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ABSTRACT

University Entrepreneurship Centres (UEC) portray their organizational identity to 

potential students through their website in order to attract them to enroll in their 

entrepreneurship educational programs. Thus, UECs need to identify the influence of each 

organizational identity factors as their website content in creating the ideal attitudes in students 

as to attract them to their programs. The objectives of this study are, firstly, to identify the 

importance of UECs website content that leads to organizational attraction. Secondly, to 

propose an organizational attraction model for the university entrepreneurship centre web 

content to reflect on the influence of identified website content factors on the UEC’s 

organizational attraction. And thirdly, to evaluate the influence of identified website content 

factors on UEC’s organizational attraction. This research applied a quantitative method 

approach following a positivistic paradigm. Several models of organizational identity, image 

and attractiveness were employed and a research model was then developed based on a 

comprehensive literature review. A questionnaire was designed to enable the survey to be 

included as part of the data collection method. With 445 returned questionnaires in hand, the 

collected data were analyzed using the Partial Least Squares-Structural Equation Modeling 

(PLS-SEM) technique. The results showed that the organizational attractiveness of UEC was 

affected by students’ attitude toward UEC as an organization, which itself was affected by 

UEC’s website design (WD), UEC’s identity (UECI) Perception, and Students attitude toward 

website (SATW). The results of this study showed that Industry Interaction (II), Producing 

Highly Qualified Graduates (PHQG), Team Working (TW), and Risk Taking (RT) are 

empirically proven to be the effective factors on Students Attitude Toward UEC as an 

Organization (SATO). Meanwhile, Innovativeness (INNO), Attracting Entrepreneurial Faculty 

(AEF), and Consultation (CONS) are empirically proven to be the effective factors on SATW 

which indirectly affect the SATO. Finally, the effectiveness of Proactiveness (PA) on SATW 

and SATO was not proven to be effective. These findings can be of pioneers in the field of 

UECs online attractiveness, and they contribute to the Organizational Impression 

Management. The proposed model in this study can be used by universities’ corporate office 

managers and web designers to enhance their UEC’s organizational attraction in the World 

Wide Web.
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ABSTRAK

Pusat Keusahawanan Universiti (UEC) menggambarkan identiti organisasi 
kepada pelajar melalui laman web mereka untuk menarik pelajar mendaftar dalam 
program pendidikan keusahawanan mereka. Oleh itu, UEC perlu mengenal pasti kesan 
setiap faktor identiti organisasi sebagai kandungan laman web mereka dalam 
mewujudkan sikap yang ideal dalam kalangan pelajar bagi menarik mereka ke 
program mereka. Objektif kajian ini adalah, pertama, untuk mengenal pasti 
kepentingan kandungan laman web UEC yang membawa kepada tarikan organisasi. 
Kedua, untuk mencadangkan satu model tarikan organisasi untuk kandungan web 
pusat keusahawanan universiti untuk mencerminkan pengaruh faktor kandungan 
laman web yang dikenal pasti sebagai daya tarikan organisasi UEC. Dan ketiga, untuk 
menilai pengaruh faktor isi laman web yang dikenal pasti sebagai daya tarikan 
organisasi UEC. Kajian ini menggunakan pendekatan kaedah kuantitatif paradigm 
positivistik. Beberapa model identiti organisasi, imej dan daya tarikan telah digunakan 
dan model penyelidikan kemudiannya dibangunkan berdasarkan tinjauan literatur yang 
komprehensif. Soal selidik direka untuk membolehkan kajiselidik dimasukkan sebagai 
sebahagian daripada kaedah pengumpulan data. Dengan 445 borang soal selidik yang 
dipulangkan, data yang dikumpul dianalisis dengan menggunakan teknik Kuasa dua 
Terkecil Pemodelan Persamaan Struktur (PLS-SEM). Keputusan menunjukkan daya 
tarikan organisasi UEC dipengaruhi oleh sikap pelajar terhadap UEC sebagai sebuah 
organisasi, yang terpengaruh oleh reka bentuk laman web UEC, Persepsi Identiti UEC 
(UEC) dan sikap pelajar terhadap laman web (SATW). Keputusan kajian ini 
menunjukkan bahawa Interaksi Industri (II), Pengeluaran Graduan Berkelayakan 
Tinggi (PHQG), Kerjasama Berpasukan (TW), dan Pengambilan Risiko (RT) secara 
empirikal terbukti sebagai faktor yang berkesan terhadap Sikap Pelajar Terhadap UEC 
sebagai sebuah Organisasi (SATO). Sementara itu, Inovasi (INNO), Menarik 
Keusahawanan Fakulti (AEF), dan Perundingan (CONS) secara empirikal menjadi 
faktor yang berkesan terhadap SATW yang secara tidak langsung mempengaruhi 
SATO. Akhirnya, keberkesanan Proactiveness (PA) pada SATW dan SATO terbukti 
tidak berkesan. Dapatan ini boleh menjadi perintis dalam bidang keusahawanan 
khususnya tarikan atas talian, dan ia menyumbang dalam Pengurusan tanggapan 
Organisasi. Model yang dicadangkan dalam kajian ini boleh digunakan oleh pengurus 
pejabat korporat universiti dan pereka web untuk meningkatkan daya tarikan 
organisasi UEC mereka di web seluruh dunia.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

Having websites is very popular among all types of organizations and acts as 

their virtual face in the World Wide Web. Organizations in both the private and 

public sectors use their websites to attract applicants more than for any other human 

resource management activity (Braddy et al., 2008). Universities’ Entrepreneurship 

Centers (UEC) are among educational organizations which have now become 

widespread within the advanced industrialized countries as well as developing 

countries, and have attracted increasing attention due to increasing rate of 

unemployment in all over the world (Tijssen, 2006; Wong et al., 2007; Ahmad 

Bustamam et al. 2015; Boh et al., 2016). Role of UEC in universities is very 

important to teach students the initial phases o f entrepreneurship in order to make 

them more entrepreneurial (Boh et al. 2016; Kamariah et al. 2015; Todorovic et al.

2011). UECs need to attract students to their educational programs by presenting 

their organizational identity to students through their official website as their virtual 

face and the very first source of gaining information. (Meyer, 2008; Morgan, Walker 

et al., 20112013; Adekiya and Ibrahim, 2016; Barba-Sanchez and Atienza- 

Sahuquillo, 2018).

This study focuses on UECs’ website content factors that influence UEC 

organizational attraction from students’ perspective.
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1.2 Background of the Study

Considerable research (e.g. Martin, 2006; Lubbe, 2013; Coloma, 2012) have 

been done on identifying the website content factors which attract students to 

educational organizations via web-based attraction. Despite the common usage of 

web attraction in different organizations, some researchers have noted the necessity 

of more empirical researches on evaluation o f how the organizational websites 

content factors are related to website visitors’ attraction (Cober et al., 2004; Stone et 

al., 2005; Allen et al., 2007; Thompson et al., 2008; Braddy et al. 2009; Lyons and 

Marler, 2011; Gregory et al., 2013). Some researchers have focused on this gap to 

address which website contents factors and attributes are the organizational attraction 

constructors (e.g. Tsai and Yang, 2010; Lyons and Marler, 2011; Gregory et al., 

2013). The studies directed by Braddy et al. (2009) and Tsai and Yang, (2010) 

discovered that providing organizational identity information on an organization’s 

website positively relate to attitudes towards a website and organizational attraction. 

Lyons and Marler, (2011) and Gregory et al., (2013) suggested that by presenting a 

pleasing web design features such as website usability and website Aesthetics, and 

customized organizational identity information, individuals will have a better attitude 

toward website and organization itself and will be attracted to the organization.

The website o f universities’ entrepreneurship center (UEC), as the very first 

resources for students to acquire information about it and what they can learn about 

entrepreneurship should be attractive to students (Boh et al. 2016). Based on 

signaling theory, image o f a UEC can affect its students’ perceptions o f feeling 

oneness with the UEC and can make students to accept and support its identity by 

contributing and getting involved in the UEC’s educational programs. The power of 

organizational website content and its unique attributes to create organizational 

image are already discussed by many researchers.

Although there are many studies on university image for attracting and 

enrolling new students, only a few have tried to propose a model that attracts the 

enrolled students to join specific departments or centers of university. For example, 

in case of UECs, they need to attract students to engage with their activities to learn

2



about entrepreneurship to gain more entrepreneurial skills (Kamariah et al, 2015, 

Todorovic et al, 2011). The present research theoretically develops and empirically 

tests a model predicting the effect o f UEC website content factors on students’ 

attraction to UECs. The model can be used by planners to control UEC website 

contents to increase their organizational attraction between students.

1.3 Problem Statement

As the Ministry o f Education of Malaysia (formerly known as Ministry of 

Higher Education) states, currently there are two crucial concerns about Graduate 

entrepreneurs and entrepreneurial graduates because o f the increasing rate of 

unemployment in Malaysia (Ahmad Bustamam et al. 2015, Ministry of Education 

Malaysia, 2015). Nowadays the labor market highly needs multidisciplinary 

engineers which have additional skills such as entrepreneurial skills additional to 

other skills to their own. Universities therefore faces new challenges, and these 

include equipping students with greater entrepreneurship education (Ahmad 

Bustamam et al. 2015, Barba-Sanchez and Atienza-Sahuquillo, 2018). The rate of 

students’ participation in universities’ entrepreneurship center programs is low as 

stated by (Ministry o f Education Malaysia, 2015; and European Pact for Youth 

Leaders, 2017).

The perception o f students generated from visiting the University 

Entrepreneurship Centers (UEC) website, as the very first source of gaining 

information about university entrepreneurship and its programs and activities, has a 

very important role in making a good perception on their minds to pursue them to get 

engaged with their activities and programs. Students’ perception o f UEC website 

content, create organizational attraction which is an attitude toward UEC and 

viewing it as a desirable entity with which to have some relationship. University 

Entrepreneurship Centers need to have an attractive website content to motivate 

students to get engaged with their activities and programs. Although some 

researchers have tried to propose models to show the important website content 

factors that affect visitors’ perception and lead to organizational attraction (For
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example Braddy et al. (2009); and Gregory et al. (2013) in the field of 

“Organizational Recruitment Websites”, and Tsai and Yang (2010) in the field of 

Internet Banking), very rare studies (Nevado Gil, et al., (2019); Carvalho et al. (2019); 

and Fowle and Vassaux (2017)) have been conducted specifically for case of UECs to 

identify the effect of their identity factors as their website contents on their 

organizational attraction. And addition to this, each of these studies have investigated 

different aspects of UECs’ identity (UECI) factors which shows the lack of a 

comprehensive study to rank the UEC identity factors according to their importance. 

