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Abstract 

This research explores the effect of Taiwan military’s Facebook community website 

on members’ attitude toward the military, revealing the mediation effects of community and 

organizational identification on the attitude toward the military. This study analyzes 

quantitative survey data for military recruitment to validate five hypotheses, with the results 

showing that the Facebook community enhances community interaction, exchange of 

opinions, organizational identification, and attitude toward the military. The results also 

indicate that the attitude toward enlisting in the military is positively and significantly 

correlated with the community and organizational identification of the members of the 

Facebook community, although the effects with respect to community and organization 

differ. 
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1. Introduction 

The military recruitment environment is becoming more challenging owing to 

the decreasing pool of potential recruits. Social networking sites in recent years are 

being used to strengthen recruitment target, taking on the role of one of the 

important strategies for recruitment. Considering recruitment as a marketing 

procedure, the process of exchange of information by word-of-mouth can be viewed 

as a crucial part of the procedure (Maurer et al., 1992). Marzocchi et al. (2013) 

consider the objects of recruitment as consumers and use consumer behavior and 

psychology arguments to study the possible intentions of candidates to join an 
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organization; such an analysis can help improve the efficiency of human recruitment 

resources. Winston (2001) points out that the core of the recruitment theory is to 

determine how people can be influenced to choose a profession or to determine their 

intentions individually and emphasizes the existence of a high level of homogeneity 

among those who have been hired in a particular job field and those who may be 

recruited into the field. Recruitment-related activities in the early stages affect 

decisions and related intentions indirectly through two aspects of brand image: 

attitudes toward the organization and the attributes perceived of the job (Collins and 

Stevens, 2002). Few studies have analyzed this concept of intentions and decisions 

from a military perspective. 

A company’s Facebook page, which is utilized to communicate with external 

stakeholders, could be used as a means for employee engagement (Sias, 2017). 

People with a high level of organizational identification are inclined to join the 

organization and provide resources and advice that are helpful for the organization’s 

development. For example, employees may recommend other people to join the 

organization or may provide valuable feedback and references. In other words, once 

the recruitment target members are identified, their identification with the national 

military organization and the recruitment community will improve their attitude 

toward the military.  

By raising the target of recruitment to identify the military organization and the 

recruitment community, potential recruits’ attitude of joining the military can be 

improved. Specifically, in the 2013 Glassdoor Recruitment Survey (2013) of people 

seeking employment, those who would probably use social media in their search 

accounted for 79%; in another report, 22% stated that had they found several 

suitable applicants online (Jobvite, 2017). However, the literature has not 

theoretically investigated sufficiently the use of a Facebook community for military 

recruitment propaganda as well as the attitude and intention of the military. Our 

empirical research aims to provide an assessment of the national military’s 

Facebook community for recruitment to comprehend the effect of the organization 

and community identification of members on their attitude toward the military. 

Furthermore, this study targets to provide a direction for recruitment policy research. 

Figure 1. Conceptual Model 
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2. Literature Review and Hypothesis Development 

2.1 Military’s Facebook Community 

In June 28, 2017, Facebook announced a monthly active user subscription of 2 

billion people, while monthly active users in Taiwan hit 18 million. In addition, 

Taiwan topped in the smartphone penetration rate in the Asia-Pacific region 

(Poushter, 2016). Social networking sites provide a virtual platform for users from 

different places to interact instantly, thus forming a large-scale social network on the 

Internet, including blogs, microblogs, and dating sites. A service website is called a 

“community website” (Chen et al., 2010). 

Taiwan national military’s recruitment community website has been established 

for more than 7 years and is now one of the main channels for the recruitment of 

military volunteers. The most interesting features of the website for recruiting 

potential candidates are the recruitment process, expectations of the military 

lifestyle, and a facility to seek advice and details about job functions, workplaces, 

and benefits (Yeung and Gifford, 2011). Taiwan’s armed forces have promoted the 

“recruiting system” policy since 2012, but volunteer recruitment has gradually 

become more difficult, because of the decreasing population and social environment. 

Therefore, the use of social networking in the recruitment process is an important 

strategy for the recruitment authorities. An increasing number of countries in the 

world are using websites to publish military recruitment information. The national 

military’s Facebook community not only is beneficial to people joining the 

community with the desire to contact the national military group or understand the 

work characteristics of the organization, but also can serve as a means for the 

government to assess potential recruitment targets for the national army so as to 

enhance its recognition and image. 

