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Abstract

The use of social networking sites (SNS) for e-recruitment has shifted the focus away from traditional hiring and selection processes. They 
are commonly used in the search and acquisition of new employees and are projected to expand in the near future as an e-recruitment tool. 
However, there is a lack of material on SNS and their impact on an employers’ intention to use these sites for e-recruitment, in the context of 
Malaysia. Hence, there is an acute necessity for research on the extent that the features of SNS can influence the employers’ intention to use 
SNS for e-recruitment and to know how to keep utilizing the platform for future e-recruitment. This study aims to identify the key features of 
SNS that lead to employers’ intention to use SNS for e-recruitment in Malaysia. In this cross-sectional study, random sampling was utilized 
to obtain data from 198 recruitment professionals using online survey. The findings show that data quality, reliability, networking spectrum 
and simplicity of navigation of SNS are the key predicting factors for intention to use SNS for e-recruitment. Therefore, employers should 
acknowledge these key features of SNS to achieve their e-recruitment goals.
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consumer fact since two out of three internet users are a 
visitor of an SNS (Nielsen Company, 2019).

Employers can acquire a great deal of individual data 
about candidates with an end goal to improve recruiting 
decisions (Hosain et al., 2020). The consolidation of new 
digital platforms, to the recruitment and selection process, 
has been a path for employers to take an attempt at the best 
talent. Employers no longer wait for applicants to apply for 
a position, and these SNS provide employers the opportunity 
to search for prospects. The spectrum of these SNS is 
increasingly expanding and public contrasts are taking place. 
As indicated by Ala et al. (2020), there is a selection of well-
known SNS by country, area, and continent. In virtually 
every continent, Facebook is used and is the SNS with the 
most registered users. In recent years the number of SNS has 
grown staggeringly and continues to expand (Mohammad 
et al., 2020). Though rapidly changing technology opens 
new possibilities for correspondence, it leads to a maze of 
applications and uncertainty (Diglel & Yazdanifard, 2015).

As SNS are entering the corporate world, a strategy is 
required to keep pace and be acquainted with the best SNS 
within the social networking platforms. Leading employers 
in Malaysia tend to be uncertain sometimes about which SNS 
to select for their e-recruitment needs (Basit et al., 2020). 
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1. Introduction

Despite the unprecedented time of the COVID-19 
pandemic, there is a constant hunt for the finest talent by 
employers, and strategies must be established to procure the 
best talents present on the market. The competitive issue 
of identifying, retaining, and hiring the best candidates has 
become an essential issue for Malaysia’s leading employers. 
The internet has changed how individuals communicate and 
work (Giles, 2010; Islam et al., 2016). The group of social 
networking sites (SNS), keep the site users connected to each 
other, more than any other group, by their constant stream 
of information. SNS are quickly turning into a worldwide 
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Moreover, there is a paucity of material on SNS, and their 
impact on intention to use SNS for e-recruitment from the 
employer’s perspective, in the context of Malaysia. Most 
of the studies on the impact of SNS on recruitment were 
done from a user/applicant/employee perspective (El Ouirdi 
et al., 2016). As Malaysia is a lucrative hub for fortune 500 
companies, there is a critical need of research on the extent 
that features of SNS influence the employers’ intention 
to use SNS for e-recruitment in Malaysia, and how these 
features can hold employers captivated, to keep utilizing 
that platform in future. In order to bridge this gap, this study 
aimed to identify the key features of SNS that lead to the 
intention to use SNS for e-recruitment in Malaysia.

2. Literature Review

Social networking sites (SNS) are defined by Ansari 
and Khan (2020) as applications that allow users to interact 
by building profiles with personal information, inviting 
contacts and peers to access those profiles, and exchanging 
texts with each other. The utilization of technology at work 
has affected all aspects of business, with technology giving 
critical and favorable approaches to upgrade organizational 
recruitment practices (Abraham et al., 2020). Likewise, 
SNS can be utilized in human resource management, for 
recruitment and selection as well (Aqeel & Siddiqui, 2019). 
The incorporation of recruitment technologies is becoming 
a necessity for employers who want to have a competitive 
brand image and engage in scarce niche talent search 
(D’Silva, 2020; Tong, 2009). Research has shown that 
Facebook and LinkedIn are the most popular recruitment 
SNS (Hosain & Liu, 2020; Kaur & Arianayagam 2020). 
Facebook and LinkedIn are Malaysia’s most prominent SNS 
from the employer’s point of view. Also, Glassdoor is getting 
high regard from employers in Malaysia nowadays.

