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Abstract

This research paper attempts to answer the question “what is the recommended tone of voice
to be used commercially via the Facebook platform?” (personal tone of voice, formal tone of
voice) and its impact on consumer responses, using an experimental approach.

After Implementing initial tests to validate that respondents were able to differentiate
between the formal and personal tone of voice, two fake brands were created to ensure that
there was no prior impact on the context of the response, one for a hotel & resort and the
second for Electronic home appliances brand.

Four pages were created on the Facebook platform, two pages for each brand, (Page =» formal
tone of voice, and page = human tone of voice), the first containing posts, photos, and
comments in a formal tone of voice, and the second in a personal tone of voice. all post’s
content ideas were service or product promotion, communication information about the
brand, promotion of the brand's pages on other social media platforms, employment
opportunities, etc.

Four questionnaires were created, and a scenario was included for each of the four
guestionnaires to distribute them online, while 294 electronic questionnaires analysed and
research hypotheses were tested using IBM SPSS statistical analysis software.

The results showed that there is no difference in communication tone of voice used by brands
via their Facebook pages in terms of purchase intention and perceived risk, on the other hand,
the difference in the used tone of voice (Formal-Personal) may lead to customer’s positive
recommendation when using the personal tone of voice.

Keywords
The tone of voice (formal-personal), Social media platforms, Consumer responses, Positive
recommendations , Perceived risk, Purchase intention, and Electronic word of mouth.
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