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Abstract 

Corporate social performance (CSP) is a new force to improve organizations’ holistic performance. Previous 

studies suggested that CSP may provide a competitive advantage to firms by attracting a larger pool of candidates 

and firms with higher CSP are perceived as more attractive to employers than firms with low CSP. Based on social 

identity theory and signalling theory, we investigate the influence of CSP’s dimensions with regard to employee 

relations, quality products, services, treatment of women as well as the environment and community relations on 

organizational attractiveness and applicant intentions. Specifically, our focus is one of the processes of the larger 

CSP model, the process of how firms attempt to attract stakeholders, and potential employees. We conduct the 

experiment in Vietnam in which we manipulate CSP and findings show that job applicants are more likely to 

pursue jobs from socially responsible firms than from firms with poor social performance reputations. This paper 

provides contributions to Vietnamese enterprises in establishing an effective social policy, and improving 

company equity in general and attracting more potential employees. 

Keywords: Corporate social performance, organizational attractiveness, applicants’intention, Vietnam  
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1. Introduction 

The concept of corporate social performance (CSP) has received an emerging attention from many 

researchers, attracting a lot of academics and practitioners. There is some evidence that firms that are responsive 

to an increasing number of internal and external stakeholders will tend to develop a positive reputation (Basdeo 

et al., 2006) and Neubaum et al., 2012). Fombrun (1996) makes a distinction between a firm’s image and its 

reputation. Whereas firm image relates to a firm’s “ability to directly manage impressions,” Fombrun (1996) 

states that “reputations are harder to manipulate and are anchored in the core characteristics of the company. To 

build an enduring and resilient reputation, a company must establish strong relationships not only with customers 

but with other key constituents” (p.60). Fombrun goes on to say that these constituents include employees, 

investors, communities, government agencies, financial-rating agencies, corporate-conscious agencies, and 

consumer agencies that assess product quality. A previous president of Campbell Soup™ Douglas R. Conant also 

spoke of the vital importance of constituents to a company’s reputation and noted that a firm’s reputation affects 

the pride of the people who work there. Following this logic, we suggest that a firm’s reputation will affect job 

applicant decisions to pursue employment opportunities and we will now discuss the underlying theory that we 

believe connects the CSP concept with attracting human resources. 

International economic integration has achieved high economic growth in Vietnam — in 2008, GDP grew 

by 8.5%. Major social problems remain, however, most notably the gap between rich and poor, environmental 

degradation (e.g., air and water pollution, and poor waste disposal), and a rapid increase in motorcycle accidents. 

With the general trend of globalization, Vietnamese businesses have many chances to expand their activities and 

go global. Their rapid development causes at the same time side effects, issues of sustainable growth that affect 

business stakeholders' welfare, including business employees. From the existing literature, little is known about 

the personal perception of CSP from the Vietnamese employee perspective. Moreover, in the academic and 

non-academic literature on CSP, studies conducted by international authors do not treat the Vietnamese case. 

This paper investigates the self-conceptualization of CSP of Vietnamese employees and their application 

behaviour, particularly with the younger generation who are more aware of the new information age and new 

global issues through multimedia. This understanding of employee’s response to CSP will help companies and 

manufacturers to design effective CSP programs to attractive more prospective employees and further contribute 

in social issues to improve their own image. 

2. Literature review 

2.1 Relevant theories 
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Social identity theory suggests that individual’s self-concept is influenced by membership in different social 

organizations, including the company for which an individual works (Ashforth and Mael, 1989; Dutton, Dukerich, 

and Harquail, 1994). Social identity theory shows that employees’ self-image is influenced by the image and 

reputation of their employers. Greening and Turban (2000) suggested that part of a firm’s reputation and image is 

influenced by knowledge of the firm’s actions regarding developing social and political issues and their associated 

stakeholders. A prospective employee can easily imagine what it would be like to work for that firm given its 

image (Greening and Turban, 2000). Furthermore, these authors also suggested that CSP can positively affect the 

attractiveness of an organization as a potential employer because prospective applicants will experience positive 

outcomes, such as an enhanced self-concept, from being employed by firms that engage in more socially 

responsible actions. 