This study identifies and ranks the important UECs’ website content factors and 

investigates their effects on their organizational attraction (OA).

1.4 Research Questions

Considering the above-mentioned problem statement, the major question 

addressed in this research is “How does a UEC website content influence its 

organizational attraction?” To find the answer, this main question is broken down 

into three sub-research questions as follows:

1. What are the important UEC website content factors that lead to

organizational attraction?

2. What is the model to reflect the influence o f identified website content factors

on UEC’s organizational attraction?

3. What is the influence o f identified website content factors on UEC’s

organizational attraction?

4



1.5 Objectives of the Research

The objectives of this research are as follow:

1. To identify the important UEC website content factors that lead to 

organizational attraction

2. To propose a model to reflect the influence o f identified website content 

factors on UEC’s organizational attraction.

3. To evaluate the influence o f identified website content factors on UEC’s 

organizational attraction.

1.6 Scope of the Study

The scope of this study covers the following:

1. This study focuses on UEC websites o f four best entrepreneurial universities 

in the world which are “Stanford Entrepreneurship Center”, “MIT 

Entrepreneurship Center”, “Harvard Entrepreneurship Center”, and “Babson 

College Entrepreneurship Center”. The reason of choosing these four UECs is 

explained in section 3.5.5.1, part c.

2. The focus o f this study is on the students in Malaysia. Specifically, the under­

graduate and post-graduate students currently studying in UTM. Inclusion of 

other universities’ students in the sample would only raise the data collection 

time without adding to the quality o f the findings. (full justification is given 

in Section 3.5.5.2).

3. A survey-based questionnaire is used in this study which targets the students 

whom have just visited the selected UEC’s website before answering the 

questionnaire. This method is similar to the Braddy et al. (2006) and Braddy 

et al. (2009) which are similarly focused on organizational attraction by their 

websites.
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4. The positivism approach is used in this research as its research paradigm, and

to accomplish the main goal of this study, the quantitative method is applied.

1.7 Significance of the Study

The following paragraphs describe the main perspectives of this study’s 

significances:

Firstly, this study is measuring the UEC’s organizational attraction created by 

its website which is amongst the first survey-based studies in Malaysia. This study’s 

findings would help to better understand the role of UEC’s website factors’ effect on 

UEC’s organizational attraction from students’ perspective. For this purpose, the unit 

o f analysis is selected from 4 best University Entrepreneurship Centers in the world, 

and the respondents are chosen from undergraduate and postgraduate students in 

Malaysian universities which makes this study as an organization/firm analysis.

Secondly, in the field of organizational attraction theory, this research is 

among the pioneering works in the context of UECs in Malaysia. The theoretical 

contributions of this research provide information to understand different website 

content factors’ effect on UEC’s attraction among students in the context of 

Malaysia. The outcomes of this study can support website developer to design the 

website content for UECs.

Finally, the theoretical findings and the methodology employed in this 

research will be useful in the field o f organizational Impression Management (IM). 

This research will identify the significance o f different informative factors that can 

be considered in the development of UECs’ website content and design to pursue the 

visitors especially students to get involved with UEC programs.

1.8 Organization of the Thesis

This thesis is consisted o f six chapters, which are well related and 

complementary to each other. The short description o f each chapter is as follow:

6



Chapter 1 includes a short introduction to the study subject, the study 

background, and the research problem statement. Later, this study’s objectives, scope 

and significance of are stated. Eventually, the overall organization of thesis is 

presented.

Chapter 2 reviews the literature on organizational identity, organizational 

image, website attribute relation with organizational image and organizational 

attraction. This is followed by an overall review o f related theories. Based on the 

review of the literature and related models, a conceptual model of UEC website 

effect on its organizational attraction is then presented.

Chapter 3 describes the research paradigm and research approach that are 

relevant to this study. Then, the research design and all the steps involved in this 

study’s operational framework, is provided.

Chapter 4 focuses on conducting a systematic literature review to discover 

University Entrepreneurship Center Identity (UECI) factors. Survey questionnaires 

based on “Technique for Order o f Preference by Similarity to Ideal Solution” 

(TOPSIS) method are distributed among UEC experts to select UECI factors. This 

chapter is completed by proposing research hypotheses.

Chapter 5 provides the relevant information regarding the main data 

collection and analysis. This includes detailed discussions about the assessment of 

the study’s measurements and structural models using PLS-SEM. The final model of 

University Entrepreneurship Center Website Effects on its organizational attraction is 

presented at the end o f this chapter as the main outcome of this research.

Chapter 6 highlights the key findings o f this research and provides a 

conclusion to the study with a discussion of the objectives and outcomes. In addition, 

the implications and recommendations, limitations of the study and suggestions for 

further research are also provided in the final chapter.
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1.9 Summary

This chapter firstly provides an introduction and overview about the research 

subject. After that discusses the problem background of this study. Later, the 

discussion about problem statement is stated, which emphasizes the importance of 

the research and the gaps in existing literature. In addition, the research questions and 

the research objectives are stated. Afterward, this research scopes in units o f analysis 

and research methods are explained. Finally, the significance of research following 

the overall organization of the current thesis is provided in this chapter.

8



REFERENCES

Abd.Rahman, N. S., and Norshifah, A. R., Kamariah , I. and Melati A. A., (2011). 

Innovation & commercialization: role of technology transfer office in Malaysia 

Universities. Social Science Research Network (online Journal), n/a (n/a). pp. 1-9. 

ISSN 0258-6770

Agha Mohammad Ali Kermani, M., Badiee, A., Aliahmadi, A., Ghazanfari, M. and 

Kalantari, H. (2016). Introducing a procedure for developing a novel centrality 

measure (Sociability Centrality) for social networks using TOPSIS method and 

genetic algorithm. Computers in Human Behavior. 56: 295-305.

Aghaz, A., Hashemi, A., and Sharifi Atashgah, M. S. (2015). Factors contributing to 

university image: The postgraduate students’ points o f view. Journal of Marketing 

for Higher Education, 25 (1),104-126 

Ahmad Bustamam, U. S., Abdul Mutalib, M., and Mohd Yusof, S.N. (2015) Graduate 

employability through entrepreneurship: A case study at USIM. Procedia - Social 

and Behavioral Sciences. 211, 1117 -  1121 

Aiman-Smith, L., Bauer T. N., Daniel M. (2001) Are You Attracted? Do You Intend to 

Pursue? A Recruiting Policy-Capturing Study Cable Source: Journal of Business 

and Psychology, 16 (2), pp. 219-237 

Aladwani, A. M., and Palvia, P. C. (2002). Developing and validating an instrument for 

measuring user-perceived web quality. Information and Management. 39, 467­

476.

Albert, S., and Whetten, D. A. (1985). Organizational identity. Research in 

Organizational Behavior, 7, 263-295.

Alessandri, S. (2001). Modeling Corp identity: a concept explication and theoretical 

explanation. Corp Commun Int J. 6(4), 173-182 

Allen, D. G., Van Scotter, J. R., and Otondo, R. (2004). Recruitment communication 

media features: Impact on pre-hire outcomes. Personnel Psychology, 57, 143-171. 

Allen, D.G., Mahto, R.V. and Otondo, R.F. (2007), “Web-based recruitment: effects of 

information, organizational brand, and attitudes toward a web site on applicant 

attraction”, Journal of Applied Psychology, 92, pp. 1696-708.

Alves, H., and Raposo, M. (2010). The influence of university image on student 

behavior. The International Journal of Educational Management, 24(1), 73-85.

151



Alveson, M., and Empson, L. (2008). The construction of organizational identity: 

Comparative case studies of consulting firms. Scandinavian Journal of 

Management, 24, 1-16.

Anctil, E. J. (2008). Selling higher education. ASHE Higher Education Report, 34 (2), 

49-88.

Anderson, Brian; Covin, Jeffrey; Slevin, Dennis (2009). "Understanding the 

Relationship between Entrepreneurial Orientation and Strategic Learning 

Capability: An Empirical Investigation". Strategic Entrepreneurship Journal. 3 (3): 

218-40. doi:10.1002/sej.72. Retrieved 2015-02-04.

Andreassen, T., and Lindestad, B. (1998). Customer loyalty and complex services. 

International Journal of Service Industry Management, 9, 7-23.

Antonites, A.J., and Wordsworth, R. (2009). Risk tolerance: A perspective on 

entrepreneurship education, Southern African Business Review, 13(3).

Arpan, L. M., Raney, A. A., and Zivnuska, S. (2003). A cognitive approach to 

understanding university image.Corporate Communication: An International 

Journal, 8(2), 97-113.

Aust, P. J. (2004). Communicated values as indicators of organizational identity: A 

method for organizational assessment and it applications in a case study. 

Communication Studies, 55(4), 515-534.

Awasthi, A., Chauhan, S. S., Omrani, H. and Panahi, A. (2011). A hybrid approach 

based on SERVQUAL and fuzzy TOPSIS for evaluating transportation service 

quality. Computers & Industrial Engineering. 61 (3): 637-646.

Ayouch, K. (2007). How colleges have responded to changes in student recruitment as 

defined by their level of Web definition on their official college Website (Master’s 

thesis). Available from ProQuest Dissertations and Theses database. (UMI No. 

1445348)

Azoury, N, Daou, L., El Khoury, C. (2014), University image and its relationship to 

student satisfaction- case of the Middle Eastern private business schools, 

INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 2, 1-8

Baharudin Osmana, Azizi Abasb, Mohd Rushdi Idrusc, and Azizah Sarkowid () A Web 

Presence Analysis of Malaysian Government Agency Websites

Balmer , J . M . T . and Greyser , S . A . ( 2006 ) ‘ Corporate marketing -  Integrating 

corporate identity, corpo-rate branding, corporate communications, corporate 

image and corporate reputation ’ , European Journal of Marketing , 40 (7 -  8 ) , 730

-  741 .

