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Influence of Organizational Commitment and Job
Satisfaction on Employees’ Intention to Provide eWOM: The
Moderating Role of Perceived Company Reputation”

Bogdan Anastasiei, Angelica-Nicoleta Neculdesei, Alina Mdriuca lonescu™

Abstract

Staff word-of-mouth is a largely overlooked way to increase organizational attractiveness and
recruit valuable human resource through employee referrals. The purpose of this research is
to assess the influence of job satisfaction and organizational commitment on the employees’
willingness to convey positive information about their company on social networks. Our find-
ings show that job satisfaction and affective commitment directly affect electronic word-of-
mouth propensity, while the influence of continuance and normative commitment is strongly
moderated by the perceived company reputation. These results indicate that companies can
use satisfaction and affective commitment, as well as reputation, as leverages for driving
employees to generate positive staff word-of-mouth in the online environment.

Keywords: eWOM, organizational commitment, job satisfaction, perceived company reputa-
tion
JEL Codes: M19, M54

Introduction

The phenomena associated with globalization, such as workers’ migration,
workforce shortage, and heightened talent competition, to name just a few,
have generated multiple concerns among theoreticians and practitioners alike to
identify ways to attract and maintain human resources (Hanin/Stinglhamber/De-
lobbe 2013). One solution is for employees (even interns) to recommend the
organization as a good job-provider, in both offline and online environments
(Sun/Ayoun/Calhoun 2013; Hanin et al. 2013; Van Hoye 2012; Ahamad 2019;
Breitsohl/Ruhle 2016). However, the research that aims to analyse the decisive
factors behind word-of-mouth, electronic word-of-mouth and the organizational
strategies that could help increase their positive role is quite limited (Van Hoye
2012; Hanin et al. 2013; Keeling/McGoldrick/Sadhu 2013; Dechawatanapaisal
2019).
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Word-of-Mouth (WOM) and Electronic Word-of-Mouth (eWOM) are both com-
munication channels for sharing information and opinions. They differ in several
aspects, as systematized in Table 1.

The effects of WOM need to be considered because organizations cannot control
the employees’ communications outside their work (Cable/Turban 2001). The
employees are organizational messengers through everything that they commu-
nicate. Quick and easy information delivery, especially online, can support (or
not) organizational efforts. The employees’ recommendations (positive WOM
and eWOM) are good tactics for companies to increase organizational attraction,
especially in the first stages of recruitment (Keeling et al. 2013).

Table 1- Differences between WOM and eWOM

WOM eWOM
Type of interaction, Direct communication (oral - Communication mediated techno-
communication chan- | face-to-face or by phone) logically (written - on platforms
nels and via other digital modes)
Range, accessibility Limited, low accessibility (inter- Large, facile accessibility (informa-
personal communication) tion may be accessible to a global
public)
Permanence, accuracy | Less persistent and can be easi- Permanence (the message remains

and digital fingerprint | ly forgotten or lost over time (is stored online)/ with fingerprint
based on participants’ memory);
without fingerprint

Influence, credibility / | Increased (due to direct in- Variable (depending on the credi-

negativity bias teraction, interpersonal relation- | bility and number of people who
ships) / negativity bias - easierto | expose the message)/ negativity
counteract bias - hard to counteract

Propagation speed Slow, limited (it assumes physical | Extremely fast (posted messages

and magnitude presence of individuals) can be accessed immediately), with

potential for global spread
Need for new knowl- | No need for new knowledge Depends on experience factor,
edge knowledge sharing factors and

technology acceptance factors

Systematization from: Husain/Varshney 2022, Yang 2017, Huete-Alcocer 2017, Tham/Croy/
Mair 2013, Hoffmann/Novak 1996

Both WOM and eWOM can play significant roles in human resources manage-
ment (in modeling the employer brand, influencing people in search of a job,
obtaining feedback on the experience of employees in the organization). How-
ever, researches on eWOM developed in the field of human resources are quite
few, unlike in marketing where we can see a high output (Evertz/Kollitz/Siif3
2021). With the development of social networks and contents created by users,
WOM metamorphoses in eWOM, the latter having a large development (Sar-
ma/Choudhury 2015). The differences between WOM and eWOM can no longer
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be neglected in the context of changes generated by technological progress. The
effects that could be generated by the speed with which the messages reach indi-
viduals and by their global spreading capacity should make managers reflect.
These reasons have also guided our research towards analysing the relationships
between certain organizational variables and eWOM.

Employees can contribute to the consolidation of the company’s good reputa-
tion, with long-term effects on its ability to attract and retain valuable people.
Many times these extra roles of employees are not fully acknowledged by the
organization’s management, therefore there is no strategic support in this respect
(Helm 2011). Taking on these roles can be determined by job satisfaction,
organizational commitment and perceived corporate reputation (Helm 2011).

Consequently, our study aims to analyse the influence of organizational com-
mitment and job satisfaction on the employees’ intention to recommend the
organization as a good employer in the online environment, and to assess the
moderation effect of perceived company reputation on the relationships between
job satisfaction, respectively organizational commitment, and employees’ posi-
tive eWOM.

The choice for organizational commitment and job satisfaction as antecedents
for employees’ intention to provide eWOM is motivated by the fact that both are
human attitudes that reflect a positive evaluation of the job, being an affective
response to the organization as a whole (commitment), and to specific charac-
teristics of the job (job satisfaction) (Lum/Kervin/Clark/Reid/Sirola 1998). A
considerable amount of research also shows that organizational commitment
and job satisfaction are the primary factors for the occurrence of desirable
organizational behaviours (Schappe 1998), or have positive influence on such
behaviours (Podsakoff/MacKenzie/Paine/Bachrach 2000; Organ/Ryan 1995).

The moderating role of perceived corporate reputation needs to be assessed
since a positive internal perception influences both employees’ reactions and
how the company is viewed from outside (Davies/Chun/da Silva/Roper 2004).

Our research has been organized as follows: we first present the theoretical
framework of the study focusing on the definition of our working concepts
(organizational commitment, job satisfaction, corporate reputation, and staff
eWOM); we further discuss the influence of the three dimensions of organiza-
tional commitment, as well as the influence of job satisfaction on the employ-
ees’ intention to spread positive eWOM, along with the moderating role of
perceived corporate reputation, in order to formulate the hypotheses of our
research; the next two sections describe the research methodology (sample and
data collection, questionnaire, indicators, methods) and the results; subsequently,
we discuss the theoretical and managerial implications of the main results, and
end with concluding remarks.
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1. Theoretical framework and the development of hypotheses

This section gives an overview of the literature on the working concepts con-
sidered in our research: organizational commitment, job satisfaction, corporate
reputation and staff eWOM, as well as on the nature of the relationships between
them, to substantiate the research hypotheses.

