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ABSTRACT

With the gradual economy recovery, companies have increased the demand for talents in
their advancement. Recruitment has evolved from a passive search for talents into an active
one, and talents have undoubtedly become a competitiveness of companies. Additionally, the
enhancement in knowledge and skill has contributed to different values of applicants today.
To satisfy personal demand, applicants tend to choose a job where corporate image is
consistent with personal faith and embody personal demand in future career development;
therefore, enterprises must be clear about the factors that influence the decisions of applicants
before recruitment. With the convenience sampling, this study took those who participated in
job fairs and employment training centers and fresh graduates as the subjects. In this study,
500 copies of questionnaire were distributed, and 421 copies were retrieved. Of the retrieved
copies, 43 copies whose information was inaccurate and incomplete were removed; hence,
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there were 378 valid copies, with a retrieval rate of valid copies of 75.6%. According to the
results, corporate image had significant positive effects on organization attraction; salary had
significant positive effects on organization attraction; salary had mediating effects on
corporate image and organization attraction.

Keywords: Recruitment, Corporate Image, Salary, Organization Attraction

1. Introduction

The operation of enterprises is based on people who are the most important asset of
enterprises (Pamenter, 1999), and excellent employees have become one of the factors for the
success of enterprises (Ehrhart & Ziegert, 2005). In the past, applicants obtained the
information about recruitment through various channels; with the advancement of the Internet
in recent years, enterprises have recruited talents through the Internet. Apart from providing
applicants with a convenient access to the information about recruitment, the Internet also
offers enterprises chances to recruit the talents they want (Zusman & Landis, 2002). This
indicates that enterprises attach importance to the search for talents and that recruitment has
changed from the passive application of applicants to the active search of enterprises. As far
as applicants are concerned, both the working conditions and environment provided by
organizations, including salary, benefit and promotion, and the subjective comments on the
image of organizations are very important.

In recent years, the brain drain in Taiwan has attracted increasing attention at home and
abroad. According to the World Talent Report 2015 released by the International Institute for
Management Development (IMD), Taiwan ranked No.23 in the world and No.4 among the
Asian regions and countries; but in terms of “brain drain”, it ranked No.50 among the 61
listed countries (Central News Agency 2015). What most captivated attention is the degree of
brain drain. In the aspect, Taiwan ranked No0.50, a position close to the bottom. Brain drain is
the result of relatively low salary(Central News Agency 2015). The average salary in Taiwan
has remained unchanged for 15 years, and there has been merely a slight increase in the salary
of senior talents, which has made increasingly harder for Taiwan to attract talents at home and
abroad. According to the IMD 2015 Asian-Pacific Region Investigation Report on the
economy with the greatest talent competitiveness, Taiwan ranked No.23, following Hong
Kong (No.12) and Malaysia (No.15). But when it came to salary, Taiwan ranked No0.31 in
“Salary in the Service Industry” and No.35 in “Salary of Manager”. Additionally, the brain
drain was as seriously as the previous year, and the problem remained unsolved (Central
News Agency 2015). Brain drain has imposed negative impact on the national and social
development. In particular, the reduction in the overall demand in the Taiwanese labor market

has become the root cause for the deterioration of such problems as “unchanged salary for 20

-28-




Does Salary Matter? Role of Salary in the Effects of Corporate Image on Organization Attraction

years” and “brain drain”. Recently, the National Security Council released a brain drain
report. What was striking in the report was that some talents in the Industrial Technology
Research Institute were recruited by Industrial Technology Research Institute which offered a
salary three or four times higher than the one of the professionals in Taiwan(Chang, 2011). In
the past years, Singapore significantly raised the salary for senior civil servants to attract top
talents to work for its governmental departments. Meanwhile, China has also tried to recruit
returned students and overseas talents with a high salary, for it knows well that only with
senior talents and advanced technologies can it catch up with the developed countries.

