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This study mainly explores the relationship between the use of communication
tools, willingness to use, communication satisfaction and communication
effectiveness by NGOs using instant messaging in organizational communication,
and the willingness to use as a moderator to understand its relationship with
satisfaction and effectiveness mediating effect. The research subjects took the
members of the Taiwan Junior Chamber as a sample, citing and designing
appropriate scales for questionnaire testing. A total of 301 valid questionnaires
were collected for analysis. The results show that using instant messaging as a
communication media has a significant positive correlation with communication
satisfaction and communication effectiveness, and the willingness to use can
moderate the impact of instant messaging on communication satisfaction and
communication effectiveness. Meanwhile, the application of instant messaging,
such as LINE, will improve the communication satisfaction and effectiveness.
Key words: NGOs, instant messaging, line, communication satisfaction,
communication effectiveness.

INTRODUCTION
Due to the rapid development of science and technology, it
has changed from the desktop computer era to notebook
computers, and because of the popularity of mobile
networks, it has evolved into portable electronic products,
including tablet computers, smart phones, etc. Smart
phones have the functions of modern technology such as
touch screen, multimedia interaction, online games, and
mobile Internet access, which has led to the rapid rise of
smart phones and also contributed to the vigorous
development of instant messaging including LINE and
WhatsApp messenger. Due to the convenient function of
using, it has become an important communication tool for
the organization. Organizational communication is the
process of conveying opinions, facts, tasks, ideas, attitudes,
emotions and other information to the other party through
appropriate channels for people or groups, with the
purpose of enhancing understanding, building consensus,
coordinating actions, brainstorming or meeting the needs of
members, and then achieve organizational goals (Lewis,
1987). Taiwan Junior Chamber is a non-governmental

organization (NGO) group, which gathers together because
its members have a common service philosophy. Although
they are not profit-oriented like interest groups, how can
they find a fast, economical and efficient way of doing
business? Efficient communication is an urgent and
important issue.
The use of instant messaging in organizational
communication often elicits polarized responses. The
supporters are based on the convenience of communication
and the reduction of communication costs; while the
opponents emphasize that the supervisor may issue an
executive order at any time, and there is no rest during
holidays. How to strike a balance between the two is a
dilemma, and these phenomena form the research
motivation of this study. Among the related researches on
the application of instant messaging for communication,
there are studies that emphasize communication among
college students (Flanagin, 2005), research on the
improvement of organizational relationship in enterprises
(Cho et al., 2005), and instant messaging is often considered
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a hybrid communication medium (Voida et al., 2002), but
few studies have been conducted on the subject of NGO
group communication. Therefore, this study takes the
members of Taiwan Junior Chamber as the research object,
and conducts a research on the application of instant
messaging, line, in organizational communication, in order
to explore the current situation of organizational
communication and explore the factors that affect
members' use of Line for communication. According to the
aforementioned research motives, the research objectives of
this study includes: (1) to understand the status of the
members of Taiwan Junior Chamber using Line for
communication; and (2) to explore the satisfaction and
communication effectiveness that affect members' use of
Line for communication.

2002; Nardi et al., 2000). According to the research results
of the use and satisfaction of mobile instant messaging, it is
pointed out that the general motivation, emotional
motivation, caring motivation, stress relief, information,
application motivation and daily use of mobile instant
messaging and weekly mobile instant messaging use is
positively related (Leung, 2000; Wei, 2000). Therefore,
based on the above literature review, the first hypotheses of
this study is as follows:

LITERATURE REVIEW

In addition to the motivation of using instant messaging,
satisfaction of communication is very important. The first
definition of satisfaction is the psychological cognition that
users spend when purchasing goods and get them at a
specific time and place. If the psychological cognition
obtained is higher than the purchase cost, there will be
satisfaction and vice versa (Cardozo, 1965). User
satisfaction can also be defined as the general emotional
response or affective response based on the user’s previous
interactions with the mobile service based on expectations
and experiences (Ogara et al., 2014). Akkirman and Harris,
(2005) compared levels of communication satisfaction
between virtual workplace and traditional workplace
employees in a single firm and explore the potential causes
of the differences. The results found that virtual office
workers were more satisfied with organization
communication than traditional office workers. It can be
seen from the above research that the use of
communication media in the organization will have
different effects on the satisfaction of organizational
communication and instant messaging will have different
effects
on
the
effectiveness
of
organizational
communication because of its unique media characteristics.
Therefore, based on the above literature review, the second
and third hypotheses of this study are as follows:

Organizational communication
Simon (1976) stated that organizational communication is
the process by which one part of the organization conveys
its own meaning to another part. Greenbaum (1982) found
that organizational communication refers to the
communication and acceptance of messages generated by
members of an organization in their job positions in order
to accomplish organizational goals. Goldhaber (1993)
defined organizational communication as the process of
creating and exchanging information within a network of
interdependent relationships in order to cope with
environmental uncertainty. Fritz et al. (1998) found that in
order to achieve its goals, an organization must coordinate
the activities of its members through communication so
that everyone can complete the work of the organization
under the same understanding and expectation and also
through the interaction between colleagues,and share
information with each other to promote mutual
cooperation.
Motivation for using mobile instant messaging
Mobile instant messaging has nearly synchronous real-time
interactivity on mobile devices and computers, but instant
messaging is different from traditional text messages and emails. More personalized instant messaging allows users to
know when they contact each other through messages.
Whether the other party is also waiting to be contacted, the
device can know whether the other party is online; whether
the sent message has been read, etc., and after the user has
established an address book, instant messaging can be used
to make voice calls; send files, pictures, etc. Text messaging;
video communication are more direct means of
communication than e-mail and traditional text messaging
(Cunningham, 2003; Metz et al., 2003; Grinter and Palen,

H1: There is a positive relationship between using instant
messaging to communicate and willingness to use instant
messaging.
Organizational communication satisfaction

H2: There is a positive relationship between using instant
messaging
to
communicate
and
communication
satisfaction.
H3: There is a positive relationship between willingness to
use instant messaging and communication satisfaction.
The communication efficiency
messaging in organizations

of

using

instant

At present, there are many studies and literatures on
organizational communication, but the research on mobile
instant messaging as a communication media is relatively
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Figure 1: Research structure.

limited. Carol and Robert (2011) found that the use of
instant messaging (IM) technology at work is controversial,
but Instant Messengers (IMs) are widely used socially and
increasingly in the workplace, meanwhile, IMs can
significantly contribute to communication performance.
Pui-Lai (2008) mentioned that IMS as a means of
communication, it has not only been influential at the
personal level, but has also affected interaction between
members of business organizations. And the results are
perceived presence awareness has the greatest positive
impact on the attitude of organization workers towards IM,
while critical mass causes a negative effect. Lou et al. (2005)
by integrating three interpersonal factors into a model of
motivation from the technology acceptance literature, and
test a research model to explain an individual's continuous
use of IM in keeping and sustaining interpersonal
relationships. The results imply that IM is a useful and fun
tool for fulfilling one's need for attachment and
commitment and for gathering online with one's friends,
family members, and others. It can be found from the above
studies that before 2011, most of the communication media
studied by researchers in the past was MSN Messenger and
after 2011, most of the communication media studied was
mobile instant messaging. As a result, it is possible to find a
rough demarcation point for the vigorous development of
information technology industries such as smartphones and
mobile instant messaging, which has once again led to a
research boom in organizational communication and
emerging communication media. In the past, the research

