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ABSTRACT 
In competitive market for skilled employees, it has become increasingly important for 

organizations to implement strategies that establish and maintain a brand as an ‘employer of choice’. 
This study aims to investigate how national cultural context influences perceptions of potential 
employees about employer attractiveness. The study findings demonstrate how the Saudi national 
cultural context influences the perceptions of potential Saudi employees, and contributes to the literature 
in two ways: firstly, by demonstrating the need to extend the employer attractiveness framework 
developed by Berthon, Ewing and Hah (2005) to include dimensions relevant to national cultural 
context; and secondly, by highlighting the need to give consideration when measuring employer 
attractiveness to the relative level of importance of each aspect of employer attractiveness in the light of 
any specific national cultural context.  

INTRODUCTION 
In competitive markets for skilled employees, it has become increasingly important for 

organizations to implement strategies that establish and maintain a brand as an ‘employer of choice’ 
(EOC) (Bartlett & Ghoshal, 2002; Wickham & O’Donohue, 2009). In highly competitive labour 
markets, where demand for highly-skilled labour outstrips its supply, the greater bargaining power 
resides with skilled labour; such market conditions require organizations to rethink traditional strategies 
and techniques for recruiting and retaining highly skilled employees (Michaels, Handfield-Jones & 
Axelrod, 2001; Ewing, Pitt, De Bussy & Berthon, 2002). To be successful in attracting highly skilled 
employees, an organization must differentiate itself from its labour market competitors by offering an 
‘employment value proposition’ (EVP) that is highly attractive and perceived as having superior value 
by its ‘employees-of-choice’ (Bakhaus & Tikoo, 2004; Taylor, 2005). In the human resource 
management literature, there is increasing awareness of the importance of national culture as a 
contextual influence on the strength and nature of the relationship between an organization’s 
characteristics and how it is perceived by its existing and prospective employees (Sparrow, 2009). 
Relevant here is research highlighting the importance of considering cross-national differences and the 
specific cultural context when organizations are constructing their EVP (e.g. Rynes & Barber, 1990; 
Berthon, Ewing & Hah, 2005; Sanchez & McCauley, 2006). The lesson from such research is that the 
capacity to recognize the employment implications of different cultural contexts, and offer culture-
specific inducements to target employees, is fundamental to an organization’s attractiveness (Caligiuri, 
Colakoglu, Cerdin & Kim, 2010). This lesson applies, given the increasing internationalization of labour 
markets, not just to employers that operate across national boundaries, but also in the case of employers 
faced with competitive and increasingly diversified domestic labour markets. 
 Employer Attractiveness

Employer attractiveness is based on the offering of a distinctive EVP, comprising both explicit 
material elements as well as implicit psychological elements, and reflecting an organization’s 
identity as an employer (e.g. Wright, Dunford & Snell, 2001; Moroko & Uncles, 2008; Edwards, 
2009). In developing a distinctive EVP, the organization’s main aim is to represent and 
communicate what it is offering as an employer relative to its competitors in any given type of 
labour market (Bakhaus & Tikoo, 2004; Srivastava & Bhatnagar, 2010). To do this it must first 
identify those inducements which its employees-of-choice are likely to perceive as meeting their 
needs, and which the organization is willing and able to offer. HR practices such as remuneration, 
training and development, as well as employment contextual factors such as geographical, regional 
and culture, can be critical to an organization’s EVP being recognized as having superior value in 
the labour market (Corporate Leadership Research Council, 2006; Wickham & O’Donohue, 2009). 
In taking action to enhance its attractiveness as an employer, an organization must be cognizant that 
it is dealing with two equally pertinent audiences – existing employees as an internal audience, and 
potential employees as the external audience (Bakhaus & Tikoo, 2004). Therefore, communicating 
with and persuading potential and existing employees-of-choice of the superior nature of the 
organization’s EVP must take into account the likelihood that each audience might use different 
criteria to assess the EVP and so evaluate the organization’s attractiveness as an employer (Bakhaus 
and Tikoo, 2004; Edwards, 2013). The implication here is clear: for an organization to be successful 
in constructing an EVP which will be perceived as superior, it needs to understand the basis on 
which its attractiveness as an employer might be measured by its target employees-of-choice 
(Wickham & O’Donohue, 2009). 
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Most research on employer attractiveness falls into one of two main groupings: that which is 
focused on the recruitment process and how employer attractiveness might be best communicated (e.g. 
Rynes & Barber, 1990; Collins & Han, 2004), and that which focuses on identifying theoretical 
aspects of the employer attractiveness concept itself (e.g. Turban, 2001; Agrawal & Swaroop, 2009). 
In terms of this latter focus, several models have been presented in the literature, however the work by 
Berthon, Ewing and Hah (2005) to develop a framework for measuring employer attractiveness which 
perhaps has generated the most research interest. The framework (see Table 1) comprises 25 elements 
organized into five broad categories (namely: Economic; Social; Development; Interest; and 
Application). Essentially, Berthon, Ewing and Hah (2005) detail a range of attractiveness factors that 
recognize economic, learning and development, and social influences, and differentiate between the 
application of job skills and knowledge and vocational interest. The framework recognizes factors 
such as product quality, employer innovation, and the humanitarian contribution of the employer’s 
activities, but does not include organizational culture as an aspect of employer attractiveness. In 
addition, while Berthon, Ewing and Hah (2005) acknowledge that different cultural contexts will have 
different impacts on employee perceptions of employer attractiveness, the framework offers a generic 
view of employer attractiveness which begs the question of whether it can be applied effectively in 
different cultural contexts.  The full range of items organized into their respective factor categories is 
shown in Table 1. 