152



Balmer, J. M. T. (2005). Corporate brands: A strategic management perspective, 

Working Paper Series, 05/43, pp. 2 -22.

Balmer, J. M. T., and Van Riel, C. B. M. (1997). Corporate identity : the concept, its 

measurement and management , European Journal of Marketing. 31(5/6), 340-355 

Balmer, J. M. T., Gray, E. R. (1998). Managing Corporate Image and Corporate 

Reputation, Long Range Planning. 31(5), 695-702 

Bar, F., and Murase, E. (1999). Charting cyberspace: a U.S.-European-Japanese 

blueprint for electronic commerce. In Partners or Competi-tors?: The Prospects for 

U.S.-European Cooperation on Asian Trade (Steinberg R, Stokes B, Eds) 

Rowman and Littlefield, Lanham, MD.

Barad, K. (2003). Posthumanist performativity: toward an understanding of how matter 

comes to matter. Signs: Journal of Women in Culture. 28(3), 801-831. 

Barba-Sanchez, V., Atienza-Sahuquillo, C. (2018). Entrepreneurial intention among 

engineering students: The role of entrepreneurship education. European Research 

on Management and Business Economics. 24, 53-61 

Bardzell, J., and Bardzell, S. (2008). Intimate interactions: online representation and 

software of the self. Interactions 15(5), 11-15.

Barich, H., and Kotler, P. (1991). "A framework for marketing image management", 

Sloan Management Review. 32(2), 94-104 

Barnett , M . L . , Jermier , J . M . and Lafferty , B . A . ( 2006 ) ‘ Corporate reputation: 

The defi nitional landscape ’ , Corporate Reputation Review , 9 (1) , 26 -  38 .

Barr, S. H., Baker, T., Markham, S. K., and Kingon, A. I. (2009). Bridging the valley of 

death: lessons learned from 14 years of commercialization of technology 

education. Academy of Management Learning and Education, 8(3): 370-388. 

Baumeister, R.F., Hutton, D.G. (1987). "Self-Presentation Theory: Self-Construction and 

Audience Pleasing". Springer Series in Social Psychology. Theories of Group 

Behavior.

Beerli, A., Diaz, G., and Perez, P. J. (2002). The configuration of the university image 

and its relationship with the satisfaction of students. Journal of 

EducationAdministration, 40(5), 468-505.

Behzadian, M., Khanmohammadi Otaghsara, S., Yazdani, M. and Ignatius, J. (2012). 

A state-of the-art survey o f TOPSIS applications. Expert Systems with 

Applications. 39 (17): 13051-13069.

Belanger, C., Mount, J., Wilson, M. (2002). Institutional image and retention. Tertiary 

Education and Management. 8(3), 217 -30

153



Berg, P.-O., and Kreiner, K. (1990). Corporate architecture: Turning physical settings 

into symbolic resources. In P. Gagliardi (Ed.), Symbols and artefacts: Views of the 

corporate landscape. 41-67

Bessiere, K., Seay, A.F., and Kiesler, S. (2007). The ideal elf: identity exploration in 

world of warcraft. Cyber Psychology and Behavior 10(4), 530-535.

Bhattacherjee, A. (2012). Social Science Research: principles, methods, and 

practices. Textbooks Collection. 3

Bigne', E., Sa'nchez, I., and Sa'nchez, J. (2001). Tourism image, evaluation variables 

and after-purchase behavior: inter-relationship. Tourism Management, 22, 607­

616.

Birnbaum, M. G. (2008). Taking Goffman on a tour of Facebook: College students and 

the presentation of self in a mediated digital environment (Doctoral dissertation). 

Available from ProQuest Dissertations and Theses database. (UMI No. 3320071)

Blumer, H. (1969). Symbolic Interactionism: Perspective and Method. Prentice-Hall, 

Englewood Cliffs, NJ.

Boh, W. F., De-Haan, U., and Strom, R. (2016), University technology transfer through 

entrepreneurship: faculty and students in spinoffs, The Journal of Technology 

Transfer, 41, 661-669

Boje, D., and Smith, R. (2010). Re-storying and visualizing the changing entrepreneurial 

identities of Bill Gates and Richard Branson. Culture and Organization. 16(4), 

307-331

Bourdieu, P. (2006). As estruturas sociais da economia (Porto, Campo das Letras), 

ISBN: 9789896250515

Braddy, P. W., Thompson, L. F., Wuensch, K. L., and Grossnickle, W. F. (2003). 

Internet recruiting: The effects of web page design features. Social Science 

Computer Review, 21, 374-385.

Braddy, P.W. (2007), Internet Recruiting: The Effects of Website Features on Viewers’ 

Perceptions of Organizational Culture, Doctor of Philosophy Dissertation, 

Graduate Faculty of North Carolina State University.

Braddy, P.W., Meade, A.W., and Kroustalis C.M. (2006). Organizational Recruitment 

Website Effects On Viewers’ Perceptions Of Organizational Culture , Journal of 

Business and Psychology, 20(4), DOI: 10.1007/s10869-005-9003-4

154



Braddy, P.W., Meade, A.W., and Kroustalis, C.M. (2008), Online recruiting: the effects 

of organizational familiarity, website usability, and website Attraction on viewers’ 

impressions of organizations, Computers in Human Behavior, Vol. 24, pp. 2992­

3001.

Braddy, P.W., Meade, A.W., Michael, J.J., and Fleenor, J.W. (2009). Internet Recruiting: 

Effects of website content features on viewers’ perceptions of organizational 

culture. International Journal of Selection and Assessment, 17(1).

Brewer, M. B., and Gardner, W. (2004). Who is this ‘We’? Levels of collective identity 

and self-representation. In M. J. Hatch, & M. Schultz, (Eds.), Organizational 

identity: A reader (pp. 66-80). New York, NY: Oxford University Press. 

(Reprinted from: Journal of Personality and Social Psychology, 71, 83-87, 91-93).

Brickell, C. (2005). Masculinities, performativity and subversion: a socio-logical 

reappraisal. Men and Masculinity 8(1), 24-43

Briones, R. B., Kuch, B., Fisher Liu, B., and Jin, Y. (2010). Keeping up with the digital 

age: How the American Red Cross uses social media to build relationships.Public 

Relations Review. 37(1), 37-43.

Brockhaus, R.H. (1980), “Risk-taking propensity of entrepreneurs”, Academy of 

Management Journal, 23 (3): 509-20.

Brown, T. J., Dacin, P. A., Pratt, M. G., and Whetten, D. A. (2006). Identity, intended 

image, construed image and reputation: An interdisciplinary framework and 

suggested terminology. Journal of the Academy of Marketing Science, 34(2), 99­

106.

Butler, A. B. (2007), "Job Characteristics and College Performance and Attitudes: A 

Model of Work-School Conflict and Facilitation", Journal of Applied Psychology, 

92, 500-510.

Butler, J. (1993). Bodies That Matter. Routledge, London.

Carnevale, D. (2005, June 10). To size up colleges, students now shop online. Chronicle 

of Higher Education, 51(40), A40.

Carvalho, L.C., Calderon, E.P., Duran, M.P. (2019). Implication of local governments in 

the entrepreneurship promotion: Evidence from Spain. Revista Espanola de 

Documentacion Cientifica. 42(1), Article number e226

Cambridge Dictionary. https://dictionary.cambridge.org/dictionary/english/entrepreneur

Campbell, J. (2014). Web Design: Introductory. Cengage Learning. 76. ISBN 978-1­

305-17627-0.

155

https://dictionary.cambridge.org/dictionary/english/entrepreneur


Chandra, Y., and Leenders, M.A.A.M. (2012). User innovation and entrepreneurship in 

the virtual world: A study of Second Life residents. Technovation, 32:464-476 

Chin Wynne (1998) The Partial Least Squares Approach to Structural Equation 

Modeling. In: Marcoulides G (ed) Modern Methods for Business Research. 

Laurence Erlbaum Associates, New Jersey, pp 295- 336 

Chua, W. F. (1986). Radical developments in accounting though. Accounting Review: 

601-632

Christensen, L. T., and Askegaard, S. (2001). Corporate identity and corporate image 

revisited. A semioticperspective. European Journal of Marketing. 35, 292-315. 

Cian, L. and Cervai, S. (2014),"Under the reputation umbrella", Corporate 

Communications: An International Journal, 19( 2), 182 -  199 

Clark, B. R. (1970).The distinctive college. Chicago: Aldine.

Clark, S.M., Gioia, D.A., Ketchen, D.J., Thomas Jr.B., and Thomas, J.B. (2010). 

Transitional Identity as a Facilitator of Organizational Identity Change during a 

Merger, Administrative Science Quarterly, 55(3): 397-438 

Clarke, J. (2011). Revitalizing entrepreneurship: how visual symbols are used in 

entrepreneurial performances. Journal of Management Studies. 48(6), 1365-1391. 

Cober, R. T., Brown, D. J., Blumental, A. J., Doverspike, D., & Levy, P. (2000). The 

quest for the qualified job surfer: It’s time the public sector catches the wave. 

Public Personnel Management, 29, 479-494.

Cober, R. T., Brown, D. J., Keeping, L. M., and Levy, P. E. (2004), Recruitment on the 

Net: How Do Organizational Web Site Characteristics Influence Applicant 

Attraction? Journal of Management, 30(5) 623-646 

Cober, R.T., Brown, D.J., Levy, P.E., Keeping, L.M. and Cober, A.B. (2003), 

“Organizational web sites: web site content and style as determinants of 

organizational attraction”, International Journal of Selection and Assessment, 11, 

pp. 158-69.

Cohen, D. T. (2007). Creating net roots: Incumbent senators and the digital self 

(Doctoral dissertation). Available from ProQuest Dissertations and Theses 

database. (UMI No. 3281514)

Cohen, J (1988). Statistical Power Analysis for the Behavioral Sciences. Routledge. 

ISBN 1-134-74270-3.