Attracting talents has always been an important goal in all generations across the world.
Talents play a key role in all industries, so it is imperative for enterprises to attract and keep
talents and motivate them to maximize the benefits of enterprises. To attract outstanding
applicants, enterprises must get acquainted with the demands of applicants, for applicants tend
to choose a job where corporate image is consistent with personal faith and embody personal
demand in future career development (McLean, Smits & Tamer, 1996; Smits, McLean &
Tanner, 1993); therefore, enterprises must be clear about the factors that influence the
decisions of applicants before recruitment. In the recruitment, most enterprises choose to
attract talents with a high salary. According to the previous studies, salary is an essential
factor in applicants’ job selection (Rynes, 1987; Hu, Weng, Yang, 2008; Ting 2010; Chu,
2003; Chang, 2011). Employees work for salary (Kissan & Manohar, 1998) and a good salary
system can bring enterprises talents (Chu, 2003); hence, a sound salary design can facilitate
the recruitment of enterprises.

A good corporate image involves a high corporate reputation. A widely-admired and
outstanding corporate image can create incentive effects, enhance the confidence and
superiority of employees, motivate employees to work hard, promote their career objectives,
and attract more talents. Diverse, rich and advantageous human resources not only equip
organizations with enormous internal and external competitiveness, offer diverse and practical
ideas in the strategic planning of organizations, and accelerate the achievement of
organization visions. Previous studies on talent recruitment often took corporate image and
salary as the factors that attracted applicants (Yen, 2011; Chen & Chen, 2011; Gatewood,
Growan & Lautenschlager, 1993), and relevant studies also demonstrated that applicants were
influenced by corporate image and salary. Nonetheless, few of these studies discussed the role
of salary in the interaction between corporate image and organization attraction and delved
into the mediated role of salary. Through an analysis of mediation, this study hopes to find out
the relationship among corporate image, salary and organization attraction.
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2. Literature Review
2.1 Corporate Image

Corporate image is the public stereotype of an enterprise as well as customers’ views on
the enterprise (Barich & Kotler 1991); it is also the virtual image of an enterprise that
immediately appears in the mind of people when it comes to the enterprise (Gray & Balmer,
1998). Corporate image establishes the values and behavior norms of an enterprise, sets a
model for the survival and development of the enterprise, and sends a call to the staff. If the
call is accepted and advocated by the staff, it will create tremendous regulatory and oriented
effects. To build a good public image, an enterprise needs to focus on its inner spirit and
appearance. First, it must offer high-quality products and services to society to enhance its
inner spirit; second, it needs to improve its appearance through reliable advertisement -
popularizing itself with various methods and enhancing its impression on the public.

Gray & Balmer (1998) proposed that corporate reputation was the foundation of
corporate image. Corporate reputation reflects the financial situation, competitiveness and
brand loyalty of an organization (Cravens & Oliver, 2006). In terms of the measurement of
corporate image, Lemmink, Schuijf and Sandra (2003) listed some key points, including the
attraction, development and maintenance of talents, communal and social responsibility,
stable financial situation, innovation, marketing and communication skills, and high quality
products and services. Besides, corporate image is the combination of the tangible and
intangible behaviors of enterprises (Nguyen, Leblanc, & Gaston, 2001). Therefore, corporate
image can be divided into two elements: one is tangible characteristics, which includes an
enterprise’s name, building, diversity of products and services, and tradition; the other is
emotional characteristics, which involves individual experience and attitude towards the
enterprise.

Many of the previous studies on talent recruitment gave different definitions of
“corporate image”. Bayton (1959) was the first to define it: consumers would describe an
enterprise with such adjectives as “reliable”, “accessible” and “friendly” and induce these
adjectives to describe the image of an enterprise. Worcester (1972) suggested that corporate
image was the result of the interaction among public experience, feeling, views and
knowledge about an enterprise. Belt and Paolillo (1982) created the concept of interaction and
defined corporate image as a series of properties perceived by a person in his/her interaction
with the employees and customers of an enterprise or with the public. According to Nguyen
and Leblanc (2001), the formation of corporate image in the recruitment resided in applicants’
perception of an enterprise and all its behaviors, including the name, products, services,
operation and objectives of the enterprise; corporate image was the result of the interaction
between customers and enterprises in communication, thought and experience.
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In the recruitment, how to attract applicants is an issue that captivates the attention of
many enterprises. According to previous studies, the information about an organization
indeed influences applicants’ remarks on the organization and the attraction of the
organization. Corporate image is a person’s overall feeling about and understanding of an
enterprise as well as the comprehensive information about an enterprise. Wu (2007) also
believed that corporate image was a person’s conceptual image of an enterprise or an
organization. Huang, Tsai, Huang, and Chen (2003) pointed out that applicants would
consider the image of an enterprise before they submit their job application to the enterprise.
However, there are both positive and negative corporate images. If an enterprise has a good
corporate image, applicants are willing to work for it; otherwise, they will refuse to serve it.