2.2 Community Identification 

Social identity is defined as an individual’s recognition of own membership of 

a social organization, involving value and emotional connotation (Tajfel, 1981). In 

other words, the member’s cognition that he/she belongs to a brand community 

motivates him/her to classify him/herself into the frequently used community 

category. Thus, social identity is an important criterion to examine the connection 

between individuals and a social group (Palmer et al., 2013). Because of the online 

network’s characteristics of high-end, continuous multi-party communication, time 

and geographical location are not limitations for the network; therefore, members of 

online brand communities can easily share product information and interact with 

each other, consequently developing harmonious community relationships as well as 

community identification (Laroche et al., 2013). 

Online brand community is not only a physical place, but in reality is also a set 

of social relationships linking a brand with its customers and connecting customers 

with other customers (Ho, 2015), who constitute the basic framework of community 

relationships (Luo et al., 2015; McAlexander et al., 2002; Muniz and O’Guinn, 
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2001). In today’s marketplace, these include the virtual marketspace of social media 

and other digital or online forms of communication and interaction (Huan, 2017). If 

consumers are considered as recruiters, then relationship building and identity 

formation can easily be shaped during interactive activities with the community 

members. Therefore, a national army recruitment strategy must use community 

power to successfully build a stronger relationship with people. Members’ strong 

identification with the online community has been considered an important force of 

community effectiveness (Algesheimer et al., 2005; Bagozzi and Dholakia, 2006; 

Qu and Lee, 2011). Once the target group is identified, the group is likely to actively 

participate in community activities and demonstrate positive member behavior 

(Patwa et al., 2018). If the members participate in community activities, then they 

are more likely to become soldiers in the national military and use the Facebook 

community platform for exploring comments on the national military’s brand page 

and responding to them, sharing experiences, and interacting with other followers or 

participating in events. 

Through these exchanges, the members of the Facebook community can slowly 

identify with each other’s views and influence behavioral orientation, which is 

similar to the army personnel. Based on the aforementioned discussion, we present 

the following hypothesis. 

H1. The Facebook recruitment community of the national military positively 

influences the identification of military units with the national military 

community. 

2.3 Organizational Identification 

Organizational identification (OI) has been defined in numerous ways. It is 

usually labeled as a cognitive construct; specifically, it is defined as the alignment of 

organization values and individual values (Hall et al., 1970; Pratt, 1998; Stengel, 

1987), “perception of oneness with or belongingness to” an organization (Ashforth 

and Mael, 1989), and the act of integrating self-perception related to membership in 

a particular organization into the general self-definition (Dutton et al., 1994; 

Elsbach, 1999; Rousseau, 1998). OI can also be viewed as the relationship between 

employees and their organization (Cheney et al., 2014). OI is employees’ 

psychological belonging and support to the organization, resulting in their greater 

commitment to the organization’s mission, increase in organizational centripetality 

and cohesion, and more active cooperation between the members of the organization 

(Bhattacharya and Sen, 2003). 

Organizational identification is construed as an individual’s psychological 

attachment to the organization that is more than an extension of interpersonal 

relationships and can exist even in the absence of interpersonal interaction or 

cohesion. In crediting the organization with a psychological reality beyond its 

relationships with individual members, OI enables a person to conceive with 

individual members and feel loyal enough to join the organization. To enhance the 

level of OI, firms must work to engage their stakeholders and increase the visibility 

of ideal organizational attributes (Dutton et al., 1994). Indeed employees’ 



Yung Tan and Ching-Wei Ho 83 

psychological connection with their work has gained critical importance in the 

information/service sector of the 21st century (2014). 

Given this background, we contend that people join the national military’s 

Facebook community with the intention of understanding the workings of the 

national military. When they log onto the Facebook page and explore the 

characteristics and dynamics of the various units of the national military as well as 

share their experiences or express their dissatisfaction, they are in fact unconsciously 

interacting with each other and in the process establishing a relationship with the 

national military. The significance and experience of this relationship can enhance 

the identification of the national military organization. Theoretically, the views of 

the aforementioned literature can be presented as follows. 

H2. The Facebook community of the national military positively influences 

recognition of national military organizations. 

