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Abstract 

This study aims to analyze and explore the impact of WOM on organizational attractiveness towards 

university students and fresh graduates. Data is collected from respondents who are currently 

university students and fresh graduates in Ho Chi Minh city. We carried out an online survey and 

obtained 314 valid responses. Validation of direct effects was conducted using the SEM in AMOS and 

moderating effects were carried out using two techniques which are PROCESS macro in SPSS and 

Multigroup analysis in SEM using AMOS. Findings indicate that message quality and source expertise 

are determinants of WOM’s effects, while tie strength and prior job search experience are important 

moderators which play critical roles in applicants’ information-processing. By emphasizing the 

importance of Word-of-Mouth information for job seekers, these findings are valuable to organizations 

at the recruitment stage, through the understanding of WOM adoption process. In addition, such results 

are relevant for career advisors that work with students at universities and fresh graduates to understand 

the way they evaluate and make choices about job pursuits. 
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1. Introduction  

Talent recruitment and management is critical to organizations because of the competition in the labor 

market and the lack of well-educated workforce (Frenkel et al., 2013). Thus, human resource 

departments are interested in attracting the students and fresh graduates from top universities. 

However, the reality shows that companies have more difficulty in attracting than choosing applicants 

(Ployhart, 2006). Organizations are now working hard on recruiting process, which aims to attract 

outstanding job seekers (Townsend, 2007). However, the performance of recruiting activities is argued 

to rely largely on the attractiveness of organization toward job seekers (Highhouse et al., 2003; Polat 

et al., 2019). The overall efficiency of recruitment process will improve if the organization itself is 

highly attractive to job seekers and thus, take on competitive advantages compared to rivals (Michaels 

et al., 2001).  

A key factor that influences the decision of potential applicants in choosing an organization is the 

source from which they receive the employment information (Breaugh, 2013). Theoretical frameworks 

suggest that when compared to individuals who already have experience in working, WOM as a 

recruitment source has a specific impact on university students and fresh graduates. This is because 

this group is generally lack of the knowledge necessary for making the right job decision, thus, they 

are highly motivated to seek help from others (Bonaccio et al., 2014) and rely heavily on others’ advice, 

notably parents and teachers (Dayton, 1981). Consequently, they would consider WOM as a primary 

information source. 

In the marketing literature, the significant impact of WOM has been carried out mainly in the field of 

consumer behavior, while Word-of-mouth as a source of recruitment has just recently begun to be 

explored (Ahamad, 2019; King et al., 2014). Moreover, few studies have investigated the impact of 

WOM in the sense of organizational attractiveness, particularly on university students and fresh 

graduates. This research aims to figure out how WOM affects organizational attractiveness on 

university students and fresh graduates, thereby, understand how they evaluate and make application 

decisions to companies. In addition, this study attempts to contribute to the knowledge base by 

examining the impact of WOM on organizational appeal.  

2. Theoretical background and Research model  

2.1. Organizational Attractiveness  

Organizational attractiveness is deemed critical to attract and retain high-qualified workforce. Story et 

al. (2016) suggested organizational attractiveness is the willingness of applicants to seek for 
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employments and embrace job offers within a company. In the other hand, Berthon et al. (2005) 

defined organizational attractiveness as the job experience and benefits that employees would obtain 

during the employment. However, in Slåtten et al. (2019)’s point of view, organizational attractiveness 

is perceived as the willingness of employees to choose the same employer again if the choice is made 

and to recommend the workplace to others. The literature provides us with various definitions about 

the attractiveness of an organization, thus, the benefits and satisfactions that an individual receives 

working for an employer are what they all have in common. For our research, the concept of 

organizational attractiveness is interpreted base on Story et al. (2016) definition. This is because 

university students and fresh graduates are generally lack of experience and are highly motivated to 

seek help from others (Bonaccio et al., 2014). Thus, it is more likely that they would value an 

organization from the perspective and knowledge of other experienced people instead of their own 

judgments.  

