChat for three times, 

“It is impossible to miss an announcement from three different channels.” 

Therefore, although effort-consuming, some organizations and employees still 

believed it was necessary to send the same information through different 

channels.  

Email. Another communication channel which was sometimes used with 

EWeChat was email. Although not as common as WeChat, some organizations 

still adopted email for information processing. However, unlike WeChat, email 

was mostly adopted for one-way information delivery from organizations to 

employees. Eight organizations, all of them were large-size companies, were 

using email to send announcements or information to employees. Two HR staff 

members explained that they chose email rather than other channels because “it is 

more formal and professional.”  

From the perspective of employees, a salesperson from a state-owned 

company said that she preferred to use email and EWeChat together:  

 

The biggest advantage of email is that it is on PC, with a larger screen than a 

cell phone so I can see details clearer. But on PC, I am not able to be 

informed when new messages come immediately, so I prefer to receive 

notifications on EWeChat to know what the message is generally about, and 

then check details via email later.”  
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The viewpoint that EWeChat complemented email in terms of immediacy 

was also supported by three other respondents. 

As with WeChat, three organizations also considered email as a backup 

channel to prevent information from being missed. However, one difference for 

organizations was that there was usually no need to send a message again via 

email because EWeChat provided an entry to most email systems, which meant 

employees could receive and check email simply through EWeChat. This could 

also be regarded as the actualization of the outeraction affordance. Six out of 

eight organizations connected email with EWeChat; then employees were able to 

use all functions of their email on EWeChat. An organization selected EWeChat 

from two ESM systems only because their email system belonged to Tencent 

(which meant it could only be linked with EWeChat). Linking with EWeChat 

helped employees to check formal organizational announcements anytime, 

anywhere. It also integrated two work-related communication channels to prevent 

employees from switching between them. 

Office Automation (OA) systems. By actualizing the diversity affordance, 

EWeChat was used for accomplishing most work-related basic tasks, including 

application, attendance, reimbursement, etc. Three organizations used to have 

self-developed OA systems to accomplish such tasks, and even though EWeChat 

provided similar or better functions, the original OA systems were still used. For 

those three organizations, they insisted on using their own systems mainly for the 
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privacy concern, as they were from medical and financial industries. A manager 

in a state-owned bank stated, “The organizational policy does not allow us to 

process formal and confidential information and important works on third-party 

platforms, such as EWeChat. We only trust our own system…So EWeChat is only 

used to process information that is not that important.” As EWeChat was designed 

by a third-party company, which was also a potential privacy risk when some 

organizations attempted to adopt it. 

4.2.2 RQ1: Organizational Goals 

Taking interview results of both employees and management staff into 

consideration, findings of the main purposes of organizations adopting EWeChat 

mostly resonated with the author’s expectation from the literature review. 

Organizations mainly adopted EWeChat for increasing communication and work 

effectiveness, knowledge management, as well as relational factors. Moreover, 

management staff also raised a viewpoint that EWeChat is used to increase 

management effectiveness. This section focused on why EWeChat was adopted 

by organizations, and how it was used to achieve organizational goals from both 

employees’ and organizational sides. 

Interpersonal Communication Effectiveness. As a social media and IM 

tool, the most important use of EWeChat is considered as increasing 

communication effectiveness in two aspects: between organizations and 

employees, and among employees. Employees provided strong and positive 
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comments about how EWeChat was used to increase interpersonal 

communication effectiveness, which was also an organizational purpose to adopt 

EWeChat. Based on the literature review, the author developed some codes, such 

as “only use ESM for work-related communication” (Song et al., 2019), “group 

discussion” and “get access to specific/unfamiliar colleagues” (Leonardi et al., 

2013). During coding, a code about the “read/unread notification” EWeChat 

function, and a code about the phenomenon “one-time communication or 

collaboration” which resulted from the widely adoption of WeChat was 

developed. Interviewees’ statements about the codes were discussed as follows. 

Since WeChat is used by almost every Chinese employee for interpersonal 

communication, not many interviewed organizations adopt EWeChat for 

communication among employees. From the employee side, 12 respondents 

reported that EWeChat was used for communicating work-related issues, all 

organizations allowed employees to select the communication channel they 

preferred. For example, a Tencent designer stated, “Although our company 

requires us to install EWeChat, we have full control to select what channel to use 

when communicating with colleagues”. Even with no organizational policies, 

employees found EWeChat-based interpersonal communication to be more 

convenient than other channels because all employees’ profiles were available in 

the EWeChat system, then one can get access to any colleague regardless of 

knowing him/her or not. Even employees in those organizations not using 

EWeChat as the major communication channel mentioned that they liked to get 
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access to unfamiliar colleagues before turning to other channels for further 

communication. In other words, EWeChat acted as a first contact with others, 

which was more convenient and time-saving than any other channels, and then 

employees were able to choose the channel they liked for further contact. A 

lawyer stated:  

 

The most salient advantage of EWeChat is helping two people that are 

physically far away or even do not know each other to get their first contact. 

We use EWeChat to say Hi and ask for others’ WeChat ID, then we turn to 

WeChat for further conversation… We also use EWeChat for one-time 

collaboration: for working on a project, the PI (principal investigator) usually 

searches for project members in terms of their occupations or other personal 

information, add them in a group, and we have an online group conference; 

then after the project is done, the group is dismissed immediately… I really 

like that; it makes the collaboration simple.  

 

This use of EWeChat was emphasized mostly by organizations with a large 

number of employees because IM tools like WeChat required that two people can 

interact only when they are “friends” and cannot handle a large number of 

employees. A product manager from Tencent said:  

 

Our organization is quite large, with so many departments that I cannot even 
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recognize… Most of the time when I want help from someone that I don’t 

know, I need EWeChat to identify the exact departments and people that I 

want to contact. 

 

Basically, employees believed using EWeChat increased interpersonal 

communication effectiveness because they felt it was easier to get access to 

unfamiliar colleagues, which was in alignment with Leonardi et al.’s (2013) 

viewpoint that ESM helped organizations to do boundary work by overcoming 

communication barriers (e.g., location, time, space, department) among 

employees. Another strength mentioned by three employees was the read/unread 

function. A marketing staff from a consumer goods company believed that “We 

can see if our messages are read or not, which saves a lot of time from waiting 

because we can get access to someone through other channels if we find our 

messages are not read.” From the organizational side, management staff 

explained why they believed EWeChat improved communication effectiveness 

among employees in more detailed ways. Compared to employees, management 

staff considered interpersonal communication as a more important advantage of 

EWeChat. Nine out of 11 of them confirmed that they used EWeChat at least for 

parts of communication among employees, and all conversations taking place on 

EWeChat were only work-related.  

Management staff believed EWeChat was suitable for interpersonal 

communication for three reasons. The first one corresponded to employees, 
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indicating that employees can easily get through communication barriers via 

EWeChat, such as across different departments or regions. Second, because only 

work-related information was exchanged, the information flows were less 

redundant and more time-saving by excluding chit-chat or other non-relevant 

messages. An automobile company’s CEO assistant claimed, “We have policies 

that no personal issues are allowed to be discussed on EWeChat… You can go to 

other platforms, such as WeChat, if necessary; EWeChat is work only.” A bank 

account manager said, “There is too much information on WeChat… It is quite 

hard to find what I need with so much irrelevant information. Once it is posted, it 

will be quickly overwhelmed by many other messages…” The third reason was 

that EWeChat allowed a larger group for discussion, which indicated all 

employees can directly exchange ideas in the same space. An HR staff of a start-

up Internet company said, “As a start-up company, we really need a platform to 

aggregate voices from all employees and encourage them to get a deeper 

understanding of each other.” Another HR staff from a law firm also stated that 

they chose EWeChat because it allowed more than 500 people in instant group 

discussion (which is not applicable on WeChat). In short, besides getting access 

to unfamiliar others, managers also found EWeChat to be effective in 

interpersonal communication because it could eliminate personal conversation 

and allowed instant group conversation regardless of the number of participants. 

Organization – employee Communication Effectiveness. As many 

organizations were using WeChat for work-related communication, EWeChat was 
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more likely to be regarded as an information-processing channel between 

organizations and their employees. Codes about how ESM was used to improve 

the organizational information delivery were developed from previous studies. 

ESM can be used to send messages to employees (Leonardi et al., 2013; Van 

Osch et al., 2015), specific types of messages were generated from interviewees’ 

statements. The code “information can be visible by all employees” came from 

Leonardi and Treem’s (2012) study, and the code “getting access to employees 

anytime, anywhere” was relevant to Bittman et al.’s (2009) work about perpetual 

contact. Codes about forms of employees expressing feedback to organizations 

were developed from previous studies (Ruck & Welch, 2012; Wang et al., 2016). 

Two codes about benefits of hearing from employees were generated from a study 

of employee voice (Dundon et al., 2004). Moreover, a code about how 

organizations responded to different types of feedback was generated from the 

interview results. Statements about such codes can be viewed in this section.  

Of the 26 interviewed employees, 24 reported that EWeChat was used as an 

information delivery channel by their organizations, and the delivered 

information included organizational information, announcements, knowledge, 

and rewards. The detailed content of such information will be discussed in the 

visibility affordance section. The information delivery use of EWeChat resonates 

with the attention allocation process indicated by Leonardi et al. (2013), which 

meant ESM helped organizations to gain employees’ attention to sources that they 

may not notice before. In other words, ESMs prevented employees from missing 
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important information. A teacher from a private-owned educational services 

company said:  

 

Our teachers are in a relatively closed department; usually we do not know 

many things except for teaching. But with EWeChat, we can know the news 

of other departments, such as promotions, marketing, or even the whole 

industry. 

 

As EWeChat is installed on mobile devices, and organizations can design 

specific functions for information delivery, which means only certain content 

shows on a window, employees can easily read messages without being disturbed 

by irrelevant information. A designer in an advertising company said that her 

organization designed a function for activity enrollment, and through this 

function,  

 

Some activities have a limited number of participants; I can follow the real-

time information of my enrollment status, others’ enrollment status, what 

activities have less applicants… to join in such activities more effectively. 

 

Moreover, some employees emphasized that EWeChat saved their time from 

finding previous information. For instance, a doctor said,  
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Many of our tasks are time-sensitive, such as calls for papers or grant 

proposals. I used to miss some important announcements because my 

supervisor forgot to forward them to me, or they were ‘submerged’ by other 

messages. With EWeChat, I can receive announcements immediately and go 

back to acquire previous messages I might have missed, which gives me 

more time to accomplish tasks.” 

 

Similar to employees, management staff also believed information delivery 

was a major use of EWeChat. Ten out of 11 interviewees indicated that their 

organizations used EWeChat to send messages to employees since it had the 

following two strengths in information delivery. First, all employees were 

accessible in the system, so “For some information that should be known by the 

whole organization, EWeChat is an effective channel” (an HR staff in a law firm). 

Second, newcomers needed to get involved in the organization quickly, and 

EWeChat presented all organizational and personal information online, which 

meant a new employee can know the vision, mission, culture, structure, and other 

information by simply logging in EWeChat. It saved time to inform newcomers 

of such information and also enabled them to learn how things work in my 

organization” (a school administrator).  

Finally, as it is installed on mobile devices, sending information on EWeChat 

ensures that “Regardless of time or location, the messages can be received and 

read, that is the only thing that concerns organizations” (a project manager in a 
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state-owned company). This strength is important in making EWeChat effective, 

because, as stated by the project manager, sometimes organizations only wanted 

to conduct one-way communication to inform employees of what tasks should be 

done without expecting any feedback. Chen (2008) indicated that most Chinese 

organizations were only interested in the top-down and one-way communication 

mode. This can also explain why EWeChat is mostly used as an information 

delivery tool – it satisfies organizations’ basic needs to inform. 

Furthermore, a growing number of organizations pay attention to hear from 

employees, while also more and more employees in mainland China express their 

needs to have a voice. Interview findings showed that although not as much as the 

information delivery from organizations to employees, EWeChat was still 

adopted as the channel for employees to better voice their needs. Eight 

organizations were found to build EWeChat-based feedback channels, with 

different formats. Some acted like forums, where all employees can post 

anonymously, and organizational leaders responded in a timely manner (a start-up 

Internet company). Some were a suggestion box where employees could directly 

report their opinions via a function of EWeChat, and the organizations collected 

and responded to those opinions every month (an educational services company). 

Some were one-to-one dialogic Q&A, which meant certain people or AI could 

answer employees’ questions in real-time (a large Internet company). Some 

organizations posted contact information of leaders on EWeChat, then employees 

could send their thoughts to the leaders directly like instant messaging, and the 
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leaders responded to those messages (a manufacturing company).  

Employees evaluated the communication as effective or not based on 

whether their opinions were treated seriously. Interview results indicated that the 

effectiveness was case sensitive:  

 

After submitting our suggestions, the HR staff will immediately let us know 

when the messages are received and read by leaders. They will also update 

the real-time processes of dealing with the problems on EWeChat (a 

consumer goods company).  

 

For the anonymous discussion community, an analyst of a start-up Internet 

company said that his colleagues participated in the discussion “very actively,” 

and he believed that such discussion really benefited the organizational structure 

improvement and influence some decision-making processes on the 

organizational level. The analyst attributed the effectiveness of such online 

discussion to the culture of his organization:  

 

The core values of my organization are honesty and commitment. The 

organization really wants employees to provide suggestions through their 

perspectives to make the organization greater as well as find out problems, 

then we can solve them together. EWeChat offers us a channel to make it 

come true. 
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Unfortunately, not all organizations took employees’ opinions into 

consideration in organizational issues. Four respondents stated a similar criterion 

of how organizations treated employee feedback. Most personal benefit issues 

(e.g., organizational structure, work-related), “Those questions have never been 

answered… You know, the organization will never think about employees’ 

opinions when making such important decisions” (an educational services 

company). Organizational culture also plays an important role in influencing an 

organization’s attitude toward employees’ voice; the educational services 

company was reported to have a market-type culture, with intensive competition 

and a results orientation. Organizations like that emphasize internal control in 

which employees are usually not allowed to participate in high-level decision-

making (Cameron & Ettington, 1988).  

Six management staff reported that their organizations had such feedback 

channels, and they did not provide extra information from employees about forms 

of the channel. Standing on the organizational side, hearing employees’ voice is 

necessary for two reasons: first, 

 

 “Aggregating suggestions of all employees together and encouraging them 

to exchange ideas with others can generate real useful advice for 

organizational development” (a start-up Internet company).  
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Second, “We want to help employees to solve problems they met at work” (a 

manufacturing company). The two purposes of using EWeChat to hear from 

employees can also explain the two focuses of organizational response to 

employees’ feedback. Some organizations regarded EWeChat as a platform to 

generate insightful suggestions from employees to make the organization better, 

so they responded to organization-related feedback more seriously. Some 

organizations considered EWeChat as a channel to know and solve employees’ 

problems, so they responded to personal questions or feedback more frequently.  

Work Effectiveness. Results showed that EWeChat acted as much more 

than a communication tool. It provided various functions to help employees 

accomplish basic tasks. In other words, EWeChat also served as an OA system, 

which indicated using the system to deal with office information and accomplish 

basic tasks digitally, mainly for increasing organizational efficiency and 

productivity. Two codes about the basic tasks accomplishment functions of 

EWeChat were generated from Song et al.’s (2019) study of another Chinese 

ESM platform (i.e., Dingtalk). The author also developed a code concerning 

EWeChat’s capability to connect with third-party applications from interviewees’ 

statements.  

Both employees and management staff shared comments about how 

EWeChat enhanced efficiency in working on basic tasks, 15 employees stated that 

their organizations deal with basic tasks on EWeChat. Some mentioned work-

related basic tasks such as application, attendance, approval, enrollment, job 
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performance evaluation, and reimbursement. Others talked about using EWeChat 

to log in external applications to do work such as booking business trips, 

payment, e-learning, and calling taxis, and some also discussed that their 

organizations established AI to automatically send caring messages to employees 

to help them relax from the heavy workload, and they could work more 

effectively later. Employees from all the 15 organizations found that functions of 

EWeChat increased their work effectiveness. A product manager from an Internet 

company said, “As installed on mobile, it is effective for us to submit leave 

applications when we are not in the office.” A designer from Tencent said it 

“saves a lot of time from doing basic works; now I can easily solve problems 

such as calling for repairs on EWeChat.” Further, an analyst from a financial 

company pointed out, “The biggest advantage of EWeChat is it standardizes the 

flow processes of basic tasks, then reduces the learning cost and non-standard 

operations when accomplishing those tasks.” From the organizational side, eight 

management staff stated EWeChat was effective for accomplishing basic tasks, 

because “Digitalism increases work effectiveness by saving time from 

paperwork” (a manufacturing company), and “We want our teachers to find and 

get what they need easily on this platform, without spending time on asking 

various departments and people offline” (a school). To sum up, EWeChat 

increases work effectiveness by allowing employees to accomplish basic work 

outside the workplace and through a standardized process. 

Knowledge Management. Knowledge management is considered as a vital 
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purpose of using ESM, defined as processes of creating, sharing, using, and 

managing knowledge (Girard & Girard, 2015). Codes of knowledge management 

came from previous studies (Leonardi et al., 2013; Majchrzak et al., 2013), 

including types and sources of knowledge, as well as forms of knowledge 

management. 

Interview results revealed that although not using the word “knowledge,” 16 

employees reported how their organizations used EWeChat to create, store, 

promote, and share useful information. Most knowledge creation took place in 

online discussion communities such as internal forums, “We use the community 

very frequently, employees are allowed to directly discuss with others about their 

work in public, which sometimes generates some new ideas” (an Internet 

company). EWeChat enables information to be stored and reviewed persistently; 

some companies only used this affordance roughly, which means they did not 

categorize or label existing stored information, “Employees need to check and 

find them by themselves,” stated by a manager of a state-owned company. While 

some organizations set up HR staff to specifically arrange useful information, 

“categorize them by their use, then upload to a certain area on EWeChat by 

clarifying their functions” (a start-up financial company). Some organizations 

built it as a search engine, for example:  

 

We have a system with detailed information about products, consumers and 

sales. It can be logged in on EWeChat, and we can search for the information 
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we need” (a state-owned company).  

 

The knowledge sharing mostly occurred in group discussion, simply as 

general conversation; a lawyer said:  

 

Our work needs to catch up the most recent industrial information, but it is 

hard for me to collect all information by myself. So we colleagues usually 

share new information with our EWeChat group from other platforms when 

we find it to be important; later, the EWeChat group becomes a space to share 

and learn industrial knowledge from others.  

 

Although EWeChat was used for knowledge management by many 

organizations, only a start-up Internet company said that their EWeChat 

knowledge management function included “knowledge created by both the 

organization and employees, and covers topics of both work and life.” In other 

organizations, knowledge was created and arranged only by the organizations. 

For example, a bank account manager said: “All knowledge in my organization is 

pushed to me, including learning materials, reports, news, or new things that our 

leaders think to be useful, which is very frequent.” The knowledge was also 

created by the departmental level, “Knowledge about different aspects is usually 

uploaded by managers of different departments, and informs employees to use 

them” (a financial company). The leading role of organizations in knowledge 
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management was also confirmed by managers. 

From the organizational perspective, knowledge management was 

considered as a more important purpose of using EWeChat, 10 out of 11 

management staff mentioned creating, storing, and sharing knowledge on 

EWeChat. A communication manager from the start-up Internet company further 

explained how his company developed the knowledge system:  

 

We want the system to be a community that combines UGC and OGC 

(organization-generated content) knowledge. Now, most knowledge is 

created by leaders of departments, but we are encouraging employees to 

comment on existing knowledge, as well as to add knowledge that we don’t 

know before in the community. We want employees to find information about 

our company, the industry, relevant policies, work skills, etc.  

 

An IT staff of a law firm also stated that they tended to “learn industrial 

knowledge and policies by the group discussion because colleagues like to share 

the most recent knowledge they see from different sources in the group.” Both 

employees and management staff agreed that EWeChat could be used for 

knowledge management, including creating new knowledge through discussion, 

sharing knowledge in the open space, and storing knowledge in searchable 

systems. One more thing should be noted, organization was still the more salient 

party in internal knowledge management, while employees only contributed to a 
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small part of organizational knowledge. 

Relational Factors. As suggested by Leonardi et al. (2013), ESM helped 

employees build social ties with colleagues because it was the main 

communication tool in organizations. However, in the Chinese context, more 

organizations tend to adopt WeChat rather than ESM for interpersonal 

communication, the role of ESM in building ties seems to be not that salient. Two 

codes of interpersonal communication using ESM were developed from previous 

studies (Leidner et al., 2018; Leonardi et al., 2013). Only two managers and five 

employees found that they built up social rather than work ties with colleagues on 

EWeChat, and such ties included two types. The first type indicated the normal 

personal relationships among employees. In most organizations, EWeChat was 

only a platform for talking about work-related issues, while employees usually 

turned to WeChat for personal chat. For example, a governmental officer stated, 

“We do not make friends on EWeChat, it is totally work-orientated,” and a 

teacher said, “EWeChat is for those without personal ties… I will turn to WeChat 

to talk with colleagues that I know personally.” While in some organizations, 

personal ties among employees were built via using EWeChat: a designer from an 

Internet company said, “Most of our colleagues have similar interests, so many of 

us found friends in the online community on EWeChat when doing public 

discussion.” A product manager from Tencent indicated,  

 

Usually we start from a group discussion about work, but later, we will also 
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discuss personal issues in the group in leisure time. If the work continues and 

we keep talking in the group, we will become friends. 

 

For some employees, EWeChat provided them a space to discuss work-

related issues, and during work-related interaction, employees could get to know 

each other more, share experience or interests, then generate social ties. In other 

words, generating social ties is not the purpose of employees using EWeChat, but 

an outcome that occurs together with communication. Two management staff paid 

more attention to the socialization of newcomers using EWeChat, which was also 

a purpose of using ESM suggested by Leidner et al. (2018). The two management 

staff discussed a similar viewpoint that,  

 

for a newcomer in our school, he/she does not know anything and anyone in 

this school, so we present everything about employees’ profiles, our 

organizational information, our previous internal activities, cases about our 

organizational culture. After reading these, it will be easier for the newcomer 

to know how it works, who his/her colleagues are, how to join them (a school 

administrator).  

 

It is clear that EWeChat is considered to be helpful to inform newcomers of 

important information to help them to better get involved in the organization. 

The more-often-mentioned relational factors influenced by EWeChat are 
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OPRs factors. Codes were generated from the literature, for example, 

“encouraging employees to participate in collectivistic activities” (Leidner et al., 

2018), “opinions being valued” and “problems being solved” (Ruck & Welch, 

2012), “being cared for by organizations” (Y. Sun et al., 2015).  

Although not directly using the word “relationship,” which has different 

meanings in the Chinese context, many respondents said that EWeChat was used 

to improve relational factors between them and their organizations. Eight 

employees stated that their organizations at least used EWeChat to send out 

caring or relationship-maintenance messages, or to arrange EWeChat-based group 

activities to increase employees’ perceived relational factors. Tencent was a good 

example of caring employees, as a product manager said:  

 

There is an AI robot sending us encouraging, caring, and relaxing messages 

automatically, such as beautiful pictures, humor, and reminders to relax. We 

also receive caring messages about our entry anniversary birthday or other 

important dates. The organization seems to be humanitarian for me; I feel 

that I am cared for and treated seriously; surely, I think I am a member of it. 

 

In other words, the respondent perceived commitment to the organization. 

The reason Tencent adopted multiple caring actions might be its organizational 

culture, which was mentioned by all three Tencent employees. For example, “In 

my perspective, Tencent is like a school or family rather than a company. 
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Everyone is cared for, treated differently, employees share similar interests, and 

the organization communicates with us in a friendly and light manner.”  

In addition to sending caring messages, participating in group activities on 

EWeChat increased perceived commitment as well. A governmental officer stated 

that her organization usually posted photos, videos, and articles about its group 

activities on EWeChat: “After seeing these, even though I was not there, I feel 

proud of my colleagues… I also feel like I was also in the activity, fighting with 

my teammates… Yes, I feel the sense of belonging from seeing all those group 

activities.” Moreover, an Internet company developed an open discussion 

community on EWeChat for employees to exchange ideas and provide 

suggestions to the organization:  

 

Seeing our comments are valued and many proposed questions are solved, 

we feel that we can really participate in the decision-making processes, and 

we are connected with the organization. 

 

Based on Hon and Gurnig (1999), the sense of belonging, connection, and 

suggestions being valued are indicators of control mutuality and commitment. 

Interview results also showed effects on satisfaction and trust, the Tencent 

designer reported that EWeChat was only used at work time:  

 

We are fine to not to check EWeChat after work because our whole company 



137 
 

137 
 

agrees that we should separate work and life by using different 

communication channels. In this context, I trust my company more since I 

believe it has the ability to arrange our work well, and it also cares about our 

benefits. 

 

Also, some employees said that through using EWeChat, they were satisfied 

because “EWeChat helps us to solve problems quickly and effectively” (Tencent); 

“I find all colleagues are friendly to me by seeing group activities information on 

EWeChat” (a government agency), and “My organization sends us caring 

messages, which makes me feel warm” (an Internet company).  

Management staff reported similar comments about enhancing EORs via 

using EWeChat. Six out of 11 of them considered “increasing the sense of 

belonging/loyalty/identification” as a goal of adopting EWeChat. Management 

staff also mentioned sending caring messages and conducting group activities as 

relationship-cultivation strategies which enhanced internal satisfaction and 

commitment. One interesting finding was that an administrative staff in a hospital 

considered that “Being added in the EWeChat system can increase one’s 

commitment because that means he/she officially joins our organization,” in other 

words, employees had a tendency to be included in a similar group with their 

colleagues and feel belongingness about it (Baumeister & Leary, 1995). Among 

all organizations using EWeChat for relationship management, only two of them 

were start-up or small-size companies, which was also mentioned by a manager 
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from a start-up sports company, “We know it is good, but we do not have enough 

time, resources, and efforts to do so.” 

Management. The final outcome was mostly discussed by management 

staff and also noticed by some employees, and corresponds with Leonardi et al.’s 

(2013) viewpoint that ESM helped organizations to understand employees better 

to conduct future actions to benefit them. The association affordance that all ESM 

users were associated with content they posted indicated ESM can be used to 

prevent organizational privacy leaks, which was also regarded as a code. 

Moreover, based on the discussion that communication on the enterprise instant 

messaging (i.e., a type of ESM) platforms might be monitored by organizations 

(J. S. Park & Sierra, 2005), two codes about how organizations monitor ESM 

communication were generated.  

In the Chinese context, EWeChat is used to increase understandings of 

employees, and to guide them to work better through those understandings. The 

most salient example reported by employees was the monitoring of their 

EWeChat use. Nine employees reported that they considered EWeChat as a not 

private or safe platform to discuss personal or important issues because  

 

EWeChat provides a report of my EWeChat use every week to my supervisor, 

which includes how long I talk on it, how many times I talk, when I talk, etc., 

which makes me uncomfortable and awkward, especially if I talked too much 

and found by my supervisor (an educational services company employee). 
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Another employee reported, “EWeChat is introduced by the organization. 

We are not sure if our communication content is available to the organization, so 

we never talked about personal or sensitive issues on it… Only work-related 

communication” (an Internet company employee), A consumer goods company 

employee said, “All of us are not anonymous in the EWeChat; surely, we have the 

concern that we should be careful about our discussion content not to cover 

inappropriate issues of work.” Most privacy concerns were about “being 

monitored by organizations,” and that employees should self-censor their 

communication content to avoid including issues not related to work; no concerns 

about privacy leaks outside their organizations were mentioned. 

On the organizational level, EWeChat was considered as a tool to prevent 

privacy leaks, and an engineer from a manufacturing company believed that 

EWeChat kept the business confidentiality of his organization:  

 

We used to communicate in a large WeChat group, but one time after an 

employee resigned, he did not quit the WeChat group and heard and leaked 

some confidential research outputs. After that, we are all required to 

communicate on EWeChat; one will be removed from the system 

automatically after he/she resigns, and creators of all copied information and 

screenshots can be identified. It helps to keep confidential information safety, 

and it is also easy to find the responsible person when privacy leaks… I think 
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that is the most salient reason why my company adopts EWeChat. 

 

Management staff explained how EWeChat worked as a safe platform. First, 

for monitoring, employee respondents were not sure if organizations could see 

their communication content or not; a manager from a start-up Internet company 

confirmed: 

 

When using EWeChat, usually we cannot directly see what employees are 

talking about. However, as the one who pays for the system, we are able to 

request the content of communication from Tencent when necessary… 

Because it is not a platform for private communication, work-related 

communication can be visible to organizations… But we never did that, and 

will not do that. 

 

Similar viewpoints were also provided by some other management staff that, 

although they were able to trace employees’ communication, such action was 

never employed and, “it is not necessary, we do not want to violate employees’ 

privacy” (a law firm manager). A manager of a start-up sports company also 

stated that “we do not have the efforts to do so, and we understand employees 

need to relax, so even in the public discussion group, we are totally fine for them 

talking about personal issues… Well, sometimes we will interrupt them if they 

talk too much”. A manager of a state-owned automobile company provided more 
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positive comments about EWeChat monitoring, “We have not used it yet… But I 

think it is a good thing, many work-related issues are sensitive and involve many 

responsibility conflicts, this function enables us to go back to clarify the 

responsibilities when conflicts occur.” Management staff also confirmed that 

EWeChat prevented privacy leaks by automatically removing employees who 

resigned, and associating people with their copied or screenshotted content.  

Moreover, addressing employees’ privacy concerns, most management staff 

did not consider it as a vital issue:  

 

I don’t think that is an issue… If you don’t talk about sensitive or illegal 

things, but only work-related communication, even criticizing the company, 

that is still OK; we will not punish anyone for this…. Again, why you think 

your communication content ‘should be private’ if you are not mentioning 

inappropriate issues? EWeChat is a work-related platform, and no work 

issues should be private to the organization” (a start-up Internet company 

manager).  

 

A manager from a manufacturing company also responded to the anonymity 

question, saying “We do not allow anonymous public comments because we do 

not want people with ulterior motives to guide the public opinion… It never 

happens, but we want to prevent it.” The company also set up access and post 

permissions of some public content to “maintain information safety.” To sum up, 
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the organizations could trace EWeChat communication content, but rarely did so. 

Besides, the privacy concerns caused by monitoring were not considered an 

important issue, which leaded to no organizations setting up actions to deal with 

such concerns. 

4.2.3 RQ2: Affordance Actualization  

In the previous section, this chapter discussed how EWeChat has been used 

by mainland Chinese organizations and reasons for the organizational adaptation 

of the platform. For achieving organizational goals, this chapter have mentioned 

certain types of affordance actualization, such as incorporating various functions 

to accomplish basic tasks, posting employees’ profiles in public to increase 

interpersonal communication effectiveness, using the persistence affordance to 

keep records of all communication content on EWeChat to prevent responsibility 

conflicts, etc. In this section, those actions will be categorized and discussed by 

affordances. 

Association. According to Treem and Leonardi (2013) and Vaast and 

Kaganer (2013), there were two types of association when actualizing this 

affordance: the associations between individuals, and between individuals and 

content were all found in results. The first type referred to the connections among 

employees, codes of this type were developed from two studies (Leidner et al., 

2018; Leonardi et al., 2013). Although most communication on this platform was 

work-related, some employees still developed personal ties with colleagues 
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through it, and EWeChat provided newcomers enough information to quickly get 

involved in the organization and connect with colleagues. Eight employees 

mentioned that their organizations developed discussion groups or online 

communities to encourage employees to interact with each other, express and 

exchange ideas, and “build up interest-based groups” (an Internet company), 

which can be regarded as a method to increase social ties among employees and 

take advantage of those ties. For example, employees can share industrial 

knowledge through internal social ties, valuable knowledge generated from public 

discussion. The emphasis of social ties might be related to an organization’s 

culture; more than half of the respondents stated that their organizations had 

cultures of “open, family-like, freedom, and caring,” they were more likely to 

encourage employees to engage with colleagues.  

Based on the connections among employees, people were able to get access 

to anyone else in the EWeChat system. Since profiles of all organizational 

members were visible in the system, employees could simply search the ID, 

name, positions, departments, or duty of the people they wanted to access, and 

conducted communication with them. An example provided by an Internet 

company employee indicated:  

 

For working on a project, sometimes we need to collaborate with people from 

various departments, such as products, marketing, technology, etc. Usually, 

we do not know what specific people in those departments are available and 
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have skills or knowledge that can be used in our project; through EWeChat, 

we can clearly see positions and duties of all colleagues in those departments 

to identify who we need to contact and generate communication with them 

easily. 

 

Second, employees also mentioned that in the EWeChat system, authors of 

all posted, copied, and screenshotted information could be identified, which was 

used to solve responsibility conflicts and keep business confidentiality. A code 

about this type of association was generated from the definition of association 

affordance (Leonardi & Treem, 2012). 

To sum up, organizations actualized the association affordance by forming 

internal public discussion space to strengthen interpersonal ties as well as convey 

knowledge through the ties. The association between people and content was also 

used for information safety issues.  

Bandwidth. The bandwidth affordance is mainly inherent to EWeChat, as it 

allows nonverbal information to be posted and exchanged to enrich 

communication content. Such nonverbal cues were used for daily communication 

in almost all organizations, but some actualized this affordance in different ways. 

Codes of this affordance contained different types of non-verbal cues, which were 

developed from interviewees’ statements. In interpersonal communication, audio 

and video conferences were usually found to be effective, a bank account 

manager said: 
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Especially for the conference covering a large number of participants as well 

as participants from different locations, and the conference would last for 

long and mention a lot of issues. A real-time video conference can save our 

time. 

 

Nonverbal communication also exists in the communication between 

organizations and employees. For example, an educational services company 

encouraged its departments to update information, including articles, videos and 

photos, of important events, and what they upload was visible to all employees in 

the organization. Thus, “for competition reasons that show we are better than 

other departments, managers in these departments usually work extremely hard in 

such events and designing the materials” (an educational services company 

employee).  

Control. The control affordance is developed from the concepts of 

information control and conversation control, referring to the degree to which the 

employees can control the time, topic, content and format of their public posts 

and conversations (Feaster, 2010). Codes about how and why employees 

controlled their communication content, time and format were developed from 

specific features of EWeChat. Codes about information-seeking control were 

generated from Unni and Harmon’s (2007) research. A new code about how to 

improve effectiveness of covert information seeking was generated from 
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interviewees’ statements. Technically, as a social media and IM platform, 

EWeChat allows users to decide what, when and how to communicate with 

others. However, in the organizational context, the results revealed that some 

external factors (such as organizational monitoring, culture, specific policies, etc.) 

pushed employees to control their information processing and communication 

behaviors for certain purposes. First, referring to the content and topic, many 

employees believed that EWeChat was set up by their organizations, which meant 

organizations may be able to monitor and trace their communication content. 

Thus, “We will regulate our communication content consciously, for example, not 

talking about things unrelated to work” (a Tencent employee), and management 

staff also confirmed that the communication content on EWeChat was visible to 

them if necessary. In the special context of being monitored, employees tended to 

control their communication content to avoid potential risks. Except for the 

communication content, employees were also able to control their availability by 

selecting an “off-work” function to inform others that they would not respond to 

EWeChat messages in a certain period. The function was designed to separate 

work and life and prevent employees from being disturbed by work-related 

messages during their leisure time. However, due to that fact that WLC is very 

common and widely accepted in the Chinese workplace (Xiao & Cooke, 2012), 

only one teacher said, “I will use this function when I am not very busy, keeping 

all messages ‘unread’ and deal with them when I am back to work.” An 

automobile company manager’s comment was representative: “Nobody uses this 
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function. It will significantly undermine evaluations of your colleagues and 

supervisors of you… They will think you are lazy and irresponsible.”  

Another factor that can be controlled by employees is the information-

seeking process. There are two approaches regarding how to disseminate 

information on EWeChat: push (covert-based) and pull (overt-based) 

dissemination approaches. In the covert-based approach, messages are sent from 

organizations to employees. Users can request and search information in the 

EWeChat system from organizations through an overt-based approach (Unni & 

Harmon, 2007). Through an overt-based approach, employees can decide when 

and how to acquire information that satisfies their needs, which provides them a 

sense of control (Barkhuus & Dey, 2003; Welch, 2012). Only seven organizations 

set up information to be actively requested by employees, they were all large 

companies, a governmental agency and a state-owned hospital, which had 

adequate resources to build up a system with categorized knowledge and 

searchable content. What should be noted was, most organizations were using the 

covert-based approach to communicate with employees, and EWeChat enabled all 

their pushed messages to remain and be reviewed anytime. However, they did not 

provide a system or function to categorize the knowledge and help employees 

request what they need effectively.  