1.1 Working concepts
Organizational commitment

Authors of studies conducted on the topic of organizational commitment argue
that there is no agreement as to the definition of this concept (Meyer/Allen
1991; Alniacik/Cigerim/Akcin/Bayram 2011). Several definitions have been
developed in an attempt to capture its essence, initially seen as a one-sided
concept rather than as a multi-dimensional one (Juaneda-Ayensa/Clavel San
Emeterio/Gonzalez-Menorca 2017; Uraon 2018).

Although the idea of organizational commitment was used in various studies,
the concept as such was first explained in Becker’s work (1960), who argued
that commitment is present when “people engage in consistent lines of activity”,
which means that “it outlines the mechanisms by which past actions link extra-
neous interests to a line of activity”. Porter et al. (1973) define organizational
commitment “in terms of the strength of an individual’s identification with
and involvement in a particular organization.” According to other authors, it
represents the degree to which employees adopt the organization’s values and
objectives and identify with them in carrying out their professional duties (Tan-
riverdi 2008). Meyer and Allen (1991) show that commitment, as a psychologi-
cal state, reflects the desire, need and/or obligation to remain the organization’s
employee. The authors highlight the relation between attitudinal and behavioral
components of commitment and delineate three dimensions of organizational
commitment:

— Affective commitment refers to emotional attachment, involvement and iden-
tification with the organization. The employees are a part of the organization
because they want it. In this case we can speak of mutual willingness to
contribute to organizational wellbeing, associated with positive feelings.

— Continuance commitment means awareness of the costs associated with leav-
ing the organization. Employees remain in the organization because they
think they must do so. They perceive the costs associated with job quitting as
being too high. Cost-based reciprocity (fear of losing what has been gained
from involvement, personal effort etc.) is what governs the employee-em-
ployer relationship, therefore the employee will be as involved as necessary
to remain in the organization.
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— Normative commitment is associated with the obligation to remain in the
organization. Employees feel they should stay out of a sense of moral duty,
loyalty. Thus, this is a reciprocity via obligation.

There is also an important amount of research carried out to validate Meyer and
Allen model (Allen/Meyer 1990; Medeiros/Enders 1998; Mohammed/Eleswed
2013). This construct is widely used in the fields of human resource manage-
ment and organizational behavior (Lizote/Verdinelli/Nascimento 2017), which
is why it is selected for this study as well. Some of the limitations and direc-
tions for further research, suggested by those who have created or used it,
are: the three dimensions, though interlinked, are distinct (Allen/Meyer 1990;
Meyer/Stanley/Herscovitch/Topolnytsky 2002); the instrument has been created
for a part of the North-American cultural space, and the results must be inter-
preted in relationship to the cultural context and the characteristics of the sample
group etc. (Meyer et al. 2002); a better clarification of the construct regarding
normative commitment is required (Meyer et al. 2002; Juaneda-Ayensa et al.
2017).

There are numerous studies that highlight the positive role of organizational
commitment on certain variables, such as good job performance, organizational
citizenship behavior or the intention to remain in the organization, but very
little research investigates the relationship between organizational commitment
and traditional or online word-of-mouth (Sun et al. 2013). Our research focuses
on the relationship between organizational commitment and eWOM, by tracing
the influence on each dimension in the model (affective, continuance and nor-
mative).

Job satisfaction

The concept of job satisfaction is approached differently in various works,
depending on the specificity of each research. However, most definitions are
concentrated on the idea of attitude to the job and various aspects related to
it, such as: a positive emotional state resulting from job assessment or feelings
and thoughts associated to the job (Locke 1976), a cluster of evaluative feel-
ings about the job (Spector 1985), specific cognitive, affective and evaluative
reactions, of a person towards their job (Greenberg/Baron 2000), or “a feeling
that appears as a result of the perception that the job enables the material and
psychological needs” (Aziri 2011:78).

A high level of satisfaction can indicate the employees’ good mental and
emotional state. An analysis of job satisfaction can point to the quality of
organizational management (Aziri 2011). Job satisfaction leads to positive
behavior, whereas dissatisfaction leads to negative behaviors. There are few
studies that highlight the direct relation between job satisfaction and WOM
(Haghighikhah/Khadang/Arabi 2016; Gross/Ingerfurth/Willems 2021), but nu-
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merous reports present the positive relation between job satisfaction and orga-
nizational citizenship behaviors (Organ/Ryan 1995; Najafi/Noruzy/Azar/Nazari-
Shirkouhi/Dalv 2011). WOM and eWOM are forms of manifestation of organi-
zational citizenship behavior, the latter concept being defined as a discretionary
individual behavior, non-rewarded formally, which leads to the overall efficient
functioning of the organization. Taking all these aspects into account, we aim to
analyze the importance of job satisfaction in generating eWOM.

Corporate reputation

There are several views on the meaning of corporate reputation. Studies indicate
a focus on different facets of the construct, from a theoretical as well as practical
perspective (Fombrun/Van Riel 1997). An integrative definition could be the one
offered by Fombrum and Rindova (1996, in Fombrun/Van Riel 1997:10): “4
corporate reputation is a collective representation of a firm's past actions and
results that describes the firm's ability to deliver valued outcomes to multiple
stakeholders. It gauges a firm s relative standing both internally with employees
and externally with its stakeholders, in both its competitive and institutional
environments”.

Reputation generates certain perceptions among employees, clients, investors,
competitors and the public at large about what the organization does and repre-
sents (Fombrun/Van Riel 1997). Good reputation favors increased trust in the
organization, increasing its attractiveness. Moreover, it constitutes a resource
that is difficult to imitate, creating a competitive advantage. It is connected to
corporate identity and culture (Fombrun/Van Riel 1997). Reputation has been
evaluated based on certain attributes grouped around certain key-features (emo-
tional appeal, products & services, vision & leadership, workplace environment,
financial performance, social responsibility) as we find in Fombrun and Gard-
berg (2000).

Staff eWOM

According to Keeling et al. (2013), staff word-of-mouth is “the process of
staff and former employees communicating information and opinions about the
organization, both within and beyond their social networks”. There are multiple
characteristics that define word-of-mouth and its consequences (Sun et al. 2013),
the distinction between traditional word-of-mouth and electronic word-of-mouth
(eWOM) being of interest to us. The experience of the past years has shown
that technological progress, the need for top international work/ collaboration, as
well as crisis situations, lead to a more intense use of social networks; hence,
our research has focused on eWOM. Obviously, employees can convey either
positive or negative information, but in our case we particularly focused on
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positive eWOM. We are interested in the factors that support it, with effects that
can be capitalized on in human resource management.