156



Coloma, J. (2012). Development and Validation o f the University Website Evaluation 

Scale (UWES): A Tool for Assessing Website User Experience on a University 

Website. Ph.D. Dissertation, the California School of Professional Psychology San 

Francisco Campus, Alliant International University 

Connelly B. L., Certo S. T. , Ireland R. D. , Reutzel C. R. (2011), Signaling Theory: A 

Review and Assessment , Journal of Management. 37(1), 39-67. DOI: 

10.1177/0149206310388419 

Cornelissen, J.P., Elving, W.J.F. (2003). Managing corporate identity: an integrative 

framework of dimensions and determinants, Corporate Communications; An 

International Journal. 8(2), 114-120 

Costea, L. M. (2014). The university website -  an efficient tool of mirroring identity and 

activity of higher military education. The International Annual Scientific Session 

Strategies XXI 3: 159-167. Bucharest: "Carol I" National Defence University. 

Covin, Jeffrey; Lumpkin, G. T. (2011). "Entrepreneurial Orientation Theory and 

Research: Reflections on a Needed Construct". Entrepreneurship: Theory & 

Practice. 35 (5): 855-872. doi:10.1111/j.1540-6520.2011.00482.x. Retrieved 

2015-02-05.

Cyr, D. and Bonanni, C. (2005). Gender and website design in e-business, Int. J.

Electronic Business, 3(6)

Dabic, M., Gonzalez-Loureiro, M. , and Daim, T.U. (2015). Unraveling the attitudes on 

entrepreneurial universities: The case of Croatian and Spanish universities, 

Technology in Society, 42, 167-178 

Dichter, E. (1985). What’s in an image. J Consum Market. 2(1), 75 -79 

Dobni, D., Zinkhan, G. (1990). In Search of Brand Image: a Foundation Analysis. Adv 

Consum Res. 17,110-119 

Donald, K. F., Goldsby, M. G. (2004). Corporate Entrepreneurs or Rogue Middle 

Managers? A Framework for Ethical Corporate Entrepreneurship. Journal of 

Business Ethics. 55(1), 13-30 

Donnellon, A., Ollila, S., and Middleton, K. W. (2014). Constructing entrepreneurial 

identity in entrepreneurship education. The International Journal of Management 

Education.

Down, S., and Warren, L. (2008). Constructing narratives of enterprise: cliches and 

entrepreneurial self-identity. International Journal of Entrepreneurial Behaviour 

and Research. 14(1), 4-23.

157



Drori, I., and Honig, B. (2013). A process model of internal and external legitimacy.

Organization Studies. 34(3), 345-376.

Duarte, P. O., Alves, H. B., and Raposo, M. B. (2010). Understanding university image: 

a structural equation model approach. International Review on Public and 

Nonprofit Marketing. 7(1), 21-36.

Dutton, J. E. and Dukerich, J. M. (1991), ‘Keeping an Eye on the Mirror: Image and 

Identity in Organizational Adaption’, Academy of Management Journal, 34, pp 

517-554

Dutton, J. E., Dukerich, J. M., and Harquail C. V. (1994). Organizational images and 

member identification. Administrative Science Quarterly. 39(2), 239-263.

Eagly, A., and Chaiken, S. (1993). The psychology of attitudes. Fort Worth, TX: 

Harcourt Brace Jovanovich.

European Pact for Youth Leaders, (2017), Entrepreneurship education -  time to move up 

a gear, Pact4Youth Leaders' meeting, European Entrepreneurship Education 

Summit, Brussels. https://ec.europa.eu/commission/commissioners /2014- 

2019/navracsics/ announcements/entrepreneurship-education-time-move-gear_en 

Evans, P., and Wurster, T. S. (1999). Getting real about virtual commerce. Harvard 

Business Review. 77, 84-94.

Fafaliou, I. (2012). Students’ propensity to entrepreneurship: an exploratory study from 

Greece, Int. J. Innovation and Regional Development, 4(3/4)

Felgueira, T., Rodrigues, R.G. (2012), Entrepreneurial orientation, market orientation 

and performance of teachers and researchers in public higher education 

institutions. Public Policy and Administration, 11(4), 703-718 

Fill, C., and Marwick, N., (1997), Towards a framework for managing corporate 

identity, European Journal of Marketing, Vol. 31, No. 5/6, pp. 396-409 

Fiol, C. M. (1991). Managing culture as a competitive resource: an identity-based view 

of sustainable competitive. Journal of Management 17(1), 191-211.

Fiol, C. M. (2002). Capitalizing on paradox: The role of language in transforming 

organizational identities. Organization Science. 13(6), 653-666.

Fombrun , C . J . ( 1996 ) Reputation: Realizing Value from the Corporate Image , 

Harvard Business School Press, Boston .

Fombrun, C. and M. Shanley (1990), ‘What’s in a Name? Reputation Building and 

Corporate Corporate Strategy’, Academy of Management Journal, 33, 233-258. 

Fombrun, C. J., and Van Riel, C. B. M. (2004). Fame and fortune: How successful 

companies build winning reputations. Upper Saddle River, NJ: Prentice-Hall.

158

https://ec.europa.eu/commission/commissioners


Fornell, C. (1992). National satisfaction barometer: the Swedish experience. Journal of 

Marketing, 26, 6-21.

Fowle, M., Vassaux, C. (2017). Entrepreneurial universities, their reputations and their 

websites: An online content analysis. Proceedings of the European Conference on 

Innovation and Entrepreneurship, ECIE. September, 2017, Pages 231-239

Fox, W. P., and Everton, S. F. (2013). Mathematical Modeling in Social Network 

Analysis: Using TOPSIS to Find Node Influences in a Social Network. Journal of 

Mathematics and System Science 3 531-541

Frankfort-Nachmias, C. and Nachmias, D. (2008) Research Methods in the Social 

Sciences. 7th Edition, Worth, New York.

Frey, L. R., Botan, C. H., and Kreps, G. L. (2000). Investigating communication: An 

introduction to research methods (2nd ed.). Boston: Allyn and Bacon.

Friar, J. H., Meyer, M. H. (2003). Entrepreneurship and Start-Ups in the Boston Region: 

Factors Differentiating High-Growth Ventures from Micro-Ventures. Small 

Business Economics. 21(2), 145-152.

Fumasoli, T., and Stensaker, B. (2013). Organizational studies in higher education: A 

reflection on historical themes and prospective trends. Higher Education Policy 

(forthcoming).

Gioia, D. A., and Thomas, J. B. (1996). Identity, image, and issue interpretation: 

Sensemaking during strategic change in academia. Administrative Science 

Quarterly. 41(3), 370-403.

Gioia, D. A., Schultz, M., and Corley, K. G. (2000). Organizational identity, image, and 

adaptive instability. Academy of Management Review. 25(1), 63- 81.

Goffman, E. (1963). Behavior in Public Places: Notes on the Social Organization of 

Gatherings. Free Press, New York.

Goffman, E. (1959.) The Presentation of Self in Everyday Life. Doubleday: New York, 

NY

Goldfarb, B., and Henrekson, M. (2003). Bottom-up versus top-down policies towards 

the commercialization of university intellectual property. Research Policy, 32: 

639-658.

Gotsi, M., Wilson, A. (2001). Corporate Reputation: Seeking a Definition. Corp Comm 

Int J. 6(1), 24-30

Gray B, Fam K, Llanes, V (2003) Branding universities in Asian markets. J Prod Brand 

Manag 12(2):108-11 8

Gray, J. G., (1986). Managing the Institutional Image, Quorum Books, Westport, CT.

159



Green, K. (1996, March/April). Planning your presence on the Web Change. 28(2), 67­

70.

Gregor, S. (2006). The Nature of Theory in Information Systems. MIS Quarterly. 30(3), 

611-642

Gregory, J. (1999). Marketing Corporate Image—The Company As Your Number One 

Product, 2nd edn. Illinois, NTC Business Books, Lincolnwood 

Gregory, C. K., Meade A. W., and Thompson L. F. (2013). Understanding internet 

recruitment via signaling theory and the elaboration likelihood model. Computers 

in Human Behavior. 29, 1949-1959 

Gregson, N., and Rose, G. (2000). Taking butler elsewhere: Performativities, spatialities 

and subjectivities. Environment and Planning D: Society and Space 18(4), 433­

452.

Guess, A. (2007, September 14). Facelifts for the Facebook generation. Inside Higher 

Ed. Retrieved from http://insidehighered.com/news/2007/09/14/websites.

Guillen, M.F., and Suarez, S.L. (2001). Developing the Internet: entrepreneurship and 

public policy in Ireland, Singapore, Argentina, and Spain. Telecommunications 

Policy 25 (2001) 349-371 

Gutman J, Miaoulis G (2003) Communicating a quality position in service delivery: an 

application in higher education. Manag Serv Qual 13(2):105 -111 

Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M., (2013). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM). Sage, Thousand Oaks 

Halstead, D., Hartman, D., and Smidt, S. L. (1994). Multisource effects on the 

satisfaction formation process. Journal of Academy of Marketing Science, 22,114­

29.

Hannon, P.D. (2013) Why is the Entrepreneurial University Important? Journal of 

Innovation Management, 1(2), 10-17 

Harmeling, S. S. (2011). Re-storying an entrepreneurial identity: education, experience 

and self-narrative. Education  ̂Training, 53(8/9), 741-749.

Hatch, M. J., and Schultz, M. (2004). Scaling the Tower of Babel: Relational differences 

between identity, image and culture in organizations. In M. J. Hatch, M. Schultz, 

and H. Larsen (Eds.), Organizational identity—a reader. Oxford: Oxford 

University Press.

160

http://insidehighered.com/news/2007/09/14/websites


Hatch, M.J., and Schultz, M. (2000). Scaling the Tower of Babel: Relational differences 

between identity, image and culture in organisations. In M. Schultz, M.J. Hatch, 

and M.H. Larsen (Eds.) The expressive organization—linking identity, reputation 

and corporate brand. Oxford: Oxford University Press 

He, H., and Baruch, Y. (2009). Transforming organizational identity under institutional 

change. Journal of Organizational Change Management, 22(6): 575-599 

Heding, T., Knudtzen, C. F., and Bjerre, M. (2009). Brand management: Research, 

theory and practice. London and New York: Routledge.