Table 1: A framework of employer attractiveness 
Factor Item

Development 

Recognition/appreciation from management
A springboard for future employment
Feeling good about yourself as a result of working for a particular organization 
Feeling more self-confident as a result of working for a particular organization 
Gaining career-enhancing experience

Social 

A fun working environment
Having a good relationship with your superiors
Having a good relationship with your colleagues
Supportive and encouraging colleagues
Happy work environment

Interest 

Working in an exciting environment
Innovative employer – novel work practices/forward-thinking
The organization both values and makes use of your creativity 
The organization produces high-quality products and services
The organization produces innovative products and services

Application 

Humanitarian organization – gives back to society
Opportunity to apply what was learned at a tertiary institution
Opportunity to teach others what you have learned
Acceptance and belonging
The organization is customer-oriented

Economic 

Good promotion opportunities within the organization
Job security within the organization
Hands-on inter-departmental experience
An above average basic salary
An attractive overall compensation package

Source: Berthon, Ewing and Hah (2005). 
In the human resource management literature, there is increasing awareness of the importance of 

national culture as a contextual influence on the strength and nature of the relationship between an 
organization’s characteristics and how it is perceived by its existing and prospective employees 
(Sparrow, 2009). Relevant here is research highlighting the importance of considering cross-national 
differences and the specific cultural context when organizations are constructing their employment 
value proposition (EVP) (e.g. Rynes and Barber, 1990; Berthon, Ewing and Hah, 2005; Sanchez and 
McCauley, 2006). The lesson from such research is that the capacity to recognize the employment 
implications of different cultural contexts, and offer culture-specific inducements to target employees, 
is fundamental to an organization’s attractiveness (Caligiuri, Colakoglu, Cerdin & Kim, 2010). This 
lesson applies, given the increasing internationalization of labour markets, not just to employers that 
operate across national boundaries, but also in the case of employers faced with competitive and 
increasingly diversified domestic labour markets. While Berthon, Ewing and Hah (2005) 
acknowledge that different cultural contexts will have different impacts on employee perceptions of 
employer attractiveness, the framework offers a generic view of employer attractiveness which begs 
the question of whether it can be applied effectively in different cultural contexts. 

As the needs and preferences of the workforce are likely to reflect the different national cultural 
values of employees (Sparrow, 2009), it seems obvious that organizations ought to consider the specific 
cultural context when designing and implementing strategies aimed at enhancing its attractiveness as an 
employer. There is however limited empirical research explicitly examining cultural factors as 
influences on perceptions of employer attractiveness. This study addresses that gap by considering the 
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question: How does national culture context impact perceptions of employer attractiveness? It does so 
by examining the suitability of an established framework of employer attractiveness (Berthon, Ewing 
and Hah, 2005) for understanding the perceptions of prospective Saudi Arabian employees of their 
nation’s banking industry. 

METHOD 
The study employed a two-stage approach using a combination of qualitative and quantitative 

research methods. The first stage consisted of a qualitative component comprising content analysis of 
information presented by a sample of Saudi banks on their employment/career websites. Website data 
was used in the study primarily for two reasons: firstly, because of ease of access for the researchers; 
and secondly, because the use of Intranet and Internet sites as tools for communicating with 
prospective and existing employees about the employment value proposition being made available has 
become increasingly commonplace. Indeed, for many organizations the Internet has become the 
primary mechanism for delivering a consistent message to both existing and prospective employees of 
choice, and for enhancing efficiency and effectiveness in the staffing process (Williamson, Lepak and 
King, 2003; Lee, 2005). The second stage involved the development and administration of a survey 
instrument for gathering quantitative data from a sample of prospective employees on their 
perceptions of employer attractiveness in relation to the Saudi banking industry.  
 Sample