Although OI may benefit a company, previous research has indicated some 

potential risks of distrust associated with it (Dukerich et al., 1998; Hibbard et al., 

2001). When consumers agree with the company, the company’s social identity 

becomes more important to them and strives for other consumers to join the 

company (Boldero and Francis, 2000). Building internal competency within an 

organization can be very effective when managed well, as it can eliminate or reduce 

the costs of failing (De Villiers and Coleman, 2017). Most previous studies have 

focused on brand community identification (Algesheimer et al., 2005), while few 

studies have investigated the effects of national military organizations in 

establishing such OI. Moreover, in exploring community and recruitment issues 

recently, the subject’s OI has received increasing attention. 

The impact of Facebook community identification on the identification of 

people with national military organizations, however, has not been investigated yet. 

Therefore, the present study increases the extension and practicality of the theory of 

organizational identification. We recommend when Facebook followers identify 

with the national military community that they also identify with the national 

military organization. In other words, the identification of the recruitment 

community is positively associated with the recruiting organization. 

H3. Recruitment community identification positively influences identification with 

units in the national military organizations. 

2.4 Jobseekers’ Attitude 

The attribution of attitude can predict an individual’s possible behavior in 

choosing a career - that is, an individual’s self-evaluation of a specific behavior as 

being positive or negative constitutes that individual’s attitude. An individual with a 

more positive attitude will have greater behavioral intention, and the inverse 

relationship is true as well. Recent studies have reviewed recruitment research 

(Breaugh and Starke, 2000; Chapman et al., 2005; Rynes and Cable, 2003; Saks, 

2005), with most studies considering only outcome measures, such as a new 

entrant’s performance or job satisfaction, that are measurable after entering 
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employment. However, what makes an organization attractive is less understood 

(Barber, 1998; Rynes, 1991). In fact, understanding the intent of potential recruits to 

join the national military is critical to recruiters. Therefore, recruitment researchers 

should conduct further studies on the attractiveness of organizations, especially 

during the early stages of recruitment (Barber, 1998; Baum and Ü berschaer, 2018; 

Breaugh and Starke, 2000; Collins and Han, 2004; Collins and Stevens, 2002). The 

sources of recruitment information are a crucial factor affecting organizational 

attractiveness. 

Since the key to successful recruitment is to make non-objective contact and 

understanding (such as websites and word-of-mouth) with the jobseekers before the 

jobseekers decide to apply, improving their attitudes rather than rejecting them is 

vital (Baker-Eveleth et al., 2016). Therefore, we hypothesize the following. 

H4. Community identification with recruitment goals positively influences the 

attitude of jobseekers entering national military organizations. 

H5. Recruitment into national military organizations positively influences the 

attitude of jobseekers entering national military organizations. 

3. Research Method 

3.1 Sample 

The Taiwan Institute of Innovation and Application Services of the Institute of 

Technology announced on May 1, 2017 that each person in Taiwan has an average 

of four community accounts, and Facebook and LINE constitute more than 80% of 

community website users. This study checks the hypothetical data collected from 

official Facebook followers of the national military spokesperson. This website was 

established on May 24, 2011. The follower page mainly provides the latest defense 

information (including recruitment information), which offers people an 

understanding of the national military. As of July 2018, the website had achieved a 

total of 310,000 followers. The study includes the recruitment of volunteers and 

compulsory duty personnel aged 18-26 years. This age group is the most popular for 

the use of Facebook and matches the research’s purpose and limited scope, in that 

only the recruitment training center that uses Facebook is selected to implement 

relevant data collection (Figure 2). 

The subject of the survey therefore (a) must be a member of the national 

military spokesperson’s Facebook website and (b) should be registered and be using 

the website for at least 1 month. The proportion of observed variables must be at 

least 5/6, and the number of valid participants per independent variable must be at 

least 10 (the minimum proportion of observations for variables is 10:1) (Hair et al., 

2010; Wah Yap et al., 2012). Marsh and Hau (1999) argue that structural equation 

modeling (SEM) analysis yields reliable coefficient values, with more than 400 

samples having appropriate statistical analysis results. In other words, this study 

analyzes 14 variables. To use SEM statistics as an analytical tool, we need a 

minimum of 140 sample sizes. To improve the accuracy of the model, the sample 
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size is increased to the maximum possible. 