Hendricks, W. M. (2006). The influence of the Internet on the choice set of prospective 

college students during the search and choice stages of the college selection 

process (Doctoral dissertation). Retrieved from ProQuest Dissertations and Theses 

database. (UMI No. 3255642)

Henkel, M. (2005). Academic identity and autonomy in a changing policy environment.

Higher Education, 49(1/2), 155-176.

Hess, A. (2018). The 10 best business schools for entrepreneurs. 

https://www.cnbc.com/2018/03/29/the-10-best-business-schools-for- 

entrepreneurs.html

Hickey-Moody, A., and Wood, D. (2008). Virtually sustainable: Deleuze and desiring 

differenciation in second life. Continuum: Journal of Media and Cultural Studies 

22(6), 805-816.

Hirschheim, R., and Klein, H. K. (1989). Four paradigms of information systems 

development. Communications o f the ACM. 32(10): 1199-1216 

Hoffman, D. L., Novak, T. P., and Chatterjee, P. (1997). Commercial scenarios for the 

web: opportunities and challenges. In Electronic Commerce (Kalakota R and 

Whinston AB, Eds), Wesley, Reading, MA.

Horrigan, J., and Rainie, L. (2006, April 19). The Internet’s growing role in life’s major 

moments. Retrieved from http://www.pewinternet. org/pdfs/ PIP_ 

Major%20Moments_2006.pdf 

Hsu, I.-C. (2008). Knowledge sharing practices as a facilitating factor for improving 

organizational performance through human capital: A preliminary test. Expert 

Systems with applications. 35 (3): 1316-1326.

Hu, C., and Soong, A. K. F. (2007, March). Beyond electronic brochures: Analysis of 

Singapore primary school websites. Educational Media International, 44(1), 33-42.

161

https://www.cnbc.com/2018/03/29/the-10-best-business-schools-for-
http://www.pewinternet


Hu, J., Du, Y., Mo, H., Wei, D. and Deng, Y. (2016). A modified weighted TOPSIS to 

identify influential nodes in complex networks. Physica A: Statistical Mechanics 

and its Applications. 444: 73-85.

Hwang, C.L.; Yoon, K. (1981). Multiple Attribute Decision Making: Methods and 

Applications. New York: Springer-Verlag.

Hytti, U. (2005), New meanings for entrepreneurs: from risk-taking heroes to safe- 

seeking professionals. Journal of Organizational Change Management, 18, 6 , 594­

611.

Ismail, Kamariah. (2013). Minister of higher education entrepreneurial award 2013 

report.

Ivy, J. (2001). Higher education institution image: a correspondence analysis approach. 

International Journal of Educational Management. 15(6), 276-282.

Jahng, J. J., Jain, H., and Ramamurthy, K. (2002). Personality traits and effective-ness of 

presentation of product information in e-business systems. European Journal of 

Information Systems 11(3), 181-195.

Jain, S., George, G., and Maltarich, M. (2009). Academics or entrepreneurs? 

Investigating role identity modification of university scientists involved in 

commercialization activity, Research Policy, 38(6):922-935.

Johansson, A. W. (20 04). Narrating the entrepreneur. International Small Business 

Journal, 22 (3), 273-293.

Jones, C., and Spicer, A. (2005). The sublime object of entrepreneurship Organization. 

12(2), 223-246.

Jones, E. E., and Pittman, T. S. (1982). Toward a general theory of self-presentation. In 

J. Suls (Ed.), Psychological Perspectives on the Self (vol. 1, pp. 231-260) 

Hillsdale, NJ: Lawrence Erlbaum and Associates.

Jones, J. M. (2002). University image: Perceptions held by internal and external 

stakeholders of East Tennessee State University. Doctoral Thesis. USA: East 

Tennessee State University.

Jung, C. G. (1971). Collected Works, Volume Six: Psychological Types. Princeton 

University Press, Princeton, NJ.

Jurs, S. and Wiersma, W. (2009). Research methods in education: An introduction, 

Boston, MA: Pearson Higher Education

Kalar, B., Antoncic, B. (2015), The entrepreneurial university, academic activities and 

technology and knowledge transfer in four European countries. Technovation 36­

37, 1-11

162



Kamariah, I., Melati, A. A., Wan Omar, W. Z., Azizd, A. A., Khairiah, S., and Ch. 

Shoaib, A. (2015). Entrepreneurial Intention, Entrepreneurial Orientation of 

Faculty and Students towards Commercialization, Social and Behavioral Sciences, 

181,349 -  355

Kang, S., and Norton, H. (2006, November). Colleges and universities’ use of the World 

Wide Web: A public relations tool for the digital age. Public Relations Review. 

32(4), 426-428.

Katelyn Y. A. McKenna. (2012). Through the Internet looking glass: Expressing and 

validating the true self. Oxford Handbook of Internet Psychology 

Kazoleas, D., Yungwook, K., and Moffitt, M. A. (2001). Institutional image: a case 

study, Corporate Communications: An International Journal. 6(4), 205-216.

Kiani Mavi, R. (2014), Indicators of Entrepreneurial University: Fuzzy AHP and Fuzzy 

TOPSIS Approach, Journal of the Knowledge Economy, 5 (2), 370-387 

King, B.G., Clemens, E.S., and Fry, M. (2010). Identity Realization and Organizational 

Forms: Differentiation and Consolidation of Identities among Arizona’s Charter 

Schools. Organization Science 

Klaunig, J. (2005, June 23). Universities attract new students via websites. Indiana Daily 

Student via U-Wire. Retrieved from http://ezp.tccd.edu:2107/universe/printdoc 

Klein, A. (2005, January). Look to the web to increase recruitement: The college website 

continues to influence enrolment decisions. Is your site up to par? Business 

Technology, 37-39. Retrieved from http://www.universitybusiness.com 

Kotler, P., and Fox, K. (1995), Strategic Marketing for Educational Institutions, 2nd ed., 

Prentice-Hall, Englewood Cliffs, NJ.

Krejcie, R.V., and Morgan, D.W. (1970), Determining Sample Size for Research 

Activities, Educational and Psychological Measurement, 30, 607-610. 

Krippendorff, K. (2004). Content analysis: An introduction to its methodology (2nd ed.).

Thousand Oaks, CA: Sage Publications.

Kumphai, P. (2006), Cultural Products: Definition and Website Evaluation. Master of 

Science Thesis, Oklahoma State University.

Kuttima, M., Kallaste, M., Venesaar, U., and Kiis, A. (2014) Entrepreneurship education 

at university level and students’ entrepreneurial intentions. Social and Behavioral 

Sciences, 110:658 -  6 6 8  

Labianca, G., Fairbank, J. F., Thomas, J. B., and Gioia, D. A. (2001). Emulation in 

academia: Balancing structure and identity. Organization Science. 12(3), 312-330.

163

http://ezp.tccd.edu:2107/universe/printdoc
http://www.universitybusiness.com


Landrum, R. E., Turrisi, R., and Harles, C. (1998). University image: The benefits of 

assessment and modelling. Journal of Marketing for Higher Education, 9(1), 53­

6 8 .

Leary, M. R. (1996). Self-presentation: Impression management and interpersonal 

behavior. Boulder, CO: Westview Press.

Leary, M. R., and Kowalski, R. M. (1990). Impression Management: A Literature 

Review and Two-Component Model. Psychological Bulletin, 107(1), 34-47

Lee, L., Wong, P. K., Foo, M. D., and Leung, A. (2011). Entrepreneurial intentions: The 

influence of organizational and individual factors. Journal of Business Venturing. 

26:124-136

Levitz, R.R., Noel, L., and Richter, B.J. (1999). Strategic moves for retention success. 

New Directions for Higher Education, Winter. 31-49.

Lin, T. C., Wu, S. and Lu, C. T. (2012). Exploring the affect factors of knowledge 

sharing behavior: The relations model theory perspective. Expert Systems with 

Applications. 39 (1): 751-764.

Li, M., Jin, L. and Wang, J. (2014). A new MCDM method combining QFD with 

TOPSIS for knowledge management system selection from the user's perspective 

in intuitionistic fuzzy environment. Applied Soft Computing. 21: 28-37.

Lohse, G. L., and Spiller, P. (1998). Electronic shopping. Communications of the ACM. 

41, 81-87.

Lohse, G. L., and Spiller, P. (1999). Internet retail store design: how the user interface 

influences traffic and sales. Journal of Computer Mediated Communication. 5(2), 

1 - 2 0 .

Looy, B.V., Landoni, P., Callaert, J., Pottelsberghe, B.V., Sapsalis, E., and Debackere, 

K. (2011). Entrepreneurial effectiveness of European universities: An empirical 

assessment of antecedents and trade-offs. Research Policy, 40: 553-564

Lubbe, I. (2013). Choice factors and the perceived value that influence prospective 

university students’ intention to enrol - a choice model. PhD in Marketing 

Management in the Faculty of Management at the University of Johannesburg. 

Retrieved from: https://ujdigispace.uj.ac.za

Luque-Martinez, T., Del Barrio-Garcia, S., Iba ~nez-Zapata, J. A., and Rodriguez- 

Molina, M. A. (2007). Modeling a city’s image: The case of Granada.Cities, 24(5), 

335-352.

Luque-Martinez. T., Barrio-Garcia, S. (2009). Modeling university image: the teaching 

staff viewpoint. Publ Relat Rev. 35(3), 325-327

164

https://ujdigispace.uj.ac.za


Lyons, B. D. and Marler, J. H. (2011), Got image? Examining organizational image in 

web recruitment, Journal of Managerial Psychology. 26(1), pp. 58-76 

MacDonald, G. P. (2013). Theorizing university identity development: multiple 

perspectives and common goals, High Educ. 65, 153-166 

Maes, J., Leroy, H., and Sels, L. (2014). Gender differences in entrepreneurial intentions: 

A TPB multi-group analysis at factor and indicator level. European Management 

Journal, 32: 784-794

Mano, H., and Oliver, R. L. (1993). Assessing the dimensionality and structure of the 

consumption experience: evaluation, feeling and satisfaction, Journal of Consumer 

Research, 20, 451-466.