Greening and Turban supposed that signaling theory also may be relevant for understanding how a firm’s 

CSP may influence applicant attraction. Signaling theory suggests that because applicants do not have complete 

information about an organization, they interpret information they receive as “signals” about the organization’s 

working conditions (Breaugh, 1992; Rynes, 1991). Specifically, propositions based on signaling theory suggest 

that organizational attributes provide applicants with information about what it would be like to be a member of the 

organization because applicants interpret such attributes as providing information about working conditions in the 

organization (Greening and Turban, 2000). Based on person-organization fit theory (Kristof, 1996; Schneider, 

1987), we propose that individual-difference characteristics will moderate the influence of CSP on attraction to the 

firm. As noted by Kristof (1996), the fundamental premise of person-organization fit theories is that different types 

of people are attracted to different types of organizations. Similarly, Chatman (1989) suggested that people are 

attracted to firms they view as having values and behavioral norms important to them. As Kristof (1996) noted in 

her review of person-organization fit theory, a common conceptualization of person-organization fit is the needs- 

supplies perspective, which conceptualizes fit as the extent to which the organization meets the individual’s needs 

or preferences. Some evidence supports the importance of person-organization fit for applicants’ job pursuit 

intentions (Bretz, Ash, and Dreher, 1989; Bretz and Judge, 1994; Cable and Judge, 1994, 1996; Judge and Cable, 

1997; Turban and Keon, 1993). Thus, on the basis of the needs-supplies perspective of person-organization fit, we 

expect that the individual differences of prospective job applicants will moderate the effects of CSP on attraction to 

the firm. 

The hypothesis related to applicant majority is based significantly upon behavioral experiments that find 

economics students less likely to cooperate than students from other fields (Carter and Irons, 1991; Marwell and 

Ames, 1981). In contrast, it seems possible that someone majoring in either humanities or ‘other’ social sciences 

will be less inclined to focus exclusively on profits and self-interest, and/or to have more ‘optimistic’ beliefs as to 



An Empirical Study of Corporate Social Performance on the Organizational 
Attractiveness & Applicant intentions  

 
26� 

the cooperative nature of others. Rivera and De Leon (2005) find that participation of Costa Rican hotels in 

‘beyond compliance’ environmental certification programs, is positively related to the ‘CEO’ having a bachelor’s 

degree in humanities. Davis et al. (1993) suggest that psychology and sociology are grounded in models of human 

behavior that are more likely to recognize the existence of cooperative behaviors. While many studies that find 

economics students less likely to cooperate compare them to all other students, some use students from specific 

majors or classes such as, psychology (Carter and Irons, 1991), and nursing (Cadsby and Maynes, 1998). 

With the evolution of corporate performance connotation, the model of corporate performance developed 

continuously. In 1979, Carroll told us the three dimensions of corporate performance: (1) The basic definition of 

corporate performance (weather the corporate responsibility exceeds the economic the legal attention); (2) the 

materialized problems of corporate responsibility (which social areas the enterprises are responsible to); (3) the 

principles of reactions (weather the enterprises act according to the problems or seek for problems in advance). 

Wartick and Cochran (1985) extended Carroll’s model: (1) Concept level-principles and corporate responsibilities, 

including economic, legal, ethic and benevolent responsibilities; (2) institutional level-process and corporate 

response, including the reaction, defense, adaptation and initiative seeking; (3) organization level-policies and 

social problem management, including affirming the problems, analyzing the problems and making corresponding 

policies. Wood (1991) reconstructed the corporate model based on Carroll’s and Wartick-Cochran’s models. The 

new model includes three aspects: (1) the principles of corporate responsibilities, which consists institutional 

principles, organizational principles and personal principles; (2) the process of corporate social response which 

consists of environmental analyses, stakeholders management and problems management; (3) the outcome of 

corporate behavior, that is, social influence, social projects and social policies. Following table provides a brief 

review of key definitions and applications of CSR and CSP. 

Scholars use various data to support their corporate performance evaluation system. The measures of 

corporate social performance that are used in the empirical study of this paper are the KLD ratings3. The ratings 

cover seven major areas (Community, Corporate Governance, Diversity, Employee Relations, Natural 

Environment, Human Rights, and Product). Each major area contains a set of strength and concern measures. The 

ratings also include controversial business issue concerns used for exclusionary purposes (alcohol, gambling, 

tobacco, firearms, military and nuclear). 

Research suggests that a firm’s CSP may influence perceptions of organizational attractiveness (Greening 

and Turban, 2000; Turban and Greening, 1997; Backhaus et al., 2002). This study aims to add to this literature by 

                                         
3 Domini Research & Analytics (KLD) Social Ratings Database between 1991 and 2005. These data consist of more than 80 different 

indicators and are the most frequently cited source of corporate social performance in the academic literature. 
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investigating job seekers’ perceptions of the importance of CSP and exploring the differential effects of CSP 

dimensions on organizational attractiveness. Of 11 CSP dimensions typically considered under the rubric of CSP, 

we also focus on 5 items (employee relations, the natural environment, product quality, treatment of women and 

minorities, and community relations) like many other researches. Given the growing list of CSP areas of concern in 

our society today become increasingly important to demonstrate empirically that these particular CSP dimensions 

are considered most important to job seekers. And although previous study results (Greening and Turban, 2000; 

Turban and Greening, 1997; Backhaus et al., 2002) support the notion that there is a relationship between CSP and 

organizational attractiveness. 