With regards to WOM, studies have shown that employees with a positive
attitude at work are likely to deliver it based on intrinsic motivation (Sun et al.
2013). Also, it is believed that eWOM has more credibility than messages sent
by the company (Melian-Gonzalez/Bulchand-Gidumal 2016). Moreover, eWOM
is not temporary (unlike traditional WOM), because employees can communi-
cate their opinions in writing, and they remain in the online environment (Litvin/
Goldsmith/Pan 2008).

With positive eWOM, the employees can support organizational efforts related
to attracting and retaining human resources. The importance of positive eWOM
is clear for recruitment processes, but also in the creation of the employer’s
brand. The few studies focused on this topic stress the need for managers’ and
researchers’ increased attention to this phenomenon (Van Hoye 2012; Hanin et
al. 2013; Keeling et al. 2013; Dechawatanapaisal 2019).

1.2 Views on the relationships between variables. Grounding research
hypotheses

Job satisfaction and eWOM

Specialized literature presents the positive effects of job satisfaction, among
which we can list: increased loyalty and commitment (Martensen/Gron-
holdt 2006), stated intention to remain in the organization (Mosadeghrad/Fer-
lie/Rosenberg 2008), and organizational citizenship behavior (Najafi et al. 2011;
Wabhjusaputri 2018).

With regards to the relationship between job satisfaction and WOM or eWOM,
studies show the significant direct influence of satisfaction on WOM (Haghigh-
ikhah et al. 2016), partial mediation of the relationship between the supervisor’s
perceived respect and WOM (Behrens/Parmelee 2018), a positive relation with
the intention of recommending the organization, traditionally or online (with no
distinction between the two forms) (Gross et al. 2021).

In agreement with the theoretical grounds, we have formulated the following
research hypothesis:

Hypothesis 1: Job satisfaction positively influences eWOM

Affective commitment and e WOM

Numerous studies demonstrate that affective commitment influences the mani-
festation of desirable organizational behaviors. It is stated that the estimation of
the probability for employees to act in favor of the organization’s interest can be
facilitated by measuring affective commitment (Meyer/Allen 1991). Basically,
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studies have demonstrated the following: a significant positive relationship with
job satisfaction (Alniacik et al. 2011), a significant negative relationship with
the intention of leaving the organization (Alniacik et al. 2011), increased inter-
est in online activity (Wasko/Faraj 2005), a positive relationship with organiza-
tional citizenship behavior and increased diligence (Battistelli/Galletta/Portogh-
ese/Pohl/Odoardi 2013), increased interest in using social networks and creating
content for work-related purposes (Chen/Lu/Wang/Zhao/Li 2013), increased
satisfaction and significant contributions in the workplace (Camilleri 2002), a
sense of organizational support (Meyer et al. 2002), a negative connection with
the intention of leaving the organization, fluctuation and absenteeism (Somers
1995). Identification with the organization supports employees taking on extra
roles and is one of the positive determinants of WOM (Ruge/Le/Supphellen
2021). Consequently, we have formulated the following hypothesis:

Hypothesis 2: Affective commitment positively influences eWOM

Continuance commitment and e WOM

Continuance commitment is related to the costs of leaving the organization (the
perceived sacrifice), or the lack of alternatives. These costs can generate resent-
ment and frustration (Camilleri 2002). There are studies that show that continu-
ance commitment has negative effects on the employees’ desirable behaviors.
Other research results state that it has no influence, as Meyer et al. (2002)
observed in a meta-analysis. Subsequent studies draw similar conclusions: con-
tinuance commitment has no impact on job satisfaction (Lizote et al. 2017),
and the relationship between continuance commitment and employees’ intention
to remain in the organization is negative (Uraon 2018). Some authors even
eliminate the continuance commitment component so as not to alter the analysis
model of organizational commitment (Xiong/Jianmu/Pengju 2017). As eWOM
can be assimilated to an extra role which requires extra effort, and continuance
commitment does not seem to support this, the third research hypothesis is:

Hypothesis 3: Continuance commitment does not influence eWOM

Normative commitment and e WOM

Normative commitment is seen in terms of moral obligation, duty and gratitude
(Juaneda-Ayensa et al. 2017). Empirical research on normative commitment as a
determinant of certain organizational effects presents various results: normative
commitment influences satisfaction negatively (Lizote et al. 2017), has a signifi-
cant negative relationship with the intention to leave the organization (Somers
1995), does not support the use of social networks (Chen et al. 2013), has a sig-
nificant impact on organizational citizenship behavior (Bakhshi/Sharma/Kumar
2011), and is correlated with affective commitment (Meyer et al. 2002). Feelings
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generated by normative commitment can be positive, generating behaviors such
as job performance, lack of absenteeism, organizational citizenship behavior, as
well as negative ones when they stress the idea of obligation (Camilleri 2002).

Normative commitment is presented as an important predictor of WOM in a
study carried out in the Chinese culture. This is explained by the fact that, in
this culture, obedience and obligation are strong standards; consequently, the
influence of normative commitment on employees is stronger (Sun et al. 2013).
It seems that there is a positive correlation between certain cultural features
(power distance and collectivism, which are also characteristic of the Romanian
culture) (Clugston/Howell/Dorfman 2000). It is, nonetheless, believed that there
are few empirical studies that would clearly support the results related to this
dimension and future research is recommended (Juaneda-Ayensa et al. 2017).

Based on the theoretical findings presented, we formulate the following research
hypothesis:

Hypothesis 4: Normative commitment positively influences eWOM

Perceived company reputation as a moderator in the relationship between
Job satisfaction and organizational commitment, on the one hand, and
eWOM on the other hand

Reputation, as an intangible asset, depends on real life experience, being related
to attitudes. It is affective and attitudinal in nature (Fombrun/Van Riel 1997,
Davies et al. 2004; Veh/Gobel/Vogel 2019). Employees’ perception on corporate
reputation can affect their loyalty and behavior (Davies et al. 2004; Primadi-
ni/Syaebani 2017), thus contributing to the formation of outsiders’ perception
(Helm 2011). A company with good reputation is expected to be able to retain
talents, generate positive WOM, have market advantages, and create growth
(Fombrun/Gardberg 2000). Research indicates a positive relationship between
corporate reputation as perceived by the employees and positive eWOM (Es-
enyel/Emeagwali 2019). A surprising positive effect of reputation on desirable
behaviors was noticed when it was analyzed together with other variables (affec-
tive commitment and job satisfaction) (Alniacik ez al. 2011). Also, the perceived
external prestige mediates the relation between identification with the organiza-
tion and WOM (Dechawatanapaisal 2019). This is why we aim to analyse its
role as a moderator in the relationship of our variables with eWOM. Thus, we
have elaborated the following research hypotheses:

Hypothesis 1’: Perceived company reputation moderates the relationship be-
tween job satisfaction and eWOM intention

Hypothesis 2°: Perceived company reputation moderates the relationship be-
tween affective commitment and eWOM intention
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Hypothesis 3’: Perceived company reputation moderates the relationship be-
tween normative commitment and eWOM intention

Hypothesis 4°: Perceived company reputation moderates the relationship be-
tween continuance commitment and eWOM intention

Our final model can be examined in Figure 1.

