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Why Are Employees Willing to Speak for Their Enterprises Online

— Study on Employees’ Online Word-of-Mouth Recommendation from
the Perspective of Individual Motivation

JIN Hui, XU Yun

Abstract: Employees’ online word-of-mouth recommendation, namely, employees actively spread posi-
tive information about their enterprises, frequently appears on today’s mobile social networks. Com-
pared with the fruitful research on customers’ online word-of-mouth recommendation, employees’ online
word-of-mouth recommendation has not attracted enough attention from the academic community, so its
generation mechanism is still unclear. Based on expected-value theory and theory of reasoned action, this
paper analyzes the influencing mechanism of self~enhancement motivation, altruism motivation, helping
company motivation and social interaction motivation on employees’ online word-of-mouth recommenda-
tion behavior from the perspective of individual motivation. Based on the questionnaire survey of 305 em-
ployees from the internet enterprises in Jiangsu Province and SEM analysis, the study shows that: self-
enhancement motivation, altruism motivation, helping company motivation and social interaction moti-
vation all positively affect employees’ online word-of-mouth recommendation intention; this intention
positively affects employees’ online word-of-mouth recommendation behavior and plays a partial media-
ting role between the four motivations and employees’ online word-of-mouth recommendation behavior.

Key words: employees’ online word of mouth recommendation; self~enhancement motivation; altruism

motivation; helping company motivation; social interaction motivation
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