According to Business Monitor International (2010a), the Saudi banking industry is well 
capitalized, and competes strongly to provide attractive investment opportunities. The banking 
industry, which is seeking both domestic growth and global expansion (Timewell, 2007; Business 
Monitor International, 2010a), faces significant skill shortages in a highly competitive domestic 
labour market which are hindering recruitment of the necessary skilled labour (Idris, 2007; 
Timewell, 2007; Al Bawaba, 2008). The sample for the collection of the qualitative data in the first 
stage of the study comprised eight Saudi banks, of a total of 12 registered by the Saudi Arabia 
Monetary Agency (2010), which include career/employment content on their internet sites 
additional to contact details for employment enquiries. Table 2 provides some descriptive 
information for each bank in the sample. 

Table 2: Sample of Saudi banks 

The convenience sample of prospective employees for the collection of quantitative survey data 
consisted of Saudi nationals undertaking business studies at a medium-sized Australian university. 
There were 36 males and three females for a total of 39 students, of whom 34 were engaged in 
postgraduate level studies and 5 were studying at an undergraduate level. Given the business focus of 
their studies, all students represented prospective employees of interest to Saudi banks include in the 
study. 
 Measures of employer attractiveness

As stated above, the primary tool for measuring employer attractiveness was the theoretical 
framework and associated instrument developed by Berthon, Ewing and Hah (2005). For the first 
stage of qualitative data collection and analysis, the content of the career/employment pages from 
each bank website was downloaded into an electronic file, and then analyzed and coded by the 
researchers using the 25 item framework described by Berthon, Ewing and Hah (2005). Coding was 
done at the sentence level and involved counting those sentences that explicitly used keywords 
found in the content of each item. Information included in a website but which could not be coded 
against any of the 25 items was also identified and considered for inclusion as additional indicators 
of employer attractiveness for the Saudi banking industry. By this process seven additional items 
reflecting information identified in two or more bank websites and for which three or more 
sentences were able to be counted (see Table 3), were thus added in the appropriate classification 
category to the 25 item instrument developed by Berthon, Ewing and Hah (2005). This process 
resulted in an expanded 32 item framework being used for coding purposes.  

By totalling the number of sentences coded for each of the 32 items, each website was allocated 
an item reference score using a seven point scale (ranging from 1 = Zero sentences referring to an item 
to 7 = Six or more sentences). All scores for items 1 to 25, organized within the five factor 
classification system as used by Berthon, Ewing and Hah (2005), were used to determine an average 

Bank Name Total Employees Number of Branches Total Assets (SR) Net Income (SR)
National Commercial Bank 5399 282 257b 2,271m
Banque Saudi Fransi 2,342 79 121b 2,471m
Riyad Bank 2,306 216 176b 3,030m
Samba Financial Group 3,000 66 186b 4,500m
Saudi Hollandi Bank 1,747 43 59b 86m
Al Rajhi Bank 7,447 550 170b 6,767m
Arab National Bank 3,600 171 110b 2,370m
Bank Al Jazira 1,741 48 30b 27m
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classification reference score to gauge the extent to which each specific classification of items was 
emphasized by each bank.  

Table 3: Additional seven items of employer attractiveness 
Classification* # Item

Application 26 Compliant with Islamic Sharia'h
29 Stakeholder oriented

Social 27 Organization’s reputation
32 Good organizational culture

Interest 28 The organization distinguishes itself from competitors 

Economic 30 Organization supports work life balance
31 International organization

* Note: No additional items were identified under Berthon, Ewing & Hah’s (2005) ‘Development’ classification
In the second stage of data collection and analysis, the expanded 32 item survey instrument 

was distributed personally by one of the researchers to the Saudi nationals that comprised the 
sample of prospective employees. Participants were asked to complete and return the confidential 
survey questionnaire inside a sealed envelope provided for the purpose. Participants were advised 
that participation in the survey was voluntary and that the data they provided would be treated in 
line with approved procedures designed to protect their anonymity and privacy. A total of 39 forms 
were distributed and 39 completed and usable forms were returned. Survey participants were asked 
to indicate, using a five point Likert scale (ranging from 1 = Strongly Disagree to 5 = Strongly 
Agree), the extent to which they agreed that each of the 32 items listed would be important to them 
if they were considering a potential employer in the Saudi banking industry. Mean and standard 
deviation scores were calculated for each item and classification category. These scores were taken 
as indicative of the importance that survey respondents placed on each item as a component of 
employer attractiveness.  