For those organizations that allowed and encouraged employees to actively 

acquire information, a governmental agency developed the system as “with 

categories of learning, work, and life. There are also many sub-categories about 
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knowledge in different topics. It is easy and convenient for us to find what we 

want, by directly going to the specific sub-category.” An administrator of a 

hospital said that, besides knowledge, “We also design a system for employees to 

check their personal job-related information, such as salary, welfare, title, grant, 

duty, etc.” To increase the effectiveness of employees’ information seeking, 

organizations could actualize the control affordance by developing systems to 

categorize important knowledge and enable employees to control the whole 

information-seeking process.  

Diversity. Diversity indicates that users can accomplish various tasks in 

different ways through EWeChat. Codes about how EWeChat was used to 

accomplish such tasks came from Song et al.’s (2019) research and unique 

EWeChat functions indicated by interviewees. Almost all interviewees used 

EWeChat to accomplish basic tasks and therefore increase work effectiveness. To 

be specific, EWeChat was used to accomplish two types of work-related tasks: the 

first one was internal tasks, including attendance, application, reimbursement, 

approval, KPI evaluation, calendar, e-learning; the second one was external tasks, 

including business trip tickets and accommodation booking, ordering food, 

calling a taxi, payment. An analyst in a consultancy company said, “The only use 

of EWeChat to my company is booking meeting rooms.” A product manager in an 

Internet company also confirmed, “Basically, the most frequently used functions 

are application and approval… These two are really unreplaceable, that’s why we 

must use EWeChat.” Accomplishing basic tasks was the most-often-occurring use 
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of EWeChat. Most organizations adopted the platform for internal tasks, while 

some also incorporated EWeChat with third-party applications. With the 

development of technology, organizations were developing new functions to 

fulfill employees’ emerging needs. For example, a manufacturing company just 

developed an automatic attendance function in EWeChat to prevent employees 

from forgetting to take attendance. 

Editability. Defined by Treem and Leonardi (2013), the editability 

affordance of a social media platform referred to the platform allowing users to 

edit their sent and posted content. A code about how EWeChat enabled editability 

was generated from editability’s definition and EWeChat’s unique features. This 

affordance is inherent in almost all current social media platforms as well as 

EWeChat. However, this affordance dose not widely exist in IM tools. WeChat 

only allows users to withdraw messages sent in the past two minutes for email, 

and Gmail also only allows users to recall sent email in five seconds, which is 

inconvenient for the very short withdrawal time period. Organizations actualized 

the editability affordance by extending this period: 

 

Sometimes we may send something inappropriate accidentally, or send 

messages to wrong people. In those cases, EWeChat helps us to withdraw 

messages sent in the past 24 hours, which is easier to avoid potential risks… 

Because inappropriate but traceable messages may be considered as evidence 

to judge my work and cause my loss” (an educational services company 



150 
 

150 
 

employee).  

 

The interviewee also claimed that, “It ensures all EWeChat content to be 

appropriate, comprehensive, and clear. 

Feedback. The feedback affordance was proposed in the mobile-based e-

learning context (Tang & Hew, 2017), but was also widely used in the 

organizational context because employees also needed to voice their opinions 

(Ruck & Welch, 2012). On EWeChat, employees could not only directly 

communicate with supervisors or the organization but also interacted with 

organizations in other ways through some EWeChat functions. Codes of content 

and channels of feedback were developed from both Ruch and Welch’s (2012) 

research and interviewees’ comments. Purposes of actualizing the feedback 

affordance can be been in Dundon et al. (2004). Moreover, the feedback 

affordance was also actualized to provide functions of e-learning and voting, 

codes of these two activities were all generated during the coding process. Some 

organizations set up such channels to hear from employees and collect their 

comments, including suggestion box, public community, message board, group 

discussion, and direct communication with leaders. Through these mechanisms, 

organizations could be aware of employees’ major concerns and work details of 

different departments, which therefore helped to solve problems related to 

employees and organizational development, as well as increased employees’ 

perceived EORs (i.e. trust, commitment, satisfaction).  
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After sending their feedback to organizations, employees expected their 

voices can be valued and responded quickly (Ruck & Welch, 2012). 

Responsiveness was also considered as an important factor to form honesty, fair, 

open and effective dialogue between organizations and publics (Kent & Taylor, 

2002). In all organizations that adopted EWeChat for affording employees’ 

feedback, respondents stated that the organizational responses were relatively 

“timely with real-time updates of the most recent processes” (a consumer goods 

company employee), and no respondents reported that the organizational 

responses were late. Some organizations set up AI to respond to employees’ 

questions in an “easy, timely and friendly manner” (Tencent), which was found to 

save the cost of management and solve problems effectively.  

However, the timely responses were only for some certain issues. The 

feedback content included personal benefit issues (welfare, organizational 

services, salary), job-related issues (work details, basic tasks, peer-evaluation), 

organizational issues (suggestions about organizational development or 

management), and external issues (public’s perceived reputation, product 

problems). Most organizations were willing to solve personal benefit and external 

issues, while the salary was not included. One marketing staff from a consumer 

goods company said that job-related issues could hardly be solved in her 

organization, “We have colleagues request a pay rise, but nobody responds to the 

feedback.” Only a start-up Internet company indicated that they valued 

employees’ comments about the organizational development:  
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Because we are start-up, and our organizational culture emphasizes fairness, 

we believe all employees are members of the company and have the right and 

duty to contribute to the organizational development… Our comments are 

really able to influence major organizational decision-making processes… 

When deciding the next step of product design, employees’ opinions were 

taken into consideration. 

 

What should be noted was that among all organizations receiving 

employees’ feedback, only one (a hospital) was state-owned. All others were 

privately owned companies, which indicated that in traditional government-based 

Chinese organizations, one-way was still the major communication pattern.  

Except for direct communication, some activities established on EWeChat 

required feedback from employees. First, in e-learning, organizations needed to 

know employees’ learning processes to ensure their learning effectiveness and 

design future plans. For example, EWeChat was used by a state-owned company 

for e-learning of CCP members: 

 

Employees are required to finish a test about CCP knowledge every week, 

and we will design learning content of the next week according to their 

scores. Moreover, the scores are considered as how concentrated they are in 

the learning. We usually rank them based on scores every month, award high-
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ranked employees, and cut the pay of those with low-rank. 

 

Besides learning, another organizational process requiring employees’ 

interaction was selection. A state-owned company mentioned, “Sometimes, we 

need to select outstanding staff or run for some internal positions. EWeChat is 

usually a platform for candidates to present their works, and also for us to vote.” 

Although not verbally, some organizations still used EWeChat to receive 

employees’ feedback, including what they had (i.e. learning outcomes) and what 

they liked (voting). 

Outeraction. Suggested by Nardi et al. (2000), the outeraction affordance 

indicated that employees could use a platform to contact external stakeholders 

during work time. As applied to EWeChat, outeraction can be considered as an 

affordance that enables EWeChat users to not only communicate with users of 

other platforms but also to get access to other mobile applications. Codes about 

connections with external applications and people were developed from 

interviewees’ statements. A code concerning sharing EWeChat content to external 

social media platforms came from Vaast and Kaganer (2013). In most 

organizations, EWeChat was used only to discuss work-related issues, and 

mainland Chinese used WeChat for their daily communication, so no interviewees 

reported that they adopted EWeChat to contact their friends or families for 

relaxing. However, as EWeChat was connected with WeChat, which meant users 

on EWeChat could directly and instantly communicate with WeChat users, and 
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EWeChat allowed organizations to connect different third-party applications to 

the system. Eight organizations used EWeChat for external communication 

purposes, most of these organizations were privately owned, with only one state-

owned school. Individuals in some occupations needed to contact external more 

often than internal people, such as marketers, product managers, sales, etc. Some 

may use WeChat because “Most clients do not use EWeChat, for us, I do not 

think it is necessary to use another platform to communicate with them…” (a 

marketing staff from a consultancy company).  

Many organizations considered that EWeChat was an internal 

communication tool, they did not even know that EWeChat can be used to get 

access to external publics. However, a product manager from a start-up Internet 

company claimed an advantage of using EWeChat to contact external work 

partners, “I do not want my personal space to be invaded too much by work since 

I have so many clients to contact. If I use WeChat to communicate with them, I 

will have to deal with issues with them anytime, and I will not be able to use 

moment anymore–posts of my families and friends will easily be missed.” 

Another marketing staff in a consumer goods company also said, “After adding 

too many clients to my WeChat, my Moment is full of their posts, which I am 

totally not interested in but cannot block… I feel my personal network is 

disrupted.” While using EWeChat to communicate with clients, “My personal life 

is not that likely to be affected by work. 

Besides direct communication, EWeChat was also used by some 
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organizations as a platform to distribute knowledge to clients, since external 

publics could be added into the EWeChat system and viewed useful content. The 

manager of a start-up financial company indicated that they “build up a platform 

to include all clients; clients are categorized into different groups according to the 

products they bought. Our departments post information relevant to our company, 

products, and the industry on EWeChat every day. Clients can view the 

information relevant to their groups.” Similarly, an administrator of a high school 

said that: 

 

We adopt EWehat mainly for the communication with students’ parents. They 

are able to log into EWeChat through their WeChat; then our teachers will 

post information of all students on the system, as well as news in school. 

Parents can search for information (such as performance, class schedule, 

enrolled activities) of their children and also directly talk to teachers. It saves 

teachers’ time from informing parents of basic information one by one, and 

avoids the inconvenience of adding too many parents to personal WeChat. 

 

For increasing work effectiveness, especially providing convenience for 

those preparing for business trips, some organizations “connect EWeChat with 

famous online booking platforms, then employees can directly book tickets and 

rooms after confirming the trip on EWeChat, which is convenient and time-

saving” (a manufacturing company). Moreover, content on EWeChat can be 
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shared to external social networking platforms, which was encouraged by some 

organizations because on public social media platforms, there was usually a 

perceived connection between an employee and his/her organization. In other 

words, sharing EWeChat content to external platforms can be regarded as a 

method of reputation management. A consultancy company employee stated:  

 

My organization always posts articles and photos of our group activities or 

successful working cases on EWeChat, and encourages us to share them 

through our personal networks representing the organization, to promote the 

organization and enhance reputation.” 

 

Although it connected with external publics, EWeChat was still used for 

work purposes, mostly acted as a platform to engage with a large number of 

external stakeholders. Compared with WeChat, it would not influence employees’ 

personal lives too much; compared with email, it was more convenient to clients 

since it could be accessed from WeChat.  

Perpetual Contact. Also defined as accessibility, perpetual contact indicated 

that by using the platform, employees could be reached anytime, anywhere by 

colleagues or supervisors, and they could also reach others anytime, anywhere 

(Reid & Reid, 2010). The code of how employees used ESM to get access to 

work anytime, anywhere was generated from Wajcman et al. (2009). Other codes 

about patterns and content of organizational perpetual contact came from 
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interview results. Interview results suggested that organizations were actualizing 

the affordance by sending work-related messages to employees as well as 

requiring them to work outside the workplace and work time. Incorporating the 

fact that working overtime is a common issue in mainland China, 20 respondents 

reported that they usually received work-related messages after work and were 

required to respond. However, only eight organizations used EWeChat but not 

other platforms to do so, most organizations still tended to adopted WeChat for 

communication after work. The reason might be, WeChat was mainly used for 

personal communication by most Chinese, so messages on it were less likely to 

be missed. A teacher in an educational services company provided an example:  

 

For urgent work, we usually do not communicate on EWeChat because 

people might not check it frequently; for instant response, WeChat is a better 

choice. I remember that once my supervisor sent me a WeChat message at 11 

pm to ask if I have prepared well for tomorrow’s work. I felt really anxious 

and upset at that time. 

 

A designer from an Internet company also indicated that receiving such 

messages after work “makes me stressful, and I do not want to check WeChat.” 

But most respondents stated that they had already accepted this overtime work 

because “for finishing our work more effectively, I am OK with it although 

unhappy” (Tencent employee); “the whole industry works like that” (a law firm 
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employee); “we can rest, but clients do not. You cannot ignore clients’ messages, 

right?” (a consultancy company). After work, employees stated that it was 

common to receive work arrangements, announcements, work that should be 

done immediately, questions from clients, and work-related knowledge shared by 

supervisors. Except for announcements, all others should be responded to 

immediately. In overtime work, EWeChat was actually not playing an important 

role because, since it was not as frequently checked as WeChat, most urgent 

messages were not sent on it. As stated by a Tencent designer, “It is not about the 

channel. Supervisors and colleagues can find you anyway ‒ if EWeChat doesn’t 

work, they will turn to WeChat or phone calls. So why don’t we directly use 

WeChat after work?” A designer in an advertising company also stated, 

“EWeChat is mostly adopted for disseminating formal information that all 

employees should know, which is often sent at work time; for after-work calling, 

WeChat is timelier.” Some employees even believed that EWeChat helped them 

to eliminate WLC because it separated work-related messages from WeChat.  

Even though overtime working was common in Chinese workplace, some 

organizations insisted on conducting work-related communication on EWeChat 

and did not encourage employees to deal with the messages after work. For 

example, the manager from a manufacturing company claimed that: 

 

We do not want to interrupt employees’ personal lives, so we rarely send 

them messages after work,” while an engineer in this company also 
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confirmed that, “In most cases, we can deal with messages received after 

work in the next working day.” A government officer also said, “I have 

received work-related messages after work, but do not need to respond 

immediately.”  

 

Compared with “being reached,” the perpetual contact affordance was more 

often to be used for employees to actively engage in work anytime, anywhere. A 

financial staff member in a foreign-owned company indicated “It is good to use 

EWeChat to read work-related messages in fragmented time, such as on the 

subway, when walking or in the toilet. It is time-saving,” and for basic tasks, “like 

leave or reimbursement applications, we can submit them even we are not in the 

office. The HR staff can also process them if they are not at work.” More 

importantly, most organizations posted employees’ profiles on the system, so 

employees can also reach others anytime, anywhere, which increased 

interpersonal communication effectiveness. Many employees used EWeChat to 

communicate with colleagues regardless of time, location, department, and 

previous relationships. Employees could get access to any other colleagues even 

if they are in different cities, different departments or have not met each other 

before. This action of actualizing the perpetual contact affordance was widely 

used by more than 20 interviewed organizations and confirmed as “the most 

unreplaceable use of EWeChat” (Tencent employee). 

Persistence. Persistence was also an inherent affordance of ESM, meaning 
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that the original version of information posted on the platform could be traceable 

and viewed (Treem & Leonardi, 2013). On EWeChat, all communication history 

could be viewed anytime, as well as public posted information. Thus, some 

organizations used it as a platform for information storage. The code about 

information storage was developed from Treem and Leonardi’s (2013) research 

about persistence affordance. Codes of information tracking were generated from 

both interviewees’ statements and Issa and Alsaleem’s (2013) finding about self-

report on social media. The persistence affordance was actualized in two ways: 

first, as all communication content was traceable, some organizations used it to 

require employees to self-report their EWeChat use patterns for evaluation or to 

avoid potential responsibility conflicts. Another use was to develop systems to 

store useful information and knowledge for employees to acquire, the formats 

included internal storage space, search engine, and wiki. Management staff 

considered this affordance as more important than employees did, eight out of 11 

management staff mentioned that their organizations developed such knowledge 

management systems, mainly for “employees to find documents or information 

they need easily” (a start-up Internet company manager). 

Personalization. Codes about how organizations personalized information 

according to employees’ characteristics and needs were developed from previous 

studies (H. F. Lin, 2011; Strohmeier, 2013). The code about personalized 

functions was developed during the coding process. The ideal actualization form 

of the personalization affordance corresponded to the social analytics process 
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suggested by Leonardi et al. (2013), indicating that organizations could use 

employees’ ESM data (communication tracks, read preferences, use patterns) to 

personalize specific messages to benefit employees, which could be done by 

machine-learning processes. However, no organizations reported doing 

personalization to this degree. Only eight organizations said they sent different 

information to different groups of employees according to their characteristics, 

and all personalization processes were conducted manually. For example, an 

educational services company sometimes sent “certain policy or welfare 

information to international teachers;” a manufacturing company also said that 

they sent “trip-related messages to sales only and send industrial knowledge to 

research fellows.” For a financial company that adopted EWeChat for clients to 

know product information, the clients are categorized by products they bought 

and will only receive information related to their own products. A state-owned 

company used EWeChat for employees learning knowledge of CCP, so “only 

CCP members can get access to the learning function.” Except for personalized 

content, a start-up Internet company also personalized EWeChat functions for 

employees in certain departments: 

 

Warehousemen need to scan codes of our products. They used to install a 

certain application for scanning, to save their time from switching between 

different applications, we integrate the scanning function and relevant 

databases in EWeChat specific for warehousemen. 
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Portability. As an application installed on mobile devices, EWeChat 

afforded to be transported. The code of portability was adapted from its definition 

(Schrock, 2015). Despite of many advantages and mobile-specific affordance 

actualization, some interviewees still said that in some conditions, their 

organizations encouraged them to also use the PC version of EWeChat, and the 

combination of PC and mobile made EWeChat more useful. More than ten 

organizations stated that they used the PC version of EWeChat, and “We never 

open the mobile at work, since when uploading/downloading documents or 

talking to colleagues, the computer is surely open, our most works should be done 

on it… So all EWeChat uses are also conducted on PC” (a consumer goods 

company). For some employees, the mobile version EWeChat was considered as 

a complemented component of the PC one:  

 

Usually I need to talk to both my colleagues and friends at work, so EWeChat 

and WeChat should be opened at the same time. In that case, a computer is 

more convenient since it has a larger screen. The mobile EWeChat is only 

used when I cannot get access to my computer, such as during a meeting, 

walking, or on a trip (a Tencent employee).  

 

A manager of a law firm defined the relationship between PC and mobile 

version as, “People in the law industry should work on computers every day, the 
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PC EWeChat is surely used more often. But in this mobile era, a software must 

have a mobile version, to satisfy users’ needs to use it every time, everywhere–

although not frequently.” 

While some organizations wanted to switch all PC-based employee 

communication activities to mobile, a manager of a manufacturing company said:  

 

We used to have a lot of PC-based software for employee communication and 

basic tasks accomplishment; now they are all gradually integrated on 

EWeChat as one. We hope to integrate all functions we need in it and can 

only use EWeChat for all work-related purposes in the future.  

 

As for a start-up Internet company, its IT staff believed, “Mobile working is 

the future tendency. We believe that employees will be more willing to use mobile 

to work, so we pay much more attention to developing new functions and 

designing new content of the mobile EWeChat… For example, the visits ratio of 

video-based knowledge on mobile and PC, in our company, is 10/1.”  

To conclude, most organizations considered the PC and mobile versions of 

EWeChat were complementary, but some managers also believed that mobile 

working was a future tendency, so they tended to encourage employees to use the 

mobile version.  

Privacy. Social media platforms were found to allow users to determine to 

what extent their communication and posted content was visible, which was 
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relevant to information control but focused more on controlling the visibility of 

communication rather than the content or formats (Fox & Warber, 2015). As a 

platform employed by organizations, EWeChat was not considered to afford 

privacy, since profiles of all members were publicly visible, and organizations 

were able to view employees’ communication content as well as control what 

content was visible to whom. Two codes were developed from the definition of 

privacy (Fox & Warber, 2015) and ESM (Leonardi et al., 2013). For instance, 

some organizations invited external publics into the EWeChat system to provide 

them information, and some organizations excluded all resigned employees from 

EWeChat.  

A type of action actualizing the privacy affordance was allowing employees 

to post information anonymously, therefore their communication content could 

not be identified. The code of anonymity was adapted from the definition of 

social media anonymity (Ma et al., 2016). Three organizations stated that they 

allowed employees to be anonymous to post opinions or comments in EWeChat. 

While in some organizations, all public posted content was also labeled by users’ 

real names. Setting the anonymous function was to “encourage more employees 

to voice opinions, regardless of violating others’ benefits” (a start-up Internet 

company employee), while not allowing anonymous posts is because “we want 

everyone to be responsible to their own words” (a consumer goods company 

employee). In most cases, EWeChat did not afford keeping communication 

content in privacy in most conditions.  
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Organizational behaviors that may eliminate employees’ perceived privacy 

included monitoring and tracing back employees’ communication content, as well 

as the content censorship mentioned by two organizations. Codes were adapted 

from both Park and Sierra’s (2005) research and the interview results. According 

to a technical staff in a state-owned energy company, “Organizations are able to 

set up specific words; all messages containing those words cannot be sent… the 

word list includes sexual, dirty, and political words… As knowing our 

communication is censored, we usually do not talk about private things on 

EWeChat.” Another organization indicated that their posted content should be 

censored by supervisors was also a state-owned one (a hospital). 

Social Presence. The social presence affordance of EWeChat, as well as all 

IM tools, referred to users identifying if people they were communicating with 

were “really there,” inherently existed in EWeChat and cannot be influenced by 

organizations. Employees were able to control their availability on EWeChat, but 

they rarely used that function. Employees could also identify others’ presence by 

checking the status of sent messages, which was much more widely recognized 

and used: in EWeChat, users could see if their sent messages were read or not. 

This affordance was enabled by the “read/unread notification” function, two 

codes were developed from interviewees’ statements. Knowing this helped 

employees to save time from “waiting for a response, and remind them through 

other channels if you find your messages have not been read” (a consumer goods 

company employee). Only one organization set up a certain policy about this 
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affordance, “We have a rule that all EWeChat messages cannot be ‘unread’ more 

than 12 hours, which means we are required to check EWeChat frequently” (an 

Internet company employee), which indicated that the organization considered 

effective interpersonal communication as an important issue. 

Synchronicity. The affordance of synchronicity referred to instant 

communication among users, which was also inherent in EWeChat. Codes about 

forms and topics of EWeChat-based instant communication were developed from 

previous studies (Leonardi et al., 2013; Song et al., 2019). Two more codes about 

how EWeChat was used with WeChat for instant communication were generated 

from participants’ responses. All interviewees stated that the instant 

communication only existed between individual users, but not between 

organizations and employees. For all instant communication among employees, 

most was work-related messages within departments, project teams, or the whole 

organization. Many employees and managers believed EWeChat was an effective 

channel for interpersonal work-related communication, respondents from 14 

organizations said that they adopted EWeChat as the channel for talking about 

work-related issues with colleagues or supervisors. While only two employees 

stated that the EWeChat use for interpersonal communication was required by 

leaders (for privacy concerns), all other organizations allowed employees to 

select the channel they like for communication. They frequently mentioned the 

synchronicity affordance, it “helps employees in different cities to collaborate” (a 

state-owned energy company employee), “is easier to get access to unfamiliar 
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colleagues” (Tencent employee), “avoids business privacy leaks” (a 

manufacturing company employee), and “all colleagues are using it” (a consumer 

goods company employee). The communication content on EWeChat covered all 

work-related issues, which was varied across industries, organizational types, and 

respondents’ jobs.  

Considering content and frequency, EWeChat was used in three different 

ways in work-related communication. First, EWeChat was the major 

communication channel, and employees rarely adopted other platforms (such as 

WeChat). A designer from an Internet company indicated that “the atmosphere of 

using EWeChat is already there because all employees are using it.” Second, 

EWeChat and WeChat were used in different conditions, such as in a state-owned 

company, “We use EWeChat to communicate with employees in a long distance, 

and WeChat to talk with familiar colleagues.” Third, EWeChat was only used to 

“find people who are not WeChat friends, then we usually turn to WeChat for 

further communication” (a hospital administrator). Factors driving employees to 

select channels for work-related communication included subjective norms and 

usefulness on certain tasks. 

On the other hand, several employees reported that their colleagues also 

talked about personal issues on EWeChat, such as chit-chat when taking a rest, 

interesting workplace gossip, or some jokes for relaxation. All these employees 

using EWeChat for personal-related communication were from private-owned 

organizations, and most of them were in Internet companies. This use may result 
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from the organizational culture since some respondents of those organizations 

reported that they had cultures of “openness and fairness” (a sports company) as 

well as “interest-orientated, like a community” (an Internet company). A designer 

in Tencent indicated that she felt it was “good to talk about personal issues on 

such a formal channel, it makes me feel the work is not that boring and tensive, 

but more restful.”  

Visibility. The last affordance, visibility, concerned the major use of 

EWeChat: one-way information delivery to employees. The codes of publicly 

visible content were generated from interviewees’ statements. Almost all 

organizations used EWeChat for covert-based information dissemination, while 

the most usually sent message type was organizational announcements, including 

detailed information of upcoming activities, organizational structure change, 

current organizational news, work arrangement, job-related information, etc. 

Information of this type was mostly one-way, regardless of employees’ response, 

and “We want all employees to be informed” (a manager of a law firm), “We care 

more about if the information is posted, rather than if employees receive the 

information–they should check EWeChat to not miss organizational information” 

(a manager of a state-owned company). The second type of information was 

associated with the use of EWeChat to get access to unfamiliar colleagues, which 

contained the detailed employees’ profile. Employees can view the profiles and 

call or send messages to their targeted audience directly. Third, more than 20 

organizations said they sent work- or industry-related knowledge to employees, 
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including information on products, guidelines of internal services, learning 

materials, recent industry news, and successful cases. This was considered as the 

major method of internal knowledge sharing in most organizations. Fourth, some 

organizations (more than 10) also liked to post non-work-related information on 

EWeChat, such as useful life tips, social news, caring messages to employees, 

non-work-related activities information (such as football race, reading session, 

movie watching), prose with positive emotions, etc. A manager stated they 

wanted “employees to find EWeChat is a relaxed space that they can talk about 

everything” (a start-up Internet company). A Tencent designer also stated, 

“Organizational information makes me feel the company is like a family but not a 

commercial organization.” Fifth, for answering questions or suggestions provided 

by employees, some organizations responded to them in public, which could be 

viewed and discussed by all employees, then encouraged “more people to speak 

out their needs and opinions” (a start-up Internet company).  

Although very few organizations set up policies to identify EWeChat use to 

be compulsory, some of them had certain ways of posting information to 

encourage employees to make use of the platform. A code of such selective 

exposure was generated from interviewees’ statements. Five organizations posted 

all important information only on EWeChat, “Then we can only use EWeChat for 

our own communication because it is the only platform that we can receive work-

related information from our supervisors” (a law firm employee).  

Besides the content, concerning the frequency of information delivery, most 
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organizations were sending information in two ways. Codes of these two types 

were also generated from the interview results. The first one was, organizations 

posting information without certain time manners, they only sent information 

“when events that are related to us happen” (a state-owned company employee). 

All information posted in this manner were organizational information or 

announcements that organizations wanted employees to be informed. While for 

some other organizations, especially those sending knowledge or non-work-

related information to employees for learning or caring purposes, organizations 

tended to decide the dissemination frequency. Some were very frequent, several 

and even more than ten posts per day, which were all large organizations, 

including two state-owned companies, or Internet companies, like Tencent. 

Organizations in other industries were more likely to send information about once 

per day. A manager of an automobile company said, “We believe this is an 

appropriate frequency, to inform employees with enough knowledge and not 

make them feel overloaded.” 

Since authors of all posted content on EWeChat could be identified, some 

interviewees said that different information was posted by different people on 

EWeChat. A code about the information sender was developed according to such 

statements. In most cases, organizational information and announcements were 

updated by HR staff or administrators. Knowledge was usually sent by 

corresponding departments, such as recent industrial research outputs were 

usually generated and posted by research departments, product information was 
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mainly posted by marketing departments. What should be noted was that only 

large organizations, which had adequate resources, required different information 

to be sent by different departments. For example, in a hospital, the organization 

asked all departments to post information of their departments on EWeChat; for 

promoting their departments, the “leader of each department is providing more 

detailed and attractive information, maybe because they have competitive 

intentions to perform better than other departments” (an administrative staff). 

Most medium and small organizations could only require HR or administrative 

departments to take charge of sending all types of information. Information 

sender can also be organizational leaders. In a manufacturing company, its CEO 

sometimes shared industrial news and his comments on EWeChat, and “Surely, 

we will read that, because our leaders ask us to do so.”  

Moreover, for similar content, different organizations tended to adopt 

different words and tones to present even similar content. Codes of the tone were 

developed from studies of organizational human-voice (Kelleher, 2009; Kelleher 

& Miller, 2006). For example, two Internet companies whose organizational 

cultures were identified as “open, fair, interest-based, family-liked” were reported 

to design messages with “interesting and informal sentences.” Surprisingly, a 

governmental agency was also found to communicate with employees in this way, 

it also generated employees’ feelings of “being in a big family, unlike our other 

communication channels, which are too formal and official.” An administrative 

staff of a high school also stated that “Most teachers have worked for many years 
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in our school; for them, it is more likely to be their second family rather than 

simply a workplace. For communicating with those people, we cannot be too 

formal, but should be more emotional.” While many other organizations only 

treated EWeChat as a platform for distributing work-related information, they 

believed “the most important thing is formal and clear, and the only thing we 

need is employees to fully understand what we sent” (a manager of a financial 

company).  

Aiming for different purposes, organizations adopted EWeChat and made 

use of its affordances in different ways, which would also cause different 

perceptions about continuously using EWeChat. In the next section, this chapter 

discussed what perceptions were generated and their relationships with 

affordance actualization. 

4.2.4 RQ3: Perceived Benefits 

Utilitarian Benefits. Based on the typology of Luo et al. (2018), EWeChat 

was a work-orientated social platform, which meant it was mainly adopted for 

organizational and employees’ instrumental purposes. Leonardi et al. (2013) also 

indicated that accomplishing work-related tasks was one main purpose for using 

ESM. The interview findings found that EWeChat brought users more benefits for 

helping to improve work effectiveness rather than other emotional or intangible 

ones. Codes of utilitarian benefits were developed from the literature (Y. H. Kim 

et al., 2013; Peterson, 1995; Zhou, 2013). Almost all (n = 25) employees used 
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utilitarian concepts to describe their perceptions of EWeChat, and the most 

frequently mentioned one was “convenient,” referring to EWeChat helping 

employees to accomplish work-related tasks more quickly and saving energy. The 

concept of “effective” was also mentioned. For instance, a sales staff member in a 

state-owned pharmacy said, “EWeChat improves my work effectiveness in all 

aspects.”  

Respondents indicated that factors driving employees to feel that EWeChat 

was convenient or effective was affordance actualization including getting access 

to unfamiliar colleagues, instant communication with colleagues in different 

departments or locations, getting access to work anytime, anywhere, 

accomplishing basic tasks, viewing useful information, searching information 

when needed, information storage, checking whether messages are read or not, 

and interacting with organizations. Among all these actions, getting access to 

unfamiliar colleagues, overcoming communication barriers, basic tasks 

accomplishment, as well as perpetual contact were more likely to be discussed 

and considered as effective through using EWeChat. Moreover, some employees 

felt EWeChat was convenient and effective in their work because most of their 

work-related needs could be satisfied on mobile devices. Five employees also 

specified that EWeChat saved their time from work, mainly because “It used to 

take several days for us to submit applications and wait for approvals when doing 

some basic tasks, but now, the application and approval works can both be done 

on EWeChat, on mobile, and at fragmented time” (a manufacturing company).  
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Another concept related to utilitarian benefit was “usefulness,” referring to 

certain EWeChat affordances adding extra values employees’ work. Concerning 

usefulness, respondents mainly talked about information storage and viewing 

useful information. A marketing staff in a consumer goods company stated, “The 

information posted on EWeChat, including work- and life-related, are useful for 

me,” and a marketing staff from a financial company mentioned, “The Netdisk in 

EWeChat is helpful; we really need a safe online space to categorize work-related 

documents.” The difference between usefulness and effectiveness was that 

effectiveness mainly concerned how EWeChat helped employees to save energy 

and time from current works, while usefulness was mostly about new values 

brought by EWeChat. 

Management staff also considered the utilitarian benefit as the most salient 

positive perception caused by EWeChat use. All of them also used the concepts of 

“usefulness,” “effectiveness,” and “convenience” to describe benefits brought by 

EWeChat. Similar to employees when mentioning effectiveness, managers also 

stated that EWeChat was effective and convenient because employees could 

communicate with all colleagues and accomplish basic tasks anytime, anywhere. 

Standing on the organizational side, five management staff emphasized that 

EWeChat saved their time and energy from arranging and sending information to 

employees. For instance, “The system is clear and convenient for us to post and 

categorize important information, and also for students and teachers to look for” 

(an administrator in a high school).  
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Concerning usefulness, an HR staff in a law firm specifically stated that:  

 

Through EWeChat, employees are able to find useful information from 

various channels easily.” A manager of a manufacturing company indicated 

that the outeraction affordance of EWeChat is useful because “employees can 

directly communicate with clients. 

 

Considering how useful EWeChat was, four management staff stated that 

their organizations kept developing new EWeChat-based functions to satisfy 

employees’ emerging needs. Moreover, unlike employees, management staff also 

considered ease of use as an important component of utilitarian benefits. Eight of 

them stated that EWeChat was easy to use since it had a “user-friendly and 

WeChat-like interface” (a manager in a state-owned company). An IT staff in a 

start-up Internet company said, “Ease of use is the most important factor of 

technology acceptance… Without a user-friendly system, nobody will select a 

technology regardless of attitudes of colleagues, bosses, and its own functions.” 

An HR staff in a law firm described how her company set up the EWeChat 

system, “as simple as possible, we do not want it to include too-complex 

functions that will make employees refuse to use it.” Also, five managers agreed 

that learning how to use EWeChat had almost no cost since it had similar 

functions and interface as WeChat. To sum up, most interviewees agreed that 

using EWeChat brought utilitarian benefits of convenience, effectiveness, 
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usefulness, ease of use and time-saving. 

Hedonic Benefits. As a work-related social media platform, EWeChat was 

not expected to convey too many emotional cues when being used compared to 

social-based platforms. However, still ten respondents indicated that they gained 

positive emotions through using EWeChat. There were two mechanisms 

regarding how users perceived hedonic benefits. First, some organizational 

messages sent on EWeChat were able to generate receivers’ positive emotions. 

Codes of this type of hedonic benefits were generated from its definition 

(Bearden & Netemeyer, 1999). For example, a Tencent designer described their 

AI helper as, “It uses funny words, caring messages, and also posts interesting 

content such as entertainment news or humorous stories.” A lawyer stated, “It is 

happy to receive caring messages from my company. By reading these, our mood 

at work will be cheered.” Second, EWeChat was considered as a space for 

employees to interact with each other, some of them reported that through such 

interaction, positive emotions were generated because they felt a sense of 

belonging to the organizations. A code was developed to describe this type of 

hedonic benefits from Song et al. .For example, a product manager in an Internet 

company stated, “The online community allows us to exchange interest-based 

ideas with colleagues, which enhances and strengthens ties among us, and I feel 

really happy and warm about that.” A governmental officer said, “Talking in 

EWeChat at work is relaxing.” Only two management staff mentioned hedonic 

benefits of using EWeChat. One was related to sending caring messages, and the 
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administrator in a hospital said, “Our staff must be happy when receiving this 

kind of message.” Another one was about information content; an HR staff of a 

law firm stated, “We share information on EWeChat a lot, some are work-related, 

some are just funny stories that we see from other platforms, which makes us feel 

relaxed.” The hedonic benefits mainly concerned positive emotions of happiness, 

warmth and relaxation. 

Symbolic Benefits – Belongingness. Symbolic benefits referred to those 

perceived positive outcomes that were intangible, not directly caused by, but 

brought by EWeChat use. Codes of three types of symbolic benefits were 

generated from the interview. The first type of symbolic benefit indicated by the 

interview results was belongingness. Eight employees indicated that when using 

EWeChat, they felt they were admitted and accepted as members of their 

organizations and belonged to the organizations. The perceived belongingness 

was mainly caused by four types of affordance actualization. The first action was 

posting group activity information to all employees, which was used by a 

governmental agency, “Even I did not participate in those activities, viewing how 

my colleagues collaborate with each other, I feel I am also there and a part of 

their groups.” The second one was based on the association affordance, which 

was the online discussion group or community. A designer in an Internet company 

stated, “When communicating with colleagues about our similar interests, I feel 

closer to them and recognize that we are a group.” The third action was only 

reported by the start-up Internet company, which was to use EWeChat for hearing 
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suggestions and comments from employees and treating those suggestions 

seriously.  

 

We feel that we are connected, belong to, and are responsible for the 

company; because our comments are valued, we can actually participate in 

deciding the organizational future, which means our personal benefits are 

associated with organizational benefits.  

 

Fourth, employees wished to receive more caring messages, and they 

believed that sending such messages “shows the company cares about our 

benefits, especially for start-up companies like us. We are not paid much, so we 

need more emotional encouragement and caring from the company to keep us 

working with passion” (a marketing staff in a consumer goods company). An 

account manager in a bank also mentioned that receiving caring messages from 

the company made her feel more belongingness. As for managers, two of them 

believed that joining a closed organizational system like EWeChat could directly 

increase an employee’s sense of belonging since he/she was accepted by and 

included in the social group representing the organizations. Also, a manager in an 

automobile company stated that employees “must be happy receiving caring 

messages, be more loyal, and also feel more committed as members of our 

company.” 