If an enterprise wants to benefit from the efficacy of talents, it is important to establish a
good corporate reputation and image, for corporate image plays a key role in attracting
talents. According to Agrawal and Swaroop (2009), a good corporate image could motivate
applicants to take a job and enhance their self-esteem and confidence; moreover, it could
bring a large number of applicants in the recruitment, so that an enterprise could select the
applicants that were highly consistent with the organization and thus strengthen its
competitiveness. Hence, the management of corporate image can influence the public view on
an enterprise as well as the attraction of the enterprise.

2.2 Salary

Salary is the reward for a person’s work (Huang, 1989). There is a relationship of
exchange between employees and enterprises, where employees exchange their labor or
knowledge for such valuable things as money or benefit from enterprises (Ouchi, 1980).
Salary is enterprises’ total rewards for certain work, including wage, pay and bonus. A fair
salary system can help an organization reach the objectives of motivating employees,
controlling cost, and attracting and keeping talents. To attract excellent employees, enterprises
must offer a salary system consistent with the market (Wang [trans.], 2010, Chu, 2003). Also,
enterprises need a complete pay design to ensure fairness and impartiality and rationalize their
operation cost, so as to prevent a reduction in profit caused by excessive labor cost.
According to Chu (2003), a pay design consists of four elements: the Hygiene-Based Pay, a
pay which is designed by an organization to enhance external fairness according to
employees’ demand for hygiene; the Job-Based Pay, a pay which is designed by an
organization to enhance the internal fairness according to the relative value of the positions in
the organization; the Performance-Based Pay, a pay which is designed by an organization to
motivate employees according to the performance of employees; the Skill-Based Pay, a pay
which is designed by an organization to promote the learning of employees according to the
skills of employees.
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So far as salary norm is concerned, only with effective pay design norms can enterprises
maximize the effects of payment and motivate employees to attain good performance. Aside
from corporate performance, corporate feature and work, applicants believe that the pay and
benefit system is the most important factor among the ones that influence the attraction of
enterprises (Hu, Weng, & Yang, 2008). According to the 2010 Survey on the Employment
Intention of Fresh Graduates by Ting (2010), the salary benefit and incentive system was
what new employees most cared about among the conditions of enterprises, followed by
industrial potential and corporate image. This shows that salary has great appeal to applicants.
Therefore, a good salary can bring employees a sense of security in mind and survival and
spur them to accomplish good performance; moreover, it can contribute to a positive
corporate image, which will increase the attention of enterprises.

According to recent studies, applicants take salary, corporate image, reputation and work
feature as the factors that influence the attraction of an organization. Nevertheless, some
studies have demonstrated that salary is a critical factor to be considered in job application.
As far as the pay and benefit system is concerned, applicants want to know if there is an
attractive pay and benefit system rather than how salary will be paid. Nonetheless, most
enterprises merely offer the information about salary in the recruitment, and most applicants
evaluate an enterprise according to the salary it offers and then base their application on the
salary. This study takes the salary as the mediation variable, for Howard (1999) advocated
that the pay and benefit system played a key role in evaluating corporate image. Therefore,
this study aims to delve into the role of the salary system in the attraction of corporate image.

2.3 Organization Attraction

From the perspective of human resource management, “talent” is an important asset
which helps enterprises make strategies, fulfill objectives and develop competitiveness
(Mondy & Noe, 2005). Organization attraction refers to the applicants’ intention of working
for an enterprise (Ehrhart & Ziegert, 2005). The attraction is significant for the
competitiveness of an enterprise. If an enterprise has strong attraction, it will attract more
applicants and thus have a greater chance to recruit the talents who will work for it with
service and innovation.

From the perspective of fit, applicants, if given clear work norms and objectives in the
recruitment, will be able to decide if they are qualified for the work. This will contribute to a
high level of fit between enterprises and employees and promote the fulfillment of
organization objectives. Relevant studies have shown that the person-job fit would influence
applicants’ intention of taking a job and then lead to an organization’ attraction to applicants
(Kristof et al., 2005). As far as the person-organization fit is concerned, an organization’s
recruitment or relevant information can make potential applicants aware of the fit between
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them and the organization. If the features of applicants are similar to that of the organization,
the organization will have stronger attraction (Schwab, Rynes & Aldag, 1987, 1987; Kristof,
1996).