Figure 2. Conceptual Model 
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al., 1991) to improve research reliability and validity. The target population of the 
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Taiwan military social networking site is the largest and the oldest one). We set up 

the questionnaire in accordance with recruitment targets, qualifications, and 
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3.3 Measures 

The questionnaire items were designed and developed according to four 

research variables in this paper. In the first part, the national army’s Facebook 

community is adapted from the project of Ellison et al. (2007). In the second part, 
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four variables - Military’s Facebook community, Community identification, 

Organizational identification, and Jobseekers’ attitude - and measurement results. 

Table 1. Confirmatory Factor Analysis Results for the Constructs 

Construct Measurement item Loading α CR AVE 

Taiwan 

military’s 

Facebook 

community 

Members of the community share and 

discuss any particular military service and 

will interact with each other. 

0.81 

0.895 0.898 0.746 

Compared with other communities, 

members of Taiwan military’s Facebook 

community have higher motivation on 

joining the military voluntarily. 

0.91 

I believe that members of this community 

can gain information about recruitment and 

news about Taiwan military. 

0.87 

Community 

identification 

I believe that the community can reinforce a 

sense of identity. 
0.88 

0.854 0.865 0.684 

If there are any announcement and project in 

Taiwan military’s Facebook community, 

then members are interested in 

understanding and participating in it. 

0.87 

If I want to volunteer as a solider, then I will 

join the Facebook community of military 

recruitment. 

0.72 

Organizational 

identification 

If I were a solider, then when people 

appreciate Taiwan’s military, it seems like 

they would appreciate me. 

0.67 

0.827 0.825 0.615 
If I were a solider, then when people 

criticize Taiwan’s military, it seems like 

they would criticize me. 

0.78 

If I were a solider, then I would be interested 

in others’ opinions on the military. 
0.88 

Attitude 

toward 

military 

I believe raising community identification 

will influence my personal attitude of 

joining the military. 

0.85 

0.916 0.917 0.735 

I believe higher organizational identification 

will influence my personal attitude of 

joining the military. 

0.99 

If he/she thinks highly of the military, then 

the attitude of joining the military will tend 

to be positive and the intention of joining the 

military will tend to be higher. 

0.87 

If he/she thinks poorly of the military, then 

the attitude of joining the military will tend 

to be negative and the intention of joining 

the military will tend to be lower. 

0.82 

3.4 Data Analysis 

We perform data analysis following a previous method (Anderson and Gerbing, 

1988). First, we evaluate credibility and convergence validity as shown in Table 1, 
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and second verify discriminant validity as shown in Table 2. The reliability of the 

variables is confirmed for a Cronbach’s alpha greater than 0.8 (Bagozzi and Yi, 

1988). Convergence validity, verification item consistency (CR), and average value 

(AVE) reflect the result. The analysis shows that the single factor loading value is 

greater than 0.7, the CR value is greater than 0.7, and AVE is greater than 0.5 

(Gefen et al., 2000). The results meet the quantitative design criteria. 

Table 2. Constructs and Their Measurement Items 

Variables Mean SD MF CI OI MA 

MF 4.638 1.218 0.868 
   

CI 4.651 1.273 0.850 0.826 
  

OI 4.881 1.269 0.626 0.676 0.891 
 

MA 4.853 1.218 0.676 0.698 0.784 0.857 

Note: All numbers represent correlations, except for the diagonals, which display the square root of 

average variance extracted. 

4. Results 

4.1 Demographic Profile of Respondents 

The respondents were national military recruits aged 18-26 years, and the 

network of this age group is the most popular. Currently, the majority of the military 

population is males; therefore, of the 504 respondents, 496 (98.4%) are men and 8 

(1.6%) are women. In terms of age, the proportion of the 18-20-year age group is 

57.1% and that of the 22-24-year age group is 20.2%. These two groups are 

followed by the 20-22-year age group at 19.2% and the 24-26-year age group at 

1.8%. The 18-year-olds constitute 1.6%. All the interviewees were members of the 

national military’s Facebook community. Among them, 90.8% logged in for 1-2 

months, 2.5% for 3-4 months, and 1.4% for 4-5 months. 