2.2 Employee Relations 

In some organizations the employee relations department may be chiefly concerned with the development of 

the organization–union relationship. This would include the negotiation of the contract, the administration of the 

ongoing contract, and the procedures involved in the maintenance of the grievance process. In non-union 

situations, it may be involved in conflict resolution and performance problem solving. Jerris (1999) suggests that 

in non-union organizations the concern of employee relations is promoting more effective communications 

without the involvement of a union. These may include the administration of coaching to improve performance, 

counselling to help resolve personal and job-related issues, and, when necessary, the steps involved in progressive 

discipline. 

2.3 The Environment 

Ecological issues have become a growing concern to businesses. Bauer and Aiman-Smith conducted a study 

which examined the effect of a pro-environmental stance on the recruiting efforts of a fictitious firm. Results 

supported the idea that a proactive company stance on the environment would be positively related to perceived 

company attractiveness, intentions to pursue employment with that company, and acceptance of a job offer. 

Further, personal environmental stance influenced only the intent to pursue employment. This suggests that a 

positive environmental stance articulated in a recruitment brochure could positively affect potential recruits, even 

when a recruit does hot personally see herself or himself as being particularly pro-environmental. While the 

evidence indicates that corporations are “going green,” it in unknown that, if any, influence knowledge of these 

programs has on the attraction of potential employees. While companies are using environmental 

accomplishments to try to sell products, no study has looked at how those accomplishments might serve to sell 

recruits on the company. Since the job choice process begins with potential applicants evaluating the information 

they gather about companies (Gatewood, Gowan, and Lautenschlager, 1993). 

2.4 Product Quality 
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Keller (2000) states that benefits or attributes associated with products may provide customers with crucial 

information in determining the images of the company. For example, high quality and innovativeness have been 

identified as important product-related attributes. When a firm presents to the public a high-quality product image, 

the firm normally enjoys competitive advantage. At the same time, such a firm may receive more attention and 

even earn positive appraisal from employees and potential applicants. In addition, organizations that are widely 

considered to be more innovative in product production may, by virtue of this perception, deliver a signal to 

applicants that the organizations search for and reward individuals who are willing to try to learn new knowledge 

and skills necessary for the implementation of innovative tasks. The applicants may also feel that the company 

desires to hire applicants of relatively high quality and offers considerable opportunity for employees’ personal 

growth (Herman and Gioia, 2000). 

2.5 Treatment of Women and Minorities 

In this research, the dimension of treatment of women and minorities is also mentioned as diversity. As with 

work-life benefits, there has been little research on applicants’ reaction to diversity information. Each of these 

studies has adopted a person-environment fit perspective and examined between- or within-group differences in 

reactions to diversity information. For example, they have examined reactions to gender diversity information as a 

function of gender-related attitudes and beliefs (Martins and Parsons, 2007). Consistent with person-environment 

fit theory, Kim and Gelfand (2003) found that individuals higher in ethnic identity, regardless of race, made more 

positive assumptions about the social-emotional environment (relationships and employee treatment) and were 

more likely to accept an offer when recruitment brochures contained a diversity initiative than when the brochures 

did not. Collectively, these findings suggest that in terms of reaction to diversity, diversity does influence job 

pursuit intention, but more strongly for individuals with racial or gender attitudes that value diversity. 

2.6 Community Relations 

Corporate Community Involvement includes a wide range of corporate activities in the community like 

philanthropy or partnership. At its highest level the company recognizes at board level that it has a social 

responsibility to "invest in society". Community relation is an aspect of Public Relations practice and publics in 

this case the community, are defined "as an active social unit consisting of all those affected who recognize a 

common problem for which they can see a common solution” (Cutlip Centre and Broom, 1999, p.268). 

It would be reasonable to expect effective community relations practice to occur in an organization, fitting 

the highly integrated, intensive model. Practice would encompass strategic commitment, be reflective of the 

company’s values, have specific community relations goals, have a dedicated staff, use two-way communication, 

incorporate research, and have employee as well as community involvement and ongoing evaluation. 
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2.7 Compensation and Promotion Opportunities 

Pay is an important job attribute (Jurgensen, 1978) and has a significant influence on job attractiveness and 

subsequent job choice decisions (Rynes, 1987). Research on the relationship between compensation systems and 

job attractiveness typically has examined the effects of pay level (Barber, 1991). Furthermore, compensation 

systems may act as signaling devices to job seekers, affecting job and organizational attractiveness by providing 

information about less visible organizational attributes (Gerhart and Milkovich, 1992). Rynes (1987) suggested 

that "compensation systems are capable of attracting (or repelling) the right kinds of people because they 

communicate so much about an organization's philosophy, values, and practices" (p. 190). Thus, while some pay 

system characteristics may affect attraction directly, such that the majority of job seekers in a targeted selection 

pool interpret them similarly, certain types of individuals may attach different meanings and values to pay policies. 