Symbolic Benefits – Professional Image. The second symbolic benefit was 
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professional image, which was mostly about the intangible attribute possessed by 

EWeChat perceived by external stakeholders. Seven employees and one manager 

stated that using EWeChat to communicate with others (mostly external publics) 

built up the perceived professional image of those employees and the whole 

organization, mainly because “Unlike WeChat, it is a specific work-related 

platform, which is formal” (an educational services company employee), and “All 

employees’ profiles are connected with organizational information, with a unified 

logo, name and photo; all those information are visible to clients, and they may 

find our company is well-organized and professional” (an HR staff in a law firm). 

Symbolic Benefits – Avoiding WLC. The third symbolic benefit was 

associated with the wide use of WeChat for work-related communication. 

Although the utilitarian benefits of EWeChat had been well accepted by many 

employees, as few organizations had policies to require employees to use 

EWeChat for work-related communication, many of them still used WeChat for at 

least parts of work-related communication. In those cases, WLC occurred because 

WeChat was used to interact with both private (e.g., families, friends) and work-

related publics (e.g., colleagues, clients). For example, an analyst in a consumer 

goods company stated:  

 

I feel my WeChat account is work-only now… My personal space is heavily 

invaded by work tasks, since clients may contact me anytime on WeChat, it is 

impossible to not to respond, but we really need some time to rest… Another 
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invasion is the moment; after adding too many work partners, I can hardly 

see my friends’ moment posts because the whole moment is full of those 

partners’ information.  

 

A product manager of a start-up Internet company, who had worked in the 

US for two years, considered it as a common phenomenon in mainland Chinese 

workplaces:  

 

I was not accustomed to it at the very beginning. In the US, we can ignore 

work-related messages when we are off work… But things are different in 

China; it seems like not responding to work-related messages (even after 

work) is impolite or lazy, and by using WeChat, I cannot even say ‘I missed 

the message’ because it is impossible not to check WeChat frequently. I am 

really anxious and nervous when receiving a work-related message at, for 

example, 11 pm; I really don’t want to respond, but I have to. 

 

 Except for directly stating negative feelings about perpetual contact on 

WeChat, some employees also expressed expectations of separating work- and 

life-related communication. They wanted organizations to only send work-related 

information on EWeChat, “Then I can keep my WeChat clean, which is 

comfortable” (an analyst in a consultancy company). But all employees and 

managers talking about the WLC finally ended similarly, “I have to accept it 



181 
 

181 
 

because that is common in the workplace of all industries” (an analyst in a 

consultancy company). 

Considering that perpetual work-related contact was a common and widely 

accepted issue in mainland Chinese workplaces, WeChat strengthened the issue 

because it provided a channel for organizations to get access to employees after 

work more easily. Ten employees in organizations that used EWeChat for work-

related communication mentioned that they felt their work could be partially 

separated from private lives, and the WLC was reduced through using EWeChat, 

mainly because “We can communicate with all students, parents, and unfamiliar 

colleagues on EWeChat, to keep our WeChat space clean” (a teacher in a high 

school), and “The most salient benefit of EWeChat, for me, is I can do all work-

related communication on it without influencing my WeChat use” (a designer in 

Tencent). For those employees, EWeChat helped them to avoid only using 

WeChat for work-related communication, which meant they did not need to add 

work-related publics as WeChat friends and viewed their Moment posts. 

However, nobody mentioned the issue of perpetual contact in work-related 

communication, a manager in an automobile company stated,  

 

In my opinion, EWeChat only separates work and life on the form level, 

while in reality, it is impossible to absolutely solve the WLC because most 

companies still require employees to respond to work messages; they may 

ask you to check EWeChat, and if you do not check EWeChat frequently, 
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they will turn to WeChat, phone calls, texting, and even offline 

communication… So it is not about the channel; it is about the culture. 

 

To sum up, EWeChat was considered as bringing symbolic benefits of 

avoiding WLC because it helped employees to not deal with work-related 

communication on WeChat (i.e., the channel and space mainly for private 

communication). But since it also afforded perpetual contact and due to the 

common work overtime culture in the Chinese workplace, its effect on avoiding 

WLC was still limited. 

4.2.5 RQ3: Perceived Risks 

Performance Risks. The perceived performance risks associated with 

EWeChat use could be regarded as the opposite side of utilitarian benefits. 

Benefits are about how the use helps employees’ work, and risks are about how 

their work effectiveness is negatively influenced by EWeChat (Grewal et al., 

1994). The interviewees reported performance risks, psychological risks, social 

risks, and privacy risks.  

The interview results suggest four types of performance risks. Two codes of 

ESM quality was developed from the scale of Featherman and Pavlou (2003), two 

codes of useless content and similar content on different platforms came from the 

interview results. The first type of performance risks was the inconvenient 

EWeChat use resulting from its problematic design. The employee interviewee 
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from a start-up Internet company reported crashes of EWeChat when the 

application gets access to other third-party applications.” Another employee 

interviewee from a consultancy company complained that data cannot be 

transferred between one’s EWeChat and WeChat accounts. The manager 

interviewee in a start-up sports company said that EWeChat is “too work-

orientated, … for entertainment functions such as making videos, using emojis, 

giving out red pockets, … EWeChat’s interface is not that user-friendly.”  

The second type of performance risks referred to EWeChat as an extra 

technological platform. Some organizations asked their employees to perform 

assignments and conduct work-related communication on multiple platforms that 

creates inconvenience. For example, the manager interviewee was asked by his 

consultancy company to use EWeChat for information dissemination, DingTalk 

for basic task performance, and WeChat for communication with colleagues and 

supervisors and encountered much “inconvenience to switch among the 

platforms.” This argument was echoed by more than other 13 interviewees who 

wished their organizations to provide one consolidated platform for work-related 

performances in order to “saves our time and energy to switch between various 

platforms” (a teacher in a high school) and “avoid potential mistakes from 

sending messages on the wrong platforms” (a designer in an advertising 

company).  

The third type of performance risks was the limited usefulness of 

information provided by EWeChat. Eight employee interviewees raised their 



184 
 

184 
 

unsatisfaction with the information content sent by organizations as not useful 

enough. In general, interviewed employees hoped to obtain more work-related 

knowledge and caring messages, and six of them demanded for tailor-made 

information according to their characteristics, jobs and interests. For example, an 

interviewed doctor said, “It will be great if the hospital can send different 

information to people in different positions. It will save our time from reading too 

many messages and find useful ones.” A Tencent designer indicated that she 

would consider information irrelevant to her interests as useless. Personalized 

information saves her time from “selecting useful information.” In terms of caring 

messages, most employee interviewees expressed that it will be great for 

organizations to show more emotions when communicating with us. The caring 

and emotion-driven messages “connect employees with the company” (a start-up 

consumer goods company) and “make employees happier even if the messages 

are only expressive and not supported by organizational behaviors” (a lawyer). 

However, there were still many organizations did not use EWeChat as a tool to 

build relationships with employees by sending caring messages.  

The limited usefulness of information also resulted from the format of 

information dissemination. Two interviewed employees considered the covert-

based information-processing approach of EWeChat was too passive as a 

marketing staff in a consultancy company wanted to “be more active in 

information seeking, then I can decide what to receive, which means all messages 

I receive are useful to me.” Another marketing staff in a consumer goods 



185 
 

185 
 

company said that her company sent too much information to her on EWeChat 

and did not settle a searching function, which “wastes my time to find the 

information I need.” Three employees proposed comments on the information 

delivery frequency, all of them considered their organizations were not posting 

information timely and frequently enough.  

The last type of performance risks affordances referred to the lack of certain 

EWeChat affordances that reduces utilitarian benefits of the platform. A doctor 

complained, “it will be more convenient and helpful” if the hospital could build 

the feedback affordance in its EWeChat to allow employees to express their 

opinions in public. An engineer from a manufacturing company said, “it will be 

great if my company can content its EWeChat with more third-party applications 

in order to make the EWeChat platform more useful and eventually to replace all 

other communication platforms at workplace.” 

In summary, most interviewees considered EWeChat as not having many 

performance risks of the technology design, only some inconvenient-designs and 

functions. As for how it was used by organizations, employees had more 

comments regarding the inconvenience of switching among different 

communication channels as well as the lack of usefulness of organizational 

posted information. 

Stress. The psychological and social risks indicate how EWeChat brings 

intangible and negative outcomes to users. The interview results suggested two 

types of psychological risks caused by EWeChat use: stress and information 



186 
 

186 
 

overload. Codes of psychological risks were generated from interviewees’ 

statements. 15 out of the 26 employee interviewees reported stress as a 

psychological risk. Moreover, they pinpointed the perpetual contact affordance of 

their EWeChat use as the most significant driver of stress.  

Although WLC and working overtime are common and widely accepted in 

the Chinese workplace, interviewed employees felt “uncomfortable,” “stressful,” 

and “nervous” when receiving work-related messages after work via EWeChat. 

As a bank account manager explained, “it is stressful to see my colleagues talking 

about work-related issues in groups on EWeChat after work. Since I do not want 

to be excluded and perceived as not hard-working, I must force myself to 

participate in such group discussions.” A designer in an Internet company added 

that receiving work-related messages after work as nervous because she must 

attend to the messages to see if there is announcement or assignment that require 

immediate action. Two management staff stated that they recognized employees 

would feel stressful when receiving work-related messages after work, but they 

also believed that the stress is common and should be accepted, “Because the 

requirements of the company, the industry, and all other companies are doing so, 

we have to arrange overtime work” (an automobile company).  

Stress driven by the EWeChat use also came from the platform’s message 

read/unread notification function, which is designed to actualize the social 

presence affordance. Even though the function may enhance communication 

effectiveness, two employee interviewees revealed that it caused stress by 
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“waiting for others to respond” or creates confusion and anxiety when 

“wondering why the recipient does not respond after reading a message.” A bank 

account manager further explained another mechanism of the function in creating 

stress when receiving a work-related message after work, 

 

Sometimes I only want to be informed, but do not want to reply immediately. 

With this function, I feel awkward and embarrassed when I am not replying 

to those read messages…It’s a kind of dilemma that I know I should reply, 

but I simply don’t want to because I want to be off work sometimes. The 

read/unread function does not allow us to pretend to ‘miss’ work-related 

messages (a lawyer).  

 

To sum up, some employees felt stress because of the perpetual contact on 

EWeChat, and the requirement that they should respond to EWeChat messages 

due to the read/unread notification. 

Information Overload. Information overload referred to the difficulty, 

anxiety, and stress of dealing with too much information and making decisions 

(Farhoomand & Drury, 2002), which was common in the digital era. Four 

employees reported that they were annoyed “because my company sends too 

many messages or articles to me; some of them are not of my interests” (a 

Tencent designer). Three managers confirmed that they had received comments 

about information overload from employees, “Employees need to focus on work, 
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a sudden information notification surely will bother them, especially if they are 

not interested in those messages” (automobile company). Concerning the 

solutions to this problem, the automobile company manager suggested, “We only 

send announcements that are really important and should be read by all 

employees… For other not-that-vital information, we control their amount,” and 

an administrator in a hospital stated that they were collecting opinions from 

employees to decide a time period that everyone was not busy to push 

information. Information overload could be regarded as a risk caused by not 

adopting the personalization affordance, organizations only sent similar content to 

all employees rather than specific ones based on their interests. The three 

managers also talked about the personalization affordance, but they all said their 

organizations did not have enough resources to do the big data-based 

personalization. And since EWeChat was not as frequently checked as WeChat, 

four employees stated that they were afraid of missing important messages on 

EWeChat since “My company is using different platforms for different purposes, 

for instance, WeChat for interpersonal communication, EWeChat for sending 

announcements, DingTalk for attendance… Sometimes I miss some messages on 

some platforms, which bothers me” (an analyst in a consultancy company). An 

HR staff in a law firm indicated that they solved this problem by “sending similar 

messages through email, EWeChat, WeChat, and the company OA system to 

make sure employees are not missing them,” but through this, employees would 

be disturbed by receiving too many similar messages through different channels. 
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In those cases, perceived information overload occurred in conditions that 1) 

organizations sent too much information, which did not satisfy employees’ needs 

and made them feel being disturbed, and 2) the information sent by organizations 

was on multiple platforms, and it was difficult for employees to catch up with 

them. 

Overly Intimate Ties in Workplace (Social Risks). Social risks caused by 

EWeChat use mainly concerned potential negative perceptions relevant to users’ 

ties with others. ESM like EWeChat could strengthen ties among employees, but 

some employees may feel uncomfortable about being too close with colleagues 

and supervisors. A code of this type of social concern was adapted from 

Peluchette et al.’s (2013) study about overly intimate relationships with 

colleagues on social media. Results of the interview revealed that the perceived 

social risk can be eliminated by EWeChat use, because EWeChat satisfied 

employees’ need of not getting too close with colleagues, which could also be 

regarded as a special type of symbolic benefit of avoiding WLC. This type of 

social risk reduction was associated with the affordance of association and the 

complementary uses of EWeChat and WeChat. Without using EWeChat, 

employees had to use WeChat for work-related communication, which meant they 

should add work-related stakeholders as WeChat friends, which may invade their 

personal space. An organization’s EWeChat already registered all its employees to 

the contact list. Individual employees of an organization can thus reach any other 

employee in the same organization on the platform without “friending” the 
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employee. The communication and social ties on EWeChat can be separated from 

employees’ personal activities. Eight employees mentioned it as a reduction of 

social risk, because “I only want to add real friends to my WeChat, to share my 

personal space… But I am not that close with most colleagues” (an engineer). All 

the eight employees used the word “embarrassed” to describe the need of adding 

colleagues as WeChat friends, “Sometimes we know we will only contact a 

person once for work purposes and will never talk again; it will be really 

embarrassing if I add them as WeChat friends and never talked in the future… 

But with EWeChat, I can keep such communication at work” (a Tencent 

designer). A manager in a sports company also indicated that it was a main reason 

why they adopted EWeChat, “it helps employees to better communicate with 

those that they do not consider as friends, without being impolite.”  

However, the way EWeChat kept communication in a work-only space 

created another type of social risk. Communicating on EWeChat, an instrumental 

social media platform, rather than WeChat, might be considered as not friendly, 

too formal, and had a feeling of distance. An officer in a state-owned advertising 

company claimed:  

 

There are some colleagues that I want to maintain personal contact with; it is 

cold if I only communicate with them on EWeChat… You know, it seems 

like I do not want them to be included in my friend network… So I will use 

WeChat to communicate with the people who I want to be closer with.  
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This sense of distance was also discussed in the communication with 

external publics. A marketer in a consultancy company stated that her company 

encouraged employees to “communicate with clients as friends, which is easier to 

build good relationships with them; but EWeChat is too formal for this.” A 

manager in a start-up Internet company described this communication pattern in 

detail, “We believe clients will perceive a closer interpersonal relationship with 

our employees when communicating on WeChat, and we also need employees to 

promote our products constantly, WeChat Moment is a good channel.” EWeChat 

was considered a tool to prevent employees from adding unfamiliar work-related 

stakeholders in their personal networks, but it also caused a sense of distance 

because it was too formal to be considered as a communication channel for 

friends. 

Privacy Risks. The last type of perceived risk was the privacy risk that 

referred to one’s fear of losing control of his/her personal information 

(Featherman & Pavlou, 2003). Interviewed employees and management staff 

shared similar privacy concerns related to EWeChat use. Two privacy concerns 

were identified by the interview data, which were being monitored and identified. 

Codes of perceived privacy risks were adapted from codes of the privacy 

affordance, as well as interviewees’ responses. The actualization of association 

and persistence affordances allows organizations to monitor their EWeChat use. 

Respondents indicated they were concerned about being monitored by 
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organizations, even without knowing if the organizations could really monitor 

them or not. EWeChat is a closed social media platform managed by 

organizations. All communication on EWeChat is recorded and traceable to 

individual communicators by their identity. 14 interviewed employees talked 

about their privacy concern about being monitored by the organization (e.g., HR 

or supervisors) through their communication content on EWeChat and weekly 

report of EWeChat use activities (mentioned by one interviewee, the teacher in an 

educational services company, only). Interestingly, the concern was more 

perceptual than factual among the interviewees as they constantly “feel” to be 

watched by someone from the organization on EWeChat.  

Being identified referred to organizations asking employees to use their real 

identities on EWeChat, which meant they cannot post their opinions 

anonymously. The practice caused fear of expressing candid opinions and a 

concern that “comments on an issue might be used as evidence in discussion of 

other issues, which may harm our [employee] benefits.” (a marketer in a 

consumer goods company).  

Even though the two privacy risks were commonly mentioned among the 

interviewees, some of them did not consider them as a serious problem. As a 

designer in an Internet company said, the risks were “a common problem” and 

they can be handled by not to share certain messages (e.g., comments or personal 

information) on EWeChat.  

It was worth noting that some interviewed managers argued that 
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organizations did not obtain employee communication records on EWeChat from 

Tencent (the platform owner) or monitor such communication. But they did not 

actively reduce employees’ privacy concerns either. Some management staff 

pointed out that although organizations could gain communication records of 

EWeChat from Tencent, none of them had done so or would do so. As an IT staff 

in the management group of a start-up Internet company believed, “employees 

shall not have privacy concerns if they do not talk about inappropriate issues on 

EWeChat.” This mindset was consistent with the viewpoint of “nothing to hide” 

(Solove, 2007). And compared with employees’ privacy concerns, managers 

cared more about the effectiveness brought by the actualization of persistence and 

association affordances, for example, keeping communication records.  

4.2.6 RQ3: Subjective Norms 

Defined by Ajzen (1991), subjective norms indicate how supportive 

important others are in performing a certain behavior. In the context of this study, 

the target behavior was EWeChat use, which mostly occurred in the workplace 

and was associated with work-related stakeholders. Codes of subjective norms 

were generated from Peach et al. (2005) and the interview results. The 

interviewees did not identify any private important others (Peach et al., 2005), 

such as families or friends, in affecting their EWeChat. However, 10 interviewees 

indicated that colleagues, supervisors (internal stakeholders) and clients (an 

external stakeholder) were influential in their decision to use EWeChat or not.  
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Similar as the finding that Chinese employees valued their relationships with 

supervisors (Z. X. Chen et al., 2002), and authoritarianism was still a tradition in 

the Chinese culture (A. Y. Zhang et al., 2008), most interviewees (including five 

state-owned organizations) also reported that supervisors or organizational 

leaders were the most influential people in their communication channel 

selection. First, as stated by a designer in an Internet company, “at the beginning, 

EWeChat was introduced and promoted by our company leaders. They thought it 

is an effective communication channel.” A governmental officer also confirmed, 

“our leader believes it is important to build in a community for organizational 

culture development and interaction, so we are actively participating in EWeChat-

based communication.” In other words, some employee tended to follow the 

preferences of leaders in their organizations. Second, as mentioned by many 

interviewees, “Supervisors’ messages are more urgent than others… We do not 

want to keep him waiting, and most of his messages are about work arrangement, 

which cannot be missed” (a bank employee). Thus, if a supervisor preferred to 

communicate on EWeChat, “We have to use EWeChat to communicate about 

work-related issues, or we may miss his important information” (an Internet 

company employee). A lawyer also said, “Our boss only sends things on 

EWeChat, then we have to use EWeChat to follow him.” 

Although not many, three interviewees indicated that their choice of using 

EWeChat was mostly influenced by colleagues. All of them stated that they had 

no preference of communication channels, the only thing they concerned was “if 
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my messages can reach the target effectively and timely or not” (Tencent 

employee). So, “It all depends on the receivers., I will use EWeChat if the person 

I am talking to is more accustomed to EWeChat. While if he/she prefers WeChat, 

I can turn to WeChat as well” (a product manager in a start-up Internet company). 

A manager of a start-up Internet company claimed the influence of internal 

stakeholders in detail:  

 

At the very beginning, we are encouraged by our leaders to use EWeChat 

since nobody has tried it at that time. But later, after we find that it is useful, 

more and more colleagues turn to EWeChat, while for the rest, they also have 

to use EWeChat because the majority of the company are doing so. 

 

Similarly, the interview also found four respondents stating the receiver was 

important. But as they were all in positions mostly dealing with external issues 

(e.g., marketing, sales, account manager), they tended to select communication 

channels corresponding to external publics they were communicating with. For 

example, “our clients are mostly using WeChat to contact us, so surely we should 

also respond on WeChat” (a consultancy company). Interestingly, even though 

some employees realized that EWeChat could be used to get access to WeChat 

users directly, most of them still insisted on using a similar platform with clients, 

because “It is too formal to use EWeChat, while if a client uses WeChat to talk 

with me, it means that he/she is fine to accept me into his/her own network. Then 
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I will also use WeChat to show that I also want to interact with him/her as a friend 

but not only a work partner” (a marketing staff in a consultancy company).  

4.2.7 RQ3: Perceived Behavioral Control (PBC) 

PBC indicates the ability and controllability of performing certain behaviors 

(Ajzen, 1991). That is, an individual is more likely to perform a behavior if 

he/she is able to do so and if the behavior performance is under his/her control. 

Codes of self-efficacy and controllability over EWeChat use were developed from 

the literature (George, 2004; Morris et al., 2005). The interview results suggested 

similar elements of PBC in predicting EWeChat use. First, since most 

organizations of the interviewees did not have rules to regulate employees’ use of 

EWeChat, the interviewees were able to use the platform under some level of 

their control.  

Since EWeChat was developed by Tencent, connected with WeChat, and had 

a similar user interface with WeChat, most organizations did not conduct any 

training sessions about it because “It is really easy to use, its functions are very 

similar to WeChat” (an engineer in a state-owned company). Eight out of 11 

management staff stated that their organizations selected EWeChat rather than 

other ESMs because “it is easy to use and with very low learning cost” (a law 

firm). However, some respondents still indicated they were not capable of using 

EWeChat well for certain reasons, “It is difficult for some old doctors to learn 

how to use EWeChat” (an administrator in a hospital), “my cell phone does not 
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afford to install too many communication applications” (a high school teacher). 

Moreover, five employees said that they felt they actually did not know the 

functions and could not use EWeChat very well, including connecting with 

WeChat users, basic tasks accomplishment, PC version installation, etc.  

Skills and knowledge came from effective training. Only seven 

organizations conducted training about EWeChat for new users, and four of them 

only sent employees an email or a document about EWeChat use as the training, 

two conducted one-time, face-to-face consultation for all newcomers to inform 

them about basic use of EWeChat, only one organization (i.e., Tencent) did both. 

Most mainland Chinese organizations were only training employees on EWeChat 

use at a very preliminary level, and although only a few employees said they felt 

they lacked an understanding of how to use EWeChat, still some other employees 

did not know what EWeChat can do well. For example, an analyst in a 

consultancy company said EWeChat was easy to learn, but he also did not know 

it could be used to talk with WeChat users. Such respondents may express high 

perceived control over EWeChat use because they did not know “what they don’t 

know.” Thus, resources (e.g., the quality of mobile devices), as well as knowledge 

and skills about EWeChat functions, were still significant external constraints on 

predicting employee use of EWeChat. Although some may express high PBC 

because they did not know “what they don’t know,” still some employees realized 

that they lacked such knowledge, “which makes us less likely to use it” (a 

marketing staff in a consultancy company). All those employees expected 
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effective and comprehensive training, which was expected to enhance their 

perceived knowledge and skills of using EWeChat. 

4.2.8 Organizational Features  

As stated in previous sections, some organizational features, such as 

organizational cultures and occupations, were influential on organizational and 

employees’ EWeChat use. The culture of the interviewee’s organization was 

coded by Cameron and Ettington’s (1988) four cultures by two dimensions: (1) 

the horizontal dimension measured by internal versus external positioning, short-

term versus long-term orientation, and smoothing versus achievement-orientated 

activities and (2) the vertical dimension measured by flexibility versus stability, 

individuality versus control, and spontaneity versus predictability” as the 

dimension. Clan culture is flexible, individualistic, spontaneous, short-term 

oriented and focuses on smoothing activities. Organizations of this culture have 

leaders as mentors or facilitators, value teamwork, participation, commitment, 

care, and communication, and are sometimes considered as compatible with the 

image of a university or a "community of scholars" (Goodman, 1962). Hierarchy 

culture is stable, controlling, predictable, short-term oriented, and seeks for 

smoothing activities. Organizations of this culture are driven by effectiveness and 

consistency, with monitors or organizers as leaders, control and making 

organization functioning smooth are quite important. Adhocracy culture 

emphasizes flexibility, individuality, spontaneity, an external positioning, a long-
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term time frame, and achievement-oriented activities. Organizations of this 

culture value creativity, flexibility, and innovation. They are usually led by 

innovators or entrepreneurs and aim for long-term visions and gaining new 

resources. Market culture emphasizes stability, control, predictability, external 

positioning, long-term time frames, and achievement-oriented activities. 

Organizations of the culture are results-based, tough, competitive, and led by hard 

drivers. Codes of the four types of organizational culture came from their features 

discussed by Cameron and Ettington (1988). 

The interview data suggested that various organizational cultures have 

different influences on how EWeChat affordances are presented and used. For 

example, a product manager from a start-up IT company stated that they use 

online communities for employees to discuss organizational issues in public 

because of their trust and fair culture: 

… like our company, which is value-oriented, and we also encourage 

employees to communicate with colleagues in a fair and careful manner. We 

always emphasize that we should trust others and speak frankly and 

sincerely. Such culture is the reason our employees have intentions to discuss 

organizational issues and even talk directly with organizational leaders in 

public. EWeChat provides a platform to enable such public and cross-

hierarchical communication. 

On the other hand, a market-type organizational culture may allow leaders to 

use EWeChat to force employees to work during their personal time. A marketing 
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staff from a start-up financial corporation said: 

Marketing staff: A leader like our boss, who believes that so-called 

work-life balance is really boring and impossible, will not allow his/her 

subordinates to use different communication tools for work and personal 

purposes. 

Interviewer: That’s why you use WeChat but not EWeChat for 

communication among employees at work? 

Marketing staff: Yes, and our common work condition is we must deal 

with work information in our private time on WeChat. 

4.2.9 Conclusion 

As this study concludes, the research purposes of the interview are two-fold. 

First, to explore the ESM use patterns in the mainland Chinese context. Second, 

to generate measurements of variables in the survey study. Based on the interview 

results, some hypotheses posited in Chapter 2 should be revised. 

Interviewees had similar perceptions of most benefits and risks, including 

positive perceptions of five types of benefits, and negative perceptions of 

performance risk, stress and information overload. However, as for social and 

privacy risks, interviewees had different opinions. For the social risk, some 

interviewees considered it as a risk that EWeChat was a too formal 

communicative tool to make intimate social ties with colleague. While some 

others believed it was an advantage of EWeChat use to avoid being overly closed 
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with work partners. Similarly, as for the privacy risk, some respondents said they 

felt unconfutable when perceiving being monitored by organizations. Some others 

indicated that being monitored was good for avoiding conflicts because 

organizations can trace their EWeChat use histories to identify responsible 

individuals in conflicts. In summary, some respondents did not consider social 

and privacy as “risks” and argued that these two perceptions might have positive 

effects. Therefore, according to interview results, this study revised H2 and H7 as 

follows: 

H2: Perceived performance, stress and information overload risks negatively 

affect employees’ EWeChat adoption intentions. 

H7: Perceived performance, stress and information overload risks negatively 

affect employees’ perceived EORs. 

Since effects of social and privacy risks are ambiguous, they are not 

considered as risks in this study. Instead, the author names these two factors as 

“social concern” an “privacy concern”. For clarifying their effects, two research 

questions are proposed: 

RQ7: How do perceived social risk influence employees’ a) EWeChat use 

intention, and b) perceived EORs in using EWeChat? 

RQ8: How do perceived privacy risk influence employees’ a) EWeChat use 

intention, and b) perceived EORs in using EWeChat? 

Based on results of the preliminary interview, the Study 2 will be conducted 

to measure effects of organizational affordance actualization on employees’ 
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continuously EWeChat use intention and perceived EORs through influencing 

attitude, subjective norms, and PBC. 
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CHAPTER 5: STUDY 2 

5.1 Methodology: Survey 

To answer RQ4-8 and test the proposed hypotheses, Study 2 was conducted 

by online surveying mainland Chinese EWeChat users who are full-time 

employees via Qualtrics. This section will discuss survey design, sampling 

procedures, participant characteristics, and the data analytical method.  

5.1.1 Survey Instrument 

To ensure survey validity in TPB research, Francis et al. (2004) 

recommended the followings. First, researchers should conduct a preliminary 

study using qualitative research methods with a small portion of the population of 

interest in order to identify the common behavioral, normative, and control 

beliefs related to the predicted behavior. The researchers then refine the 

questionnaire based on the findings of the preliminary study. In line with the 

suggestion, the instrument used in Study 2 was developed according to Study 1 

results. See Appendix B for the survey questionnaire.  

Socioeconomic and Organizational Variables. The first section of the 

questionnaire asked information about the participant’s socioeconomics and the 

organization s/he worked for. The socioeconomic variables included age, gender, 

education level, income and job title while organizational variables included the 

participant’s organization type, industry and organizational culture.   
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Since the interview data of Study 1 suggested that organizational culture 

affects ESM use behaviors (e.g., knowledge sharing) and purposes of the ESM 

use, the participant’s organizational culture was asked. Considering the survey 

length constraint and the fact that organizational culture served as a control 

variable in the study, Cameron and Ettington’s (1988) two-dimensional typology 

of organizational culture was adopted. Using the dimensions of external/internal 

and control/flexibility, four types of organizational culture are identified: clan 

culture, adhocracy culture, market culture, and hierarchy culture. The survey 

participants were first introduced to a description of each of the four types of 

organizational culture and then asked indicate the extent to which their 

organizational culture is aligned with each of the four culture types using on a 3-

point Likert scale ranging from “disagree” to “agree”.  

Internal/external Work-related Connection. Job was usually considered as 

a control variable when studying employees (e.g., Y. S. Cheng et al., 2011; Morris 

et al., 2005). Interviewees indicated that only one characteristic relevant to their 

jobs influenced their intentions to use EWeChat: the types of stakeholders an 

individual more often communicates with at work—external vs. internal. Because 

Chinese employees very frequently used WeChat for their personal 

communication, and because EWeChat was a closed system that was mostly used 

for internal work-related communication, many interviewees said that employees 

who communicated more with external than internal publics (for instance, 

marketers who contact clients frequently) were more likely to use WeChat than 
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EWeChat to meet the needs of clients. Thus, the current study settled the 

question, asking “Which type of stakeholder do you usually communicate with, 

external or internal?” as a control variable. 

Habitual Use. Mentioned by interviewees, employees’ continuously use 

intention of EWeChat was influenced by their habits of using EWeChat and 

WeChat (the dominant electronic communication tool in mainland China). Thus, 

the habitual uses of these two platforms were considered as control variables of 

this study. Habitual uses of EWeChat and WeChat were assessed by adapting the 

response frequency measure (RFM) proposed by Verplanken et al. (1994). The 

survey respondents were asked to rate how likely they are to use EWeChat (M = 

2.40, SD = .42, α =.75) and WeChat (M = 2.31, SD = .44, α =.81) respectively in 

each of the six situations using a 3-point Likert scale (1=unlikely, 2=neutral, 

3=likely): communicating with colleagues, communicating with supervisors, 

communicating with the organization, performing work-related tasks, accessing 

information or document files, and expressing work-related opinions. The higher 

the score of a platform in a given situation, the stronger the habit a respondent 

had for work-related purposes. Suggested by the principal component analysis, 

these items formed three factors (KMO = .81, Bartlett’s p < .001, factor 1: 

Eigenvalue = 3.37, variance explained = 28.04%; factor 2: Eigenvalue = 2.48, 

variance explained = 20.65%; factor 3: Eigenvalue = 1.11, variance explained = 

9.24%). Based on factor loadings, the first factor included six items of habitual 

WeChat use, the second factor included three items about habitual using 
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EWeChat to communicate with colleagues, supervisors and the organization, and 

the third factor contained tree items about habitual using EWeChat to accomplish 

basic tasks, search information and express work-related opinions. Both the 

second and third factors concerned habitual EWeChat use, but on different 

aspects (i.e., the second factor for communicative purposes and the third factor 

for work purposes). Thus, items of the second and third factors were considered 

as measuring a same variable – habitual EWeChat use.  

Organizational Affordance Actualization. This section of the survey 

concerned the behavioral intervention referring to how EWeChat was configured 

in different organizations. It should be noted that there were three types of 

affordances in this study. Based on the results of the preliminary interview, 

affordances of editability and locatability are excluded from Study 2 because 

organizations cannot conduct any actions about them. Moreover, the bandwidth 

affordance was also excluded, since most interview respondents stated that it was 

very common for them and their organizations to use cues of photo, video and 

audio in communication. For measuring variables in this section, respondents 

were asked to indicate the extent to which they agreed with certain statements on 

a 5-point Likert scale, from “strongly disagree” to “strongly agree.” Exploratory 

factor analysis (EFA) of all variables with more than one items were conducted. 

Association. The measurement of the association (M = 3.87, SD = .58, α 

=.71). affordance was developed from its definition and the results of Study 1. 

Treem and Leonardi (2013) and Vaast and Kaganer (2013) indicated two types of 
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association: between people, and between people and content. Items measuring 

this variable were suggested by the interview results. This variable was measured 

by three items about associations between people ( “EWeChat is used to build 

online communities among employees for public discussion.”, “EWeChat is used 

to get in touch with colleagues.”, “I use EWeChat to make friends with others in 

my organization”), and one item about associations between people and content 

(i.e., “The creators of all information on EWeChat can be identified and found”). 

Suggested by the principal component analysis, these four items formed one 

factor (KMO = .75, Bartlett’s p < .001, Eigenvalue = 2.12, variance explained = 

54.87%).  

Control. A two-item measurement (M = 3.73, SD = .69, α =.61) of the 

control affordance was developed from results of the interview. Items include 

“EWeChat allows employees like me to actively seek information from the 

organization.” and “I am using EWeChat to decide what information to receive 

when I want to”. Suggested by the principal component analysis, these items 

formed one factor (KMO = .59, Bartlett’s p < .001, Eigenvalue = 1.69, variance 

explained = 56.30%). The reliability of .61 was relatively low, may be because 

the measurement was developed by an exploratory study, and only contained two 

items. According to textbooks and previous studies, α =.61 was undesirable but 

moderately acceptable, especially for exploratory research (Hair et al., 1998; 

Moss et al., 1998; Nunnally, 1994; Taber, 2018; Ursachi et al., 2015). 

Feedback. The measurement (M = 3.77, SD = .53, α =.70) of the feedback 
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affordance was developed from the definition of Tang and Hew (2017) and Study 

1 results. The feedback affordance was reflected as an organization allowing 

employees to report their work performance and their opinions. Thus, the 

measurement contained three items as “EWeChat is used by our employees to 

provide feedback to the organization”, “EWeChat is used by employees like me to 

do self-report (e.g., job performance)”, and “EWeChat is used by our employees 

to provide feedback to managers/supervisors” as well as one item indicating the 

attitude that organizations took to maintain the feedback channels, like “My 

organization answers feedback frequently.” Suggested by the principal component 

analysis, these items formed one factor (KMO = .73, Bartlett’s p < .001, 

Eigenvalue = 2.11, variance explained = 52.77%). 

Diversity. The diversity measurement (M = 3.83, SD = .66, α =.62) consisted 

of whether users can accomplish various basic tasks in different ways through 

EWeChat. The results of the interview also suggested that to maintain the 

diversity affordance, some organizations kept developing new functions to satisfy 

employees’ needs. The measurement included two items as “EWeChat is often 

used to facilitate various work-related basic tasks (e.g., application, purchasing, 

reimbursement, attendance, etc.)” and “The organization keeps developing 

EWeChat functions of EWeChat for employees to effectively complete various 

work-related tasks”. Suggested by the principal component analysis, these items 

formed one factor (KMO = .50, Bartlett’s p < .001, Eigenvalue = 1.44, variance 

explained = 71.99%).  
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Outeraction. The measurement (M = 3.74, SD = .60, α =.68) of the 

outeraction affordance was developed from the results of the interview. Based on 

the definition, outeraction indicated using a channel to contact external publics or 

sources. The interview found that EWeChat was used to connect with external 

publics on WeChat, as well as allowing employees to gain access to third-party 

applications. A measurement with four statements was developed to measure 

users’ perceptions of the two aspects of the outeraction affordance. Items include 

“EWeChat is used to send messages to users on other mobile applications (e.g., 

WeChat)”, “EWeChat is used to receive messages from users of other mobile 

applications”, “EWeChat is used to get access to other mobile applications” and 

“The content on EWeChat can be shared to other social media platforms”. 