RESULTS 
 Qualitative analysis – bank website data

Table 4 presents the results of the content analysis of the qualitative data in terms of all 32 
items by classification category of employer attractiveness. The Development classification of items
had the highest mean classification reference score (2.67), making its items collectively the most
frequently referenced in the sampled Saudi bank websites. The two highest mean item reference
scores by any of the 32 items were both within the Development classification. Item 6 ‘Gaining
career-enhancing experience’ had the highest mean item reference score of 5.00. All eight bank
websites had at least two sentences for this item, with three banks having six or more sentences.
Item 3 ‘A springboard for future employment’ was the next highest mean item reference score with
4.12. The lowest mean item reference score of 1.25 for the Development classification was for Item
4.00 ‘Feeling good about yourself as a result of working for a particular organization’ which was
mentioned on only one bank website. Interestingly, although Development had the highest mean
classification reference score, it contained one item – Item 5. ‘Feeling more self-confident as a
result of working for a particular organization’ for which no sentences were identified on any bank
website in the sample.

The second highest referenced classification of items was Application with a 2.16 mean 
classification reference score. Only two banks had classification reference scores above the mean,
whereas six of the sample had mean classification reference scores of 2.00 or lower. Item 20 ‘The
organization is customer-orientated’ had the highest mean item reference score of 3.00 in the
Application classification, with six of the eight banks referencing this item at least once. Four banks
had classification reference scores above the item mean, with two of these banks having six or more
sentences about this item (i.e. item scores of 7) on their websites. The second highest mean item
reference score was 2.87 for Item 16 ‘Humanitarian organization – gives back to society’. Item 17
‘Opportunity to apply what was learned at a tertiary institution’ had the lowest mean item reference
score of 1.50 in the classification; three banks had higher item reference scores. Interestingly, the
mean item reference score for (additional) Item 26 ‘Compliant with Islamic Sharia'h’ ranked third
lowest of the seven items in this classification.
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Table 4: Website scores by item and classification 
Classification # Item Score (7 point scale) Std Dev

Development 

1 Recognition/appreciation from management 2.00 1.60
3 A springboard for future employment 4.12 1.73
4 Feeling good about working for a particular organization 1.25 0.46
5 Feeling more self-confident for working for an organization 1.00 0.00
6 Gaining career-enhancing experience 5.00 1.93

Classification 2.67 1.14

Application 

16 Humanitarian organization – gives back to society 2.87 1.96
17 Ability to apply what was learned at a tertiary institution 1.50 1.07
18 Opportunity to teach others what you have learned 1.62 0.74
19 Acceptance and belonging 2.12 1.46
20 The organization is customer-orientated 3.00 2.56
26 Compliant with Islamic Sharia'h 1.87 1.46
29 Stakeholder oriented 2.12 1.73

Classification 2.16 1.57

Social 

2 A fun working environment 1.12 0.35
7 Having a good relationship with your superiors 1.00 0.00
8 Having a good relationship with your colleagues 1.12 0.35
9 Supportive and encouraging colleagues 1.50 0.76
23 Happy work environment 1.00 0.00
27 Organization’s reputation 4.20 2.38
32 Good organizational culture 4.00 2.78

Classification 2.00 0.94

Interest 

10 Working in an exciting environment 1.25 0.71
11 Innovative employer ; novel work practices/forward-thinking 1.75 1.39
12 The organization values and makes use of your creativity 1.87 0.99
13 The organization produces high-quality products and services 2.87 2.17
14 The organization produces innovative products and services 1.12 0.35
28 The organization distinguishes itself from competitors 3.00 2.39

Classification 1.98 1.33

Economic 

15 Good promotion opportunities within the organization 1.25 0.46
21 Job security within the organization 1.00 0.00
22 Hands-on inter-departmental experience 1.50 0.76
24 An above average basic salary 1.87 1.25
25 An attractive overall compensation package 3.50 2.98
30 Organization supports work life balance 1.37 0.52
31 International organization 2.50 1.51

Classification 1.86 1.07
Note: The seven additional items identified in the analysis of the sample bank websites are shaded. 