Because business and human resource strategies appear to require certain types of employees, organizations may 

increase their effectiveness by designing pay systems that attract the right kinds of people (Rynes, 1987). 

Self-selection based on compensation policies is consistent with the tenets of person- organization fit. It has 

been widely claimed that job seekers make search and choice decisions based on their perception of the match 

between their dispositions and organizational culture (Bretz, Ash, and Dreher, 1989; Judge and Bretz, 1992; 

Schneider, 1987; Turban and Keon, 1993). Furthermore, Judge and Bretz (1992) suggested that job choices based 

on fit may operate only when information about organizational values is salient to job seekers. Because pay 

systems are important and observable (Lawler, 1981), they are likely to be salient and may be especially important 

in job search decisions based on fit (Rynes, 1987).  

2.8 Organizational Attractiveness and Applicants’ intention 

Employer attractiveness is defined as the envisioned benefits that a potential employee sees in working for a 

specific organization. As previously mentioned, initial job choice decisions are often related to the image of the 

employing organization, and these perceptions are based upon the information about the organization which is 

available to job seekers (Gatewood et al. 1993). Based on the findings of their recent study, Berthon et al. (2005) 

suggest a way to both identify and operationalize the components of employer attractiveness from the perspective 

of potential employees. The five factors are Interest Value, Social Value, Economic Value, Development Value, 

and Application Value. 

Although the study of organizational attraction has revealed some insights, there remains much to be learned 

(Barber, 1998). One stream of extant research investigates organizational characteristics and their effects on 

attraction to the organization. Structural attributes, such as decentralized decision making (Turban and Keon, 
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1993) and reward systems (Bretz et al., 1994), are shown to influence perceptions of attractiveness. Gatewood and 

associates (1993) examined corporate image, another organizational characteristic, finding that perception of an 

organization’s image is a significant predictor of decisions to pursue employment with that company. 

3. Methodology 

According to many previous researches, we adopt some important variables that effect on the organizational 

attractiveness and the applicants’ intention. The research model and each variable are shown as below. 

 

Figure 1  
The conceptual framework 

As the figure 1 shown, this paper will examine the effects of the CSP dimensions and one other related 

company’s compensation and advancement factor on the organizational attractiveness and applicants’ intention. 

According to the literature review, we propose the hypotheses in the following section. 

3.1 Research Hypotheses 

Corresponding to the research objectives, hypotheses are made as below. 

H1: Job seekers rate CSP as an important organizational attribute when considering prospective employers. 
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H2: Individual dimensions of CSP will have differential effects on job seekers’ assessment of employer 

attractiveness. 

H3a: CSP’s component of employee relations has positive influence on the organizational attractiveness. 

H3b: Employee relations will be most influential of the five dimensions on assessment of employer 

attractiveness. 

H4: CSP’s component of environment policy has positive influence on the organizational attractiveness. 

H5a: CSP’s component of product quality has positive influence on the organizational attractiveness. 

H5b: Product quality will rank second among the dimensions of CSP on assessment of employer 

attractiveness. 

H6a: CSP’s component of women and minorities treatment has positive influence on the organizational 

attractiveness. 

H6b: Female seekers will rate the dimension of “treatment of women and minorities” as more important 

than male job seekers. 

H7: CSP’s component of community relations has positive influence on the organizational attractiveness. 

H8a: Company’s compensation, promotion opportunities have positive influence on the organizational 

attractiveness. 

H8b: Employee will rate company’s benefit packages (compensation and promotion opportunities) are more 

important than the CSP’s individual dimensions. 

H9: Applicants with majors of humanity and other social sciences will rate CSP’s dimensions are more 

important than those whose majors are about economics, business, and natural sciences. 

H10: Organization attractiveness has positive influence on the applicants’ intention 

3.2 Measurement of the Constructs 

In this study, question items were adopted from previous literatures. There are eight constructs include: (1) 

Employee relations; (2) Environment; (3) Product Quality; (4) Women and minorities treatment; (5) Community 

relations; (6) Compensation and Advancement; (7) Organizational attractiveness and (8) Applicants’ intention. All 

of these constructs are measured by seven-point scales (1-strongly disagree; 7 strongly agree). 
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We used twenty items in total to estimate CSP related constructs and equally four items are used to measure 

employee relations, environment, product quality, women and minorities and community relations. All of these 

items are adopted from the studies of Greening and Turban (2000). Each dimensions of CSP will be described 

specifically with the area of strength (high CSP) or area of concern (low CSP). 

