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Abstract

This study aims to empirically examine the influence of corporate social responsibility,
perceived work environment, individual value, organizational reputation on organizational
attractiveness among entry-level millennial job seekers of Malaysian research universities.
The present study employs a quantitative method and commences a cross-sectional data
collection via an online questionnaire where the research instruments were adopted from
literature. A total of 400 (91%) usable responses could be retained for further analysis. Using
SPSS software for data analysis, descriptive statistics, factor analysis, and ANOVA findings
were measured. This study bridges the literature gap on entry-level job-seeking millennials'
perspectives in the Malaysian context. The study provides insight into organizational
attractiveness amid the aftermath of the COVID-19 pandemic. Therefore, provisions
understanding on employee's perception about the organization to managers and
policymakers. The present study contributes theoretically to developing the conceptual
model that can be further expanded and examined. Millennial job-seeking employee
attraction in Malaysia is an under-explored research area that has been empirically tested in
this study. The pandemic is likely to impact the employer branding concept from an
employee's perspective. Therefore, the study finding provides preliminary insight to
managers, policymakers, and government in proclaiming effective recruitment, employer
branding, and talent acquisition policies accordingly.

Keywords: Employee Attraction, Human Resource Management, Malaysia, Millennials,
Organizational Attractiveness

Introduction
In this modern era, millennials are taking over a significant portion of the organizational
workforce. Therefore, the global environment of the job market is gradually becoming more
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competitive. The "war for talent" and declining workforce is a dual burden for the
organizations. Again, the fourth industrial revolution (IR 4.0) ushered in a paradigm change in
the job market, requiring an independent and capable workforce to deal with global diversity.
Organizations are in a time of transformation as the work market moves away from
conventional hierarchies (Hira et al., 2021). Therefore, organizations have prioritized hiring
millennials because of their adoptive and tech-savvy nature. Since 2019, the world has dealt
with the COVID-19 pandemic, thus showing the global economic crisis. Global Financial Crisis
(GFC) of 2007-08 shows that unemployment increased, especially among recent graduates
aged 20 to 24. According to human resource management (HRM), researchers agree that the
pandemic would be a far greater threat to the labor market than the GFC (Shehzad, Xiaoxing
& Kazouz, 2020). They also predict that millennials' careers, especially those of recent
graduates, are in trouble. To deal with the impending "career shock," an organization's
strategy must be redesigned. The concept of "career shock" describes how this pandemic can
alter career choices (Rudolph & Zacher, 2020).

Since the GFC, millennials have been confronted with the absurd notion of global
unemployment (Ismail & Seng, 2016). The millennial generation accounts for half of the
workforce worldwide (Calk & Patrick, 2017). This generation will control 75% of the workforce
by the next ten years. It is no surprise that millennials are expected to account for around
46% of the Malaysian workforce. Since the current K-economy and IR 4.0 age, institutions
need tech-savvy employees (Moore & Khan, 2020). Malaysia faces a challenge in obtaining
good role-playing functions from millennials in the workplace (Ismail & Seng, 2016). Many
managers have extensively accepted attracting millennials from several industries (Hendriks,
2016; Buzza, 2017). Organizations must attract millennials to the organizations under
consideration in the Malaysian context because they must contribute to the "New Economic
Model." Millennials' diversity and leadership qualities have prompted businesses to recognize
their contribution to the Malaysian workforce, especially in the coming years (Hira et al.,
2021). Increasing organizational attractiveness (OA) would help mitigate the millennial youth
unemployment issue (Ismail & Seng, 2016). Organizations need to search for ways to attract
the best candidates for them. Therefore, organizations' lack of readiness to meet millennials'
expectations will be a potential reason to fail to grab the best talent for the job market (Buzza,
2017). Again, youth unemployment in Malaysia has been an apprehension and sensitive
community issue for decades (Nachiappan et al., 2018; Ramli et al., 2018). Approximately 24%
of the graduates remained unemployed for at least a year after graduation (Arumugam et al.,
2014).