Of the remaining three classification categories, the highest mean reference score was Social 
with 2.00. In this classification, (additional) Item 27 ‘Organization’s reputation’, and (additional) Item 
32 ‘Good organizational culture’, had mean item reference scores of 4.20 and 4.00 respectively. These 
scores were substantially higher than the other mean item reference scores for this classification; 
indeed, Item 7 ‘Having a good relationship with your superiors’ and Item 23 ‘Having a happy work 
environment’ were not mentioned by any of the eight banks. The Interest classification had a mean 
reference score of 1.98: four of the eight sample banks had classification reference scores above this 
score. Mean item reference scores in this classification ranged from (additional) Item 28 ‘The 
organization distinguishes itself from competitors’ at 3.00 to Item 14 ‘The organization produces 
innovative products and services’, which only one of the eight sample banks referenced, with a mean 
item reference score of only 1.12. The least frequently referenced classification of items was the 
Economic factor with a mean reference score of 1.86. Interestingly, Item 25 ‘An attractive overall 
compensation package’ with a mean item reference score of 3.50 was fourth highest of the 32 items. 
Three of the sample banks referenced it six or more times; while three did not reference the item at all 
on their websites. (Additional) Item 31 ‘International organization’ was second highest in this 
classification with a mean item reference score of 2.50. Of the remaining items in the classification, 
there was either no reference (Item 21 ‘Job security within the organization’) or minimal references 
identified in the sample bank websites.  

In summary, the website analysis indicated that at the classification level the Development 
classification set of items rated the highest reference score followed by the Application classification 
set of items across the bank websites. At the level of individual items, 7 items – Item 3 ‘A springboard 
for future employment’, Item 6 ‘Gaining career-enhancing experience’, Item 20 ‘The organization is 
customer-orientated’, Item 25 ‘An attractive overall compensation package’, (additional) Item 27 
‘Organization’s reputation’, (additional) Item 28 ‘The organization distinguishes itself from 
competitors’, and (additional) Item 32 ‘Good organizational culture’ – had individual reference scores 
of 3 or greater i.e. were referred to most often of the 32 items in two or more sentences on bank 
websites. 
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 Quantitative analysis – prospective employee survey data
Table 5 presents the results of the analysis of the quantitative survey data obtained from the 

respondents relating to the perceived importance of all 32 items by classification category of
employer attractiveness. According to analysis of the survey data, respondents deemed the most
important set of items to be those within the ‘Development’ classification, which had a
classification importance score of 4.07. Within the ‘Development’ classification, the highest item
importance score of 4.21 was recorded for Item 5 ‘Feeling more self-confident as a result of
working for a particular organization’; with the other four item importance scores ranging from 4.16
down to 3.74 for Item 3 ‘A springboard for future employment’. The second most important
classification of items was ‘Social’ with a classification importance score of 4.06. All but one of the
seven items in this classification had item importance scores of 4.00 or higher. Item 8 ‘Having a
good relationship with your colleagues’ was scored as the most important item at 4.28, and Item 2
‘A fun working environment’ was scored 3.66 as the least important item. One of the additional
items – Item 27 ‘Organization’s reputation’, with an item importance score of 4.18, rated second
highest within this classification. The set of items within the Economic classification was ranked
third most important overall with a classification importance score of 4.05, just marginally below
the ‘Development’ and ‘Social’ classifications.

Item 21 ‘Job security within the organization’ ranked as the most important in the classification 
with an item importance score of 4.41, with Item 15 ‘Good promotion opportunities within the
organization’ scoring 4.33 to be the second most important in the classification. Item 22 ‘Hands-on
inter-departmental experience’ and the (additional) Item 31 ‘International organization’ scored least
importance at 3.79 and 3.74 respectively. The second lowest classification overall in terms of
importance was the ‘Interest’ set of items with a classification importance score of 4.03. Item 11
‘Innovative employer – novel work practices/forward-thinking’ and Item 14 ‘The organization
produces innovative products and services’ were rated as least important at 3.71 and 3.92
respectively; the other items in the set were led by Item 12 ‘The organization both values and makes
use of your creativity’ with an item importance score of 4.31. The (additional) Item 28 ‘The
organization distinguishes itself from competitors’ had the second highest item importance score
4.18 in the classification. The classification of items ranked least important of all was ‘Application’
with a classification importance score of only 3.75. Only one item, perhaps not surprisingly
(additional) Item 26 ‘Compliant with Islamic Sharia'h’, scored the highest item importance score of
4.36 in this classification. In contrast, the second lowest important item was another (additional)
item – Item 29 ‘Stakeholder oriented’ – with an item importance score of only 3.58.

In summary, the survey analysis indicated that at the classification level the Development 
classification set of items rated the highest importance score followed by the Social classification
set of items, as perceived by the survey respondents. At the level of individual items, 19 had
individual importance scores of 4 or greater (on a 5 point scale) i.e. were matters considered by
respondents as being the most important of the 32 items in their perception of the attractiveness of
an employer.
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Table 5: Importance scores of survey items and classifications 
Classification # Item Score