“External selection” is the source of human capital and the method of getting human
capital. Recruitment has become the fastest way for an organization to enhance
competitiveness, and it can also kick out the employees who are unsuitable for the
organization (Chang, Li & Shih, 2005). According the ERG theory (Alderfer, 1972), an
organization can attract applicants demanding “existence”, “relatedness” and “growth”. If an
organization can provide clear recruitment standards, corporate system and benefit system,
applicants will become aware of the demand, emotion and attitude of the organization and
show their intention of working for the organization (Highhouse, Lievens & Sinar, 2003). If
an enterprise has great appeal to talents and attracts many applicants, the organization will
have many choices in the talent selection. In other words, if an organization can offer the
incentives that attract job application, applicants will be willing to join the recruitment and
thus reinforce the talent competitiveness of the organization (Tsai, Huang & Yen, 2008).

Organization attraction is the primary element for an organization to gain a vantage point
in the competition. The main function of recruitment is to attract great talents or motivate
applicants to submit their job application. The degree of the motivation influences applicants’
intention of working for the organization. Organization attraction would influence applicants’
expectation on enterprises, but in fact the expectation is more likely to be a passive one, for
applicants can be attracted by two or more organizations. Only when the conditions offered
by an enterprise meet the expectation of an applicant and the applicant has a positive image of
the enterprise will he/she have the intention of applying for a job in the enterprise (Cable &
Turban, 2001). The job-searching intention signifies a further action of applicants - an active
search for job (Highhouse et al. 2003). Organization attraction plays a decisive role in the
prosperity of an organization; thus, an organization must think about the strategies of
enhancing its appeal to talents, such as improving its corporate image and pay and benefit
system, in the pursuit of profits.

2.4 Corporate Image and Organization Attraction

According to the signaling theory, it is very difficult for applicants to obtain the
information about work before they enter an enterprise (Schwab, et al, 1987). Normally, most
applicants gather the information about an enterprise from newspaper or websites (Gatewood
et al., 1993); therefore, applicants cannot get complete information in the initial stage of job
hunting and can merely base their understanding of the enterprise on the information they
have (Cable et al., 2001). Why would a positive corporate image enhance organization
attraction? According to the social identification theory proposed by Tajfel and Turner
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(1985), a person would evaluate his/her value on the basis of social remarks and then develop
self-concept. Therefore, if an enterprise improves its image, its employees will start self-
improvement and enrich the value accepted by others; if it has a negative image, the
employees will increase pressure and negative emotion (Ashforth & Mael, 1989).

In 2005, Ehrhart and Ziegert pointed out that a strong appeal to talents was a key factor
for the success of an organization. For that reason, an organization needs to focus more on
and invest more resources in recruitment to attract talents. On the other hand, applicants do
not have complete information about an enterprise in job hunting and thus can only develop a
perceptual image of the enterprise - corporate reputation and image according to his/her
interaction with the enterprise and base their job application on the image. Moreover,
applicants would evaluate themselves according to social remarks and hope to enhance self-
value by working for an enterprise with a good corporate image. Hence, applicants’
perception of corporate image can influence organization attraction. In the recruitment model
of Cable and Turban (2001), applicant’s understanding of an enterprise as well as the
reputation and image of the enterprise have measurable effects on applicants’ job-searching
intention, so does the information about the recruitment.

Corporate image influences the appeal to talents. Normally, applicants have ten demands
for corporate image, namely, many opportunities of further study, a pleasant atmosphere,
stable operation, work transparency, a high salary, a sound system, a comfortable
environment, a fair profit distribution, a secure position, a promising future, and a complete
benefit system. The above ten demands can be summarized as corporate image. Specifically,
“a good salary” and “a fair profit distribution” are the mediation variables which are analyzed
in this study. The pay and benefit system has great influence on corporate operation and
appeal to talents. The reputation and image of an enterprise are based on its excellent
employments, and only by making contribution to the enterprise can the employees improve
the overall image of the enterprise. For employees, the most important incentive is the pay
and benefit system; therefore, this study aims to find out if the attraction of an organization
will increase and if the organization will thus witness sustainable development under the
mediation of the salary system from the perspective of corporate image.