The outcome of this study will allow the management to gain adequate human capital
and decide who to become an "attractive employer" on the job market (Linden, 2015).
Nevertheless, the OA of job applicants at the entry-level depends heavily on their perception
as most of them have no prior work experience (Jones, Willness & Madey, 2014). Reasons for
the increased unemployment rate among millennials include millenniums in job quests
selective based on work ethics, comfort in the organization's job, and policies. Millennials
have particular organizational aspirations (lbrahim & Mahyuddin, 2017). Depending on these
features, millennials develop organization fit beliefs (Appel-Meulenbroek et al., 2019; Ramli
etal., 2018). Accordingly, OA's definition has shifted to include soft factors like organizational
perceptions of the workplace atmosphere and social benefits. Also, researchers are
concerned that the job market for entry-level millennial job seekers (MJS) who are between
fresh graduates will get much worse because of imminent COVIE-19 (Hira et al., 2021).
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Moreover, due to the millennial's inherent nature, it is difficult for organizations to
pinpoint what they want the most. At the same time, attracting millennials towards
organizations is needed for both the millennials and the organization. Therefore, unearthing
the factors that attract millennials to organizations is essential but lacking in the literature. As
such, this study aims to close this gap and provide insights for employers about how to entice
MIJS. Many studies are available on millennials, but very few studies on millennial fresh
graduates' OA. Research previously examined millennials' long-specific employability, all of
which had been done with current workers in-self-employees in mind (Kinash, 2016). Entry-
level MJS search job depending on perception; therefore, substantial research is needed
focusing on this group, but knowledge on this phenomenon is inattentive. In contrast to a
plethora of studies on OA, a nascent number of research focused on the influences of MJS's
perception towards the organization (Appel-Meulenbroek et al., 2019; Catano & Morrow,
2016). Moreover, OA-related studies predominantly focus on employee retention than
attraction. Hardly any consideration has been devoted to investigating millennial entry-level
graduate job seekers' attitudes to the organization (Youn, Lee & Lee, 2018). However, to the
researcher's best knowledge, there is no empirical finding available in Malaysia on research
university students regarding OA while preparing to look for a job (Ismail & Seng, 2016).

The purpose of this study is to examine the impact of four influential factors, namely,
corporate social responsibility, work environment, individual value, and organizational
reputation, on organizational attractiveness among millennial job seekers. As a result, the
purpose of this research is to fill that void. The research seeks the answer to the question of
dose corporate social responsibility, perceived work environment, individual value,
organizational reputation impacts the organization's attractiveness? Consequently, the
research objective is to examine the influence of corporate social responsibility, perceived
work environment, individual value, and organizational reputation on MIS's organization
attractiveness. With the help of hypotheses, this research intended to address the research
gaps. Also, it provides recommendations for future research. Investigating the relationship
between the variables has theoretical support from social identity theory and signaling
theory.

Literature Review
This section comprises of underpinning theory and conceptual model development

Signaling Theory

The signaling theory has been developed on the basics of the job market signaling concept.
According to the Theory, among the two parties, one of them will be involved in observable
mechanisms (millennial job-seeking youths) to another party (employer) exhibit its
unobservable features (For example, efficiency). HRM scholars used this theory to explain
why conducting CSR activities with potential benefits for the organization is a component of
OA (Su etal., 2016). This study explains CSR practice as a quality signal for the MIS that reveals
additional information about the organization (Spence, 1973). The ST is also applicable to
understanding how an organizations' CSR work environment could influence OA. Therefore,
MIJS interprets the organization's work environment and CSR work environment policy as a
signal before developing a sense of value fit.