(5 point scale)
Std
Dev

Development 

1 Recognition/appreciation from management 4.16 1.01
3 A springboard for future employment 3.74 0.72

4 Feeling good about yourself as a result of working for a particular 
organization 4.13 0.81

5 Feeling more self-confident as a result of working for a particular 
organization 4.21 0.84

6 Gaining career-enhancing experience 4.15 0.99
Classification 4.07 0.87

Social 

2 A fun working environment 3.66 1.02
7 Having a good relationship with your superiors 4.00 1.01
8 Having a good relationship with your colleagues 4.28 0.61
9 Supportive and encouraging colleagues 4.13 0.78
23 Happy work environment 4.13 0.83
27 Organization’s reputation 4.18 0.90
32 Good organizational culture 4.00 0.89

Classification 4.06 0.86

Economic 

15 Good promotion opportunities within the organization 4.33 0.87
21 Job security within the organization 4.41 0.94
22 Hands-on inter-departmental experience 3.79 1.02
24 An above average basic salary 4.08 0.84
25 An attractive overall compensation package 4.05 0.77
30 Organization supports work life balance 3.97 0.87
31 International organization 3.74 0.91

Classification 4.05 0.89

Interest 

10 Working in an exciting environment 4.03 0.86
11 Innovative employer – novel work practices/forward-thinking 3.71 0.80
12 The organization both values and makes use of your creativity 4.31 0.66
13 The organization produces high-quality products and services 4.03 0.94
14 The organization produces innovative products and services 3.92 0.85
28 The organization distinguishes itself from competitors 4.18 0.85

Classification 4.03 0.83

Application 

16 Humanitarian organization – gives back to society 3.66 1.02
17 Opportunity to apply what was learned at a tertiary institution 3.68 0.96
18 Opportunity to teach others what you have learned 3.56 1.02
19 Acceptance and belonging 3.71 0.84
20 The organization is customer-orientated 3.71 0.93
26 Compliant with Islamic Sharia'h 4.36 1.06
29 Stakeholder oriented 3.58 0.92

Classification 3.75 0.96
Note: The seven additional items identified in the analysis of the sample bank websites, which do not form part of the 25 

item framework developed by Berthon, Ewing and Hah (2005), are shown as shaded. 

DISCUSSION 
In terms of the five categories used to classify the 32 items of employer attractiveness that were 

used in this study (i.e. the seven additional items drawn from the sample bank websites plus the 
established 25 items), analysis of the bank website data indicated the following order of emphasis in 
information by the sample banks overall: (i) Development, (ii) Application, (iii) Social, (iv) Interest 
and (v) Economic. In contrast, analysis of the survey data indicated that respondents ranked the five 
classifications, in terms of their perceived importance as factors of employer attractiveness, in a 
different order: i.e. (i) Development, (ii) Social, (iii) Economic, (iv) Interest and (v) Application. That 
the Development classification was perceived as the most significant by both the banks and the survey 
sample is in line with a previous study by Ng, Burke, and Fiksenbaum (2008) revealing that 
professional development is the most attractive factor for job seekers when considering an employer.  

Table 6 shows the rank order for each of the 32 items according to mean survey (importance) 
scores and mean website (reference) scores. A large disparity was evident in the cross-rankings of 
most of the leading item importance and reference scores. The item ranked first for importance – Item 
21 ‘Job security within the organization’ – ranked 31st out of 32 items in terms of the website item 
reference scores. The item ranked first in website references – Item 6 ‘Gaining career-enhancing 
experience’ – ranked only 10th in terms of survey item importance scores. Only three items in the top 
10 importance scores also featured in the top 10 website reference scores – Item 6 ‘Gaining career-
enhancing experience’ (ranked 10th in importance and first in website references), Item 27 
‘Organization’s reputation’ (ranked seventh in importance and second in website references), and Item 
28 ‘The organization distinguishes itself from competitors’ (ranked eighth in importance and seventh 
in website references).  
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Table 6: Comparison of rank order for website reference scores and survey importance scores by item 
# Item Survey rank Website rank
21 Job security within the organization 1 31
26 Compliant with Islamic Sharia'h 2 16
15 Good promotion opportunities within the organization 3 25
12 The organization both values and makes use of your creativity 4 14
8 Having a good relationship with your colleagues 5 27
5 Feeling more self-confident as a result of working for a particular organization 6 29
27 Organization’s reputation 7 2
28 The organization distinguishes itself from competitors 8 7
1 Recognition/appreciation from management 9 13
6 Gaining career-enhancing experience 10 1
4 Feeling good about yourself as a result of working for a particular organization 11 23
9 Supportive and encouraging colleagues 12 19
23 Happy work environment 13 32
24 An above average basic salary 14 15
25 An attractive overall compensation package 15 5
10 Working in an exciting environment 16 24
13 The organization produces high-quality products and services 17 8
7 Having a good relationship with your superiors 18 30
32 Good organizational culture 19 4
30 Organization supports work life balance 20 22
14 The organization produces innovative products and services 21 28
22 Hands-on inter-departmental experience 22 21
3 A springboard for future employment 23 3
31 International organization 24 10
11 Innovative employer – novel work practices/forward-thinking 25 17
19 Acceptance and belonging 26 11
20 The organization is customer-orientated 27 6
17 Opportunity to apply what was learned at a tertiary institution 28 20
2 A fun working environment 29 26
16 Humanitarian organization – gives back to society 30 9
29 Stakeholder oriented 31 12
18 Opportunity to teach others what you have learned 32 18
Note: The seven additional items identified in the analysis of the sample bank websites which do not form part of the 