Figure 1— Research Model

Company
reputation

Job satisfaction

Affective
commitment

eWOM intention

Continuance
commitment

Normative
commitment

2. Instrument and methodology

To collect our data, we have used a questionnaire applied to a convenience
sample of 250 Romanian subjects. At the time of the study all of the respondents
were employed in Romanian companies. They were either students of our facul-
ty or members in different social network groups.

The survey was conducted online, using the Google Forms platform. The sub-
jects were contacted through email or through direct group messaging, and
asked whether they would be available to respond to our survey. Those who
agreed received another email with the questionnaire link. The demographic
characteristics of our sample are presented in Table 2.
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Table 2 - Sample Demographics

Respondents’ gender
Male 29%

Female %

Respondents’ age

Mean 26.2
Standard deviation 6.7
Minimum 18
Maximum 49

Respondent’s seniority on the job

Mean 33
Standard deviation 4.7
Minimum 1

Maximum 28

Company legal status

Limited liability 58%
Incorporated 9%
Other 33%
Company capital type

Romanian 62%
Foreign 38%
Number of employees

Mean 125.4
Standard deviation 1591
Minimum 1
Maximum 760

The questionnaire was divided into several groups of questions, corresponding
to the constructs to be measured: organizational commitment, job satisfaction,
perceived company reputation, and willingness to provide eWOM. Organiza-
tional commitment was evaluated using the inventory created by Meyer and
Allen (1991). In order to measure perceived reputation, we have used an inven-
tory called Index of perceived organizational reputation, created by Fortune
Magazine (Reese 1993). This inventory contains the following items: manage-
ment quality, products and/or service quality, long term investments, financial
solidity, the capacity to attract, develop, and keep talented people, responsibility
towards the community, and the use of corporate assets (Carmeli/Tishler 2005).
Job satisfaction was gauged using the Generic Job Satisfaction scale (Macdon-
ald/Maclntyre 1997). As the authors of the scale state, general or common
aspects of job satisfaction have been considered, so it can be used for employees
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in all fields of activity. Finally, the intention to generate eWOM was measured
using a scale adapted from (Alexandrov/Lily/Babakus 2013). All inventories are
presented in the Appendix.

3. Data Analysis

A hierarchical multiple regression was run to determine (1) whether job satisfac-
tion and commitment influence employee eWOM intention, and (2) whether the
addition of the interaction terms of satisfaction and commitment, on the one
hand, and perceived reputation, on the other hand, improve the prediction of
¢WOM intention.

The first regression model only includes the direct effects on eWOM intent
(job satisfaction and the three commitment types — affective, continuity and
normative), excluding the interaction effects. The second model comprises both

Table 3 — Hierarchical Multiple Regression Predicting eWOM intention

Model 1 Model 2
B t Sig. B t Sig.
Constant 5.032 58.040 <0.001 5.217 49.565 <0.001
Job satisfaction 0.397 2758 0.006 0.372 2.582 0.010
Affective commitment 0.510 3.934 <0.001 0.503 3.857 <0.001
Continuity commitment 0128 121 0.227 0169 1.610 0.109
Normative Commitment -0.161 -1.478 0141 -0189 -1.676 0.095
Perceived reputation 0.592 4.753 <0.001 0.575 474 <0.001
Jrzgjf‘:tiisgfftion " Perceived - - - 0080 | -0678 | 0498

Affective commitment *

Perceived reputation i i i 0141 0.210 0.227
Contl.nmty comm!tment ) ) ) 0.220 1984 0,048
Perceived reputation

Norm.atlve comm!tment ) ) ) 0273 2618 0,009
Perceived reputation

R? 0.474 0.507

AR? 0.474 0.033

F 43.981 27.437

AF (Sig.) 43.981(<0.001) 4.027 (0.004)

R? — coefficient of determination

AR? —variation in the coefficient of determination
F—F test value

AF —variation in the F test value
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the direct effects and the interaction effects (eight predictor variables in total).
The moderating variable, i.e. company perceived reputation, was also included
in the model, though its direct effect on eWOM propensity is not of interest.

Before creating the interaction terms, the variables were standardized, in order
to avoid the appearance of big correlations between predictors. The detailed
results for each regression model can be found in Table 3. The regression
coefficients can be found in Figure 2 (for the first model) and Figure 3 (for the
second model).

Figure 2— Regression Coefficients for Model 1

Job satisfaction

Affective
commitment

0.510**

e\WOM intention

Continuance
commitment

Normative
commitment

*p<0.01 R Squared = 0.474
*p<0.05
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Figure 3— Regression Coefficients for Model 2

Company
reputation

Job satisfaction

Affective
commitment

eWOM intention

Continuance
commitment

Normative
commitment

*p<0.01 R Squared = 0.507
*p<0.05

There was independence of errors, as assessed by the Durbin-Watson test
(2.153), and no evidence of multicollinearity was found, since all VIF values
were smaller than 3. Model 1 was statistically significant: R? = 0.474, F(5, 244)
=43.981, Sig. < 0.001; adjusted R? = 0.463.

Model 2 was statistically significant, as well: R2 = 0.507, F(9, 240) = 27.437,
Sig. < 0.001; adjusted R? = 0.489. The addition of the interaction terms led to a
statistically significant increase in R? of 0.033, F(4, 240) = 4.027, Sig. = 0.004.

Job satisfaction has a significant positive influence on eWOM intention
(B=0.372, Sig. =0.010), as well as affective commitment (B=0.503, Sig. <
0.001). Furthermore, the interaction terms between reputation and these two
variables is not statistically significant. Continuity commitment and normative
commitment have no significant effect on eWOM intention, but the coefficients
of the interaction terms between these variables and perceived reputation are
statistically significant.

In conclusion, perceived reputation moderates the influences of continuity com-
mitment and negative commitment on eWOM intention. To investigate these
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moderating effects we have used simple regression analysis, as recommended
by Aiken and West (1991). Specifically, we have considered the following
relationships: (1) the relationship between continuity commitment and eWOM
intention for low and high levels of reputation, and (2) the relationship between
normative commitment and eWOM intention for low and high levels of reputa-
tion. These levels were set as being equal to one standard deviation below and
above the mean, respectively.