Suggested by the principal component analysis, these items formed one factor 

(KMO = .68, Bartlett’s p < .001, Eigenvalue = 2.06, variance explained = 

51.40%).  

Perpetual Contact. The core concept of the perpetual contact affordance was 

anytime, anywhere (Reid & Reid, 2010). The results of the interview indicated 

that the perpetual contact between organizations and employees was two-way, 

wherein organizations had access to employees and employees had access to their 

work. Based on the results of interview, a four-item measurement (M = 3.75, SD 

= .61, α =.75) was developed, with two statements of “EWeChat is used by the 

organization to contact me anytime/anywhere” and two other statements of “I am 

using EWeChat to perform my work duty anytime/anywhere” Suggested by the 
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principal component analysis, these items formed one factor (KMO = .69, 

Bartlett’s p < .001, Eigenvalue = 2.29, variance explained = 57.12%).  

Persistence. The measurement (M = 3.76, SD = .64, α =.71) of the 

persistence affordance resulted from the four-item scale verified by Fox and 

McEwan (2017) and was revised according to the results of the interview. The 

duplicated item “Communication in this channel exists long after the initial 

interaction is finished” in the scale was replaced by one specifying knowledge 

management behavior on EWeChat: “Existing knowledge can be downloaded and 

used.” The other three items were “EWeChat is used by the organization to store 

knowledge”, “EWeChat keeps a record of communication that I can go back and 

look at” and ““Existing knowledge can be revised”. The measurement contained 

four items, with the principal component analysis, these items formed one factor 

(KMO = .74, Bartlett’s p < .001, Eigenvalue = 2.24, variance explained = 

56.09%).  

Personalization. The personalization affordance presented in EWeChat 

mostly concerned the communication between organizations and employees; the 

definition came from the fields of marketing and advertising (Choi et al., 2017; 

Koukia et al., 2006). Based on the interview results, mainland Chinese 

organizations usually personalized messages not only for individuals, but also for 

employees in certain departments or groups. Therefore, the personalization 

affordance measurement (M = 3.82, SD = .54, α =.67) included two items about 

whether organizations only sent information to certain groups and certain 



211 
 

211 
 

individuals, and two about whether the content was personalized for receivers’ 

needs. Examples were “EWeChat is used by the organization to send messages to 

specific person/specific groups of people.”, and “EWeChat is used by the 

organization to personalize message content to specific person/specific groups of 

people”. Suggested by the principal component analysis, these items formed one 

factor (KMO = .72, Bartlett’s p < .001, Eigenvalue = 2.01, variance explained = 

50.21%).  

Portability. The definition of portability was simple. It referred to whether 

the technology was transportable or not (Schrock, 2015). As EWeChat was 

initially developed and primarily installed on mobile devices, portability was 

inherent of the application. However, the preliminary research also indicated that 

some organizations also used the PC version of EWeChat, which enhanced the 

ability of EWeChat to be transported to more devices than cell phones. The 

statement (M = 3.90, SD = .76) “EWeChat is used by both PC and mobile 

versions in my organization” was adopted to measure portability.  

Privacy. Based on results of the interview, the actualization of the privacy 

affordance included two variables. The first one was about Organizational 

Monitoring (M = 3.59, SD = .88), measured by an item that “The organization 

can observe my communication taking place in EWeChat”. The second one 

concerned Anonymity (M = 3.27, SD = .84, α =.69) to protect employees from 

being identified. The measurement was created by two items of the anonymity 

scale of Fox and McEwan (2017). The two items were “EWeChat allows people 
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to remain anonymous or unidentifiable if they want to” and “EWeChat cannot 

mask my true identity when communicating”. Suggested by the principal 

component analysis, these two items formed one factor (KMO = .50, Bartlett’s p 

< .001, Eigenvalue = 1.54, variance explained = 77.01%). 

Social Presence. The measurement (M = 3.83, SD = .53, α =.67) of the 

social presence affordance took one item (“EWeChat makes it feel like the person 

I’m communicating with is close by”) from the social presence scale of Fox and 

McEwan (2017) and removed three items that had very similar meanings. 

Moreover, the interview indicated that EWeChat allowed users to control their 

availability and to check if their messages have been read or not; as these two 

functions were relevant to the social presence affordance, three items about 

respondents’ perceptions about these functions were added (“EWeChat allows me 

to know my messages is read or not”, “The function of determining self-

presentation (such as log-off) is usually used by employees in my organization” 

and “EWeChat allows me to determine if I am present when communicating”). 

Suggested by the principal component analysis, these items formed one factor 

(KMO = .72, Bartlett’s p < .001, Eigenvalue = 2.01, variance explained = 

50.34%).  

Synchronicity. The synchronicity affordance designated instant 

communication, which was inherent to EWeChat and was a common experience 

for mainland Chinese employees. However, results of the preliminary research 

suggested that different organizations used EWeChat’s instant communication for 
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different topics. Thus, statements about two types of instant communication 

found in the interviews (work-related and private life-related) formed two 

variables, asking respondents if they “use EWeChat for talking about work-

related/private-related issues.” The variables of synchronicity of work- (M = 3.86, 

SD = .79)/private- (M = 3.52, SD = .95) related topics only contained one item 

respectively. 

Visibility – Content. The visibility affordance was mentioned by almost all 

organizations in the preliminary study, and it was reported to be actualized in 

different ways. In terms of content that was made visible by organizations, 

interview results showed that seven types of information can be visible on 

EWeChat (i.e., employees’ profiles, organizational information and 

announcement, work-related knowledge, not work-related knowledge, caring 

messages, user-generated posts, user-generated comments). Thus, a measurement 

(M = 3.74, SD = .52, α =.75) involving seven statements, such as “Organizational 

information and announcement are visible on EWeChat”, was developed to 

indicate the diversity of visible organizational content. Suggested by the principal 

component analysis, these items formed two factors (KMO = .80, Bartlett’s p 

< .001, factor 1: Eigenvalue = 2.79, variance explained = 39.92%; factor 2: 

Eigenvalue = 1.02, variance explained = 14.58%). According to factor loadings, 

the first factor was about non-work-related visible content, which contained four 

items about visible personal information, non-work-related information, and 

public comment. While the second factor was about work-related visible content, 
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which contained three items about visible announcement, work-related 

knowledge and organizational welfare. Although measuring different types of 

visible information, these two factors both concerned the information content 

posted by organizations and employees which was visible to other EWeChat 

users. Therefore, this study still counted these two factors as one variable.  

Visibility – Format. In their definition, Treem and Leonardi (2013) indicated 

that visibility involved organizations being able to control what information is 

visible. The interview also suggested that some organizations only made certain 

information visible to certain employees. A statement (M = 3.86, SD = .77) was 

adopted to ask respondents the extent to which EWeChat posts were visible to all 

employees.  

Visibility – Frequency. The author found that different organizations posted 

public information on EWeChat through different frequencies. An item (M = 

3.86, SD = .76) was adopted asking about how frequently organizations post 

public information.  

Visibility – Sender. The interview also suggested that the support of 

organizational leaders was influential in encouraging employees to use EWeChat. 

Respondents believed that leaders’ voices should be treated differently. A 

statement (M = 3.72, SD = .81) was adopted to measure how frequently EWeChat 

posts are sent by organizational leaders.  

Visibility – Tone. Many employees in the interview indicated that they 

wanted to be treated in a more humanistic way by organizations. Some managers 
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also stated that their organizations adopted different tones when communicating 

with employees: some were human-like, and some were very formal. A scale was 

developed from the 11 aspects of conversational human voice proposed by 

Kelleher and Miller (2006) to measure the extent to which an organization 

communicated with employees through a human-like rather than formal and 

official attitude. Since tone was only concerned with how organizations design 

their communicative content in this study, six items were removed from the 

original scale because they measured the general communicative attitude between 

organizations and employees, which were not actions based on the visibility 

technological affordance. The remaining five items (M = 3.77, SD = .56, α =.75) 

were “On EWeChat, my organization tries to communicate in a human voice”, 

“On EWeChat, my organization uses conversation-style communication”, “On 

EWeChat, my organization tries to be interesting in communication to 

employees”, “On EWeChat, my organization uses a sense of humor in employee 

communication”, and “On EWeChat, my organization attempts to make 

communication enjoyable”. Suggested by the principal component analysis, these 

items formed one factor (KMO = .76, Bartlett’s p < .001, Eigenvalue = 2.51, 

variance explained = 50.21%).  

TPB Constructs. Variables in this group were predictors proposed in 

previous TPB studies that influenced behavioral intentions, including different 

perceived benefits, risks, subjective norms, and PBC. The measurements were 

also developed from relevant literature and the interview. For measuring variables 
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in this section, Respondents were also asked to indicate the extent to which they 

agreed with certain statements on a 5-point Likert scale, from “strongly 

disagree/not likely” to “strongly agree/likely”. Exploratory factor analysis (EFA) 

of all variables were conducted. 

Utilitarian Benefits. The measurement (M = 3.91, SD = .54, α =.76) of 

utilitarian benefits was developed from the three-item scale used by Zhou (2013), 

with items testing perceived efficiency and usefulness. Based on the interview, 

the author also added items dealing with ease of use and convenience, with five 

statements in total. Items were, “I feel that EWeChat provides convenience to my 

job”, “Using EWeChat can improve my working effectiveness”, “I feel that 

EWeChat is useful for my job”, “EWeChat is easy to use”, and “Using EWeChat 

can save my time for work”. Suggested by the principal component analysis, 

these items formed one factor (KMO = .80, Bartlett’s p < .001, Eigenvalue = 

2.59, variance explained = 50.97%). 

Hedonic Benefits. Most items measuring perceived hedonic benefits came 

from the three-item scale proposed by Venkatesh (2000), including items of “I 

find using EWeChat at work to be enjoyable”, “The processes of using EWeChat 

are pleasant”, and “I have fun in using EWeChat to communicate with others at 

work”. The results of the interview suggested that employees can also perceive 

relaxation in using EWeChat, so an item measuring perceived relaxation was 

added into the measurement (M = 3.78, SD = .60, α =.74). Suggested by the 

principal component analysis, these items formed one factor (KMO = .75, 
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Bartlett’s p < .001, Eigenvalue = 2.26, variance explained = 56.43%).  

Symbolic Benefits – Belongingness. The measurement (M = 3.90, SD = .63, 

α =.72) of belongingness included three items from the sense of belonging 

dimension on the perceived cohesion scale (Bollen & Hoyle, 1990). Items were, 

“I feel that I am a member of the organization when using EWeChat”, “I see 

myself as a part of the organization when using EWeChat”, and “I feel a sense of 

belonging to the organization when using EWeChat”. Suggested by the principal 

component analysis, these items formed one factor (KMO = .66, Bartlett’s p 

< .001, Eigenvalue = 1.92, variance explained = 63.87%).  

Symbolic Benefits – Professional Image. Items measuring professional 

image were proposed and verified by Little et al. (2015), who studied how 

pregnant female employees are perceived by their clients, colleagues, and 

supervisors. Based on the results of the interview, only clients’ perceived 

professional image was affected by EWeChat use, so the current study removed 

items that tested perceived professional image among colleagues. Four items (M 

= 3.84, SD = .58, α =.73) remained, included “My image is a positive reflection 

of the company when using EWeChat”, “I am seen as a professional by my clients 

when using EWeChat”, “I am taken seriously by my clients when using 

EWeChat”, and “I am capable of maintaining a positive work ethic when using 

EWeChat”. Suggested by the principal component analysis, these items formed 

one factor (KMO = .72, Bartlett’s p < .001, Eigenvalue = 2.21, variance explained 

= 55.11%). 
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Symbolic Benefits – Avoiding WLC. The measurement (M = 3.72, SD = .61, 

α =.78) of this variable came from the four-item scale of perceived WLC 

proposed and verified by Gutek et al. (1991). The words “EWeChat helps me to 

avoid the risk that…” were added to each item. The four items included “Coming 

home too tired to do some of the things I'd like to do”, “Having so much work to 

do that it takes away from my personal interests”, “My family/friends dislike how 

often I am preoccupied with my work while I am at home”, and “My work takes 

up time that I'd like to spend with family/friends”. Moreover, the interview 

indicated that EWeChat prevented some employees from having to add 

colleagues or clients as friends on WeChat, because they can keep the 

communication on EWeChat. Thus, an item (“Through using EWeChat, I do not 

need to friend my colleagues that I do not want to on private platforms”) was also 

added to the measurement. Suggested by the principal component analysis, these 

items formed one factor (KMO = .82, Bartlett’s p < .001, Eigenvalue = 2.68, 

variance explained = 53.58%).  

Performance Risks. The measurement (M = 2.72, SD = 1.03, α =.92) of 

performance risk was developed from the three-item scale proposed by 

Featherman and Pavlou (2003), a study analyzing perceived risks. Items include 

“The technology may not perform well and process information correctly”, 

“EWeChat may create problems with my communication with 

colleagues/supervisors” and “Based on your experience, how often does 

EWeChat malfunction”. The measurement was also adjusted according to the 
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interview by adding two statements of “I found some information sent on 

EWeChat useless” and “Using EWeChat decreases my work effectiveness” to 

indicate the performance risk caused by certain types of affordance actualization. 

Suggested by the principal component analysis, these items formed one factor 

(KMO = .89, Bartlett’s p < .001, Eigenvalue = 3.84, variance explained = 

76.82%).  

Psychological Risks – Stress. The stress measurement (M = 2.73, SD = 1.06, 

α =.95) came from the ten-item Perceived Stress Scale (Cohen & Williamson, 

1991). Items with similar meanings to others were removed, as well as those 

emotions that were not reported by any respondents in the interview. In the end, 

six statements remained, examples include “Using EWeChat makes me nervous” 

and “Using EWeChat makes me feel that things are not going my way”. 

Suggested by the principal component analysis, these items formed one factor 

(KMO = .94, Bartlett’s p < .001, Eigenvalue = 4.83, variance explained = 

80.48%).  

Psychological Risks – Information Overload. The six-item scale (M = 2.68, 

SD = .99, α =.88) measuring information overload was developed by Horrigan 

(2016) in a report published on Pew Research Center. The current study kept four 

items and removed two items (i.e., “A lot of institutions I deal with – schools, 

banks, or government agencies – expect me to do too much information-gathering 

in order to deal with them” and “I feel confident in my ability to use the internet 

and other communication devices to keep up with information demands in my 
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life”) that were not applicable to EWeChat use. Remaining items included 

“Keeping track of the information on EWeChat stresses me”, “Most of the time, it 

is easy for me to determine what information is trustworthy on EWeChat”, “I feel 

confident in my ability to use EWeChat to keep up with information demands in 

my life” and “It is sometimes difficult for me to find the information I need on 

EWeChat”. Suggested by the principal component analysis, these items formed 

one factor (KMO = .75, Bartlett’s p < .001, Eigenvalue = 2.98, variance explained 

= 74.43%).  

Social Concern. The social concern of EWeChat use were concerned with 

the perceived distance from colleagues or clients resulting from using EWeChat. 

The two-item measurement (M = 2.81, SD = 1.13, α =.88) of social concern was 

developed from results of Study 1, with items as “Because of using EWeChat, I 

feel distance with individuals that I use EWeChat to communicate with” and 

“Because of using EWeChat, I am unable to maintain a friendship with 

individuals that I use EWeChat to communicate with (for example, colleagues, 

clients, suppliers, etc.)”. Suggested by the principal component analysis, these 

items formed one factor (KMO = .50, Bartlett’s p < .001, Eigenvalue = 1.78, 

variance explained = 89.17%). 

Privacy Concern. The scale (M = 2.86, SD = 1.01, α =.90) used to measure 

perceived privacy concern was provided and verified by Luo et al. (2010) and 

included three items. One item (e.g., “Internet hackers (criminals) might take 

control of my EWeChat account.”) did not mentioned by any interviewees and 
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thus, was replaced by another item asking about the monitoring issue (“When 

using EWeChat, I feel my organization is monitoring my communication actions 

on it”). The other two items were “My use of EWeChat would lead to a loss of 

my privacy because my personal information would be used without my 

knowledge” and “How likely is it that using EWeChat reveals my personal 

information”. Suggested by the principal component analysis, these items formed 

one factor (KMO = .75, Bartlett’s p < .001, Eigenvalue = 2.49, variance explained 

= 82.70%).  

Subjective Norms. Most previous studies measuring subjective norms 

adopted the scale used by Ajzen (1991) stating that “people whose opinion I 

value” and “people who are important to me” will “encourage/support me” to 

take certain behaviors. Based on the preliminary research, the author specified 

three types of “important others”—supervisors, colleagues, and external publics. 

Moreover, items asking “how do XXX (i.e., supervisors, colleagues, and external 

publics) rate the importance of using EWeChat” were added to measure whether 

important others also believe that EWeChat use was important (Ajzen, 2002). The 

variable contained six items in total, asking respondents’ perceptions of 

supervisors (M = 3.86, SD = .66, α =.69), colleagues (M = 3.80, SD = .67, α =.66) 

and external publics (M = 3.83, SD = .70, α =.72). Suggested by the principal 

component analysis, items of supervisors formed one factor (KMO = .50, 

Bartlett’s p < .001, Eigenvalue = 1.53, variance explained = 76.35%); items of 

colleagues formed one factor (KMO = .50, Bartlett’s p < .001, Eigenvalue = 1.49, 
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variance explained = 74.38%); and items of supervisors also formed one factor 

(KMO = .50, Bartlett’s p < .001, Eigenvalue = 1.56, variance explained = 

78.03%). 

PBC. The PBC measurement (M = 3.88, SD = .65, α =.69) was developed 

from the three-item scale used by Taylor and Todd (1995), with items like “My 

use of the technology is entirely within my control” and “I have the resources and 

the knowledge and the ability to make use of the technology.” The item “I would 

be able to use the technology” was removed because all interview participants 

said to be able to use EWeChat to complete work. Two items asking the 

knowledge and available equipment of using EWeChat were added to the 

measurement: “Typically, I have enough skills to use EWeChat”, and “Typically, 

my device is able to operate EWeChat”. Suggested by the principal component 

analysis, these items formed one factor (KMO = .63, Bartlett’s p < .001, 

Eigenvalue = 1.84, variance explained = 61.18%).  

Outcomes. This section included two outcomes predicted by the model: the 

behavioral intention of EWeChat adoption, and perceived EORs. Scales 

measuring both outcomes were developed from the relevant literature. 

Respondents were asked to rate the statements on a 5-point Likert scale, ranging 

from “strongly unlikely” (1) to “strongly likely” (5).  

Intention to Continuously Use EWeChat. The scale (M = 3.93, SD = .56, α 

=.84) of measuring consumers’ online brand community engagement intention, 

items of Lee et al. (2011), and the consumer loyalty scale of Gefen (2002) were 
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adapted to the employee context. Employees’ continuously EWeChat use 

intention was measured by seven items, with example items being “I would 

actively use EWeChat to communicate with my colleagues, in next six months”, 

and “I would recommend EWeChat to anyone who seeks advice on the enterprise 

mobile applications, in next six months”. Suggested by the principal component 

analysis, these items formed one factor (KMO = .88, Bartlett’s p < .001, 

Eigenvalue = 3.63, variance explained = 51.89%).  

EORs. To measure all four dimensions of EORs, the widely adopted and 

verified OPRs scale (M = 3.81, SD = .50) designed by Hon and Gurnig (1999) 

was chosen in this research. Six items measured trust, and five items measured 

commitment, control mutuality, and satisfaction (see Appendix B). The scale was 

not changed according to any interview results, so the EFA was not needed. The 

reliabilities of the four dimensions are: trust, α=.80; control mutuality, α=.72; 

satisfaction, α=.77; and commitment, α=.73. 

5.1.2 Sampling and Participants 

Krejcie and Morgan (1970) proposed a calculation for determining the 

minimum sample size for quantitative research studies given the population size. 

When the population size was 10,000, 384 cases of sample were needed; when 

the population size exceeded 10,000, the suggested sample size would slightly 

increase above 384. This finding was also supported by Alreck and Settle (1995). 

As the population size of this study—all mainland Chinese adult employees using 
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EWeChat—was much more than 10,000, 400 was considered an appropriate 

sample size. 

All respondents were randomly selected from the region of mainland China 

by Qualtrics, an online panel company. The author requested a sample from 

Qualtrics that fitted the target demographic: mainland Chinese adult workers 

whose organizations were using EWeChat. Filter questions were shown at the 

beginning of the survey that asked participants if they were full-time employees 

and EWeChat users. Demographic variables were also considered, including age, 

gender, education level, and location. To ensure the data quality, three quality 

check questions were chosen to filter respondents who were not real EWeChat 

users, four reverse-scored items were chosen to eliminate acquiescence and 

boredom biases (Couch & Kenniston, 1960). 

The data collection procedure started on Dec. 26, 2019. Before data was 

collected, the questionnaire was distributed to and answered by 50 mainland 

Chinese EWeChat users (recruited by purposive sampling) as a pre-test, to obtain 

their feedback about survey design and translated wordings. Seven items were 

considered to be poorly translated or not clear; those seven items were revised 

and given to the respondents again to ensure that all items were presented clearly 

without any misunderstandings. The data collection procedure ended on Jan. 23, 

2020, with 427 completed responses. The sample of respondents was 47.1% men 

and 52.9% women. Ages ranged from 21 to 67 years, with 32 years as the 

median. Education level (measured on a 5-point scale) ranged from below senior 
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high school to master’s degree and above, with the median at bachelor’s degree. 

Monthly income ranged from 2,000 to more than 30,000 CNY, with the median 

between 15,000 and 20,000. Organizational type varied, with 3.0% at 

governmental agencies, 1.0% at state-owned schools, 1.4% at hospitals, 17.1% at 

state-owned companies, and 77.5% at private-owned companies. Respondents 

came from several different industries, with 15.7% in Internet industry, 14.3% in 

finance, 7.3% in education, 9.4% in consumer goods, 5.4% in medicine, 39.3% in 

manufacturing, 3.5% in automobile industry, 1.2% in law, 0.7% in real estate, 

0.7% in culture, 1.6% in transportation, and 0.9% in engineering. In terms of 

contacting external/internal stakeholders, 28.8% of respondents contacted 

external publics more often than internal ones, while 71.2% contacted internal 

publics more frequently. As for the organizational culture, 51.1% respondents 

described their organizational cultures as clan, 51.3% as adhocracy, 48.9% as 

market, and 49.2% as hierarchy cultures. What should be noted is, items 

measuring organizational culture were independent to each other; therefore, a 

respondent might agree with more than one culture.  

5.1.3 Data Analysis 

To analyze the relationships among affordance actualization, TPB constructs, 

behavioral intentions, and EORs within the proposed model, the current study 

chose hierarchical regression rather than structural equation modeling (SEM). 

Although SEM would allow calculation of the fitness of the hypothesized model 
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as well as the causations, it was not suitable to the context because some 

textbooks suggested that in SEM, each latent variable should be formed by at 

least three observed variables (Kline, 1998; Suhr, 2006). Otherwise, some SEM 

software may produce negative error variance, as a factor with 2 variables was 

only considered reliable when the two variables were “highly correlated with” 

each other but “fairly uncorrelated with other variables” (Gie Yong & Pearce, 

2013, p. 80). However, some variables representing affordance actualization 

included only two items because these were very narrow, specific behaviors that 

can be measured by just two items (such as anonymity). Thus, SEM was not 

appropriate with such variables included in the model. With this point being taken 

into consideration, hierarchical regression was chosen to be the data analysis 

method of this study. 

As for measuring the mediation effects, hierarchical regression can also be 

used. In the mediation model, Hayes (2012) proposed that the total effect of 

independent variable (IV) on dependent variable (DV), denoted as c path, was 

estimated by regressing DV on IV alone. Accordingly, the direct effect of IV on 

DV with inclusion of mediators was estimated with c’ path. Moreover, the effect 

of IV on mediators, denoted with a path, represented the hypothesized 

relationship between IV and mediators, and the effect of mediators on DV 

controlling for IV, denoted with b path, represented the hypothesized relationship 

between mediators and DV. Furthermore, the indirect effect of IV on DV through 

mediators was estimated as a*b and the direct and indirect effects of IV sum up to 
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produce the total effect of IV, that is, c = c’ + a*b. Paths of a, b, c, and c’ can all 

be provided by the hierarchical regression of affordance actualization, TPB 

constructs, continuously EWeChat intention and EORs (Baron & Kenny, 1986; 

Zhao et al., 2010). The indirect effects can also be calculated by the product of 

the power of paths a and b (Sobel, 1982). 

Descriptive data of all variables included in the model can be seen in Table 

7. 

 

Table 7. Descriptive statistics of variables 

 Scale min. Scale max Mean SD 

Habitual use - WeChat 1 3 2.31 .44 

Habitual use - EWeChat 1 3 2.40 .42 

Association  1 5 3.87 .58 

Control  1 5 3.73 .69 

Feedback 1 5 3.77 .53 

Diversity  1 5 3.83 .66 

Outeraction  1 5 3. 74 .60 

Perpetual contact 1 5 3.75 .61 

Persistence  1 5 3.76 .64 

Personalization  1 5 3.82 .54 

Portability  1 5 3.90 .76 

Organizational monitoring 1 5 3.59 .88 

Anonymity  1 5 3.27 .84 

Social presence  1 5 3.83 .53 
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 Scale min. Scale max Mean SD 

Synchronicity - work 1 5 3.86 .79 

Synchronicity - private 1 5 3.52 .95 

Visibility – content 1 5 3.74 .52 

Visibility – format 1 5 3.86 .77 

Visibility – frequency 1 5 3.86 .76 

Visibility – sender 1 5 3.72 .81 

Visibility – tone 1 5 3.77 .56 

Utilitarian benefit 1 5 3.91 .54 

Hedonic benefit 1 5 3.78 .60 

Symbolic benefit - belongingness 1 5 3.90 .63 

Symbolic benefit – professional image 1 5 3.84 .58 

Symbolic benefit – avoiding WLC 1 5 3.72 .61 

Performance risk 1 5 2.72 1.03 

Psychological risk – stress 1 5 2.73 1.06 

Psychological risk – information 

overload 

1 5 2.68 .99 

Social concern 1 5 2.81 1.13 

Privacy concern 1 5 2.86 1.01 

Subjective norms – supervisor 1 5 3.86 .66 

Subjective norms – colleague 1 5 3.80 .67 

Subjective norms – external publics 1 5 3.83 .70 

PBC 1 5 3.88 .65 

EWeChat use intention 1 5 3.93 .56 

EORs 1 5 3.81 .50 
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5.2 Results 

The current study constructed this chapter into three sections, according to 

the research question to be answered and hypotheses to be tested. The first section 

concerned effects of affordance actualization on TPB constructs (i.e., perceived 

benefits, perceived risks, subjective norms and PBC). The second section was 

about effects of TPB constructs on EWeChat adoption intention. The third section 

measured the relationship between EWeChat adoption intention and EORs. And 

the fourth section presented results of the mediation analysis. In the following 

hierarchical regression models, coefficients in different blocks were from 

different equations. For example, coefficients in Block 1 were not controlled for 

variables in other blocks, but coefficients in Block 2 were controlled for variables 

in Block 1. Similarly, coefficients in Block 3 were controlled for variables in 

Block 1 and 2, etc. 

5.2.1 RQ4: Effects of Organizational Affordance Actualization  

Results of the four hierarchical regression analysis models were listed as 

follows. In all four models, control variables were firstly added in Block 1, and 

then affordance actualization variables were added in Block 2. The Model 1 

aimed to test effects of organizational affordance actualization on five types of 

perceived benefits. Results of Model 1 can be seen in Table 8. 
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Table 8. Coefficients of hierarchical regression of perceived benefits 

 B (SE)     

 

Utilitarian 

Benefit 

Hedonic 

Benefit 

Belongin

gness 

Profession

al Image 

Avoiding 

WLC 

Block 1      

Age .02(.00)*** .01(.00)** .02(.00)**

* 

.01(.00)* .00(.00) 

Gender .06(.05) .02(.05) .03(.06) .02(.06) .01(.06) 

Education .12(.05)* .16(.06)** .13(.06)* .17(.06)** .08(.06) 

Income .01(.02) .02(.02) .01(.02) .00(.02) .03(.02)* 

Organizational type – 

state-owned company 

.25(.22) .15(.25) .08(.26) .26(.26) .33(.27) 

Organizational type – 

private-owned company 

.18(.22) .00(.25) .02(.26) .20(.26) .24(.27) 

Organizational type – 

governmental agency 

.33(.27) .26(.31) .32(.32) .59(.31) .35(.33) 

Organizational type – 

school 

.17(.33) -.09(.37) .03(.39) .29(.38) .37(.40) 

Industry - Internet .37(.27) .46(.30) .16(.32) .02(.31) .44(.33) 

Industry - Finance .30(.27) .36(.31) -.06(.32) -.04(.32) .37(.33) 

Industry – Consumer 

goods 

.51(.28) .58(.31) .14(.33) .18(.32) .66(.34) 

Industry - Automobile .22(.29) .25(.33) -.07(.35) -.16(.33) .11(.35) 

Industry – Education .30(.28) .28(.32) .02(.33) .01(.32) .26(.34) 

Industry - Medicine .38(.29) .36(.32) .14(.34) .08(.33) .45(.35) 
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 Utilitarian 

Benefit 

Hedonic 

Benefit 

Belongin

gness 

Profession

al Image 

Avoiding 

WLC 

Industry – Manufacturing .20(.27) .23(.30) -.11(.32) -.13(.31) .19(.33) 

Industry - Transportation .44(.32) .23(.36) .35(.38) -.17(.37) .59(.39) 

Industry - Culture -.18(.38) -.27(.43) -1.61 

(.46)*** 

-1.26 

(.45)** 

-.39(.46) 

Industry - Law -.36(.38) -.84 

(.42)* 

-.92 

(.45)* 

-.54(.44) -.25(.46) 

Industry - Engineering .15(.35) .29(.39) -.17(.42) -.14(.40) .21(.42) 

External/Internal 

connection  

-.15(.05)** -.19(.06)*

* 

-.11(.06) -.10(.06) -.13(.07)

* 

Organizational culture - 

clan 

.06(.04) .14(.04)** .08(.04) .10(.04)* .09(.04)* 

Organizational culture - 

adhocracy 

.04(.04) .08(.04)* .03(.04) .03(.04) .11(.05)* 

Organizational culture - 

market 

.01(.04) .00(.04) .03(.04) .01(.04) -.01(.05) 

Organizational culture – 

hierarchy  

-.09(.04)* -.06(.04) -.07(.04) -.08(.04) -.05(.04) 

Habitual use of WeChat .08(.05) .25(.06)** .18(.06)** .18(.06)** .25(07)** 

Habitual use of EWeChat .50(.06)*** .40(.06)**

* 

.45(.07)**

* 

.43(.07)**

* 

.38(.07)*

** 

Adj R² .32 .28 .27 .21 .20 

F - df 7.71(26, 

400)*** 

7.32(26, 

400)*** 

7.10(26, 

400)*** 

5.28(26, 

400)*** 

5.18(26, 

400)*** 



232 
 

232 
 

 Utilitarian 

Benefit 

Hedonic 

Benefit 

Belongin

gness 

Profession

al Image 

Avoiding 

WLC 

Block 2      

Association  .13(.05)** .09(.05) .11(.06) .06(.06) -.11(.06) 

Control  -.05(.03) .06(.04) .03(.04) .02(.04) .08(.04)* 

Feedback .05(.04) -.02(.05) .02(.06) .10(.05)* -.06(.06) 

Diversity  -.02(.04) -.01(.04) -.03(.05) -.08(.04)* -.02(.05) 

Outeraction  -.03(.04) .00(.05) -.06(.05) .09(.05)* .01(.05) 

Perpetual contact .12(.04)** .22(.05)**

* 

.08(.05) .05(.05) .30(.05)*

** 

Persistence  .09(.04)* .16(.05)** .02(.05) .17(.05)**

* 

.08(.05) 

Personalization  .14(.05)** -.02(.06) .15(.07)* .09(.06) -.05(.06) 

Portability  .07(.03)* -.03(.03) .02(.03) .01(.03) -.04(.03) 

Organizational monitoring -.04(.02) .02(.02) -.01(.03) .01(.02) .05(03)* 

Anonymity  -.01(.02) .02(.02) -.03(.03) -.03(.02) .01(.03) 

Social presence  -.01(.05) -.01(.07) .19(.07)** .01(.07) .06(.07) 

Synchronicity - work .10(.03)*** .02(.03) .11(.03)** .02(.03) -.01(.03) 

Synchronicity - private -.01(.02) .01(.02) -.01(.03) -.04(.02) .04(.03) 

Visibility – content -.01(.06) .05(.07) -.04(.08) .08(.07) .15(.08)* 

Visibility – format .08 (.03)** .09(.03)** .07(.03)* .07(.03)* .03(.03) 

Visibility – frequency .08(.03)** -.02(.03) .09(.04)* .03(.03) -.03(.03) 

Visibility – sender -.02(.02) .01(.03) .02(.03) .05(.03) .03(.03) 

Visibility – tone .15(.05)*** .28(.05)**

* 

.19(.06)** .24(.06)**

* 

.40(.06)*

** 
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 Utilitarian 

Benefit 

Hedonic 

Benefit 

Belongin

gness 

Profession

al Image 

Avoiding 

WLC 

Adj R² .71 .66 .63 .63 .63 

ΔR² .38 .37 .35 .41 .42 

F - df 24.69(45, 

381)*** 

19.26(45, 

381)*** 

17.11(45, 

381)*** 

16.90(45, 

381)*** 

17.12(45, 

381)*** 

*p < .05. **p < .01. ***p < .001. 

Note. B = unstandardized effect size. N = 427 

 

For predicting the utilitarian benefit, control variables can significantly 

explain 32% variance (F (26, 400) = 7.71, p < .001), while age (B = .02, SE = .00, 

p < 0.01), education level (B = .12, SE = .05, p < 0.05), and habitual EWeChat 

use (B = .50, SE = .06, p < 0.01) were three significant and positive predictors of 

utilitarian benefit. Connecting with external/internal stakeholders (B = -.15, SE 

= .05, p < 0.01) and hierarchy culture (B = -.09, SE = .04, p < 0.01) were found to 

be negatively associated with utilitarian benefit. As for the external/internal 

variable, the result indicated that employees contacting internal publics more 

often were more likely to perceive utilitarian benefit of EWeChat. 

By adding the independent variables (i.e., affordance actualization) into 

Block 2, the model can significantly explain 71% variance (F (45, 381) = 24.69, p 

< .001) of utilitarian benefit, which indicated that the affordance actualization 

explained 38% extra variance of utilitarian benefit. Among all actions, those 

relevant to actualize affordances of association (B = .13, SE = .05, p < 0.01), 
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perpetual contact (B = .12, SE = .04, p < 0.01), persistence (B = .09, SE = .04, p < 

0.05), personalization (B = .14, SE = .05, p < 0.01), portability (B = .07, SE = .03, 

p < 0.05), work-related synchronicity (B = .10, SE = .03, p < 0.01), format (B 

= .08, SE = .03, p < 0.01), frequency (B = .08, SE = .03, p < 0.01) and human 

voice (B = .15, SE = .05, p < 0.01) of visibility were positively related to 

employees’ perception of utilitarian benefit. 

For predicting the hedonic benefit, the control variables can significantly 

explain 28% variance (F (26, 400) = 7.32, p < .001) of the dependent variable. 

Age (B = .01, SE = .00, p < 0.01), education level (B = .16, SE = .06, p < 0.01), 

clan culture (B = .14, SE = .04, p < 0.01), adhocracy culture (B = .08, SE = .04, p 

< 0.05), habitual use of WeChat (B = .25, SE = .06, p < 0.01), and habitual use of 

EWeChat (B = .40, SE = .06, p < 0.01) were significant and positive predictors. 

Connecting with external/internal stakeholders (B = -.19, SE = .06, p < 0.01) was 

found to be negatively associated with hedonic benefit.  

By adding the independent variables into Block 2, the model can 

significantly explain 66% variance (F (45, 381) = 19.26, p < .001) of hedonic 

benefit, which indicated that the affordance actualization explained 37% extra 

variance of hedonic benefit. Among all actions, those relevant to actualize 

affordances of perpetual contact (B = .22, SE = .05, p < 0.01), persistence (B 

= .16, SE = .05, p < 0.01), format (B = .09, SE = .03, p < 0.01) and human voice 

(B = .28, SE = .05, p < 0.01) of visibility were positively related to employees’ 

perception of hedonic benefit. 
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For predicting the symbolic benefit of belongingness, the control variables 

can significantly explain 27% variance (F (26, 400) = 7.10, p < .001) of the 

dependent variable, while age (B = .02, SE = .00, p < 0.01), education level (B 

= .13, SE = .06, p < 0.05), habitual use of WeChat (B = .18, SE = .06, p < 0.01), 

and habitual use of EWeChat (B = .45, SE = .07, p < 0.01) were significant and 

positive predictors of symbolic benefit of belongingness. Culture industry (B = -

1.61, SE = .46, p < 0.01) and law industry (B = -.92, SE = .45, p < 0.01) were 

found to be negatively associated with symbolic benefit of belongingness. 

