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Ⅰ. Introduction

In today’s digital economy, online reviews 

have become a pivotal decision-making tool 

not only for consumers but also for job seekers. 

The influence of such reviews extends beyond 

the realm of products and services to the 

evaluation of employers and workplaces. The 

increasing reliance on these reviews under-
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scores their critical role in shaping percep-

tions and influencing decisions. Employer 

reviews have become an important source of 

information for job seekers just as consumers’ 

online reviews and the managers‘ response to 

the reviews are useful to the potential shopper. 

Yet, there is an aspect often overlooked in the 

literature: the substantial impact of qualitative 

factors of online reviews on the job seekers’ 

perception.

Recent research indicates that managerial 

responses to consumer reviews significantly 

sway potential buyers’ purchasing decisions, 

which reveals a dynamic interplay between 

customer feedback and firm engagement (Chen 

et al., 2019; Guo et al., 2022). In the con-

text of employment, this dynamic becomes 

nuanced as well. Much like customer reviews, 

employer reviews carry substantial weight in 

the job market. Prospective employees metic-

ulously scrutinize these reviews, seeking au-

thentic insights into company culture and 

work environment. In response, managers 

increasingly engage with such reviews, un-

derstanding that their reactions can serve as a 

decisive factor for potential applicants (Liang 

et al., 2021; Schuckert et al., 2019). 

This study delves into the growing importance 

of online employer reviews and managerial 

responses therein, establishing a connection 

that is critically underrepresented in current 

literature. It specifically examines how qual-

itative factors of reviews and managerial 

responses to employer reviews on platforms 

such as Glassdoor can influence job seekers' 

perceptions. These platforms provide invaluable 

insights into prospective employers, offering 

a unique lens into workplace environments. 

In this context, well-organized and pertinent 

online information plays a pivotal role in the 

decision-making process of job seekers, shaping 

their perceptions of desirable workplaces. These 

perceptions are no longer solely shaped by the 

companies themselves but also by external 

third-party sources. Job seekers now turn to 

online review platforms where employees, mo-

tivated by the desire to provide honest feed-

back (Lerner and Tirole, 2002), share their 

evaluations of employers. In fact, according 

to a Glassdoor (2019) report, more than 80% 

of job seekers read these reviews before ap-

plying and consider them more credible than 

company accolades.

This study aims to contribute to the broader 

understanding of online reputation manage-

ment from the perspective of firm behavior 

and its repercussions in the labor market. 

Our study is positioned to fill a significant 

gap by exploring the content of reviews and 

the reactions they elicit from management. This 

dual focus provides a more comprehensive 

view of the e-recruitment landscape. It offers 

insights that extend beyond the established 

knowledge of electronic word-of-mouth (eWOM) 

in consumer behavior. By applying the theo-

retical frameworks of signaling theory and 
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information foraging theory, we investigate 

the effects of qualitative factors in online em-

ployer reviews and the concomitant mana-

gerial responses on the perceived helpfulness 

of these reviews to job seekers. We use sig-

naling theory to support the significance of 

the qualitative factors in employer reviews 

and information foraging theory to explain job 

seekers’ behavior on the online review platform. 

Therefore, we aim to answer two fundamental 

questions: (1) how do qualitative attributes 

such as readability, comprehensiveness, and 

completeness of online employer reviews con-

tribute to their usefulness for job seekers, and 

(2) what is the degree of impact that these 

qualitative attributes have on the perceived 

value of the reviews by potential employees?

Our study shows that the comprehensive-

ness and completeness of employer reviews 

are significantly associated with the helpful-

ness of the reviews. We also find that the 

readability of reviews and responses of the 

management matter for the helpfulness of 

reviews in the domain of the online employer 

review platform. We contribute to the online 

review literature by delving into the quality 

dimensions of online employer reviews and by 

proposing new measures of review compre-

hensiveness and completeness.

Ⅱ. Theoretical Foundation and Model

Online employer reviews have become an 

important source of information for job seekers. 