3.3 Data Collection and analysis 

A pilot study was conducted with reliability test to ensure the questionnaire is reliable and valid. The 

questionnaire was refined through a process of purification (CICT: Corrected item-total correlation). The sample 

of this study is mainly Vietnamese young people who were considered to have a stronger knowledge about CSP. 

The sampling is conducted in a month, from 01/04/2011 to 30/04/2011. Majority of questionnaires is distributed 

directly to the respondents, only some are sent by email and messages through some type of social media. The final 

number of eligible responds was 316 after reviewing the completed questionnaire (189 hard copies and 127 online 

results). Structural equation model (SEM) was applied in this research to examine the effect of CSP's dimensions 

and company benefit package on the organizational attractiveness, which in turn influence applicants’ intention in 

Vietnam.  

4. Findings 

4.1 Structural Equation Model (SEM)  

In figure 2, RMR is greater than 0.05; GFI and AGFI is smaller than 0.08 which is not a good fit of model. 

However, CMIN/df is still less than 3; RMSEA is under 0.08; NFI, CFI are all above 0.8 and SRMR equals 0.0757 

which is in the range of [0;1]. Thus, the model provided acceptable fit to the data with the threshold of 0.08 

(Browne and Cudeck, 1992). In other words, the structural model is considered to fit the data reasonably. 
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Figure 2  
Full model and fit indices 

4.2 Hypothesis Testing Results 

This study hypothesis can be classified into 3 types: Firstly, we use one sample t-test to investigate the 

important of CSP in the progress when applicant looking for a job (H1). Secondly, to test the relationship between 

two variables (H3a, H4, H5a, H6a, H7, H8a, H10) we use unstandardized estimates, standardized estimates, 

standard errors, C.R.s, p-value from Amos result. Finally, to compare the effect of the same variable on the two 

different variables or to the two various group of sample (H2, H3b, H5b, H6b, H8b, H9) we use the Amos output of 

total effect and direct effect and group analysis to check the hypothesis. 

4.2.1 One Sample T-test 

H1: Job seekers rate CSP as an important organizational attribute when considering prospective employers. 

We assessed the important of CSP in the job-search process by creating a composite score, which is the sum 

of the four items. Important of CSP has a mean response of 16.36 (SD = 5.7), which is significant higher than the 

midpoint of the scale, furthermore the p-value is smaller than 0.001 significantly support for hypothesis 1. So job 

seekers rate CSP as an important organizational attribute when considering prospective employers (Table 1). 
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Table 1  
One sample t-test result 

  N Mean Std. Deviation Sig. (2-tailed) 

IPT1/ General 316 3.49 2.08 0 
IPT2/ Resume 316 4.63 1.951 0 

IPT3/ Interview 316 3.94 1.937 0 

IPT4/ Job offer 316 4.3 1.997 0 

Overall 316 16.36 5.705 0 

4.2.2 Significant Testing 

The following Table 2 shows the results of the significant tests for the hypothesized relationships between 

constructs including unstandardized estimates, standardized estimates, standard errors, C.R., p-value. 

H3a: CSP’s component of employee relations has positive influence on the organizational attractiveness. 

The standardized path coefficient for the relationship of H3a is 0.26 and the t-value of 5.24, significant at 

p<0.001 level, indicate that the better the employee relations the more attractive the organization is. 

H4: CSP’s component of environment policy has positive influence on the organizational attractiveness. 

The standardized path coefficient for the relationship of H4 is -0.06 and the t-value of -1.23 are not 

significant at p = 0.22. This means that, the environment policy of the organization does not have effect on the 

organization attractiveness. 

Table 2 
Unstandardized estimates, standardized estimates, standard errors, C.R., and p-value for significant testing 

Hypothesis Relationship 
Standardized factor 

loadings 

Unstandardized 

factor loadings 
S.E. C.R. p. 

H3a ER  OAT  0.26  0.30 0.06  5.24 <0.01 

H4 EV  OAT -0.06 -0.03 0.03 -1.23  0.22 

H5a PQ  OAT  0.21  0.24 0.06  4.18 <0.01 

H6a WM  OAT -0.07 -0.06 0.04 -1.57  0.12 

H7 CR  OAT  0.03  0.02 0.04  0.57  0.57 

H8a CA  OAT  0.59  0.52 0.05 11.03 <0.01 

H10 OAT INT  0.81  0.83 0.04 19.99 <0.01 

H5a: CSP’s component of product quality has positive influence on the organizational attractiveness. 

The standardized path coefficient for the relationship of H5a equals 0.21 and the t-value of 4.18 are 
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significant at p < 0.001. This implies that an organization with higher product quality will increase its 

attractiveness. 