By adding the independent variables into Block 2, the model can 

significantly explain 63% variance (F (45, 381) = 17.11, p < .001) of the 

dependent variable, which indicated that the affordance actualization explained 

35% extra variance of symbolic benefit of belongingness. Among all actions, 

those relevant to actualize affordances of personalization (B = .15, SE = .07, p < 

0.05), social presence (B = .19, SE = .07, p < 0.01), work-related synchronicity 

(B = .11, SE = .03, p < 0.01), format (B = .07, SE = .03, p < 0.05), frequency (B 

= .09, SE = .04, p < 0.05) and human voice (B = .19, SE = .06, p < 0.01) of 

visibility were positively related to employees’ perception of symbolic benefit of 

belongingness. 

For predicting the symbolic benefit of professional image, the control 

variables can significantly explain 21% variance (F (26, 400) = 5.28, p < .001) of 

symbolic benefit of professional image. Age (B = .01, SE = .00, p < 0.05), 

education level (B = .17, SE = .06, p < 0.01), clan culture (B = .10, SE = .04, p < 
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0.05), habitual use of WeChat (B = .18, SE = .06, p < 0.01), and habitual use of 

EWeChat (B = .43, SE = .07, p < 0.01) were significant and positive predictors. 

Culture industry (B = -1.26, SE = .45, p < 0.01) was found to be negatively 

associated with symbolic benefit of professional image. 

By adding the independent variables into Block 2, the model can 

significantly explain 63% variance (F (45, 381) = 16.90, p < .001) of symbolic 

benefit of professional image, which indicated that the affordance actualization 

explained 41% extra variance. Among all actions, those relevant to actualize 

affordances of feedback (B = .10, SE = .05, p < 0.05), outeraction (B = .09, SE 

= .05, p < 0.05), persistence (B = .17, SE = .05, p < 0.01), format (B = .07, SE 

= .03, p < 0.05), and human voice (B = .24, SE = .06, p < 0.01) of visibility were 

positively related to employees’ perception of symbolic benefit of professional 

image. Moreover, diversity (B = -.08, SE = .04, p < 0.05) acted as a negative 

predictor of symbolic benefit of professional image. 

For predicting the symbolic benefit of avoiding WLC, the control variables 

can significantly explain 20% variance (F (26, 400) = 5.18, p < .001) of the 

symbolic benefit of avoiding WLC. Income (B = .03, SE = .02, p < 0.05), clan 

culture (B = .09, SE = .04, p < 0.05), adhocracy culture (B = .11, SE = .05, p < 

0.05), habitual use of WeChat (B = .25, SE = .07, p < 0.01), and habitual use of 

EWeChat (B = .38, SE = .07, p < 0.01) were significant and positive predictors. 

By adding the independent variables into Block 2, the model can 

significantly explain 63% variance (F (45, 381) = 17.12, p < .001) of the 



237 
 

237 
 

dependent variable, which indicated that the affordance actualization explained 

42% extra variance. Among all actions, those relevant to actualize affordances of 

control (B = .08, SE = .04, p < 0.05), perpetual contact (B = .30, SE = .05, p < 

0.01), organizational monitoring (B = .05, SE = .03, p < 0.05), content (B = .15, 

SE = .08, p < 0.05) and human voice (B = .40, SE = .06, p < 0.01) of visibility 

were positively related to employees’ perception of symbolic benefit of avoiding 

WLC. 

The Model 2 concerned effects of organizational affordance actualization on 

five types of perceived risks. Results of Model 2 can be seen in Table 9. 
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Table 9. Coefficients of hierarchical regression of perceived risks 

 B (SE)     

 

Performan

ce Risk Stress  

Informatio

n Overload 

Social 

Concern 

Privacy 

Concern 

Block 1      

Age -.02(.01)* -.02(.01)* -.02(.01)* -.02(.01)* -.01(.01) 

Gender -.01(.10) .10(.11) -.06(.10) -.03(.11) .01(.10) 

Education -.20(.11) -.27(.12)* -.20(.11) -.19(.13) -.23(.11)

* 

Income .11(.03)*** .10(.03)** .08(.03)** .09(.04)* .10(.03)*

* 

Organizational type – 

state-owned company 

-.10(.45) -.21(.49) -.58(.46) -.31(.52) .12(.47) 

Organizational type – 

private-owned company 

.08(.47) -.09(.49) -.35(.46) -.24(.52) .35(.47) 

Organizational type – 

governmental agency 

.03(.58) -.08(.60) -.22(.56) .19(.64) .48(.58) 

Organizational type – 

school 

-.54(.70) -.83(.73) -.81(.68) -1.23(.78) -.33(.70) 

Industry - Internet -.14(.57) -.55(.60) -.93(.56) -.35(.64) -.05(.57) 

Industry - Finance -.18(.58) -.52(.60) -.99(.56) -.47(.65) -.30(.58) 

Industry – Consumer 

goods 

.02(.59) -.33(.61) -.77(.57) -.24(.65) -.03(.60) 

Industry - Automobile -.39(.62) -.53(.64) -1.15(.60) -.65(.69) -.26(.62) 

Industry – Education -.27(.59) -.59(.62) -1.06(.58) -.48(.66) -.29(.60) 
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 Performan

ce Risk Stress  

Informatio

n Overload 

Social 

Concern 

Privacy 

Concern 

Industry - Medicine -.52(.61) -.80(.64) -1.38(.60)* -.97(.68) -.36(.61) 

Industry – Manufacturing .07(.57) -.26(.60) -.80(.56) -.16(.64) .13(.57) 

Industry - Transportation -.24(.68) -.66(.71) -1.24 

(.66) 

-1.04(.76) -.55(.68) 

Industry - Culture .39(.82) .42(.85) -.35(.80) .86(.91) .49(.82) 

Industry - Law .41(.81) .01(.84) -.58(.78) -.37(.90) .07(.81) 

Industry - Engineering -.15(.74) -.33(.77) -.79(.72) -.52(.83) -.61(.74) 

External/Internal 

connection  

-.10(.11) -.11(.12) -.04(.11) -.18(.13) -.11(.11) 

Organizational culture - 

clan 

.00(.08) -.06(.08) -.10(.07) .03(.08) -.03(.08) 

Organizational culture - 

adhocracy 

.19(.08)* .18(.08)* .12(.08) .11(.09) .17(.08)* 

Organizational culture - 

market 

-.21(.08)* -.18(.08)* -.19(.08)* -.17(.09) -.20(.08)

* 

Organizational culture – 

hierarchy  

.08(.08) .04(.08) .05(.07) .02(.09) .01(.08) 

Habitual use of WeChat .39(.11)** .29(.12)* .08(.11) .38(.13)** .30(.11)*

* 

Habitual use of EWeChat -.52(.12)**

* 

-.60(.12)*

** 

-.45(.12)**

* 

-.55(.13)*

** 

-.42(12)*

* 

Adj R² .14 .11 .11 .11 .11 

      



240 
 

240 
 

 Performan

ce Risk Stress  

Informatio

n Overload 

Social 

Concern 

Privacy 

Concern 

F - df 3.57(26, 

400)*** 

3.10(26, 

400)*** 

2.97(26, 

400)*** 

3.05(26, 

400)*** 

2.99(26, 

400)*** 

Block 2      

Association  -.25(.15)* -.29(.15)* -.11(.14) -.22(.16) -.20(.15) 

Control  .02(.10) .01(.10) -.08(.09) .02(.11) -.04(.10) 

Feedback -.05(.14) -.08(.14) -.17(.13) .00(.15) -.03(.14) 

Diversity  .05(.11) .03(.12) .01(.11) .01(.13) .10(.12) 

Outeraction  .06(.12) .02(.13) .02(.12) .14(.13) .08(.12) 

Perpetual contact .00(.13) .03(.14) .11(.13) -.11(.15) .08(.13) 

Persistence  -.13(.13) -.16(.13) -.02(.12) -.06(.14) -.12(.13) 

Personalization  .11(.16) .10(.17) -.16(.16) .09(.18) .04(.16) 

Portability  .04(.08) .14(.09) .10(.08) .06(.09) .10(.09) 

Organizational monitoring .12(.06) .14(.07)* .13(.06)* .15(.07)* .12(.07) 

Anonymity  .11(.06) .05(.07) .08(.06) .05(.07) .10(.06) 

Social presence  .21(.17) .07(.18) .01(.17) .31(.19) .15(.18) 

Synchronicity - work -.18(.08)* -.19(.08)* -.17(.08)* -.17(.09) -.19(.08)

* 

Synchronicity - private .11(.06) .10(.07) .04(.06) .13(.07) -.03(.06) 

Visibility – content .06(.19) .25(.20) .40(.18)* .11(.21) .07(.19) 

Visibility – format .00(.08) .03(.09) -.03(.08) -.03(.09) .00(.08) 

Visibility – frequency -.11(.08) -.07(.09) -.09(.08) -.06(.09) .05(.09) 

Visibility – sender .01(.07) -.02(.07) -.02(.07) .02(.08) .00(.07) 
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 Performan

ce Risk Stress  

Informatio

n Overload 

Social 

Concern 

Privacy 

Concern 

Visibility – tone -.21(.15) -.33(.15)* -.28(.14) -.47(.16)*

* 

-.34(.15)

* 

Adj R² .18 .16 .15 .15 .13 

ΔR² .07 .08 .08 .08 .06 

F - df 3.01(45, 

381)*** 

2.75(45, 

381)*** 

2.70(45, 

381)*** 

2.70(45, 

381)*** 

2.37(45, 

381)*** 

*p < .05. **p < .01. ***p < .001. 

Note. B = unstandardized effect size. N = 427 

 

For predicting the performance risk, the control variables can significantly 

explain 14% variance (F (26, 400) = 3.57, p < .001) of performance risk. Age (B 

= -.02, SE = .01, p < 0.01), market culture (B = -.21, SE = .08, p < 0.05) and 

habitual use of EWeChat (B = -.52, SE = .12, p < 0.01) were significant and 

negative predictors. Income (B = .11, SE = .03, p < 0.01), adhocracy culture (B 

= .19, SE = .08, p < 0.05) and habitual use of WeChat (B = .39, SE = .11, p < 

0.01) were found to be positively associated with performance risk. 

By adding the independent variables into Block 2, the model can 

significantly explain 18% variance (F (45, 381) = 3.01, p < .001) of the dependent 

variable, which indicated that the affordance actualization explained 7% extra 

variance. Among all actions, those relevant to actualize affordances of association 

(B = -.25, SE = .15, p < 0.05), and work-related synchronicity (B = -.18, SE 
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= .08, p < 0.05) were negatively related to employees’ perception of performance 

risk.  

For predicting the psychological risk of stress, the control variables can 

significantly explain 11% variance (F (26, 400) = 3.10, p < .001) of psychological 

risk of stress. Age (B = -.02, SE = .01, p < 0.05), education level (B = -.27, SE 

= .12, p < 0.05), market culture (B = -.18, SE = .05, p < 0.05) and habitual use of 

EWeChat (B = -.60, SE = .12, p < 0.01) were significant and negative predictors. 

Income (B = .10, SE = .03, p < 0.01), adhocracy culture (B = .18, SE = .08, p < 

0.05) and habitual use of WeChat (B = .29, SE = .12, p < 0.01) were found to be 

positively associated with psychological risk of stress. 

By adding the independent variables into Block 2, the model can 

significantly explain 16% variance (F (45, 381) = 2.75, p < .001) of psychological 

risk of stress, which indicated that the affordance actualization explained 8% 

extra variance. Among all actions, those relevant to actualize affordances of 

association (B = -.29, SE = .15, p < 0.05), work-related synchronicity (B = -.19, 

SE = .08, p < 0.05) and human voice of visibility (B = -.33, SE = .15, p < 0.05) 

were negatively related to employees’ perception of psychological risk of stress. 

Moreover, organizational monitoring (B = .14, SE = .07, p < 0.05) acted as a 

positive predictor of psychological risk of stress. 

For predicting the psychological risk of information overload, the control 

variables can significantly explain 11% variance (F (26, 400) = 2.97, p < .001) of 

psychological risk of information overload. Age (B = -.02, SE = .01, p < 0.05), 
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medicine industry (B = -1.38, SE = .60, p < 0.05), market culture (B = -.19, SE 

= .08, p < 0.05) and habitual use of EWeChat (B = -.45, SE = .12, p < 0.01) were 

significant and negative predictors. Income (B = .08, SE = .03, p < 0.01) was 

found to be positively associated with psychological risk of information overload. 

By adding the independent variables into Block 2, the model can 

significantly explain 15% variance (F (45, 381) = 2.70, p < .001) of the dependent 

variable, which indicated that the affordance actualization explained 8% extra 

variance of psychological risk of information overload. Among all actions, the 

ones relevant to actualize affordances of organizational monitoring (B = .13, SE 

= .06, p < 0.01) and visibility content (B = .40, SE = .18, p < 0.05) was positively 

related to employees’ perception of psychological risk of information overload. 

The work-related synchronicity (B = -.17, SE = .08, p < 0.05) was a negative 

predictor.  

For predicting the social concern, the control variables can significantly 

explain 11% variance (F (26, 400) = 3.05, p < .001) of social concern. Age (B = 

-.02, SE = .01, p < 0.01) and habitual use of EWeChat (B = -.55, SE = .13, p < 

0.01) were significant and negative predictors. Income (B = .09, SE = .04, p < 

0.01) and habitual use of WeChat (B = .38, SE = .13, p < 0.01) were found to be 

positively associated with social concern. 

By adding the independent variables into Block 2, the model can 

significantly explain 15% variance (F (45, 381) = 2.70, p < .001) of the dependent 

variable, which indicated that the affordance actualization explained 8% extra 
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variance of social concern. Among all actions, the one relevant to actualize 

affordance of visibility human voice tone (B = -.47, SE = .16, p < 0.01) was 

negatively related to employees’ perception of social concern. Moreover, 

organizational monitoring (B = .15, SE = .07, p < 0.05) acted as a positive 

predictor of social concern. 

For predicting the privacy concern, the control variables can significantly 

explain 11% variance (F (26, 400) = 2.99, p < .001) of the dependent variable. 

Income (B = .10, SE = .03, p < 0.01), adhocracy culture (B = .17, SE = .08, p < 

0.05) and habitual use of WeChat (B = .30, SE = .11, p < 0.01) were found to be 

positively associated with privacy concern. Education level (B = -.23, SE = .11, p 

< 0.05), market culture (B = -.20, SE = .08, p < 0.05) and habitual use of 

EWeChat (B = -.42, SE = .12, p < 0.01) were significant and negative predictors 

By adding the independent variables into Block 2, the model can 

significantly explain 13% variance (F (45, 381) = 2.37, p < .001) of privacy 

concern, which indicated that the affordance actualization explained 6% extra 

variance. Among all actions, those relevant to actualize affordances of work-

related synchronicity (B = -.19, SE = .08, p < 0.05) and visibility human voice 

tone (B = -.34, SE = .15, p < 0.05) were negatively related to employees’ 

perception of privacy concern. 

The Model 3 was about effects of organizational affordance actualization on 

subjective norms and PBC. Results of Model 3 can be seen in Table 10. 
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Table 10. Coefficients of hierarchical regression of subjective norms and PBC 

 B (SE)    

 

Subjective 

Norm - 

Supervisor 

Subjective 

Norm - 

Colleague 

Subjective 

Norm – 

External Publics 

PBC 

Block 1     

Age .02(.01)*** .02(.01)** .01(.01) .02(.00)*** 

Gender .05(.07) -.08(.06) -.03(.07) .02(.06) 

Education .10(.07) .08(.07) -.03(.08) .04(.07) 

Income .03(.02) .02(.02) .03(.02) .00(.02) 

Organizational type – 

state-owned company 

.35(.30) .10(.30) .24(.32) .22(.29) 

Organizational type – 

private-owned company 

.34(.30) -.05(.30) .03(.32) .12(.29) 

Organizational type – 

governmental agency 

.34(.38) .05(.37) .52(.40) .40(.36) 

Organizational type – 

school 

.65(.46) -.06(.44) .28(.48) .27(.43) 

Industry - Internet -.55(.37) .18(.36) -.21(.39) -.04(.35) 

Industry - Finance -.61(.37) .07(.37) -.15(.40) -.25(.36) 

Industry – Consumer 

goods 

-.48(.39) .28(.37) .05(.40) -.04(.36) 

Industry - Automobile -.61(.40) .00(.39) -.09(.42) -.22(.38) 

Industry – Education -.58(.38) .16(.38) -.25(.41) -.29(.37) 

Industry - Medicine -.38(.39) .08(.39) -.23(.42) .10(.38) 
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 Subjective 

Norm - 

Supervisor 

Subjective 

Norm - 

Colleague 

Subjective 

Norm – 

External Publics 

PBC 

Industry – Manufacturing -.61(.37) -.02(.36) -.33(.39) -.28(.35) 

Industry - Transportation -.33(.44) .08(.43) -.39(.46) -.14(.42) 

Industry - Culture -.80(.53) -.18(.52) -.55(.56) -.79(.51) 

Industry - Law -1.00(.52) -.55(.51) -1.14(.55)* -.78(.50) 

Industry - Engineering -1.02(.48)* -.29(.47) -.65(.51) -.35(.46) 

External/Internal 

connection  

-.13(.07) -.15(.07) -.16(.08) -.18(.07)* 

Organizational culture - 

clan 

.02(.05) .06(.05) .10(.05) .06(.05) 

Organizational culture - 

adhocracy 

.04(.05) .11(.05)* .00(.05) .02(.05) 

Organizational culture - 

market 

.02(.05) .00(.05) .10(.05) .00(.05) 

Organizational culture – 

hierarchy  

-.11(.05)* -.08(.05) -.06(.05) -.06(.05) 

Habitual use of WeChat .05(.07) .19(.07)** .23(.11)** .32(.07)** 

Habitual use of EWeChat .41(.08)*** .51(.08)*** .33(.08)*** .35(.07)*** 

Adj R² .15 .18 .12 .18 

F - df 3.86(26, 

400)*** 

4.62(26, 

400)*** 

3.23(26, 400)*** 4.59(26, 

400)*** 

Block 2     

Association  -.01(.08) -.07(.08) -.05(.09) .09(.07) 
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 Subjective 

Norm - 

Supervisor 

Subjective 

Norm - 

Colleague 

Subjective 

Norm – 

External Publics 

PBC 

Control  .07(.05) .13(.05)* .07(.06) .16(.05)** 

Feedback .03(.07) -.03(.08) .00(.09) .00(.07) 

Diversity  -.12(.06)* -.05(.06) -.06(.07) -.04(.06) 

Outeraction  -.05(.06) .09(.07) .12(.08) .09(.06) 

Perpetual contact .07(.07) .13(.07) .16(.08)* .05(.06) 

Persistence  .14(.07)* .05(.07) .08(.08) .12(.06) 

Personalization  .24(.08)** .02(.09) .12(.10) .24(.08)** 

Portability  .10(.04)* .05(.05) -.02(.05) .11(.04)* 

Organizational monitoring .00(.03) -.01(.04) .05(.04) .07(.04) 

Anonymity  -.03(.03) -.04(.04) .01(.04) -.03(.03) 

Social presence  .00(.09) .10(.10) .05(.11) .00(.09) 

Synchronicity - work .04(.04) .01(.05) .00(.05) .11(.04)* 

Synchronicity - private .01(.03) .03(.04) .05(.04) -.02(.03) 

Visibility – content .13(.10) .16(.11) .06(.12) -.03(.09) 

Visibility – format .12(.04)** .01(.05) .04(.05) .00(.04) 

Visibility – frequency .15(.04)** .07(.05) .06(.05) -.01(.04) 

Visibility – sender .02(.04) .09(.04) * .04(.04) .03(.04) 

Visibility – tone .02(.08) .06(.08) .01(.09) -.06(.07) 

Adj R² .48 .40 .31 .49 

ΔR² .33 .23 .21 .32 

F - df 9.64(45, 

381)*** 

7.33(45, 

381)*** 

5.18(45, 381)*** 10.22(45, 

381)*** 
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*p < .05. **p < .01. ***p < .001. 

Note. B = unstandardized effect size. N = 427 

 

For predicting the subjective norm of supervisor, the control variables can 

significantly explain 15% variance (F (26, 400) = 3.86, p < .001) of subjective 

norm of supervisor. Age (B = .02, SE = .01, p < 0.01) and habitual use of 

EWeChat (B = .41, SE = .08, p < 0.01) were significant and positive predictors. 

Engineering industry (B = -1.02, SE = .48, p < 0.05) and hierarchy culture (B = 

-.11, SE = .05, p < 0.05) were found to be negatively associated with subjective 

norm of supervisor. 

By adding the independent variables into Block 2, the model can 

significantly explain 48% variance (F (45, 385) = 9.64, p < .001) of the dependent 

variable, which indicated that the affordance actualization explained 33% extra 

variance of subjective norm of supervisor. Among all actions, those relevant to 

actualize affordances of persistence (B = .14, SE = .07, p < 0.05), personalization 

(B = .24, SE = .08, p < 0.01), portability (B = .10, SE = .04, p < 0.05), format (B 

= .12, SE = .04, p < 0.01) and frequency (B = .15, SE = .04, p < 0.01) of visibility 

were positively related to employees’ perception of subjective norm of supervisor. 

Moreover, diversity (B = -.12, SE = .06, p < 0.01) acted as a negative predictor of 

subjective norm of supervisor. 

For predicting the subjective norm of colleague, the control variables can 

significantly explain 18% variance (F (26, 400) = 4.62, p < .001) of subjective 
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norm of colleague. Age (B = .02, SE = .01, p < 0.01), adhocracy culture (B = .11, 

SE = .05, p < 0.05), habitual use of WeChat (B = .19, SE = .07, p < 0.01)and 

habitual use of EWeChat (B = .51, SE = .08, p < 0.01) were significant and 

positive predictors. 

By adding the independent variables into Block 2, the model can 

significantly explain 40% variance (F (45, 381) = 7.33, p < .001) of subjective 

norm of colleague, which indicated that the affordance actualization explained 

23% extra variance. Among all actions, those relevant to actualize affordances of 

control (B = .13, SE = .05, p < 0.05) and sender of visibility (B = .09, SE = .04, p 

< 0.01) were positively related to employees’ perception of subjective norm of 

colleague.  

For predicting the subjective norm of external publics, the control 

variables can significantly explain 12% variance (F (26, 400) = 3.23, p < .001) of 

subjective norm of external publics. Habitual use of WeChat (B = .23, SE = .11, p 

< 0.01) and habitual use of EWeChat (B = .33, SE = .08, p < 0.01) were 

significant and positive predictors. Law industry (B = -1.14, SE = .55, p < 0.05) 

was found to be negatively associated with subjective norm of external publics. 

By adding the independent variables into Block 2, the model can 

significantly explain 31% variance (F (45, 381) = 5.18, p < .001) of the dependent 

variable, which indicated that the affordance actualization explained 21% extra 

variance of subjective norm of external publics. Among all actions, the one 

relevant to actualize the affordance of perpetual contact (B = .16, SE = .08, p < 
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0.05) was positively related to employees’ perception of subjective norm of 

external publics.  

For predicting the PBC, the control variables can significantly explain 18% 

variance (F (26, 400) = 4.59, p < .001) of the dependent variable. Age (B = .02, 

SE = .00, p < 0.01), habitual use of WeChat (B = .32, SE = .07, p < 0.01) and 

habitual use of EWeChat (B = .35, SE = .07, p < 0.01) were significant and 

positive predictors of PBC. Connecting with external/internal stakeholders (B = 

-.18, SE = .07, p < 0.05) were found to be negatively associated with PBC. 

By adding the independent variables into Block 2, the model can 

significantly explain 49% variance (F (45, 381) = 10.22, p < .001) of PBC, which 

indicated that the affordance actualization explained 32% extra variance. Among 

all actions, those relevant to actualize affordances of control (B = .16, SE = .05, p 

< 0.01), personalization (B = .24, SE = .08, p < 0.01), portability (B = .11, SE 

= .04, p < 0.05), and work-related synchronicity (B = .11, SE = .04, p < 0.05) 

were positively related to employees’ PBC. 

5.2.2 H1 – H4 & RQ7: Effects of TPB Constructs on EWeChat Adoption 

Intention 

For analyzing H1 to H4 and RQ7, another hierarchical regression analysis 

was conducted. Model 4 contained three blocks: variables included in the first 

and second blocks in RQ4 (i.e., demographic, organizational, habitual, and 

affordance actualization variables) were considered as control variables in this 

model, and TPB constructs as well as habitual use of WeChat and EWeChat were 
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regarded as independent variables and added in Block 3, to predict the intention 

of EWeChat adoption. Results of Model 4 can be seen in Table 11. 

 

 

Table 11. Coefficients of hierarchical regression of EWeChat use intention 

 B  SE 

Block 1   

Age .01*** .00 

Gender .01 .05 

Education .11* .06 

Income .02 .01 

Organizational type – state-owned company .27 .24 

Organizational type – private-owned company .20 .24 

Organizational type – governmental agency -.01 .29 

Organizational type – school .12 .35 

Industry - Internet .19 .29 

Industry - Finance .12 .29 

Industry – Consumer goods .33 .30 

Industry - Automobile .13 .31 

Industry – Education .16 .30 

Industry - Medicine .28 .31 

Industry – Manufacturing .00 .29 

Industry - Transportation .38 .34 

Industry - Culture -.20 .41 

Industry - Law -.20 .40 
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Industry - Engineering -.13 .37 

External/Internal connection -.21*** .06 

Organizational culture - clan .05 .04 

Organizational culture - adhocracy .06 .04 

 B  SE 

Organizational culture - market -.04 .04 

Organizational culture – hierarchy  -.02 .04 

Habitual use of WeChat .16** .06 

Habitual use of EWeChat .49*** .06 

Adj R² .27  

F - df 7.01(26, 400)***  

Block 2   

Association  .16** .06 

Control  .01 .04 

Feedback .08 .05 

Diversity  -.06 .05 

Outeraction  -.02 .05 

Perpetual contact .07 .05 

Persistence  .08 .05 

Personalization  .10 .06 

Portability  .03 .03 

Organizational monitoring -.04 .03 

Anonymity  -.01 .03 

Social presence  .02 .07 

Synchronicity - work .04 .03 
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 B  SE 

Synchronicity - private -.04 .03 

Visibility – content .16* .07 

Visibility – format .06 .03 

Visibility – frequency .03 .03 

Visibility – sender .01 .03 

Visibility – tone .10 .06 

Adj R² .57  

ΔR² .30  

F - df 13.63(45, 381)***  

Block 3   

Utilitarian benefit .19** .07 

Hedonic benefit .11* .06 

Symbolic benefit – belongingness  .01 .05 

Symbolic benefit – professional image .08 .05 

Symbolic benefit – avoiding WLC .12* .05 

Performance risk -.24*** .04 

Psychological risk – stress -.01 .05 

Psychological risk – information overload -.03 .03 

Social concern .11** .03 

Privacy concern .14*** .04 

Subjective norm – supervisor .07 .04 

Subjective norm – colleague .06 .04 

Subjective norm – external publics -.01 .03 

PBC .08* .04 
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Adj R² .68  

ΔR² .10  

F - df 16.01(59, 367)***  

*p < .05. **p < .01. ***p < .001. 

Note. B = unstandardized effect size. N = 427 

 

For predicting the intention of continuous EWeChat use, the control 

variables can significantly explain 27% variance (F (26, 400) = 7.01, p < .001) of 

the intention. Age (B = .01, SE = .00, p < 0.01), habitual use of WeChat (B = .16, 

SE = .06, p < 0.01) and habitual use of WeChat (B = .49, SE = .06, p < 0.01) were 

significant and positive predictors. Connecting with external/internal stakeholders 

(B = -.21, SE = .06, p < 0.01) was found to be negatively associated with the 

intention. 

By adding the affordance actualization variables into Block 2, the model can 

significantly explain 57% variance (F (45, 381) = 13.63, p < .001) of the 

dependent variable, which indicated that the affordance actualization explained 

30% extra variance of the intention of EWeChat adoption. Among all actions, 

those relevant to actualize affordances of association (B = .16, SE = .06, p < 0.01) 

and content of visibility (B = .16, SE = .07, p < 0.05) were positively related to 

employees’ intention of continuous EWeChat use.. 

After adding the TPB construct variables into the Block 3, the model can 

significantly explain 68% variance (F (59, 367) = 16.01, p < .001) of the 
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intention, which indicated that the variables explained 10% extra variance. 

Among all the tested variables, utilitarian benefit (B = .19, SE = .07, p < 0.01), 

hedonic benefit (B = .11, SE = .07, p < 0.05), symbolic benefit of avoiding WLC 

(B = .11, SE = .05, p < 0.05), social concern (B = .11, SE = .03, p < 0.01), privacy 

concern (B = .14, SE = .04, p < 0.01), and PBC (B = .08, SE = .04, p < 0.05) were 

positively related to employees’ intention of EWeChat use. Moreover, 

performance risk (B = -.24, SE = .04, p < 0.01) acted as a negative predictor of 

the intention. 

Therefore, H1 was partially supported, since two types of symbolic benefits 

did not show positive effects on the behavioral intention. H2 was partially 

supported, only performance risk was negatively associated with behavioral 

intention. H3 was rejected because social norms did not affect the use intention. 

H4 was supported because of the positive relationship between PBC and the use 

intention. Lastly, RQ7 was answered by the positive effects of social and privacy 

concerns on the use intention. 

5.2.3 H5 – H6 & RQ8: Effects of Perceived Benefits and Risks on EORs 

Considering EORs as the dependent variable, the fifth hierarchical 

regression model included demographic, organizational and habitual variables in 

Block 1, organizational affordance actualization in Block 2, and perceived 

benefits and risks as independent variables in Block 3. The results can be seen in 

Table 12. 
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Table 12. Coefficients of hierarchical regression of EORs 

 B  SE 

Block 1   

Age .01 .00 

Gender -.02 .05 

Education .12* .05 

Income .00 .01 

Organizational type – state-owned company .31 .21 

Organizational type – private-owned company .25 .21 

Organizational type – governmental agency .23 .26 

Organizational type – school .29 .32 

Industry - Internet .45 .26 

Industry - Finance .35 .26 

Industry – Consumer goods .52 .27 

Industry - Automobile .37 .28 

Industry – Education .33 .27 

Industry - Medicine .39 .28 

Industry - Manufacturing .26 .26 

Industry - Transportation .55 .31 

Industry - Culture -.42 .37 

Industry - Law -.18 .37 

Industry - Engineering .17 .34 

External/Internal connection -.13* .05 

Organizational culture - clan .10** .03 

Organizational culture - adhocracy .03 .04 
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 B  SE 

Organizational culture - market -.02 .04 

Organizational culture – hierarchy  -.09** .04 

Habitual use of WeChat .19*** .05 

Habitual use of EWeChat .37*** .05 

Adj R² .24  

F - df 6.25(26, 400)***  

Block 2   

Association  .02 .04 

Control  .05 .03 

Feedback .02 .04 

Diversity  -.01 .03 

Outeraction  -.04 .03 

Perpetual contact .02 .04 

Persistence  .10** .03 

Personalization  .05 .04 

Portability  .02 .02 

Organizational monitoring -.04* .02 

Anonymity  .00 .02 

Social presence  .08 .05 

Synchronicity - work .05* .02 

Synchronicity - private -.01 .02 

Visibility – content .14** .05 

Visibility – format .07** .02 

Visibility – frequency -.02 .02 
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 B  SE 

Visibility – sender .02 .02 

Visibility – tone .34*** .04 

Adj R² .75  

ΔR² .48  

F - df 28.89(45, 381)***  

Block 3   

Utilitarian benefit .12* .05 

Hedonic benefit .05 .04 

Symbolic benefit – belongingness  .02 .03 

Symbolic benefit – professional image .14** .04 

Symbolic benefit – avoiding WLC .06 .04 

Performance risk .00 .03 

Psychological risk – stress .03 .04 

Psychological risk – information overload -.03 .02 

Social concern -.03 .03 

Privacy concern .01 .03 

Adj R² .78  

ΔR² .03  

F - df 27.74(55, 371)***  

*p < .05. **p < .01. ***p < .001. 

Note. B = unstandardized effect size. N = 427 

 

For predicting the EORs, the control variables can significantly explain 24% 
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variance (F (26, 400) = 6.25, p < .001) of the EORs. Education level (B = .12, SE 

= .05, p < 0.05), habitual use of WeChat (B = .19, SE = .05, p < 0.01) and habitual 

use of EWeChat (B = .37, SE = .05, p < 0.01) were significant and positive 

predictors. Connecting with external/internal stakeholders (B = -.13, SE = .05, p < 

0.05) and hierarchy culture (B = -.09, SE = .04, p < 0.01) were found to be 

negatively associated with EORs. 

By adding the affordance actualization variables into Block 2, the model can 

significantly explain 75% variance (F (45, 381) = 28.89, p < .001) of EORs, 

which indicated that the affordance actualization explained 48% extra variance. 

Among all actions, those relevant to actualize affordances of persistence (B = .10, 

SE = .03, p < 0.01), work-related synchronicity (B = .05, SE = .02, p < 0.05), 

content (B = .14, SE = .05, p < 0.01), format (B = .07, SE = .02, p < 0.01) and 

human voice tone (B = .34, SE = .04, p < 0.01) of visibility were positively 

related to employees’ perceived EORs. And actualizing the affordance of 

organizational monitoring (B = -.04, SE = .02, p < 0.05) was a negative predictor 

of EORs. 

After adding perceived benefits and risks into the Block 3, the model can 

significantly explain 78% variance (F (55, 371) = 27.74, p < .001) of the 

dependent variable, which indicated that those variables explained 3% extra 

variance of EORs. Among all those variables, utilitarian benefit (B = .12, SE 

= .05, p < 0.01) and symbolic benefit of professional image (B = .14, SE = .04, p 

< 0.01) were positively related to employees’ perceived EORs. Thus, the H5 was 
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partially supported. H6 was rejected.  

5.2.4 RQ5: Mediation Effects of Affordance Actualization on Continuous 

EWeChat Use Intention via TPB Constructs 

Referring to Baron and Kenny (1986), a mediation effect was significant 

when both path a and b were significant. Relationships among affordance 

actualization, TPB constructs and continuous EWeChat use intention were shown 

in Figure 3. According to Tables 8, 9, 10 and 11, TPB constructs of perceived 

utilitarian benefit, hedonic benefit, avoidance of WLC, performance risk, social 

concern, privacy concern and PBC were seven significant mediators between 

affordance actualization and continuous EWeChat use intention. Detailed 

statistics of paths a, b, a*b, c and c’ can be seen in Table 13. 