2.2. Human resource management and Organizational Attractiveness 

Prior studies have indicated the connection between HRM practices and organizational attractiveness 

from job seeker’s perspective. Gomes and Neves (2011) argued that learning opportunities, training 

programs, adequate salary, work safety and benefits would significantly impact organizational appeal 

on job seeker. While Holtbrugge and Kreppel (2015) have found that within HRM practices, job 

security and compensation could positively impact on the organizational attractiveness. Along with 

that, Highhouse et al. (2003) suggested task demands, salary and benefits while Rau and Hyland (2002) 

proposed telecommuting and flexible working hour could influence potential applicants’ attraction to 

the organization. There are numerous other studies in this literature have also investigated the 

significant impact of HRM activities on organizational attractiveness as a package. To summarize, 

these previous researches provide support for HRM practices in affecting applicants’ job pursuit 

intentions. Thus, it is expected that organizational appeal could be improved by enhancing HRM 

aspects as well as working condition (Lee et al., 2016).  

2.3. Information sources and Organizational Attractiveness  

As we mentioned above, a key factor that impacts the decision of potential applicants in choosing an 

organization is the source from which they receive the employment information (Breaugh, 2013). 

Everyone can easily reach to information about recruitment or an organization through various 

sources.  It can come from company-dependent sources in which the company can control over such 

as advertising campaigns. However, the information coming from this source is usually polished and 

mainly positive about the employer (Van Hoye and Lievens, 2009).  
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Conversely, there are company-independent information sources that the organization cannot directly 

control, however, have powerful effects on the belief and perception of applicants about a company 

(Banks et al., 2016; Cable & Turban, 2001). Among these company-independent sources, there is one 

crucial type, which is WOM, can significantly influence on job seekers since it provides both positive 

and negative information, which brings a sense of reliability and credibility (Van Hoye, 2014). 

Moreover, due to its personal aspect, WOM information is easier to access in potential applicants’ 

memory. 

2.4. Word-of-Mouth as a recruitment source 

WOM information occupies a key role in a recruitment context as it is plentiful and easily accessible 

to job seekers (Van Hoye, 2014). WOM as a recruitment source is not directly controlled by the 

organization and is created by individuals who are considered to not gain any personal benefit or 

financial interest in advertising the organization (Van Hoye and Lievens, 2009). It is basically that any 

individual, including family members, friends, acquaintances or strangers, could become a WOM 

recruitment source. WOM information can be easily shared through various channels, for example 

through face-to-face contact or online discussions. Compared to other means of communication, WOM 

is more reliable, has lower cost with faster speed of delivery, and a notably high response from 

receivers (Mazzarol et al., 2007).   

Even though in the literature on marketing, it has long been established about the significant impact of 

WOM on consumers’ attitude formation and behavior, WOM as a recruitment source has just started 

to be explored in few studies (e.g. Van Hoye & Lievens, 2007a, 2007b, 2009; Jaidi et al., 2011; Keeling 

et al., 2013; King et al., 2014; Van Hoye et al., 2016; Ahamad, 2019). In line with these prior studies, 

the results can be summed up as follows. WOM has quite a crucial role to play in the decision of 

potential applicants (Keeling et al., 2013). It can be observed that WOM has a primary effect on a 

broad range of attraction results, such as organizational image, organizational appeal, application 

motives, and decision making on application. WOM, therefore, claims to be a powerful job-related 

source of the recruiting process at different phases (Jaidi et al., 2011). Moreover, since WOM is an 

independent recruitment source, individuals are likely to perceived it as a credible source in 

comparison with those company-dependent source (Van Hoye, 2012). In addition, sources with higher 

credibility of information are frequently have higher persuasion in changing attitudes and achieving 

cooperation with behaviors (Pornpitakpan, 2004).  

Prior studies also suggest that less experienced applicants are easy to get emotional when looking for 

a job and might face a lack of skill on situational control that results in pressure, anxiousness, panic 
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and frustration (Bonaccio et al., 2014). Consequently, since university students and fresh graduates are 

generally lack of the knowledge necessary for making the right job decision, they are highly motivated 

to seek help from others (Bonaccio et al., 2014).  Job seekers who are 30 years old and above that have 

already been employed are found to positively depend on their resume when seeking for an occupation 

whereas less experience job seekers such as university students and fresh graduates rely heavily on 

others’ advice (Dayton, 1981). Together, since students and fresh graduates from universities may face 

a lack of experience to judge all various information related to recruitment, thus, they would consider 

WOM as a helpful information source.  

2.5. Elaboration likelihood model (ELM) and information processing 

The ELM theory claims that the motivation and capability of the receiver to scrutinize relevant 

information in a message, would determine the way persuasive communication contributes to the 

formation or change of attitude (Petty & Cacioppo, 1986).   