2.5 Salary and Organization Attraction

Why do applicants value salary? According to Maslow’s hierarchy of needs, only after a
low demand is met will people strive to meet a higher one (Li, Chen & Liu, 2010). Therefore,
applicants would hunt a job according to salary, with the purpose of meeting the most basic
physiological demand. George Homans’ Exchange Theory also mentioned that there was an
exchange of rational resources in the social interaction between two men: the cost a person
made should be equal to the reward he gained (Shih, 2006). Hence, an enterprise needs to
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consider how much cost the vacant positions require if it wants to use salary to attract
applicants, so as to offer a fair and rational salary.

Of the previous studies on job application and organization attraction, few discussed
salary while most were a compounded discussion. For instance, Yen (2011) took the pay and
benefit system as a moderator to discuss the effects of corporate image on appeal to talents;
Chen and Chen (2011) explored the effects of pay on college students’ employment intention;
Chen and Chen (2009) analyzed the effects of talent recruitment and stickiness with the pay
system for insurance salesmen. Leopold (2010) mentioned that a sound management of the
pay and benefit system could create positive effects on the appeal to talents, retention rate and
productivity. However, most enterprises merely offer the information about salary in the
recruitment, so applicants can only evaluate the enterprises according to salary and then base
their job application on salary. Of course, applicants would find a suitable job according to
demand and base their job application on salary and the cost required for the vacant positions.
If the salary of an enterprise is higher than that of other enterprises in the same field, the
enterprise will have a stronger organization attraction. For that reason, this study believes that
salary is the one of important conditions for the job application of applications and that the
salary in the same industry can influence organization attraction.

2.6 Corporate Image, Salary and Organization Attraction

According to previous studies, recruitment, organization attraction and corporate image
are often the factors applicants consider in job hunting (Ahlrichs, 2000). Powell (1984)
mentioned that the corporate image perceived by applicants before job application would
influence organization attraction and was one of the factors that influence potential
applicants’ willingness to apply for a job in the enterprise (Mazzarol, 1998). Meanwhile, a
good corporate image would win applicants the support from their friends, which will
enhance applicants’ job application intention. Previous studies also showed that a good
corporate image had positive effects on appeal to talents, especially on the profits and
performance of enterprises (Highhouse, Lievens, & Sianr, 2003; Schreurs, Derous, Hooft,
Proost & Witte, 2008).

To attract great talents, enterprises would offer a high salary (Li & Mao, 1995), so that
the talents would work and create profits and performance for the enterprises; potential
applicants would develop the image of an enterprise according to the information about the
operation and revenue of the enterprise (Walsh, Beatty & Shiu, 2009) and then evaluate if the
salary of the vacant position and the required time and cost are equal to the reward and take
them as the factors that influence job application. However, if applicants can merely give
priority to corporate image in job application, they would evaluate if the salary offered by the
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enterprise is equal to the cost required by the vacant position and then decide whether to apply
for the job by comparing the salary with that offered by other enterprises in the same industry.

The literature review mentioned the comprehensive effects of corporate image and the
pay and benefit system on the appeal to talents. Therefore, this study will further the
discussion on the impact of corporate image on the appeal to talents and delve into the
mediated and mediating effects of salary to explore the effects of corporate image on
organization attraction in a complete pay and benefit system.

3. Research Design
3.1 Research Structure
The research framework is shown in Figure 1 Corporate image was taken as an

independent variable and salary as a mediator to discuss if they had significant effects on
organization attraction.

/ Salary \

Organization
Attraction

Corporate Image >

Figure 1 Research structure

3.2 Research Hypotheses

H1: Corporate image has significant positive effects on organization attraction.
H2: Corporate image has significant positive effects on salary.

H3: Salary has significant positive effects on organization attraction.

H4: Salary has mediating effects on corporate image and organization attraction.

3.3 Research Design and Samples

This study aims to elucidate the effects of corporate image on organization attraction
with the mediating effects of salary. The research subjects are those participate in job fairs
and employment training centers and fresh graduates.

In the pretest, 60 copies of preliminary questionnaire were distributed, and 50 copies
were retrieved. According to the analysis of the reliability of the pretest questionnaire, the

Cronbach’s a of corporate image, salary and organization attraction was 0.879, 0.930 and
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0.740 respectively, and the Cronbach’s a of all dimensions was over 0.7. This indicated that
the scale had a high level of reliability, so the questionnaire was adopted.