25 item framework developed by Berthon, Ewing and Hah (2005), are shown as shaded. 
Differences in the cross-rankings of the seven additional items included in the employer 

attractiveness measures were also quite marked. The leading additional item – Item 26 ‘Compliant 
with Islamic Sharia'h’ – ranked second highest of all items in terms of importance but had a website 
reference score of 16th that ranked lower than all but one of the additional item website reference 
scores (Item 30 ‘Organization supports work-life balance’ ranked 22nd). Five of the seven additional 
items ranked higher in importance than 10 of the 25 items included in the Berthon, Ewing and Hah 
(2005). All of the website reference scores for the seven additional items ranked higher than 10 of the 
25 items included in the Berthon, Ewing and Hah (2005). 

Of the 14 items that focus most closely on the organization rather than on the prospective 
employee (Items 2, 11, 12, 13, 14, 16, 20, 26, 27, 28, 29, 30, 31, and 32), only four – Item 12 ‘The 
organization both values and makes use of your creativity’, Item 26 ‘Compliant with Islamic Sharia'h’, 
Item 27 ‘Organization’s reputation’, and Item 28 ‘The organization distinguishes itself from 
competitors’ – were ranked in the top 10 importance scores. In terms of website reference scores, 
however, five of the 10 items with an organizational focus that were ranked outside the top 10 
importance scores (Items 13, 16, 20, 31, and 32) were ranked in the top 10 website reference scores. 

The significant disparity in the results of the employer website data analysis and the prospective 
employee survey data analysis raises the question of whether the disparities between the two sets of data 
are specific to the Saudi context or whether they can exist in another cultural context. A review of 
relevant literature identified studies that covered five of the seven additional items. Firstly, with regard 
to the (additional) Item 27 ‘Organization’s reputation’, Bourhis and Mekkaoui (2010) found a firm’s 
reputation to have a significant main effect on employer attractiveness in a study surveying university 
students in Canada. Similarly, in separate two studies involving survey data collected from university 
students in the United States: Greening and Turban (2000) found a positive association between an 
organization’s reputation and employer attractiveness; and, Turban and Cable (2003) presented results 
indicating that companies with better reputations attracted more applicants. Moreover, in a survey of 
U.S. companies recruiting from a north-eastern university, Collins and Han (2004) described how 
organizational reputation influences applicant pool quality and quantity. These research studies provide 
support for the findings of this study that an organization’s reputation is perceived by prospective 
employees as an important element in employer attractiveness in cultural contexts other than just Saudi 
Arabia. In other words, research generally suggests that the importance of perceptions of an 
organization’s reputation is not culture-specific.  
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Secondly, with regard to what might be seen as a closely-related issue, (additional) Item 28 ‘The 
organization distinguishes itself from competitors’, Michaels, Handfield-Jones, and Axelrod (2001) 
writing in the United States context suggested the distinctiveness of an organization was an important 
characteristics for employers to attract new employees. While not directly emphasizing their 
distinctiveness from their labour market competitors, several of the Saudi banks in this study presented a 
‘go with a winner’ message, thereby attempting by implication to differentiate themselves from their 
competitors in a context where the finance industry is highly competitive. Again however, the research 
evidence generally suggests that distinctiveness from your competitors is not a culture-specific element 
in employer attractiveness.  

Thirdly, that the (additional) Item 30 ‘Organization supports work-life balance’, to which the 
literature reporting research in Western nations accords significant weight, was referenced in only three 
of the eight banks websites (one sentence each), suggests that overall the Saudi banks do not see a need 
for emphasizing this aspect to represent themselves as attractive employers. This approach appears to be 
supported by the survey data in which the respondents scored the item as having the second lowest 
importance rating of the seven additional items. The limited visibility of work-life balance as a matter 
relevant to perceptions of employer attractiveness by respondents may perhaps be explained in part by 
the low seven per cent participation rate of the Saudi women in the work-life balance issues of lesser 
significance in Saudi Arabia than in other countries (Mansour, 2008). For example, the work-life 
literature clearly shows that the issue is of cultural significance in European cultures where female 
participation rates in the workforce in other countries rank much higher e.g. Denmark and Sweden at 
more than 70 per cent, the UK and the Netherlands with approximately 65 per cent (Boje, 2007). On the 
other hand, that there is little emphasis on this issue in the website and survey data collected for this 
study, may well reflect that the Saudi culture makes work-life balance a ‘given’ and it is therefore not a 
factor in employer attractiveness. 

