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Research Program

• 1. The role of digital media in public relations 

• 2. Public engagement

• 3. Digital media processes and effects
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1. The Role of Digital Media in Public Relations

• The effects of publics’ digital media (i.e., social media and mobile media) 

use on perceived relationships with the organization

• How organizations use digital media to establish relationships with their 

publics

• The role of digital media in crisis communication 



1. The Role of Digital Media in Public Relations

• Wang, Y., & Yang, Y. (revision & resubmission). Dialogic communication on social media: How nonprofit and for-

profit organizations using Twitter to build dialogic relationships. Journal of Public Relations Research. [SSCI]

• Wang, Y., & Dong, C. (2017). Applying social media in crisis communication: A quantitative review of social 

media-related crisis communication research from 2009 to 2017. International Journal of Crisis Communication, 

1, 29-37. 

• Kim, Y., Kim, Y., Wang, Y., & Lee, N. Y. (2016). Uses and gratifications, journalists’ Twitter use, and relational 

satisfaction with the public. Journal of Broadcasting & Electronic Media, 60(3), 503-526. [SSCI]

• Wang, Y. (2016). How do television networks use Twitter? Exploring the relationship between Twitter use and 

television ratings. Southern Communication Journal, 81(3), 125-135.

• Wang, Y., & Zhou, S. (2015). How do sports organizations use social media to build relationships? A content 

analysis of NBA clubs’ Twitter use. International Journal of Sport Communication, 8(2), 133-148. [ESCI]

• Wang, Y. (2015). Incorporating social media in public relations: A synthesis of social media-related public 

relations research. Public Relations Journal, 9(3). Available online:
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1. The Role of Digital Media in Public Relations

• Theoretical framework: 

Relationship management theory

Model of organization-public relationships (OPRs)

Situational theory of publics

• Organization-public relationships:

The state existing between an organization and its publics in which both parties are 

open to, trust, and interact with each other and share some common interests and 

goals

Indicators: trust, satisfaction, control mutuality, and commitment

Paradigm in public relations 



Future Research Directions

• The impact of smartphones on OPRs

• Employee-organization relationships

• Dialogic relationships between an organization and its publics



2. Public Engagement

• Public engagement on digital media (i.e., social media and 

mobile media)

• Member engagement in nonprofit organizations

• Employee engagement



2. Public Engagement

• Wang, Y., & Ki, E.-J. (2018, in press). Membership matters: Why members 

engage with professional associations. VOLUNTAS: International Journal of 

Voluntary and Nonprofit Organizations. [SSCI]

• Wang, Y., Ki, E.-J., & Kim, Y. (2017). Exploring the perceptual and behavioral 

outcomes of public engagement on mobile phones and social media. 

International Journal of Strategic Communication, 11(2), 133-147.

• Ki, E.-J., & Wang, Y. (2016). Membership benefits matter: Exploring the factors 

influencing members’ behavioral intentions in professional associations. Nonprofit 

Management and Leadership, 27(2), 199-217. [SSCI]



Exploring the Perceptual and Behavioral Outcomes of 

Public Engagement on Mobile Phones and Social Media



Introduction

• Mobile communication technology 

• Research gaps: 

Mobile technology in public relations

Public engagement on mobile phones

• Public engagement: publics’ behavioral involvement in organization-

related activities 

• The effects of public engagement with mobile phones and social 

media on organizational identification and attachment and e-WOM 

communication 

• A survey of 633 college students in the United States



Review of Literature 

• Engagement: a new public relations paradigm (Edelman, 2008)

• Public engagement on social media (e.g., Men & Tsai, 2013)

• Mobile phone: for maintaining and cultivating existing relationships (Campbell & Kwak, 

2011; Ling, 2008).