The utilization of SNS for recruitment is still considered a 
new trend in human resource management (HRM). There are 
benefits of utilizing SNS in the e-recruiting process. A few 
examples of SNS advantages include reduced recruiting costs 
and decreased recruitment time, the opportunity to contact a 
younger demographic and a larger number of candidates, the 
attractiveness of passive applicants, and the availability of 
an alternative method to forecast the success of a prospective 
employee (Villeda et al., 2019). Employers agree that it is 
appropriate to use SNS for virtual background checks to 
decide on recruitment decisions, to obtain a candidate’s 
brief character description (Kaur & Arianayagam 2020). 
SNS profiles enable recruiting specialists to gather data on 
their educational backgrounds and technical professions. 
Similarly, recruiters are likely to contact prospective 
talents and engage in a non-committal manner with them. 
Recruitment experts may search for future talents through the 
use of SNS and establish long-term engagement with them. 

SNS like LinkedIn will act as a talent pool with a spectrum of 
social capital for seasoned professionals and new graduates.

2.1. Underpinning Theory

In the information technology literature, the technology 
acceptance model (TAM) is the most dominant theory used 
to evaluate the acceptance of technologies (Tong, 2009). To 
aid organizations in decision-making around technology 
selection, TAM was invented to forecast consumer behavior 
and discover what persuaded users to implement modern 
technology (Pankowska et al., 2020). Though reproducible 
testing attempts were used to authorize TAM consistently, 
the model did not necessarily do what was expected to 
explain variables influencing perceived usefulness and 
perceived ease of usage. The desire to recognize additional 
contributing elements, intensified efforts to extend and 
produce TAM-2 (Pankowska et al., 2020). A longitudinal 
report formed the basis for the creation of TAM-2 by more 
than four partnerships and four distinctive technology 
structures (Venkatesh & Davis, 2000). One goal of the 
longitudinal study was to integrate additional primary 
determinants of perceived usefulness and perceived ease 
of use while also considering how these determinants are 
influenced by time. TAM-2 involves mechanisms of social 
control, subjective norm, desire, and image. It also involves 
cognitive instrumental processes, job relevance, quality of 
output, demonstrability of results, and perceived ease of 
usage, (Venkatesh & Davis, 2000).

For this study, the expanded TAM-2 model was adapted 
from the Venkatesh and Davis (2000) study and further 
customized to be used as the reference model for testing. 
The expanded model incorporates social influences and 
cognitive functional determinants into one model for the 
creation of crucial research and comprehension of the theory, 
where scientists have used behavioral intent as the principal 
conceptual construct to be evaluated by the important 
indicator constructs, such as the perceived ease of usage and 
perceived usefulness of a system (Lai, 2017).

2.2. Intention to use SNS for e-Recruitment (IER)

Recruitment is described as a means of recruiting and 
convincing potential candidates to apply for an opportunity in 
an organization (van Esch et al., 2021). There is a significantly 
large distinction between traditional recruiting and 
e-recruitment. Traditionally, mainstream recruitment is seen 
as hiring talent through media commercials, career fairs, and 
job portals (Muduli & Trivedi, 2020). Whereas e-recruitment 
is defined as viewing online sources to recruit talent from job 
portals, career websites, and SNS that afford an alternative 
option. Likewise, organizations utilize e-recruitment to recruit 
leading talent online (Binney et al., 2014). Conventional 
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methods of recruitment will not be adequate, and new 
avenues are required (Munro, 2018). Laurențiu and 
Mădălina (2020) stated traditional methods of recruitment 
process must be expected to change into e-recruitment. 
It creates ways to reduce the expense of hiring and enter 
margin economies. Opportunities and skills continually 
turn out to be more global. Considering those realities, 
e-recruitment is successful and financial crises likewise 
turn organizations towards e-recruitment to search for new 
opportunities for global recruitment (Waheed et al., 2019). 
Researchers saw that organizations using the e-recruitment 
approach had incurred lower recruitment expense, almost 
88% lower of their hiring costs, compared to the traditional 
method (Vatansever, 2017). E-recruitment has also increased 
the efficiency of the recruitment strategy which is one of the 
key advantages given to the HR Manager in dealing with the 
process. Online recruitment, otherwise called e-recruitment, 
has numerous benefits to the organization, for example, 
better match, low cost, fast, less time, and wider scope 
(Anand & Devi, 2016).