Social Identity Theory
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Social Identity Theory (SIT) was developed based on belonging. This theory describes how
individuals look for self-identity about social groups depending on belonging and
categorization of "in-group" and "out-group" protects. Organizational values enhance an
individual's social identity. Therefore, job seekers look for self and organizational value-fit
factors (Chapola, 2016). SIT has been used in different previous studies as a theoretical
mechanism connecting InV and ORn with OA (Slade, Ribando & Fortner, 2016). ORn is a vital
component of OA (Xie et al., 2015). A positive ORn is very appealing to MJS, and a negative
reputation discourages being attracted toward that organization as millennials are conscious
about self-enhancing employment settings (Chapola, 2016). Similarly, all MJS will not feel
attracted to an organization based on the workplace environment's information and CSR
policies (Gully et al., 2013). Job seekers holding a conservative way of thinking and resisting
change are likely to oppose social welfare based on self-betterment and values. Furthermore,
a negative ORn can also create a withdrawal tendency among job seekers as their value will
not be the same as the organization used to carry. They tend not to be influenced by that
organization due to a lack of self-belonging factor (Jones et al., 2014). Thus, the conceptual
framework in Figure 1 has been adopted from Hira et a/ (2021), which was developed based
on these two theories to test empirically.

Corporate
t Il )
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Organizational
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4
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Figure 1. Conceptual framework

Hypothesis Development

Corporate Social Responsibility

Corporate social responsibility (CSR) means the configuration of social responsibility, social
responsiveness mechanisms, strategies, services, and measurable results concerning a
company's social ties (Catano & Morrow, 2016). CSR plays a crucial role in increasing OA.
Millennials who are willing to contribute to social well-being find an organization more
attractive that mentions their CSR policy's details, activity in recruitment advertisement
(Parks-Leduc, Feldman & Bardi, 2015). Job seekers perceive that organizations with favorable
CSR policies "Care for" their employees. Therefore, attractive CSR activities could influence
more potential job seekers (Martin & Ottemann, 2016). According to Chapola (2016),
"Employees, and presumably job applicants, prefer to work in socially responsible
organizations and exhibit a strong commitment to organizations with positive CSR policies."
Jones et al. (2014) revealed that in a job fair, an organization that advertised itself as being
committed to society's betterment and pro-environmental activities could grab more job
seekers than other organizations. Based on the findings from several previous studies, it can
be concluded that job seekers are more willing to work with such organizations with firm CSR
policies, values, and activities. Several studies found a direct, significant, and positive
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relationship between CSR and OA (Adetunji & Ogbonna, 2013; Chapola, 2016; Jones et al.,
2014; Parks-Leduc, Feldman & Bardi, 2015; Story et al., 2016).

On the other hand, Appel (2014) and Gully (2013) found a positive yet insignificant
relationship between CSR and OA. Based on the literature, there is inconsistency in the
findings regarding CSR and OA. Due to finding inconsistency in prior studies, Martin and
Ottemann (2016) suggested testing the relationship between CSR and OA. Thus, the following
hypothesis was developed.

H1:  CSR has significant positive influences on OA

Perceived Work Environment

Millennials' OA deepens on several components of the Perceived Work Environment (PWE).
They expect recognition, respect from the workplace, and satisfactory payment for the skill
sets that they carry and use in the organization (Caraher, 2015; Taylor, 2014). Organizations
that can provide millennials with a very casual working environment feel attracted to join
them (Caraher,2015). Organizations capable of creating a positive perception about the
organization's work environment are more attractive to job-seeking millennials (Taylor,
2014). Catano and Morrow (2016) also contended that a healthy or positive vibe of the work
environment could improve millennial job seekers' ORn. MJS has an additional concern
regarding an organization's work environment (Caraher, 2015). They look for information to
create a perception of the work environment while seeking a job. Millennials care for a
pleasant place to work in an organization that provides a healthy workplace environment
(Taylor, 2014). Positive perceptions regarding the workplace environment immediately and
directly impact MJMS(Catano & Morrow, 2016). Previous studies also mentioned that
workplace that is flexible and customizable are likely to attract job seekers. Hendriks (2016)
used a spreadsheet to conduct analysis using their own and most common concept regarding
work environment and found positive relation with OA. Yi et al. (2013) inspected the influence
of physical workplace environments and found a positive relationship between them in
Scotland's call-center industry context. Based on the discussion and suggestions, the following
hypothesis was developed.

