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Abstract 

Corporate advertisements are used by potential employees to signal job attributes and employment 

characteristics of an organization. Those job attributes and characteristics have an impact on the 

potential employees’ perception of the organization’s attractiveness as an employer and their 

intention to apply. The purpose of this thesis is to obtain a better understanding of the impact of 

signals from corporate advertisements in the professional services industry on employer attractiveness 

and intention to apply. More specifically, this thesis investigates how mental simulation and the 

absence or presence of a model employee in the corporate advertisement affects employer 

attractiveness and intention to apply. 

The research is conducted through an online experiment (N = 273). The participants were randomly 

assigned to one of the experimental conditions. Once the participants had read instructions to prime 

the mental simulation, and the corporate advertisement, they were asked to answer the questions from 

the employer attractiveness scale and intention to apply scale. The results were analyzed with an 

ANCOVA and additional post hoc tests. 

The results demonstrate the process simulation, as opposed to outcome simulation, in combination 

with a model employee in the corporate advertisement, does not more positively impact employer 

attractiveness and intention to apply. In addition, the results indicate that outcome simulation, as 

opposed to process simulation, and a corporate advertisement without a model employee does not 

more positively impact employer attractiveness and intention to apply. Lastly, no mediated 

moderation could be found between mental simulation and intention to apply, with the absence or 

presence of a model employee as moderator and employer attractiveness as mediator. 

Based on the findings, it can be argued that it is largely up to management of professional services 

organizations whether they would like to focus on the outcome or the process of helping clients and 

living up to the service promise of the organization. It can also be argued that it is up to management’s 

preferences whether they would like to feature a model employee in their corporate advertisement.  
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1. Introduction 

In the past years, organizations have come to the realization that corporate advertising has a much 

broader audience than consumers. Corporate advertising has an impact on current employees by 

affecting their performance (Wentzel, Henkel & Tomczak, 2010). Moreover, corporate advertising 

has a spillover effect on potential employees by signaling job attributes and employment 

characteristics (Wilden, Gudergan & Lings, 2010). Corporate advertisements are specifically of 

interest for current and potential employees of service organizations as the advertisements portray 

management’s expectations of the service delivery of their employees (Wentzel et al., 2010). 

One of the main purposes of corporate advertising is to attract customers (Aaker, 1996). Accordingly, 

management is inclined to portray their ideal employee, who behaves in an above-average manner 

(Gilly & Wolfinbarger, 1998). Potential employees may see the featured employee as a guideline for 

the organization’s real employees, and consider the employee in the corporate advertisement as a 

model employee (Wentzel et al., 2010). The behavior of the model employee in the corporate 

advertisement is argued to affect the organization’s attractiveness as an employer (Cable, Aiman-

Smith, Mulvey & Edwards, 2000). Therefore, organizations should carefully consider what behavior 

the model employee performs in the corporate advertisement to ensure it has a positive impact on 

employer attractiveness. 

Wentzel et al. (2010) studied the effect of corporate advertising and mental simulation on the current 

employees of a professional services organization. They examined how the employees’ behavior was 

influenced by reading a corporate advertisement, including a model employee of the organization 

they were employed at, while either focusing on the process of how to perform the behavior portrayed 

by the model employee or focusing on the outcome of having performed the behavior. The findings 

of Wentzel et al. (2010) indicate that mental simulation can be used to increase and influence 

employees’ intended behavior. The employees who focused on the process had a greater intention to 

replicate the behavior of the model employee, compared to the employees focusing on the outcome. 

It has not yet been studied if the effect of mental simulation found by Wentzel et al. (2010) also 

applies to potential employees. As the research of Wentzel et al. (2010) is focused on current 

employees, and thereby employee retention, it would be interesting to study if the results can be 

applied to employee attraction as well. Thus, it can be argued that there is a research gap in the mental 

simulation literature and the application in the field of employee attraction. 
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The corporate advertisement used in Wentzel et al.’s (2010) study included a model employee 

portraying the behavior management expects from their employees. Potential employees perceive the 

model employee in a corporate advertisement as an actual employee of the organization (Ryan, 

Gubern & Rodriguez, 2000). Potential employees’ perception of the actual employees of an 

organization influences the organization’s attractiveness as an employer and their intention to apply 

(van Hoye & Lievens, 2007). The model employee demonstrates how he or she has fulfilled his or 

her own goals, which is argued to have a positive impact on the potential employees’ intention to 

apply. On the contrary, if potential employees do not feel confident they can perform the same 

behavior as the model employee, they do not see themselves fit for working at the organization and 

they are less inclined to apply for a job (Ryan et al., 2000). 

The model employee in the corporate advertisement can also be perceived as a role model. A role 

model is defined as “a person whose behavior in a particular role is imitated by others” (“Role model”, 

n.d.), which means that if the potential employee has the intention to behave as the model employee 

in the corporate advertisement, the model employee acts as a role model for that potential employee. 

Fellnhofer and Mueller (2018) have studied the power of role models in the area of entrepreneurship 

careers. They argue that role models have a positive influence on the career choices of individuals. 

The individuals were more likely to pursue a career in entrepreneurship when they had an 

entrepreneurial role model. However, the study of Fellnhofer and Mueller (2018) has not yet been 

tested on other professions, which means there is a research gap regarding the power of role models 

in professional services careers. 

Not all professional services organizations use model employees in their corporate advertisements. 

The corporate advertisements without a model employee can potentially demonstrate a different 

relationship between mental simulation and the potential employees’ intentions. Since potential 

employees have incomplete information about the organization, they interpret all information they 

can find about the organization as signals to indicate whether they would like to work for a specific 

organization. This information asymmetry is connected to the signaling theory, which argues that 

potential employees signal employment characteristics not only from recruitment information, but 

from all information sources from the organization, including corporate advertisements (Rynes, 

1991). Those signals influence employer attractiveness and intention to apply (Turban, Lau, Ngo, 

Chow & Si, 2001). Prior research has not yet studied if a model employee, as opposed to no model 

employee, signals different job attributes and employment characteristics to the potential employees 
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and if those signals have a different impact on employer attractiveness and intention to apply. 

Furthermore, it has not been studied if mental simulation has a different impact on employer 

attractiveness and intention to apply based on the absence or presence of a model employee in the 

corporate advertisement. 

This study will increase the understanding of mental simulation, as well as the effect of the absence 

or presence of a model employee in corporate advertisements. It will provide organizations with 

information on how they can use corporate advertising to attract not only customers, but also 

employees. The purpose of this study is to investigate the relationship between mental simulation, 

employer attractiveness and intention to apply, moderated by the absence or presence of a model 

employee in the corporate advertisement. Specifically, the experiment conducted in this research 

addresses the following research questions: 

How does mental simulation affect employer attractiveness of organizations in the professional 

services industry when potential employees read a corporate advertisement including a model 

employee versus no model employee? 

How does mental simulation, moderated by the absence or presence of a model employee in the 

corporate advertisement of a professional services organization, influence the potential employees’ 

intention to apply? And is this relationship mediated by employer attractiveness? 

 

This thesis seeks to contribute to the understanding of how mental simulation, and the absence or 

presence of a model employee in the corporate advertisement, can positively influence employer 

attractiveness and intention to apply. To the best of my knowledge, it has not yet been studied if 

mental simulation can be applied to increase the intentions of potential employees and thereby 

increase employer attractiveness and intention to apply. This thesis can open the doors to a new 

research area of mental simulation and employee attraction. 

This thesis will also add to role model literature. According to Gibson (2004), the use of role models 

has been mainly studied in a parent-child setting. Within employee attraction, the power of role 

models has been studied in relation to the intention to pursue a career as an entrepreneur (Fellnhofer 

& Mueller, 2018). The current study will contribute by investigating the power of role models within 

the professional services industry, an application of role models that has not yet been studied. 
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Moreover, this thesis seeks to contribute to the signaling theory in recruitment research. The study 

attempts to increase the understanding of how potential employees use signals from corporate 

advertisements in relation to model employees and when they focus on either the process or the 

outcome of the service encounter described in the advertisement. More specifically, how those signals 

influence employer attractiveness and intention to apply. 

Lastly, this thesis will contribute to the literature on employer attractiveness by validating the 

employer attractiveness scale, the employer attractiveness measure used in this study, in the United 

States. The employer attractiveness scale has been developed by Berthon, Ewing and Hah (2005) and 

has been validated in Australia, but to the best of my knowledge, the scale has not been validated in 

the United States. 

The practical contribution of this thesis will be related to providing information to organizations with 

regard to the effects of corporate advertisements on potential employees. There is strong competition 

for talented employees, also called the war for talent. A better understanding of employer 

attractiveness and intention to apply will give organizations a competitive advantage in this war for 

talent (Rosengren & Bondesson, 2014). 

This thesis seeks to educate the management of professional services organizations how they can 

utilize corporate advertisements to increase their attractiveness as an employer and increase the 

potential employees’ intention to apply. The study will provide insights on whether the focus of 

corporate advertisements should be on the process or the outcome of helping clients, and whether or 

not a model employee should be featured in the advertisement. A better understanding of the concepts 

employer attractiveness and intention to apply can increase the quality of the applicant pool (Collins 

& Han, 2004), create a competitive advantage (Sivertzen, Nilsen & Olafson, 2013), and improve the 

organization’s performance (Backhaus & Tikoo, 2004). 

 

1.2 Scope and limitations 

Considering the scope and limited resources available for this thesis, the research is subject to certain 

limitations. Employer attractiveness and intention to apply are complex concepts and affected by a 

variety of factors, as will become clear in the literature review of this thesis. For this thesis, the 

influence of mental simulation and the absence or presence of a model employee in the corporate 



8 
 

advertisement will be considered. Due to the limited resources, other variables such as corporate 

image, organizational culture, and employee benefits, have not been included in the scope of this 

thesis. Additionally, it has to be noted that potential employees can use a great variety of signals from 

corporate advertisements. The study could have been complemented with a qualitative study to 

increase the understanding of what those signals are in addition to mental simulation and the absence 

or presence of a model employee. However, an additional qualitative study is not in the scope of this 

thesis. 

The sample of the experiment is collected through online crowdsourcing. There is a chance that the 

participants are not being honest about their job location or job preferences, but research has indicated 

that the results from crowdsourcing workers from Amazon Mechanical Turk and lab workers are 

equally reliable to lab experiments (Thomas & Cliffort, 2017). Moreover, all participants were located 

in the United States. This might influence the generalizability of the results amongst organizations 

and potential employees outside of the United States. 

 

1.3 Professional services industry 

A professional services firm is defined as an organization that provides highly customized services 

to its clients, which are personalized and involve the skills of individuals. The mission of those 

organizations is to deliver high-quality services to their clients, provide satisfying careers for their 

employees, and create financial profits for their owners (Maister, 2003). 

It is evident from the definition there are three key elements that make professional services firms 

different from other organizations. First, human capital and the intensity of the knowledge of both the 

employees and the organization are the key assets. Second, professional services firms provide 

customized services for their clients. That is, the services involve client interaction and the 

organization has to be flexible for adjustments to fulfill the wants and needs of the client. Last, 

professional service firms are private enterprises and do not include, for instance, public welfare 

organizations (Harlacher, 2010). 

An industry is defined as a group of organizations that are related based on their primary business 

activities (Kenton, 2019). The professional services firms, therefore, are all part of the professional 

services industry. Examples of professional services firms, and part of the professional services 
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industry, are management consulting organizations, accounting firms, and investment banks 

(Harlacher, 2010). 

 

1.4 Structure 

The thesis consists of eight chapters. Chapter two, the literature review, will follow the introduction. 

The purpose of the literature review is to obtain an understanding of the concepts and theories used 

in this thesis to answer the research questions defined in chapter 1. Chapter three formulates the 

hypotheses that will be tested in this thesis. The hypotheses are derived from the studied literature. 

Chapter four discusses the methodology of the thesis, including the research philosophy, research 

approach and design, and the data collection and data analysis techniques and procedures used to test 

the hypotheses. Chapter five discusses the sample and setup of the experiment and the results of the 

pilot study. Chapter six discusses the results of the experiment and hypothesis tests. Chapter seven 

discusses the findings, as well as the theoretical and practical contributions of the findings. In 

addition, suggestions for future research will be made to enhance the employee attraction research 

further. Finally, chapter eight will give the conclusion of the thesis. 

 

2. Literature review 

The purpose of the following literature review is to outline the relevant literature and to provide the 

reader with in-depth knowledge about the key areas and theories used in this thesis. At the end of the 

literature review, the reader will have knowledge about employer attractiveness, mental simulation, 

behavioral intentions, and the role of model employees in corporate advertising.  

In this literature review applications of mental simulations and model employees will be studied and 

an individual's behavioral intentions. This is supported by employer attractiveness and intention to 

apply literature to obtain a better understanding of the signals potential employees use to form their 

perceptions of the organization’s attractiveness as an employer and their intention to apply at the 

organization.  
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The literature review is used to set the academic foundation of the research and to formulate the 

hypotheses tested in this thesis. The literature review will be followed by the methodology, presenting 

the overall research method to answer the research question and test the hypotheses. 

 

2.1 Employer attractiveness 

The concept of employer branding was mentioned for the first time by Ambler and Barrow (1996) 

and was defined as “the package of functional, economical, and psychological benefits provided by 

employment and identified with the employing company” (p. 187). The goal of employer branding is 

to differentiate the organization from its competitors and to highlight the unique characteristics the 

organization has as an employer (Backhaus & Tikoo, 2004). Employer branding is concerned with 

creating an image of being a ‘great and desirable place to work’ (Ewing, Pitt, de Bussy & Berthon, 

2002), and it is aimed at both current and potential employees (Lloyed, 2002). 

Another concept, closely related to employer branding, is employer attractiveness. Employer 

attractiveness is defined as “the envisioned benefits potential employees see in employment in a 

specific organization” (Berthon et al., 2005, p. 156). Lievens and Highhouse (2003) argue that 

potential employees allocate instrumental and symbolic attributes to organizations, and those 

attributes influence the perceived attractiveness of the organization. Instrumental job attributes are 

the objective, concrete and factual attributes, such as salary and location. Symbolic job attributes are 

the subjective and intangible attributes, in the form of imagery and trait inferences, for instance, 

culture and innovativeness (Lievens & Highhouse, 2003). An employer brand that possesses 

personality traits matching the potential employees’ actual or ideal personality will be seen as a more 

attractive employer by the respective potential employee (Turban et al., 2001). 