With the convenience sampling, this study distributed the copies of the questionnaire at
schools, job fairs and employment training centers. In the process, 500 copies were
distributed, and 421 copies were retrieved, with a retrieval rate of 84.2%. Of the retrieved
copies, 43 copies whose information was inaccurate and incomplete were removed; hence,
there were 378 valid copies, with a retrieval rate of valid copies of 75.6%.

4. Research Results

4.1 Sample Characteristics Analysis

Of the samples, 181 were female (47.9%) and 197 were male (52.1%). There were 197
ordinary applicants, which accounted for the largest proportion (52.1%), followed by 169
fresh graduates (44.7%). In terms of age, there were 236 samples aged 25 or below, with a
proportion of 62.4%, followed by those aged from 26 to 30 (16.4%). There were 86 samples
who had one year or less of work experience, taking up 22.8%, followed by the 81 samples
(21.4%) who had at least five years of work experience and the 45 samples (11.9%) who had
little work experience. Additionally, there were two questions for the applicants: (1) Will you
apply for a job in the coming six months? There were 378 samples (100%) who replied with
“YES”. (2) Where do you like to find a job? There were 120 samples (31.7%) who chose
New Taipei, Taipei and Keelung; 103 samples (27.2%) who chose Taichung and Changhua;
76 samples (20.1%) who chose Kaohsiung and Pingdong; 13 samples (3.4%) who chose
Taoyuan, Hsinchu and Miaoli; 31 samples (8.2%) who chose Yunlin, Chiayi and Nantou; 35
samples (9.3%) who chose other districts.

4.2 Reliability Analysis

The analysis of the reliability of the variables of this study is shown in Table 1.The
Cronbach’s a of corporate image was 0.903; the Cronbach’s a of salary was 0.931; the
Cronbach’s a of organization attraction was 0.881. All the variables were over 0.7, which
indicated great internal consistency among the variables.

4.3 Mediation Analysis

The regression analysis of the variables is shown in Table 1. The demonstration of
mediating effects was done according to the suggestion from Baron and Kenny (1986). Model
1: Corporate image had significant effects on salary (f=0.703, P<0.001), which met the
condition that the independent variable had significant effects on the mediator. Model 2:
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Organization attraction was taken as the dependent variable and corporate image and salary
were taken as the independent variables, and it was found that corporate image had significant
positive effects on organization attraction (p=0.608, P<0.001), so did salary ($=0.591,
P<0.001), which met the condition that the independent variable and the mediator had
significant effects on the dependent variable. Model 3: the regression coefficient of the
mediator (Salary), the independent variable (Corporate Image) and the dependent variable
(Organization Attraction) was significant ($=0.381, P<0.001), and the standardized
coefficient of the independent variable declined from 0.608 to 0.381, which indicated some
partial mediating effects. Therefore, H4 (Salary has partial mediating effects on corporate
image and organization attraction) is valid. This study demonstrated that corporate image had
effects organization attraction through the mediating effects of salary. H1 (Corporate image
has significant positive effects on organization attraction), H2 (Corporate image has
significant positive effects on salary) and H3 (Salary has significant positive effects on
organization attraction) were proved valid in Model 1 and Model 2 (see Table 1).

Table 1 Results of mediation analysis.

Variables Model 1 _ M_odel 2 _ _ Mpdel 3 _
Salary Organization Attraction Organization Attraction

Corporate Image 0.703*** 0.608*** 0.381***

Salary 0.591*** 0.324***

R? 0.494 0.370 0.350 0.423

Adj. R? 0.493 0.368 0.348 0.420

F-value 367.565 220.685 202.090 137.359

Note. 1. * p<0.05, ** p<0.01, *** p<0.001; B: Unstandardized Coefficient.

According to the suggestion of Preacher and Hayes (2004), this study further considered
the mediating effects and adopted the confidential intervals (Cls) of the Sobel test and the
boostrap approach in normal distribution to demonstrate the mediating effects. The results of
the Sobel analysis of the effects of salary on corporate image and organization attraction
showed that the Z value was 5.6030 (Z value >1.645; p<0.05), and the significance (p=0.000)
reached a significant level. The value of partial mediating effects was .2389 (see Table 2), and
the results revealed that salary indeed had partial mediating effects. Then, the results of the
boostrap approach in normal distribution were used to demonstrate the Sobel test. As is
shown in Tables, 95%~5% of the confidential intervals excluded “0”, which means that the
partial mediating effects were marginally significant. Therefore, it is concluded that H4
(Salary has partial mediating effects on corporate image and organization attraction) is valid.
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Table 2 Regression analysis of salary between corporate image and organization
attractionable 1. Results of mediation analysis.