objects and research scope of instant messaging papers
were mostly aimed at companies in various industries,
employees of enterprises or the general public, and the
research applied to NGO communication is rare, so it is also
the main purpose of this research. Therefore, based on the
above literature review, the fourth, fifth and sixth
hypotheses of this study are as follows:
H4: There is a positive relationship between using instant
messaging
to
communicate
and
communication
effectiveness.
H5: There is a positive relationship between willingness to
use instant messaging and communication effectiveness.
H6: There is a positive relationship between
communication
satisfaction
and
communication
effectiveness.
RESEARCH METHODOLOGY
Research structure
This study is based on the mixed methodology proposed by
scholars (Arora, 2012), combined with literature review, to
study the organization in terms of using instant messaging
to communicate, willingness to use, communication
satisfaction and communication effectiveness. According to
the purpose and literature review of this study, the research
structure is proposed as shown in Figure 1. Base on the
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research structure, the research hypothesis as follow:
H1: There is a positive relationship between using instant
messaging to communicate and willingness to use instant
messaging.
H2: There is a positive relationship between using instant
messaging
to
communicate
and
communication
satisfaction.
H3: There is a positive relationship between willingness to
use instant messaging and communication satisfaction.
H4: There is a positive relationship between using instant
messaging
to
communicate
and
communication
effectiveness.
H5: There is a positive relationship between willingness to
use instant messaging and communication effectiveness.
H6: There is a positive relationship between
communication
satisfaction
and
communication
effectiveness.
Questionnaire design and distribution
The questionnaire content of this research mainly refers to
domestic and foreign related literature and is designed
according to the characteristics of Taiwan Junior Chamber.
The questionnaire is divided into six parts: basic
information of members, member characteristics, using
instant messaging to communicate, willingness to use,
communication
satisfaction
and
communication
effectiveness. Under the constraints of limited manpower,
time and funds, this study adopts the convenience sampling
method to distribute questionnaires to the members of the
case companies. A total of 301 questionnaires were
distributed, 301 questionnaires were recovered, and 301
questionnaires were valid, with an effective recovery rate of
100%.
RESULTS
Descriptive statistics of sample characteristics
The sample characteristics include nine items that is,
gender, age, marriage, education, occupation, monthly
income, years of using LINE, frequency of daily use of LINE,
and years of membership in the Taiwan Junior Chamber.
The results of descriptive statistics of sample
characteristics as follows: the gender ratio of members is
72.1% for men and 27.9% for women; the age of members
is from 31 to 40 years old accounted for 41.5%, and from 41
to 50 years old accounted for 32.2%; the marital status of
members is 53.5% unmarried and 39.2% married; college
or above accounted for more than 60%; the occupation is
more in business and service industries, accounting for
37.8% and 32.6% respectively; the average monthly income
of members is 40,001~80,000 NTD, accounting for 43%,

and more than 120,00 NTD accounted for 19%; 38% use
LINE for more than 10 years, followed by 36% for 7-10
years; 45% use LINE for more than 3 h a day, followed by 12 h, accounting for 21%; More than 10 years accounted for
28% of the highest, followed by 5.1-10.0 years accounted
for 27%. The results are shown in Table 1.
Reliability and validity analysis
In this study, 50 people were pre-tested at the beginning of
the questionnaire. The results showed that the Cronbach’s 
values of using instant messaging to communicate,
willingness to use, communication satisfaction, and
communication effectiveness were 0.920, 0.947 , 0.897, and
0.947 respectively, indicating that the reliability of the
questionnaire is within the acceptable range. After the
formal investigation, further confirmatory factor analysis
was conducted for each subscale, and the explained
variance was above 70%. In addition, the factors extracted
from each dimension were consistent with the content of
the operational definition of this study. Therefore, the
amount of this study was the table should have appropriate
construct validity. In addition, the Cronbach's α value of
each subscale is above 0.9, indicating that the research
questionnaire has an appropriate level of reliability.
Test analysis
According to the demographic variables, using instant
messaging to communicate, willingness to use,
communication
satisfaction,
and
communication
effectiveness are tested. The results as follows:
1. In terms of gender, in addition to the significant
differences in the dimension of willingness to use, it shows
that men's willingness to use instant messaging is different
from that of women. There is no significant difference with
the aspects of communication effectiveness.
2. In terms of age, there were significant differences in some
aspects of communication effectiveness but no significant
differences in other aspects.
3. In terms of education, there are some significant
differences in the aspect of communication satisfaction and
communication effectiveness, but there is no significant
difference in other aspect.
4. In terms of occupation, there are significant differences in
the dimensions of using instant messaging to communicate,
willingness to use, communication satisfaction, and
communication effectiveness.
5. In terms of average monthly income, there is no
significant difference in other aspect except for the
willingness to use aspect.
6. In terms of seniority in using LINE, there is no significant
difference in each aspect, indicating that there is no
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Table 1: Descriptive statistics of sample characteristics.