Berthon et al. (2005) developed the employer attractiveness scale that can be used to obtain an 

understanding of the most important concepts related to employer attractiveness. The scale can be 

linked back to the three dimensions, or benefits, mentioned by Ambler and Barrow (1996) in their 

definition of employer branding, namely the psychological, functional, and economical benefits the 

potential employee expects to receive while being employed at the organization. The employer 

attractiveness scale comprises 25 items, split into five dimensions. The first dimension is the interest 

value. The interest value is related to the work environment of the organization and the novel work 
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practices the organization offers its employees, where the potential employee can use his or her 

creativity to produce high-quality and innovative products and services. The second dimension is the 

social value. The social value covers the importance for potential employees that the organization 

shows that it is an enjoyable place to work, as well as the importance of good relationships between 

colleagues and a good team atmosphere. The interest value and social value are linked to the 

psychological benefits of being employed in the organization. The third dimension of the employer 

attractiveness scale is the economic value. The economic value is associated with salary, promotional 

opportunities, job security, and other monetary benefits that come along with employment in the 

organization. The economic value is linked to the economic benefits of Ambler and Barrow’s (1996) 

definition. The fourth dimension is the development value. The development value is related to the 

belief that the employer will give the potential employee self-worth and confidence, as well as 

recognition for their work. Finally, the fifth dimension is the application value. The application value 

contains scale items with regard to the ability for potential employees to apply their knowledge and 

skills in the job and teach others what they know. It also covers the importance of a humanitarian and 

customer-oriented environment. The development value and application value are both linked to the 

functional benefits of being employed in the organization (Berthon et al., 2005, p. 159-162). 

The values and items discussed in the employer attractiveness scale show a broad spectrum of factors 

that play a role in an organization’s attractiveness as an employer. It demonstrates that potential 

employees want to have a holistic view of the organization, and its corporate and employer image 

(Kissel & Büttgen, 2015). 

 

2.1.1 Self-congruence, social identity theory, and person-organization fit 

Symbolic job attributes, and the need for potential employees to have a link between their own 

personality and the organization’s personality traits, can be linked to social identity theory and self-

congruence. Self-congruence means that there is a match between an individual’s self-concept and 

his or her actual or ideal personality, and the perceived characteristics he or she ascribes to the 

prospective employer (Turban et al., 2001). A higher congruence leads to an increase in the 

organization’s attractiveness as an employer since it satisfies the self-esteem and self-consistency 

needs of the individual - in this case, the potential employee (Turban et al., 2001). 
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The social identity theory argues that an individual’s self-concept is partially based on their 

membership to social groups (Tajfel, 1982), in this study the membership to the organization the 

individual would be employed at. Individuals are more likely to seek membership with an 

organization when they believe the membership increases their self-image and when they consider 

the organization’s image to be positive (Backhaus & Tikoo, 2004). In other words, the organization 

is not only attractive due to the job attributes, but the overall image of the organization and its 

employees is taken into consideration. The more positive the organization’s overall image, and the 

greater the match between the potential employee’s and organization’s values and personality traits, 

the more attractive the organization is perceived as an employer (Lievens, van Hoye & Anseel, 2007). 

The person-organization fit theory argues that the better the fit between an individual’s 

characteristics, values, and attitudes and the organization’s characteristics, values, and attitudes, the 

more attractive the organization is perceived as an employer (Schneider, 1987). Individuals value the 

person-organization fit since they consider the work meaningful when it matches their own ideals and 

standards (Barrick, Mount & Li, 2013). That is, in contrast to the social identity theory, where the 

individual seeks a match between his or her personality traits and that of the organization, the person-

organization fit theory looks also into the fit between the individual’s personal values, and how these 

values match with the work he or she will do at the organization. It can be argued that the person-

organization fit theory gives a more complete match between the organization and the employee. 

 

2.2 Intention to apply 

An organization’s attractiveness as an employer ultimately influences the potential employee’s 

intention to apply to the organization (Rynes, 1991). The factors that affect an individual’s decision 

whether or not to apply for a job are similar to the factors related to employer attractiveness. The 

intention to apply for a job is positively related to an individual’s attitude towards the organization 

(Collins & Stevens, 2001). Hence, it is important for organizations to create a positive employer 

image and to be perceived as an attractive employer to attract potential employees and increase their 

intention to apply (Gatewood, Gowan & Lautneschlager, 1993). Conforming increased employer 

attractiveness, potential employees are more likely to apply for an organization when he or she 

believes the organization will make them feel more confident and better about themselves (Sivertzen 

et al., 2013). 
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Potential employees assess the applicant-employee fit when they consider applying for a job at an 

organization. A greater applicant-employee fit increases the individual’s intention to apply (Von 

Walter, Wentzel & Tomczak, 2012), which is in line with the social identity theory and self-

congruence. Intention to apply is also related to tangible and more concrete job attributes. This is 

reflected in the assessment of the individual whether he or she believes to have the required qualities 

and skills needed on the job and if the individual has a high expectancy to obtain the job. Individuals 

with a high expectancy and believe they possess the skills needed in the job are more likely to apply 

for the respective job (Rynes, 1991). 

 

2.3 Signaling theory 

Potential employees can relatively easily find information about employment at an organization in 

relation to the salary and location for instance, the tangible aspects of employment. However, 

information with regard to other, intangible, aspects of employment, such as specific work tasks, 

employee behavior, and work culture, is much harder to observe (Rosengren & Bondesson, 2014). 

The lack of information, also called information asymmetry, is particularly evident in the first phases 

of the recruitment process when potential employees do not have much information about their 

prospective employer (Cable & Turban, 2001). Due to the information asymmetry, potential 

employees use signaling information substitutes to obtain a more complete picture of employment at 

the organization (Wilden et al., 2010). 

Signaling theory is widely used in recruitment research (Uggerslev, Fassina & Kraichy, 2012). The 

signaling theory argues that in case people lack information about employment in an organization, 

they interpret other information as signals of the characteristics of the organization as an employer 

(e.g. Rynes, 1991; Turban, 2001). According to Connelly, Certo, Ireland, and Reutzel (2011), 

information asymmetry is a central aspect of signaling theory. Information that is observed about the 

organization, whether it is purposely shown to potential employees or not, provides signals about the 

organization and is used by potential employees to reduce the information asymmetry (Uggerslev et 

al., 2012). In other words, to avoid or reduce information asymmetry, potential employees use signals 

from other sources than recruitment sources to gain knowledge about employment in an organization. 
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2.4 Corporate advertising 

One source that has a signaling effect on potential employees is corporate advertising (Rosengren & 

Bondesson, 2014). As Cable and Turban (2001) argue, corporate advertising can influence potential 

employees by signaling employment characteristics. 

Corporate advertising is defined as the paid communication of organizations, through different kinds 

of offline and online media, aimed at influencing the consumers’ perception of an organization and 

its products and services, thereby increasing their intention to purchase the product (Aaker, 1996). 

Organizations invest in these marketing efforts to build a favorable image in the minds of consumers 

(Aaker, 1996). However, organizations have to be aware that corporate advertising can have spillover 

effects on other stakeholders as well, for instance, the organization’s employees (e.g. Aaker, 1996; 

Wentzel et al., 2010) or potential employees (e.g. Collins & Han, 2004; Rosengren & Bondesson, 

2014; Wilden et al., 2010). 

According to Collins and Han (2004), corporate advertising is a powerful predictor of recruitment 

outcomes since it has a positive impact on the applicant pool quantity and quality. Corporate 

advertising creates more awareness and familiarity with the brand in the minds of potential 

employees, thereby increasing the employer attractiveness of the organization and the potential 

employees’ intention to apply (Gatewood et al., 1993). Organizations with low consumer awareness 

or unattractive brands create negative associations with the brand, and potential employees are less 

inclined to apply for those organizations (Wilden et al., 2010). Rosengren and Bondesson (2014) 

argue that corporate advertising shows the ability, defined as the innovativeness and smartness, of an 

organization, affecting its perceived reputation and employer attractiveness. Furthermore, potential 

employees use corporate advertising to get a self-definition of what social group they belong to 

(Dutton, Dukerich & Harquail, 1994). 

 

2.4.1 Corporate advertising and the professional services industry 

It is important for advertising decision-makers in the professional services industry to keep in mind 

that besides consumers, the current and potential employees of the organization see the 

advertisements as well (Wentzel et al., 2010). According to Gilly and Wolfinbarger (1998), corporate 

advertisements showing a service encounter, illustrate management’s expectations of their 
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employees, and how they are supposed to act in the given situation. Thus, it can be argued that in the 

professional services industry, corporate advertisements define the expected behavior of the 

organization’s employees (Zeithaml, Berry & Parasuraman, 1988). The employee in the corporate 

advertisement can be seen as a guideline, or model employee, of what is expected of the employees 

employed in the service organization, and how management pictures their ‘ideal’ employee (Wentzel 

et al., 2010). 

The fact that multiple stakeholders are affected by corporate advertisements leaves management with 

a dilemma. Management would like to portray their services extra positively to attract customers, 

hereby exaggerating the good performance of the employee (Gilly & Wolfinbarger, 1998). However, 

overpromising services can demotivate employees since they do not believe they can deliver on the 

promised service (Zeithaml et al., 1988). Moreover, overpromising the service delivery might 

negatively impact potential employees as well. Potential employees use corporate advertisements to 

signal job attributes, the advertisements can show them the expected tasks and behavior once 

employed in the organization (Cable & Turban, 2003). When the tasks and behavior seem too 

challenging, the potential employee might feel he or she is not able to live up to management’s 

expectations, and thus feel unqualified for the job. The chance of failure might lead to a risk-averse 

strategy, meaning that the organization is less attractive and potential employees will have a decreased 

intention to apply for a job (Wilden et al., 2010). 

 

2.5 Theory of planned behavior 

Intentions, such as the intention to live up to management’s expectations or the intention to apply, are 

the motivational factors influencing an individual’s behavior and it indicates how much effort the 

individual is willing to put into performing the behavior (Ajzen, 1991). Intention can be seen as a 

state of mind that helps individuals to direct their attention, and hereby their experiences and actions, 

towards a specific goal or path to achieve something (Bird, 1988, p. 442).  

The most commonly used model to analyze intentions is the theory of planned behavior (Krueger, 

2017). The theory of planned behavior argues that a change in actual behavior is influenced by an 

individual’s intention to perform the planned behavior. An individual’s intention to perform a certain 
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behavior is based on three independent determinants, namely the attitude towards the behavior, the 

subjective norms, and the perceived behavioral control (Ajzen, 1991). 

The attitude towards the behavior is the assessment of how favorable the outcome is. The more 

positive the individual considers the outcome, the more positive the attitude towards this behavior, 

and the more likely and willing the individual is to have the intention to perform the behavior (Ajzen, 

1991). Perceived desirability and perceived feasibility play an important role in the individual’s 

attitude (Shapero & Sokol, 1982). Perceived desirability is related to the perceived attractiveness of 

the behavior. Perceived feasibility is related to the expected skills and competencies needed to 

perform the behavior and whether the individual believes he or she possesses those (Liñán & Santos, 

2007). The subjective norm is related to social pressure to perform the behavior or not (Ajzen, 1991). 

The behavioral intentions of an individual are influenced by what the individual believes is expected 

of him or her by relevant other individuals, for instance, family and friends, but also colleagues and 

work relations (Fellnhofer & Mueller, 2018). Lastly, perceived behavioral control is related to how 

challenging the individual believes it is to perform the planned behavior. The more challenging the 

individual believes the behavior is, the smaller the chance he or she will have the intention to perform 

the planned behavior (Ajzen, 1991). 

 

2.6 Mental simulation 

Prior literature has argued that the reaction to advertisements can differ due to mental simulation (e.g. 

Escalas & Luce, 2004; Wentzel et al., 2010). Mental simulation is referred to as the imitative mental 

representation of real or hypothetical events. Furthermore, mental simulation has problem-solving 

functions and the ability to regulate emotions by turning imagined experiences into action (Taylor & 

Schneider, 1989). Pham and Taylor (1999) argue that mental simulation can enhance the link between 

an individual’s thoughts and actions to achieve a specific goal. This is accomplished by an individual 

creating a clear image of him- or herself achieving the future goal and making an imaginative plan of 

how to get there (Pham & Taylor, 1999). 

There are several reasons mental simulation improves an individual’s plan of action to achieve a goal. 

First, mental simulation makes the actions seem real, making the individual more ready for 

performing the respective action. Secondly, imagining a specific action provides information about 
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the events related to achieving the goal, for instance, the causal relation of those events necessary to 

make a plan of action. Lastly, mental simulation influences an individual’s emotional state and creates 

emotional reactions, such as motivation (Pham & Taylor, 1999). 

Mental simulation can have retrospective functions, which focuses on what has happened, and 

prospective functions, which focuses on how to make something happen (Escalas & Luce, 2003). The 

focus of this thesis will be on the prospective function of mental simulation, namely the focus on 

goals related to future employment. Prior social psychology research in the area of prospective mental 

simulation states that future outcomes can be affected through positive changes in attitudes, 

behavioral intentions, and actual behavior (Escalas & Luce, 2003). 

Research on mental simulation makes a clear distinction between two different types of mental 

simulation, namely outcome simulation and process simulation (e.g. Escalas & Luce, 2003; Escalas 

& Luce, 2004; Pham & Taylor, 1999). Process simulation encourages individuals to imagine the 

process they have to go through to perform a specific activity, to achieve a specific goal. Outcome 

simulation encourages individuals to focus on the benefits that come with achieving their goal, or as 

a result of being successful in a specific activity and how they would feel about this (Pham & Taylor, 

1999). 

 

2.6.1 Prior applications of mental simulation 

Wentzel et al. (2010) studied the effect of mental simulation on the employees of a professional 

service organization. The participants were asked to read a corporate advertisement of the 

organization they are employed at. Subsequently, the participants in the process simulation condition 

were asked to imagine what steps to go through and how they would behave to achieve the same level 

of performance as the model employee in the advertisement. The participants in the outcome 

simulation were instructed to imagine having performed the same behavior and the benefits that come 

along with achieving the same level of performance as the model employee in the corporate 

advertisement. 

The results of Wentzel et al.’s (2010) research suggest that process simulation leads to more positive 

reactions to the model employee in the corporate advertisement, and an increased intention to 

replicate the behavior of the model employee. The results in favor of process simulation were partially 
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due to the decrease in the anxiety of not being able to achieve the same level of performance as the 

model employee. Rivkin and Taylor (1999) found the same effect in their research, that process 

simulation helps individuals to deal with stressful events. On the contrary, when the individual did 

not feel anxious about the model employee’s behavior and if they were confident they could achieve 

the same goal, process and outcome simulation had the same positive result (Wentzel et al., 2010). 

The application of mental simulation has been studied in the field of consumer branding and consumer 

behavior as well. Within consumer behavior, consumers in the process simulation condition have 

increased intentions to purchase the product, compared to consumers in the outcome simulation 

condition (Escalas & Luce, 2003). However, Escalas and Luce (2003) also argue that consumers in 

both simulation conditions focused, directly or indirectly, on the benefits of achieving the goal. In 

addition, they also observed that consumers in the outcome simulation did not solely focus on the 

benefits of using the product, but also created a plan of action on how to achieve the desired outcome, 

increasing their intention to purchase the product (Escalas & Luce, 2003). In other words, even though 

the consumers were either part of the process or the outcome simulation, the other simulation, or 

focus, is not completely absent. That is, process simulation and outcome simulation are not mutually 

exclusive. It also means that, despite process simulation having a more positive result, outcome 

simulation cannot be ignored since the consumers thought about the benefits of achieving the goal as 

well while being in the process simulation condition. This links back to the fact that mental simulation 

increases the links between thoughts, actions, and goals (Escalas & Luce, 2003). 