As circumstances create high motivation and ability, the processing of information would go through 

the central route to persuasion (Petty & Cacioppo, 1986). Recipients tend to thoroughly examine the 

message by central route. Attitude formation that occurs through this central route is considered to 

exist over time and predict behavior (Petty & Cacioppo, 1986). Persuasive messages will produce 

favorable thoughts, which cause central processing route to result in an attitude change. Vice versa, 

the central processing route would result in unfavorable thoughts, and there will be either no change 

or a negative change of attitude (Le, 2018). 

As circumstances cause both low motivation and low ability, the processing of information would go 

through the peripheral route to persuasion (Petty & Cacioppo, 1986). Instead of message argument, 

peripheral cues are examined through this peripheral route. Peripheral cues could be the emotional 

state of a particular conversation, source reliability source, or quantity of arguments (Le, 2018). 

Attitude formation in this peripheral route, rather than predictive of behavior, is considered to be 

temporary (Petty & Cacioppo, 1986).  

ELM has been suggested as an adequate theoretical context in the WOM literature to analyze the 

effects of two major factors, in which the peripheral route represents perception toward WOM sources, 

and the central route represents evaluation toward WOM message (e.g., Park & Kim, 2008; Mahapatra 

& Mishra, 2017). Message and source characteristics in WOM communication were looked into in 

different research contexts and most results suggest considerable impacts of both (e.g., Mahapatra & 

Mishra, 2017; Cheung et al., 2008). Therefore, we argue that ELM is a suitable evaluating framework 
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to the influence of WOM in relation to jobs and recruitment. Furthermore, this also relevant with 

employment studies that have begun applying the ELM theory to understand how job-related 

information impacts organization appeal toward job seekers (Uggerslev et al., 2012; Harold et al., 

2014; Evertz and Suß, 2017).  

2.6. Determinants of Word-of-Mouth and Organizational Attractiveness  

2.6.1. Message characteristics 

2.6.1.1. Message quality 

In regard to message characteristics, whether the content is written or said, has been proven to have a 

great influence on the recipients (Van Hoye and Lievens, 2007a; Keeling et al., 2013; Van Hoye et al., 

2016). It is recognized that the message quality of a WOM message explains the differences in 

jobseeker's responses and evaluations to an organization (Cable & Turban, 2001; Chapman et al., 

2005). Van Hoye and Lievens (2007b) suggested that WOM about organization as a whole will further 

impact and increase the attraction of the organization than WOM about individual employees. On the 

other hand, Van Hoye et al. (2016) indicated that a symbolic WOM message could have a greater 

influence on organizational attraction rather than an instrumental WOM message. Even though these 

researches have provided different findings, they all have come to a final and consistent result of 

demonstrating the impact of message quality on an organization’s attractiveness. This supports the 

ELM theory which suggested that message quality influences the formation of attitude. Le et al. (2018) 

have once again empathized that the association between message quality and influence of WOM is 

found as one of the most notable. Hypothesis 1 is, therefore, stated as follow:  

H1: Message quality has a positive effect on organizational attractiveness. 

2.6.2. Source characteristics 

2.6.2.1. Source Expertise 

For the characteristics of the source, other studies have indicated that the source’s expertise is a 

decisive factor to WOM effects (Van Hoye and Lievens, 2009; Keeling et al., 2013; Van Hoye et al., 

2016), which consistent with the ELM theory that make point of source knowledge being a key 

determinant of message-based attitudes. Since job seekers are usually concerned with getting precise 

information about an organization or a job, they would be more inclined to process those WOM 

information given by an expert, which is very likely to be credible and correct, than non-expert WoM 

information (Cable & Turban, 2001; Clark et al., 2012). In addition, arguments by specialist sources 
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would be more centrally processed, thus, enhancing the impact of message quality on organizational 

appeal. 

H2: The source expertise of a WOM message positively moderates the effects of message quality on 

organization attractiveness. 