Direct effects and total effect

B SE t p
IV DV 0.6385 0.0430 14.8555 0.0000
v MV 0.7866 0.0410 19.1720 0.0000
MV DV, DV is controlled 0.3037 0.0518 5.8668 0.0000
IV DV, MV is controlled 0.3996 0.0579 6.8984 0.0000
Indirect effect and significance using the normal distribution
Value SE LL95% ClI UL95% ClI z p
Sobel 0.2389 0.0426 0.1554 0.3225 5.6030 0.0000
Bootstrap results for indirect effect
Value SE LL95% ClI UL95% ClI Mean
Effect 0.2389 0.0491 01452 0.3389 0.2399

Notes. 1. IV: Independent variable (Corporate Image), DV: Dependent variable (Organization Attraction), MV:
Mediating variable (Salary). 2. N: 224, Number of bootstrap resamples: 5000, LL= lower limit, Cl=

confidence interval, UL= upper limit; 3. B= unstandardized coefficient.

5. Conclusion and Suggestions

5.1 Conclusion

According to the questions for the applicants, this study found that both ordinary
applicants and fresh graduates hoped to find a job within a short time and that most of them
wanted to work in New Taipei, Taipei and Keelung, followed by Taichung and Changhua and
then by Kaohsiung and Pingdong. These three regions are all home to big cities in Taiwan.
Hence, most of the applicants desired to work in cities.

Corporate image comprises corporate culture and philosophy, but applicants, more often
than not, fail to delve into the culture of an enterprise. Consequently, many applicants are
surprised to find that their philosophy is inconsistent with corporate culture after entering an
enterprise and finally choose to resign. According to the research results, this study has found
that (1) Corporate image has significant positive correlation with and effects on organization
attraction. If corporate image improves, organization attraction will increase; hence,
enterprise can enhance their organization attraction by improving their corporate image so as
to recruit excellent employees. (2) Salary has a positive correlation with and effects on
organization attraction. This indicates that salary has great attraction so that applicants would
consider salary when seeking a job. Therefore, enterprises should make a rational and
competitive pay system to attract more excellent applicants. A high salary would eliminate
employees’ worry about survival and attract great talents. (3) Salary has partial mediating
effects on corporate image and organization attraction, which means that corporate image is
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no longer confined to the consumers’ perceptual understanding based on the culture,
environment and philosophy of an enterprise; instead, applicants have gradually related salary
to corporate image, for they believe that salary reflects an enterprise’s intention of making
investment in employees and that employees would develop loyalty, solidarity and
organization identity if the enterprise is willing to make investment in them. Meanwhile, this
study believes that a good corporate image can enhance the organization attraction of an
enterprise and facilitate the recruitment, but applicants will still consider if their cost will be
equal to the reward for them and if their basic need in life will be met. For that reason, this
study suggests that enterprises should not only build a good corporate image but also offer a
rational salary to attract excellent employees to increase profits and performance.

5.2 Suggestions

Before applying for a job, applicants would still consider if the cost they make is equal to
the reward for them and if their basic need in life will be met. Hence, his study suggests that
enterprises should not only build a good corporate image but also get acquainted with the
demands of applicants and consider the expected salary and needs of applicants. Only by
doing so could enterprises improve their impression on applicants and their own corporate
image. Aside from good corporate culture and corporate image, enterprises should offer a
high salary, for salary has great partial mediating effects on corporate image and organization
attraction. In this way, enterprises will be able to attract excellent employees and enhance
their competitiveness.

5.3 Suggestions for Future Studies

This study suggests that future researchers should expand the range of their studies and
consider other variables like interest and work feature for a broader and more detailed
exploration. When filling the questionnaire, most samples were affected by the circumstance,
which resulted in some errors in the research results; hence, it is suggested that questionnaire
should be supplemented by qualitative researches like interview, so as to make research
results more objective and complete.
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