One way to understand how people use this 

information is to apply information foraging 

theory, which explains how individuals search 

for and utilize information in environments 

that mimic the strategies of food foraging in 

the wild (Pirolli and Card, 1999). This theory 

posits that job seekers, akin to foragers, seek 

to maximize their returns - in this case, val-

uable employment information - with mini-

mal cognitive effort. In online settings where 

there is a vast amount of information available, 

people tend to use cues from the environment, 

such as specific keywords or the depth of con-

tent in a review, to determine where to look 

next. This behavior is crucial for efficiently 

finding relevant information amidst the abun-

dance of options.

Signaling theory presents a complementary 

perspective to the behavior of the information 

seeker when it comes to the content of the 

information (Spence, 2002). Here, reviews do 

not just serve as a passive source of information 

but carry signals that communicate under-

lying qualities about the employer to the job 

seeker. It would be costly for an employee to 

provide high-quality reviews about the em-

ployer because only employees with enough 

experience or knowledge about the employer 
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can provide high quality information. Thus, 

high-quality reviews can give job seekers re-

liable signals that they were written by some-

one with enough experience or knowledge. 

For instance, a comprehensive review may 

deliver a reliable signal about an organiza-

tional culture. Managerial response may ver-

ify signals via an employer’s commitment to 

transparency and communication. By conveying 

such attributes, the qualitative factors within 

reviews effectively reduce information asym-

metry between current or prospective em-

ployees (the receivers) and the employers (the 

signalers). 

This research presents a holistic model that 

accounts for the dynamics of information seeking 

and processing. Job seekers forage for helpful 

information, guided by signals embedded within 

the content of employer reviews. The proposed 

model in Figure 1, therefore, incorporates con-

structs from both information foraging and 

signaling theory to explain the significance of 

qualitative factors on perceived helpfulness 

of employer reviews.

2.1 Helpfulness of Employer Review

For job seekers, it is important to explore 

which online employer reviews are helpful to 

them. Online users can utilize the “Helpful?” 

icon to indicate how useful a website review 

is by clicking on it. The helpfulness of em-

ployer reviews has been widely adopted by 

online businesses to gauge how customers 

believe a review affects their decision-making 

process (Mudambi and Schuff, 2010). The 

helpfulness vote reflects users’ evaluation of 

the value and utility of a review (Huang et al., 

2015). Numerous variables affect how helpful 

an online review is (Rietsche et al., 2019). 

<Figure 1> Research model
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Previous research has examined the impact 

of both the reviewer and review features on 

the helpfulness of reviews (Zheng, 2021). 

Reviewer-related features include source cred-

ibility (Li et al., 2013), expertise (Siering et 

al., 2018), the reviewer’s information dis-

closure (Forman et al., 2008), the reviewer’s 

reputation (Lee and Choeh, 2016), and mem-

bership tiers (Fu et al., 2018). Review-level 

features include the message (information) 

quality (Liang et al., 2014), subjectivity 

(Agnihotri and Bhattacharya, 2016), credi-

bility (Filieri, 2015), readability (Liang et al., 

2019), completeness (Racherla and Friske, 

2012), number of reviews (Lee and Choeh, 2016), 

rating score, and length (Eslami et al., 2018).

2.2 Qualitative Factors of Reviews

2.2.1 Review Comprehensiveness

Review comprehensiveness refers to “the 

extent to which review content is sufficiently 

complete and exhaustive, and a comprehensive 

review discusses in detail a wide variety of 

product dimensionality” (Fang et al., 2022). 

Providing comprehensive information about a 

product or service can be extremely helpful 

for consumers in making informed decisions 

(Jiang and Benbasat, 2004). The decision- 

making process often involves uncertainty 

stemming from different facets of the product 

or service. Online reviews that comprehensively 

cover unique aspects of the product or service 

are likely to effectively address the uncertainty 

across these diverse facets. As such, a com-

prehensive review is considered sufficient and 

valuable in this context.

Filieri (2015) introduced the concept of 

“information depth,” which refers to the de-

tailed information provided within a review 

about various attributes of a product or service. 