The two additional items, Item 31 “International organization’ and Item 32 ‘Good organizational 
culture’, were examined by Agrawal and Swaroop (2009) in their study involving university students 
in India. Agrawal and Swaroop (2009) presented results implying that a favourable impression of and 
high regard for an organization were important predictors of students’ intentions and thus job seeking 
behaviour. In this study, (additional) Item 31 was scored by survey respondents as of low importance 
and was also not strongly emphasized in the banks career websites; in contrast, (additional) Item 32 
was perceived by the survey respondents as an important element in employer attractiveness, and was 
also referenced in three sentences on average on the Saudi bank websites. Given that research thus 
shows a ‘good organizational culture’ and an ‘international’ dimension to the organization, i.e. the 
focus of (additional) Items 31 and 32, as relevant in a range of cultural contexts (Saudi, Indian, and 
Australia where the Berthon, Ewing & Hah [2005] framework originated), it would appear that they 
too are not culture-specific contextual elements to employer attractiveness. 

Of the two remaining (additional) items (26 and 29), Item 29 ‘Stakeholder oriented’ rated more 
highly in terms of website reference scores than it did as measured by importance scores; neither score 
suggested it was considered relevant by the banks or the sample of prospective employees. However, the 
study results suggest that Item 26 ‘Compliant with Islamic Sharia’h’ is important factor in relation to 
employer attractiveness in the Saudi context. In that cultural context, Islamic Sharia’h religious law 
imposes culture-specific conditions on economic activity particularly in regard to the nature of activity 
in the Saudi banking industry. These conditions are not governmental law, but form a very powerful part 
of the cultural norms governing Saudi society. Thus, the degree to which a banking organization 
complies with those norms might be expected to influence strongly both the perceptions of potential 
employees within the Saudi context, and the way such organizations present themselves to attract future 
employees. In this study the survey sample of prospective employees ranked this (additional) item as the 
second most important element, behind Item 21 ‘Job security in the organization’, of the 32 survey items. 
This finding provides support for the idea that very pervasive context-specific cultural norms, as Islamic 
principles are, can influence perceptions of employer attractiveness. Interestingly, given the imperatives 
of the government’s ‘Saudization’ program, only three banks in the sample referenced their compliance 
with Islamic Sharia’h law, suggesting perhaps an underestimation on the part of the majority of Saudi 
banks of the influence this element has on the extent to which Saudi nationals are likely to perceive 
them as attractive employers. 

CONCLUSION 
The purpose of this study was to investigate how national cultural context influences perceptions 

of potential employees about employer attractiveness. It applied an established framework of 
employer attractiveness developed by Berthon, Ewing and Hah (2005) in a different cultural context 
than that studied here. The empirical study findings suggest that the impact of cultural context on 
perceptions of employer attractiveness is a factor of relevance that needs to be considered. In the 
Saudi banking context, we found that perceptions of compliance with Islamic Sharia’h law is an 
important factor which positively influences how attractive a bank is perceived by potential 
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employees. The implication here is that context-blind frameworks may have limited value outside of 
their development context; consistent with the literature, the findings also point to an organization’s 
reputation, the perceived difference between it and its labour market competitors, and good 
organizational culture are of significant importance for the Saudi banking industry context. One 
practical implication of the study finding of a large disparity in the rankings of perceived importance 
scores and website reference scores for most items is that employers need to match the information 
they present about themselves to the information needs of the prospective employees. In other words, 
to be perceived as an attractive employer, organizations must present information about themselves 
that reflects what prospective employee perceive as attractive rather than what the organization itself 
thinks is its most attractive features. 

There are several limitations to this study. First is the size and nature of the survey sample which 
make it non- representative of Saudi job seekers. Second, the study focuses on a Saudi industry for 
which quite specific religious teachings apply, and therefore the findings cannot be generalised to 
other industries that have different dynamics and characteristics. Third, data for this study was 
generated in part by analysing the employment-related pages on the sample banks’ websites, which is 
not the only way organizations promote themselves to prospective employees. Future research into 
contextual influences on employer attractiveness could address these issues through other mono-
cultural industry contexts, as well as in comparative studies of multi-cultural, multi-industry contexts. 
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