Proofs from previous studies suggested that source expertise is directly associated with the formation 

of attitude (Stoltenberg & Davis, 1988). Individuals generally assume that the opinion from an expert 

is credible because of their expertise; therefore, the advocacy of an expert is likely to incite consensus, 

regardless of the message they introduce (Clark et al., 2012). Furthermore, it is argued that expertise 

encourages persuasion since recipients have almost no motivation to question the correctness of the 

source's assertions by recalling or composing their own opinions as they have no reason to suspect the 

accuracy of the sender's comprehension and capability (Lis, 2013), therefore, they would trust a person 

who is regarded as a master about the subject. Henceforth, we hypothesize: 

H3: The source expertise of a WOM message has a positive impact on organizational attractiveness. 

2.6.2.2. Tie Strength 

Tie strength is divided into strong ties and weak ties, close friends and family are considered as strong 

ties, while rarely contacted acquaintances reflect weak ties (Van Hoye and Lievens, 2007b). Previous 

studies have found evidence to prove that tie strength is a moderator of the relationship between WOM 

and organizational attraction, in which strong ties have more influence on job seekers (Van Hoye & 

Lievens, 2007b). When the recipient is in a strong tie relationship with the source, it is likely that they 

would have more faith in the WOM information or the message quality coming from that strong-tie 

and accept it; since receivers believe that the sender has the intelligence to understand their needs and 

feel more obliged to give them credible information (Breaugh, 2013). Le et al. (2019) also suggested 

that the proximity between the source and recipient may enhance the perception about the message 

quality and thus influence the receiver’s attitude. Hence, we hypothesize:  

H4: Tie strength positively moderate the relationship between the message quality of a WOM message 

and organizational attractiveness.   

Tie strength increases the reliability of the source, which in turn impact on the attitude and perception 

of the receiver (Wathen & Burkell, 2002), thus, enhances the likelihood that recipients would accept 

the information (Ahamad, 2019). Senders may have more willingness to express their opinions or give 

advice if they are in a high-tie strength relationship with receivers (Bansal and Voyer, 2000). Along 
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with that, job seekers may receive WoM information from strong ties more often, as strong ties are 

available more readily and interact more frequently to them (Reingen and Kernan, 1986). Therefore, 

WOM information coming from a strong relation would have a crucial influence on the attitude of a 

job seeker as well as the organizational attractiveness. Consequently, we suggest the following 

hypothesis: 

H5: Tie strength has a positive impact on organizational attractiveness. 

2.6.3. Recipient characteristics 

2.6.3.1. Job search experience 

With respect to the recipient characteristics, the ELM indicates that the capability of a person to process 

information is primarily influenced by that one prior experience (Sher & Lee, 2009). Applicants with 

less job search experience were less capable to determine and process the appropriate recruitment 

advertisement information; thus they depended on peripheral cues, more than the veteran applicants 

(Walker et al., 2008). Since source expertise and tie strength were demonstrated to work as peripheral 

cues (Petty & Cacioppo, 1986), it is possible that the prior job search experience of job seekers would 

affect their dependence on the knowledge and closeness of the source. In addition, as novice job 

seekers can lack skills as they are unfamiliar with how to process information in regard to employment, 

they should be inclined to peripheral processing. Since this means heavier reliance on peripheral 

indications, the competence of the source and the relationship between the source and the receiver 

could account for more of the difference in how the receiver judges the appeal of an organization than 

the message quality. From all of above assumptions, we come to the following hypothesis: 

H6: When job search experience is low, the relationship between source expertise and organizational 

attractiveness is stronger.  

H7: When job search experience is low, the relationship between tie strength and organizational 

attractiveness is stronger.  

Walker et al. (2008) argued that people with more work scanning experience might ascertain the actual 

merits of job-relevant information better than those with little experience. Thus, experienced ones tend 

to scrutinize and assess recruitment information more carefully in contrast with less experienced ones. 

Accordingly, the evaluation of veteran applicants on an organizational appeal should be guided 

generally by the message quality compared to novice job seekers (Jones et al., 2006).  
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H8: When job search experience is high, the relationship between message quality and organizational 

attractiveness is stronger.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research model 

(Adapted from the study of Evertz et al., 2019; Van Hoye and Lievens, 2007a) 

3. Methodology 

3.1. Sampling selection and data collection  

The target population of this survey are university students and fresh graduates who are from 19-24 

years old, live in Ho Chi Minh city and have intention to seek for an occupation in organizations. This 

research uses convenient sampling methodology with the approach to respondents by online survey. 