The results of the simple regression analyses are summarized in Table 4.

Table 4 — Simple regression analyses predicting eWOM intention

Independent variable: continuity commitment

B (slope) T Sig.
Low perceived reputation -0.139 -1.806 0.278
High perceived reputation 0.478 3.705 <0.001
Independent variable: normative commitment

B (slope) T Sig.
Low perceived reputation 0194 1.590 0113
High perceived reputation -0.572 -3.839 <0.001

For the employees with low levels of perceived reputation, the eWOM intention
is not influenced by continuity commitment. For the employees with high per-
ceived reputation, there is a significant positive relationship between continuity
commitment and eWOM intention (B=0.478, Sig.<0.05).

Furthermore, for the subjects with low perceived reputation, normative commit-
ment has no effect on eWOM intention. However, for the subjects with high
perceived reputation, there is a significant negative relationship between norma-
tive commitment and intention to provide eWOM online (B =-0.572, Sig.<0.05).

These results will be thoroughly discussed in the next section.

4. Discussions
Theoretical implications

Our analysis shows that the intention to offer eWOM on social networks is
positively influenced by job satisfaction as well as affective commitment, so
the first two research hypotheses are validated. This influence is not changed
by perceived reputation, so hypotheses H1’ and H2’ are not validated. In oth-
er words, employees who are happy with their job and truly devoted to the
company will probably support it online, regardless of its reputation in the
outer world. Job satisfaction and affective commitment reflect one’s attitude
towards the job (Meijerink/Beijer/Bos-Nehles 2020). Job satisfaction represents
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the employees’ feelings towards their job and the different aspects of their work
(Spector 1985). Employees’ behavior is closely linked to job satisfaction (Davis/
Newstrom 1989). Affective commitment refers to the emotional attachment to
the organization, associated with the feeling of identification with the organiza-
tion, involvement, and the joy of belonging (Meyer/Allen 1991). The generated
behaviors are in agreement with these attitudes, with a desire for involvement.
Thus, satisfied employees that present strong affective commitment will show
their intention to recommend the organization as a job provider.

Our results match those of the few studies that present the significant direct
influence of job satisfaction on WOM (Haghighikhah et al. 2016; Gross et al.
2021) or of affective commitment on WOM (Ruge et al. 2021). But most studies
that analyse the two variables highlight the different positive consequences at
organizational level, which shows the importance of taking them into account
in the strategic management of human resources. As for the role of perceived
reputation, our results coincide with those of Yahya et al. (2017), reporting
that there is no significant association, from a statistic point of view, between
external perceived prestige and professional satisfaction.

The analysis proves that continuance commitment does not influence eWOM,
so our third research hypothesis is validated. Continuance commitment is rather
linked to the reward system (Juaneda-Ayensa et al. 2017), and eWOM refers
rather to a voluntary, unrewarded behavior. The result matches findings in
specialized literature, namely that continuance commitment does not lead to
positive organizational results and can even have negative effects (Meyer et al.
2002), possibly also because the perceived sacrifice or the lack of alternatives
can generate resentments (Camilleri 2002).

The hypothesis referring to the positive influence of normative commitment
on eWOM is not validated. Studies have shown that normative commitment is
associated with desirable consequences, but not as strongly as in the case of
affective commitment (Meyer et al. 2002). On the other hand, there are studies
indicating that the normative commitment does not support the use of social
networks (Chen et al. 2013), which could be an explanation for our result. The
relationship between this dimension of continuity and eWOM behavior needs
further investigation.

The effects of continuance and normative commitment on eWOM intentions
depend a lot on perceived reputation (hypotheses H3’ and H4”). For employ-
ees with low levels of perceived reputation, these variables do not affect the
intention to talk about their company online. These people do not have special
reasons to be proud of their employers, so they will not support them out of
obligation alone. They will probably spread the word about their company only
if they are attached to it affectively (in other words, if they have high levels of
satisfaction and affective commitment).
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This is not the case for employees with high levels of perceived reputation.
Our findings clearly show that their tendency to offer eWOM goes up when the
level of continuance commitment increases. Basically, continuance commitment
quantifies the employee’s fear of loss — the fear of losing the benefits they
could obtain by working for the company. This fear is certainly greater if the
employer is seen as a renowned company, with a solid standing and good
financial status. In this situation, many employees will probably feel the need
to put in a good word for their company on social media. These results are
in accordance with the studies arguing that continuance commitment supports
the use of networks and content creation (Chen et al. 2013) and the studies
that show that perceived organizational reputation influences eWOM positively
(Esenyel/Emeagwali 2019).

For the same employees (with high levels of perceived reputation), normative
commitment has a strong negative influence on eWOM intention: the higher
the commitment, the lower the disposition to talk about the employer positively.
This result is little surprising, because we could expect people with a high level
of loyalty to be willing to help their employers by praising and recommending
them. There is, however, a plausible explanation for this: employees with a
high level of normative commitment believe they have done their duty to the
company, contributing to a great extent to its current strength and reputation.
Consequently, they feel less obliged to support it online. On the other hand,
employees with low levels of normative commitment will probably generate
positive eWOM due to their affective connection to the company. These results
can be justified in light of the findings of Chen et al. (2013), who showed that
normative commitment does not support the use of social media.

Managerial implications

The findings of our empirical study provide support to researchers and prac-
titioners in the human resource management field. More precisely, they can
help the organizational efforts related to the recruitment process and employer
branding, so companies can attract and maintain valuable human resource. In the
first place, managers should aim to increase affective commitment and job satis-
faction. They should pay primary attention to everything that generates positive
feelings, emotional attachment and intrinsic motivation (such as values, organi-
zational climate etc). Also, they should carefully consider the nature of rewards
for employees. Continuance commitment, for instance, goes up with transaction-
al rewards, and the effects of this commitment on employees’ behavior is often
not positive. However, even a great level of continuance commitment can have
a positive impact on staff eWOM, in the case of a solid corporate reputation.
Thus, feelings of belonging and pride are important, and they can be developed
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by means of proper internal and external communication (Dechawatanapaisal
2019).

As for normative commitment, it does not sustain eWOM either, and the moder-
ating effect of reputation is negative. Consequently, it seems that this type of
commitment should not be encouraged. Future research, which may also include
other variables, could shed more light on this problematical issue.

In using the results of our research, one must be aware of its several limitations.
First of all, only Romanian citizens were selected as subjects. Most of them are
students or young professionals, because these categories of people use social
networks more frequently. The fact that we have used convenience sampling is
another limitation that could affect, to some extent, the generalizability of our
findings.