Abia and Brown (2020) attempted the fundamental 
efficient review of the role of the internet on recruitment and 
set forth the view that the internet was still an alternative 
apparatus in the hiring process. From that point on, things have 
changed dramatically and now the large use of SNS may be 
seen as essential for the e-recruitment approach, both from the 
standpoint of an applicant and that of the organization. D’Silva 
(2020) demonstrated that the changing idea of recruiting 
strategy from more conventional and time-consuming manual 
strategies to a more automated approach can result in greater 
savings of time and financial outlay for the association. With 
the rise of global competitiveness, corporate productivity 
is dictated by the ability to recruit qualified talent (Ismail 
et al., 2020), as a substantial part of critical talent acquisition, 
corporations need to accomplish this task of hiring their 
potential prospects (Villeda et al., 2019).

SNS platforms can achieve considerable cost-cutting 
for the association (Miqdad & Oktaviani, 2021; Villeda 
et al., 2019). Also, the use of e-recruitment networks and 
in particular, SNS platforms with their global scope, is 
likely to enable companies to recruit globally with greater 
convenience. From a candidate’s perspective, van Esch and 
Mente (2018) discovered, that those actively seeking new 
opportunities, value the instantaneousness of response by the 
employer on e-recruitment systems. However, their study did 
not investigate the candidate’s view of the utilization of SNS 
as a feature of the e-recruitment measure. They proposed, “an 
ever-increasing number of organizations right now recruit 
online, some because of cost savings and competitive pressure 
and rest of them, it is the most ideal approach to reach their 
target group of candidates” (van Esch & Mente, 2018).

Past studies have indicated that recruitment decisions 
significantly affect various elements of the recruitment 

results, such as the diversity of candidates (Gilch & Sieweke, 
2020). As indicated by them, talent acquisition is a set of 
processes that associations attain to source the right expertise 
for their openings, the crucial component to convince future 
employees. Hiring involves multiple tasks and is a loop 
that is characterized by separate measures. Starting with 
the distinction of recruiting targets, creating a framework, 
and hiring practices such as job advertisements, interviews, 
etc. (Gilch & Sieweke, 2020). For any recruiting team, this 
cycle is a challenge since they must first set up recruitment 
targets. What classifies as successful e-recruitment? The 
opportunity to hire and acquire top talents successfully 
derives from a corporate commitment to hiring the best 
talents (Ezam et al., 2018). This study focuses on electronic 
recruitment (e-recruitment) since SNS are a significant 
part of e-recruitment. Likewise, the recruiting scenario 
continues to change as organizations adopt SNS platforms 
for e-recruitment. To sum up the discussion, different 
attributes are necessary for the intention (Hoang et al., 2020) 
to use SNS for e-recruitment practice. The attributes of an 
e-recruitment measure are studied as follows.

2.3. Features of Social Networking Sites 

2.3.1. Data Quality (DQ)

Data quality is the quality of spreading data that the SNS 
creates or conveys. It is portrayed by conveying applicable, 
updated, and straightforward data (Vatansever, 2017). In 
their research, Vatansever (2017) claimed that the higher 
the quality of the data, the greater the number of website 
users. In other words, the higher the standard of SNS data 
is, the higher the number of users would be. As previously 
mentioned, in the analysis of Vatansever (2017), data quality 
scored outstandingly and is now an important consideration 
for this study. Credibility, data measurement, and content 
fulfillment are essential data quality pointers. The data 
standard of the SNS, related to the investigation, is referred 
to as the data on the prospective candidate’s profile. It is 
crucial for recruitment practitioners that the data on the 
applicants meets these particular requirements in a way to 
construct an accurate picture of the applicant. Therefore, the 
following hypothesis is developed:

H1: There is an impact of data quality on intention to use 
SNS for e-recruitment.