In the context of potential employees, versus the current employees from Wentzel et al.’s (2010) 

research or the consumers in Escalas and Luce’s (2003) research, potential employees need to have 

an intention to live up to the level of performance of the model employee and service promise of the 

organization as well and have the intention to behave in accordance in their future employment. This 

can potentially lead to an interest in working in the organization and considering the organization as 

an attractive employer. When the potential employees perceive the organization as an attractive 

employer, it potentially leads to an increased intention to apply. 
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2.7 Model employees and corporate advertising 

A factor that seems to play a role in the research from Wentzel et al. (2010) is the model employee in 

the corporate advertisement. However, it is not evident from their research whether the use of the 

model employee affects the behavioral intentions of the employees or if it is due to the service 

promise, expected tasks, or delivered result to the customer, for instance. Therefore, the moderating 

effect of a model employee, as opposed to no model employee, in the corporate advertisement will 

be studied in this thesis. 

 

2.7.1 Role models 

The model in the corporate advertisement is, in essence, a role model for the potential employee in 

case he or she decides to replicate the behavior of the model employee. Gibson (2004) defines a role 

model as “a cognitive construction based on the attitudes of people in social roles an individual 

perceives to be similar to him- or herself to some extent and desires to increase perceived similarly 

by emulating those attributes” (p. 136). Role models are said to be effective for career success since 

individuals look for role models that can help them achieve their own goals (Lockwood & Kunda, 

1997). Role models illustrate a goal that the individual wants to achieve, thus the individual wants to 

increase the similarity between the role model and him- or herself (Gibson, 2004). In addition, role 

models can be useful for self-improvement. When individuals see their role model being able to have 

specific skills or abilities, he or she might be more confident it is possible to obtain the same skills 

and abilities (Wood, 1989). 

The attributes individuals seek in role models can be split into two different types, namely role 

expectations and self-concept definitions (Gibson, 2004). Role expectations are related to the 

behavior an individual is expected to perform, or not to perform, and the expected level of 

performance and skills when working for an organization (Katz & Kahn, 1978). In this case, the 

model employee shows the potential employees the expected behavior and skills when being 

employed in the organization. The self-concept definitions are related to the fact that a role model 

represents aspects of what or who the individual would like to be and help him or her define their 

identity (Erikson, 1968; Kelman, 1961). It helps individuals create their ideal self (Bucher & Stelling, 
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1977). This can be linked to the social identity theory and the need for potential employees to identify 

with the current employees of the organization. 

Past literature has studied the effect of role models in combination with career choices and 

development, but those studies are mainly focused on career choices in entrepreneurship. A research 

done by Fellnhofer and Mueller (2018) suggests that role models have a positive impact on 

individuals to motivate their intention to become an entrepreneur. They apply the theory of planned 

behavior to explain the effect of role models on career choices, and argue that role models have a 

positive impact on all concepts of the theory that can lead to a change in the individual’s behavioral 

intentions. 

 

2.7.2 Mental simulation and model employees in corporate advertisements 

The literature discussed in earlier sections suggests that mental simulation and role models help 

individuals achieve their goals. According to Ryan et al. (2000), using employees in advertisements 

show potential employees how the current employees of the organization have achieved their goals. 

This leads to an improved image of the organization and increased employer attractiveness. However, 

organizations should be aware that using employees in their advertisements can have the opposite 

effect as well. When potential employees think they are very different from the employee in the 

advertisement, they might assess themselves as being unfit for the organization, which decreases their 

intention to apply (Ryan et al., 2000). This can be linked to the applicant-employee fit and its effect 

on the intention to apply (Von Walter et al., 2012). 

Role models enhance confidence and positively impact self-improvement, positive factors for 

employer attractiveness and intention to apply. Role models in corporate advertisements demonstrate 

management’s expectations of their employees (Gibson, 2004). Therefore, potential employees can 

signal what the expected tasks, behavior, and performance are in the organization. The ability to 

observe those attributes decreases information asymmetry between the organization and potential 

employees, as well as the chance the potential employee will have risk-averse behavior. Decreased 

risk and less uncertainty can lead to increased employer attractiveness (Wilden et al., 2010). 

Moreover, role models play a positive role in the self-concept definition (Gibson, 2004). Accordingly, 
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it is expected for role models to have a positive impact on employer attractiveness and intention to 

apply. 

According to Wentzel et al. (2010), process simulation has the ability to increase the motivation and 

intention of current employees to replicate the model’s behavior. In addition, process simulation 

(Wentzel et al., 2010), as well as the use of role models increases, the confidence of individuals. On 

top of that, process simulation has the potential to help the individual deal with stressful events 

(Rivkin & Taylor, 1999). The impact of process simulation can be supplemented by the use of role 

models in the corporate advertisement. The combination of the model employee and process 

simulation can give the potential employee increased confidence. Increased confidence can lead to 

higher behavioral intentions since it will increase the perceived feasibility of the behavior (Ajzen, 

1991). Moreover, more confidence is also positively related to the employer attractiveness of 

organizations and an individual’s intention to apply (Sivertzen et al., 2013), due to an increase in the 

development value of the organization (Berthon et al., 2005). 

Based on the results from Wentzel et al.’s (2010) study, outcome simulation, in combination with a 

model employee in the corporate advertisement, is also expected to have a positive impact on the 

behavioral intentions of the potential employees. According to Rivkin and Taylor (1999), outcome 

simulation does not have the same positive impact on the emotions of individuals as process 

simulation. This means that outcome simulation will not increase the self-confidence of the potential 

employees. Therefore, it is expected that the positive effect of outcome simulation, in combination 

with a model in the advertisement, is lower than the process simulation condition with a model in the 

corporate advertisement. It has to be noted that outcome simulation in combination with the model 

employee in the corporate advertisement, is still expected to positively impact an organization’s 

employer attractiveness, but the result is expected to be significantly lower compared to the process 

simulation condition. 

 

2.7.3 Mental simulation without model employees in corporate advertisements 

Not all organizations use employees in their corporate advertisements. Instead of having an employee 

in the advertisement as an example of how the service promise is delivered, some organizations talk 

in their advertisements about “our skills”, “our abilities”, and “our promise”, for instance. It can be 
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argued that potential employees have more signals about the expected capabilities and skills the 

organization requires and the expected outcome of the service promise, compared to the process the 

model employee goes through to reach a specific goal (Gibson, 2004). The process to reach the goal 

or how to live up to the service promise is less salient in corporate advertisements without a model 

employee. 

Corporate advertisements are used by potential employees to reduce information asymmetry (Wilden 

et al., 2010), in this case by getting more knowledge about the expected outcome of the service 

delivery and what skills and capabilities are needed to be able to deliver this service. The expected 

skills and service delivered to the client are factors that play a role for the potential employee in the 

assessment of employer attractiveness, more specifically as part of the interest and application value 

of the employer attractiveness scale (Berthon et al., 2005). Hence, the corporate advertisement 

without a model employee is expected to increase the organization’s attractiveness as an employer by 

enhancing the interest and application value of the organization. 

The use of a model employee in the advertisement is argued to make it easier to picture the process 

he or she went through to deliver on the service promise and what behavior is expected from 

employees. However, when there is no model employee this might not be as clear. The lack of 

knowledge about the process leads to information asymmetry, which is expected to impact the 

potential employees in the process simulation condition most. The information asymmetry brings 

uncertainty for the potential employee, which leads to decreased behavioral intentions and decreased 

employer attractiveness (Wilden et al., 2010). 

On the contrary, it is expected that there is less information asymmetry in the outcome simulation 

condition. The potential employee can signal information from the corporate advertisement about the 

expected skills required to deliver on the service promise, the quality of the work, and the expected 

deliverable to the client in the corporate advertisements without a model employee (Uggerslev et al., 

2012). Knowledge about the job attributes is argued to increase the behavioral intention of the 

potential employees since they are better able to assess the desirability of the behavior, as well as the 

feasibility of being able to live up to management’s expectations and obtain the job. 
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2.8 Sum-up of the literature review 

A brief overview of the literature review is created in this section. Table 1 below lists the most 

important concepts and theories on the left, and the main authors that have been used in this thesis, 

on the right. It has to be noted that the authors listed for each concept or theory might have 

contradicting conclusions and opinions. The table is merely to give an overview of the main authors 

used in this thesis per concept or theory. 

 

3. Hypotheses and conceptual model 

The first part of the thesis explains the research problem and introduces the theories and concepts 

related to mental simulation, corporate advertisements, employer attractiveness and intention to 

apply, and the use of model employees in advertisements.  

The literature review describes the factors that play an important role in the potential employees’ 

assessment of employer attractiveness and their intention to apply. Those factors are linked to the 

impact mental simulation is argued to have on individuals, as well as the effect of role models and 

model employees in corporate advertisements and form the basis for the hypotheses that will be tested 
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in this thesis. The literature studied in the previous sections also argues that employer attractiveness 

is positively related to the intention to apply which is reflected in the hypotheses as well. 

Based on the literature review in chapter 2, the thesis will test the following hypotheses: 

Hypothesis 1a  Process simulation (vs. outcome simulation) has a more positive impact on 
employer attractiveness when potential employees read a corporate advertisement 
with a model employee. 

Hypothesis 1b  Process simulation has the greatest impact on the development value of the 
employer attractiveness scale when potential employees read a corporate 
advertisement with a model employee. 

Hypothesis 2a  Outcome simulation (vs. process simulation) has a more positive impact on 
employer attractiveness when potential employees read a corporate advertisement 
without a model employee. 

Hypothesis 2b  Outcome simulation has the greatest impact on the interest value and application 
value of the employer attractiveness scale when potential employees read a 
corporate advertisement without a model employee. 

Hypothesis 3  The more potential employees perceive the employer as attractive, the higher their 
intention to apply. 

Hypothesis 4  Process simulation (vs. outcome simulation) has a more positive impact on the 
intention to apply when potential employees read a corporate advertisement with a 
model employee. 

Hypothesis 5  Outcome simulation (vs. process simulation) has a more positive impact on the 
intention to apply when potential employees read a corporate advertisement 
without a model employee. 

 

3.1 Conceptual model 

A conceptual model has been created to illustrate the hypothesized relationships, see figure 1. 
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4. Methodology 

In order to answer the problem statement and research question proposed in section 1, the following 

sections will elaborate on the research methodology applied in this study. The research methodology 

is explained because the research approach affects the data collection as well as the research models, 

which will ultimately affect the findings of the research (Saunders, Lewis & Thornhill, 2007). The 

approach followed to elaborate on the methodology is the research onion approach as described in 

Saunders et al. (2007), and the structure of this section will follow the outline of their book “Research 

Methods for Business Students”. The approach suggests that there are layers that need to be peeled 

off before a decision can be made on the data collection method. See figure 2 for a visualization of 

the research onion. 

Figure 1: Conceptual model 

Figure 2: Research onion 
Source: Saunders et al. (2007) 
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4.1 Philosophy of science 

The following section elaborates on the research philosophy, which should be specified prior to 

conducting any research (Saunders et al., 2007). The research philosophy is related to how knowledge 

is developed and the nature in which this knowledge exists and it represents the first layer of the 

research onion. The research philosophy contains important assumptions about the way the researcher 

views the world. These assumptions underpin the research strategy as well as the chosen methods as 

part of the strategy. Saunders et al. (2007) present three different ways of thinking about the research 

philosophy, namely epistemology, ontology, and axiology. Epistemology is concerned with what 

constitutes acceptable knowledge in a field of study and ontology is concerned with the nature of 

reality. Axiology studies the judgements about value and reflects on potential conflicts between the 

researcher’s values and the values of the subjects (Saunders et al., 2007). 

Within this research, the pragmatic approach is applied. Pragmatism argues that it is possible to 

combine aspects of positivism and interpretivism to ensure that the most appropriate approach is used 

to answer the research question (Saunders et al., 2007). Within the epistemological approach, 

positivism is concerned with an objective view that assumes an overall reality exists independently 

of the perception of the individual. The emphasis within the positivistic approach is on quantifiable 

observations. Interpretivism, on the other hand, is concerned with the differences between humans in 

their role as social actors and the perceptions of different humans. Research in the field of human 

resources mostly applies the interpretivist approach (Saunders et al., 2007). 

The findings of this research are based on an experiment, but the results of the experiment are 

influenced by the perceptions of the subjects. The main approach used in this research is the positivist 

approach, but the importance of interpretivism has to be acknowledged as well. The data used in this 

research is quantitative, but it is impacted by the individual perceptions of the subjects participating 

in this study. Perceptions of organizational attractiveness and human intentions are a human construct. 

The role of humans is, therefore, too great to ignore and the positivist approach has to be 

complemented with the interpretivist approach. 

Within ontology, objectivism advocates that all social actors share the same overall perception of 

reality (Saunders et al., 2007). However, individuals are often influenced by their own perception of 

reality that is more closely related to the subjective approach. Subjectivism is concerned with the 

different interpretations of individuals of a situation and those interpretations affect their actions and 
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intention (Saunders et al., 2007). The subjects used in this study have their own interpretation and, 

therefore, the objectivist approach is not fully covering the nature of this study. Although, it can be 

argued that the external truth can be observed in the study and that the perceptions of the individuals 

in the study are of secondary interest, making objectivism the primary approach. 

In terms of axiology, Heron (1996) suggests that an individual’s values are guiding the reasons for 

all human actions and that choosing one topic over another suggests that you believe this topic is 

more important. This research focuses on online experiments, which indicates that great value is 

placed on statistical research. The research also has an external and neutral stance to ensure that 

personal values are not taken into account and to minimize their influence on the results. 

 

4.2 Research approach 

The research approach is the second layer of the research onion and refers to the knowledge and 

theories developed in the study (Saunders et al., 2007). There are two main concepts within the 

research approach, namely the deductive approach and the inductive approach. The deductive 

approach starts with a hypothesis or general rule, based on existing theory, which is then tested with 

data and ultimately leads to a conclusion if the hypothesis or general rule is found to be true. The 

inductive approach starts with data collection and leads to a theory or conclusion based on the 

observed and analyzed data (Saunders et al., 2007). 

The research approach applied in this study is the deductive approach. First, secondary literature is 

studied related to employer attractiveness, intention to apply, mental simulation, role models, and 

other relevant concepts and theories. Based on the literature review, the hypotheses are formulated. 

The hypotheses are tested based on the data collection done throughout the experiment to gain 

knowledge about the relationship between mental simulation, the absence or presence of a model 

employee in the corporate advertisement, employer attractiveness and intention to apply. It is 

important within the deductive approach that the methodology is structured so the research can be 

replicated to ensure reliability (Gill & Johnson, 2002). The data used in deductive research 

emphasizes the use of quantitative data (Saunders et al., 2007), which makes the deductive approach 

in line with the experimental setup of this research. 
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In addition, an important characteristic of a deductive research approach is that the concepts used in 

the study need to be operationalized. This means that it needs to be possible to measure them 

quantitatively (Saunders et al., 2007). In other words, it needs to be clear how the concepts are 

measured and defined before analyzing their impacts. Finally, generalization is also a characteristic 

of a deductive approach. In order to generalize the results of deductive research, it is necessary to 

select a sufficiently large sample (Saunders et al., 2007). As such, it is important to have a large 

sample in deductive research to make the findings generalizable. 