 

Figure 3. The mediation model of affordance actualization on continuous EWeChat 

use intention via TPB constructs 
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Table 13. Mediation effects of affordance actualization on EWeChat use intention 

via TPB constructs 

 B (SE)    B 

 Path a Path b  Path c Path c’ a*b 

Mediator: Utilitarian 

benefit 

     

Association  .13(.05)** .19(.07)** .16(.06)*

* 

.12(.05)* .02** 

Perpetual contact .12(.04)** .19(.07)** .07(.05) -.03(.05) .02** 

Persistence  .09(.04)* .19(.07)** .08(.05) -.01(.05) .02** 

Personalization  .14(.05)** .19(.07)** .10(.06) .04(.06) .03** 

Portability  .07(.03)* .19(.07)** .03(.03) .00(.03) .01** 

Synchronicity - work .10(.03)*** .19(.07)** .04(.03) .00(.03) .02** 

Visibility – format .08 (.03)** .19(.07)** .06(.03) .02(.03) .02** 

Visibility – frequency .08(.03)** .19(.07)** .03(.03) -.02(.03) .02** 

Visibility – tone .15(.05)*** .19(.07)** .10(.06) .01(.06) .03** 

Mediator: Hedonic 

Benefit 

     

Perpetual contact .22(.05)*** .11(.06)* .07(.05) -.03(.05) .02** 

Persistence  .16(.05)** .11(.06)* .08(.05) -.01(.05) .02** 

Visibility – format .09(.03)** .11(.06)* .06(.03) .02(.03) .01** 

Visibility – tone .28(.05)*** .11(.06)* .10(.06) .01(.06) .03** 

Mediator: Avoiding WLC      

Control  .08(.04)* .12(.05)* .01(.04) -.02(.03) .01** 

Perpetual contact .30(.05)*** .12(.05)* .07(.05) -.03(.05) .04** 
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 Path a Path b  Path c Path c’ a*b 

Organizational monitoring .05(03)* .12(.05)* -.04(.03) -.04(.02) .01** 

Visibility – content .15(.08)* .12(.05)* .16(.07)* .12(.07) .02** 

Visibility – tone .40(.06)*** .12(.05)* .10(.06) .01(.06) .05** 

Mediator: Performance 

risk 

     

Association  -.25(.15)* -.24(.04)*** .16(.06)*

* 

.12(.05)* .06** 

Synchronicity - work -.18(.08)* -.24(.04)*** .04(.03) .00(.03) .04** 

Mediator: Social Concern      

Organizational monitoring .15(.07)* .11(.03)** -.04(.03) -.04(.02) .02** 

Visibility – tone -.47(.16)** .11(.03)** .10(.06) .01(.06) -.05** 

Mediator: Privacy 

Concern 

     

Synchronicity - work -.19(.08)* .14(.04)*** .04(.03) .00(.03) -.03** 

Visibility – tone -.34(.15)* .14(.04)*** .10(.06) .01(.06) -.05** 

Mediator: PBC      

Control  .16(.05)** .08(.04)* .01(.04) -.02(.03) .01** 

Personalization  .24(.08)** .08(.04)* .10(.06) .04(.06) .02** 

Portability  .11(.04)* .08(.04)* .03(.03) .00(.03) .01** 

Synchronicity - work .11(.04)* .08(.04)* .04(.03) .00(.03) .01** 

*p < .05. **p < .01. ***p < .001. 

Note. B = unstandardized effect size. N = 427 
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The relationship between association and EWeChat use intention was 

partially mediated by utilitarian benefit. The total effect (path c) was positive and 

significant (B = .16, SE = .06, p < 0.05), the direct effect (path c’) was also 

positive and significant (B = .12, SE = .05, p < 0.05), the indirect effect (path 

a*b) was positive (B = .02, p < .01). The relationship was also partially mediated 

by performance risk. The indirect effect (path a*b) was positive (B = .06, p 

< .01). 

The relationship between perpetual contact and EWeChat use intention was 

mediated by utilitarian benefit. The total effect (path c) was insignificant (B = .07, 

SE = .05, p > 0.05), the direct effect (path c’) was also insignificant (B = -.03, SE 

= .05, p > 0.05), the indirect effect (path a*b) was positive and significant (B 

= .02, p < .01). The mediation relationship was an indirect-only and inconsistent 

mediation relationship, indicating that the direct effect might be explained by 

other mediators with an opposite direction with the current mediator (MacKinnon 

et al., 2007; Zhao et al., 2010). The relationship was also mediated by hedonic 

benefit, with a positive indirect effect (path a*b) (B = .02, p < .01). Avoidance of 

WLC was another mediator, with a positive indirect effect (path a*b) (B = .04, p 

< .01). 

The relationship between persistence and EWeChat use intention was 

mediated by utilitarian benefit. The total effect (path c) was insignificant (B = .08, 

SE = .05, p > 0.05), the direct effect (path c’) was also insignificant (B = -.01, SE 

= .05, p > 0.05), the indirect effect (path a*b) was positive (B = .02, p < .01). The 
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mediation relationship was an indirect-only and inconsistent relationship. The 

relationship was also mediated by hedonic benefit, with a positive indirect effect 

(path a*b) (B = .02, p < .01). 

The relationship between personalization and EWeChat use intention was 

mediated by utilitarian benefit. The total effect (path c) was insignificant (B = .10, 

SE = .06, p > 0.05), the direct effect (path c’) was also insignificant (B = .04, SE 

= .06, p > 0.05), the indirect effect (path a*b) was positive (B = .03, p < .01). The 

mediation relationship was an indirect-only and inconsistent relationship. The 

relationship was also mediated by PBC, with a positive indirect effect (path a*b) 

(B = .02, p < .01). 

The relationship between portability and EWeChat use intention was 

mediated by utilitarian benefit. The total effect (path c) was insignificant (B = .03, 

SE = .03, p > 0.05), the direct effect (path c’) was also insignificant (B = .00, SE 

= .03, p > 0.05), the indirect effect (path a*b) was positive (B = .01, p < .01). The 

mediation relationship was indirect-only and inconsistent. The relationship was 

also mediated by PBC, with a positive indirect effect (path a*b) (B = .01, p 

< .01). 

The relationship between work-related synchronicity and EWeChat use 

intention was mediated by utilitarian benefit. The total effect (path c) was 

insignificant (B = .04, SE = .03, p > 0.05), the direct effect (path c’) was also 

insignificant (B = .00, SE = .03, p > 0.05), the indirect effect (path a*b) was 

positive (B = .02, p < .01). The mediation relationship was indirect-only and 
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inconsistent. The relationship was also mediated by performance risk, with a 

positive indirect effect (path a*b) (B = .04, p < .01); by privacy concern, with a 

negative indirect effect (path a*b) (B = -.03, p < .01); by PBC, with a positive 

indirect effect (path a*b) (B = .01, p < .01). 

The relationship between format of visibility and EWeChat use intention was 

mediated by utilitarian benefit. The total effect (path c) was insignificant (B = .06, 

SE = .03, p > 0.05), the direct effect (path c’) was also insignificant (B = .02, SE 

= .03, p > 0.05), the indirect effect (path a*b) was positive (B = .02, p < .01). The 

mediation relationship was an indirect-only and inconsistent relationship. The 

relationship was also mediated by hedonic benefit, with a positive indirect effect 

(path a*b) (B = .01, p < .01). 

The relationship between frequency of visibility and EWeChat use intention 

was mediated by utilitarian benefit. The total effect (path c) was insignificant (B 

= .03, SE = .03, p > 0.05), the direct effect (path c’) was also insignificant (B = 

-.02, SE = .03, p > 0.05), the indirect effect (path a*b) was positive (B = .02, p 

< .01). The mediation relationship was an indirect-only and inconsistent 

mediation. 

The relationship between human voice of visibility and EWeChat use 

intention was mediated by utilitarian benefit. The total effect (path c) was 

insignificant (B = .10, SE = .06, p > 0.05), the direct effect (path c’) was also 

insignificant (B = .01, SE = .06, p > 0.05), the indirect effect (path a*b) was 

positive (B = .03, p < .01). The mediation relationship was indirect-only and 
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inconsistent. The relationship was also mediated by hedonic benefit, with a 

positive indirect effect (path a*b) (B = .03, p < .01); by avoidance of WLC, with 

a positive indirect effect (path a*b) (B = .05, p < .01); by Social concern, with a 

negative indirect effect (path a*b) (B = -.05, p < .01); by privacy concern, with a 

negative indirect effect (path a*b) (B = -.05, p < .01); by PBC, with a positive 

indirect effect (path a*b) (B = .01, p < .01). 

The relationship between control and EWeChat use intention was mediated 

by avoidance of WLC. The total effect (path c) was insignificant (B = .01, SE 

= .04, p > 0.05), the direct effect (path c’) was also insignificant (B = -.02, SE 

= .03, p > 0.05), the indirect effect (path a*b) was positive (B = .01, p < .01). The 

mediation relationship was an indirect-only and inconsistent relationship. The 

relationship was also mediated by PBC, with a positive indirect effect (path a*b) 

(B = .01, p < .01). 

The relationship between organizational monitoring and EWeChat use 

intention was mediated by avoidance of WLC. The total effect (path c) was 

insignificant (B = -.04, SE = .03, p > 0.05), the direct effect (path c’) was also 

insignificant (B = -.04, SE = .02, p > 0.05), the indirect effect (path a*b) was 

positive (B = .01, p < .01). The mediation relationship was an indirect-only and 

inconsistent relationship. The relationship was also mediated by social concern, 

with a positive indirect effect (path a*b) (B = .02, p < .01). 

The relationship between content richness of visibility and EWeChat use 

intention was fully mediated by avoidance of WLC. The total effect (path c) was 
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positive and significant (B = .16, SE = .07, p < 0.05), the direct effect (path c’) 

was insignificant (B = .12, SE = .07, p > 0.05), the indirect effect (path a*b) was 

positive (B = .02, p < .01). 

5.2.5 RQ6: Mediation Effects of Affordance Actualization on EORs via TPB 

Constructs 

According to Tables 8 and 12, perceived utilitarian benefit and professional 

image were two significant mediators between affordance actualization and 

EORs. The mediation model of affordance actualization on EORs via utilitarian 

benefit and professional image was shown in Figure 4. Detailed statistics of paths 

a, b, a*b, c and c’ can be seen in Table 14. 

 

Figure 4. The mediation model of affordance actualization on EORs via TPB 

constructs 
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Table 14. Mediation effects of affordance actualization on EORs via TPB 

constructs 

 B (SE) .05   B 

 Path a Path b  Path c Path c’ a*b 

Mediator: Utilitarian 

benefit 

     

Association  .13(.05)** .12(.05)* .02(.04) .00(.04) .02** 

Perpetual contact .12(.04)** .12(.05)* .02(.04) -.03(.04) .01** 

Persistence  .09(.04)* .12(.05)* .10(.03)** .05(.03) .01** 

Personalization  .14(.05)** .12(.05)* .05(.04) .01(.04) .02** 

Portability  .07(.03)* .12(.05)* .02(.02) .02(.02) .01** 

Synchronicity - work .10(.03)*** .12(.05)* .05(.02)* .03(.02) .01** 

Visibility – format .08 (.03)** .12(.05)* .07(.02)** .04(.02) .01** 

Visibility – frequency .08(.03)** .12(.05)* -.02(.02) -.04(.02) .01** 

Visibility – tone .15(.05)*** .12(.05)* .34(.04)*** .23(.04)*

** 

.02** 

Mediator: Professional 

Image 

     

Feedback .10(.05)* .14(.04)* .02(.04) .00(.04) .01** 

Diversity  -.08(.04)* .14(.04)* -.01(.03) .00(.03) -.01** 

Outeraction  .09(.05)* .14(.04)* -.04(.03) -.05(.03) .01** 

Persistence .17(.05)*** .14(.04)* .10(.03)** .05(.03) .02** 

Visibility – format .07(.03)* .14(.04)* .07(.02)** .04(.02) .01** 

Visibility – tone .24(.06)*** .14(.04)* .34(.04)*** .23(.04)*

** 

.03** 

*p < .05. **p < .01. ***p < .001. 
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Note. B = unstandardized effect size. N = 427 

 

The relationship between association and EORs was mediated by utilitarian 

benefit. The total effect (path c) was insignificant (B = .02, SE = .04, p > 0.05), 

the direct effect (path c’) was also insignificant (B = .00, SE = .04, p > 0.05), the 

indirect effect (path a*b) was positive (B = .02, p < .01). The mediation 

relationship was indirect-only and inconsistent.  

The relationship between perpetual contact and EORs was mediated by 

utilitarian benefit. The total effect (path c) was insignificant (B = .02, SE = .04, 

p > 0.05), the direct effect (path c’) was also insignificant (B = -.03, SE = .04, p > 

0.05), the indirect effect (path a*b) was positive (B = .01, p < .01). The mediation 

relationship was indirect-only and inconsistent.  

The relationship between persistence and EORs was fully mediated by 

utilitarian benefit. The total effect (path c) was positive and significant (B = .10, 

SE = .03, p < 0.01), the direct effect (path c’) was insignificant (B = .05, SE 

= .03, p > 0.05), the indirect effect (path a*b) was positive (B = .01, p < .01). The 

relationship was also fully mediated by professional image, with a positive 

indirect effect (path a*b) (B = .02, p < .01). 

The relationship between personalization and EORs was mediated by 

utilitarian benefit. The total effect (path c) was insignificant (B = .05, SE = .04, 

p > 0.05), the direct effect (path c’) was also insignificant (B = .01, SE = .04, p > 

0.05), the indirect effect (path a*b) was positive (B = .02, p < .01). The mediation 
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relationship was an indirect-only and inconsistent relationship.  

The relationship between portability and EORs was mediated by utilitarian 

benefit. The total effect (path c) was insignificant (B = .02, SE = .02, p > 0.05), 

the direct effect (path c’) was also insignificant (B = .02, SE = .02, p > 0.05), the 

indirect effect (path a*b) was positive (B = .01, p < .01). The mediation 

relationship was an indirect-only and inconsistent relationship.  

The relationship between work-related synchronicity and EORs was fully 

mediated by utilitarian benefit. The total effect (path c) was positive and 

significant (B = .05, SE = .02, p < 0.05), the direct effect (path c’) was 

insignificant (B = .03, SE = .02, p > 0.05), the indirect effect (path a*b) was 

positive (B = .01, p < .01).  

The relationship between format of visibility and EORs was fully mediated 

by utilitarian benefit. The total effect (path c) was positive and significant (B 

= .07, SE = .02, p < 0.01), the direct effect (path c’) was insignificant (B = .04, 

SE = .02, p > 0.05), the indirect effect (path a*b) was positive (B = .01, p < .01). 

The relationship was also fully mediated by professional image, with a positive 

indirect effect (path a*b) (B = .01, p < .01). 

The relationship between frequency of visibility and EORs was mediated by 

utilitarian benefit. The total effect (path c) was insignificant (B = -.02, SE = .02, 

p > 0.05), the direct effect (path c’) was also insignificant (B = -.04, SE = .02, p > 

0.05), the indirect effect (path a*b) was positive (B = .01, p < .01). The mediation 

relationship was indirect-only and inconsistent.  
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The relationship between human voice of visibility and EORs was partially 

mediated by utilitarian benefit. The total effect (path c) was positive and 

significant (B = .34, SE = .04, p < 0.01), the direct effect (path c’) was also 

positive and significant (B = .23, SE = .04, p < 0.01), the indirect effect (path 

a*b) was positive (B = .02, p < .01). The relationship was also partially mediated 

by professional image. The indirect effect (path a*b) was positive (B = .03, p 

< .01). 

The relationship between feedback and EORs was mediated by professional 

image. The total effect (path c) was insignificant (B = .02, SE = .04, p > 0.05), the 

direct effect (path c’) was also insignificant (B = .00, SE = .04, p > 0.05), the 

indirect effect (path a*b) was positive (B = .01, p < .01). The mediation 

relationship was an indirect-only and inconsistent relationship.  

The relationship between diversity and EORs was mediated by professional 

image. The total effect (path c) was insignificant (B = -.01, SE = .03, p > 0.05), 

the direct effect (path c’) was also insignificant (B = .00, SE = .03, p > 0.05), the 

indirect effect (path a*b) was negative (B = -.01, p < .01). The mediation 

relationship was an indirect-only and inconsistent mediation effect.  

The relationship between outeraction and EORs was mediated by 

professional image. The total effect (path c) was insignificant (B = -.04, SE = .03, 

p > 0.05), the direct effect (path c’) was also insignificant (B = -.05, SE = .03, p > 

0.05), the indirect effect (path a*b) was positive (B = .02, p < .01). The mediation 

relationship was an indirect-only and inconsistent relationship.  
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CHAPTER 6: DISCUSSION 

The research aimed to explore how mainland Chinese organizations use 

EWeChat by actualizing its affordances and to explicate the effects of affordance 

actualization on employees’ behavioral intentions around continuous use of 

EWeChat and EORs via cognitive perceptions. The relationships among 

affordance actualization, perceived benefits, perceived risks, subjective norms, 

PBC, intention of continuous EWeChat use, and EORs were tested by five 

hierarchical regression analyses. This chapter will firstly review the key findings, 

and some of them will be further discussed in the following sequence: (1) how 

EWeChat is used by organizations, (2) the goals achieved by EWeChat use, and 

(3) EWeChat use outcomes unanticipated by employees. This chapter will be 

concluded by the theoretical and practical implications of the key findings. 

6.1 Key Findings of ESM Affordance Actualization and its Effects on TPB 

Constructs 

The current research explores salient affordance actualized by Chinese 

organizations, and tests the effects of affordance actualization on TPB constructs. 

Findings of Study 1 indicate that mainland Chinese organizations actualize 13 

EWeChat affordances for achieving different organizational goals. The 13 

affordances include association, control, diversity, feedback, outeraction, 

perpetual contact, persistence, personalization, portability, privacy, social 

presence, synchronicity, and visibility. Among the 13 affordances, privacy can be 
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actualized as organizational monitoring and anonymity, synchronicity includes 

work- and private-related types, and visibility can be actualized differently 

according to its format, content, sender, frequency and tone. Organizations are 

found to actualize these affordances to facilitate interpersonal communication 

effectiveness among employees, to manage organization-employee 

communication, to enhance work effectiveness, to foster EORs, and to monitor 

employees’ behaviors. 

The author conducted a Post-Hoc analysis of habitual use of WeChat and 

EWeChat to investigate WeChat and EWeChat’s roles in Chinese workplace: six 

paired-sample T-tests were performed to investigate the differences between 

WeChat and EWeChat habitual uses in six situations. The results support the 

viewpoint that for organizations using EWeChat, the instant communication is 

mostly conducted on WeChat, while EWeChat is used for communicating with 

the organizations and other work-related purposes. The habit of WeChat use is 

significantly stronger than EWeChat use in the situation of instant communication 

with colleagues, and the habit of EWeChat use is stronger in situations of directly 

communicating with organizations, accomplishing basic tasks, acquiring 

information, and expressing work-related opinions.  

TPB constructs of this research contain perceived benefits, perceived risks, 

subjective norms and PBC. Concerning five types of perceived benefits, 

affordances of association, perpetual contact, persistence, personalization, 

portability, work-related synchronicity, format, frequency and human voice of 
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visibility are positively related to employees’ perception of utilitarian benefit. 

Perpetual contact, persistence, format and human voice of visibility are positive 

predictors of hedonic benefit. Actualizing affordances of personalization, social 

presence, work-related synchronicity, format, frequency and human voice of 

visibility can trigger perceived belongingness. As for professional image, 

feedback, outeraction, persistence, format, sender and human voice of visibility 

are positive predictors, while diversity is a negative predictor. Control, perpetual 

contact, organizational monitoring, content and human voice of visibility are 

positively related to perceived avoidance of WLC. 

For predicting perceived risks and concerns, failing to actualize affordances 

of association and work-related synchronicity causes performance risk. 

Association, work-related synchronicity and human voice of visibility are 

negatively related to stress, organizational monitoring also causes stress. 

Organizational monitoring and visibility content lead to information overload, 

while work-related synchronicity reduces the overload. Visibility human voice 

tone is negatively related to employees’ perception of social concern, while 

organizational monitoring is a positive predictor of the concern. Without 

actualizing work-related synchronicity and visibility human voice tone both lead 

to privacy concern. 

Actualizing affordances of persistence, personalization, portability, format 

and frequency of visibility are positively related to subjective norm of supervisor, 

diversity is a negative predictor. Sender of visibility and control are two positive 
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impactors on subjective norm of colleague. Perpetual contact increases perceived 

subjective norm of external stakeholders. Actualizing control, personalization, 

portability, and work-related synchronicity can enhance PBC. 

6.2 Key Findings of TPB Constructs’ Effects on Continuous EWeChat Use 

Intention 

The Study 2 found that perceived utilitarian benefit, hedonic benefit, 

avoidance of WLC, social and privacy concerns, and PBC were positively 

associated with continuous EWeChat use intention. Perceived performance risk 

was negatively associated with the intention. Subjective norms were not 

significant predictors. Such TPB constructs are also considered as mediators 

between affordance actualization and EWeChat use intention.  

6.3 Key Findings of TPB Constructs’ Effects on EORs 

Only perceived utilitarian benefit and professional image are positive 

impactors on perceived EORs. Similarly, these two constructs mediate the 

relationships between actualization of affordances and employees’ perceived 

EORs. 

6.4 EWeChat Use Patterns  

The research’s first objective is to understand how ESM is used in the 

mainland Chinese employee communication. Based on the interview results, this 

research has generated patterns of organizational and employees’ ESM use. 
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6.4.1 Salient Affordances Actualized by Mainland Chinese Organizations  

ESM is an emerging media in mainland China’s contemporary workplace. 

The research identified a set of ESM affordances actualized by mainland Chinese 

organizations to achieve their goals. Affordance is defined as the potential 

interaction between a technology and actors. Organizations can configure the 

features of ESM differently, thereby triggering different perceptions and 

evaluation of the ESM use among employees through the affordance 

actualization. ESM affordances presented and actualized by organizations reflect 

the roles the organizations strategize ESM to play in the workplace. The 

actualization of 13 affordances of EWeChat suggests mainland Chinese 

organizations utilize ESM to achieve goals of facilitating interpersonal 

communication and organization-employee communication effectiveness, 

enhancing work effectiveness, monitoring and fostering EORs. As affordance 

actualization is goal orientated, based on goals achieved by ESM use, this 

research proposes a typology to categorize ESM affordances (Strong et al., 2014). 

The goals can be achieved by ESM use include two categories. The first one is 

communication, containing using ESM to improve the effectiveness of 

interpersonal communication and organization-employee communication. 

Affordances that are actualized for communication are: association (enabling the 

connection between employees, and the connection between employees and 

information), control (enabling employees to receive or acquire information), 

feedback (enabling employees to express their opinions to organizations), 
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outeraction (enabling employees to communicate with external stakeholders), 

personalization (enabling organizations to send messages to employees according 

to their characteristics), social presence (enabling employees to know if their 

messages are read or not), synchronicity (enabling instant communication), and 

visibility (enabling organizations to directly disseminate information to 

employees). The second category is affordances that are actualized for improving 

work effectiveness: diversity (enabling functions to accomplish basic tasks), 

perpetual contact (enabling employees to use ESM anytime, anywhere), 

persistence (enabling organizations to develop knowledge management system), 

portability (enabling employees to use ESM on both PC and mobile devices), and 

privacy (enabling organizations to monitor employees’ ESM performance).  

Previous Western studies explored how ESM contributes to interpersonal 

communication and work productivity from the affordance perspective (Leidner 

et al., 2018; Leonardi et al., 2013). However, those studies only considered 

affordances of association, editability, association and persistence, and rarely 

investigated how ESM can be used to improve the communication between 

organizations and employees. The thesis enriches the literature by claiming that 

for facilitating interpersonal communication and work productivity, some other 

affordances, such as perpetual contact and outeraction, can also be actualized. 

The research provides empirical support for the importance of ESM as an 

organization-employees communication platform. ESM studies conducted in the 

Western context mostly considered employees as ESM users, organizations as 
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services providers or ESM-based activities organizers (Leidner et al., 2018; 

Majchrzak et al., 2013). However, the interview results indicate that the two-way 

communication between organizations and employees is an important task to be 

accomplished by ESM in the Chinese context. The roles of organization are not 

only ESM provider and manager, but also communication and activity 

participant. It also sheds light on how to increase internal communication 

effectiveness with mainland Chinese employees by actualizing the identified 

ESM affordances. The two-category typology provides a goal-orientated 

perspective to understand ESM affordances. Future studies can also categorize 

affordances through different ways according the technology use goal and 

context. 

6.4.2 The Role of WeChat in Employee Communication 

Based on the findings of Study 1 and the Post-Hoc analysis, the research 

discovered that EWeChat is mostly used as a complement media to WeChat for 

performing tasks that are not usually done on WeChat, including communicating 

with the organization, accomplishing basic tasks, acquiring information, and 

expressing opinions on work issues. For example, mainland Chinese employees 

prefer to have instant communication with colleagues (especially close 

colleagues) at work on WeChat as a “habit.” Therefore, as suggested by the 

interview data, EWeChat is often used to obtain the contact of an unfamiliar 

colleague who an employee must communicate to complete his/her work. After 
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exchanging contact information with the colleague on EWeChat, the employee 

turns to WeChat for follow-up communication with the colleague even though 

such communication can be seamlessly done on EWeChat.  

This finding is consistent with Polites’ (2005) argument that when 

introducing a new technology, the stronger the users’ habit of using the old 

technology, the more difficult for them to accept the new one. Treem et al. (2015) 

suggested that users’ perceptions and patterns of their current technology use 

would significantly influence how they perceive and use a similar new 

technology. As many interview respondents stated, using EWeChat has some 

significant benefits, which are “not good enough” to make them replace WeChat 

with EWeChat. This finding is unique in the Chinese context, and differs from the 

typology to categorize social media platforms according to their instrumental or 

expressive values (Ibarra, 1995; N. Luo et al., 2018). The typology was 

developed in the Western context, to distinguish social media platforms as work- 

and socialization-orientated ones. However, the purposes and use patterns of 

work- and socialization-orientated social media platforms are somehow 

interrelated and overlapped in the Chinese context. The dominant role of WeChat 

form employees’ habit for work-related interpersonal communication, which 

addresses the role of socialization-orientated platforms to afford instrumental 

values. The combination of instrumental and expressive values provided by the 

complementary use of the two types of social media platforms are beneficial to 

organizational and employees’ performance (Song et al., 2019). 
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6.4.3 ESM as a Mobile Platform 

Based on how Chinese organizations and employees use EWeChat, the 

mobile characteristics of ESM are often emphasized. Chinese employees are 

found to be dependent on smartphones mostly for communication, information 

seeking, and to accomplish work-related tasks at work, which is also found by the 

current literature (Li & Lin, 2016). Compared with people in other regions, the 

mainland Chinese more rely on smartphones because they have the highest 

smartphone user proportion (iiMedia Research, 2016) and smartphone 

applications are prevalently employed in most aspects of people’s daily lives in 

China, such as information seeking, entertainment, payment, etc. (L. Li, 2017). 

Moreover, employees (especially young ones) have the tendency to use 

smartphones to perform their work anytime, anywhere (Li & Lin, 2016). The 

research results concluded that ESM enable employees to easily work outside of 

the office; hence, most mainland Chinese employees accept working outside the 

workplace as an emerging way of work without stress or anxiety. Chinese 

employees also stated that the mobile version of EWeChat offered strong 

perceived convenience and effectiveness, and the majority of them preferred to 

use EWeChat on smartphones. While few ESM studies conducted in the Western 

context investigate the use and perceptions of mobile ESM platforms (J. 

Kietzmann et al., 2013). Most Western ESM platforms, such as Slack, do not 

afford mobile-based functions (e.g., location-based attendance). Therefore, this 

research adds to recent discussion on ESM use and argued that findings from 
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ESM use in Western contexts should incorporate mobile features to apply to the 

Chinese context. 

6.5 Goals of EWeChat Use  

ESM affordance actualization is goal orientated. One major contribution of 

the research is that it specifies how each of the identified ESM affordances is 

actualize and the consequences of the actualization. For achieving different goals, 

ESM is used in different ways through affordance actualization. The findings of 

effects of TPB constructs on continuous EWeChat use intention imply that most 

mainland Chinese employees use EWeChat for increasing work effectiveness, 

enhancing positive emotions, separating life and work, and keeping work and 

communication records for organizational surveillance. Moreover, they tend to 

keep using EWeChat if they have adequate knowledge, competence and device 

for the technology use. Findings of goals achieved by different types of ESM use 

are discussed as follows. 

6.5.1 ESM as an Instrumental Tool 

ESM was mainly viewed as an instrumental tool and used for improving 

work effectiveness in the Chinese context, which is similar to findings of Western 

studies. Interviewees reported that the utilitarian benefit and the performance risk 

are the two significant predictors of their intention to continuously use EWeChat. 

Consistent with the interview results, the survey data suggested that the utilitarian 

benefit positively and performance risk negatively affects the mainland Chinese 
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employee’s intention to continuously use EWeChat. The effect sizes of the two 

variables are larger than that of any other TPB constructs. The results imply that 

Chinese employees’ intention to continuously use ESM is significantly dependent 

on if the platform help them to work more effectively, which corresponds to Song 

et al.’s (2019) findings.  

Certain affordances (e.g., association and work-related synchronicity) are 

considered as essential for work-related purposes and cannot be absent from ESM 

use, evidenced by the results that they are positive related to utilitarian benefit 

and performance risk. The operationalization of association contains getting 

access to specific colleagues; work-related synchronicity concerns the work-

related instant communication with other ESM users. Then, the findings resonate 

with the major tasks of ESM use is to target to and communicate with colleagues 

(Leonardi et al., 2013). However, the T-test comparing habitual uses of WeChat 

and EWeChat across six situations indicated that WeChat is more frequently used 

for communication with colleagues than EWeChat. There might be two reasons 

for this difference. First, some interviewees claimed that although they tended to 

use WeChat to talk with colleagues, EWeChat helped them to get access to 

colleagues who were not WeChat friends. Second, employees’ communication 

with colleagues via WeChat is for work-related issues and personal issues as well. 

Employees agreed that work-related instant communication is a fundamental 

feature of ESM. However, they are used to have conversations with colleagues on 

WeChat to cultivate personal relationships with colleagues because WeChat is a 
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platform for such purpose (social networking). In a collective society, Chinese 

employees are encouraged to maintain informal and emotional relationships with 

colleagues (Wright et al., 2008). Future studies are encouraged to explore factors 

contributing to the discrepancy between the perception that ESM should be used 

for work-related communication and the practice that Chinese employees more 

frequently use WeChat than EWeChat for such communication. 

Some other affordances (e.g., perpetual contact, persistence, personalization, 

portability and visibility) had positive effects on utilitarian benefit but no negative 

effects on performance risk. These findings indicate that actualizing such 

affordances satisfies work-related needs of employees, but employees will not 

consider an ESM platform as useless or ineffective if the platform fails to present 

such affordances.  

6.5.2 Social Concern and WLC 

Interestingly, social concern was found to give a positive effect on 

continuous EWeChat use intention. Cooperating this finding with the positive 

effect of avoiding WLC, ESM is used for separating work and life by Chinese 

employees. In the current research, social concern was defined as the distance 

with others resulting from EWeChat use. The result indicated that the more 

perceived distance between employees and their colleagues or clients EWeChat 

introduces, the more likely the employees will be to continuously use EWeChat. 

Actions actualizing some affordances (e.g., control, perpetual contact) also helps 
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EWeChat users to avoid WLC. The results imply that Chinese employees wish to 

establish distant relationships with their work-related others in general, and ESM 

provides such potential. Avoiding WLC as a benefit of ESM use has not been 

indicated by the previous research conducted in the western contexts. The 

positive effect of solving the WLC problems can be explained by Chinese 

contextual factors. In the Chinese culture, employees are required to maintain 

informal interpersonal relationships with colleagues, which can be reflected by 

being WeChat friends (Cheung et al., 2009). The heavy work load and dominant 

role of WeChat as an IM tool demand employees to deal with work-related issues 

on WeChat, which is usually considered as a personal space (Xiao & Cooke, 

2012). However, the emerging individualistic values of Chinese employees 

suggest that they care more about personal benefits, have less organizational 

concerns, and want to increase their distance from in-group others (Triandis et al., 

1988). The interview data also provides evidence that how Chinese employees’ 

personal lives are interfered by work-related communication via WeChat. Hence, 

the employees have needs to keep down the proportion that coworkers and work-

related issues appear in their personal space. For an organization with the need to 

send work-related messages off work to employees, the more likely it sends the 

messages and receives responses via EWeChat, the less likely it uses WeChat for 

this purpose. Comparing with WeChat, EWeChat serves as a tool to eliminate 

WLC and satisfies employees’ needs, because it is more work-orientated, which 

is preferred by Chinese employees by enhancing perceived avoidance of WLC 
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and the distance with colleagues. 

6.5.3 Effects of Human Voice 

Chinese employees show strong needs of being treated by a human voice. 

The tone of human voice of publicly posted EWeChat information has strong 

positive effects on all types of perceived benefits and EORs, as well as negative 

effects on social and privacy concerns. This finding resonates with the idea that 

people usually expect organizations to take on a human voice rather than an 

official or corporate organizational tone, because people are more willing to 

interact with others they perceive as ‘real people’ (Gunawardena, 1995). 

Similarly, employees desire more interaction with the organization if it 

communicates with them through a human voice. This type of communication 

increases the perceived transparency and openness that employees feel about the 

organizations, which is seen as being more effective in gaining ‘true information’ 

(Reichelt et al., 2014; Scoble & Israel, 2006). A human voice tone can come 

across as humorous, funny, and/or joyful, which increases satisfaction, 

organizational commitment, as well as OPRs (Kelleher & Miller, 2006; H. Park & 

Cameron, 2014; S.-U. Yang et al., 2010). In the mainland Chinese context, 

organizations tend to communicate with employees through a formal and top-

down approach (N. Chen, 2008). Not many organizations adopt a human voice to 

communicate with internal and external publics. Thus, organizations that use this 

tone may be considered as having a novel management method. The positive 
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effect of human voice might be stronger in the Chinese context than that in the 

West. In addition, young employees with individualistic values care more about 

their own benefits (Wright et al., 2008), they might prefer the human voice tone 

because they reject to consider organizations as the authority. Furthermore, the 

human voice tone signals that organizations care about employees’ well-being, 

which fosters relational outcomes as a type of organizational support (Eisenberger 

et al., 1997; Paillé et al., 2010; Rhoades et al., 2001). 

6.5.4 ESM as An EOR Cultivation Tool 

ESM is used as a relationship cultivation tool in employee communication. 

Lan (2007) discussed types of relationships between employees and 

organizations. Because of the unique features of such relationships (i.e., economic 

dependence and basic identification), EORs are mostly the exchange type 

relationship. The exchange relationship can be regarded as employees only want 

to maintain the relationship with organizations as an exchange of economic or 

emotional benefits. Some respondents of the interview also stated that they only 

want to maintain a pure contract-based relationship with organizations and do not 

to receive any emotional cares from the organizations. 

Referring to Table 14, the research demonstrates that some types of 

affordance actualization influence EORs through triggering two types of work-

related benefits (i.e., utilitarian benefit and professional image) while the others 

(e.g., human voice) have direct impacts on EORs. The two significant mediators 
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are both work-related benefits, and can be regarded as another support for ESM 

serving as an instrumental tool in the employee’s perspective. To cultivate 

exchange relationship, organizations can use transactional strategy by actualizing 

ESM affordances as developing knowledge management systems, providing 

useful information, or allowing work-from-home to increase the communication 

and work effectiveness. In such contexts, employees can gain a better pay, 

perceive more work-related benefits, and maintain a stronger relationship with the 

organizations. Organizations can also provide relational (e.g., emotional 

attachment and commitment) benefits through actualizing particular ESM 

affordances to enhance employees’ emotional relationship with the organization. 

Employees’ needs of organizational emotional support and job performance 

improvement can be satisfied by ESM use (Ruck & Welch, 2012). The strong 

effects of both work-related benefits and human voice on EORs suggest that both 

transactional and relational relationship cultivation strategies are effective in the 

Chinese context. On the ESM platform, both strategies can be used to maintain 

the exchange EORs.  

Furthermore, the mechanism of distinct ESM affordance actualization in 

influencing EORs is worth investigation. The research results revealed that some 

affordance actualizations (e.g., persistence) can enhance EORs through 

employees’ perceived utilitarian benefits or professional image. Some 

actualizations (e.g., human voice) partially strengthened EORs through the two 

work-related benefits while the relationship between EORs and the other 
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actualizations (e.g., personalization) was mediated by perceptions with opposite 

directions. Future studies are encouraged to identify such negative mediators and 

develop strategies to explore their effects.  

Moreover, this finding of the positive impact of ESM use on EORs also 

implies that Chinese employees may view ESM as an organizational resource for 

improving their work performance. Quality of EORs is enhanced when 

employees perceive their organizations are providing the resources to support 

their work. Incorporating with the finding that human voice has both direct and 

indirect positive effects on EORs, the organizational support of ESM should 

concern both improving employees’ productivity, and caring their well-being.  

6.6 Outcomes of EWeChat Use 

Besides goals driving organizations and employees to use ESM, some certain 

actions of affordance actualization also generate unexpected outcomes, such as 

stress, information overload, and privacy concern. Such outcomes, especially 

negative ones, should be recognized by ESM users to minimize potential risks 

caused by ESM use. 

6.6.1 Privacy Concern and Monitoring 

Privacy concern resulting from being monitored was not expected by 

organizational ESM users, but also not considered negative by the Chinese 

employee participants in the research. Some interviewee participants explained by 

saying, electronic monitoring enables employers to review and evaluate 
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employees’ performance, and ensures safety and security, which echo 

Samaranayake and Gamage’s (2012) statement. Previous studies found 

inconclusive effects of monitoring on employee behaviors. Monitoring was 

identified to increase job performance because it delivers feedback to employees 

for work improvement (Alder & Ambrose, 2005). While most studies conducted 

in the Western context found that electronic monitoring can generate negative 

outcomes of employees’ privacy concern, stress and complaints, which in turn 

reduce productivity and job satisfaction (Aiello & Shao, 1993; Samaranayake & 

Gamage, 2012; Smith et al., 1992). In this research, the privacy concern resulting 

from organizational monitoring on EWeChat was a positive predictor of 

continuous EWeChat use intention among mainland Chinese employees. Such 

positive effect might result from contextual factors of the Chinese workplace. 