The survey is published in Google Doc Form with questionnaire and is posted on multiple university 

students job search forums and universities forums on Facebook within Ho Chi Minh city. Moreover, 
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the online survey is also delivered to particular individuals who are currently university students and 

fresh graduates within Ho Chi Minh city through personal relationships. Whereas the participants were 

purposely selected before the survey was sent, they were all volunteers. All respondents were notified 

about this study's aims and ensured that their answers would be strictly confidential and only used for 

research purposes. 

The online survey was conducted one month from April 2020 to May 2020 with a total of 329 

responses. However, 15 responses were eliminated since they showed that the participants are not 

currently university students and fresh graduates. Hence, there are only 314 valid responses for further 

analysis. There were 163 female (52%) and 151 male (48%) respondents. Within these respondents, 

all of them are currently study in university or just graduate university within 2 years. In addition, all 

of them are used to or now considering looking for an occupation (e.g. a full-time job, a part-time job, 

an internship).  

3.2. Measures and analysis procedure 

Table 1. Measurement scale 

Construct  Code Measurement items  Adapted from  

Message quality MQ1 The message was informative. Sweeney 

et al. (2012) 
MQ2 The message was reliable. 

MQ3 The message was clear. 

MQ4 The message was specific. 

MQ5 The message was elaborate. 

MQ6 The message was explicit. 

MQ7 The message was intense. 
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MQ8 The message was reinforcing. 

Source expertise SE1 This person really knows a lot about 

this company 

Fisher, Ilgen, 

and Hoyer 

(1979); 

Ohanian (1990) SE2 This person really knows what he/she 

is talking about.  

SE3 I consider this person to be an 

extremely credible source of 

information about the job.  

SE4 This person is an expert. 

SE5 This person is experienced. 

SE6 This person is knowledgeable. 

SE7 This person is qualified. 

SE8 This person is skilled. 

Job search experience JSE How many times have you searched 

for a new occupation (e.g. a full-time 

job, a part-time job, an internship) in 

your lifetime?  

Walker et al. 

(2008) 

Tie strength TS1 I can share personal confidences with 

this person. 

Mahapatra and 

Mishra (2017) 
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TS2 I can spend some free time socializing 

with this person. 

TS3 I can perform a large favour for this 

person. 

TS4 This person can perform a large 

favour for me. 

Organizational attractiveness OA1 This would be a good company to 

work for.  

Aiman-Smith, 

Bauer and 

Cable (2001)   

OA2 I would want a company like this in 

my community.  

OA3 I would like to work for this 

company.  

OA4 This company cares about its 

employees.  

OA5 I find this a very attractive company.  

All four constructs which are message quality, source expertise, tie strength and organizational 

attractiveness were measured by seven-point Likert scale (1 = strongly disagree; 7= strongly agree) in 

the final questionnaire. Job search experience was measured using a single item adapted from Walker 

et al. (2008), which is an open question. The results are assigned to high and low job search experience 

using a median split (low: ≤ 3; high > 3). 

To ensure systemic adequacy of the questionnaires and to reduce possible risks of misunderstanding 

the questions before performing the final survey, this study conducts a pilot test by a small, 
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representative group of ten participants. The collected data was transferred into Microsoft Excel for 

coding that is appropriate for importation into SPSS. The descriptive analysis was conducted by SPSS 

in the very first phase to provide an overview of the sample characteristics. Then, the reliability of the 

constructs was tested to evaluate the consistency of the research instruments. For reliability testing, 

the Cronbach’s alpha was examined using SPSS, where greater reliability is indicated by the value that 

is closer to 1. Subsequently, all factors are evaluated using EFA to reduce variables of bias and group 

such statements into manageable factors using SPSS software. Then, to evaluate the measurement 

models, CFA was developed in AMOS to verify the accuracy of the constructs, and the goodness of 

fit indices. Finally, the validation of direct hypotheses was carried out using the SEM technique to 

check all the hypotheses in the proposed model using AMOS and moderating role in the proposed 

model was carried out using two techniques which are PROCESS macro offered by Hayes (2013) in 

SPSS and Multigroup analysis in SEM using AMOS.  