 

4.3 Research design 

The research design comprises the next three layers of the research onion, namely the strategy, the 

choices, and the time horizons. The purpose of the research will be discussed first, followed by the 

research design. The research done in this thesis is an explanatory study. The aim of an explanatory 

study is to explain the relationship between different variables (Saunders et al., 2007). This study 

collects quantitative data from the experiment, which will be used to assess whether relationships 

exist between corporate advertising in combination with mental simulation, employer attractiveness 

and intention to apply, moderated by the effect of the absence or presence of a model employee in the 

corporate advertisement. The relationships tested in this study can be seen in the conceptual model in 

section 3.1, figure 1. 

 

4.3.1 Research strategy 

The research strategy applied in this study is an experiment. The purpose of an experiment is to 

examine relationships between variables, so whether a change in the independent variable leads to a 

change in one of the dependent variables (Hakim, 2000). In this study, an experiment is created where 

the independent variable, mental simulation, as well as the moderator, the absence or presence of a 

model employee in the corporate advertisement, are manipulated throughout the different conditions 

of the research. The results of the experiment are analyzed to determine whether the manipulations 

have an impact on employer attractiveness and intention to apply, and if employer attractiveness acts 

as a mediator between mental simulation and the intention to apply. Again, see section 3.1, figure 1 



29 
 

for the conceptual model visualizing the relationships that will be tested with the experiment. The 

participants of the experiment are randomly allocated to the research groups. More information about 

the experiment can be found in chapter 5. 

 

4.3.2 Research choices 

Saunders et al. (2007) outline three choices in the research method, namely the mono-method 

approach, the multi-method approach, and the mixed-method approach. The choices made for the 

research design are based on the use of quantitative and qualitative data. Quantitative data is numeric 

data, and qualitative data is non-numeric. The mono-method approach uses one single data collection 

technique and uses either quantitative or qualitative data. The multi-method approach uses multiple 

data collection techniques, but the researcher is still using either quantitative data or qualitative data. 

The mixed-method approach uses multiple data collection techniques and a combination of 

quantitative data and qualitative data (Saunders et al., 2007).  

The research choice in this study is the mono-method approach. The data collection technique in the 

thesis is an experiment, and the collected data is quantitative. Quantitative research is the preferred 

technique when it comes to an explanatory study. The study aims to find relationships between the 

aforementioned variables by conducting an experiment, which fits the quantitative data collection 

approach. However, qualitative data could be used in future research to find the meaning behind the 

answers and choices of the participants and to study why certain relationships do or do not exist. 

 

4.3.3 Time horizon 

The time horizon is the last layer of the research onion that is related to the research design. Within 

this layer, the researcher decides whether the study is going to be a ‘snapshot’ taken at a particular 

time or a representation of events over a given period. The cross-sectional time horizon is a 

‘snapshot’, and the longitudinal time horizon covers events over a period of time. The time horizon 

is independent of the research design, but it is important to decide upon (Saunders et al., 2007). The 

time horizon in this study is cross-sectional. The experiment is taken at a specific point in time and 

the participants are not followed for a longer period. 
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4.4 Techniques and procedures 

The last layer of the research onion concerns the data collection techniques and procedures as well as 

the techniques and procedures related to the data analysis (Saunders et al., 2007). A brief overview 

of the data collection and data analysis will be given, but this will be discussed in much more detail 

in chapters 5 and 6. 

 

4.4.1 Data collection 

The data collection is done through an online experiment. The experiment is created in Qualtrics, an 

online platform to create surveys. In the experiment, four experimental conditions are created and the 

participants are randomly assigned to one of them (see section 5.2.1 for the four conditions). The 

experiment is online distributed to Amazon Mechanical Turk workers. The aim of the data collection 

is to collect data on employer attractiveness and intention to apply, by using the employer 

attractiveness scale and the intention to apply scale. In addition, demographic data is collected on the 

participants’ gender, age, turnover intention, and highest finished education. This data will be used 

as covariates in the experiment. Lastly, data is collected to check the manipulations used in the 

experiment. The participants were asked to answer three questions to indicate if the manipulations 

were clearly understood by them. The collected data will be used to test the hypothesis. 

 

4.4.2 Data analysis 

The collected data is cleaned in excel and the data that is not needed for the study has been removed. 

The removed data includes the columns that are not relevant for the analysis, such as the date the 

participant finished the experiment or his or her IP address. In addition, the data is cleaned based on 

removing the irrelevant participants who did not fulfill the requirements of this study, see section 5.3, 

figure 4 for the criteria used to remove participants. 

The cleaned data is uploaded in SPSS, the software used to analyze the data. The hypotheses are 

tested with an ANCOVA, an analysis of covariance. The ANCOVA is performed in SPSS with the 

Univariate General Linear Regression function. The dependent variable is employer attractiveness, 



31 
 

one of the dimensions of employer attractiveness or intention to apply, depending on which of the 

hypotheses is tested. The fixed factors are mental simulation and whether the participants received 

the corporate advertisement with or without a model employee. The covariates used in the ANCOVA 

are gender, age, turnover intention, and highest finished education. 

Moderated mediation is tested in SPSS using the Preacher and Hayes (2004) bootstrapping method 

in the PROCESS macro (version 3.4) for SPSS (Hayes, 2018). More specifically, model 7 of the 

PROCESS macro should be used to test for moderated mediation. It should be noted that in order to 

perform a moderated mediation, the moderation effect should be tested first and the findings should 

be significant. 

 

4.5 Research structure 

The research design is illustrated below in figure 3 to give a clear overview and enhance the 

understanding of the research approach and the applied methodology.  

Figure 3: Research structure 
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4.6 Sum-up of methodology 

The methodology sections have elaborated on the research approach, strategies, and methods that will 

be used in this study. The research onion as proposed by Saunders et al. (2007) has been used to 

identify a relevant research approach, strategy, and method to study the proposed research problem. 

A summary of the chosen alternatives for each layer of the research onion is shown in table 2.  

 

5. Experiment 

The following sections will discuss the sample and setup of the experiment used to test the hypotheses 

and answer the research questions of this thesis. It also includes the results of the pilot study and a 

discussion of the quality of the suggested research. 

 

5.1 Stimuli 

The mental simulation manipulation was disguised as a set of instructions given to the participants 

before they read the corporate advertisement. The participants in both, the outcome and process 

condition were instructed to picture themselves in a similar situation, as the one described in the 

corporate advertisement. In addition, the participants in the process simulation condition were 

instructed to imagine and focus on the process, steps, and tasks they had to perform to help the client 

as described in the advertisement and to live up to the organizations’ service promise. The participants 

in the outcome simulation condition were instructed to imagine and focus on the outcome, the 
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benefits, and results of having solved the client’s request described in the corporate advertisement 

and living up to the organization’s service promise. The stimuli for the mental simulations are inspired 

by the stimuli used by Wentzel et al. (2010). The specific instructions are provided in appendix 1 and 

2. 

The model stimuli was part of the corporate advertisement the participants saw next. The corporate 

advertisement illustrates a scenario in which a fictive organization, AW Consulting, helps a client to 

improve their external communication. The advertisement with the model employee clearly indicated 

how the employee of the organization helps the client and delivers an additional service to the client 

to improve their business even further. In other words, the advertisement shows how an employee of 

the organization lived up to the service promise of the organization and describes the process as well 

as the outcome of her performance. The advertisement without the model employee indicates how 

the organization is helping the client and delivers the additional product, which means that the 

advertisement is written in the third person from the organization’s perspective. Besides the 

difference in the absence or presence of the model employee, all other aspects of the corporate 

advertisement stayed similar. The corporate advertisements are provided in appendix 3 and 4. 

 

5.2 Pilot study 

Before the main study is conducted, a pilot study is conducted to increase the validity and reliability 

of the experiment. A pilot study is a small study to test the research techniques in preparation for the 

main study (Hassan, Schattner & Mazza, 2006). The advantage of conducting a pilot study is that it 

might give a timely warning which parts of the study might fail and whether the proposed 

manipulations, methods, and instruments are appropriate (van Teijlingen & Hundley, 2002). 

However, the researcher needs to keep in mind that a successful pilot study is not a guarantee that the 

main study will be successful as well. Furthermore, the researcher needs to make sure the main study 

is not contaminated by using the data collected in the pilot study in the main study as well (van 

Teijlingen & Hundley, 2002). 

The pilot study in this research was conducted to pretest the manipulations for mental simulation and 

the manipulation for the absence or presence of the model employee in the corporate advertisement. 
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5.2.1 Sample and procedure of the pilot study 

A pilot study with 81 participants was conducted. The gender split of the sample is 48 (59.3%) male, 

32 (39.5%) female, and one participant (1.2%) who did not want to share gender. The participants are 

on average 34.2 (SD = 10.27) years old and most participants were in their twenties and thirties, see 

appendix 5 for the frequency of the age groups. Furthermore, 23 (28,4%) of the participants were 

actively looking for a job, 45 (55.6%) participants were not actively looking for a job but open for 

new opportunities, and 13 (16%) were not looking for a job and not open for new opportunities. The 

participants were recruited through Amazon Mechanical Turk. The use of Amazon Mechanical Turk 

in research will be discussed in more detail in section 5.3. Table 3 provides an overview of the sample 

of the pilot study, and appendix 6 shows the demographics split per experimental condition.  

 

Each participant was randomly assigned to one of the four experimental conditions and the same four 

conditions will be used in the main experiment: 

- Condition 1: Process simulation and a model employee in the advertisement 

- Condition 2: Outcome simulation and a model employee in the advertisement 

- Condition 3: Process simulation and no model employee in the advertisement 

- Condition 4: Outcome simulation and no model employee in the advertisement 
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The participants were first asked to carefully read the instructions, the priming task for the mental 

simulation. On the next page, the participants were asked to carefully read the corporate 

advertisement. A timer was used on both pages to ensure the participants used enough time to properly 

read the instructions and the corporate advertisement. The timer for the instructions was set at 18 

seconds and it was set at 30 seconds for the corporate advertisement. The seconds were decided upon 

by personally reading the texts and measuring the required time needed to finish them.  

Once the participants were done reading the corporate advertisement, they were asked to answer the 

manipulation checks. The mental simulation manipulation was measured with two items: “How much 

did you think about the process, the steps, and the tasks to improve the client’s external 

communication?” and “How much did you think about the outcome, the results, and the benefits of 

improving the client’s external communication?”. Both items were measured with a 7-point semantic 

differentiation scale, ranging from 1 (not at all) to 7 (very much). The model employee manipulation 

was measured with one item: “The corporate advertisement explicitly refers to one specific employee 

of the organization who improved the client’s external communication.”. This was measured with a 

7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). The two items of the 

mental simulation manipulation check, and the mental simulation check and model manipulation 

check were presented in random order. 

 

5.2.2 Results of the pilot study 

In order for the manipulation check to be significant, the mean of the process manipulation measure 

should be higher than the mean of the outcome manipulation measure in the process simulation 

condition, and the mean of the outcome manipulation measure should be higher than the mean of the 

process manipulation measure in the outcome simulation condition. Furthermore, the mean of the 

manipulation check question with regard to the model employee should be higher for the model 

employee condition, compared to the no model employee condition. The comparison of the means is 

tested with an independent sample t-test and a one-way ANOVA, analysis of variance. The tests are 

performed to ensure the means are different with a statistical significance of 5%.  

An independent sample t-test is applicable for the manipulation check of the pilot study since the 

sampled groups are independent of each other and the different groups do not refer to each other 
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(Saunders et al., 2007). The independent sample t-test supported the manipulation of the process 

simulation condition (MProcess = 6.00, SEProcess = 0.17 vs. MOutcome = 3.84, SEOutcome = 0.31, t = 6.109, 

p < .001), and the manipulation of the outcome simulation condition (MOutcome = 6.38, SEOutcome = 0.14 

vs. MProcess = 4.03, SEProcess = 0.32, t = -6.805, p < .001). A Levene’s test has been performed to test 

for homoscedasticity, to determine whether the appropriate test has been applied. As the Levene’s 

tests were statistically significant (p-values < .001), the null hypotheses of equal variances have been 

rejected. Therefore, t-tests with unequal variances were used on the samples.  

The independent sample t-test for the model manipulation is also supported (MModel = 5.28, SEModel = 

0.28 vs. MNo_model = 3.54, SENo_model = 0.31, t = 4.154, p < .001). A Levene’s test has been performed 

and was nonsignificant (p < .06). Accordingly, the t-test with equal variances was used. See tables 

4a, 4b, and 4c for a summary of the independent sample t-tests. 

 

Furthermore, a one-way ANOVA is performed for each manipulation. An ANOVA and independent 

sample t-test both compare the means of two sampled groups. However, in addition to the statistical 

significance, the one-way ANOVA also determines the significance in a practical sense. Thus, an 

ANOVA is performed to complement the independent sample t-test. A one-way ANOVA, as opposed 

to a two-way ANOVA, is used since each test has one independent variable. The one-way ANOVA 

of the process manipulation condition resulted in a statistically significant difference between the 

means of the groups of participants, F(1,79) = 32.50 (p < .001, ηp
2 = .29). The one-way ANOVA of 

the outcome manipulation resulted in a statistically significant difference between the means as well, 

F(1,79) = 53.35 (p < .001, ηp
2 = .40). As mentioned in the prior paragraph, the Levene’s test is 

significant for both mental simulation manipulations (p-values < .001), which means the sampled 
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data is heteroscedastic. One of the assumptions of a one-way ANOVA is that the sample is 

homoscedastic. A significant Levene’s test violates this assumption and the results of the one-way 

ANOVA tests have to be treated with caution. A supplementary Welch test has been performed to 

support the results of the one-way ANOVA. The supplementary Welch test for the process simulation 

manipulation is statistically significant, F(1, 67) = 37.23, p < .001. The supplementary Welch test for 

the outcome simulation condition was significant as well, F(1, 48) = 46.31, p < .001. That means that 

the difference in the means was statistically significant in both cases. The one-way ANOVA 

supported the model manipulation, F(1,79) = 17.25, p < .001, ηp
2 = .18. The Welch test was not 

performed since the Levene’s test was nonsignificant. See tables 5a, 5b, and 5c for a summary of the 

one-way ANOVA for each manipulation check. 

 

The partial eta squared (ηp
2) shows the significance in the practical sense. The difference between the 

partial eta squared and eta squared is that the partial eta squared has partialled out the effect of other 

independent variables and interactions (Richardson, 2011). According to Richardson (2011), neither 

the eta squared test nor the partial eta squared test is preferred and they both show the effect size of 

the manipulation. For this thesis, the partial eta squared will be used. For the pilot study, 29.1% of 

the variance in the process condition is due to the membership of the process simulation condition 

group, 40.3% of the variance in the outcome condition is due to the membership of the outcome 

simulation condition group, and 17.9% of the variance in the model employee condition is due to the 

membership of either the model employee or no model employee group condition group. According 

to Cohen (1988), effects greater than 14% are considered large effects. This means that all effect sizes 

in the pilot studies are large. 