5. Conclusions

Our empirical research draws attention to the influence of job satisfaction and
affective commitment on the intention to provide staff eWOM, as well as the
moderating role of perceived corporate reputation in the relationship between
normative and continuance commitment, on the one hand, and propensity to
provide eWOM, on the other hand. This moderation explains under which cir-
cumstances normative and continuance commitment can increase the likelihood
that employees talk positively about their company in the online environment.

The data analysis technique that we have chosen is linear regression with
moderation. This is the most appropriate method taking into consideration our
research context. The regression analysis reveals both the predictors with the
highest impact on the response variable and the insignificant, irrelevant predic-
tors. Moreover, the regression technique allows us to modify any predictor’s
effects by introducing moderator variables. This way we can assess whether the
relationship between the predictor and the dependent variable depends on the
level of other variables. By using the hierarchical regression we have separated
the influences of the moderating variables and have detected the significant
influences.

Our analysis concerning the relationships between organizational commitment
and eWOM demonstrates, once more, that the three forms of commitment (af-
fective, continuance and normative) are distinct, as noted by Meyer et al. (2002),
with different effects on eWOM: affective commitment has a positive influence
on eWOM without the moderating effect of perceived reputation, while the
effect of continuance commitment and affective commitment depends heavily
on reputation.

This study provides the basis for further research opportunities. This research
could examine other variables that impact the willingness to provide staff
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eWOM, like social media usage habits, personality traits, need for evaluation,
self-enhancement, as well as the influence of other possible moderating vari-
ables like company size, staff remuneration level, perceived company perfor-
mance, and so on.

References

Ahamad, F. (2019): Impact of word-of-mouth, job attributes and relationship strength on
employer attractiveness, in: Management Research Review, 42, 6, 721-739.

Aiken, L. S./West, S. G. (1991): Multiple Regression: Testing and Interpreting Interactions.
Sage Publications, Inc.

Alexandrov, A./Lily, B./Babakus, E. (2013): The Effects of Social and Self-Motives on the
Intention to Share Positive and Negative Word-of-Mouth, in: Journal of the Academy of
Marketing Science, 41, 5, 531-546.

Allen, N. J./Meyer, J. P. (1990): The measurement and antecedents of affective, continuance
and normative commitment to the organization, in: Journal of Occupational Psychology, 63,
1, 1-18.

Alniacik, U./Cigerim, E./Akcin, K./Bayram, O. (2011): Independent and joint effects of
perceived corporate reputation, affective commitment and job satisfaction on turnover
intentions, in: Procedia-Social and Behavioral Sciences, 24, 1177-1189.

Aziri, B. (2011): Job satisfaction: a literature review, in: Management Research & Practice, 3,
4,77-86.

Bakhshi, A./Sharma, A. D./Kumar, K. (2011): Organizational commitment as predictor of
organizational citizenship behavior, in: European Journal of Business and Management, 3,
4, 78-86.

Battistelli, A./Galletta, M./Portoghese, 1./Pohl, S./Odoardi, C. (2013): Promoting organiza-
tional citizenship behaviors: The mediating role of intrinsic work motivation, in: Le travail
humain, 76, 3, 205-226.

Becker, H. S. (1960): Notes on the concept of commitment, in: American Journal of Sociolo-
gy, 66, 1, 32-40.

Behrens, E./Parmelee, P. (2018): Perceived supervisor respect, job satisfaction and word of
mouth recruitment among certified nursing assistants, in: Innovation in Aging, 2, Suppl 1,
677.

Breitsohl, H./Ruhle, S. A. (2016): The end is the beginning—The role of residual affective
commitment in former interns’ intention to return and word-of-mouth, in: European Journal
of Work and Organizational Psychology, 25, 6, 833-848.

Cable, D. M./Turban, D. B. (2001): Establishing the dimensions, sources and value of
seekers'employer knowledge during recruitment, in: Research in Personnel and Human
Resources Management, 20, 115-164.

Camilleri, E. (2002): Some antecedents of organizational commitment: Results from an infor-
mation systems public sector organization, in: Bank of Valletta Review, 25, 1, 1-29.

Carmeli, A./Tishler, A. (2005): Perceived organizational reputation and organizational per-
formance: An empirical investigation of industrial enterprises, in: Corporate Reputation
Review, 8, 1, 13-30.

IP 216.73.216.210, am 03.12.2025, 02:36:01. ©
Inhatts i i, fiir oder ir

Erlaubnis ist j


https://doi.org/10.5771/0949-6181-2024-3-393

412 Bogdan Anastasiei, Angelica-Nicoleta Neculdesei, Alina Mariuca lonescu

Chen, A./Lu, Y./Wang, B./Zhao, L./Li, M. (2013): What drives content creation behavior on
SNSs? A commitment perspective, in: Journal of Business Research, 66, 12, 2529-2535.

Clugston, M./Howell, J. P./Dorfman, P. W. (2000): Does cultural socialization predict multiple
bases and foci of commitment?, in: Journal of Management, 26, 1, 5-30.

Davies, G./Chun, R./da Silva, R. V./Roper, S. (2004): A corporate character scale to assess
employee and customer views of organization reputation, in: Corporate Reputation Re-
view, 7, 2, 125-146.

Davis, K./Newstrom, J. W. (1989): Human behavior at work: Organizational Behavior. New
York, NY, USA: McGraw-Hill.

Dechawatanapaisal, D. (2019): Millennials’ intention to stay and word-of-mouth referrals, in:
Evidence-based HRM: A Global Forum for Empirical Scholarship, 8, 1, 60-78.

Esenyel, V./Emeagwali, O. (2019): The relationship between perceived corporate reputation
and employee’s positive word of mouth behavior: The mediation effect of trust to man-
agers, in: Management Science Letters, 9, 5, 673-686.

Evertz, L./Kollitz, R./SiiB3, S. (2021): Electronic word-of-mouth via employer review sites—
the effects on organizational attraction, in: The International Journal of Human Resource
Management, 32, 16, 3428-3457.

Fombrun, C. J./Gardberg, N. (2000): Who's tops in corporate reputation?, in: Corporate
Reputation Review, 3, 1, 13-17.

Fombrun, C./Van Riel, C. (1997): The reputational landscape, in: Corporate Reputation Re-
view, 1, 1-2, 1-16.

Fombrun, C.J./Rindova, V. (1996): ‘Who’s Tops and Who Decides? The Social Construction
of Corporate Reputations’, New York University, Stern School of Business, Working Paper.