2.3.2. Reliability (RL)

Reliability is one of the most critical and widely 
discussed moral concerns in information technology and 
the media as it is a key area (Korunovska et al., 2020) to 
determine intention to use within SNS(s). The volume or 
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number of people who are on these platforms often triggers 
the inference that there is a clear measure of confidence. 
Saeidi (2020) discovered that users of Facebook have 
a more notable measure of confidence and share more 
data. Whatever it is, do organizations find SNS reliable? 
As reliability is a big concern in the field of information 
technology, this study takes this specifically into account. 
Reliability means how well the user recognizes that the 
website is trustworthy, protected from disruption and that 
personal data is preserved (Abraham et al., 2020).

Company data is confidential information and 
associations are making great strides towards full data 
protection. Reliability is measured in this study by improper 
access and (internally/externally) unauthorized auxiliary 
usage. Inappropriate access considers that data about people 
is freely available to individuals and that they are duly allowed 
to display or work on this data (Korunovska et al., 2020). 
Unapproved secondary usage means that data obtained for 
one cause by individuals is used for another intent without 
the consent of the same individuals. Therefore, the following 
hypothesis is developed:

H2: There is an influence of reliability on intention to use 
SNS for e-recruitment.

2.3.3. Recognition (RN)

Recognition amidst candidates/applicants is the level of 
exposure of the SNS in the group of relevant applicants. In 
their study, Urchaga et al. (2020) wrote that as a rule, a high 
degree of recognition means that the information presented 
by the website is useful or desirable to its users. Alluding to 
hiring through social networks, the more SNS that are used 
by people, the better is the probability of having the best 
applicants. Recognition amidst applicants is measured by the 
official subscribers of the network and the reputation of these 
pages. In this study, the reputation of the social networks 
is evaluated by the respondent’s assessment regarding 
the recognition of the platforms amid the job seekers and 
whether the website is regularly covered in the mainstream 
or not. Therefore, the following hypothesis is developed:

H3: There is an effect of recognition on intention to use 
SNS for e-recruitment.

2.3.4. Networking Spectrum (NS)

Networking spectrum is the range of the social network 
and adequacy of the users that are required to get associated 
within the platform. The networking spectrum is characterized 
as the interaction individuals have as an outcome of network 
impact, alluding to the analysis by Abraham et al. (2020). 
It may be essential for associations that the SNS ensures 
a high degree of significant connections and has a strong 

networking spectrum. SNS, on the other hand, allows users 
to meet international candidates and, as a result, increases 
the networking impact. The networking effect is the process 
through which a service gets more value as more people 
access it, implying that the number of users will continue to 
grow (Kluemper & Rosen, 2009). The use of social media 
sites has vastly improved; LinkedIn, for example, took  
16 months to sign up its first million subscribers, whereas the 
most recent million arrived in just eight days (Hosain et al., 
2020). Therefore, the following hypothesis is developed:

H4: There is an association between networking 
spectrum and intention to use SNS for e-recruitment.

2.3.5. Result Demonstrability (RD)

Result demonstrability is defined as the tangibility of the 
results of the technologies being used. Venkatesh and Davis 
(2000) hypothesize and find evidence for the conclusion that 
shows ability has a positive effect on the perceived utility 
of technology as a result (Hossain et al., 2017). Venkatesh 
and Davis (2000) hypothesize and discover support for the 
inference that shows demonstrability positively affects the 
perceived usefulness of the technology. It is believed that 
if the results of utilizing an information technology system 
are apparent, this will increase the perceived usefulness of a 
system by a person. Referring to this to SNS and e-recruitment, 
this implies that employers will have more perceived 
usefulness of an SNS if an employer can identify the positive 
results of the SNS. In other words, if the demonstrability of 
the result of an SNS is poor, SNS users can contribute their 
accomplishment to work behavior rather than system use. Lin 
et al. (2020) find that if it is possible to quickly distinguish the 
benefits of a website, the more valuable it would be deemed. 
Therefore, the following hypothesis is developed:

H5: There is a relationship between result 
demonstrability and intention to use SNS for e-recruitment.