4. Results  

Table 2. Results of Reliability analysis 

Construct Items Cronbach's 

Alpha 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Message 

quality (MQ) 

MQ1 .939 .818 .929 

MQ2 .785 .931 

MQ3 .765 .933 

MQ4 .779 .932 

MQ5 .798 .930 

MQ6 .803 .930 

MQ7 .762 .933 

MQ8 .768 .933 
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Source 

expertise (SE) 

SE1 .919 .663 .914 

SE2 .721 .910 

SE3 .657 .915 

SE4 .772 .906 

SE5 .759 .907 

SE6 .800 .903 

SE7 .743 .908 

SE8 .748 .908 

Tie strength 

(TS) 

TS1 .833 .713 .765 

TS2 .782 .734 

TS3 .449 .881 

TS4 .729 .759 

Organizational 

attractiveness 

(OA) 

OA1 .916 .762 .902 

OA2 .817 .892 

OA3 .778 .898 

OA4 .793 .896 

OA5 .783 .897 

After the Reliability analysis testing, the item TS3 has the Cronbach’s Alpha if Item Deleted value 

higher than the Cronbach’s alpha value of the variable (0.881 > 0.833), therefore, TS3 would be 

eliminated.  
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Table 3. Results of Exploratory Factor Analysis 

 Factor 

 1 2 3 4 

MQ1 .919    

MQ4 .876    

MQ5 .809    

MQ6 .789    

MQ3 .751    

MQ8 .726    

MQ2 .696    

MQ7 .652    

SE1 .440 .376   

SE6  .891   

SE7  .831   

SE8  .789   

SE5  .758   

SE4  .721   

SE3  .625   

SE2  .600   

OA3   .889  

OA4   .884  

OA5   .850  

OA1   .850  

OA2   .359  

TS2    .901 

TS1    .833 

TS4    .798 

Exploratory Factor Analysis (EFA) was then performed, the results have indicated that item SE1 has 

two factor loadings which are 0.440 and 0.376, however, the difference between these two is lower 

than 0.3. Besides, OA2 has the factor loading value equal to 0.359, which is lower than 0.5. Therefore, 

two items SE1 and OA2 would be eliminated as well. There were 22 items left in this study after the 

elimination.  
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Table 4. KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .923 

 

 

Bartlett's Test of 

Sphericity 

 Approx. Chi-Square 5305.677 

df 231 

Sig. .000 

These remaining items have KMO value equals to 0.923, which is excellent and the Barlett’s Test of 

Sphericity significance value is 0.000 which indicate the significant correlations among all variables.  

Other Assessment of Measurement Model results and factor loading of constructs are presented in 

Table 5: 

Table 5. Correlations and model fit indices 

Construct CR  AVE MSV 

Message quality .940 .662 .590 

Source expertise .916 .609 .590 

Organization attractiveness .924 .754 .352 

Tie strength .882 .714 .005 

Model fit indices: Chi-square = 490.639, df = 203, Chi-square/df = 2.417, RMSEA = 0.067, TLI = 

0.937, NFI = 0.910, CFI = 0.945 
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Table 6. Results of Direct Hypotheses 

Relationship 

 

Standardised 

Estimate 

p-value Hypotheses 

Message quality → Organizational 

attractiveness 

.450 *** H1: Supported 

Source expertise → Organizational 

attractiveness 

.186 .032 H3: Supported 

Tie strength → Organizational 

attractiveness 

.078 .129 H5: Not supported 

The results of construct relationships using SEM are presented in Table 6. Among three direct 

hypotheses that are being examined, the SEM results supported two of them, which are hypothesis 1 

and hypothesis 3. Message quality is found to have a significant impact on organizational attractiveness 

(β = 0.450, p < 0.001), confirming H1. Along with that, source expertise is also shown to have a 

significant effect on organizational attractiveness (β = 0.186, p < 0.05) in supporting for H3. However, 

the direct relationship between tie strength and organizational attractiveness is weak as p-value equals 

to 0.129, which is greater than 0.05, thus, H5 is not supported.  