• Customers’ use of organizational media  their organizational identification (Hong &

Yang, 2011)

• Consumer-company identification  customers’ positive WOM intentions toward the 

company (Hong & Yang, 2009)

• Public engagement  positive WOM communication (Kang, 2014)



Hypothesized Model



Method

• Pretest: 10 participants

To ensure clarity and validity of questionnaire items

• Sample: 633 college students in a public university in the southern region of the 

United States

• Research period: from January to April 2015

• Online survey via Qualtrics

• Participants: register in the SONA System

• Statistical analysis: confirmatory factor analysis and structural equation modeling



Measures

• Mobile phone engagement: “use mobile apps (i.e., apps for university directory, 

BlackBoard, and library, etc.) operated by the university” (α = .79)

• Social media engagement: “share or repost stories, images, or videos related to 

school events” (α = .86)

• Organizational attachment: “I am proud of this university’s history, heritage, and 

atmosphere” (α = .87)

• Organizational identification: “I am very interested in what others think about (name of 

the university)” (α = .85)

• Positive e-WOM communication: “recommend (name of the university) to others” (α

= .90)



Results



Results

• Mobile phone engagement  organizational attachment (β = .27, p < .001) and 

organizational identification (β = .23, p < .001)

• Social media engagement  organizational attachment (β = .25, p < .001) and 

identification (β = .38, p < .001)

• Social media engagement was the primary significant predictor of e-WOM 

communication (β = .70, p < .001), followed by organizational identification (β = .30, p

< .001) and mobile phone engagement (β = .10, p < .001).

• Mobile phone engagement had an indirect effect on positive e-WOM communication 

through organizational identification (β = .11, p < .001).



Results



Discussion

• College students’ mobile phone engagement  their attachment toward and 

identification with the university

• College students’ engagement on social media  their organizational identification 

and attachment

• College students’ public engagement on social media and mobile phones and 

university identification  their positive e-WOM communication about their university

• Organizational identification significantly mediated the relationship between mobile 

phone engagement and positive e-WOM communication.



Discussion

• Practical suggestions: harness mobile technology to engage their students; develop mobile 

applications for a university; regularly operate and update those apps and social media

• Theoretical implications: advance literature on strategic communication and digital media; 

Scales of public engagement with mobile phones and social media

• Practical implications: organizations pay greater attention to utilizing the mobile phone and 

social media; strategies for universities

• Limitations: student sample; no control variables; cross-sectional analysis

• Future research: examine mobile phone and social media engagement of various populations 

in different countries; 

Explore other predictors and outcomes of organizational identification and attachment



2. Public Engagement

• A new public relations paradigm (Kang, 2014)

• Comprehensive processes of conversation, discussion, and 
interaction between organizations and publics (Men & Tsai, 
2014)

• Public engagement on social media: publics’ behavioral 
involvement in organization-related activities on social media

• Public engagement on mobile phones

• Outcomes: maintaining relationships, organizational 
identification, and word-of-mouth (WOM) communication



Future Research Directions

• Theoretical building

• Scale development and application

• Dialogic public engagement

• Engagement in various contexts (e.g., employee engagement 

and member engagement)



Membership Matters: Why Members Engage

with Professional Associations
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Introduction

• Perceived organizational membership (POM): belonging, 

mattering, and need fulfillment 

• Member engagement

• The effects of members’ perceptions of need fulfillment and 

organizational support on their attitude toward and engagement 

with their professional associations

• Survey of 13,299 members from 18 associations with a 

sponsorship of American Society of Association Executives 



Review of Literature 

• POM: employees’ perceptions of their overall relationship with their 

organization (Masterson & Stamper, 2003). 

• POM  employees’ work attitudes associated with their overall relationship 

with the organization (Masterson & Stamper, 2003) 

• Members’ satisfaction with the leadership experiences offered by engineering 

associations  their volunteering and donation behaviors (Hager, 2014)

• Theory of reasoned action: an individual’s intention to perform a specific 

behavior is determined by the attitude toward that behavior and subjective 

norms (Fishbein & Ajzen, 1975). 



Hypothesized Model



Method

• Sample: 13,299 members from 18 membership organizations 

• Pretest

• Sampling procedure

• Survey: from October to December 2011

• Measurements: 

• Need fulfillment (i.e., opportunities to network with other professionals in 
their field; α = .82)

• Perceived organizational support (POS) (i.e., professional development or 
educational program offerings; α = .78)

• Attitude: the level of overall attitude toward associations 



Method

• Member engagement: volunteering and donation behavior

• Demographics: 

Gender: 53% female and 47% male

Mean age: 48

Ethnicity: Caucasians (90.1%), African Americans (2.8%), and Asians 

(2.7%) 

• Statistical Analysis: regression and path analyses



Results



Results



Results

• POS was an important predictor of attitude (β = .22, p < .001 for H2), 

followed by need fulfillment (β = .17, p < .001, for H1). 