Basic data variables

No. of percentage
Basic data variables
No. of percentage
samples
samples
Gender
male
217
72.1%
average monthly income Under 20000
16
5.3%
(NTD)
female
84
27.9%
20001-40000
50
16.6%
Age
under 20
1
0.3%
Member Features
40001-80000
128
42.5%
21-30
32
10.6%
80001-120000
51
16.9%
31-40
125
41.5%
Over 120001
56
18.6%
41-50
97
32.2%
No. of
percentage
samples
Over 51
46
15.3%
Under 3
0
0.00%
Marriage unmarried
161
53.5%
seniority in using LINE
3-5
12
3.99%
married
118
39.2%
5-7
60
19.93%
divorced
22
7.3%
7-10
108
35.88%
Education under junior high
5
1.7%
frequency of using LINE
Over 10
112
37.21%
school
senior high school
43
14.3%
Under 0.5
7
2.33%
University/college
187
62.1%
0.5-1.0
34
11.30%
graduate School
64
21.3%
1-2
62
20.60%
Occupation soldiers
6
1.99%
To be the member of
2-3
52
17.28%
government and
Taiwan Junior Chamber
teacher
(years).
student
4
1.33%
Over 3
132
43.85%
industry
40
13.29%
Under 1
25
8.31%
business
116
38.54%
1.1-3.0
31
10.30%
service
102
33.89%
3.1-5.0
64
21.26%
medical
1
0.33%
5.1-10.0
96
31.89%
housewife
1
0.33%
Over 10
85
28.24%
others
31
10.30%

significant difference in using instant messaging to
communicate, willingness to use, communication
satisfaction, and communication effectiveness. There are
different results depending on the seniority of using the
line.
7. In terms of the frequency of using LINE, there is a
significant difference in the surname in the willingness to
use aspect, and there are some significant differences in the
aspect of using instant messaging to communicate, but
there are no significant differences in other aspect. From
this result, it could be seen that the use of line as instant
messaging would not have different results due to different
years of use; however, there would be differences in
willingness to use and using instant messaging to
communicate due to different usage frequencies.
8. There was no significant difference in terms of seniority
in joining the Taiwan Junior Chamber, indicating that there
was no significant difference in terms of using instant
messaging to communicate, willingness to use,
communication
satisfaction,
and
communication
effectiveness. There will be different results due to different
years of membership in the Taiwan Junior Chamber.

Correlation analysis
Through the Pearson product difference correlation
analysis, this study examines that using instant messaging
to communicate and willingness to use, using instant
messaging
to
communicate
and
communication
satisfaction, using instant messaging to communicate and
communication effectiveness. The influence of whether
there is a correlation relationship between the aspect of
willingness to use and communication satisfaction, the
aspect of willingness to use and communication
effectiveness, and the aspect of communication satisfaction
and communication effectiveness. The results show that the
aspect of using instant messaging to communicate has a
positive impact on the aspect of willingness to use; the
aspect of using instant messaging to communicate has a
positive impact on the aspect of communication
satisfaction; the aspect of using instant messaging to
communicate has a positive impact on the aspect of
communication
satisfaction
and
communication
effectiveness. There is a positive impact between the aspect
of willingness to use and communication satisfaction, and
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Table 2: Correction analysis.