2.3.6. Simplicity of Navigation (SN)

A website’s navigation simplicity guarantees that it has 
features that make it easy for users to find what they’re 
looking for. It means it has a good search engine and 
allows the user to easily and efficiently go back and forth 
through the pages (Abraham et al., 2020). The ease of use 
and convenience of the sites are used to determine the 
navigational simplicity in this study, which includes the fact 
that using SNS is not difficult to master and is designed to 
be simple to comprehend. In addition, the platform should 
make it possible that a novice user can quickly become an 
expert. To discover key elements of the website, Musa et al. 
(2020) led a review on website simplicity, architecture, and 
efficiency assessments. Navigation of the websites was one 
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feature of the investigation and navigability was defined by 
Musa et al. (2020) as the sequencing of pages, structure, and 
continuity of navigation conventions. Then, they theorized 
that more navigable websites will be correlated with more 
expected recognition by web page users, and this speculation 
is retained. As a consequence, navigability is an important 
factor in the performance of a website and prompts the 
presumption that is a major determinant of the SNS feature. 
Therefore, the following hypothesis is developed:

H6: There is an influence of navigation simplicity on 
intention to use SNS for e-recruitment.

2.4. Conceptual Framework

For this study, the extended TAM-2 model of Venkatesh 
and Davis (2000) has been adopted and the following 

conceptualization is made in regard to the research baseline 
model (Figure 1). In the context of the study, the theoretical 
perspective of TAM-2 has been modified where intention to 
use SNS for e-recruitment is used as the dependent variable 
(DV) to be explained by the other influencing independent 
variables (IV) of the model which are perceived usefulness 
including data quality, reliability, recognition, networking 
spectrum and result demonstrability, and perceived ease of 
use redefined as simplicity of navigation.

3. Research Methods and Materials

In this cross-sectional study, a deductive method was 
selected. To meet the descriptive purpose for this study, the 
survey method was considered be the right technique to 
apply (Saunders et al., 2019). The target population for the 

Figure 1: Proposed Conceptual Framework
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analysis is recruitment professionals, HR professionals, talent 
acquisition managers, and recruitment directors from leading 
employers in Malaysia. Due to the wide geographical area 
of Malaysia and the conditional movement control (CMCO) 
in place, it was necessary to take a population frame. The 
population frame or unit of analysis was recruitment and 
HR professionals based in the Klang Valley area. Leading 
employers in Malaysia is the context selected for this study, 
to determine the key features of SNS that lead to intention to 
use SNS for e-recruitment in Malaysia. 

The researcher distributed 250 questionnaires to 
respondents by means of convenient sampling. A notification 
email was sent out to all respondents after a few weeks to collect 
adequate data for the study. For data collection, the average 
time is 3–4 weeks. A total of 203 sets of questionnaires were 
returned, with a response rate of 81.2%. Out of 203 responses, 
198 responses were found usable and the other five were 
found unusable due to a great deal of missing information. 

The primary data in this paper is collected through 
SurveyMonkey, where the questionnaires were disturbed 
in the form of a survey. The respondents are recruitment 
professionals, HR professionals, talent acquisition managers, 
and recruitment directors who are working for leading 
employers. The area of sampling collection was Klang 
Valley, Malaysia.

Due to the COVID-19 pandemic and CMCO, this 
quantitative study is conducted through the use of an online 
survey using SurveyMonkey. A survey has the advantage of 
allowing for the collection of a large amount of data from 
a large number of people. Therefore, applying a survey to 
ask recruitment professionals, HR professionals, talent 

acquisition managers, and recruitment directors from 
different leading employers in Malaysia, based in Klang 
Valley, Malaysia was possible.

4. Results and Discussion

The demographic profile of the 198 respondents is 
presented in Table 1. It shows that the majority of the 
respondents were recruitment professionals with a response 
rate of 48% (95 respondents), followed by HR professionals 
(24%), talent acquisition managers (14%), recruitment 
manager (13%) and only 4 respondents (2%) were recruitment 
directors. In addition, out of 198 respondents, 27 were from 
information technology (14%), 92 were from staffing and 
recruiting (46%), 9 from financial services (5%), 13 from 
telecommunications (7%), 14 were from healthcare (7%),  
6 were from oil & gas (3.92%), 8 were from airlines (4%), 
12 were from biotechnology (6%), and 17 of them were 
from other industries, comprising consumer electronics, 
access solution, retail, FMCG, construction, manufacturing, 
and commodity (9%). Moreover, it illustrates the per cent 
of total hiring that are being covered by social networking 
platforms in respondent’s organization. It was categorized 
into four groups. Majority of the respondents (total 160 or 
81%) stated that their organizations cover 25%–75% of their 
total recruitment through SNS in Malaysia.