H2: PWE has significant positive influences on OA

Individual Value

Individual values (InV) represent people's emotional and intellectual principles that guide
people's liv, es including choice. In other words, InVs serve as the foundation for an
individual's perspective. As such, they are necessary components of an individual's conduct
at the outset of a decision-making process. Additionally, these are the aspects that influence
and increase our understanding of human behavior (Kaygin, gulluce, 2013). InV decides
person-organization fit perception, and positive perception towards the organization pushes
the job seeker to feel attracted (Catano & Morrow, 2016; Jones et al., 2014). Catano and
Morrow (2016) mentioned that their study finding illustrated an influential positive impact on
job-seeking millennial students as the youths of generation focus "on individual needs rather
than on organizational ones." Story et al. (2016) conducted the only experimental study on
the InV fit of job seekers based on their perception and found that job seeker's esteem and
expected treatment positively affects OA. Parks-Leduc et al. (2015) contended that InV insists
job seekers look for the comfort zone to work with similar others. Therefore, MJS seeks the
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best match of organizational value with their value as an individual. Therefore, MJS aims to
have a value fit with the organization while looking for a job (Catano & Morrow, 2016). Many
researchers found a positive and significant relationship between InV and OA (Catano &
Morrow, 2016; Derous & Wille, 2017; Parks-Leduc et al., 2015; Story et al., 2016). Kaygin and
Gulluce (2013) found a moderate positive significant correlation between InV and OA.
However, Gully (2013) and Jones et al. (2014) found no relationship in few constructs of InV
to OA. There is inconsistency in the findings concerning InV and OA. Hence, Catano and
Morrow (2016) suggested more research on the relationship between InV and OA. Based on
the discussion and suggestions, the following hypothesis was developed.

H3:  InV has significant positive influences on OA

Organizational Reputation

Organizational reputation (ORn) "refers to people's global impressions of an organization and
is defined as people losing structures of knowledge and beliefs about an organization.
According to Yi et al. (2013), OA is a prerequisite that appeals to millennial job seekers'
attention to the emphasis on ORn. Millennials consider their perception of the company as a
tool of OA that links with its reputation (Jones et al., 2014). Thus, ORn is the essential measure
of OA among MIS as they search for reputed organizations (Jones et al., 2014). Therefore,
ORn significantly affects OA. Hendriks (2016) found that ORn has significant OA and plays a
crucial role in the recruitment process (Hendriks, 2016; Cho, 2015). Nevertheless, more
research is needed between ORn and OA (Xie, Bagozzi, & Meland, 2015). The organization's
positive reputation is better in attracting job seekers. Previous studies found a significant
relationship between ORn and OA (Jones et al., 2014; Yuksel, 2015). Based on the discussion
and suggestions, the following hypothesis was developed.

H4:  ORn has significant positive influences on OA

Methodology

Research Design

The positivism paradigm approach was implemented in this descriptive, single cross-
sectional study.

Data Collection and Analysis

This study adopted a non-probability or convenience sampling technique. The sample was
collected from five public research universities in Malaysia: Universiti Malaya, Universiti Putra
Malaysia, Universiti Kebangsaan Malaysia, Universiti Teknologi Malaysia, and Universiti Sains
Malaysia (Ban & Kee, 2018). According to the Krejcie & Morgan (1970) sample size table, as
the actual population is more than 1000000, this study required 384 sample sizes to cover the
people. Questionnaires were distributed among the five research universities students from
January to February 2021 via email and WhatsApp groups, where data was received at
different times. A five-point Likert scale from 1, strongly disagrees to 5, strongly agree was
utilized. The instruments were adopted from literature, as mentioned in Appendix. Statistical
Package for the Social Sciences (SPSS) software version 25 was used to measure the
respondents' coefficient alpha value of the questionnaires completed.

Non-Response Bias
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When the respondents of the sample population do not respond to the distributed
guestionnaires, then non-responsive bias occurs. The researcher used only one method to
distribute the questionnaires for data collection of this study: online distribution.