The independent sample t-test and the one-way ANOVA both support the manipulations tested in this 

pilot study. The comparison of the means has a significance of p < .001, and a large significance in a 
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practical sense. Therefore, it is argued that the manipulations are done correctly and understood by 

the participants. There is a clear difference between the two mental simulation conditions and the 

participants noticed the absence or presence of a model employee in the corporate advertisement, and 

the manipulations can be used in the main experiment.   

 

5.3 Sample 

The participants for the study were recruited through an online crowdsourcing service, called Amazon 

Mechanical Turk (MTurk). MTurk facilitates researchers to recruit participants and collect data from 

a large and diverse pool and it is used as a common sales platform in the field of social sciences 

(Thomas & Cliffort, 2017). MTurk has been questioned in the past regarding the validity of the 

research, but studies have shown that the provided information is reliable (Rand, 2012), they provide 

representative samples (e.g. Berinski, Huber & Lenz, 2012), and the studies using MTurk have a high 

test-retest reliability (Buhrmester, Kwang & Gosling, 2011; Shapiro, Chandler & Mueller, 2013). It 

has also been questioned if the physical absence of the researcher could decrease the motivation or 

time spent on decisions. However, past research suggests that the behavior of the MTurkers, the 

MTurk workers, is similar to that of participants in a lab study (Amir, Rand & Gal, 2012). Therefore, 

it can be argued that the sample recruited through MTurk is valid to use for this study. 

Amazon MTurk has the option to use only Master Users. Although, it has not been proven that Master 

workers perform significantly better (Rouse, 2020). It is also not transparent how the workers receive 

the Master qualification from Amazon. This led to the decision to not only recruit Master workers, 

but also include non-Master workers in this thesis. A HIT approval rate has been set on 85%, meaning 

that only workers with a good track record can participate in the experiment. The qualification 

requirement has been set to increase the quality of the study. In addition, the online panel numbers of 

the participants, as well as people's IP address were recorded. Those recordings were used to ensure 

participants were not able to participate more than once in the study. 

MTurk has been used to recruit the participants of the study for the following reasons. The recruited 

MTurk workers are all working in the United States, and this has been checked during the experiment 

as well. If the sample would have been collected through the network of the researcher, the sample 

would have consisted of individuals from multiple nationalities and they would be working in 
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different countries. The cultural differences and differences in employment standards could 

potentially impact the results of the study. Furthermore, the network of the researcher is mainly in 

one of the main consulting houses. This could create generalization issues. The culture, employees, 

and environments are likely to be different in other consulting organizations and in different types of 

professional services organizations, such as banks. To avoid the potential influences of nationality 

and one main organization to sample from, MTurk was deemed a good alternative to recruit 

participants. 

The participants were asked to answer a few questions before the start of the experiment to ensure 

they fulfilled the requirements of the study. First, the participants had to agree to participate in the 

study. Next, the participants had to confirm that they were working in the United States and that they 

were interested in working in the professional services industry. At last, the participants had to state 

that they were willing to spend time on the study, to ensure they were willing to carefully read the 

instructions and answer the questions. If the participants did not fulfill the criteria, they were 

automatically exited from the survey. 

In total 492 participants replied to the study. However, 162 participants were removed from the study 

since they did not fulfill the criteria to participate in the study. Three participants answered “no” to 

the question whether they had read and agreed to participate in the study, 29 participants were not 

interested in working in the professional services industry, 37 participants stated that they were not 

working in the United States, and 93 participants answered that they were only going to dedicate very 

little attention to the study. After removing those participants from the sample, 330 participants were 

left for the analysis.  

Qualtrics gives the latitude and longitude of the participants of a study, and an extra check has been 

done to ensure that everyone answered honestly if they were working in the United States. This 

showed that 52 participants were not honest about working in the United States and they were 

removed from the sample. Finally, five participants have been removed from the study since they 

obviously clicked through the experiment. The decision to remove participants for “obviously 

clicking through” the experiment was made based on participants spending less than 3 minutes on the 

study. This is less than half of the time expected to be spent on the study, and the replies only gave 

neutral responses (neither agree nor disagree). This leads to a final sample of 273 participants for the 
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analysis of the study. See figure 4 for the described removal process. The descriptive information of 

the sample can be found in section 6.2, table 9. 

 

5.4 Procedures 

The setup of the experiment is a 2 (mental simulation: process versus outcome simulation) X 2 (model 

versus no model employee in the corporate advertisement) between-subjects design. The participants 

were randomly assigned to one of the four conditions, similar to the conditions used for the pilot 

study, see section 5.2.1. 

The first part of the experiment is similar to the pilot study. The participants received either the 

process simulation instructions or the outcome simulation instructions. Once they had read those 

instructions, they went to the next screen and were asked to carefully read the corporate 

advertisement, either with or without the model employee. Again, a timer has been used to ensure 

that the participants spend enough time reading the texts. This means that the participants were not 

able to continue with the study until they had spent 18 seconds on the instructions page and 30 seconds 

on the corporate advertisement page. 

As mentioned in section 5.1, the experiment uses a fictive organization, AW Consulting. It has been 

a conscious decision to use a fictive organization, and not an existing organization, to reduce behavior 

bias of the participants. Behavior bias occurs when an individual has a strong personal bias in favor 

Figure 4: Participant removal process 
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of or against the organization before participating in the research (Onwuegbuzie, 2000). Prior 

literature has suggested that familiarity with an organization and reputation perceptions influence the 

organization’s employer attractiveness (e.g. Cable & Turban, 2001; Gatewood et al., 1993) as well as 

the potential employees’ intention to apply (e.g. Cable & Turban, 2003; Sivertzen et al., 2013). Thus, 

a fictitious organization is used for this study, to avoid the chance of potential bias of the participants 

due to prior knowledge of the organization that might positively or negatively influence employer 

attractiveness and intention to apply. 

The participants of the main experiment were also asked to answer the questions related to the 

manipulation checks. The same questions were used for the main experiment as the ones used in the 

pilot study, see section 5.2.1 for the questions. The participants were asked to answer the manipulation 

check questions to ensure the manipulation of the mental simulation as well as the manipulation for 

the absence or presence of the model employee in the corporate advertisement were working 

appropriately in the main study. 

After being presented with the instructions and the corporate advertisement, the participants were 

asked to fill out the employer attractiveness scale and intention to apply scale, the dependent measures 

of this study. The employer attractiveness scale’s dimensions, the items of each scale, and the 

employer attractiveness scale and the intention to apply scale were presented in random order. The 

order in which the items and scales are presented to the participants can have a potential effect on the 

findings of the study, posing a threat to the internal validity of the study due to order bias 

(Onwuegbuzie, 2000). This threat is reduced by presenting the scales and items in random order. The 

scales will be discussed in more detail in the following section. 

Once the participants filled in the employer attractiveness scale and the intention to apply scale, they 

were asked to answer some questions in regards to their demographics and in relation to the 

covariates. More details regarding the demographic information and covariates will be discussed in 

the next section. 
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5.5 Measures 

5.5.1 Employer attractiveness scale 

The employer attractiveness scale developed by Berthon et al. (2005) is adapted for this study to 

measure the employer attractiveness of the organization. As mentioned in section 2.1, the scale 

consists of five dimensions: the interest value (e.g. “The organization produces innovative products 

and services”), the social value (e.g. “Having a good relationship with colleagues”), the economic 

value (e.g. “An attractive overall compensation package”), the development value (e.g. “Feeling more 

self-confident as a result of working for a particular organization”), and the application value (e.g. 

“Opportunity to teach others what you have learned”). Each value consists of five items, which means 

that the complete scale consists of 25 items. 

The scale and the items have been evaluated to ensure relevant items were used in the scale for this 

study. It has been argued in the literature review and hypothesis formulation that the manipulation of 

the mental simulation and the absence or presence of a model employee in the corporate 

advertisement will influence employer attractiveness through the interest value, development value, 

and application value. Based on the corporate advertisement created for this study, it can be argued 

as well that those three dimensions are the most relevant to use in this study. The advertisement does 

not give any information or signals with regard to salary or other monetary benefits of employment, 

nor do they show the relationship between colleagues or the social aspect of being employed in the 

organization. Accordingly, it has been a conscious decision to use only the interest value, 

development value, and application value in the employer attractiveness scale used in this study. 

The employer attractiveness scale used in this study is provided in appendix 7. Each of the three 

dimensions is presented separately in the online experiment. The 15 items were measured using a 7-

point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). 

 

5.5.2 Intention to apply scale 

Intention to apply was measured using the intention to apply scale developed by Highhouse, Lievens, 

and Sinar (2003). The scale consists of five items, (“I would accept a job offer from this company”, 

“I would make this company one of my first choices as an employer”, “If this company invited me 
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for a job interview, I would go”, “I would exert a great deal of effort to work for this company”, “I 

would recommend this company to a friend looking for a job”). The five items were measured using 

a 7-point Likert-scale ranging from 1 (strongly disagree) to 7 (strongly agree). The intention to apply 

scale is provided in appendix 8. 

 

5.5.3 Covariates 

The participants were asked to share demographic information regarding their age and gender. In 

addition, they were asked to state their highest completed education. The demographics and 

educational background are used as covariates since Turban (2001) has argued that those factors 

might influence an individual’s perception with regard to their abilities and perceived desirability as 

an employee. This, in turn, can make the potential employee more or less confident about his or her 

abilities and whether or not those are in line with what they believe the employer expects from them, 

influencing the organization’s attractiveness as an employer and their intention to apply. 

According to Brecht and Eckhardt (2012), the turnover intention, whether or not an individual is 

looking for a job, could impact the intention to apply. Therefore, it has been controlled for whether 

participants are actively looking for a job, not looking for a job but open for new opportunities, or not 

looking for a job and not open for new opportunities. 

 

5.6 Quality of the research 

There are two emphases that need attention to ensure the research design and findings are credible, 

namely reliability and validity. The reliability and validity of the study are evaluated to reflect on the 

quality of the research process, and relevant when quantitative research is conducted (Saunders et al., 

2007). This section will evaluate the reliability and validity of the study, including potential threats 

and how those threats are attempted to be mitigated. In addition to the validity threats mentioned in 

this section, and how they have been dealt with in this study, other validity threats have been or will 

be discussed in the relevant sections. 
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5.6.1 Reliability 

The reliability of a research is related to the extent to which the data collection techniques and analysis 

procedures will lead to consistent findings (Saunders et al., 2007). The reliability of the measures 

used in this study is assessed by calculating the Cronbach’s α values for the employer attractiveness 

scale as well as for the three separate dimensions that make up the employer attractiveness scale, and 

the intention to apply scale. Table 6 provides an overview of the Cronbach’s α value for each measure 

used in this study.  

 

As can be seen in table 6, the Cronbach’s α for each measure exceeds the recommended minimum of 

0.7 (Nunnally, 1978). In addition, the reliability statistics suggested that the value of Cronbach’s α 

would only decrease when items would be removed from the measures, see appendix 9. The values 

of the Cronbach’s α suggest that the measures used in this study are appropriate. 

 

5.6.2 Validity 

The validity of a research is concerned with whether the findings of the research reflect what the 

research intended. It deals with the question if the relationship between the variables is a causal 

relationship (Saunders et al., 2007). Gay and Aisasian (2000) define internal validity as the condition 

that the observed differences in the dependent variable are a direct result of the independent variable 

and not due to another variable. External validity, on the other hand, is defined as the extent to which 

the results of the research can be generalized (Johnson & Christensen, 2000). 

A potential internal validity threat to this study is instrumentation. Instrumentation occurs when the 

scores obtained from a measure do not have the appropriate level of consistency, or they do not 
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provide a valid score (Onwuegbuzie, 2000). The appropriateness of the measures used in the study 

has been tested in the prior section, mitigating the instrumentation threat to this study. 

Differential selection, defined as substantive differences between two or more sample groups 

(Onwuegbuzie, 2000) is another potential threat to the internal validity of this study. This threat is 

reduced by using random sample selection and by selecting the option in Qualtrics to equally and 

randomly divide the different experimental conditions between the participants. However, the 

demographics of each sample group differ, see section 6.2 and appendix 11. The difference in the 

characteristics of each sample group can potentially lead to decreased internal validity. An ANCOVA, 

analysis of covariances, is used to test the hypotheses, which can reduce the impact of the differences 

between the sample groups on the results of the study (Onwuegbuzie & Daniel, 2000). Nonetheless, 

it has to be kept in mind that it is impossible to control for all covariates that potentially influence the 

results of the study (Onwuegbuzie, 2000). 

A threat to the external validity of this study is related to population validity. The population validity 

is the extent to which the results of the study can be generalized from the sample to the larger 

population of individuals, and to subpopulations within this larger population (Onwuegbuzie, 2000). 

The threat to population validity can be reduced by obtaining a larger sample size, but it has to be 

acknowledged that it cannot be assumed that the accessible population is a precise representation of 

the whole population. In this research, more than half of the sample is male, end-twenties, mid-thirties 

and has a bachelor’s degree. This should be compared to the larger population’s demographics in 

order to generalize the results. 

 

6. Results 

The following sections present the results of the experiment. First, the manipulation checks of the 

main study are analyzed to ensure the participants of the study correctly understood the 

manipulations. Next, the descriptive statistics of the study are presented. Lastly, the hypotheses are 

tested. The following analyses and tests are done at the 95% level of confidence. 
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6.1 Manipulation check 

The main study uses the same approach to conduct the manipulation check as the pilot study. The 

same criteria have to be met for the manipulation check, namely the mean for the process simulation 

manipulation question should be higher compared to the outcome simulation manipulation question 

when the participants received the process simulation instructions, and the mean for the outcome 

simulation manipulation question should be higher compared to the process simulation manipulation 

question when the participants received the outcome simulation instructions. Furthermore, the mean 

for the model employee manipulation question should be higher for the groups of participants in the 

model employee condition compared to the mean of the participants in the condition without the 

model employee. The comparison of the means is tested with an independent sample t-test and a one-

way ANOVA to ensure that the means of the different conditions are different with a statistical 

significance of 5%. 

The sample of the manipulation checks of the main study consists of independent groups that do not 

refer to each other, therefore, the independent sample t-test is applied (Saunders et al., 2007). The 

independent sample t-test supported the manipulation of the process simulation condition (MProcess = 

6.01, SEProcess = 0.09 vs. MOutcome = 4.04, SEOutcome = 0.19, t = 9.216, p < .001). Moreover, the 

independent sample t-test supported the manipulation of the outcome manipulation condition 

(MOutcome = 6.36, SEOutcome = 0.08 vs. MProcess = 4.38, SEProcess = 0.19, t = -9.659, p < .001). Lastly, the 

model manipulation conditions are also supported by the independent sample t-test (MModel = 5.83, 

SEModel = 0.11 vs. MNo_model = 3.58, SENo_model = 0.19, t = 10.330, p = < .001). In order to determine 

whether the appropriate statistical test is applied, Levene’s tests have been performed to test for 

homoscedasticity. As the Levene’s tests were statistically significant in all three cases (p-values < 

.001), the null hypotheses of equal variances have been rejected. Since the null hypotheses of equal 

variances have been rejected, t-tests with unequal variances were used on the samples. Tables 7a, 7b 

and 7c provide an overview of the results of the independent sample t-test. 
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Furthermore, a one-way ANOVA is performed for each manipulation check. As mentioned in section 

5.2.2, the ANOVA and independent sample t-test both compare the means of the two sampled groups. 