H6a: CSP’s component of women and minorities treatment has positive influence on the organizational 

attractiveness. 

The standardized path coefficient for the relationship of H6a is -0.07 and the t-value of -1.57 are not 

significant at p = 0.12. This denotes the women and minorities treatment policy does not have relationship with 

the organizational attractiveness. 

H7: CSP’s component of community relations has positive influence on the organizational attractiveness. 

The standardized path coefficient for the relationship of H7 is 0.03 and the t-value of 0.57 are not 

significant at p = 0.57. This result does not support the hypothesis that the community relation of the organization 

has positive influence on the organizational attractiveness. 

H8a: Company’s compensation, promotion opportunities have positive influence on the organizational 

attractiveness. 

With the path coefficient equals 0.59 and t-value of 11.03, the hypothesis is significant at p < 0.001 level. 

This supports that the company’s compensation, promotion opportunities have positive influence on the 

organizational attractiveness. 

H10: Organization attractiveness has positive influence on the applicants’ intention. 

The path coefficient of 0.81 and the t-value of 19.99 are significant at p-value < 0.001 level reveals that the 

organization attractiveness has strong positive effect on the applicants’ intention. 

4.2.3 Effect Level Comparison 

Direct effect, indirect effect and total effects are assessed to decide important rank regarding the influence 

of one variable on another variable, especially when variables were not found to have a direct effect on another 

one. The study uses these indexes to test H2, H3b, H5b, H8b as illustrating in Table 3. 

H2: Individual dimensions of CSP will have differential effects on job seekers’ assessment of employer 

attractiveness. 

The standardized total effect in the above table significantly shows the different effect level of the five 

dimensions of CSP on the organizational attractiveness. In which the strongest effect is CA (0.59); second is ER 
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(0.26); third is PQ (0.21); next is CR, EV and WM with 0.03, -0.06, -0.07 respectively. So the hypothesis two is 

supported. 

Table 3 
Direct effect, indirect effect and total effect 

Latent Standardized total effect Standardized direct effect Standardized indirect effect 

variables OAT INT OAT INT OAT INT 

CR  0.03  0.02  0.03 ─ ─  0.02 

CA  0.59  0.48  0.59 ─ ─  0.48 

WM -0.07 -0.06 -0.07 ─ ─ -0.06 

PQ  0.21  0.17  0.21 ─ ─  0.17 

EV -0.06 -0.05 -0.06 ─ ─ -0.05 

ER  0.26  0.21  0.26 ─ ─  0.21 

OAT ─  0.81 ─ 0.81 ─ ─ 

INT ─ ─ ─ ─ ─ ─ 

H3b: Employee relations will be most influential of the five dimensions on assessment of employer attractiveness. 

Among five dimensions of CSP, it is easy to realize the biggest value of total effect on organizational 

attractiveness is ER (0.26). Again, among five dimensions, ER also has the biggest indirect effect on the 

applicants’ intention (0.21). This support the hypothesis that employee relation is the most influential of the five 

dimensions of CSP on assessment of employer attractiveness. 

H5b: Product quality will rank second among the dimension of CSP on assessment of employer attractiveness. 

The second biggest total effect of CSP’s dimension is PQ (0.21) which also has second biggest indirect effect 

on the applicants’ intention (0.17). Thus, we can conclude that product quality is the second strongest influence on 

assessment of employer attractiveness. 

H8b: Employee will rate company’s benefit packages (compensation and promotion opportunities) are more 

important than the CSP’s individual dimensions. 

Among six exogenous variables, CA has bigger total effect than any other variables on the organizational 

attractiveness. So this supports the hypothesis that employee will rate company’s benefit packages (compensation 

and promotion opportunity) are more important than the CSP’s individual dimension. The study treats gender and 

major as independent variable. We use the multi-group analysis in Amos to test the hypothesis 6b and hypothesis 9. 

The results are shown as follows: 
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Figure 3 
Regression weights for group analysis 

Table 4  
Total effect of CSP dimensions on OAT and INT 

 Variable 
OAT INT 

Social Science Natural science Social Science Natural science 

CR 0.123 -0.039 0.093 -0.032 

WM -0.173 -0.052 -0.132 -0.044 

PQ 0.247 0.21 0.188 0.176 

EV -0.039 -0.047 -0.029 -0.04 

ER 0.468 0.183 0.356 0.153 

H6b: Female seekers will rate the dimension of “treatment of women and minorities” as more important than male 

job seekers. 