Data Analysis and Results

Descriptive Analysis

As per frequency distribution, 48% of the questionnaires were answered by male
respondent's where the female participation rate was 52%. Therefore, it can be considered
that the questionnaire distribution based on gender was quite equal. The ethnicity of Malay,
Indian, Chinese, Others were 53.0%, 14.8%, 18.3%, and 14.0%, respectively. Frequency
analysis shows that most respondents are between 23-26 years old, and the percentage
accounts for 43.5% of the total participants. Followed by age group is 31-34 (24.5%) and 19-
22 (21%). Minority for participants from age group 27-30, 35-38 years old and the percentage
is 2.3%, 8.8% respectively. 52.3% respondents are degree students followed by 21.3% (85)
Master, 17.8% (71) Diploma holder, 7.8% (31) of PhD students. Only 1% (4) of the students
belong to other educational qualification groups.

Reliability

A reliability check indicates a measuring tool's inner consistency. The Cronbach's coefficient
alpha value for the dependent variable, the OA, was 0.628, and Cronbach's coefficient alpha
values for IVs (independent variables) were 0.69 on average. In addition, for CSR, PWE, InV,
ORn Cronbach’s coefficient alpha values were 0.720, 0.686, 0.719, 0.686, respectively (refer
to Table 1). A total of four (4) items has been removed from OA, CSR, PWE, ORn. 1 item was
deleted from each of these variables. No items were deleted from InV.

Table 1
Reliability Results
Variables ltems Number of tems Cronbach's Coefficient
deleted Alpha

Corporate Social Responsibility 7 1 0.720
Perceived Work Environment 4 1 0.686
Individual Values 8 None 0.719

4

6

Organizational Reputation 1 0.686
Organizational Attractiveness 1 0.628

Pearson Correlation Coefficient Analysis
Table 2 demonstrates a significant relationship between the dependent variable, OA, and
three independent variables: CSR, InV, and ORn.

Table 2
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Pearson Correlation Coefficient between variables

OA CSR PWE InV ORn
OA 1
CSR 0.604** 1
PWE 0.263** 0.278** 1
InV 0.494** 0.567** 0.263** 1
ORn 0.433** 0.416** 0.409** 0.438** 1

**Correlation is significant at the 0.01 level (2-tailed)

Independence of Residuals

Residuals can be normally distributed if the value of Durbin Watson's statistical shows
closeness to 1.0. Table 3 demonstrates that the Durbin-Watson value for this research is
1.620, which justifies the normal distribution.

Table 3

Model Summary of Multiple Regression Model

Model R R Square  Adjusted R Square  Std, Error of the Estimate Durbin-Watson
1 .651a .424 418 .34382 1.620

Predictors: (Constant), ORn, PWE, CSR, InV
Dependent Variable: OA

ANOVA is another multiple regression analysis to test the statistical significance
primarily as designated by Table 4. The outcome demonstrates that P < 0.005). The values
indicate a significant relationship between the DV (dependent variable) and the
amalgamation of IVs (independent variables) advocates that a coincidental correlation
occurred among the IVs.

Table 4
Multiple Regression Model — ANOVA
Model Sum of df Mean F Sig, (P)
Squares Square
1 Regression 34.343 4 8.586 72.630 .000b
Residual 46.694 395 118
Total 81.037 395

a Dependent Variable: OA
b Predictors: (Constant), ORn, PWE, CSR, InV

The Standardized coefficient beta and the significant value is an indication to test the
hypothesis established in this research. The beta from Table 5 reflects the influence of each
independent variable against the dependent variable. The beta value allows for the strength
comparison among the dependent variable.