Table 7. Results of Moderating effects of Source expertise and Tie strength 

Relationship 

 

Coefficient Standard 

Error 

p-value Hypotheses 

MessageQuality*SourceExpertise 

→ Organizational attractiveness 

-.058 .047 .218 

 

H2: Not 

supported 

MessageQuality*Tiestrength → 

Organizational attractiveness 

.101 .039 .011 H4: Supported 
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Figure 2. The moderating effect of Tie strength 

In this present study, the moderating effect of Message Quality was implemented using PROCESS 

macro offered by Hayes (2013) in SPSS. However, findings only confirm the moderating effect of tie 

strength on the relationship between message quality and organizational attractiveness (β = .07, p 

<0.05), which support H4. Figure 2 indicates that as tie strength increases, the positive relationship 

between message quality and organizational attractiveness would be strengthened. In contrast, as for 

H2, p-value was found to be greater than 0.05, therefore, H2 is not supported which indicated that 

there is no moderating effect of source expertise on the relationship between message quality and 

organizational attractiveness. 
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Table 8. Results of Moderating effect of Job search experience 

Relationship Standardised 

Estimate 

Model 

comparison 

p-value 

Hypotheses 

 High Job 

search 

experience 

Low Job 

search 

experience 

  

Source expertise 

→ Organizational 

attractiveness 

 

.051 

 

.673 

 

.008 

 

H6: Supported 

 

Tie strength  

→ Organizational 

attractiveness 

 

.060 

 

.109 

 

.838 

 

H7: Not supported 

Message quality 

→ Organizational 

attractiveness 

 

.540 

 

.021 

 

.018 

 

H8: Supported 

 

 

Figure 3. The moderating effect of Job search experience on source expertise and organizational 

attractiveness 

O
A

 

Moderator 

______ Low 

JSE 

______ 

High JSE 
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Figure 4. The moderating effect of Job search experience on message quality and organizational 

attractiveness 

The moderating role of job search experience was assessed using Multigroup analysis in SEM. The 

two groups which are high job search experience and low job search experience were created using a 

median split (low: ≤ 3; high > 3). The results have shown that 199 respondents have low job search 

experience while 115 respondents have high job search experience. According to Table 8, job search 

experience significantly moderates the relationship between source expertise and organizational 

attractiveness (p < 0.01). Furthermore, as H6 also proposed that when job search experience is low, 

the relationship between source expertise and organizational attractiveness is stronger, this has been 

proven as β (low JSE) = 0.673 > β (high JSE) = 0.051. Therefore, H6 is fully supported. Next, the 

Multigroup analysis also reveals the moderating effect of job search experience on the relationship 

between message quality and organizational attractiveness (p < 0.05). Similarly, H8 is found to be 

supported as β (high JSE) = 0.540 > β (low JSE) = 0.021. However, the Multigroup analysis shows 

that there is no significant difference between two groups of job search experience regarding tie 

strength. As Table 8 has presented, H7 has p-value equals to 0.838, which is higher than 0.05, therefore, 

H7 is not supported in our findings.  

5. Discussion and Conclusion  

5.1. Discussion  

With regard to message characteristics, our findings have shown that the quality of a message has a 

significant positive impact towards organizational attractiveness. While preserving WOM's valence 

constant, persuasive strength of a message can be able to clarify variance in the perceptions of 

organizational attraction by recipients. The study therefore provides further evidence that WOM's 

content is a crucial component of its effects (Van Hoye and Lievens, 2007b; Keeling et al., 2013; Van 

O
A

 

MQ 

Moderator 

______ Low 

JSE 

______ 

High JSE 
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Hoye et al., 2016). In addition, our findings may expand studies that focused on the content aspect of 

employment-related WOM.  

As for source characteristics, the study investigated more closely on the impact of source expertise 

and tie strength. However, only a statistically significant main effect of source expertise was observed. 

Our findings reinforce recruitment research which have emphasized source expertise as an indicator 

of the impact of WOM (Van Hoye & Lievens, 2009; Keeling et al., 2013; Van Hoye et al., 2016). In 

other hands, even though tie strength didn’t give any significant direct influence on organizational 

attractiveness, moderating role of tie strength was observed in our findings. The finding was 

unexpected as we were expecting the moderating role of source expertise towards message quality on 

organizational attractiveness as well (Buda, 2003; Van Hoye, 2014). It is possible that our research 

sample, which are university students and fresh graduates believe that if the sender has a strong tie 

with them, sender would understand their demands and feel more responsible with their information 

compared to people who have high expertise but are strangers.  