• POS was a significant predictor of volunteering behavior (β = .13, p < .001 

for H4a), followed by attitude (β = .04, p = .002 for H5a). 

• POS was a primary significant predictor of donation behavior (β = .51, p < 

.001 for H4b), followed by attitude (β = .28, p < .001, for H5b). 

• Career status significantly negatively moderated the relationship between 

attitude and volunteering behavior (β = -.04, p = .012 for H6a). 



Results



Discussion

• Members’ perception of need fulfillment and organizational support  their 

attitude towards the association. 

• Members’ attitude toward their professional association  their engagement with 

the association in volunteering and donation. 

• Members’ perceived support from the association  their engagement with the 

association.

• Need fulfillment influenced engagement by mediating members’ attitude toward 

the organization.

• Career status was found to significantly moderate this relationship, with junior 

members showing a stronger effect of attitude on volunteering behavior. 



Discussion

• Theoretical implications: 

Advancing the literature on member engagement and member-based nonprofit 

associations

The proposed model: applicable to other contexts and other types of organizations

• Practical implications: 

Membership managers: consider strategies and tactics to encourage the members to be 

more engaged; offer tangible benefits and support. 

• Limitation: cross-sectional data; members’ attitude was measured by only one item; low 

response rate

• Future research: test the proposed model in various organizations and contexts; examine 

other patterns of member engagement; collect longitudinal data



3. Digital Media Processes and Effects

• Organizations’ use of digital media (i.e., social media and 

mobile media) for public relations

• Individuals’ (e.g., journalists and employees) use of digital 

media and its effects on social engagement, identification, 

political discussion and participation, etc.



3. Digital Media Processes and Effects

• Hopp, T., Parrot, S., & Wang, Y. (2018). Use of military-themed first-person shooter games and militarism: An 
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of emotions. International Journal of Mobile Communications, 14(2), 133-148. [SSCI]



Implications of My Research

• Theoretical contributions: 

Advancing the relationship management theory and the situational theory 

of publics by proposing theoretical models

Developing and testing measurement scales

Exploring the values and effectiveness of public relations in the digital 

media context

• Practical contributions:

Providing strategies for organizations and public relations professionals

How to use digital media effectively to build relationships 



Future Research Agenda

• Dialogic communication mechanism between organizations and publics 

• The impacts of organizational social media and mobile media on 

psychological and behavioral outcomes of publics via eye-tracking

• Developing the model of situational employee-organization relationship

• International public relations

• Collaboratio: Dr. Stella Chia, Dr. Chris Fei Shen, and Dr. Guanxiong

Huang

• CityU’s Center for Communication Research



Experience with Research Funding

• Principle Investigator, Research Fund, Eastern Kentucky University, U.S., 

2017-2018, USD $1,500

• Co-Investigator, National Social Science Fund, China, 2017-2018, CNY 

$100,000

• Principle Investigator, Research Support Fund, University of Alabama, U.S., 

2017, USD $600

• Co-Investigator, Center for Collaborative Innovation in the Heritage and 

Development of Xizang Culture, China, 2016-2017, CNY $60,000

• Principal Investigator, Students Innovation Training Program (SITP), Tongji

University, China, 2009-2010, CNY $1,300



Strategic Grant Plan

• Internal grant: 

Department, college, and university level

CityU Strategic Research Grant

• External grant: 

Government: HKRGC general research fund and HKRGC Competitive 

Earmarked Research Grant 

Professional association: NCA’s Advancing the Discipline Grant; AEJMC’s 

Emerging Scholars Program; and Social Science Research Council

Foundation: William T. Grant Foundation



Q&A

• Any questions or comments? Thank you. 
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Results



Results



Research Question and Hypotheses

• H1: Member’s perception of need fulfillment influences their attitude towards the association.  

• H2: Member’s perception of organizational support influences their attitude towards the 

association.  

• H3: Members’ perception of need fulfillment influences their volunteering (3a) and donation (3b) 

behaviors within the association.  

• H4: Members’ perception of organizational support influences their volunteering (4a) and 

donation (4b) behaviors within the association.

• H5: Members’ attitude towards their association influences their volunteering (5a) and donation 

(5b) behaviors within that association.  

• H6: Members’ career status moderates the relationship between attitude towards the 

association and volunteering (6a) and donation (6b) behaviors within an association, with junior 

members showing a stronger relationship than senior counterparts. 