In addition to the statistical significance, the ANOVA also determines the significance in practical 

sense. As such, an ANOVA is performed to complement the independent sample t-test. The 

manipulations checks have one independent variable, which means that the one-way ANOVA, as 

opposed to the two-way ANOVA is an appropriate test to use for the comparison of means. The one-

way ANOVA supported the manipulation check for the process simulation condition, F(1, 271) = 

84.55 (p < .001, ηp
2 = .24). Due to the significant Levene’s test (p < .001), the homoscedasticity 

assumption of the ANOVA is violated. A supplementary Welch test is performed, which was 

significant, F(1, 197) = 84.94 (p < .001). The one-way ANOVA also supports the manipulation check 

for the outcome simulation condition, F(1, 271) = 93.77 (p < .001, ηp
2 = .26). A supplementary Welch 

test was performed for the outcome simulation condition as well, since the Levene’s test was 

significant (p < .001). The supplementary Welch test gave a significant result, F(1, 181) = 93.29 (p < 

.001). Lastly, the one-way ANOVA supported the model employee manipulation, F(1, 271) = 111.32 

(p < .001, ηp
2 = .30). Again, the Levene’s test was significant (p < .001) and a supplementary Welch 

test was performed which was significant, F(1, 212) = 106.71, p < .001. Tables 8a, 8b and 8c provide 

an overview of the one-way ANOVA for each manipulation check. 

The partial eta squared presents the effect size, the significance in the practical sense (Richardson, 

2011). The effect size is 23.8% in the process simulation, 25.7% in the outcome manipulation, and 

29.6% in the model employee manipulation. Based on the suggestion of Cohen (1988) that effect 
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sizes greater than 14% are large effects, it is argued that the current study’s effect sizes are large. This 

can be seen in tables 8a, 8b, and 8c as well. 

 

The independent sample t-test and the one-way ANOVA both support the manipulations tested in the 

main study. The comparison of the means has a significance of p < .001, and a large significance in 

the practical sense. Accordingly, it is argued that the manipulations are done properly. There is a clear 

difference between the two mental simulation conditions, and the participants noticed the absence or 

presence of a model employee in the corporate advertisement. 

 

6.2 Descriptive statistics 

The descriptive statistics are used to describe the basic features of the collected data in this thesis. 

The descriptive statistics form the basis of the quantitative analysis presented and described in section 

6.3. 

Out of the 273 participants, 164 (60.1%) were male, 106 (38.8%) female and three (1.1%) of the 

participants did rather not share their gender. The participants were 34.4 (SD = 10.14) years old on 

average and most participants were in their end-twenties to beginning-thirties, see appendix 10. Most 

participants stated a bachelor’s degree (149, 54.6%) or master’s degree (84, 30.8%) as their highest 

level of completed education. Lastly, 98 (35.9%) participants said they were actively looking for a 

new job, 138 (50.5%) were not actively looking but open to new opportunities, and 37 (13.6%) are 

not looking and not open to new opportunities. Table 9 provides an overview of the demographics of 

the participants, and appendix 11 shows the demographics of the participants split per experimental 

condition. 
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The results of the employer attractiveness scale indicate that the participants assessed the organization 

as an attractive employer (MEmp_att = 5.50, SDEmp_att = 0.87). The findings in relation to the interest 

value (MInterest = 5.57, SDInterest = 0.95), the development value (MDevelopment = 5.51, SDDevelopment = 

0.94), and the application value (MApplication = 5.41, SDApplication = 0.86) reveal that each dimension of 

the employer attractiveness scale contributes to the overall attractiveness of the organization as 

employer. Moreover, the results of the intention to apply scale imply that, in general, the participants 

had the intention to apply at the organization (MInt_apply = 5.52, SDInt_apply = 0.95). The skewness of 

the employer attractiveness scale is -0.49, which means that the collected data is moderately skewed 

to the right (Tabachnick & Fidell, 2007). The skewness for the interest value is -0.72, for the 

development value -0.58, and for the application value -0.23. This means that all dimensions of the 

employer attractiveness scale are also moderately skewed to the right. Lastly, the intention to apply 

scale is also moderately skewed to the right. The skewness for this scale is -0.50. Table 10 provides 
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an overview of the descriptive statistics related to the data collected on employer attractiveness and 

intention to apply. 

 

6.3 Hypothesis tests 

The 2x2 setup of the experiment, an experimental design with more than one independent variable, 

is also called a factorial design. A requirement of a factorial design is that there are at least two 

independent variables, and that all levels of one independent variable are tested in combination within 

all levels of the other independent variable(s) (Tabachnick & Fidell, 2007). The experiment in this 

study consists of two independent variables, namely mental simulation and the absence and presence 

of a model employee in the corporate advertisement. Both independent variables have two levels. The 

process simulation as opposed to outcome simulation, and a model employee as opposed to no model 

employee in the corporate advertisement. The level of each independent variable is tested in 

combination with each other (see section 5.2.1 for the four sample groups and conditions used in the 

experiment). An appropriate statistical method to test the hypotheses of a factorial design is the two-

way ANOVA, or factorial ANOVA (Tabachnick & Fidell, 2007). Moreover, a two-way ANOVA is 

relevant when the study has randomly assigned the participants to the experimental groups (Henson, 

1998). 

In addition to the independent variables, the effect of the covariates gender, age, turnover intention, 

and the highest finished education, is tested as well. Thus, instead of a two-way ANOVA, a two-way 

ANCOVA is applied in this study (Tabachnick & Fidell, 2007). 

In order to perform an ANCOVA, it is required that the dependent variable is a continuous variable. 

The values of the dependent variables in this study, employer attractiveness, the three dimensions of 

employer attractiveness, and intention to apply, are all based on a 7-point Likert scale. Variables 
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based on a Likert scale are technically ordinal variables, however, it has been argued that a 7-point 

Likert scale can be treated as a continuous variable (e.g. Norman, 2010; Sullivan & Artino, 2013). 

Furthermore, an ANCOVA assumes that the dependent variable is normally distributed. A test of 

normality was performed which indicated that the dependent variables are not normally distributed 

(p-values < .042). In addition, as mentioned in section 6.2, the dependent variables are moderately 

skewed to the right. See appendix 12 for the results of the normality tests and see appendix 13 - 17 

for the histograms of all dependent variables which visually show the distribution of the data and the 

skewness to the right. Even though this is a violation of one of the assumptions of an ANCOVA, it 

has been argued that the two-way ANCOVA is robust to violations of normality (Olejnik & Algina, 

1984). The assumption of homoscedasticity, which means homogeneity of variances (Tabachnick & 

Fidell, 2007), is tested with Levene’s test. The assumption of homoscedasticity is not violated for any 

of the ANCOVAs (p-values > .87), see appendix 18. Furthermore, the multicollinearity of the 

covariates has been tested (Tabachnick & Fidell, 2007). Multicollinearity is tested with a linear 

regression model and looking at the collinearity statistics. The results of the analysis indicate no 

multicollinearity between the covariates, all variable inflation factors are between 1.00 and 1.03, far 

below the threshold of 10 (Hair, Anderson, Tatham & Black, 1995), see appendix 19. 

 

6.3.1 Results employer attractiveness 

The following paragraphs give a description of testing hypotheses 1a and 2a. To investigate the 

hypothesized relationship between mental simulation and employer attractiveness, moderated by the 

absence or presence of a model employee in the corporate advertisement, a two-way ANCOVA is 

conducted with employer attractiveness as the dependent variable. The covariates were all 

nonsignificant (p-values > .10). Therefore, the covariates were removed from the following analysis. 

See all p-values of the covariates in appendix 20. Since the covariates are excluded from the analysis, 

the remainder of the analysis is technically a two-way ANOVA. 

The analysis found nonsignificant main effects for mental simulation, F(1, 269) = 1.33 (p = .25, ηp
2 

= .005), and the absence or presence of a model employee in the corporate advertisement, F(1, 269) 

= 0.26 (p = .61, ηp
2 = .001). The interaction effect of mental simulation and the absence or presence 

of a model employee was also nonsignificant, F(1, 269) = 1.05 (p = 0.31, ηp
2 = .004). The 

nonsignificant ANOVA means that there is no statistically significant difference in the means of the 
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employer attractiveness scale between the different groups of participants in the experiment. This 

means that, based on the results of the ANOVA, no evidence has been found that process simulation, 

compared to outcome simulation, has a more positive impact on employer attractiveness when the 

participants read the corporate advertisement with model employee. It also means that no evidence 

has been found that outcome simulation, compared to process simulation, has a more positive impact 

on employer attractiveness when the participants read the corporate advertisement without a model 

employee. Accordingly, the nonsignificant ANOVA results in the rejection of hypothesis 1a and 

hypothesis 2a. Table 11 provides an overview of the two-way ANOVA with employer attractiveness 

as the dependent variable. 

 

A post hoc test is generally only used for further investigation of the results when the ANOVA is 

significant. However, to get a better understanding of the results of the experiment, a post hoc test 

using the Bonferroni correction1 is performed to do a pairwise comparison of the means (Tabachnick 

& Fidell, 2007). The post hoc test revealed that the participants who read the corporate advertisement 

with a model employee assessed the organization as more attractive when they were part of the 

outcome simulation condition, compared to process simulation condition, but this difference was 

nonsignificant (MOutcome_model = 5.58, SEOutcome_model = 0.10 vs. MProcess_model = 5.35, SEProcess_model = 

0.11, p = .12). When the participants read the corporate advertisement without a model employee, the 

difference between the outcome simulation group and process simulation group was very small and 

nonsignificant as well (MOutcome_nomodel = 5.52, SEOutcome_nomodel = 0.11 vs. MProcess_nomodel = 5.53, 

SEProcess_nomodel = 0.11, p = .93). As can be seen from the means, the participants in the process 

simulation assessed the organization as more attractive when they read the corporate advertisement 

                                                 
1 A Bonferroni adjustment is used when more rigorous α levels are used with each test to keep the familywise α across all tests at 
reasonable levels, see Tabachnick and Fidell (2007) for more details about the post hoc test using the Bonferroni correction.  
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with a model employee. However, this difference in means was nonsignificant (p = .28). The pairwise 

comparison within the outcome simulation, comparing the means of the participants who read the 

corporate advertisement with and without a model employee resulted in a nonsignificant difference 

too (p = .72). All pairwise comparisons resulted in a nonsignificant difference of employer 

attractiveness. Table 12 provides an overview of the post hoc test for employer attractiveness. 

 

6.3.2 Results interest value, development value, and application value 

The following sections will discuss the separate dimensions of the employer attractiveness scale to 

test hypothesis 1b and hypothesis 2b. It will be evaluated whether specific employer attractiveness 

values are impacted more by mental simulation and the absence or presence of a model employee in 

the corporate advertisement. 

 

6.3.2.1 Interest value 

First, the interest value will be discussed. The ANCOVA found nonsignificant covariates (p-values 

> .08), and the following analysis is performed excluding the covariates. See the p-values of the 

covariates in appendix 21. Excluding the covariates from the analysis means that the remainder of the 

analysis is technically a two-way ANOVA. The analysis found nonsignificant main effects for mental 

simulation, F(1, 269) = 1.52 (p = .22, ηp
2 = .006), and the absence or presence of the model employee 

in the corporate advertisement, F(1, 269) = 0.81 (p = .37, ηp
2 = .003). The interaction effect between 

mental simulation and the absence or presence of a model employee in the corporate advertisement 
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was nonsignificant as well, F(1, 2659) = 0.33 (p = .57, ηp
2 = .001). Table 13 provides an overview of 

the two-way ANOVA with the interest value as the dependent variable. 

 

The post hoc test using the Bonferroni correction is performed to conduct a pairwise comparison of 

the means and obtain a better understanding of the difference in means. The interest value was higher 

for the participants who read the corporate advertisement with a model employee and were part of 

the outcome simulation condition compared to the participants who were part of the process 

simulation condition, but this difference was nonsignificant (MOutcome_model = 5.62, SEOutcome_model = 

0.11 vs. MProcess_model = 5.42, SEProcess_model = 0.12, p = .19). The interest value was also higher, but 

nonsignificant, for the participants who read the corporate advertisement without the model employee 

and were part of the outcome simulation condition compared to the participants who were part of the 

process simulation condition (MOutcome_nomodel = 5.66, SEOutcome_nomodel = 0.12 vs. MProcess_nomodel = 5.59, 

SEProcess_nomodel = 0.12, p = .65). The pairwise comparison between the participants in the process 

simulation condition and read the corporate advertisement with or without model employee was 

nonsignificant (p = .30). Lastly, the pairwise comparison between the participants in the outcome 

simulation condition and read the corporate advertisement with or without model employee was 

nonsignificant (p = .82). Table 14 provides an overview of the post hoc test for the interest value. 
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6.3.2.2 Development value 

Next, the development value will be discussed. The ANCOVA found nonsignificant covariates (p-

values > .07) and they were excluded from the following analysis. See the p-values of the covariates 

in appendix 22. Since the covariates are excluded from the analysis, the remainder of the analysis is 

technically a two-way ANOVA. The analysis found nonsignificant main effects for mental 

simulation, F(1, 269) = 2.33 (p = .13, ηp
2 = .009), and the absence or presence of a model employee 

in the corporate advertisement, F(1, 269) = 0.26 (p = .61, ηp
2 = .001). The interaction effect between 

mental simulation and the absence or presence of a model employee in the corporate advertisement 

was also nonsignificant, F(1, 269) = 0.73 (p = .40, ηp
2 = .003). Table 15 provides an overview of the 

two-way ANOVA with the development value as the dependent variable. 

 

The difference in means is further investigated with a post hoc test using the Bonferroni correction. 

The mean of the development value when participants read the corporate advertisement with a model 

employee and were part of the outcome simulation condition was higher compared to the participants 

who were part of the process simulation condition, but this difference was nonsignificant 

(MOutcome_model = 5.61, SEOutcome_model = 0.11 vs. MProcess_model = 5.34, SEProcess_model = 0.11, p = .09). The 

mean of the development value when the participants read the corporate advertisement without a 

model employee was higher when the participants were part of the outcome simulation condition, 

compared to the participants who were part of the process simulation condition, but this difference 

was nonsignificant (MOutcome_nomodel = 5.57, SEOutcome_nomodel = 0.12 vs. MProcess_nomodel = 5.50, 

SEProcess_nomodel = 0.11, p = .64). The difference in means was nonsignificant when a pairwise 

comparison was done within the process simulation condition between the participants who read the 

corporate advertisement with or without a model employee (p = .34), and it was nonsignificant as 

well within the outcome simulation condition between the participants who read the corporate 
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advertisement with or without a model employee (p = .81). Table 16 provides an overview of the post 

hoc test for the development value. 