Using instant messaging
to communicate
Willingness to use
Satisfaction
Effectiveness

Using instant
messaging to
communicate
1

Willingness
to use

Satisfactio
n

Effectivene
ss

0.821**

0.882**

0.930**

0.821**
0.882**
0.930**

1
0.822**
0.845**

.822**
1
0.926**

0.845**
0.926**
1

**. Correlations are significant at the 0.01 (two-tailed).

Table 3: Comparison table of hypothesis testing results.

hypothesis
H1
There is a positive relationship between using instant messaging to communicate and willingness
to use instant messaging.
H2
There is a positive relationship between using instant messaging to communicate and
communication satisfaction.
H3
There is a positive relationship between willingness to use instant messaging and communication
satisfaction.
H4
There is a positive relationship between using instant messaging to communicate and
communication effectiveness.
H5
There is a positive relationship between willingness to use instant messaging and communication
effectiveness.
H6
There is a positive relationship between communication satisfaction and communication
effectiveness.

the aspect of willingness to use has a positive impact on the
aspect of communication effectiveness as well. The finally
results that the aspect of communication satisfaction has a
positive impact on communication effectiveness, the details
are shown in Table 2. From the above analysis, it can be
known that the hypothesis proposed by this study could be
supported and the results are organized into Table 3.
Regression analysis
In this section, regression analysis is used to understand the
influence of communication media, use intention,
satisfaction, and effectiveness, to test whether the
independent variables (using instant messaging to
communicate, willingness to use) have significant effects on
the dependent variables (communication satisfaction and
communication effectiveness). The standardized regression
coefficient (β coefficient) obtained through regression
analysis to understand the influence of each variable on the
dependent variable. In addition, through the change of
standardized regression coefficients, it is tested whether
the willingness to use has a mediating effect on the using of
instant messaging as a media and communication
satisfaction or communication effectiveness (Baron and
Kenny, 1986). The analysis results are shown in Table 4. The
influence of using instant messaging to communicate and

testing results
support
support
support
support
support
support

willingness to use on the aspect of communication
satisfaction, the overall explanatory power R2 of using
instant messaging to communicate on communication
satisfaction is 0.778 and the standardized regression
coefficient is 0.882. The overall explanation of willingness
to use to communication satisfaction, where the power R2
is 0.674 and the standardized regression coefficient is
0.822. The overall explanatory power R2 of using instant
messaging to communicate and willingness to use to
communication satisfaction is 0.806, and the standardized
regression coefficient of the willingness to use is reduced to
0.298, the regression coefficient has a significant change.
Therefore, according to the research of Baron and Kenny
(1986) it shows that the willingness to use has a mediating
effect on the use of instant messaging to communicate and
communication satisfaction. The influence of using instant
messaging to communicate and willingness to use on
communication effectiveness, the overall explanatory
power R2 of using instant messaging to communicate on
communication effectiveness is 0.865, and the standardized
regression coefficient is 0.930. The overall explanatory
power R2 of using instant messaging to communicate on
communication effectiveness is 0.714, the standardized
regression coefficient is 0.845. The overall explanatory
power R2 of using instant messaging to communicate and
willingness to use to communication effectiveness is 0.885,
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Table 4: Regression analysis.

Dependent variables

Independent variable

R2 (Adj)

Communication satisfaction
Communication satisfaction
Communication satisfaction

using of instant messaging as a media
willingness to use
a. using of instant messaging as a media

0.778
0.674

Communication effectiveness
Communication effectiveness
Communication effectiveness

b. willingness to use
using of instant messaging as a media
willingness to use
a. using of instant messaging as a media
b. willingness to use