4.1. Reliability and Validity Analysis

In this study, the evaluation of the measurement model, 
aimed to check the relationship between each variable and its 

Table 1: Demographic Analysis

Position Title Frequency Percentage Industry Frequency Percentage

Recruitment Professional 95 48 Information Technology 27 14

HR Professional 47 24 Staffing and Recruiting 92 46

Talent Acquisition Manager 27 14 Financial Services 9 5

Recruitment Manager 25 13 Telecommunications 13 7

Recruitment Director 4 2 Healthcare 14 7

Total 198 100 Oil & Gas 6 3

Airlines 8 4

% of Hiring by SNS(s) Frequency Percentage Biotechnology 12 6

0–25% 7 4 Others 17 9

25–50% 79 40 Total 198 100

50–75% 81 41    

75–100% 31 16    

Total 198 100    
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associated development and also to ensure that each construct 
varies from the others (Hair et al., 2017). Several measures 
suggested by Hair et al. (2017) were used and satisfactory 
results were obtained. The output is shown in Table 2.

The composite reliability should be 0.70 and above to 
obtain “Internal Consistency Reliability” (Hair et al., 2017). 
Moreover, it is proposed that the outer loadings are greater 
than 0.70. In Table 2, it shows that the composite reliability 
and factor loading for each construct is more than 0.70, 
confirming the model’s internal consistency reliability. In 
order to determine the validity, Hair et al. (2017) have also 
suggested checking the convergent validity and discriminant 
validity. To obtain convergent validity, the AVE should 
be 0.50 or higher (Henseler et al., 2015). The composite 
reliability (CR) should also be more than 0.70. For both 

AVE and CR value, it indicates that the required threshold 
has achieved and hence, the convergent validity for all the 
constructs has been achieved. Besides, Heterotrait-Monotrait 
Ratio (HTMT) serves as the indicator for discriminant 
validity. As recommended by Hair et al. (2017), all HTMT 
values are below 0.85, and thus, discriminant validity for all 
the constructs has also been achieved.

4.2. Structural Model Analysis

The five-steps proposed by Hair et al. (2017) is followed 
to assess the structural model that includes multicollinearity 
assessment (VIF values), path coefficient (β), coefficient of 
determination (R²) for the model’s predictive potential, effect 
size (f²), and Predictive Relevance (Q²) to assess the model’s 

Table 2: Measurement Model Evaluation for Reliability and Validity

Constructs Items Factor 
Loadings

Cronbach’s 
Alpha (α)

Composite 
Reliability (CR)

Average Variance 
Extracted (AVE)

Discriminant 
Validity (HTMT) 

Data Quality DQ1 0.849 0.860 0.899 0.642 Yes
DQ2 0.803
DQ3 0.829
DQ4 0.808
DQ5 0.684

Reliability RL1 0.913 0.796 0.864 0.615 Yes
RL2 0.920
RL3 0.881
RL4 0.875

Recognition RN1 0.870 0.793 0.862 0.678 Yes
RN2 0.911
RN3 0.863

Networking 
Spectrum

NS1 0.689 0.826 0.879 0.647 Yes
NS2 0.882
NS3 0.835
NS4 0.892

Result 
Demonstrability

RD1 0.962 0.766 0.895 0.810 Yes
RD2 0.954

Simplicity of 
Navigation

SN1 0.955 0.800 0.878 0.705 Yes
SN2 0.938
SN3 0.931

Intention to Use 
e-Recruitment

IER1 0.896 0.824 0.883 0.654  Yes
IER2 0.884
IER3 0.774
IER4 0.879
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predictive validity. The satisfactory values were obtained for 
each category which is presented in Figure 2, Tables 3 and 4.

4.3. Hypothesis Testing 

The next step is to analyze the significance between 
the structures of the hypothesized relationship. The PLS 
relies on the bootstrap mechanism that is not parametric 
(Rigdon, 2012). Bootstrapping measured the t-values and 
was used to verify if the distribution of path coefficients 
ranged considerably from zero or not. The non-parametric 

Figure 2: Structural Model

bootstrapping system was applied using 5,000 sub-samples 
generated by the software.