Greenberg, J./Baron, R. A. (2000): Behavior in organizations: understanding and managing
the human side of work. 7th int. ed. Upper Saddle River (N.J.): Prentice-Hall.

Gross, H. P./Ingerfurth, S./Willems, J. (2021): Employees as reputation advocates: Dimen-
sions of employee job satisfaction explaining employees’ recommendation intention, in:
Journal of Business Research, 134, 405-413.

Haghighikhah, M./Khadang, M./Arabi, M. (2016): Internal Marketing: Employee Satisfaction
and Word of Mouth in Guilan’s Saderat Bank, in: International Journal of Marketing
Studies, 8, 2, 147-158.

Hanin, D./Stinglhamber, F./Delobbe, N. (2013): How employment offering enhances employ-
ees’ intentions to recommend the organization as an employer? The role of social identity
and communications distinctiveness, in: Business and Management Research, 2, 2, 1-12.

Helm, S. (2011): Employees' awareness of their impact on corporate reputation, in: Journal of
Business Research, 64, 7, 657-663.

Hoffman, D. L./Novak, T. P. (1996): Marketing in hypermedia computer-mediated environ-
ments: Conceptual foundations, in: The Journal of Marketing, 50-68.

Huete-Alcocer, N. (2017): A literature review of word of mouth and electronic word of
mouth: Implications for consumer behavior, in: Frontiers in Psychology, 8, 1256.

Husain, S./ Varshney, S. (2022): Investigating combined effect of WOM and eWOM: role of
message valence, in: Journal of Consumer Marketing, 39, 2, 180-190.

IP 216.73.216.210, am 03.12.2025, 02:36:01. ©
Inhatts i i, fiir oder ir

Erlaubnis ist j



https://doi.org/10.5771/0949-6181-2024-3-393

Influence of Organizational Commitment and Job Satisfaction 413

Juaneda-Ayensa, E./Clavel San Emeterio, M./Gonzalez-Menorca, C. (2017): Person-organiza-
tion commitment: bonds of internal consumer in the context of non-profit organizations,
in: Frontiers in Psychology, 8, 1227.

Keeling, K. A./McGoldrick, P. J./Sadhu, H. (2013): Staff word-of-mouth (SWOM) and retail
employee recruitment, in: Journal of Retailing, 89, 1, 88-104.

Litvin, S. W./Goldsmith, R. E./Pan, B. (2008): Electronic word-of-mouth in hospitality and
tourism management, in: Tourism Management, 29, 3, 458-468.

Lizote, S. A./Verdinelli, M. A./Nascimento, S. D. (2017): Organizational commitment and
job satisfaction: a study with municipal civil servants, in: Revista de Administragdo Publi-
ca, 51, 6,947-967.

Locke, E.A. (1976): The Nature and Causes of Job Satisfaction, in: Dunnette, M.D. (ed.):
Handbook of Industrial and Organizational Psychology, 1, 1297-1343. Chicago, IL: Rand
McNally College Publishing Company.

Lum, L./Kervin, J./Clark, K./Reid, F./Sirola, W. (1998): Explaining nursing turnover intent:
job satisfaction, pay satisfaction or organizational commitment?, in: Journal of Organiza-
tional Behavior, 19, 305-320.

Macdonald, S./Maclntyre, P. (1997): The generic job satisfaction scale: Scale development
and its correlates, in: Employee Assistance Quarterly, 13, 2, 1-16.

Martensen, A./Grenhold, L. (2006): Internal marketing: a study of employee loyalty, its
determinant and consequences, in: Innovative Marketing, 2, 4, 92-116.

Medeiros, C. A. F./Enders, W. T. (1998): Validagdo do modelo de conceitualizacao de trés
componentes do comprometimento organizacional (Meyer e Allen, 1991), in: Revista de
Administra¢do contemporanea, 2, 3, 67-87.

Meijerink, J. G./Beijer, S. E./Bos-Nehles, A. C. (2020): A meta-analysis of mediating mech-
anisms between employee reports of human resource management and employee perfor-
mance: different pathways for descriptive and evaluative reports?, in: The International
Journal of Human Resource Management, 32, 2, 394-442.

Melian-Gonzalez, S./Bulchand-Gidumal, J. (2016): Worker word of mouth on the internet:
Influence on human resource image, job seekers and employees, in: International Journal of
Manpower, 37, 4, 709-723.

Meyer, J. P./Allen, N. J. (1991): A three-component conceptualization of organizational com-
mitment, in: Human Resource Management Review, 1, 1, 61-89.

Meyer, J. P./Stanley, D. J./Herscovitch, L./Topolnytsky, L. (2002): Affective, continuance, and
normative commitment to the organization: A meta-analysis of antecedents, correlates, and
consequences, in: Journal of Vocational Behavior, 61, 1, 20-52.

Mohammed, F./Eleswed, M. (2013): Job satisfaction and organizational commitment: A cor-
relational study in Bahrain, in: International Journal of Business, Humanities and Technolo-
gy, 3, 5, 44-53.

Mosadeghrad, A. M./Ferlie, E./Rosenberg, D. (2008): A study of the relationship between job
satisfaction, organizational commitment and turnover intention among hospital employees,
in: Health Services Management Research, 21, 4, 211-227.

Najafi, S./Noruzy, A./Azar, H. K./Nazari-Shirkouhi, S./Dalv, M. R. (2011): Investigating the
relationship between organizational justice, psychological empowerment, job satisfaction,
organizational commitment and organizational citizenship behavior: An empirical model,
in: African Journal of Business Management, 5, 13, 5241-5248.

IP 216.73.216.210, am 03.12.2025, 02:36:01. ©
Inhatts i i, fiir oder ir

Erlaubnis ist j


https://doi.org/10.5771/0949-6181-2024-3-393

414 Bogdan Anastasiei, Angelica-Nicoleta Neculaesei, Alina Mariuca lonescu

Organ, D.W./Ryan, K. (1995): A meta-analytic review of attitudinal and dispositional predic-
tors of organizational citizenship behavior, in: Personnel Psychology, 48, 4, 775-802.

Porter, L. W./Steers, R. M./Mowday, R. T./Boulian, P. V. (1973): Organizational commitment,
job satisfaction, and turnover among psychiatric technicians. Technical Report No. 16.
California Univ., Irvine. Graduate School of Administration, https:/files.eric.ed.gov/fulltext
/ED099485.pdf

Primadini, D. V./Syaebani, M. 1. (2017): Factors Affecting Employee’s Awareness of Their
Impact on Corporate Reputation, in: Jurnal Ekonomi Dan Bisnis, 20, 2, 215-228.