With female, the path coefficient of -0.118 and the t-value of -2.097 are significant at p-value equals 0.036 

(<0.05). This means that, the women and minorities policy of company have significant influence on the 

organizational attractiveness. In versus, with male, the path coefficient of 0.004 and t-value of 0.063 are not 

significant at p-value equals to 0.950. Or with male applicant, the policy of company for women and minorities has 

no influence on the company attractiveness in the process they finding a new job. So hypothesis 6b is strongly 

supported. 

H9: Applicants with majors of humanity and other social sciences will rate CSP’s dimensions is more important 



An Empirical Study of Corporate Social Performance on the Organizational 
Attractiveness & Applicant intentions  

 
38� 

than those whose majors are about economics, business, and natural sciences. 

As performing in the figure 3, with social background group, OAT is influenced by ER, PQ and WM 

(p-value < 0.001; p-value = 0.002 and p-value = 0.02 respectively) while with natural background group, OAT is 

only influenced by two dimensions of CSP including ER and PQ (p-value = 0.06 and p-value = 0.03). Besides, 

from the total effect table below, the data proves that under the same CSP’s dimension effect, the OAT and INT get 

a bigger influence from perspective of the applicants with social science background. From these evidences, we 

can state that the hypothesis 9 is supported or applicants with majors of humanity and other social sciences will rate 

CSP’s dimensions is more important than those whose majors are about economics, business, natural sciences. The 

final results of hypotheses as follows:  

Table 5  
Hypotheses testing final results  

  Hypothesis Results 

H1 Job seekers rate CSP as an important organizational attribute when considering prospective 
employers Supported 

H2 Individual dimensions of CSP will have differential effects on job seekers’ assessment of 
employer attractiveness Supported 

H3a CSP’s component of employee relations has positive influence on the organizational 
attractiveness. Supported 

H3b Employee relations will be most influential of the five dimensions on assessment of employer 
attractiveness Supported 

H4 CSP’s component of environment policy has positive influence on the organizational 
attractiveness Not 

H5a CSP’s component of product quality has positive influence on the organizational attractiveness Supported 

H5b Product quality will rank second among the dimension in it effect on assessment of employer 
attractiveness Supported 

H6a CSP’s component of women and minorities treatment has positive influence on the 
organizational attractiveness Not 

H6b Female seekers will rate the dimension of “treatment of women and minorities” as more 
important than male job seekers Supported 

 Hypothesis Results 

H7 CSP’s component of community relations has positive influence on the organizational 
attractiveness Not 

H8a Company’s compensation, promotion opportunities have positive influence on the 
organizational attractiveness Supported 

H8b Employee will rate company’s benefit packages (compensation and promotion opportunities) 
are more important than the CSP dimensions Supported 

H9 Applicants with majors of humanity and social sciences will rateCSP is more important than 
those whose majors are about economics, business, natural sciences Supported 

H10 Organization attractiveness has positive influence on the applicant intention Supported 
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5. Discussion 

The findings of this research support the hypothesis that firms higher in CSP are perceived as more 

attractive employers than firms lower in CSP and applicants tend to have job pursuit, to accept for an interview, 

and a job offer with positive CSP firms. This study results supplement and extend previous evidence indicating 

that firms’ positive CSP will be more attractive with more potential competitive advantages and further attract 

many job-seekers in the job finding process (Turban and Greening, 1997; Greening and Turban, 2000; Backhaus 

et al. 2002). Nonetheless, in the case of Vietnam, we discover some different evidences that enrich the old works. 

Our result also shows that company benefit packages which including compensation and promotion 

opportunity are the highest concern to Vietnamese applicants. Compared with other dimensions of CSP, this 

impact significantly plays a main and critical role when one decides to work for a company. This result is 

contrasting with the previous works of Greening and Turban which found that compensation and advancements 

were not significantly related to employer attraction and applicants’ intentions. This distinctness can be 

explained by the economic situation of Vietnam, the person – organization fit theory and the Maslow's hierarchy 

of needs theory. Vietnam is still a developing country unlike America – the sample area in the previous research. 

Maslow hypothesized that people are motivated by a hierarchy of needs in which requires each individual’s 

needs must be satisfied at the lower levels before they progress to the higher, more complex levels. In this 

hierarchy of needs, the economic security must be satisfied before recognition from others, self-respect which 

often relate to individuals with higher value for CSP. 

With individual CSP dimensions, present study specifically detected that Vietnamese employees only mind 

about employee relations and the product quality. But they do not mind about the environmental policy, 

community relations, women and minorities treatment of the organization. Furthermore, employee relations and 

product quality are the first and the second important impact that influence on the organizational attractiveness. 

This result, partly as same as the last research in which all of five dimensions of CSP have effect on assessment 

of employer and employee relations and product quality ranked the first two prominent (Turban and Greening, 

1997; Greening and Turban, 2000; Backhaus et al. 2002). The reason why Vietnamese job-seekers do not 

concern about those three dimensions also be explained as mentioned above. 