H1: The results indicate that data quality (DQ) has a 
statistically significant impact on the intention to use SNS 
for e-recruitment (IER) (β = 0.255, T-Statistics = 3.626, 
T ≥ 1.96). Study conducted by Waheed et al. (2019) also 
established a statistically significant association between 
DQ and IER. Therefore, this study accepts the hypothesis H1.

H2: It also shows that reliability (RL) has a 
statistically significant influence on intention to use SNS 
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for e-recruitment (IER) (β = 0.155, T-Statistics = 2.418,  
T ≥ 1.96). Likewise, past researches have demonstrated a 
significant association between RL and IER (e.g. Masa’d, 
2015; Waheed et al., 2019). Therefore, this study also accepts 
the hypothesis H2.

H3: The result also shows that recognition (RN) has 
a statistically insignificant effect on intention to use SNS 
for e-recruitment (IER) (β = 0.025, T-Statistics = 0.332, 
T ≤ 1.96). Other researchers (Abel, 2011) also found that 
there is no significant relationship between RN and IER. 
Therefore, this study rejects the hypothesis H3.

H4: Networking spectrum (NS) is also statistically 
significant with intention to use SNS for e-recruitment (IER) 
(β = 0.145, T-Statistics = 2.189, T ≥ 1.96). Similarly, other 
researchers and studies (e.g. Waheed et al., 2019)) had 
discovered a significant association between NS and IER. 
Therefore, this study also accepts the hypothesis H4.

H5: Further, the finding shows that result demonstrability 
(RD) has a statistically insignificant impact on intention 
to use SNS for e-recruitment (IER) practices in Malaysia 
(β = 0.087, T-Statistics = 1.317, T ≤ 1.96). The findings are 
similar to Siamagka et al. (2015) who found no significant 
association between RD and IER through SNS. Therefore, 
this study also rejects the hypothesis H5.

H6: Finally, the outcomes reveal that the relationship 
between simplicity of navigation (SN) and intention 
to use SNS for e-recruitment is statistically significant  
(β = 0.201, T-Statistics = 2.711, T ≥ 1.96). Similarly, past 
studies conducted on the relationship between SN and IER 
have identified similar results (e.g. Waheed et al., 2019). 
Therefore, this study accepts the hypothesis H6.

4.4. Discussion

This study examined the influence of SNS’s features 
on intention to use SNS for e-recruitment in Malaysia 

and addressed the inquiry of which features of social 
networking platforms are the predictors of intention to use 
SNS for e-recruitment in depth. The findings are based on 
the understanding of leading employers in Malaysia of 198 
recruitment and HR practitioners for a given time. This study 
found that data quality is a predictor for less time to hire 
which is a part of intention to use SNS for e-recruitment. 
According to Waheed et al. (2019), the greater the quality 
of the data generated by the applicant’s social networks, the 
greater the reputation of the applicant would be. Hence, a full 
picture of the applicant reinforces a smoother pre-selection 
of the applicants, which inspires the entire e-recruitment 
process to minimize time.

Besides, reliability of SNS have an impact on intention 
to use SNS for e-recruitment. Reliability is a moral topic of 
the mainstream that is frequently addressed (Korunovska 
et al., 2020). Therefore, organizations need to work with 
this issue and view it as an element of intention to use 
SNS for e-recruitment. Although companies continue to 
pursue intention to use SNS for e-recruitment across social 
networking websites, they have to resolve the reliability 
question of the networking sites.

On the contrary, the result shows that there is no 
significant relationship between recognition and intention 
to use SNS for e-recruitment. Thus, recognition of the SNS 
is not applicable for efficient e-recruitment which is also 
supported in the past studies (Abel, 2011; Masa’d, 2015). 
This study also identified that recognition is not a key feature 
of the SNS in order to attract a bigger pool of candidates.