Table 5
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Multiple Regression Model — Coefficient

Unstandardized

Standardized

Coefficient Coefficient
Model B Std. Beta t Sig.
Error

1 (Constant) .966 218 4.428 .000
Corporate Social 426 .048 429 8.959 .000
Responsibility
Perceived Work .029 .040 .031 725 469
Environment
Individual Value 181 .051 171 3.537 .000
Organizational 132 .036 .168 3.648 .000
Reputation

a. Dependent Variable: OA

Lastly, collinearity statistic outcomes were utilized to determine the existence of
multicollinearity in this study. Predominantly, the Variance Influence Factor (VIF) guides the
determination process of multicollinearity among the predictors. VIF value higher than 5.0
represents the presence of high multicollinearity. High multicollinearity issues may interrupt
the result interpretation (Zikmund et al., 2013). The resulting outcome of tolerance
mentioned in Table 6 clarifies no collinearity issue as all the values are more significant than

0.2.

Table 6

Coefficient Multiple Regression Model — Collinearity Statistic

Collinearity Statistic

Model Tolerance VIF
1 (Constant)
Corporate Social Responsibility .638 1.568
Perceived Work Environment .817 1.225
Individual Value .627 1.594
Organizational Reputation .691 1.447
Dependent Variable: OA
Table 7
Summary of Research Hypothesis Testing Result
Hypothesis Hypothesis Decision
Hypothesis 1 CSR has significant positive influences on OA Supported
Hypothesis 2 PWE has significant positive influences on OA Unsupported
Hypothesis 3 InV has significant positive influences on OA Supported
Hypothesis 4 ORn has significant positive influences on OA Supported

The finding of the H1 reviled that corporate social responsibility has a positive and
significant influence on organizational attractiveness. This finding has similarities with some
previous research findings (Adetunji & Ogbonna, 2013; Feldman & Bardi, 2015; Jones et al.,
2014; Waples & Brachle, 2020). The inclusive organizational culture of CSR and policy
development regarding such activities can be advertised while looking for new recruitment.
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A significant relationship between CSR also indicates that millennial job seekers want to be a
part of such an organization concerned about society. CSR strategy can complement the
management system of several organizations from different industries with their willingness
to remain successful. The hypothesis, H2 was not supported, which has similarities with the
past study findings of (Taylor, 2014). Depending on the data collected from the respondents,
job seekers replied that they were not concerned about the work environment. However, this
current research finding is the opposite of (Catano and Morrow, 2016). They mentioned that
policy regarding healthy or positive vibe of work environment could improve organizational
attractiveness among MIJS. This research finding says that although perceived work
environment positively influences job-seeking millennials in terms of increased organizational
attractiveness in the Malaysian context, insignificant. Perception of the work environment,
depending on several factors, can be different such as age, gender, generation, level of
education, or work experience. Therefore, this research finding can be justified based on the
statement of Everett (2011). H3 has been supported and has similarities with previous studies
(Catano & Morrow, 2016; Derous & Wille, 2017; Story et al., 2016). Job seekers seek value-fit
with the organization while looking for a job. The research outcome contradicts the finding of
Gully (2013), as the scholar argued that millennial job seekers who are self-centered value
self-enhancement. Therefore, MJS may have different points of view regarding individual and
organizational value fit that may show no relationship with organizational attractiveness.
According to Jones et al. (2014), progressive policies of an organization may create a negative
value perception among the self-centered group of millennials. Thus, MJS can be less
attracted to organizations with progressive policies and practices (Jones et al., 2014). H4 has
been supported and in line with the past study finding of (Jones et al., 2014; Yuksel, 2015).
MJS search for reputed organizations while looking for a job. Working for organizations with
a positive organizational reputation shapes appearance of the organization as the
organization encourages the self-esteem of job seekers that upsurges the organizational
attractiveness to potential job seekers (Chapola, 2016).

Contributions

Theoretical Contribution

This research supports the emerging tendency of millennial job seekers' perceptions by
suggesting a research framework to justify the importance of their perception towards an
organization and the factors that can trigger their perception positively improving OA. This
research has a strong impact in contributing to the usage of the Social Identity Theory (Tajfel
& Turner, 1979) and Signaling Theory (Spence, 1973). Theoretical background was developed
based on Signalling Theory and Social Identity Theory. The theories provide analytical support
to the influential factors on OA, mostly explaining CSR, PWE, InV, ORn, perceived ease of job
seekers perception, and predictor for OA. This study can fill the gap between existing studies
on the same research problem and the lack of research in the Malaysian context.
Furthermore, this is one of the first studies conducted considering Malaysia's millennial job-
seeking student's perception of OA.