From this reason we could infer that the company community relation, environmental policy and women/ 

minority treatment are weakly related to employee’s need and interest. This might be the reason why employees 

are not be influenced by these company’s characteristics in the process of hunting for a job. Also social identity 

theory suggests that an employee’s self-concept is influence by membership in an organization (Ashforth and 
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Mael, 1989; Dutton and Dukerich, 1994 and a firm’s “distinctiveness” has been shown to be a significant factor 

in increasing the tendency of individuals to identify with a social group (Ashforth and Mael, 1989). In addition 

to social identity theory, this research plus theorized that a firm’s CSP provides applicants with “signals” about 

the organization’s value system, which influences applicant’s perception of working conditions and subsequent 

attraction to the organization (Greening and Turban, 2000). On this premise, we interpret that Vietnamese 

job-seekers also have more positive self-concepts if they worked for firms with a strong CSP, particularly with a 

good employee relations and good product quality. 

Follow Turban and Keon (1993), Greening and Turban (2000) and Thomas and Simerly previous work, 

this study investigates whether respondent gender and major moderated the effects of the CSP dimensions of 

treatment of women and minorities and concern for the CSP, respectively. Results indicated interaction effects 

for both. Although, generally applicants do not care about company women and minority treatment but when we 

separate the sample into two groups, they have dissimilar trend. In which female concern about the policy for 

women and minority but male are non-significantly involved this matter. Such results suggest that a firm’s poor 

treatment of women and minorities sends a strong signal to woman than to men that this may be an unattractive 

place to work. Additionally, these applicants who have majors of humanity and other social sciences rate CSP is 

more important than those whose majors are about economics and natural sciences. These results support 

propositions regarding person-organization fit (Chatman, 1991) and the signaling theory (Kristof, 1996) that the 

applicants’ specific values will influence the extent to which a firm’s CSP influences that attraction. 

Although, this study does not totally support for the hypothesis that firm’s CSP influence on organizational 

attractiveness and the applicants’ intentions. A quality workforce becomes more and more critical to 

organizational success (Lado and Wilson, 1994; Pfeffer, 1994; Snell et al., 1996), especially in the global 

integration period of Vietnam economy. It may require Vietnam enterprises to promote not only a suitable 

welfare system but also appropriate CSP activities to attract prospective job applicants. For example, an 

organization could influence prospective applicants’ perceptions of organizational characteristics (perhaps in 

their recruitment literatures) by selectively communicating to applicant information about the organization’s 

CSP. Because some research suggests that applicant attraction to firms is influenced by brochure content 

(Schwoerer and Rosen, 1989), firms may seriously want to consider promoting their CSP activities in their 

recruitment literature (Greening and Turban, 2000). 

Given the evidence that particular CSP dimensions are more powerful than others, organizations might 

want to note their CSP strengths for what appear to be the more important dimensions (i.e., employee relations, 

product quality). Although positive community relations, environmental policy and women and minority 

treatment issues may bring benefits to companies, our findings suggested that they do not appear to affect a 
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firm’s attractiveness as an employer. Nevertheless, when interpreting this result, we should take caution because 

the participants in this study may not be as concerned about environmental stance, women and minority 

treatment and community relations as are other potential job applicants. 

Even we found that job applicants were more attracted to firms with higher CSP’s dimensions of employee 

relations and product quality, it remains to be consider if these sources can be a long-term competitive advantage 

for company, particularly when there is a greater supply of jobs, or in a high unemployment rate period. And 

firms should focus on the differing values of diverse job candidates as they present their organization’s image. 

6. Conclusion 

This study indicated that, Vietnamese applicants not only care most about the compensation and 

advancement opportunities when pursuing a job with a company but they are also concerned about CSP, 

especially with product quality and the employee relations of that company. This result may help managers to 

identify what kind of information should be put in the company profile and job description when companies 

desire to attract appropriate, quality and specific applicants. 

Building on the basis of previous research, our findings reveal some different evidence that CSP dimensions 

do not influence an organizational attraction and job seeker’s intention. However, by using the signalling, social 

identity, person-organizational fit and Maslow hierarchy needs theory, we could explain the dissimilarity clearly 

and logically, these results not only supplement the past study but also put a first premise in researching CSP in 

Vietnam. 

Future study could expand our results in other areas like marketing, financial… but not only in human 

resource issues. For example, we can investigate whether customers are more likely to purchase products from 

firms with positive CSP records and therefore may be perceived as more trust-worthy and reliable. And maybe 

we can examine to what extent a firm’s CSP affects organizational attractiveness under different applicant supply 

and demand conditions.  
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