Podsakoff, P. M., MacKenzie, S. B., Paine, J. B., & Bachrach, D. G. (2000). Organizational
citizenship behaviors: A critical review of the theoretical and empirical literature and
suggestions for future research, in: Journal of Management, 26, 3, 513-563.

Reese, J. (1993): AMERICA'S most admired corporations. What lies behind a company's
good name? Some hard financial realities -- including long-term return to shareholders and
an abiding record of profitability, in: Fortune Magazine (1993, February 8), https://money.c
nn.com/magazines/fortune/fortune archive/1993/02/08/77483/.

Ruge, C. O./Le, N. Q./Supphellen, M. (2021): When and why employees of non-profits
promote their organizations: Determinants of positive staff-word-of-mouth, in: Journal of
Philanthropy and Marketing, 26, 4, 1-9.

Sarma, A. D./Choudhury, B. R. (2015): Analysing electronic word-of-mouth (ewom) in social
media for consumer insights — a multidisciplinary approach, in: International Journal of
Science, Technology & Management, 4, 01, 978-990.

Schappe, S.P. (1998): The influence of job satisfaction, organizational commitment, and fair-

ness perceptions on organizational citizenship behavior, in: The Journal of Psychology, 132,
3, 277-290.

Somers, M. J. (1995): Organizational commitment, turnover and absenteeism: An examina-
tion of direct and interaction effects, in: Journal of Organizational Behavior, 16, 1, 49-58.

Spector, P. E. (1985): Measurement of human service staff satisfaction: Development of the
Job Satisfaction Survey, in: American Journal of Community Psychology, 13, 6, 693-713.

Sun, T./Ayoun, B./Calhoun, J. (2013): The effect of organizational commitment on word-of-
mouth intentions in recruitment in China, in: Journal of Human Resources in Hospitality &
Tourism, 12, 2, 192-216.

Tham, A./Croy, G./Mair, J. (2013): Social media in destination choice: Distinctive electronic
word-of-mouth dimensions, in: Journal of Travel & Tourism Marketing, 30, 1-2, 144-155.

Tanriverdi, H. (2008): Workers' job satisfaction and organizational commitment: Mediator
variable relationships of organizational commitment factors, in: Journal of American
Academy of Business, 14, 1, 152-163.

Uraon, R. S. (2018): Examining the impact of HRD practices on organizational commitment
and intention to stay within selected software companies in India, in: Advances in Develop-
ing Human Resources, 20, 1, 11-43.

Van Hoye, G. (2012): Recruitment sources and organizational attraction: A field study of Bel-
gian nurses, in: European Journal of Work and Organizational Psychology, 21, 3, 376-391.
Veh, A./Gobel, M./Vogel, R. (2019): Corporate reputation in management research: a review

of the literature and assessment of the concept, in: Business Research, 12, 2, 315-353.

IP 216.73.216.210, am 03.12.2025, 02:36:01. ©
Inhatts i i, fiir oder ir

Erlaubnis ist j



https://files.eric.ed.gov/fulltext/ED099485.pdf
https://files.eric.ed.gov/fulltext/ED099485.pdf
https://money.cnn.com/magazines/fortune/fortune_archive/1993/02/08/77483
https://money.cnn.com/magazines/fortune/fortune_archive/1993/02/08/77483
https://doi.org/10.5771/0949-6181-2024-3-393
https://files.eric.ed.gov/fulltext/ED099485.pdf
https://files.eric.ed.gov/fulltext/ED099485.pdf
https://money.cnn.com/magazines/fortune/fortune_archive/1993/02/08/77483
https://money.cnn.com/magazines/fortune/fortune_archive/1993/02/08/77483

Influence of Organizational Commitment and Job Satisfaction 415

Wabhjusaputri, S. (2018): Job Satisfaction As A Predictor Of Organizational Citizenship Be-
havior, in: IJER-Indonezian Journal of Educational Review, 5, 1, 167-173.

Wasko, M. M./Faraj, S. (2005): Why should I share? Examining social capital and knowledge
contribution in electronic networks of practice, in: MIS Quarterly, 29, 1, 35-57.

Xiong, Z./Jianmu, Y. E./Pengju, W. A. N. G. (2017): Psychological contract and turnover
intention of dispatched employees: Mediating effects of job satisfaction and organizational
commitment, in: Revista de Cercetare si Interventie Sociala, 56, 19-43.

Yahya, F./Rashid, A./Ali, S. A. (2017): The relationship between perceived organisational
support, perceived external prestige, growth need strength and job satisfaction of nurses in
Pakistan, in: The Journal of Contemporary Issues in Business and Government, 23, 1, 3-19.

Yang, F. X. (2017): Effects of restaurant satisfaction and knowledge sharing motivation on
eWOM intentions: the moderating role of technology acceptance factors, in: Journal of
Hospitality & Tourism Research, 41, 1, 93-127.

Appendix

Affective commitment

1 would be very happy to spend the rest of my career in this organization
I really feel as if this organization’s problems are my own

I do not feel like ‘part of my family”’ at this organization*

I do not feel ‘emotionally attached’ to this organization*

This organization has a great deal of personal meaning for me

I do not feel a strong sense of belonging to this organization*

* reversed-score items

Continuance commitment

It would be very hard for me to leave my job at this organization right now even
if [ wanted to

Too much of my life would be disrupted if I leave my organization

Right now, staying with my job at this organization is a matter of necessity as
much as desire

I believe I have too few options to consider leaving this organization

One of the few negative consequences of leaving my job at this organization
would be the scarcity of available alternative elsewhere

One of the major reasons I continue to work for this organization is that leaving
would require considerable personal sacrifice
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Normative commitment

I do not feel any obligation to remain with my organization*®

Even if it were to my advantage, I do not feel it would be right to leave
I would feel guilty if I left this organization now

This organization deserves my loyalty

I would not leave my organization right now because of my sense of obligation
to it

I owe a great deal to this organization

* reverse-scored items

Job satisfaction

I get along with supervisors

All my talents and skills are used

I feel good about my job

I have recognition for a job well done

I feel good about working in this company

I feel close to the people at work

I feel secure about my job

I believe management is concerned about me
On the whole, I believe work is good for my physical health
My wages are good

Perceived company reputation
Our firm possesses a very favorable reputation for...
.. its quality of management
.. its quality of products/services
.. its long-term investment value
.. for its ability to attract, develop and keep talented people
.. for its community and environmental responsibility
.. for its optimal use of its assets

Our firm possesses a very poor for reputation for...
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... not being innovative*
... lacking financial soundness*

* reverse-scored items

eWOM propensity

How likely would you do any of the following?

Say positive things about your company

Recommend your company to people who search for a job

Recommend your company to someone who seeks advice about getting a job
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