Managerial Contribution

This study found the most significant influencing factors towards OA among MIJS. Therefore,
research can significantly assist managers, specifically HR managers of several organizations,
in recognizing the most influential factors to create an image as an attractive employer. Also,
this study provides managers with a meaningful insight interim of understanding the
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requirements from a different perspective of job-seeking millennials expectations from an
organization. Furthermore, this study can guide advisors, especially for HR managers in any
organization from any industry in Malaysia, as HRM needs to have a clear picture regarding
the expectation of millennials to attract the best talent from the potential job seekers. HR is
the core competency of an organization to stay competitive in the relevant industry.
Therefore, the finding of this study will assist managers in planning competitive HR practices
(Yietal., 2013).

Policy Maker

A country's unemployment rate depends on government policies (Ramli et al., 2018), and
employee attraction depends on the organizational recruitment policy. Therefore, from the
policy makers' point of view, the outcomes of this research articulate strategies in prevailing
the OA by considering the individuals' perception, need, and expectation from an organization
not only for the organizations but also for a nation. Policies and a set of producers can also be
articulated to enhance the OA among millennials. This study has a significant contribution
regarding recruitment policymaking and redesigning. Organizations to have progressive
benefits for potential job seekers in terms of physiological perception of belonging. Therefore,
organizational or employer branding strategy and policy should be in place. The finding can
guide policymakers to develop lucrative employer branding strategies and policies (Kaifi et
al.,2014).

Despite increased demand for the job market, millennials are not participating as
expected (Ismail & Seng, 2016). Influential factors increase organizational attractiveness,
easing unemployment problems as previous research suggested (Linden, 2015). Therefore,
the national level decision-makers (ministry) can take theoretical support from this research
to develop or redesign a policy that will insist millennials venture onto the job market.
Research findings can assist the management of an organization with strategic planning and
policy development capable of constructing a fairer and substantial work environment for
Millennial youth employees (Jehn & Scott, 2015). Moreover, a well-defined strategy can be
designed for better talent management and attraction.

Millennials have an organization switching tendency. Therefore, developing policies and
bringing that into practice will trigger MJS's value as an individual to be a part of the
organization (Appel, 2014). Policymakers can easily formulate policies to develop authentic
employer image development (Kaifi et al.,2014). Organizations can be consequently more
effective while looking for the best talents. Millennials' initial attraction to an organization is
authenticated on their perception of its CSR activities, reputation, and how much they are
committed to serving society (Chapola, 2016). As CSR is opted by modern organizations, this
study can assist organizations in upbraiding a new CSR tool and better insight's view.
Organizations should realize and redesign employee attraction policy and procedures to
attract the best talents (Appel-Meulenbroek et al., 2019). Although organizations are being
more aware of their image in terms of providing a pleasant working environment according
to millennials' expectations, the initiative taken by the organizations is not being appreciated
by the MIS as expected (Appel, 2014).

Limitation of Study and Future Research Direction

Due to time constrain, the research was only limited to the research universities of Malaysia.
The scope was limited only to university students. This study did not consider the
respondent's work experience. Another limitation can be the quality of the data collected, as
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the study evaluated only 400 responses for analysis. Data accuracy cannot be guaranteed as
there is no alternative to determine that the respondents' response is the true reflection of
their perception of OA. This research focused on a limited area of OA, overlooking the other
potential factor that may influence OA. The nature of the study and the culture of intuition
has their characteristics. Due to those factors, the research results are only relevant for
Malaysian millennial job-seeking students. OA studies mostly retain employees, but the
research on MJS perception and employee attraction while hiring new employees is minimal.
The researchers being millennial students at a research university, conducted this research
that may induce bias. However, all precautions were taken to keep the research as objective
as possible.