One plausible explanation is that organizational monitoring enables EWeChat to 

be a work-only communication platform. As many interviewees mentioned, they 

did not consider privacy as an issue if they only communicate about work-related 

issues on EWeChat. Furthermore, employees desire EWeChat as a 

communication platform for work. Employees who perceive a high level of 

organizational monitoring on EWeChat activities tend to evaluate EWeChat as a 

work-only communication platform and thus, are more likely to continue use 

EWeChat. Another explanation for the finding might be that Chinese 

Internet/digital media users are accustomed to online censorship and surveillance. 

The unique situation elicits a neutral attitude toward being monitored and even 
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toward their personal information available online being used by others (Deibert, 

2002; Tan, 1999). Some employees, especially those who do not consider being 

monitored as an issue, take advantage of the norm for self-performance appraisal 

by showcasing their job performance and achievement on EWeChat to attract 

their supervisors’ attention. As for the privacy issue on communication content on 

EWeChat being traceable and permanent was evaluated as a positive aspect of 

EWeChat use for work because such communication enhances responsibility and 

accountability of individual employees for a decision or problem at work.  

Although not influencing employees’ intention to continuously use 

EWeChat, organizational monitoring is still an action with both pros and cons. 

The monitoring action is beneficial to keep employees to only talk about work-

related issues on EWeChat, which helps them to separates work and life, and also 

keeps distance among employees. However, such a formal platform under 

monitoring may cause stress among some employees and information overload 

thereby damaging EORs, which corresponds with existing literature (Alder et al., 

2006; Kolb & Aiello, 1996). Organizations should evaluate the trade-off between 

positive and negative outcomes before conducting organizational monitoring. 

Alder et al. (2006) suggested that, providing organizational support, justification 

and notification after conducting monitoring can enhance the post-monitored 

relational outcomes, such as trust, commitment and satisfaction. 
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6.6.2 The Mediation Effects of TPB Constructs 

Outcomes did not mention by the literature and interview results require 

further exploration. The research results suggested that TPB is an effective 

framework to predict Chinese employees’ ESM use intention. The variance of 

continuous EWeChat use intention explained by affordance actualization and the 

TPB constructs respectively indicates that the employees’ decision-making 

process in this matter is cognitive. Some certain types of affordance actualization 

were found to influence utilitarian and hedonic benefits, performance risk, social 

and privacy concerns, avoidance of WLC, and PBC that all further affect 

continuous EWeChat use intention. However, Table 13 shows that effects of some 

affordance actualizations (e.g., perpetual contact, persistence, personalization, 

etc.) on continuous EWeChat use intention via TPB constructs are indirect-only 

and inconsistent mediation. Such mediation is a composite process composed of 

components that may complement or compete with each other (Zhao et al., 2010). 

To be specific, in situations that an affordance actualization variable has a 

positive effect on a TPB construct, the construct is also positively related to 

continuous EWeChat use intention, but the effect of affordance actualization on 

EWeChat use intention without controlling the construct is insignificant, the 

mediation relationship is named as indirect-only or inconsistent mediation. Such 

mediation effect indicates that except for the mediator (i.e., the TPB construct), 

there should be other mediators with opposite direction between the affordance 

actualization variable and EWeChat use intention. Future research should explore 
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what such mediators are, in order to develop strategies that maximize their 

positive effects and minimize negatives effects on ESM use intention. 

6.7 Theoretical Implications 

6.7.1 Implications to the ESM and Affordance Literature 

The research contributes to the ESM and affordance literature in several 

ways. First, this research sheds light on the significant role of social media 

technologies in employee communication and provides systematic analyses on 

how an ESM can be implemented to maximize its positive effects on 

organizations and their employees in the mainland Chinese context. ESM 

research is relatively new in the Chinese context. Most previous studies did not 

consider the differences in employee communication between mainland China 

and the West, and they focused on the effects of ESM use rather than developing 

effective affordance actualization (e.g., Cai et al., 2018; J. Liu & Rau, 2014). 

Some other studies specifically concentrated on the mainland Chinese context and 

how contextual factors affected employees’ use of ESM, but they did not mention 

the role of organizations and the effects of different strategies of ESM use (e.g., 

Song et al., 2019). The interview results reveal how and why ESM affordances 

are actualized by mainland Chinese organizations. Thus, the current research fills 

this gap by clarifying how Chinese organizations and employees use ESM, what 

affordances are actualized and what organizational goals are achieved. ESM 

brings organizations a way to improve the communication and work 
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effectiveness. It is more likely to be a channel for organization-employee 

communication, an IM tool, and a platform for accomplishing work-related tasks 

than a social media platform for knowledge sharing, network building, and self-

expression. 

The research also empirically tests the effects of distinct ESM affordance 

actualizations on employees’ perceptions of the media use. Actualizing different 

affordances lead to different perceptions, the perceptions can be both positive and 

negative. The interview identified specific beliefs of attitude, subjective norms 

and PBC relevant to ESM use intention, while the survey examines effects of 

affordance actualization on each TPB construct. The results of this research 

contribute to the literature of ESM by clarifying what perceptions are caused by 

what specific types of affordance actualization. Thus, organizations can gain 

insights from this research about how to strategically use ESM to achieve certain 

organizational goals. Some types of affordance actualization, such as work-

related synchronicity and organizational monitoring, have impacts on both 

positive and negative perceptions. Future studies are encouraged to investigate 

how to actualize such affordances to maximize benefits and minimize risks.   

 Specific to the affordance approach, there is a debate that whether 

affordances are technological capabilities associated with actors’ potential actions 

(Faraj & B. Azad, 2012), or properties depend on actors’ perceptions about 

certain technological features (Stoffregen, 2003). The current research supports 

the argument that affordance exists independent from the perceptions of actors. 
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Being considered as technological capabilities, an affordance can be actualized by 

different organizational and individual actors for certain needs, its existence is 

independent from actors’ perceptions. 

This argument does not mean that affordances are irrelevant to actors’ 

perceptions. In contrary, the definition of an affordance should consider 

technological features and how it can enable or constrain users’ potential actions. 

Based on the interview, an affordance can be actualized in different ways in 

organizations with different natures (e.g., organizational cultures). In different 

organizations, employees may have different experiences of using EWeChat 

according to how organizations actualize EWeChat affordances. The findings of 

the thesis extend the research on ESM affordances by verifying the importance of 

organizations on shaping affordances, and revealing potential organizational 

processes can be contributed by ESM use. Effects of ESM use in organizations 

with different natures and needs remain an open question and is worth further 

exploration. 

Furthermore, the research pinpoints several contextual factors that influence 

ESM affordance actualization and effects in the Chinese context, which requires a 

re-examination of previous findings of ESM use in adjusted non-Chinese context. 

For example, the role of ESM is considered as a complementary platform with 

socialization-orientated social media platforms, as well as a channel improving 

organization-employee communication. Because of the popularity of WeChat as 

an interpersonal communication tool, the perpetual contact affordance of ESM is 
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perceived as causing the benefit of avoiding WLC. Moreover, privacy concern 

caused by monitoring has positive outcomes, which might result from Chinese 

peoples’ experience of online monitoring. Future studies are encouraged to 

investigate contextual factors in Chinese workplace influencing employees’ 

perceptions of ESM affordances. 

Another contribution to the affordance approach is related to the process of 

actualization. Based on the interview data, an affordance can be actualized 

differently for different purposes. The results contribute to the knowledge about 

how each identified affordance can be actualized at Chinese workplace, ESM use 

outcomes, and how and why such outcomes occur. Affordance outcomes result 

from actualization processes, rather than the affordances existence. The 

actualization process bridges actors’ perceptions and outcomes of affordances, 

which is goal-orientated (Markus & Silver, 2008). The existence of an affordance 

is irrelevant to actors’ perceptions, but different actualization processes result 

from different needs of organizational and individual actors. For example, the 

existence of visibility indicates the capability for ESM to make communication 

content visible. Organizations can actualize this affordance by publishing 

announcements to inform employees, individuals can also share knowledge with 

colleagues. Understanding the actualization process provides insights of the 

goals, patterns and outcomes of technology use. 

Results of this research expand Strong et al.’s (2014) multi-level affordance 

actualization model to the ESM context at Chinese workplace. The concept of 
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technological affordance is the potential interaction between a technology and its 

actors (Hutchby, 2001). The model indicates that both organizations and 

employees are actors when using ESM. The multi-level model is reflected by the 

actualization actions conducted by both organizations (e.g., developing functions 

to accomplish basic tasks) and employees (e.g., using ESM for instant 

communication). Since organizations are able to design functions and post 

information on current ESM platforms based on their own needs, the same 

affordance is sometimes presented differently in different organizations, which 

means employees in two organizations may interact with “different” platforms. In 

other words, organizations interact with the ESM platform first, to actualized 

affordances differently. Then, employees interact with the platform and actualize 

affordances, which have now been influenced by organizations, for their own 

purposes. Conversely, if the majority of employees actualize affordances in a 

certain way, such actualization actions are raised to the organizational level and 

will further influence other employees’ affordances perceptions and actualization. 

Affordances outcomes emerge from not only organizational actions, but also 

individual actualization processes (Strong et al., 2014). Relatedly, the research 

provides empirical evidence that fills the gap of previous research, which focused 

on how actors (especially organizational actors) actualize technological 

affordances along with the effects of affordance actualization.  
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6.7.2 Implications to TPB and Employee Communication 

This research also contributes to TPB by extending the theory to predict a 

specific technology adoption (ESM) in the Chinese context. First, the variances of 

EWeChat use explained by affordance actualization through the TPB constructs 

and by the TPB constructs are large. Therefore, ESM adoption in China seems to 

be a cognitive process. Employees tend to evaluate gains and losses, as well as 

capabilities and constraints before making decisions about using an ESM. 

Contributing to the literature of using TPB to develop effective behavioral 

interventions (Ajzen, 2015), this finding also indicates organizations could 

strategically actualize ESM affordance to improve ESM adoption through 

influencing certain TPB constructs. 

Second, this research suggests which TPB constructs are salient in predicting 

employees’ intention to use ESM. The interview generates some beliefs of TPB 

constructs which are unique in the Chinese context, such as avoiding WLC, social 

concern of overly intimate ties, and privacy concern of being monitored. Based 

on the survey results, perceived utilitarian and hedonic benefits, perceived 

avoidance of WLC, social and privacy concerns and PBC are positive predictors 

of EWeChat use intention. Performance risk is the only negative predictor. As 

stated by this chapter, employees require ESM to provide both intrinsic and 

extrinsic benefits, to separate personal lives and work, and themselves to be 

equipped by relevant capabilities. Future studies can follow this path to 

investigate motivations and constraints of ESM adoption.  
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Some other TPB constructs (i.e., sense of belonging, professional image, 

stress, perceived information overload, subjective norms) are not significant 

predictors of EWeChat use intention. Although not driving employees to 

continuously use ESM, these constructs represent underlying beliefs in gains or 

losses of ESM use in the workplace. For example, the content richness of 

visibility makes employees to feel information overload, but the perception of 

information overload does not influence continuous EWeChat use intention. 

These factors should also be considered by organizations. Future studies are 

encouraged to explore other outcomes of ESM use based on those motivations. 

Findings of this research support the view about the weak impacts of 

subjective norms proposed by Armitage and Conner (2001). Subjective norms 

were expected to be influential on employees’ continuous ESM use intention 

because of two reasons. First, mainland Chinese workplace was considered to 

have authoritarian values (A. Y. Zhang et al., 2008). Second, the relationship 

between employees and organizations is inequal, organizations have much 

stronger power on influencing employees’ decision-making (Lan, 2007). In such 

context, the survey finds that colleagues, supervisors and external stakeholders 

still have no impacts on employees’ ESM use intention, which suggests that 

continuous ESM use is mostly influenced by an employee’s personal factors. This 

finding further highlights the importance to investigate effective affordance 

actualization strategies to facilitate ESM continuous use intention. Because after 

the initial implementation of an ESM, employees’ continuous use behavior is 
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determined by their own perceptions of ESM use rather than supportive or 

opposite attitudes of others. The reason of the insignificant effects might be the 

measurement of subjective norms (Armitage & Conner, 2001; Rivis & Sheeran, 

2003). Stated by some interviewees in Study 1, very few of their colleagues, 

supervisors and external stakeholders would directly express supportive or 

opposite attitudes toward their ESM use. Future studies are encouraged to 

measure subjective norms through the perspective of actions rather than attitudes 

(Rivis & Sheeran, 2003). 

Third, the research advances the understanding of the negative outcomes of 

technology use in employee communication (e.g., Im et al., 2008; Martins et al., 

2014; Wamba, 2014) by demonstrating that certain types of EWeChat affordance 

actualization can backfire the platform. Such outcomes are not expected by 

organizational and individual ESM users, but caused by certain types of 

affordance actualization. Results of the survey reveal what outcomes are triggered 

by what affordance actualization actions. For instance, organizational monitoring 

of employee messages on EWeChat decreases EORs and causes stress among 

employees. Moreover, the mediation analysis results identified several negative 

mediators between affordance actualization and EWeChat use intention that 

require further investigation. Such actualizations may cause some other negative 

perceptions that are not included in this research. Exploring such negative 

mediators can extend understanding of effects of ESM use. Future studies are 

encouraged to explore strategies actualizing ESM affordances to control such 
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unexpected outcomes. 

Fourth, this research also provides evidence of unique Chinese workplace 

features. The significant and positive effect of avoiding WLC on EWeChat use 

intention indicates that the personal and socialization-orientated social media 

platforms, especially WeChat have become a tool enabling overtime works. Even 

overtime work is a common problem for Chinese employees, such platforms 

strengthen the problem by allowing the perpetual connection between an 

organization and its employees (Xiao & Cooke, 2012). Thus, ESM serves as a 

tool to separate overtime work from personal social media platforms. 

Furthermore, unlike Western employees, the insignificant effects of psychological 

risks suggest that Chinese employees do not considered stress caused by ESM use 

as a problem, which might be associated with traditional Chinese work values 

include hard work and endurance (Hui, 1992; Siu et al., 2005). Organizations 

should recognize the negative outcomes caused by overtime work, employees’ 

needs to avoid solve the problem, and respond to such needs. 

Fifth, the research also extends the understanding of electronic 

organizational monitoring on ESM to the Chinese context. Unlike Western 

employees, the positive effect of privacy concern on EWeChat use intention 

indicates that many Chinese employees do not consider “being monitored” and 

“ESM data being used by organizations” as issues, and even regard these are 

advantages brought by ESM use. These employees might believe work-related 

data is appropriate to be visible to organizations, and even treat monitoring as a 
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way to present job performance. However, organizational monitoring also causes 

stress, information overload and reduces EORs, which leads organizational 

monitoring to be paradoxical. Even Chinese employees are more acceptable to 

monitoring than Western employees, organizations are required to clearly 

communicate the purpose, procedure and guidelines of their monitoring with 

employees to make it transparent and institutionalized, thereby reducing its 

negative consequences. 

6.7.3 Implications to the Public Relations’ Body of Knowledge  

The current research also contributes to the OPR literature in public relations 

in several ways. Firstly, based on the strong effect of affordance actualization on 

EORs through perceived utilitarian benefit and professional image, this research 

clarifies how ESM can be used as an effective internal relationship cultivation 

tool. Through using ESM, organizations are able to conduct both transactional 

and relational strategies to cultivate EORs. Contractual, exchange and emotional 

types of EORs can be fostered by such strategies. Moreover, similar as EWeChat 

use intention, the mediation effects of some affordances on EORs are also 

indirect-only and inconsistent, which indicates that potential mediators with 

opposite directions may also exist and need to be explored. 

Secondly, the findings of this research emphasize the potential of ESM in 

dialogic communication. Dialogic communication is conceptualized as an 

effective means for organizations to build ethical, genuine, interactive and 



302 
 

302 
 

mutually beneficial relationships with stakeholders. Digital platforms enable 

organizations to conduct dialogic communication due to their unique 

characteristics (Kent & Taylor, 1998, 2002; M. Taylor & Kent, 2014). The 

dialogic theory of public relations offers five principles and five theoretical 

components to guide organizations in conducting effective and ethical dialogic 

communication (Kent & Taylor, 1998, 2002). The five principles include: 1) 

intuitiveness/ease of interface, referring that the interfaces should be easy to 

access, 2) dialogic loop, requiring a mechanism for the public to directly and 

mutually communicate with the organizations, 3) usefulness of information, 

indicating organizations should provide information that is useful to websites 

visitors, 4) generation of return visits, requiring the organizations to post 

attractive information for motivating users to visit again, and 5) rule of 

conservation of visitors, aiming for keep the visitors staying on the current 

platform. Reflected by the interview results of actions relevant to affordance 

actualization, some of the principles can be seen in EWeChat affordance 

actualization. For example, organizations’ actualization of the perpetual contact 

and visibility affordances echo the principle that organizations should provide 

useful and timely information to publics. Actions actualizing the feedback 

affordance follows the “dialogic loop” principle (i.e., a channel for publics to 

propose questions to an organization and for the organization to respond).  

Kent and Taylor’s (2002) five components of organization-public 

communication that capture the communication’s dialogic orientation. Mutuality 
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means that organizations and publics are inextricably linked together. Propinquity 

refers to organizations’ being influenced by the publics and publics’ being willing 

to express their demands and needs to organizations. Empathy refers to 

communicators support and trust to each other in a dialogue. Risk means a 

condition of dialogue for the potential of unexpected and uncontrolled outcomes. 

Commitment refers to the communicators’ genuineness and commitment to the 

conversation and interpretation. Actualization of the personalization and human-

voice tone of visibility affordances show the supportiveness and confirmation 

dimensions of the empathy component (i.e., being supportive of publics’ interests 

and caring about their mindsets). Additionally, actualizing human-voice tone of 

visibility and control both render employees a sense of being valued, which 

represents the mutuality component (i.e., recognizing the mutual and equal 

relationship between organizations and publics). Employees can form interest-

based internal communities by via the association affordance on EWeChat, which 

echoes the communal orientation dimension of the empathy component (i.e., 

encouraging communal orientation between interactants).  

The reflections of both dialogic principles and components evidence that 

ESM provides dialogic potentials for employee communication. Generation of 

return visits is provided by publishing important information frequently, 

organizational requirements, as well as other users’ messages which should be 

answered. while ease of use is enabled by the similar functions, interface and 

design between EWeChat and WeChat. Since organizations know employees’ 
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work-related and personal information well, and ESM allows organizations to 

provide not only information, but also functions according to users’ needs, the 

principle of usefulness of information might need to be modified as 

“personalization of information and functions.” The principle of conservation of 

visitors is not mentioned by interviewees, because in the context of internal 

communication, employees have no “other sites” to visit (Kent & Taylor, 1998).  

This research also suggests other dialogic potentials specific for ESM-based 

communication. A main feature of EORs is the imbalanced power between 

employees and organizations, since employees are paid by organizations (Lan, 

2007). However, dialogic communication requires confirmed equality between 

dialogue partners (i.e., organizations and employees), which is difficult to be 

achieved but always needed in internal communication (Kent & Taylor, 2002; S.-

U. Yang et al., 2015). ESM has potentials of driving equality in communication 

by actualizing affordances of association and privacy. In the negotiation with 

organizations, gathering together to gain collective voice and think is a common 

strategy for employees to overcome the power imbalance (Hirsch, 1992). By 

actualizing the association affordance, organizations can settle forums or online 

communities on ESM, which allows employees to communicate with 

organizations through a collective channel. Employees also need to be 

anonymous when expressing feedback, because they are fear of being punished 

for providing negative opinions (Bishop & Levine, 1999; Edmondson, 2006). By 

actualizing the privacy affordance, organizations allow employees to voice 
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anonymously, and select not to monitor their communication content. Then 

employees can express genuine opinions without worrying about being identified. 

Genuineness and transparency are also required by both internal communication 

and dialogic communication for both organizations and employees (Kent & 

Taylor, 2002; Rawlins, 2008). On ESM, the persistence and visibility affordances 

enable information to be traceable and unchangeable, which provide potentials 

for organizations to communicate in a transparent manner. Finally, the dialogic 

communication also requires all communication partners to have equal access to 

the dialogue (Dutta-Bergman, 2006; S.-U. Yang et al., 2015). Through actualizing 

affordances of visibility and perpetual contact, employees have open access to 

communication content on ESM, regardless of time and spatial constraints.  

ESM affordance actualization included both transactional and relational 

strategies. Positive effects of affordances aiming for work effectiveness on EORs 

suggest that internal relationship management studies should move beyond 

simple communication to the mutual benefits. Some interviewees stated that they 

cared about what organizations did rather than what they said. Some of ESM 

affordances focus on organizational actions which are not associated with the 

communication between organizations and employees. For example, persistence 

concerns knowledge management systems to enhance work effectiveness. This 

view also reflects the task sharing relationship cultivation strategy, which is about 

solving publics’ problems based on their needs (Linda Childers Hon & Grunig, 

1999). In the organizational context, EOR is a type of exchange relationship, 
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which requires future studies to recognize a more important role of providing 

work-related benefits to employees to maintain the relationship. Even relational 

strategies (e.g., human voice) influences EORs through transactional perceptions 

(e.g., utilitarian benefit), which suggests that the mechanism of effects of 

relational strategies may still involve instrumental factors. Considering the 

importance of work-related benefits which are beyond simple organization-

employee communication, future studies may want to develop more EORs 

cultivation strategies concerning mutual benefits based on ESM affordances. 

Thirdly, this research addresses the criticism on OPR literature that it largely 

takes the organizational perspective in investigating how organizations use 

technologies to engage with different publics for generating quality OPRs (e.g., 

Adams & McCorkindale, 2013; Briones et al., 2011; Jiang, 2012). Recent OPR 

studies shift the focus to the publics perspective by exploring whether publics 

actually engage in the relationship cultivation strategies and their motivations for 

doing so (e.g., Avidar et al., 2015; Men & Tsai, 2016). In the employee 

communication context, this research reveals influential user perceptions on 

EORs, adds to this literature by clarifying motivations of employees to accept 

ESM-based relationship strategies, and explaining the relationship between ESM 

affordance actualization and EORs.  

Fourthly, the research results suggest to a need to re-visit the role of public 

relations practitioners in employee communication. Existing literature has 

identified two roles of public relations professionals: communication technicians 
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and communication managers. The main former role concentrates on writing and 

designing messages while the latter one is in charge of organizing communication 

activities (Berkowitz & Hristodoulakis, 1999; Dozier, 1992; Gillian Hogg & 

Denis Doolan, 1999). Lee et al. (2015) added to this literature by suggesting that 

professionals’ role should also include social media experts. The current research 

supports the viewpoint that in the employee communication context, public 

relations participants should be communication managers to use ESM for 

relationship cultivation. To be specific, for actualizing some affordances, 

expertise from multiple departments are required. 

6.8 Practical Implications 

First, this research provides suggestions to organizations about ESM use and 

implementation. Findings of the interview and survey identified salient users’ 

perceptions influencing their continuous ESM use, as well as ESM use actions 

triggering such perceptions. The research shows that, to encourage employees to 

continuously use an ESM, organizations should focus on developing functions 

and content that make employees feel useful and that provide positive emotions. 

They should also separate work and personal life, and conduct training sessions 

about skills and knowledge of using the ESM. The findings also suggest that 

although it is still important to take actions to reduce employees’ perceived stress, 

information overload, interpersonal distance, and privacy concerns. These factors 

are not negative predictors of employees’ intentions to use the platform; 
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monitoring, perpetual contact, and social distance among employees may not 

reduce but may even enhance employees’ intentions. The technological 

affordance approach also helps organizations to understand an ESM based on its 

features and organizational goals and to further develop their own strategies and 

actions around using the platform. Moreover, the research provides guidelines 

about the specific organizational actions that can be conducted to trigger certain 

perceptions of benefits, risks, and PBC, thus influencing behavioral intentions. 

The research also provides guidelines about the actions of employees using ESM 

that should be encouraged in order to form a general internal atmosphere that 

leads more employees to use the platform.  

Second, the research provides practical suggestions to ESM designers about 

what is needed by organizations and employees and how to develop the 

technology to meet these needs. Through the technological affordance approach, 

designers should know that organizational users are goal-oriented. Thus, 

technological features should be designed to meet their potential needs, and it 

would be better if designers allow organizational users to decide and personalize 

their own functions to satisfy their precise needs. For better ESM implementation, 

designers should pay more attention to develop features and functions that can 

better trigger utilitarian and hedonic benefits, perceived WLC avoidance, 

interpersonal distance concern, and privacy concern. Furthermore, designers 

should focus on which functions may cause perceived performance risk, in order 

to avoid them. For example, to increase perceived usefulness and reduce 
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perceived uselessness, designers should make the public organizational structures 

and employee information clearer, so that everyone can use it to contact 

colleagues. They should also develop more mobile-based functions, so employees 

can deal with work at home as conveniently as in the office. Designers should 

develop more user-friendly systems, such as knowledge management and social 

analytics, and they should even allow organizations to perform communicative 

content surveillance to catch cyber-loafing. Moreover, specific to the mainland 

Chinese context, employees want to keep their work on the ESM to prevent their 

personal lives from being interrupted. Designers can focus more on developing 

instrumental functions, rather than on building and maintaining social ties. The 

growing individualism of mainland Chinese employees suggests that building 

personal ties with colleagues might not be their priority. 

Third, public relations practitioners working to improve employee 

communication effectiveness, and to maintain the relationship between 

organizations and employees, can learn from this research. ESM is found to be an 

effective channel to help employees and organizations better interact with each 

other. The interview reveals that organizations can use ESM to deliver different 

types of information to employees, regardless of time and location. Employees 

can use it to present their feedback, which can directly be viewed by 

organizational leaders. Public relations practitioners can help organizations 

conduct certain actions to make the two-way communication more effective, such 

as designing useful information, developing functions to ensure that employees’ 



310 
 

310 
 

feedback can reach organizational leaders, and helping leaders to respond timely 

and accurately.  

The interview findings also suggest that ESM is an organizational resource. 

Public relations practitioners can help organizations develop both transactional 

strategies to help employees work more effectively, and relational strategies to 

maintain their affective attachment. Transactional and relational strategies are 

both efficient to cultivate EORs. Indicated by the survey results, some strategies 

(e.g., developing knowledge management system) facilitate EORs via two work-

related perceived benefits, while some strategies (e.g., human voice) directly 

cultivate the EORs. For enhancing work-related perceived benefits, organizations 

are able to generate employees’ perceived utilitarian benefit and professional 

image of ESM by actualizing affordances of association, feedback, perpetual 

contact, persistence, personalization, portability, privacy, work-related 

synchronicity, and visibility. Furthermore, dialogic communication is understood 

as an effective relational strategy. Following the principles and theoretical 

components proposed by Kent and Taylor (1998, 2002), public relations 

practitioners should help organizations and employees understand how to conduct 

dialogue. In the context of ESM use, organizations should maintain a two-way 

communication channel and be open to engage in conversation with employees, 

valuing employees’ needs and interests, and using human voice to interact with 

them in order to show that they are treated fairly by the organization and that the 

organization cares about them. The human voice also indicates that the 
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organization should be genuine, open, and intimate with employees, which 

increases employees’ perception of EORs.  

Actualizing different ESM affordances require an integration of multiple 

expertise from different departments. Communicating with employees through a 

human voice requires the skills of a communication technician. Developing new 

ESM functions for accomplishing basic tasks and knowledge management 

systems demand IT technologies. Enabling or controlling perpetual contact and 

organizational monitoring are about decisions of job performance evaluation and 

work arrangement. Providing rules to guide ESM-based instant communication 

demands practitioners to engage in human resources policy making. To sum up, 

ESM can fulfill employees’ instrumental and intrinsic needs thereby resulting in 

quality EORs. Public relations practitioners should be communication managers 

who can integrate with managers from other departments of necessary expertise.  
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CHAPTER 7: LIMITATION AND FUTURE DIRECTIONS 

In summary, this research depicts ESM adoption in the organizational 

context, including its features and affordances, how they can be used by 

organizations and employees, and what outcomes can be achieved. This research 

also provides specific strategies and mechanisms to promote ESM use and 

demonstrates its effect on relationship management. The research contributes to 

the understanding of ESM adoption in modern workplace. However, it has several 

limitations. The first limitation is related to the research context. This research 

was conducted in mainland China. The research should be replicated to other 

locations with different cultures to validate the generalization of the results. This 

research addresses this limitation by using the technological affordance approach 

to ensure that the findings are not limited to specific platforms with specific 

features. Moreover, EWeChat was found to be a platform with both high 

popularity and functional diversity in the mainland Chinese context, which 

suggests it covers most affordances in ESM. Future studies are encouraged to 

replicate the research in different regions using other ESMs in order to see which 

affordances are offered, which beliefs can influence TPB constructs, and how 

organizational affordance actualization can influence ESM implementation and 

relational outcomes. The results of replication studies should be compared with 

this research, to see the role of contextual factors. 

 The second limitation concerns the composition of the interviewees. Using 
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purposive sampling, the interview participants were initially recruited from the 

social networks of several young engineers in mainland China. Most interview 

participants were well-educated and in technological or financial industries. This 

results in some differences between the interview findings and the survey 

findings. For example, most interview participants were from the Internet 

industry, but manufacturing workers made up the majority of the random survey 

sample. Interviewees claimed stronger privacy concerns and had more negative 

comments on WLC and perpetual contact than survey respondents did. Moreover, 

the sample sizes of interviewees in the general employees and management staff 

groups were imbalanced. Because very few Chinese organizations have 

specialists to manage ESM, responses of all management staff were homogenous 

about how and why to use ESM, and the saturation criterion was easy to be 

reached. Although the author attempted to make organizational factors (e.g. 

industry and organizational type) of the two groups to be consistent, this 

mismatch may still cause biased results. For example, the interview failed to 

obtain opinions from management staff of governmental agencies, which might 

be important on addressing the monitoring issue. As a result, more qualitative 

research to explore the ESM use by industry or other organizational factors (e.g. 

organizational type and size) are required. The comparison between general 

employees and management staff should still be conducted with similar sample 

sizes. 

Third, in this research, the interview mostly acted as the preliminary 
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research of the survey, which investigated actions actualizing ESM affordances 

and beliefs behind TPB constructs. Thus, the research focused more on 

relationships among affordance actualization, TPB constructs, ESM use intention, 

and EORs, but neglected factors influencing organizational decisions of 

affordance actualization. The affordance actualization is mainly driven by 

organizational needs (Pozzi et al., 2014). The results of the interviews also 

indicated that organizational factors like size, type, industry, culture, and more 

matter. Future studies are recommended to explore the effects of organizational 

factors on their actions to implement ESM, as well as the underlying reasons for 

these decisions, in order to offer guidelines about effective ESM use for different 

organizations. 

Fourth, the measurement of organizational culture in the survey can be 

improved. Because of the page limit, the research can not adopt the full 

Organizational Culture Assessment Instrument (OCAI) developed by Cameron 

and Quinn (1999), which measured both flexibility and internal/external focus to 

measure organizational culture. Instead, the research can only ask respondents to 

choose a culture which they agree with. However, some participants of the pre-

test complained that it was difficult to choose one culture for their organizations. 

Because it was difficult to understand an organizational culture well only by 

reading a short description; and some participants claimed that their organizations 

had “more than one type of culture”. For instance, a participant said her company 

had “both friendly and competitive work environments”. Therefore, the author 
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decided to change the question type from single selection to matrix, which meant 

a respondent can agree with more than one type of organizational culture. Future 

studies are encouraged to adopt the full OCAI to precisely identify respondents’ 

organizational cultures, and investigate effects of organizational culture on 

organizational ESM affordance actualization and employees’ ESM use intentions. 

The fifth limitation concerns the statistical tool of the survey analysis. 

Hierarchical regression discovers statistical relationships among variables in the 

framework. But it merely indicates association, rather than causal effects that can 

better imply how cognitive factors influence behavioral intentions (Freedman, 

2009). However, many variables tested in Study 2 (e.g. affordance actualization 

variables) contain fewer than three items and fail to meet the requirement of SEM 

to measure causal relationships. Based on the findings of this study, future 

researchers should better conceptualize and operationalize ESM organizational 

affordance actualization, develop scales with tested validities, and measure their 

causal effects on cognitive perceptions and behavioral intentions. 

Despite these limitations, this research provides directions of topics of ESM 

adoption, the affordance approach, TPB and EORs for future studies. Through 

this research, several future research directions have been uncovered. For 

example, this research only concerned organizational outcomes of ESM 

implementation and EORs. Future studies are encouraged to test other 

organizational needs, such as job performance, turnover, etc. Moreover, some 

potential mediators between affordance actualization and ESM use intention and 
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EORs need to be explored, scholars and organizations should consider more 

benefits and risks caused by ESM use. More importantly, based on the results of 

the interviews and survey, it is possible that the effects of TPB constructs on ESM 

implementation depend on individual differences, such as occupation, culture, 

and work values. Incorporating those individual difference variables into the 

framework as moderators may help to increase the explanatory power on ESM 

implementation. Lastly, the current research reveals effects of both ESM-based 

transactional and relational strategies on enhancing EORs, but does not 

thoroughly investigate employees’ motivations to engage with the two strategy 

types. Future studies are encouraged to explore the cognitive mechanisms 

underlying the relationships between transactional and relational strategies and 

EORs, as well as how these effects are influenced by individual and 

organizational differences. 
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APPENDICES 

Appendix A. Interview Protocol (English and Simplified Chinese) 

1. Interview questions for management staff 

General information 

Who, in your company, decided to use EWeChat for employee communication? 

How does your company use EWeChat for employee communication? What do 

you use EWeChat for? 

请问在您的公司里，是谁（或哪些人）决定使用企业微信进行内部沟通的？

在你看来，你们公司是怎样使用企业微信进行内部沟通的？你们公司主要为

了什么使用企业微信？ 

Does your company have an official guideline or policy about how to use EWeChat? 

If yes, what is it? How was the guideline developed? If not, why? 

你们公司是否有正式规章制度来指导与规范员工如何使用企业微信？可否

简单介绍一下该规章制度包含哪些方面？这些规章制度是怎样被制定出来

的呢？如果没有，能否谈一下不设置此类规章制度的原因？ 

Has your company conducted any training about using EWeChat? If yes, who are 

required to attend the training? Can you describe how you train employees? How 

frequently do you conduct the training? Is it helpful?  

你们公司是否会组织关于企业微信使用的培训？如有，培训针对哪些员工？

培训的主要内容是？培训频率是？你认为培训有效吗？ 

Affordance actualization actions 
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As we know, an Enterprise Social Media (ESM) like EWeChat affords the 

association between people, between people and content and between people and 

organizations. How do your company use this affordance? Why/why not to use it? 

[ask for examples] 

通过使用企业微信，能够把员工联系在一起，也能把员工和他们发布的信息

联系在一起，员工和公司之间也有联系。能否谈谈你们公司是怎样使用这几

种联系的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords the non-

verbal cues in communication. How do your company use this affordance? 

Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以以非文字（图片、语音、视频）形式进行沟通。

能否谈谈你们公司是怎样使用这种功能的？为什么使用/为什么没有使用呢？

能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat allows users to 

control their communication, and information processing. How do your company 

use this affordance? Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以控制他们与他人沟通与信息获取的过程。能否

谈谈你们公司是怎样使用这种功能的？为什么使用/为什么没有使用呢？能

否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords 

accomplishing basic tasks. How do your company use this affordance? Why/why 

not to use it? [ask for examples] 
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通过使用企业微信，员工可以通过各种功能来完成一些事务性工作。能否谈

谈你们公司是怎样使用这些功能的？为什么使用/为什么没有使用呢？能否

举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to edit the messages they sent. How do your company use this affordance? 

Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以编辑自己发出的信息。能否谈谈你们公司是怎

样使用这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to provide feedback to organizations. How do your company use this affordance? 

Why/why not to use it? [ask for examples] 

通过使用企业微信，员工向组织提出意见或反馈。能否谈谈你们公司是怎样

使用这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords users to 

connect with external people or other applications. How do your company use this 

affordance? Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以与非企业微信使用者联系，或是跳转到第三方

应用。能否谈谈你们公司是怎样使用这一功能的？为什么使用/为什么没有使

用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords users to get 

access to others anytime, anywhere? Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以随时随地联系到其他用户。能否谈谈你们公司
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是怎样使用这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords information 

to be persistent. How do your company use this affordance? Why/why not to use 

it? [ask for examples] 

通过使用企业微信，信息可以长久保存。能否谈谈你们公司是怎样使用这一

功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords 

organizations to send personalized information to employees based on their needs. 