4.2 Measurement Model 

The criteria for evaluating the convergence validity suggested by Fornell and 

Lacker (1981) are as follows: all the standardized factor load (  ) estimates are 

greater than 0.5, the t-value must reach a significant level, the combined reliability 

value (CR) should be a minimum 0.6, and AVE must be greater than 0.5. If these 

criteria are met, then each question can be significantly explained by the factor; in 

other words, a question measures one specific factor, and these measurements 

converge to their respective variables. We use the criterion established by Fornell 

and Lacker (1981) to evaluate the discriminant validity of the constructs; that is, the 

variance shared between a construct and other constructs should be less than the 

average variance shared with its measures. Table 2 demonstrates that the square root 

of the AVE of the indicators of each construct is greater than the correlations for that 
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construct; therefore, the model’s discriminant validity is adequate. 
We use SEM to analyze the structural relationships and associated hypotheses 

and use Amos 22.0 software for the analysis. The results indicate an overall model 

fit, as indicated by the 2  statistics ( 569.062χ , 60df  , 9.48df2 χ ). This is 

probably because the proportional chi-square test is too large for 504 samples; the 

results are not satisfactory, but a value of 4.56 is still acceptable. On the other hand, 

0010p .  is considered extremely significant. For the structural model, the absolute 

fit measure index values [GFI (0.949), AGFI (0.923; 900. ) and SRMR (0.364; 

050. ) and the incremental fit indices NFI (0.963), CFI (0.949), and NFI (0.956; 
900. )] are satisfactory according to the standards suggested by Bagozzi (1980). 

4.3 Structural Model 

Based on the model shown in Figure 3 and the results given in Table 2, the 

standardized estimates of the model indicate a positive impact of the national 

military’s Facebook community on community identification, organizational 

identification, and the attitude of joining the military. Thus, H1, H2, H3, H4, and H5 

are verified. Among them, the Military’s Facebook community (MF) has a strong 

influence on Community identification (CI) and the Organizational identification 

(OI) pair with Jobseekers’ attitude (JA), followed by the Community identification 

(CI) pair with Organizational identification (OI), and the Military’s Facebook 

Community (MF) pair with Organizational identification (OI). 

Figure 3. Framework of the Structural Equation Model 

The variational explanatory power (R2 value) of each potential variable to the 

overall structural model, as shown in Figure 3, is between 0.47 and 0.82, which is 

sufficient to show that the research model is acceptable and has good explanatory 

power. Figure 3 and Table 3 show that the national military’s Facebook community 

positively influences community identification (H1, 850b . , 0010p . ) and 

organizational identification (H2, 230b . , 0010p . ). Therefore, both H1 and H2 
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are supported. The model predictes a correlation between community identification 

and organizational identification (H3); the results show a significant and positive 

correlation between them ( 470b . , 0010p . ), hence supporting H3. In this test, 

the national military Facebook community also shows a partial mediation effect on 

community identification and organizational identification ( 230b850b ..  ). 

Table 3. Results of Testing 

Hypothesis Standardized regression t-value Results 

H1. MF→CI 0.853 18.73*** Supported 

H2. MF→OI 0.235 02.460** Supported 

H3. CI→OI 0.474 04.774*** Supported 

H4. CI→MA 0.190 04.211*** Supported 

H5. OI→MA 0.765 12.285*** Supported 

∗∗∗ 001.0p  . ∗∗ 01.0p  . 

Community identification also has a significant and positive impact on the 

attitude toward military (H4, 190b . , 010p . ). In addition, organizational 

identification significantly and positively influences the attitude toward military 

(H5, 510b . , 0010p . ). Therefore, both H4 and H5 are also supported. In other 

words, the participants of the study (members of the national military’s Facebook 

community) stated that once they think that they are part of the community or the 

military organization, they will definitely have a positive attitude toward the military 

and will most likely recommend friends to join the military. 

The results of the model study show that the relationship between community 

identification and organizational identification for members of the national 

military’s community website verifies the mediating effect of the attitude toward the 

military. National military community identification and the attitude toward military 

are significantly correlated; however, the impact of organization identification of the 

military on the attitude toward the military is significantly stronger than that of 

community identification on the attitude toward the military ( 19.0b51.0b  ). 

5. Discussions and Conclusions 

This study aims to understand the perceptions of the members of the Facebook 

community about their community and organizational identification, further 

investigates the impact of community and organizational identification on the 

attitude toward military, and identifies potential recruitment marketing methods. 