There is a substantial-high scope for further research to be carried out in the future that
may increase the engagement between job seekers and employers. The advanced study can
take other specializations of study under consideration, such as medical, engineering, MBA
students, to develop a clear understanding of whether the influencing factors have a similar
impact on them or not. This research population belongs to Malaysia only. Therefore, further
research can consider other countries for research. This research considered only students,
not any specific industry. Thus, the research scope may expand more towards industry-
specific. For example, millennials are those who are working in the financial service or
healthcare industry.

Moreover, other influencing factors can be included in the framework, or the
relationship between ORn and CSR can be examined. Further understanding is required for
the organizations in this rea with the changing over generations in the workforce to support
effective HRM practice. Future research can examine the factors that have similar or
dissembler influences on OA based on gender. Social Identity Theory, Signalling theory can be
extended in future research regarding the same disciplinary studies as both theories have
been examined concerning OA with the support of previous studies.

Conclusion

Traditional, the traditional concept of the responsibility of business has been changed.
Business organizations and stakeholders are adopting the "3P" business model concept. The
idea encourages social responsibility under consideration, known as "triple bottom line," or
TBL. The "three Ps" represent "people, planet and profit" (Hussain, Rigoni & Orij, 2018).
Therefore, CSR is part and parcel of every organization in this era. Job seekers look for person-
organization fill based on their values and individuals. Therefore, the progressive
organizational policy can be attractive to millennial job seekers, and consequently, they will
be willing to be a part of that organization. People want to carry the pride of being part of a
well-reputed organization. A positive organizational reputation attracts job seekers positively.
This research successfully established the positive and significant relationship among these
IVs with ORn. Five (5) Research University students of Malaysia were chosen as targeted
respondents for this study to test hypothesized relationships among variables. The present
research is one of the first pieces of research conducted on job-seeking millennials'
perception of the Malaysian context. This study can be very assistive for the Malaysian
government and non-movement or private sector organizations for policymaking. It is
expected that a developed or redesigned policy, depending on this research outcome, will
ease the unemployment issue from the job seeker's perspective. On the other hand, it will
eliminate employee shortage, an attraction issue for organization or employer perspective.
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Appendix

The instruments were adopted from literature, as mentioned in Table 8.
Table 8

Measurement items

Construct ltems Source
Organizational |look for an organization that provides Hands-on inter- (Alniagik,
Attractiveness departmental experience 2014)

| look for an organization that gives the feeling of acceptance
and belonging

| look for an organization that provides an attractive overall
remuneration package

| look for an organization that both values and makes use of
Creativity

| look for an organization that provides recognition and
appreciation from management

| look for an organization that produces high-quality products
and services

Corporate | look for an organization that fulfill core responsibilities (Klimkiewicz
Social towards society and Oltra,
Responsibility | look for an organization that integrates social and economic 2017)

goals

| look for an organization that practices fairness towards

society

| look for an organization that complaisance with law
| look for an organization that shows respect for the
environment

| look fan or organization that practices reliable
communication
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| look for an organization that practices a horizon of profit-
making

Perceived Work I look for organizations that provide a physically pleasant (Yietal.,

Environment

Individual
Value

Organizational
Reputation

workplace 2013)

| look for an organization that is free from uncontrolled noise

levels.

| look for an organization where | can personalize my

workplace.

| can access my workspace after working hours or on

weekends.

| look for an organization where each person is treated fairly. (Catano &
| look for an organization that provides the freedom to decide Morrow,
what to do. 2016)

I look for an organization where | can do the work that | enjoy.

| look for an organization that would provide me with job

security.

| look for an organization that provides a wide variety of

different things to do

| look for an organization that considers the balance between

private life and work

I look for an organization where | can demonstrate my abilities

| look fan or organization that profitability-enhancing

experience
| look for organizations that are trustable (Alniacika,
| look for organizations that are credible 2011)

| look for organizations that are reputable
| seek organizations that are prestigious
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