 

6.3.2.3 Application value 

Lastly, the application value will be discussed. The ANCOVA found nonsignificant covariates (p-

values > .29) and they were excluded from the following analysis. See the p-values of the covariates 

in appendix 23. The following analysis is technically a two-way ANOVA since the covariates have 

been excluded. The analysis found nonsignificant main effects for mental simulation, F(1, 269) = 

0.20 (p = .66, ηp
2 = .001), and the absence or presence of a model employee in the corporate 

advertisement, F(1, 269) = 0.00 (p = .99, ηp
2 = .000). The interaction effect between mental simulation 

and the absence or presence of a model employee in the corporate advertisement was nonsignificant 

as well, F(1, 269) = 2.32 (p = .13, ηp
2 = .009). Table 17 provides an overview of the two-way ANOVA 

with the application value as the dependent variable. 
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The post hoc test using the Bonferroni correction is performed to further investigate the difference in 

means of the application value. The application value was higher for the participants who read the 

corporate advertisement with a model employee and were part of the outcome simulation condition 

compared to the participants who were part of the process simulation condition, but the difference 

was nonsignificant (MOutcome_model = 5.51, SEOutcome_model = 0.10 vs. MProcess_model = 5.31, SEProcess_model 

= 0.11, p = .16). The difference between the participants who were part of the outcome simulation 

condition and process simulation condition and read the corporate advertisement without a model 

employee was also nonsignificant (MOutcome_nomodel = 5.35, SEOutcome_nomodel = 0.11 vs. MProcess_nomodel = 

5.47, SEProcess_nomodel = 0.11, p = .46). The pairwise comparison between the participants in the process 

simulation condition who read the corporate advertisement with or without employee was 

nonsignificant (p = .28). Lastly, the difference in means of the application value for the participants 

in the outcome simulation was nonsignificant between the participants who read the corporate 

advertisement with or without a model employee (p = .28). Table 18 provides an overview of the post 

hoc test for the application value. 

 

The results of the two-way ANOVAs performed on the three dimensions of employer attractiveness 

were all found to be nonsignificant. These findings indicate that there is no statistically significant 

relationship between mental simulation and the absence or presence of a model employee on the 

interest value, the development value, and the application value. None of the dimensions is more 

positively affected compared to the other dimensions based on the experimental condition the 

participant was a part of. When further evaluating the means and performing a pairwise comparison 

of the means, the results also showed that none of the comparisons were significant. The findings do 

not support hypothesis 1b and hypothesis 2b and the hypotheses are rejected. 
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6.3.3 Employer attractiveness as mediator 

Hypothesis 3 argues that there is moderated mediation between mental simulation and intention to 

apply, with the absence or presence of a model employee in the corporate advertisement as moderator 

and employer attractiveness as the mediator. The prior sections revealed that there is no significant 

relationship between mental simulation, moderated by the absence or presence of a model employee 

in the corporate advertisement, and employer attractiveness. Since the moderated relationship is not 

significant, the results of employer attractiveness are arbitrary. This means that the results of employer 

attractiveness do not rely on mental simulation and the absence or presence of a model employee in 

the corporate advertisement. Therefore, employer attractiveness cannot be a significant mediator in 

the aforementioned relationship. The results do not support hypothesis 3 and the hypothesis has been 

rejected. 

 

6.3.4 Results intention to apply 

The following paragraphs will give a description of testing hypotheses 4 and 5, the impact of mental 

simulation and the potential employees’ intention to apply, moderated by the absence or presence of 

a model employee in the corporate advertisement. The hypotheses are tested with a two-way 

ANCOVA. The ANCOVA found nonsignificant covariates (p-values > .16), and they were excluded 

from the analysis. See the p-values of the covariates in appendix 24. Since the covariates are excluded 

from the analysis, the remainder of the analysis is technically a two-way ANOVA. 

The ANOVA found nonsignificant main effects for mental simulation, F(1, 269) = 1.03 (p = .31, ηp
2 

= .004), and the absence or presence of a model employee in the corporate advertisement, F(1, 269) 

= 0.04 (p = .84, ηp
2 = .000). The interaction effect of mental simulation and the absence or presence 

of a model employee in the corporate advertisement was also nonsignificant, F(1, 269) = 1.19 (p = 

0.28, ηp
2 = .004). The results of the ANOVA indicate that there is no statistically significant 

relationship between the two mental simulation conditions, moderated by the absence or presence of 

a model employee in the corporate advertisement, and the potential employees’ intention to apply. 

This means that the ANOVA did not find evidence that process simulation, compared to outcome 

simulation, has a more positive impact on intention to apply when the participants read the corporate 

advertisement with a model employee. It also means that no evidence was found that outcome 
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simulation, compared to process simulation, has a more positive impact on intention to apply when 

the participants read the corporate advertisement without a model employee. The nonsignificant 

ANOVA results in the rejection of hypothesis 4 and hypothesis 5. Table 19 provides an overview of 

the two-way ANOVA with the intention to apply as the dependent variable. 

 

Despite the nonsignificant results of the ANOVA and the rejection of hypothesis 4 and hypothesis 5, 

a post hoc test using the Bonferroni correction is conducted to obtain a better understanding of the 

difference in the intention to apply between the different groups of participants. The participants who 

read the corporate advertisement with a model employee and were part of the outcome simulation 

condition had a higher intention to apply compared to the participants who were part of the process 

simulation condition, but the difference was nonsignificant (MOutcome_model = 5.65, SEOutcome_model = 

0.11 vs. MProcess_model = 5.40, SEProcess_model = 0.12, p = .13). The pairwise comparison of the intention 

to apply of the participants who read the corporate advertisement without employee and were part of 

the outcome simulation was slightly higher than the intention to apply of the participants part of the 

process simulation, and this difference was nonsignificant (MOutcome_model = 5.50, SEOutcome_model = 0.12 

vs. MProcess_model = 5.51, SEProcess_model = 0.12, p = .96). The difference in intention to apply between 

the participants in the process simulation condition and read the corporate advertisement with or 

without employee was nonsignificant (p = .53). Finally, the difference in intention to apply between 

the participants in the outcome simulation condition and read the corporate advertisement with or 

without model employee was nonsignificant (p = .36). Table 20 provides an overview of the post hoc 

test with the intention to apply as the dependent variable. 
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6.4 Sum-up of the results and hypothesis tests 

To sum up, the findings of this study suggest that all hypotheses should be rejected. This means that 

employer attractiveness and intention to apply are not more positively impacted by process simulation 

when potential employees read a corporate advertisement with a model employee, or by outcome 

simulation when potential employees read a corporate advertisement without a model employee. It 

also indicates that the dimensions of employer attractiveness do not significantly differ based on the 

absence or presence of a model employee, and whether they focus on the outcome or the process of 

helping the client as projected in the corporate advertisement. Lastly, due to the nonsignificant 

relationship between mental simulation, moderated by the absence or presence of a model employee, 

and employer attractiveness also indicates that employer attractiveness does not act as a mediator 

between mental simulation, the absence or presence of a model employee and intention to apply in 

this study. The implications of the nonsignificant findings and rejection of the hypotheses will be 

discussed in the next section. Table 21 provides an overview of the hypothesis tests. 
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7. Discussion 
The following sections will discuss the importance and relevance of the findings of this study. The 

discussion will start with interpreting the findings from the experiment. This will be followed by the 

theoretical and practical implications of the findings. Lastly, the limitations of the research will be 

discussed and recommendations for future research will be proposed. 

 

7.1 Findings 

In the analysis section of this study, it was not confirmed that employer attractiveness and intention 

to apply are positively influenced by mental simulation and the absence or presence of a model 

employee in the corporate advertisement. The findings are not in line with the expectations formed 

based on the literature reviewed for this study. It was hypothesized that process simulation, in 
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combination with a model employee in the corporate advertisement, more positively influences 

employer attractiveness and intention to apply compared to outcome simulation. Furthermore, it was 

hypothesized that outcome simulation, in combination with no model employee in the corporate 

advertisement, would more positively influence employer attractiveness and intention to apply 

compared to process simulation. 

The findings of this study are not in line with the research from Wentzel et al. (2010) and Escalas and 

Luce (2003, 2004) on mental simulation. Both studies found that process simulation increases an 

individual’s intention to perform specific behavior. This study did not confirm that those findings can 

be transferred to the behavioral intentions of potential employees as well. The post hoc tests revealed 

that in only two pairwise comparisons the process simulation led to higher employer attractiveness 

and intention to apply, compared to eight post hoc tests that showed outcome simulation has higher 

employer attractiveness and intention to apply, see section 6.3, tables 12, 14, 16, 18, and 20. The 

findings are not significant, but they contradict the research on mental simulation and it would be 

interesting to further investigate the application of mental simulation in employee attraction. 

The manipulation checks in relation to mental simulation were found to be significant in the pilot 

study and the main study. The findings indicate that the participants part of the process simulation 

were thinking more about the process of helping the client and living up to the organization’s service 

promise, as portrayed in the corporate advertisement, and that the participants part of the outcome 

simulation were more focused on the outcome of helping the client and living up to the service 

promise. When looking more into the details of the results of the manipulation checks, it reveals that 

there is indeed a difference in the participant’s focus on either the process or the outcome, but outcome 

simulation does not completely exclude thinking about the process as well, and process simulation 

does not completely exclude thinking about the outcome. In other words, when priming for the 

outcome simulation, the participants primarily focused on the outcome of helping the client. Despite 

this, they still thought about the process of how to help the client as well. Conversely, when priming 

for the process simulation, the participants primarily focused on the process of helping the client, but 

still considered the process. The findings are in line with the research conducted by Escalas and Luce 

(2003). They argue that process simulation and outcome simulation are not mutually exclusive, and 

mental simulation increases the links between thoughts, actions and goals. The findings of this thesis 

provide additional evidence that the primed mental simulation is significantly more present in the 

mind of the participant, but the non-primed mental simulation is partially considered as well. 
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The finding that process simulation and outcome simulation are not mutually exclusive can be an 

explanation of the nonsignificant results of the study. Since the participants are mainly considering 

process or outcome, but still consider the other mental simulation as well, might indicate that both, to 

some degree, contribute to employer attractiveness and intention to apply. The explanation can be 

supplemented by the theory of planned behavior. The theory of planned behavior argues that the 

intention to behave is both related to the attractiveness, desirability, and feasibility of reaching the 

goal and performing the behavior and the actions needed to be able to reach the goal and perform the 

behavior (Ajzen, 1991). That is, the intention to behave is related to the outcome of the behavior as 

well as the process to perform the behavior. The findings of the current study confirm the findings 

from Ajzen (1991), both the process and outcome have a positive impact on the intentions of 

individuals, in this thesis potential employees. 

The findings do not confirm that the absence or presence of a model employee in the corporate 

advertisement, in combination with mental simulation, influences employer attractiveness and 

intention to apply. The nonsignificant findings indicate that, in this study, model employees, or role 

models, do not significantly impact the career choices of potential employees in the professional 

services industry. The findings do not confirm that the results from Fellnhofer and Mueller’s (2018) 

study can be applied to the professional services industry. 

In addition, the contents of the corporate advertisement did not change, which could indicate that the 

absence or presence of the model in the advertisement was not the primary signaling source for the 

potential employees, when forming perceptions about the organization’s attractiveness as an 

employer and their intention to apply. It is not evident from the results of this study what the signals 

are that the potential employees used from the corporate advertisement and it would be interesting to 

investigate this further in future research. This will be discussed in section 7.4. 

The findings did not confirm the expected difference between the interest value, development value, 

and application value of employer attractiveness between the four groups of participants of this study. 

However, these findings are in line with the study from Berthon et al. (2005) who argue that employer 

attractiveness is based on a combination of the dimensions, and is not only influenced by one specific 

dimension. The findings are not in line with prior literature suggesting that role models (Gibson, 

2004) and process simulation (Rivkin & Taylor, 1999; Wentzel et al., 2010) especially increase an 

individual’s confidence and self-concept, which is related to the development value of employer 

attractiveness. The findings reveal that the role model and process simulation do not mainly increase 
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the individual’s confidence and self-confidence, but this should be investigated further before any 

conclusions can be drawn. 

The overall results of the post hoc tests reveal that the group of participants part of the outcome 

simulation condition and received the corporate advertisement with model employee assessed the 

organization as most attractive and had the highest intention to apply. The lowest employer 

attractiveness and intention to apply was in the group of participants part of the process simulation 

condition and received the corporate advertisement with a model employee. It will be interesting to 

investigate those results further since they contradict the expectations of this research as well as prior 

research on mental simulation, role models and model employees. This will be discussed in more 

detail in section 7.4. The post hoc tests also indicated that the differences are small between the groups 

of participants, which provides further evidence that there are no significant differences in this study 

between employer attractiveness or intention to apply based on mental simulation and the absence or 

presence of the model employee in the corporate advertisement. 

Finally, the findings did not confirm the moderated mediation of mental simulation, moderated by 

the absence or presence of a model employee, and intention to apply with employer attractiveness as 

mediator. The moderation effect of mental simulation and the absence or presence of a model 

employee on employer attractiveness was not significant. That means, the results of employer 

attractiveness are arbitrary in this thesis and cannot be explained based on the independent variable 

and moderator. Thus, employer attractiveness cannot act as the mediator in the moderated mediation 

relationship based on the findings of this thesis. 

 

7.2 Theoretical contributions 

The thesis contributes to the existing literature in multiple ways. First, this thesis contributes to the 

existing theory on mental simulation. To the best of my knowledge, this is the first research to 

examine the effect of mental simulation on potential employees. Consistent with prior research 

conducted by Escalas and Luce (2003), their study found that process and outcome simulation are not 

mutually exclusive. As such, the current study provides evidence that the results from Escalas and 

Luce (2003) do not only apply to consumers but can be applied to potential employees as well. 
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Second, this thesis contributes to the theory of planned behavior and the understanding of the 

intentions of potential employees. The findings demonstrate that the intentions of potential employees 

are based on focusing on the process as well as the outcome of the performing behavior related to 

employer attractiveness and intention to apply. Thereby, this study confirms the suggestions made in 

the theory of planned behavior. The findings of the study provide evidence that the theory of planned 

behavior can be applied to research that aims to better understand the intentions of potential 

employees and how to influence those intentions. 

Third, this thesis contributes to the research on employer attractiveness by identifying that there is no 

difference between the significance of the three dimensions used to assess the organization’s 

employer attractiveness. The findings demonstrate that potential employees seem to equally value the 

three dimensions, and the perceived value of a dimension is not dependent on the experimental 

condition the participant was part of. The findings support the study of Berthon et al. (2005), who 

argue that employer attractiveness is construed of multiple, equally important, dimensions. Moreover, 

it contributes to the research of Berthon et al. (2005) by validating the employer attractiveness scale 

in the United States. Berthon et al. (2005) validated the employer attractiveness scale based on an 

Australian sample and argued that the scale should be validated before applying it in other countries. 