0.806
0.865
0.714
0.885

the standardized regression coefficient of willingness to use
is reduced to 0.250, the regression coefficient has a
significant change, so according to Baron and Kenny (1986)
research, indicating that willingness to use has a mediating
effect on the use of instant messaging to communicate and
communication effectiveness.
CONCLUSION AND RECOMMENDATIONS
Conclusion
1. Overall, among the various communication elements of
instant messaging considered in this study, although the
average of the satisfaction scale (M=4.48) is low, the rest of
the scales are all above 4.5, indicating that the Taiwan
Junior Chamber using instant messaging as an
organizational communication media is the right choice.
2. Among the various communication elements of instant
messaging, the correlation between the aspect of using
instant messaging as the media of communication and the
aspect of communication effectiveness is the largest
(r=0.930), followed by the aspect of communication
satisfaction and the aspect of communication effectiveness
(r=0.926) , which shows the importance of the use of
instant messaging as communication media on
communication effectiveness, and the close relationship
between communication satisfaction and communication
effectiveness. It can also be inferred from this that the
better the use of instant messaging communication tools,
the higher the organizational communication effectiveness,
and the higher the organizational communication
satisfaction, the better the communication effectiveness.
3. There is a significant positive correlation between the
aspect of using instant messaging, the aspect of willingness
to use, the aspect of communication satisfaction and the
aspect of communication effectiveness. Among them, the
aspect of using instant messaging has the highest degree of
correlation with the aspect of communication effectiveness,
while the aspect of using instant messaging has the highest
correlation with the aspect of communication effectiveness.

Standardized
regression
coefficient
0.882
0.822
a. 0.637

Significance

b. 0.298
0.930
0.845
a. 0.725
b. 0.250

0.000
0.000
0.000
0.000
0.000

0.000
0.000
0.000

The degree of correlation between the aspects of
willingness to use is lower.
4. There is a significant positive correlation between the
aspect of willingness to use, communication satisfaction
and communication effectiveness. Among them, the aspect
of willingness to use and communication effectiveness have
a higher degree of correlation, the aspect of communication
satisfaction and communication effectiveness are second,
and the aspect of willingness to use and communication
satisfaction that is the least relevant.
5. In terms of mediating effect, the aspect of willingness to
use has a mediating effect on the aspect of using instant
messaging
to
communicate
and
communication
satisfaction, and the aspect of willingness to use has a
mediating effect on the aspect of using instant messaging
and communication effectiveness.
Recommendations
The purpose of this study has basically been achieved and
the following are the recommendations:
1. As for the research object of this study, only the members
of the Taiwan Junior Chamber of NGOs are surveyed and
whether the results obtained can be applied to other NGOs’
field categories is a matter for further research.
2. After the literature survey, it is found that the actual
domestic empirical research on instant messaging as a
communication tool for NGOs is limited, and follow-up
research can be more in-depth research in this area, which
should have a positive effect on the improvement of
communication.
3. Although this study has explored the four aspects of using
instant messaging to communicate, willingness to use,
communication
satisfaction,
and
communication
effectiveness as organizational communication elements
through instant messaging, there are still deficiencies.
Subsequent research should be able to add more variables,
such as task categories, external environment for a more indepth and comprehensive discussion.