Marginson, S. (2006). Dynamics of national and global competition in higher education.

High Educ. 52(1), 1-39 

Markwick, N. and Fill, C. (1997), “Towards a framework for managing corporate 

identity”, European Journal of Marketing, Vol. 31 Nos 5/6, pp. 396-409.

Martin, T. J. (2006). Information Processing and College Choice: An Examination of 

Recruitment Information on Higher Education Web Sites Using the Heuristic- 

Systematic Model, The Florida State University College of Communication 

Mazzarol, T., and Soutar, G. N. (1999). Sustainable competitive advantage for 

educational institutions: a suggested model, the International Journal of 

Educational Management. 13(6), 287-300 

McGuire, S.J.J. (2003). Entrepreneurial Organizational Culture: Construct Definition and 

Instrument Development and Validation. Doctor of Philosophy Dissertation, The 

George Washington University 

McKenna, K.Y.A. (2007). Through the internet looking glass: expressing and validating 

the true self. In The Oxford Handbook of Internet Psychology (Joinson, A.N., 

McKenna, K.Y.A., Postmes, T., and Reips U-D, Eds), pp 205-221, Oxford 

University Press, New Y ork.

Meijer, M. M., and Kleinnijenhuis, J. (2006). News and corporate reputation: Empirical 

findings from the Netherlands. Public Relations Review, 32, 341-348.

Melewar, T.C. (2003). Determinants of the corporate identity construct: a review of the 

literature. Journal of Marketing Communications. 9: 195-220 

Melewar, T.C. and Saunders, J. (1999) International corporate visual identity: 

standardization or localization? Journal of International Business Studies 30(3), 

583-98.

165



Meyer, K. A. (2008). The “Virtual Face” of Institutions: What Do Home Pages reveal 

About Higher Education? Innov High Educ. 33, 141-157 

Michael Tyworth, (2014), Organizational identity and information systems: how 

organizational ICT reflect who an organization is, European Journal of 

Information Systems, 23, 69-8 

Miller, E. (1999). The website quality challenge.

http:www.soft.com/Products/Web/Technology/website.quality.html.

Millward Brown Interactive (1999) HOTWIRED Study.

http://www.mbinteractive.com/wired_report.html.

Ministry of Education Malaysia. (2015). Malaysia Education Blueprint (Higher 

Education) http://www.moe.gov.my/cms/upload_files/files/3_%20Malaysia%20 

Education%20Blueprint%2020152025%20%28Higher%20Education%29.pdf on 

15 th July 2015.

Mohamed, A. A., Gardner, W. L., and Paolillo, J. G. P. (1999). A taxonomy of 

organizational impression management tactics. Advances in Competitiveness 

Research, 7(1), 108-130.

Mohd Nor Hakimin, Y., Fakhrul Anwar, Z., and Mohamed Dahlan, I. (2015), 

Entrepreneurship Education in Malaysia’s Public Institutions of Higher Learning - 

A Review of the Current Practices, International Education Studies, 8(1)

Morgan, J. C. (2013). Impression management: The Web presence of college presidents 

Doctor of Education , Dallas Baptist University 

Mount, J., and Belanger, C. H. (2004). Entrepreneurship and Image Management in 

Higher Education: Pillars of Massification, The Canadian Journal of Higher 

Education. 34(2), 125-140 

Murtaugh, P.A., Burns, D.L., and Schuster, J. (1999). Predicting the retention of 

university students. Research in Higher Education. 47(3), 355-371.

Nabi, G., Linan, F. (2011). Graduate entrepreneurship in the developing world: 

intentions, education and development. Education + Training, 53(5): 325 - 334 

Nakamura, L. (2002). Cybertypes: Race, Ethnicity and Identity on the Internet.

Routledge, New York.

Nedorost, T. S. (2007). Residential life websites: Design guidelines for creating highly 

effective websites (Doctoral dissertation). Available from ProQuest Dissertations 

and Theses database. (UMI No. 3258138)

Neuendorf, K. A., (2002). The content analysis guidebook. Thousand Oaks, CA: Sage.

166

http://www.soft.com/Products/Web/Technology/website.quality.html
http://www.mbinteractive.com/wired_report.html
http://www.moe.gov.my/cms/upload_files/files/3_%20Malaysia%20


Nevado Gil, M. T., Gallardo-Vazquez, D., Carvalho, L. (2019). Entrepreneurship in a 

local government: An empirical study of information in the websites of antalejo 

region municipalities (Portugal). Innovar, 29 (71), pp. 97-112.

Nguyen, N., and LeBlanc, G. (2001). Image and reputation of higher education 

institutions in students’ retention decisions. International Journal of Educational 

Management. 15(6), 303-311.

Nielsen, J. (2002). Useit.com: usable information technology. http://www.useit.com. 

Nielsen, J. 2000. Designing web usability. Indianapolis, IN: New Riders Publishing. 

Nilashi, M. and Ibrahim, O. B. (2014). A model for detecting customer level 

intentions to purchase in B2C websites using TOPSIS and fuzzy logic rule- 

based system. Arabian Journal for Science and Engineering. 39 (3): 1907­

1922.

O’Mahony G, McWilliams A, Whitelaw P (2001) Why students choose a hospitality 

degree program: an Australian case study. Cornell Hotel Restaur Adm Q 42(1):92- 

96

Obembe, E., Otesile, O., and Ukpong, I. (2014). Understanding the students’ 

perspectives towards entrepreneurship. Social and Behavioral Sciences. 145: 5-11 

Obschonka, M., Silbereisen, R.K., Cantner, U., and Goethner, M. (2015). 

Entrepreneurial Self-Identity: Predictors and Effects Within the Theory of Planned 

Behavior Framework. Journal of Bus Psychol, 30:773-794 

Olins, W. (1989). Corporate Identity, Harvard Business School Press, Boston, MA 

Ollila, S., Middleton, K. W., and Donnellon, A. (2012). Entrepreneurial Identity 

Construction -  what does existing literature tell us?. Institute of Small Business 

and Entrepreneurship Conference 

Orlikowski, W. J., Baroudi, J. J. (1991). Studying Information Technology in 

Organizations: Research Approaches and Assumptions. Information Systems 

Research 2(1).

Osiri, J.K., McCarty, M.M., Jessup, L. (2013), Entrepreneurial culture in institutions of 

higher education: Impact on academic entrepreneurship, Journal of

Entrepreneurship Education, 16, 1-11 

Palacio A, Meneses G, Perez P (2002) The configuration of the university image and its 

relationship with the satisfaction of students. J Educ Admin 40(5):486 -505 

Palacio, A.B., Meneses, G. D., and Perez, P.J.P (2002),"The configuration of the 

university image and its relationship with the satisfaction of students", Journal of 

Educational Administration, 40(5), 486 -  505

167

http://www.useit.com


Palan, Hank. What is Web Presence? 2010. Available from 

http://hankpalan.com/blog/web-presence/what-web-presence.

Palmer, J. W., and Griffith, D. A. (1998). An emerging model of Web site design for 

marketing. Communications of the ACM. 41(3), 44-51.

Pampaloni, A. M. (2006). Communicating image: Creating and projecting organizational 

image to external stakeholders (Doctoral dissertation). Available from ProQuest 

Dissertations and Theses database. (UMI No. 3249326)

Paramewaran, R., and Glowacka, A. E. (1995). "University image: an information 

processing perspective", Journal of Marketing for Higher Education. 6(2), 41-56 

Peifer, M. (2012). Determining best practices and strategies for website redesign in 

higher education. (Master’s thesis). Available from ProQuest Dissertations and 

Theses database. (UMI No. 1518556)

Pentland, B. T. (1995). Information systems and organizational learning: The social 

epistemology of organizational knowledge systems. Accounting, Management and 

Information Technologies. 5(1), 1-21 

Perloff, R. M. (2003). The dynamics of persuasion: Communication and attitudes in the 

21st century (2nd ed.). Mahwah, NJ: Lawrence Erlbaum Associates.

Pfeifer, S., Sarlija, N., Susac, M. Z. (2016). Shaping the Entrepreneurial Mindset: 

Entrepreneurial Intentions of Business Students in Croatia. Journal of Small 

Business Management 54(1), 102-117.

Philpott, K., Dooley, L., O’Reilly, C., and Lupton, G. (2011). The entrepreneurial 

university: Examining the underlying academic tensions, Technovation, 31:161­

170

Pratt, M. G., and Rafaeli, A. (1997). Organizational dress as a symbol of multilayered 

social identities. Academy of Management Journal, 40(4), 862-898.

Price I, Matzdorf F, Smith L, Agahi H (2003) The impact of facilities on student choice 

of university. Facilities 21(10):212-222 

Raisian, K., Minouei, A., Khosravi, A., Hashemi, A., Nilashi, M., Ibrahim, O., Zakaria, 

R., Nazari, M. (2014). Multi-Criteria Approach for Customer Trust Model in 

Internet Banking: A Case of UTM CIBM Bank. Life Science Journal, 11(6)

Raja Suzana Raja Kasim and Wan Fauziah Wan Mustaffa (2010). Entrepreneurial 

experience in Higher Education in Malaysia. International Conference on Science 

and Social Research (CSSR 2010)

168

http://hankpalan.com/blog/web-presence/what-web-presence


Rao, H., Davis, G. F., and Ward, A. (2000). Embeddedness, social identity and mobility: 

Why firms leave the NASDAQ and join the New York stock exchange. 

Administrative Science Quarterly, 45, 268-292.

Rasmussen, E., Moen, O., and Gulbrandsen, M. (2006). Initiatives to promote 

commercialization of university knowledge. Technovation, 26 (4), 518-533.

Rauch, Andreas; Wiklund, Johan; Lumpkin, G. T.; Frese, Michael (2009). 

"Entrepreneurial Orientation and Business Performance: An Assessment of Past 

Research and Suggestions for the Future". Entrepreneurship: Theory & Practice. 

33 (3): 761-787. doi:10.1111/j.1540-6520.2009.00308.x. Retrieved 2015-02-05.

Riaz, A., Gregor, S., and Lin, A. (2018). Biophilia and biophobia in website design: 

Improving internet information dissemination. Information & Management. 55, 

199-214Rigg, C., and O'Dwyer, B. (2012). Becoming an entrepreneur: researching 

the role of mentors in identity construction. Education Training. 54(4), 319- 329. 