How do your company use this affordance? Why/why not to use it? [ask for 

examples] 

通过使用企业微信，公司可以向员工发送定制化的而信息。能否谈谈你们公

司是怎样使用这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to use it on both mobile and PC. How do your company use this affordance? 

Why/why not to use it? [ask for examples] 

企业微信在电脑端与手机端都能使用。能否谈谈你们公司是怎样使用这一功

能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords to protect 

employees’ information security. How do your company use this affordance? 

Why/why not to use it? [ask for examples] 

在使用企业微信时，员工的信息与隐私可以得到保全。能否谈谈你们公司是

怎样使用这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 
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As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to know if other users are present. How do your company use this affordance? 

Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以知道其他用户是否在线。能否谈谈你们公司是

怎样使用这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords instant 

communication. How do your company use this affordance? Why/why not to use 

it? [ask for examples] 

通过使用企业微信，员工可以进行即时通信。能否谈谈你们公司是怎样使用

这一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords information 

to be visible to all users. How do your company use this affordance? Why/why not 

to use it? [ask for examples] 

企业微信上发布信息可以被所有用户可见。能否谈谈你们公司是怎样使用这

一功能的？为什么使用/为什么没有使用呢？能否举例说明？ 

As we know, some organizational factors (i.e., organizational culture, the support 

of leaders) influence the effectiveness of using EWeChat for employee 

communication. For example, employees in a trustful organizational climate are 

more likely to communicate with others via EWeChat; leaders’ supportive attitude 

encourages employees to use EWeChat more frequently. Can you talk about how 

your company manages these organizational factors to enhance the effectiveness? 

组织因素（如企业文化或公司高层的态度）对企业微信的使用效果也有影响。
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例如，互信的企业文化和公司领导对员工的支持能鼓励员工更频繁地使用企

业微信进行沟通。能否谈谈你们公司是怎样有效管理组织因素来使企业微信

发挥更大的作用？ 

Outcomes and perceptions 

Does your company find EWeChat as a helpful tool for employee communication? 

Why/why not? [ask for examples] 

对于你们公司而言，企业微信是否有助于与公司内部的沟通？（为什么/为什

么没有呢？能否举例说明？） 

What benefits associated with employee communication do you think EWeChat 

can bring to your company? [Probe: if the participant can’t answer it, mention a 

type of perceived organizational benefits as an example to probe the answer; such 

as communication effectiveness, time-saving] 

在你看来，企业微信的使用给你们公司带来了怎样的帮助？尤其是在与员工

沟通方面？(如受访者无法回答，可以以一种可能的与组织相关的帮助为例子

进行提示：如增强沟通效率、节省时间)。 

What risks associated with employee communication do you think EWeChat can 

cause to your company? [Probe: if the participant can’t answer it, mention a type 

of perceived organizational risks as an example to probe the answer; such as 

cyberloafing]. 

你对使用企业微信有何顾虑或是担忧？尤其是在与员工沟通方面？(如受访

者无法回答，可以以一种可能的与组织相关的顾虑为例子进行提示：如在上

班时间使用手机偷懒)。 
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In your company, who is the most influential person on employees’ decisions to 

use EWeChat? [Probe: if the participant can’t answer it, mention a type of internal 

stakeholders, such as supervisor or colleague]. Why? 

在你看来，谁最能影响你公司的员工是否愿意使用企业微信？(如受访者无法

回答，可以以一类组织内部人员为例子进行提示：如领导、同事)。 

Have you noticed any difficulties when using EWeChat, or encouraging employees 

in your organization to adopt EWeChat? [ask for examples] 

在个人使用或是推广企业微信的过程中，你是否遇到过阻碍或困难？如有，

请举例说明。 

Have employees in your organization used other employee communication tools? 

How do they use those tools? How do you evaluate the performance of those tools? 

[ask for examples] 

除企业微信外，你公司的员工是否还在使用其他工具来进行公司内部的沟通？

他们是怎样使用这些工具的？你认为这些工具的效果如何？（请举例说明） 

2. Interview questions for general employees 

General information 

What is your occupation? How long have you been in your current employer 

organization? 

首先想了解一下，你在公司担任的职务是？已经在当前公司工作多久？ 

Does your company have an official guideline or policy about how to use EWeChat? 

If yes, what is it? How are you informed about it?  

你们公司是否有正式的规章制度来指导与规范员工如何使用企业微信？可
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否简单介绍一下该规章制度？你是通过什么渠道了解这些规章制度的？ 

If no guideline available, do you think the company should develop one? Why/why 

not?  

如果没有相关规章制度，你认为这样的规章制度是必要的吗？为什么/为什

么不？ 

Has your company conducted any training about using EWeChat? If yes, who are 

required to attend? Can you describe how you are trained? How frequently is the 

training? Is it effective? If yes/no, why? 

你们公司是否会组织关于企业微信使用的培训？如有，培训针对哪些员工？

培训的主要内容是？培训频率是？你认为培训有效果吗？为什么/为什么不？ 

If no training available, do you think your company should conduct one? Why/why 

not?  

如果没有相关培训，你认为公司有必要组织吗？为什么/为什么不？ 

Affordance actualization actions 

As we know, an Enterprise Social Media (ESM) like EWeChat affords the 

association between people, between people and content and between people and 

organizations. How do your company use this affordance? How do you feel about 

it? Any idea for the company to use it more effectively? 

通过使用企业微信，能够把员工联系在一起，也能把员工和他们发布的信息

联系在一起，员工和公司之间也有联系。能否谈谈你们公司是怎样使用这几

种联系的？你怎么评价这些方法？你认为在这一方面，你的公司怎样才能做

得更好？ 
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As we know, an Enterprise Social Media (ESM) like EWeChat affords the non-

verbal cues in communication. How do you feel about it? Any idea for the 

company to use it more effectively? 

通过使用企业微信，员工可以以非文字（图片、语音、视频）形式进行沟通。

能否谈谈你们公司是怎样使用这种功能的？你怎么评价这些方法？你认为

在这一方面，你的公司怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat allows users to 

control their communication, and information processing. How do you feel about 

it? Any idea for the company to use it more effectively? 

通过使用企业微信，员工可以控制他们与他人沟通与信息获取的过程。能否

谈谈你们公司是怎样使用这种功能的？你怎么评价这些方法？你认为在这

一方面，你的公司怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords 

accomplishing basic tasks. How do you feel about it? Any idea for the company to 

use it more effectively? 

通过使用企业微信，员工可以通过各种功能来完成一些事务性工作。能否谈

谈你们公司是怎样使用这些功能的？你怎么评价这些方法？你认为在这一

方面，你的公司怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to edit the messages they sent. How do you feel about it? Any idea for the company 

to use it more effectively? 

通过使用企业微信，员工可以编辑自己发出的信息。能否谈谈你们公司是怎
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样使用这一功能的？你怎么评价这些方法？你认为在这一方面，你的公司怎

样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to provide feedback to organizations. How do you feel about it? Any idea for the 

company to use it more effectively? 

通过使用企业微信，员工向组织提出意见或反馈。能否谈谈你们公司是怎样

使用这一功能的？你怎么评价这些方法？你认为在这一方面，你的公司怎样

才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords users to 

connect with external people or other applications. How do you feel about it? Any 

idea for the company to use it more effectively? 

通过使用企业微信，员工可以与非企业微信使用者联系，或是跳转到第三方

应用。能否谈谈你们公司是怎样使用这一功能的？你怎么评价这些方法？你

认为在这一方面，你的公司怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords users to get 

access to others anytime, anywhere? Why/why not to use it? [ask for examples] 

通过使用企业微信，员工可以随时随地联系到其他用户。能否谈谈你们公司

是怎样使用这一功能的？你怎么评价这些方法？你认为在这一方面，你的公

司怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords information 

to be persistent. How do you feel about it? Any idea for the company to use it more 

effectively? 
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通过使用企业微信，信息可以长久保存。能否谈谈你们公司是怎样使用这一

功能的？你怎么评价这些方法？你认为在这一方面，你的公司怎样才能做得

更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords 

organizations to send personalized information to employees based on their needs. 

How do you feel about it? Any idea for the company to use it more effectively? 

通过使用企业微信，公司可以向员工发送定制化的而信息。能否谈谈你们公

司是怎样使用这一功能的？你怎么评价这些方法？你认为在这一方面，你的

公司怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 

to use it on both mobile and PC. How do you feel about it? Any idea for the 

company to use it more effectively? 

企业微信在电脑端与手机端都能使用。能否谈谈你们公司是怎样使用这一功

能的？你怎么评价这些方法？你认为在这一方面，你的公司怎样才能做得更

好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords to protect 

employees’ information security. How do you feel about it? Any idea for the 

company to use it more effectively? 

在使用企业微信时，员工的信息与隐私可以得到保全。能否谈谈你们公司是

怎样使用这一功能的？你怎么评价这些方法？你认为在这一方面，你的公司

怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords employees 
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to know if other users are present. How do you feel about it? Any idea for the 

company to use it more effectively? 

通过使用企业微信，员工可以知道其他用户是否在线。能否谈谈你们公司是

怎样使用这一功能的？你怎么评价这些方法？你认为在这一方面，你的公司

怎样才能做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords instant 

communication. How do you feel about it? Any idea for the company to use it more 

effectively? 

通过使用企业微信，员工可以进行即时通信。能否谈谈你们公司是怎样使用

这一功能的？你怎么评价这些方法？你认为在这一方面，你的公司怎样才能

做得更好？ 

As we know, an Enterprise Social Media (ESM) like EWeChat affords information 

to be visible to all users. How do you feel about it? Any idea for the company to 

use it more effectively? 

企业微信上发布信息可以被所有用户可见。能否谈谈你们公司是怎样使用这

一功能的？你怎么评价这些方法？你认为在这一方面，你的公司怎样才能做

得更好？ 

As we know, organizational factors (i.e., organizational culture, the support of 

leaders) influence the effectiveness of using EWeChat for employee 

communication. For example, employees in a trust organizational climate are more 

likely to communicate with others via EWeChat; leaders’ supportive attitude 

encourages employees to use EWeChat more frequently. Can you talk about how 
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your company manages these organizational factors to enhance the effectiveness? 

How do you feel about it? Any suggestions? 

组织因素（如企业文化或公司高层的态度）对企业微信的使用效果也有影响。

例如，互信的企业文化和公司领导对员工的支持能鼓励员工更频繁地使用企

业微信进行沟通。能否谈谈你们公司是怎样有效管理组织因素来使企业微信

发挥更大的作用？你怎么评价这些方法？对于通过管理组织因素来使企业

微信发挥更大作用，你有什么建议？ 

Outcomes and perceptions 

How do you evaluate the performance of your employer organization’s EWeChat 

as an employee communication tool? Why? [ask for examples] 

从促进沟通这一方面来看，你认为企业微信在你的公司里效果如何？为什么

（能否举例说明）？ 

What benefits do you think EWeChat for employee communication can bring to 

you? [Probe: if the participant can’t answer it, mention a type of perceived benefits 

as an example to probe the answer; such as usefulness, convenience, identity, etc.] 

在你看来，使用企业微信进行公司内的沟通能给你带来怎样的帮助？（如受

访者无法回答，可以以一种企业微信对沟通的帮助为例子进行提示：如实用、

方便、企业认同感等） 

What risks or concerns, do you think, are posed by using EWeChat for employee 

communication to you? [Probe: if the participant can’t answer it, mention a type of 

perceived risks as an example to probe the answer; such as time wasting, privacy 

concern, stress, etc.] 
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在你看来，使用企业微信进行公司内的沟通可能存在怎样的顾虑或是担忧？

（如受访者无法回答，可以以一种可能的顾虑为例子进行提示：如耗时、侵

犯隐私、压力等） 

Who is the most influential person on your decision to use EWeChat? [Probe: if the 

participant can’t answer it, mention a type of internal stakeholders, such as 

supervisor or colleague]. Why? 

在你看来，谁最能影响你关于是否愿意使用企业微信的决定？(如受访者无法

回答，可以以一类组织内部人员为例子进行提示：如领导、同事)。 

Have you used other employee communication tools? How do you use those tools? 

How do you evaluate the performance of those tools? [ask for examples] 

除企业微信外，你是否还在使用其他工具来进行公司内部的沟通？你是怎样

使用这些工具的？你认为这些工具的效果如何？（请举例说明） 

 

Appendix B. Survey Questionnaire (English and Simplified Chinese) 

调研题目：中国大陆企业对企业微信的使用情况与评价 

调研者：敖颂 

支持单位：香港浸会大学 

我们邀请您参加一项学术调研。我们希望通过您了解中国大陆企业或其他机

构的在职员工对于企业微信的使用情况与评价。调研将占用您大约 20 分钟

的时间。如果您同意参与，您需要回答一些关于您的单位是如何使用企业微

信，以及您对企业微信看法的问题。您参与这项调研不会面临任何已预知的
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风险，您也可以随时退出调研。 

本调研将在 Qualtrics 上进行，并涉及到安全连接。服务条款和隐私声明皆可

在 http://www.qualtrics.com/research-suite/ 上查看。收到您的调查结果之后，

我们将删除所有能识别您身份的信息，并将您以一个特殊的数字进行编号。

所有的信息都会被存储在一台有密码保护、只有研究人员能够进入的电脑上。

调研结果可能会被发表，但不会使用您的名字。 

如果您对本研究、其目的或过程有任何问题或疑虑，或如果您有与本研究相

关的问题，请随时联络研究主持人：香港浸会大学传理学院博士候选人敖颂

(16482735@life.hkbu.edu.hk; +86-13660298682)。 

本研究经香港浸会大学研究伦理委员会审查并批准。若您遇到如下情况，请

与香港浸会大学研究伦理委员会联络（hasc@hkbu.edu.hk）： 

• • 研究组没有回应您的问题、疑虑或投诉。 

• • 您联络不上研究组。 

• • 您想与研究组之外的其它人谈话。 

• • 您对您作为研究对象的权利有疑问。 

• • 您想获取关于此研究的信息，或提供意见和建议。 

如果您愿意参与调研，请点击“我同意”按钮进入调研。 

如果您不愿意参与调研，请点击“我不同意”按钮，或点击您浏览器角落的“x”。 

X 我同意   X 我不同意 

General information 

Q1. Does your organization use EWeChat? [A filtering question. if the answer is 

no, the participant will exist the survey] 
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Q1. 你所在的单位是否在使用企业微信？ 

X 是（进入下一题）      X 否（问卷结束） 

Q2. What is your gender? 

X Male            X Female 

Q2. 请问您的性别是？ 

X 男性    X 女性 

Q3. What is your age? ___________ 

Q3. 请问您的年龄是？______________ 

Q4. What is your education level? 

X Less than high school 

X High school 

X College degree 

X Bachelor degree 

X Master degree and above 

Q4. 请问您最后获得的学历是？ 

X 高中以下 

X 高中 

X 大专 

X 本科 

X 硕士及以上 

Q5. Which type of stakeholder do you usually communicate with? 

X Internal stakeholders (such as colleagues, supervisors, subordinates, partners)    
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X External stakeholders (such customers, clients, suppliers) 

Q5. 在您的工作中，一般更多需要与那一类人进行交流？ 

X 内部人员（如同事、上级、下属等） 

X 外部人员（如客户、消费者、供应商、合作伙伴等） 

Q6. What is your organization type?  

X Government agency  

X State-owned corporation  

X Private-owned corporation 

X Hospital 

X School 

X Others (please specify) 

Q6. 您的单位属于以下哪种组织类型？ 

X 政府机关  X 国有企业  X 私有企业（包括民营企业、外资企业、合资企

业） 

X 医院  X 学校  X 其他（请注明）   

 

Q7. Which industry does your organization belong to?  

X Finance    X Education    X Consumer goods    X Medical    X IT       

X Automobile    X Manufacturing    X Others (please specify) 

Q7. 您的单位属于以下哪个行业？ 

X 金融  X 教育  X 快消  X 医药  X 互联网  X 汽车  X 制造业  X 

其他（请注明） 



396 
 

396 
 

Q8. Please indicate the extent to which you agree with the following statements 

about your organizational culture. (3-point Likert type scale where 1 = disagree and 

5 = agree)?  

Clan: This working environment is a friendly one. People have a lot in common, 

and it’s similar to a large family. The leaders or the executives are seen as mentors 

or maybe even as father figures. 

Adhocracy: This is a dynamic and creative working environment. Employees take 

risks. Leaders are seen as innovators and risk takers. 

Market: This is a results-based organization that emphasizes finishing work and 

getting things done. People are competitive and focused on goals. Leaders are hard 

drivers, producers, and rivals at the same time. 

Hierarchy: This is a formalized and structured work environment. Procedures 

decide what people do. Leaders are proud of their efficiency-based coordination 

and organization. 

Q8. 对于下列关于您的企业文化的陈述，您在何种程度上赞同或不赞同？ 

(李克特 3 点量表，1 =不赞同，5 = 赞同) 

X 家庭式的的（工作环境友善，员工之间亲如一家，注重关怀、合作与沟通） 

X 有活力的（注重创新，锐意进取，愿意承担风险） 

X 市场化的（以结果为导向，竞争激烈，效率至上） 

X 阶梯式的（内部结构严密，层级分明，管理严格，对命令被顺利执行与否

非常重视） 

Affordance actualization 



397 
 

397 
 

Association 

Q9. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used to get in touch with colleagues;  

I use EWeChat to make friends with others in my organization;  

EWeChat is used to build online communities among employees for public 

discussion;  

The creators of all information on EWeChat can be identified. 

Q9. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 = 

非常不赞同，5 = 非常赞同) 

我们单位的员工会用企业微信来联系其他员工 

我会用企业微信来与其他员工交朋友 

我们单位用企业微信来构建网络社群，以便员工能够公开发言和讨论 

我能知道企业微信上的公开信息是由谁发布的 

Control  

Q10. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I am using EWeChat to decide what information to receive when I want to; 

EWeChat allows employees like me to actively seek information from the 

organization. 

Q10. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 
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我能够控制在企业微信上接收什么信息、不接收什么信息 

我单位的员工可以用企业微信主动搜寻需要的信息 

Feedback  

Q11. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used by employees like me to do self-report (for example, about job 

performance, EWeChat usage of last week, etc.);  

EWeChat is used by our employees to provide feedback to managers/supervisors;  

EWeChat is used by our employees to provide feedback to the organization;  

The feedback can usually be answered;  

Q11. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我们单位的员工会定期通过企业微信报告自己的工作表现或是过去一段时

间的企业微信使用情况（如使用频率、使用时长等） 

我们单位的员工会用企业微信来对上级或领导提出自己的反馈或建议 

我们单位的员工会用企业微信来对单位提出自己的反馈或建议 

我的单位一般会对这类反馈或建议进行回复 

Diversity  

Q12. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is often used to facilitate various work-related tasks (e.g., application, 

purchasing, attendance, etc.);  
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The organization keeps developing EWeChat functions of EWeChat for employees 

to effectively complete various work-related tasks; 

Q12. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位会使用企业微信来完成各种事务性工作（如申请、报销、审批、考

勤等） 

为更高效地完成事务性工作，我的单位一直持续开发企业微信的新功能 

Outeraction  

Q13. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used to send messages to users of other mobile applications; 

EWeChat is used to receive messages from users of other mobile applications;  

EWeChat is used to get access to other mobile applications;  

The content on EWeChat can be shared to other social media platforms. 

Q13. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我们单位的员工会用企业微信向其他即时通讯 APP（如微信）上的用户发信

息 

我们单位的员工可以通过企业微信接收来自其他即时通讯 APP（如微信）上

的用户的信息 

我们单位的员工经常用企业微信登录第三方软件 

我们单位的员工会将企业微信上的信息分享到其他社交媒体上 
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Perpetual contact 

Q14. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used by the organization to contact me anytime;  

EWeChat is used by the organization to contact me anywhere;  

I am using EWeChat to perform my work duty anytime;  

I am using EWeChat to perform my work duty anywhere. 

Q14. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

不管在什么时候，我的领导或同事都可能会用企业微信联系我 

不管在什么地点，我的领导或同事都可能会用企业微信联系我 

我会用企业微信完成工作，不管是什么时候 

我会用企业微信完成工作，不管我在什么地方 

Persistence  

Q15. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used by the organization to store knowledge;  

Existing knowledge can be required, revised and reused;  

EWeChat keeps a record of communication that I can go back and look at. 

Q15. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位使用企业微信来储存信息或知识 



401 
 

401 
 

企业微信上储存的信息可以被查阅 

企业微信上储存的信息可以被下载使用 

我在企业微信上的通讯记录可以被追溯 

Personalization  

Q16. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used by the organization to send messages to specific groups of people;  

EWeChat is used by the organization to personalize message content to specific 

groups of people;  

EWeChat is used by the organization to send messages to specific person;  

EWeChat is used by the organization to personalize message content to specific 

person. 

Q16. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

企业微信上的一些信息，我的单位只会发送给特定的用户组（如某个部门、

某个项目组） 

针对特定用户组，我的单位会用企业微信定制专属他们的信息进行发送（如

留学生员工定制留学生福利政策相关信息） 

企业微信上的一些信息，我的单位只会发送给特定的个人 

针对特定的个人，我的单位会用企业微信定制专属他们的信息进行发送（如

给每名员工的生日祝福，推荐符合员工个人兴趣的知识） 

Portability  
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Q17. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat is used by both PC and mobile versions; 

Q17. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位同时使用着企业微信的 PC 和移动端 

Q18. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

Organizational monitoring 

The organization can observe my communication taking place in EWeChat;  

Anonymity  

EWeChat allows people to remain anonymous or unidentifiable if they want to;  

EWeChat can not mask my true identity when communicating (reverse). 

Q18. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位可以看到我在企业微信上的沟通内容 

在企业微信上，在需要时，员工可以保持匿名 

我在企业微信上必须要通过我的真实身份与他人交流 (reverse) 

Social presence 

Q19. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat allows me to determine if I am present when communicating;  
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The function of determining self-presentation (such as log-off) is usually used by 

employees in my organization. 

EWeChat makes it feel like the person I’m communicating with is close by;  

EWeChat allows me to know my messages is read or not. 

Q19. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

当使用企业微信与他人交流时，我能感觉到我的聊天对象距离我很近 

当使用企业微信与他人交流时，我能决定自己是否在线 

我单位的员工经常使用这种在线功能 

我能知道自己在企业微信上发出的信息是否已读 

Synchronicity 

Q20. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

For instant communication, EWeChat is used for talking about work-related issues;  

For instant communication, EWeChat is used for talking about personal issues. 

Q20. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我单位的员工会用企业微信进行即时的关于工作事务的对话 

我单位的员工会用企业微信进行即时的与工作无关的对话 

Visibility 

Q21. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 
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format 

The information is posted frequently;  

Content  

All employees’ profiles are visible;  

Organizational information and announcement are visible;  

Work-related knowledge is visible;  

Useful but not work-related information are visible;  

My organization uses EWeChat to send caring messages to employees; 

Employees are allowed to post information on EWeChat;  

Employees are allowed to comment on others’ posted information. 

Frequency  

My organization post visible EWeChat information frequently. 

Sender 

Most EWeChateChat posts are sent by organizational leaders 

Q21. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

单位经常在企业微信上公开发布信息 

每个员工的个人资料（如职务、部门、联系方式）在企业微信上是公开的 

单位会在企业微信上公开发布组织信息或通知 

单位会在企业微信上公开发布与工作相关的知识 

单位会在企业微信上公开发布工作之外的知识 

我单位会用企业微信给我推送关怀消息（如生日祝福，福利，入职纪念等） 
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员工也可以在企业微信上公开发布信息（像微信朋友圈那样） 

员工可以公开评论其他人在企业微信上发布的信息 

我单位频繁地在企业微信上发布信息 

企业微信上的信息常常是由单位领导发出的 

Visibility - Tone 

Q22. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

My organization uses conversation-style communication.  

My organization tries to communicate in a human voice.  

My organization tries to be interesting in communication to employees.  

My organization uses a sense of humor in employee communication.  

My organization attempts to make communication enjoyable.  

Q22. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位在与员工交流时常常采用对话的形式 

我的单位在与员工交流时常常表现得人性化 

我的单位在与员工交流时常常试图显得风趣 

我的单位在与员工交流时显得有幽默感 

我的单位在与员工交流时常常试图使交流过程更享受 

Benefits 

Utilitarian benefit 

Q23. Please indicate the extent to which you agree with the following statements. 
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(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

Using EWeChat can improve my working effectiveness.  

I feel that EWeChat is useful for my job.  

I feel that EWeChat provides convenience to my job.  

EWeChat is easy to use.  

Using EWeChat can save my time for work. 

Q23. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

使用企业微信能提升我的工作效率 

企业微信对我的工作有帮助 

企业微信能方便我的工作 

企业微信易于使用 

使用企业微信能节省我工作中的时间 

Hedonic benefit 

Q24. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I find using EWeChat at work to be enjoyable.  

I find using EWeChat at work to be relaxed.  

The processes of using EWeChat are pleasant.  

I have fun in using EWeChat to communicate with others at work. 

Q24. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 
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在工作中使用企业微信是令人享受的 

在工作中使用企业微信是令人放松的 

在工作中使用企业微信是令人快乐的 

在用企业微信与他人交流时，我能体会到乐趣 

Belongingness  

Q25. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I see myself as a part of the organization when using EWeChat. 

I feel that I am a member of the organization when using EWeChat.  

I feel a sense of belonging to the organization when using EWeChat. 

Q25. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

通过使用企业微信，我认为我是单位的一部分 

通过使用企业微信，我能感受到我是单位的一员 

通过使用企业微信，我觉得我对单位有归属感 

Professional image 

Q26. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I am seen as a professional by my clients when using EWeChat.  

I am taken seriously by my clients when using EWeChat.  

I am capable of maintaining a positive work ethic when using EWeChat. 

My image is a positive reflection of the company when using EWeChat. 
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Q26. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

通过使用企业微信，我的客户会认为我更专业 

通过使用企业微信，我的客户会对我更重视 

通过使用企业微信，我能展现出正面的职业操守 

通过使用企业微信，我将会被认为能代表单位的正面形象 

Avoiding WLC 

Q27. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat helps me to avoid risks of coming home too tired to do some of the things 

I'd like to do;  

EWeChat helps me to avoid risks of having so much work to do that it takes away 

from my personal interests; 

EWeChat helps me to avoid risks that my family/friends dislike how often I am 

preoccupied with my work while I am at home; 

EWeChat helps me to avoid risks that my work takes up time that I'd like to spend 

with family/friends. 

Through using EWeChat, I do not need to friend my colleagues that I do not want 

to on private platforms. 

Q27. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

通过使用企业微信，我可以不用因为加班而归家过晚 
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通过使用企业微信，我可以不用被工作影响个人生活 

通过使用企业微信，我的家人或朋友不再因为我花费太多时间在家工作而抱

怨 

通过使用企业微信，我可以不用被工作侵占陪伴家人或朋友的时间 

通过使用企业微信，我可以不用被迫在私人社交平台（如微信）上加一些不

想加的同事为好友 

Risks 

Performance risk 

Q28. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

EWeChat may create problems with my communication with 

colleagues/supervisors.  

I found some information sent on EWeChat useless.  

Using EWeChat decreases my work effectiveness. 

Based on your experience, how often does EWeChat malfunction? (5-point Likert 

type scale where 1 = very low and 5 = very high) 

Q28. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

当我在用企业微信与同事沟通时，可能会出现沟通不畅的问题 

企业微信上发送的信息有时是我并不需要的 

使用企业微信降低了我的工作效率 

在你看来，企业微信出现使用故障有多频繁？(李克特 5 点量表，1 = 非常不
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频繁，5 = 非常频繁) 

Social concern 

Q29. Please indicate the extent to which you agree with the following. (5-point 

Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

Because of using EWeChat, I am unable to maintain a friendship with individuals 

that I use EWeChat to communicate with (for example, colleagues, clients, 

suppliers, etc.).  

Because of using EWeChat, I feel distance with individuals that I use EWeChat to 

communicate with (for example, colleagues, clients, suppliers, etc.). 

Q29. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

因为使用企业微信，我难以与在企业微信上沟通的对象（如同事、客户）维

持友谊 

因为使用企业微信，我感到与在企业微信上沟通的对象（如同事、客户）有

距离感 

Stress 

Q30. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

Using EWeChat upsets me because of its unexpected notifications.  

Using EWeChat stresses me because I lost control of my leisure time.  

Using EWeChat makes me nervous.  

Using EWeChat makes me feel that things are not going my way.  
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Using EWeChat makes me feel that I cannot take care of things I have to do.  

How often have you been angered because of unexpected notifications from 

EWeChat? (5-point Likert type scale where 1 = very rarely and 5 = very often, 0 = 

I turn off the notifications) 

Q30. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

企业微信的消息提醒常常使我不适 

因为使用企业微信，我的闲暇时间受到侵占，从而感受到了压力 

使用企业微信使我紧张 

我觉得我不能按照自己的想法使用企业微信 

因为使用企业微信，我无法把注意力集中在自己想做的事上 

在多大程度上你会因为突如其来的企业微信消息提醒而生气？ (李克特 5 点

量表，1 = 非常不频繁，5 = 非常频繁) 

Information overload 

Q31. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

Keeping track of the information on EWeChat stresses me.  

Most of the time, it is easy for me to determine what information is trustworthy on 

EWeChat (reverse).  

I feel confident in my ability to use EWeChat to keep up with information demands 

in my life (reverse) 

It is sometimes difficult for me to find the information I need on EWeChat. 



412 
 

412 
 

Q31. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我因需要一直对企业微信上的信息保持关注而感到压力 

大部分情况下，我都能轻易地判断哪些企业微信上的信息是可信的 (reverse) 

我对自己在生活中通过企业微信来获取所需信息的能力有信心 (reverse) 

有时候，在企业微信上找到需要的信息是困难的 

Privacy concern 

Q32. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

My use of EWeChat would lead to a loss of my privacy because my personal 

information would be used without my knowledge.  

When using EWeChat, I feel my organization is monitoring my communication 

actions on it. 

How likely is it that using EWeChat reveals my personal information? (5-point 

Likert type scale where 1 = very unlikely and 5 = very likely) 

Q32. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

使用企业微信会造成隐私泄露，因为我的个人信息可能会在不经我同意的情

况下被使用 

使用企业微信会造成隐私泄露，因为我的单位会监控我在企业微信上发送的

信息 

多大程度上使用企业微信会暴露我的个人信息？ (李克特 5 点量表，1 = 非
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常不可能，5 = 非常可能) 

Subjective norms 

Q33. In your view, how do your supervisors/colleagues/clients rate the importance 

of using EWeChat? (5-point Likert type scale where 1 = very low and 5 = very high) 

Q33. 在你看来，你的领导认为用企业微信沟通的重要程度有多少？(李克特

5 点量表，1 = 非常不重要，5 = 非常重要) 

在你看来，你的同事认为用企业微信沟通的重要程度有多少？(李克特 5 点

量表，1 = 非常不重要，5 = 非常重要) 

在你看来你的客户认为用企业微信沟通的重要程度有多少？(李克特 5 点量

表，1 = 非常不重要，5 = 非常重要) 

Q34. How supportive do you think your supervisors/colleagues/clients are on your 

decision to use EWeChat? (5-point Likert type scale where 1 = very unsupportive 

and 5 = very supportive) 

Q34. 你认为假如你要选择使用企业微信进行沟通，你的领导会有多支持你

的决定？(李克特 5 点量表，1 = 非常不支持，5 = 非常支持) 

你认为假如你要选择使用企业微信进行沟通，你的同事会有多支持你的决定？

(李克特 5 点量表，1 = 非常不支持，5 = 非常支持) 

你认为假如你要选择使用企业微信进行沟通，你的客户会有多支持你的决定？

(李克特 5 点量表，1 = 非常不支持，5 = 非常支持) 

Perceived behavioral control (PBC) 

Q35. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 



414 
 

414 
 

Typically, I have enough skills to use EWeChat. 

Typically, my device is able to operate EWeChat. 

My use of EWeChat is entirely within my control. 

Q35. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我有足够的使用企业微信的技能 

我有足够运行企业微信的设备 

我能完全决定自己是否使用企业微信 

Habit 

Q36. Please indicate the extent to which you would like to use WeChat and 

EWeChat to accomplish the following tasks. (3-point Likert type scale where 1 = 

not likely and 3 = likely) 

Communication with colleagues; 

Communication with supervisors; 

Communication with organization; 

Do work-related tasks; 

Acquire useful information or files; 

Express opinions 

Q36. 在进行下列事项时，你会更倾向于选择以下哪种媒介？(李克特 3 点量

表，1 = 不愿意，3 = 愿意) 

媒介：企业微信，微信 

与同事交流 
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与部门领导交流 

与单位直接交流 

完成事务性工作 

搜寻需要的信息或文件 

表达工作上自己的意见 

Continuously EWeChat use 

Q27. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I would actively use EWeChat to communicate with my colleagues, in next six 

months 

I would actively use EWeChat to acquire information from my organization, in next 

six months 

I would actively use EWeChat to facilitate my work, in next six months 

I would say positive things about EWeChat to others, in next six months 

I would recommend EWeChat to anyone who seeks advice on the enterprise mobile 

applications, in next six months 

I would continue using EWeChat in next six months 

EWeChat is my first choice of application when conducting mobile communication 

at work 

Q37. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

在接下来的六个月里，我会主动使用企业微信与我的同事交流 
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在接下来的六个月里，我会主动使用企业微信从单位获取我想要的信息 

在接下来的六个月里，我会主动使用企业微信以提高自己的工作效率 

在接下来的六个月里，我会对他人讲述企业微信的优点 

在接下来的六个月里，我会对其他想用企业内部沟通工具的人推荐企业微信 

在接下来的六个月里，我会继续使用企业微信 

在工作中使用移动设备与他人交流时，企业微信是我的首选 

EORs  

Q38. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

My organization treats people like me fairly and justly.  

Whenever my organization makes an important decision, I know it will be 

concerned about people like me.  

My organization can be relied on to keep its promises.  

I believe that my organization takes the opinions of people like me into account 

when making decisions.  

I feel very confident about this organization’s skills.  

My organization has the ability to accomplish what it says it will do. 

Q38. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位对每一位员工一视同仁 

当我的单位在做决策时，我清楚这些决策会考虑到员工的利益 

我的单位总是言出必践 
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我清楚在做决策时，我的单位会考虑员工的意见 

我对我的单位的能力很有信心 

我的单位有能力将它说过的话付诸实施 

Q39. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

My organization and people like me are attentive to what each other say.  

My organization believes the opinions of people like me are legitimate. 

In dealing with people like me, my organization has a tendency to throw its weight 

around.   

My organization really listens to what people like me have to say.  

The management of my organization gives people like me enough say in the 

decision-making process. 

Q39. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我的单位和员工互相重视对方的意见 

我的单位认为员工的意见大都是合情合理的 

在处理与员工有关的事务时，我的单位可能会对员工施压 

我的单位经常认真倾听员工的意见 

在做决策时，我单位的员工有足够的发言权 

Q40. Please indicate the extent to which you agree with the following statements. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I am happy with my organization.  
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Both my organization and people like me benefit from the relationship.  

Most people like me are happy in their interactions with my organization.  

Generally speaking, I am pleased with the relationship my organization has 

established with people like me.  

Most employees enjoy dealing with my organization. 

Q40. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 

= 非常不赞同，5 = 非常赞同) 

我和我的单位的相处很愉快 

我的单位和员工之间的关系能为双方都带来好处 

在与单位交流时，大部分员工都很愉快 

大部分情况下，我为我的单位与员工之间的关系而感到高兴 

大部分员工都认为与单位交流是一件享受的事 

Q41. Please indicate the extent to which you agree with the following statement. 

(5-point Likert type scale where 1 = strongly disagree and 5 = strongly agree) 

I feel that my organization is trying to maintain a long-term commitment to people 

like me. 

I can see that my organization wants to maintain a relationship with people like me.  

There is a long-lasting bond between my organization and people like me.  

Compared to other organizations, I value my relationship with my organization 

more.  

I would rather work together with my organization than not. 

Q41. 对于下列陈述，您在何种程度上赞同或不赞同？ (李克特 5 点量表，1 
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= 非常不赞同，5 = 非常赞同) 

我认为，我的单位愿意对员工提供长期的承诺 

我认为，我的单位愿意与员工维持关系 

我的单位和员工之间存在长期、持久的关系 

与我工作过的其他单位相比，我更看重我与当前单位的关系 

相比其他单位，我更愿意在现在的单位继续工作 

 

谢谢您参与本次研究，祝您生活愉快。 
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