Journal of Business & Economic Management; Chen and Kuo. 071

REFERENCES
Akkirman AD, Harris DL (2005). “Organizational communication
satisfaction in the virtual workplace”. Journal of Management
Development. 24 (5): 397-409.
Arora R (2012). “A mixed method approach to understanding the role of
emotions and sensual delight in dining experience”. Journal of Consumer
Marketing. 29(5): 333–343.
Barnard CI (1968). “The functions of the executive”. Harvard university
press. Pp.11.
Baron RM, Kenny DA (1986). “The Moderator Mediator Variable
Distinction in Social Psychological Research: Conceptual, Strategic, and
Statistical Consideration”. Journal of Personality and Social Psychology.
51: 1173-1182.
Cameron AF, Webster J (2005). “Unintended consequences of emerging
communication technologies: Instant messaging in the workplace”,
Computers in Human behavior. 21(1): 85-103.
Cardozo RN (1965). “An experimental study of customer effort,
expectation, and satisfaction”. J. Market. Res. 2(3): 244-249.
Carol XJ, Ou (2010). “The Impact of Instant Messaging in the Workplace”,
AMCIS Proceedings. Pp. 136.
Carol XJO, Robert M (2011). Davison. “Interactive or interruptive? Instant
messaging at work”. Decision Support Systems. 52(1): 61-72.
Cho HK, Trier M, Kim E (2005). “The use of instant messaging in working
relationship development: A case study”. Journal of Computer-Mediated
Communication. 10: 4.
Cunningham M (2003). “Impact of trauma work on social work clinicians:
Empirical findings”. Social work. 48(4): 451-459.
Davis FD (1985). “A technology acceptance model for empirically testing
new end-user information systems: Theory and results”, Doctoral
dissertation, Massachusetts Institute of Technology.
Faulhaber G (2002). “Network effects and merger analysis: instant
messaging and the AOL–Time Warner case”. Telecommunications Policy.
26(5): 311-333.
Flanagin AJ (2005). “IM online: Instant messaging use among college
students”, Communication Research Reports. 22: 175-18.
Fritz MB, Narasimhan WS, Rhee HS (1998). “Communication and
coordination in the virtual office”, Journal of Management Information
Systems. 14(4): 7-28.
Goldhaber GM (1993). Organizational Communication. Madison. WI:
Brown & Benchmark.
Greenbaum S, Meyer CF (1982). “Ellipsis and coordination: Norms and
preferences”, Language & Communication. 2(2): 137-149.
Grinter RE, Palen L (2002). “Instant messaging in teen life”, In Proceedings
of the 2002 ACM conference on Computer supported cooperative work.
pp. 21-30.
Huang LC, Yen DC (2003). “Usefulness of instant messaging among young
users: Social vs. work perspective”. Human Systems Management. 22(2):
63–72.
Leung L, Wei R (2000). “More than just talk on the move: Uses and
gratifications of the cellular phone”, Journalism & mass communication
quarterly. 77(2): 308-320.
Lewis PV (1987). Organizational communication: The essence of effective
management. Wiley.
Lou, Hao, Chau, Patrick YK, Li D (2005). “Understanding Individual
Adoption of Instant Messaging: An Empirical Investigation”. J. Assoc.
Inform. Syst. 6: 4.

Metz C, Clyman J, Todd M (2003). “IM everywhere”. PC Magazine. 22(20):
128-136.
Nardi BA, Whittaker S, Bradner E (2000). “Interaction and outeraction:
Instant messaging in action”, In Proceedings of the 2000 ACM
conference on Computer supported cooperative work. Pp.79-88.
Ogara SO, Koh CE, Prybutok VR (2014). “Investigating factors affecting
social presence and user satisfaction with mobile instant messaging”.
Computers in Human Behavior. 36: 453-459.
Oliver RL, Rust RT, Varki S (1997). “Customer delight: foundations,
findings, and managerial insight”. Journal of Retailing. 73(3): 311-336.
Pui-Lai T, Chechen L, Jerry CC, Meng-Lin S, Chun-Yuan C (2008). “An
empirical investigation of the factors affecting the adoption of Instant
Messaging in organizations”. Computer Standards & Interfaces. 30(3):
148-156.
Simon HA, Hayes JR (1976). “The understanding process: Problem
isomorphs”, Cognitive psychology. 8(2): 165-190.
Tasko SM, McClean MD (2004). Variations in articulatory movement with
changes in speech task.
Voida A, Newstetter W, Mynatt E (2002). “When conventions collide: The
tensions of Instant Messaging attributed”. Proceedings of the ACM
Conference on Human Factors in Computing Systems. Pp.187-194.

Cite this article as:
Chen KS, Kuo HL (2022). The application of instant messaging in
organization communication by NGO: A study of Taiwan junior
chamber. J. Bus. Econ. Manag. 10(4): 064-071.
Submit your manuscript at:
http://www.academiapublishing.org/journals/jbem