The results of this analysis also indicates that the networking 
spectrum is a good indicator of successful e-recruitment. 
The networking spectrum is viewed by leading employers 
in Malaysia as an asset for e-recruitment activities, as there 
is a strong correlation between networking spectrum and 
intention to use SNS for e-recruitment. Networking spectrum 
is influential for employers and ensures a greater degree of 
reliable connections, and increases the scope of networking. 
Moreover, the greater scope of networking makes it possible 
to reach more candidates and target the right candidate group 
in the market (Abdul-Latif et al., 2019). The broader spectrum 
of networking makes it possible to attract more individuals and 
strike the right talent group (Giles, 2010). The use of SNS for 
e-recruitment has intensified enormously and gives employers 
new insights to boost the candidates’ matching efficiency. 
The networking reach of these platforms must be taken 
into consideration if employers wish to practice successful 
e-recruitment enabled by social networking sites. If recruiters 
wish to attract the right target for recruiting, they should benefit 
from the networking spectrum of these networks.

Past studies conducted on the relationship between result 
demonstrability and intention to use SNS for e-recruitment 
(IER) have indicated contrasting outcomes. For example, Wu 
et al. (2011) discovered a statistically significant relationship 

Table 3: Structural Model Analysis

 R-square Q-square

Intention to Use 
e-Recruitment

0.299 0.167

F-square Intention to Use 
e-Recruitment

VIF

Data Quality 0.080 1.059
Reliability 0.028 1.199
Recognition 0.008 1.182
Networking Spectrum 0.021 1.343
Result Demonstrability 0.019 1.234
Simplicity of Navigation 0.050 1.414
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between result demonstrability and intention to use SNS 
for e-recruitment that influences employer’s perceived 
usefulness of SNS. In contrast, Siamagka et al. (2015) found 
no significant association between result demonstrability 
and intention to use SNS for e-recruitment through SNS. 
According to the findings of this study, the majority of 
leading employers in Malaysia have started using SNS for 
their e-recruitment practices not long ago. Therefore, they 
are not certain on which SNS platform they engage for their 
e-recruitment activities. The tangibility of the outcome of 
utilizing SNS for e-recruitment is an important feature for 
organizations to select the right platform. Yet, the findings 
of this study bestow that the result demonstrability is not a 
significant factor to influence their intention to use SNS for 
e-recruitment activities in Malaysia.

Finally, according to the findings in this study, the 
simplicity of navigation of SNS is a significant factor 
for intention to use SNS for e-recruitment from leading 
employers’ perspective in Malaysia. This finding is similar 
to Waheed et al. (2019) where the authors demonstrated a 
statistically significant association between simplicity of 
navigation and intention to use SNS for e-recruitment.

5. Conclusion

The main objective of this research was to identify the 
key features of SNS that lead to intention to use SNS for 
e-recruitment in Malaysia. Therefore, this study has taken 
an endeavour to explore the extent to which features of SNS 
influence the intention of employers to adopt particular SNS 
for their e-recruitment needs in Malaysia and how these 
features can hold employers captivated, to keep utilizing 
that platform in the future. Companies that wish to use 
SNS for their e-recruitment purposes should rely on the key 
features of these channels and see them as an advantage to 
their e-recruitment activities. Referring to the main findings 

of this study, data quality, reliability, networking spectrum 
and simplicity of navigation of SNS are the key predicting 
factors for intention to use SNS for e-recruitment and have 
the greatest influence on e-recruitment practices amidst 
the leading employers in Malaysia. As a consequence, if 
employers put up a strategy for their e-recruitment activities 
through SNS, they should acknowledge these key features of 
SNS to achieve their e-recruitment goals.

There is an underlying problem regarding the lack 
of a robust framework for employers to adopt or at least 
adhere to, while considering incorporating or continuing 
to use SNS in their e-recruitment activity. As more and 
more organizations are adopting SNS as their e-recruitment 
tool, more information is required to strategize their usage 
to achieve competitive advantage. Hence, the outcome of 
this study will help the leading employers in Malaysia to 
construct a strategy for their e-recruitment through SNS. 

The use of social networking sites for e-recruitment has 
shifted the focus away from traditional hiring and selection 
processes. It is clear that SNS are commonly used in the 
search and acquisition of new employees and are projected 
to expand in the near future as an e-recruitment tool. Thus, 
this study significantly contributes to the understanding of 
various SNS features that impact the intention to use SNS 
for e-recruitment practices among leading employers in 
Malaysia and offers an analysis of this fast-moving topic.
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