Regarding recipient characteristics, our findings have indicated that job seekers with more job search 

experience would be more convinced when the WOM message were of high quality. This support 

further evidence for previous studies which proposed that the evaluation of applicants with more job 

search experience on an organizational appeal should be guided generally by the message quality 

compared to novice job seekers (Walker et al., 2008; Larsen and Phillips, 2002). On the other hand, 

our findings also indicated that the expertise of the source who provided the message, appeared to be 

more important than the arguments quality towards individuals with less job search experience. Hence, 

offers additional evidence for previous research which stated that since novice job seekers can lack 

skills as they are not accustomed with how to process job-related information, they should be inclined 

to source expertise (Walker et al., 2008). Even though Walker et al. (2008) has proven the impact of 

peripheral cues towards applicants with low job search experience, our findings didn’t find any 

significant in moderating role of low job search experience with the relationship between tie strength 

and organizational attractiveness. This might be because the present study was conducted as a survey 

study while Walker et al. (2008) implemented an experimental research method, thus, led to 

differences in results. Moreover, from an ELM viewpoint, our findings offer additional evidence for 

previous experience which suggested that job search experience is a component of information 

processing capability (Larsen & Phillips, 2002; Walker et al., 2008).   



Proceedings of The 3rd Conference on Economics, Business and Tourism 

3rd CEBT-2020 140 ISBN: 978-604-73-7863-0 

5.2. Practical implications 

Since our study shows that employer evaluations by people with high expertise can affect the 

organizational attractiveness, stimulate positive WOM by this particular group could be beneficial for 

organizations. The collected data has shown that when considering for the choice of organization, 

information from a person who is working at that organization is considered as one of the most 

important. Thus, organizations might create a favorable workplace image by promoting optimistic 

WOM generated by their own employees, which can be achieved also by monetary rewards (Van Hoye 

et al., 2016). However, employers should be cautious that if applicants are aware of this, the effect of 

WOM would be reduced. Organizations could also look for more secure ways to encourage employees’ 

positive WOM. Prior studies have shown that satisfied employees would spread the Word-of-mouth 

message more positively and less negatively (Van Hoye, 2013). Furthermore, satisfied employees are 

more willing to recommend the company to other individuals (Van Hoye, 2008). Thus, it is crucial to 

empower workers by increasing their work satisfaction.  

Our findings also indicated the moderating effect of tie strength towards the relationship between 

message quality and organizational attractiveness. Data observed from our survey shows that WOM 

from close friends and family members - who are strong ties - is more frequent and influential. 

Therefore, when conducting recruitment activities as well as branding the organization’s image, 

employers are recommended to include potential applicants’ strong ties as well.  

Besides that, as we have stated about the importance of a WOM message quality towards applicants’ 

perception on the organizational appeal, especially on applicants who already have job search 

experience, employers should pay attention to this. In this regard, employers should raise awareness 

among their employees about the importance of WOM message quality and might illustrate them how 

to create arguments with greater persuasiveness and include objective data and symbolic employment 

information in the message presented. Furthermore, employers should ensure that employees have 

consistent and accurate information about the company and its vacancies, this would help strengthen 

the credibility of the message as well as consistency with other company-dependent recruitment 

information sources.  

5.3. Limitations and future research 

The present study was conducted as a survey study, thus, it’s generally focused on past experiences, 

which relies heavily on respondents’ memory and their ability to recall (Wirtz and Chew, 2002). Future 

studies could attempt to use experimental research method. Experimental research along with fictitious 
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scenarios would help to minimize biases due to respondents’ recalling ability problem and reduce 

social desirability (Wirtz and Chew, 2002).  

Furthermore, future research is recommended to replicate our results with a different sample. Outcome 

could differ if the respondents were already employees from different organizations, who have more 

experience compared to fresh un-experienced applicants due to the differences in demand and 

expectation. Individuals with more experience are likely to prefer working for an organization that 

could enhance their social status as well as their pride, provide them stability along with satisfaction 

(Van Hoye, 2013).  

5.4. Conclusion 

Our findings have demonstrated the impact of WOM towards university students and fresh graduates 

on organizational attractiveness. To be precise, this study indicate that source expertise and message 

quality are crucial determinants of WOM’s effects. Evidences also proved that tie strength and prior 

job search experience are important moderators which play critical roles in applicants’ information-

processing. 

To be sum up, our findings suggest that WOM has a critical influence on the attraction of organizations. 

By emphasizing the importance of Word-of-Mouth information for job seekers, these findings are 

valuable to organizations at the recruitment stage, through the understanding of WOM adoption 

process. In addition, such results are relevant for career advisors that working with students at 

universities and fresh graduates to understand the way they evaluate and make choices about job 

pursuits. 
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