Organizing for global competition: The fit of information technology.

Rindova, V. P., and Fombrun, C. J. (1998). The eye of the beholder: The role of 

corporate reputation in defining organizational identity. In D. A. Whetten and P. 

C. Godfrey (Eds.), Identity in organizations: Building theory through 

conversations (pp. 62-66). Thousand Oaks, CA: Sage.

Rindova, V., Williamson, I., Petkova, A., and Sever, J. (2005). Being good or being 

known: An empirical examination of the dimensions, antecedents, and 

consequences of organizational reputation. Academy of Management Journal. 

48(6), 1033-1049.

Riordan C. M., Gatewood R. D., Bill J. B. (1997), Corporate Image: Employee 

Reactions and Implications for Managing Corporate Social Performance, Journal 

of Business Ethics 16: 401-412.

Roberts, L. M., and Dutton, J. E. (Eds.) (2009). Exploring positive identities and 

organizations: Building a theoretical and research foundation. New York, NY: 

Routledge.

Roberts, L.M. (2005). Changing Faces: Professional Image Construction in Diverse 

Organizational Settings. The Academy of Management Review, 30 (4): 685-711

Rosenfeld, P., Giacalone, R. A., and Riordan, C. A. (2002). Impression management: 

Building and enhancing impressions at work. London, UK: Thompson Learning.

Rozan, Mohd Zaidi Abd , and Yoshiki Mikami. (2005). An exploratory analysis of 200 

malaysian enterprise websites based on web presence measurement model 

(wpmm). Proceedings of International Conference on E-Commerce

169



Rubin, R. B., Rubin, A. M., and Piele, L. J. (2005). Communication research: Strategies 

and sources (6th ed.). Belmont, CA: Wadsworth.

Rynes, S. L., Bretz, R. D. J., and Gerhart, B. (1991). The importance of recruitment in 

job choice: A different way of looking. Personnel Psychology, 44, 487-521.

Rynes, S. L., Heneman, H. G. III, and Schwab, D. P. (1980). Individual reactions to 

organizational recruiting: A review. Personnel Psychology, 33, 529-542.

Rynes, S. L., and Miller, H. E. (1983). Recruiter and job influences on candidates for 

employment. Journal of Applied Psychology, 68, 147-154.

Rynes, S.L. and Cable, D.M. (2003), “Recruitment research in the twenty-first century”, 

in Borman, W.C., Ilgen, D.R. and Klimoski, R.J. (Eds), Comprehensive Handbook 

of Psychology: Industrial and Organizational Psychology, 12, pp. 55-76.

Rynes, S.L., Bretz, R.D. Jr and Gerhart, B. (1991), “The importance of recruitment in 

job choice: a different way of looking”, Personnel Psychology, 44, pp. 487-521.

Salahshour Rad, M., Mohamed Dahlan, H., Iahad, N. A. Nilashi, M., and Zakaria, R.

(2014). Assessing the factors that affect adoption of social research network site 

for collaboration by researchers using multicriteria approach. Journal of 

Theoretical and Applied Information Technology. 65 (1)

Salwah Che Mata, Siti Mistima Maat, Norhatta Mohd. (2015). Identifying Factors that 

Affecting the Entrepreneurial Intention among Engineering Technology Students, 

Social and Behavioral Sciences, 211, 1016-1022

Sanchea-Franco, M. J., Villarejo-Ramos, A. F., Peral-Peral, B., Buitrago-Esquinas, E. 

M., and Roldan, J. L. (2013). Users’ perception of visual design and the usefulness 

of a web-based educational tool, Social and Behavioral Sciences, 93, 1916-1921

Santiago, R., Carvalho, T., and Relva, R. (2008). Research and the universities’ image. 

European Journal of Education. 43(4), 495-512.

Sawilowsky, S (2009). "New effect size rules of thumb". Journal of Modern Applied 

Statistical Methods. 8 (2): 467-474.

Schein, E. H. (1992). Organizational culture and leadership. San Francisco, CA: Jossey- 

Bass.

Schlenker, B. R. (1980). Impression Management: The self-concept, social identity, and 

interpersonal relations. Monterey, CA: Brooks/Cole Publishing.

Schlenker, B. R., and Weigold, M. F. (1992). Interpersonal processes involving 

regulation and management. Annual Review of Psychology, 34, 133-168.

Schneider, B. (1987). The people make the place. Personnel Psychology, 40, 437-453.

170



Schultz, M., and Hatch, M. J. (2009). Of bricks and brands: From corporate to enterprise 

branding. Organizational Dynamics, 38 (2), 117-130.

Schultze, U. (2014). Performing embodied identity in virtual worlds. European Journal 

of Information Systems. 23, 84-95

Sekaran, U. (2003). Research methods for business: A skill building approach 4th ed. 

United States: Jon Wiley & Sons

Sevier, R. A. (1998). Integrated marketing for colleges, universities and schools. 

Washington, DC: Council for Advancement and Support of Education.

Sevier, R. A., and Johnson, R. E. (1999). Integrated marketing communication. 

Washington, DC: Council for Advancement and Support of Education.

Shaffer, M. J. (2011). Entrepreneurial Innovation: Patent Rank and Marketing Science. 

Doctor of Philosophy Dissertation, WASHINGTON STATE UNIVERSITY.

Sidorova, A, Evangelopoulos, N, Valacich, J. S., and Ramakrishnan, T, (2008), 

Uncovering the Intellectual Core of the Information Systems Discipline, MIS 

Quarterly, 32(3), 467-482

Siegbahn, C., and Oman, J. (2004). Identity and Image of a University. Case Studies of 

Management and Students at Lulea University of Technology, Lulea University of 

Technology, Suecia.

Singh, S. N., and Dalal, N. P. (1999). Web pages as advertisements.’ Communications of 

the ACM. 42(8), 91-98.

Sluss, D. M., and Ashforth, B. E. (2007). Relational identity and identification: defining 

ourselves through work relationships. Academy of Management Review 32(1 ), 9

-  32.

Smith, C. (2001). ‘Same Old’ Attitude Is No Way to Find Corp Identity. Marketing 

February. 21

Smith, E.B. (2011). Identities as Lenses: How Organizational Identity Affects 

Audiences' Evaluation of Organizational Performance. Administrative Science 

Quarterly, 56: 61-94

Smith, L., Cavusgil, T. (1984). Marketing planning for colleges and universities. Long 

Range Planning. 17(6), 104 -117

Smith, R. (2011). The role of storyboards and scrapbooks in propagating entrepreneurial 

value in family business settings. World Review of Entrepreneurship, 

Management and Sustainable Development. 7(3), 260-271.

Soutar, G. N., and Turner, J. P. (2002). Students’ preferences for university: A conjoint 

analysis. The International Journal of Educational Management, 16(1), 40-45.

171



Spence, M. (1973). Job market signaling. Quarterly Journal of Economics, 87, 355-374. 

Spence, M. (1974), Market signaling: Informational Transfer in Hiring and Related 

Screening Processes (Harvard University Press, Cambridge, MA).

Steel, J. (2006). Using history to understand the evolution of online marketing. Three 

CUES. Retrieved from http://www.gdais.com/3cues/spring06/2006 spring.html 

Steiner, L. (2003). Roots of identity in real estate industry. Corporate Reputation 

Review, 6(2), 178-196.

Steiner, L., Sundstro, A. C., Sammalisto, K. (2013). An analytical model for university 

identity and reputation strategy work. High Educ. 65, 401-415 

Stensaker, B. (2004). The transformation of organizational identities . Enschede: 

Cheps/University of Twente.

Stensaker, B. (2014). "Organizational identity as a concept for understanding university 

dynamics." Higher Education. 1-13.

Strozier, R.M. (2002). Foucault, Subjectivity, and Identity: Historical Construction of 

Subject and Self. Wayne State University Press, Detroit.

Stuart, H. (1999). Towards a definitive model of the corporate identity management 

process, Corporate Communications: An International Journal. 4(4), 200-207 

Sung, M., Yang, S. (2008). Toward the model of university image: the influence of 

brand personality, external prestige, and reputation. Journal of Public Relation 

Research. 20(4), 357-376 

Sveningsson, S. and Alvesson, M. (2003). "Managing Managerial Identities: 

Organizational Fragmentation, Discourse and Identity Struggle" Human Relations. 

56(10), 1163-1193.

Sylva, H., and Mol, S. T. (2009). E-recruitment: A study into applicant perceptions of an 

online application system. International Journal of Selection and Assessment, 17, 

311-323. http://dx.doi.org/10.1111/j.1468-2389.2009.00473.x.

Taatila, V. and Down, S. (2012). Measuring entrepreneurial orientation of university 

students, Education + Training, 54(8/9), 744-760 

Tajfel, H., and Turner, J. C. (1979). An integrative theory of intergroup conflict. In The 

Social Psychology of Intergroup Relations (Austin, W.G. and Worchel, S., Eds), 

33 -  47, Brooks/Cole, Monterey, CA.

Tedeschi, B. (1999). Good Web site design can lead to healthy sales. New York Times 

E-Commerce Report August 30, 1999.

172

http://www.gdais.com/3cues/spring06/2006
http://dx.doi.org/10.1111/j.1468-2389.2009.00473.x


Tedeschi, J.T., and Melburg, V. (1984). Impression management and influence in the 

organization. In S. B. Bacharach and E. J. Lawler (Eds.), Research in the sociology 

of organizations (Vol. 3, pp. 31-58). Greenwich, CT: JAI Press.

Terkla, D.G., and Pagano, M.F. (1993). Understanding institutional image. Research in 

Higher Education. 34, 11-22.

The Mediating Role of Self-Efficacy in the Development of Entrepreneurial Intentions

Thompson, J. D.: 1967, Organizations in Action (McGraw-Hill, New York.