Using the SEM software tool, we conduct quantitative statistical analysis on the 

recruiter—community identification and organizational identification survey results. 

The results prove the mediation effect of the national military’s Facebook 

community on the attitude toward the military. Finally, we draw the following 

conclusion: the interaction of the national military’s Facebook community can 

enhance community identification, organizational identification, and the attitude 

toward the military. The main contribution is to provide follow-up research 

directions for human resources-related scholars and recruitment directors to develop 
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recruitment policies. 

5.1 Theoretical Development Implications 

This study first demonstrates a significantly positive impact on the interactions 

between the community and the organizations identified by the recruits on 

Facebook. In addition, the national military community and organizational 

identification play a mediating role between the Facebook community and the 

attitude toward military. The findings reveal that the main purpose of the national 

military community is to bring people with certain personality traits or similar 

interests and backgrounds together through online media to promote their 

interaction. This is consistent with the studies by Laroche et al. (2013) and Fournier 

and Avery (2011) on social media communities for brands. In addition, the national 

military Facebook community can provide members with a greater feeling of 

belongingness to the team (i.e., recruiting community identification) and can 

strengthen the link between the recruitment target and national military 

identification, further enhancing the recruitment target. 

Second, community identification and organizational identification (OI) both 

show a positively significant impact, but the effects are slightly different. The 

national military community has a stronger impact on community identification 

(path analysis coefficient = 0.85) than on national military OI (path analysis 

coefficient = 0.23). After the initiation of C–O community identification and OI as a 

mediator, the influence on the attitude toward the military is different. OI has a 

stronger effect on the attitude toward the military (path analysis coefficient = 0.51 > 

path analysis coefficient = 0.19), implying that it is an effective intermediary.  

Third, most research has focused on consumer identification with a company 

(Bhattacharya and Sen, 2003) or specific brand communities (Algesheimer et al., 

2005). This model proposes a unique empirical process using operational 

definitions. We consider both community identification and OI and investigate the 

attitude toward the military from the perspective of the members of the Facebook 

community. The study validates and proves this model’s hypotheses in the context 

of the national military’s Facebook community website. Our findings can be seen as 

groundbreaking, laying the groundwork for further research. In other words, 

understanding the nature and organization of Taiwan’s military can increase the 

intention of joining the military. However, Taiwan’s military is a national defense 

force and is confidential; therefore, people cannot easily understand the 

organization, which affects their willingness to join the military. Therefore, to 

enhance recruitment effectiveness, the national military should attempt to consider 

the public’s understanding. 

5.2 Management Development Implications 

Some practical electronic talent recruitment and marketing practice inferences 

can be drawn from this study’s results. First, the Facebook community of the 

national military clearly has a significant positive effect on C–O identification (i.e., 
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OI and community identification). Therefore, talent recruitment officers who 

recognize the importance of the Facebook community or use e-recruitment should 

do their utmost to actively manage the national military’s community on Facebook. 

Second, the study provides novel explanations for recruiting directors and 

raises their focus on the national military’s website (the relationship between the 

national military community and the attitude toward the military), which helps the 

recruiting authority to recognize the community’s attitude toward the military. 

Especially in the case of limited recruitment, talent recruitment marketing executives 

should not only help recruit actual staff to use the national military’s community on 

Facebook, but also to identify the national army organization. 

Third, the study validates the site’s fast marketing, high efficiency, lack of 

regional limits, and low cost; thus, talented recruiters are encouraged to use different 

social networking sites. The model and empirical evidence of this study illustrate the 

establishment of a Facebook community for the national military. By strengthening 

C-O identification, talent recruitment and marketing personnel can enhance the 

attitude of recruits toward the military. 

5.3 Research Limitations and Future Research Directions 

We recommend directions for future research as follows. First, this study uses 

OI and community identification variables as a premise to influence the attitude 

toward the military. However, subjective attitudes and behavioral perception 

variables can also be considered and checked as a premise. Second, the research 

targets mainly young people from Taiwan (≤ 30 years); in other words, the results of 

the survey may not be fully extended to other age groups. Third, the study was 

conducted in Taiwan, thus geographically limiting the findings. According to 

Hofstede (2001), the national cultural level shows that Taiwan’s subject culture has 

greater influence than individualism. Therefore, the influence of different countries, 

education levels, social experience, and social behavior intentions may be different. 
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