Validating the use of the employer attractiveness scale in the United States indicates the scale can be 

used in a research with an American sample as well. 

Fourth, this thesis contributes to the literature on role models. To the best of my knowledge, this study 

is the first of its kind to investigate the power of role models in relation to employer attractiveness 

and intention to apply in the professional services industry. The findings reveal that role models do 

not increase the potential employees’ intention to apply in the professional services industry. 

Fellnhofer and Mueller (2018) argue in their research that role models increase the intention of 

individuals to pursue a career as an entrepreneur. However, the current study does not demonstrate 

the same effect of role models applies to the professional services industry. Accordingly, the findings 

could indicate that the results from Fellnhofer and Mueller (2018) cannot be generalized to other 

career choices and professions. 

Finally, the findings of the study contribute to the signaling theory. The study did not find significant 

differences between the process simulation condition and outcome simulation condition, and neither 

the absence nor the presence of the model employee. The findings suggest that signals based on, and 

related to, mental simulation or the absence or presence of a model employee do not make a difference 
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for employer attractiveness and intention to apply, and other signals might play a role. Prior literature 

argues that the reputation of an organization (e.g. Cable & Turban, 2001), organizational- and brand 

awareness (e.g. Wilden et al., 2010), and corporate image (e.g. Backhaus & Tikoo, 2004) are 

important signals from corporate advertisements used by potential employees. This thesis used a 

fictive organization which means that those signals could not have played a role in the current study. 

The findings of the current study demonstrate that additional signals, than the ones tested in the thesis, 

potentially play a role, but it has to be investigated further, what those specific signals are. 

 

7.3 Practical implications 

The results overall suggest that the decision-makers of corporate advertisements should keep the 

multiple stakeholders of corporate advertisements in mind. Although the results of the study were not 

significant, the study demonstrates an influence of corporate advertisements on employer 

attractiveness and intention to apply since the overall employer attractiveness and intention to apply 

were positive. However, the findings do not show whether process simulation or outcome simulation, 

or the absence or presence of a model employee in the corporate advertisement is more effective. 

Based on the findings of the study, it seems up to management’s preferences if they would like to 

focus on the outcome or the process of the tasks management expects their employees to perform. In 

addition, based on the results of the study it seems that the choice to use a model employee in the 

corporate advertisements is largely up to management’s preferences as well. The signaling theory and 

literature on information asymmetry argues that potential employees perceive organizations as more 

attractive and have increased intentions to apply when they have more complete information. 

Accordingly, it is suggested that management clearly and honestly illustrates in their corporate 

advertisements what they expect from their employees. 

The findings demonstrate the importance of all dimensions of employer attractiveness. This means 

that it is important for management to highlight their qualities as an employer based on the interest 

value, development value, and application value of being employed in the organization. 

It is beneficial for organizations to have a better understanding of how to increase employer 

attractiveness and intention to apply. Organizations that are more attractive as an employer or can 

attract more and better employees create a competitive advantage (Sivertzen et al., 2013) due to an 
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increase in the quantity and quality of their applicant pool (Collins & Han, 2004). The increased 

quality of talents attracted to the organization will also lead to improved organizational performance 

(Backhaus & Tikoo, 2004). 

 

7.4 Limitations and future research 

A limitation of the current study is that the sample is based on MTurk workers and that they were not 

required to currently work in the professional services industry, only that they were interested to work 

in the professional services industry. It is argued that individuals currently not working in the 

professional services industry are still relevant for this study since they can be potential employees 

for an organization as well if they are interested to work in the professional services industry. The 

limitation of using participants currently not working in the professional services industry is that they 

might not have a clear picture of the tasks, processes, and outcomes of helping a client. Hence, they 

might signal different aspects of the corporate advertisement to assess the attractiveness of the 

organization as an employer or their intention to apply. The signals might not be related to the actual 

process and outcomes of the job. Future research is suggested to investigate if there is a significant 

difference between individuals currently employed in the professional services industry and 

individuals currently not employed in the professional services industry but would consider a job in 

the industry. It would also be interesting to examine the signals the two groups of individuals focus 

on when they read a corporate advertisement, and if those are significantly different. 

An additional limitation related to the sample is that all participants were located in the United States. 

Due to different work cultures between countries and other parts of the world, the results might not 

be generalizable to other countries. Furthermore, most participants were in their twenties and thirties. 

The results might be different when the sample would consist of mainly more senior individuals. The 

experiment should be replicated in different geographic locations, and amongst individuals with 

different demographic characteristics to ensure the results are generalizable in the complete 

population of all potential employees in the professional services industry. 

Wentzel et al. (2010) found in their research that the difficulty of the task performed in the corporate 

advertisement affected the relationship between mental simulation and the intention of the current 

employees to replicate the behavior of the model employee. They argue that process simulation has 
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a positive impact on the motivation of current employees to change their behavior, and reach the same 

level of performance as the model employee in the corporate advertisement, when they thought the 

task was challenging. On the other hand, when the task did not seem challenging Wentzel et al. (2010) 

did not find a significant difference between the employees in the process simulation condition or 

outcome simulation condition. It would be interesting for future research to examine whether the 

same relationship exists for potential employees, and if adding a variable related to task difficulty 

leads to significant findings. 

The results from Wentzel et al. (2010) can also explain the nonsignificant results of the current study. 

It could have been that none of the participants thought the task described in the corporate 

advertisement was challenging, and, therefore, process simulation and outcome simulation did not 

result in significantly different findings. In addition, it would be interesting to complement the 

suggested research with the anxiety potential employees might have in relation to their fear of not 

being able to live up to the expectations management portrays in their corporate advertisements. 

Rivkin and Taylor (1999) found that process simulation helps in stressful situations, but this effect 

has not yet been investigated in combination with potential employees. The suggested research would 

be interesting since according to Zeithaml et al. (1988), corporate advertisements tend to overpromise 

the performance of the employees. Investigating the effect of overpromising the performance on 

employer attractiveness and intention to apply can be meaningful to organizations to highlight what 

harm those promises can do to their employer brand. 

The current research found no difference between the four groups of participants of this study, which 

might be due to the need of potential employees to have a holistic view of the organization when they 

form perceptions of the organization’s attractiveness as an employer and whether they would like to 

apply for a job at the organization (Kissel & Büttgen, 2015). Despite the focus of the participants 

being either on the process or outcome of helping the client, and the absence or presence of a model 

employee in the corporate advertisement, the content of the corporate advertisement did not change 

and the signals the participants received were mostly related to the instrumental job attributes of the 

job. According to Lievens and Highhouse (2003), potential employees are interested in instrumental 

and symbolic job attributes. Thus, it would be interesting to examine if a difference in employer 

attractiveness and intention to apply is found when symbolic versus instrumental job attributes would 

be added as a moderator to the research. The suggested research would give organizations more clarity 

on what content of the corporate advertisements will most positively impact the potential employees. 
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Furthermore, the social identity theory suggests that potential employees want to identify with the 

organization before they perceive the organization as an attractive employer and decide to apply for 

a job (Lievens et al., 2007). Future research is suggested to add personality traits connected to the 

organization, or connected to a model employee of the organization and investigate if either the 

organization or employee influences employer attractiveness and intention to apply most. The 

suggested research will provide management with more information about what content is most 

effective to attract potential employees. 

Despite the current study not resulting in significant findings, the post hoc test revealed that the 

difference in the process simulation condition and outcome simulation condition should be 

investigated further for the corporate advertisements with a model employee. The results of this post 

hoc test had a significance of 19%, which is close to being significant. It would be interesting to 

investigate if a larger sample leads to a significant result. It is especially interesting to further 

investigate the impact of mental simulation and a model employee on employer attractiveness and 

intention to apply since the results of the study show a more positive result for outcome simulation 

compared to process simulation. This is in contrast to prior mental simulation literature, for instance 

Wentzel et al. (2010) and Escalas and Luce (2003, 2004), that show a more positive effect of process 

simulation. Further research might result in contradicting findings to current literature, and reveal the 

positive impact of outcome simulation for potential employees. 

 

8. Conclusion 

The final chapter of this thesis provides a summary of the analysis and an overview of the findings 

obtained throughout this thesis.  

The purpose of this thesis was to examine how mental simulation and the absence or presence of a 

model employee in a corporate advertisement influence the organization’s attractiveness as employer 

and the potential employee’s intention to apply. The thesis analyzed the direct impact on employer 

attractiveness and intention to apply, as well as the moderated mediation of employer attractiveness 

on intention to apply. An online experiment has been conducted to collect the data for this thesis. The 

collected data is analyzed with an ANCOVA to test the hypotheses and answer the research questions. 
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First, the data was analysed to examine the impact of mental simulation and the absence or presence 

of a model employee on employer attractiveness. The findings indicated that the hypothesized 

relationships are not significant. That is, the thesis did not find significant evidence that there is a 

more positive relationship between process simulation and a model employee in the corporate 

advertisement, or outcome simulation and no model employee in the corporate advertisement. It can 

be argued that based on the findings of this thesis employer attractiveness is not affected differently 

based on focusing on the process or outcome of living up to the service promise, and the absence or 

presence of a model employee in the corporate advertisement. In addition, the participants did not 

seem to perceive one or more values of employer attractiveness more important based on the mental 

simulation condition they were part of or the absence or presence of a model employee in the 

corporate advertisement. 

Next, the moderated mediation effect of employer attractiveness on intention to apply has been 

discussed. The moderation effect, as mentioned in the prior paragraph, was not significant, which 

means that employer attractiveness cannot be explained based on mental simulation and the absence 

or presence of a model employee in the corporate advertisement. Therefore, the findings on employer 

attractiveness are arbitrary and the moderated mediation is not found based on the findings of this 

thesis. 

Lastly, I tested the effect of mental simulation and the absence or presence of a model employee in 

the corporate advertisement on intention to apply. Again, the findings did not support the hypotheses 

of this thesis since no significant results were found. Accordingly, potential employees are not more 

likely to apply when they focus on the process of helping a client and living up to the service promise 

of an organization and read a corporate advertisement with a model employee. Neither did they have 

a greater intention to apply when they focused on the outcome of helping a client and living up to the 

service promise of the organization and read a corporate advertisement without a model employee. 

To conclude, based on the findings of this thesis, no relationship has been found between mental 

simulation, moderated by the absence or presence of a model employee in a corporate advertisement, 

and employer attractiveness or intention to apply. The findings indicate that it is up to the preferences 

of management of an organization if they would like to feature a model employee in the corporate 

advertisements and whether they would like to focus on the process or outcome of helping their clients 

and living up to their service promise. However, it has been suggested that more research should be 

done to obtain a better understanding of the factors and signals in corporate advertisements that might 
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increase employer attractiveness and intention to apply. It is beneficial for organizations to obtain 

knowledge about employer attractiveness and potential employees’ intention to apply as it will give 

them a competitive advantage in the war for talents.  
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Appendix 
 
Appendix 1: Instructions, process simulation 
 

 
 
 
Appendix 2: Instructions, outcome simulation 

 
 
  

INSTRUCTIONS 
 
Make sure to read the corporate advertisement on the next page carefully. While you read and 
after you have read the ad, picture yourself in a similar situation and think about how you 
would deal with the described situation.  
  
Specifically, think about the process you need to go through and the steps and tasks you need 
to perform to improve the client's external communication and live up to AW Consulting's 
service promise. 
  
Please do not focus on the results from helping the client. It is important that you think of 
the process only and envision how you would solve the task.  
 

INSTRUCTIONS 
  
Make sure to read the corporate advertisement on the next page carefully. While you read and 
after you have read the ad, picture yourself in a similar situation and think about how you 
would deal with the described situation.  
  
Specifically, think about the outcome and the benefits of helping the client to successfully 
improve their external communication and live up to AW Consulting's service promise.  
  
Please do not focus on the process or steps to take to help the client. It is important that you 
think of the outcome only and envision you have solved the client's problem. 
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Appendix 3: Corporate advertisement with model employee 

 
 
 
Appendix 4: Corporate advertisement without model employee 

 
  

Our skilled and clever employees are determined to make YOU succeed! Our employees 
will go above and beyond your expectations and listen to your needs. They will apply 
their expertise and provide you the best service.  
 
Our client asked us to improve their external communication, ensuring timely and correct 
information is sent to their customers. Our employee, Charlotte Smith, had a thorough 
conversation with the client and mapped the relevant external communication procedures. 
Based on the analysis Charlotte performed, she did not only find a way to make the 
communication more timely and correct, but she also developed a chatbot for the client. 
Within two weeks Charlotte was able to implement a very efficient external communication 
system as well as the chatbot.  
 
Charlotte took advantage of her and her colleagues' broad knowledge and established a team 
of digitalization, innovation, and CRM experts. Charlotte's efforts lead to an increase of 30% 
in customer satisfaction within the first quarter, accompanied by an overall profit increase of 
5%! 
 
 
  
 

AW Consulting is skilled and clever, and determined to make YOU succeed! The 
organization will go above and beyond your expectations and listen to your needs. AW 
Consulting will apply its expertise and provide you the best service.  
 
The client asked AW Consulting to improve their external communication, ensuring timely 
and correct information is sent to their customers. AW Consulting had a thorough 
conversation with the client and mapped the relevant external communication procedures. 
Based on the analyses AW Consulting performed, the organization did not only find a way to 
make the communication more timely and correct, but also developed a chatbot for the client. 
Within two weeks AW Consulting was able to implement a very efficient external 
communication system as well as the chatbot.  
 
AW Consulting took advantage of the broad knowledge within the organization and 
established a team of digitalization, innovation, and CRM experts. AW Consulting's efforts 
lead to an increase of 30% in customer satisfaction within the first quarter, accompanied by an 
overall profit increase of 5%! 
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Appendix 5: Frequency per age group, pilot study 
 

 
 
 
Appendix 6: Descriptive statistics, pilot study split per experimental condition 
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Appendix 7: Employer attractiveness scale 
 

 
 
 
Appendix 8: Intention to apply scale 
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Appendix 9: Reliability statistics 
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Appendix 10: Frequency per age group, main study 
 
 

 
 
 
Appendix 11: Demographic split per experimental group, main study 
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Appendix 12: Test for normality 
 

 
 
 
 
Appendix 13: Distribution of data, employer attractiveness 
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Appendix 14: Distribution of data, interest value 
 

 
 
 
 
Appendix 15: Distribution of data, development value 
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Appendix 16: Distribution of data, application value 
 

 
 
 
 
Appendix 17: Distribution of data, intention to apply 
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Appendix 18: Levene's test for equal variances assumed 

 
 
 
Appendix 19: Test for multicollinearity 

 
 
 
Appendix 20: ANCOVA, employer attractiveness 
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Appendix 21: ANCOVA, interest value 
 

 
 
 
Appendix 22: ANCOVA, development value 
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Appendix 23: ANCOVA, application value 

 
 
 
Appendix 24: ANCOVA, intention to apply 
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