Thompson, L. F., Braddy, P. W., Wuensch, K. L. (2008). E-recruitment and the benefits 

of organizational web appeal, Computers in Human Behavior 24, 2384-2398

Thorp, H., and Goldstein, B. (2010). The Entrepreneurial University 

https://www.insidehighered.com/views/2010/09/27/entrepreneurial-university

Tijssen, R. J.W. (2006). Universities and industrially relevant science: Towards 

measurement models and indicators of entrepreneurial orientation. Research 

Policy 35:1569-1585.

Todorovic ZW, McNaughton RB, Guild P. (2005) Making University departments more 

entrepreneurial: the perspective from within. Int J. Entrepreneursh Innovation; 

6 (2 ):1 2 2 .

Todorovic, Z.W. (2004). The Entrepreneurial Orientation of University Departments and 

its Relationship to the Incidence of Commercial Activity, Management Sciences, 

Waterloo, Ontario.

Todorovic, Z.W., McNaughton, R.B., and Guild, P. (2011). ENTRE-U: An 

entrepreneurial orientation scale for universities. Technovation, 31:128-137.

Topalian, A. (1984). Corporate identity: beyond the visual overstatements. International 

Journal of Advertising 3, 55-62.

Tractinsky, N., Katz, A. S., and Ikar, D. 2000. What is beautiful is usable. Interacting 

with Computers, 13: 127-145.

Treadwell, D. F., and Harrison, T. M. (1994). Conceptualizing and assessing 

organizational image: Model images, commitment and communication.Communi- 

cation Monographs , 61, 63-85.

Truxillo, D. (1999), "Applicant Reactions to Test Score Banding in Entry-Level and 

Promotional Contexts ", Journal of Applied Psychology, 84, 322-339.

Tsai, W. and Yang, I. W., (2010) Does Image Matter to Different Job Applicants? The 

influences of corporate image and applicant individual differences on 

organizational attractiveness, International Journal of Selection and Assessment 

,18(1)

173

https://www.insidehighered.com/views/2010/09/27/entrepreneurial-university


Tyworth, M. (2014). Organizational identity and information systems: how 

organizational ICT reflect who an organization is. European Journal of 

Information Systems. 23, 69-83.

Ummi Salwa Ahmad Bustamam, Mahazan Abdul Mutalib, Siti Nubailah Mohd Yusof,

(2015). Graduate employability through entrepreneurship: A case study at USIM. 

Procedia - Social and Behavioral Sciences. 211, 1117 -  1121 

U.S.NEWS (2018), Best Entrepreneurship Programs, https://www.usnews.com/best- 

graduate-schools/top-business-schools/entrepreneurship-rankings 

U.S.NEWS Business Schools Methodology (2018) Methodology: 2019 Best Business 

Schools Rankings. https://www.usnews.com/education/best-graduate- 

schools/articles/business-schools-methodology 

UTM Corporate Publication and Branding. (2018). About UTM, https://corporateaffairs.

utm.my/corporatepublication/about-utm/

Van den Bosch, A. L. M., de Jong, M. D. T., and Elving, W. J. L. (2005). How corporate 

visual identity supports reputation. Corporate Communications: An International 

Journal, 10(2), 108-116.

Van Doorn, N. (2010). The ties that bind: the networked performance of gender, 

sexuality and friendship in MySpace. New Media & Society 12(4), 583-602. 

Venesaar, U., Kolbre, E., and Piliste, T. (2006). Students’ Attitudes and Intentions 

toward Entrepreneurship at Tallinn University of Technology, TUTWPE, 154 

Vilnai-Yavetz, I., and Tifferet, S. (2009). Images in academic Web pages as marketing 

tools: Meeting the challenge of service intangibility. Journal of Relationship 

Marketing. 8(2), 148-164.

Vora, P. (1998). Designing for the Web: a survey, Interactions. 5(3), 13-30.

Wales, W. (2013). "Entrepreneurial Orientation". In Kessler, E. H. Encyclopedia of 

Management Theory. Thousand Oaks, CA: Sage Publications. pp. 243-246. 

doi:10.4135/9781452276090.n74. Retrieved 2015-02-05.

Wales, W. (2015). "Entrepreneurial orientation: A review and synthesis of promising 

research directions". International Small Business Journal. n/a (n/a): 1-13. 

doi:10.1177/0266242615613840.

Wales, W., Gupta, V., Mousa, F. (2013). "Empirical research on entrepreneurial 

orientation: An assessment and suggestions for future research". International 

Small Business Journal. 31 (4): 357-383. doi:10.1177/0266242611418261. 

Retrieved 2015-02-05.

174

https://www.usnews.com/best-
https://www.usnews.com/education/best-graduate-
https://corporateaffairs


Walikainen, D. K. (2009). What’s it like there: Toward a rhetoric of university maps and 

tours (Doctoral dissertation). Available from ProQuest Dissertations and Theses 

database. (UMI No. 3354997)

Walker, H. J., Field, H. S., Giles, W. F., Bernerth, J. B., and Short, J. C. (2011). So what 

do you think of the organization? A contextual priming explanation for 

recruitment Web site characteristics as antecedents of job seekers’ organizational 

image perceptions. Organizational Behavior and Human Decision Processes. 114, 

165-178

Walker, K. (2010). A Systematic Review of the Corporate Reputation Literature: 

Definition, Measurement, and Theory. Corporate Reputation Review, 12(4), 357­

387

Walsham, G. (1993). Interpreting information systems in organizations. John Wiley & 

Sons, Inc.

Wang, Y.S., Lin, S.J., Yeh, C.H., Li, C.R., and Li, H.T. (2016). What drives students’ 

cyber entrepreneurial intention: The moderating role of disciplinary difference. 

Thinking Skills and Creativity, 22:22-35

Wangenge-Ouma, G., and Langa, P. (2010). Universities and the mobilization of claims 

of excellence for competitive advantage. Higher Education, 59, 749-764.

Wangqvist, M., Frisen, A. (2016). Who am I Online? Understanding the Meaning of 

Online Contexts for Identity Development. Adolescent Research Review. 1(2), 

139-151

Warrick, D. D. (2017). What leaders need to know about organizational culture. 

Business Horizons. 6  : 395-404

Waskul, D., and Vannini, P. (Eds) (2006) Introduction: the body in symbolic interaction. 

In Body/Embodiment: Symbolic Interaction and the Sociology of the Body, pp 1­

18, Ashgate, Hampshire, UK.

Weick, K. E. (1995). Sense making in organizations. London: Sage Publications.

Westcott, A. S., (2001). Modeling corporate identity: a concept explication and 

theoretical explanation, Corporate Communications: An International Journal. 

6(4), 173-182

Whetten , D . A . ( 1997 ) ‘ Part II: Where do reputations come from?: Theory 

development and the study of corporate reputation ’ , Corporate Reputation 

Review , 1 (1) , 26 -  34 .

Whetten, D. (2006). Albert and Whetten revisited: Strengthening the concept of 

organizational identity. Journal of Management Inquiry, 15 (3), 219-234.

175



Whetten, D. A., and Godfrey, P. C. (1998). Identity in organizations: Building theory 

through conversations. Thousand Oaks, CA: Sage.

Whetten, D. A., and Mackey, A. (2002 ). A social actor conception of organizational 

identity and its implications for the study of organizational reputation’, Business 

and Society, 41 (4), 393 -  414.

Whitley, E. A., Gal, U., Kjaergaard, A. (2014). Who do you think you are? A review o f 

the complex interplay between information systems, identification and identity. 

European Journal of Information Systems. 23(1), 17-35.

Wilkins, S., and Huisman, J. (2013). Student evaluation of university image 

attractiveness and its impact on student attachment to international branch 

campuses. Journal of Studies in International Education, 17(5), 1-17.

http://doi.org/10.1177/1028315312472984

Will, E.M., and Callison, C. (2006). Web presence of universities: Is higher education 

sending the right message online? Public Relations Review 32, 180-183.

Wills, R. (2007). Organizational Recruitment Web Sites: The Influence of Web Site 

Aesthetics on Initial Affective Reactions to the Site and Subsequent Attraction to 

the Organization, Clemson University, All Theses. Paper 252.

Williamson, I.O., Lepak, D.P. and King, J. (2003), “The effect of company recruitment 

web site orientation on individuals’ perceptions of organizational attractiveness”, 

Journal of Vocational Behavior, 63, pp. 242-63.

Winter, S. J., Saunders, C., and Hart, P. (2003). Electronic window dressing: impression 

management with websites. European Journal of Information Systems. 12(4), 309­

322.

Wong, P.K., Ho, Y.P., and Singh. A. (2007). Towards an ‘‘Entrepreneurial University’’ 

Model to Support Knowledge-Based Economic Development: The Case of the 

National University of Singapore. World Development. 35(6), 941-958.

Wu, G. (1999). Perceived Interactivity and Attitude toward Website. Annual Conference 

of American Academy of Advertising Albuquerque, New Mexcio.

Wu, Y.C.J., Kuo, T., and Shen, J.P. (2013). Exploring social entrepreneurship education 

from a Web-based pedagogical perspective. Computers in Human Behavior. 29, 

329-334

Yavas, U., and Shemwell, D. J., (1996). "Graphical representation of university image: a 

correspondence analysis", Journal for Marketing for Higher education. 7(2), 75-84

Yost, M., Tucker, S. (1995). Tangible evidence in marketing a service: The value of a 

campus visit in choosing a college. J Market High Educ. 6(1),47 -67

176

http://doi.org/10.1177/1028315312472984


Zhang, S. X., and Cueto, J. (2017). The Study of Bias in Entrepreneurship.

Entrepreneurship Theory and Practice. 41. 419-454. 10.1111/etap.12212.

Zhao, H. , Seibert , S. E., Hills, G. E. (2005), The Mediating Role of Self-Efficacy in the 

Development of Entrepreneurial Intentions, Journal of Applied Psychology, 90( 6 ), 

1265-1272

Zins, A. (2001). Relative attitudes and commitment in customer loyalty models.

International Journal of Service Industry Management, 12, 269-294.

Zoogah, D.B. (2010), "Why should I be left behind? Employees’ perceived relative 

deprivation and participation in development activities. ", Journal of Applied 

Psychology, 95, 159-173.

Zusman, R. R., and Landis, R. S. (2002). Applicant preferences for web-based versus 

traditional job postings. Computers in Human Behavior, 18, 285-296.

177