This depth of information has been shown to 

strongly influence the perceived helpfulness 

of a review. Similarly, in-depth reviews that 

encompass a comprehensive examination of 

various employer attributes consistently assist 

consumers in their evaluation processes and 

are perceived as highly helpful. Additionally, 

comprehensive employer reviews offer valuable 

expertise and knowledge about the employer 

enhancing source credibility (Hovland et al., 

1953). Source credibility, characterized by con-

sumers perceiving the information as trust-

worthy and authoritative (Coursaris and Van 

Osch, 2016), is a critical element that con-

tributes to the perceived helpfulness of reviews. 

Review comprehensiveness affects people’s 

decision making (Zhao et al., 2015), determines 

the diagnosticity of the review (Li et al., 

2017), and contributes significantly to the 

information quality of the review (Filieri, 2015). 

Therefore, we hypothesize the following:

H1: Review comprehensiveness is positively 

associated with the helpfulness of 
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employer reviews.

2.2.2 Review Completeness

The concept of completeness, as applied to 

online reviews, has been extensively investigated 

and established by researchers. Completeness, 

as elucidated by Luo et al. (2013), pertains 

to the extent to which an online review pro-

vides satisfactory information. The literature 

further suggests that review completeness has 

a significant impact on the credibility of an 

online review. When an online review is per-

ceived as being complete, it not only enhances 

the quality of information but also strengthens 

the overall argument presented within the 

review (Cheung et al., 2009). Consequently, 

when recipients perceive online reviews as 

having valid and complete arguments, they 

are more likely to regard these reviews as 

positive and credible sources of information. 

Therefore, within the scope of this study, we 

propose that review completeness is positively 

linked to the helpfulness of employer reviews.

H2: Review completeness is positively 

associated with the helpfulness of 

employer reviews.

2.2.3 Review Readability

Previous research has shown that the qual-

itative characteristics of online product re-

views do affect a consumer’s assessment of 

the value of a specific review (e.g., Armstrong, 

2010; Korfiatis et al., 2012). Moreover, when 

information is presented in an easily under-

standable manner, readers are more likely to 

exert additional effort in comprehending it 

(Armstrong, 2010). This enhanced under-

standing, in turn, leads to a more readily 

accessible evaluation of the star rating, ulti-

mately aiding in the decision-making process 

(Korfiatis et al., 2012).

Review readability refers to how well a per-

son can comprehend and assimilate information 

pertaining to products or services, ultimately 

influencing the acceptance of the information 

provided (Zakaluk and Samuels, 1988). Liu 

and Park (2015), as well as Fang et al. (2016), 

through their respective research utilizing on-

line reviews on Yelp and Tripadvisor, found a 

positive correlation between the readability of 

reviews and the perception of their usefulness. 

Thus, review readability can work in predicting 

how well readers understand reviews and how 

helpful reviews are to review readers. To em-

pirically examine the impact of readability on 

the helpfulness of online employer reviews, 

we propose the following:

H3a: The ease of understanding is positively 

associated with the helpfulness of 

employer reviews.

H3b: The textual complexity is negatively 

associated with the helpfulness of 
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employer reviews.

2.2.4 Managerial Response

Managerial responses to online reviews have 

a far-reaching influence, affecting the reviewer 

and future review readers who encounter these 

responses (Chen et al., 2019). Providing on-

line responses can reinforce perceptions about 

business trustworthiness and commitment to 

customer care (Sparks et al., 2016). Moreover, 

constructive responses from a company can 

positively influence perceptions of the com-

pany’s trustworthiness (Könsgen et al., 2018). 

These responses signal that the company val-

ues user feedback, whether the company is 

endorsing reviews or addressing issues raised 

(Xie et al., 2014). According to recent stud-

ies, reacting to even unfavorable employer 

reviews may be more advantageous than re-

maining silent because it may change the at-

titudes and intentions of potential employees 

(Carpentier and Van Hoye, 2021; Könsgen et 

al., 2018). Despite this finding, there is a 

dearth of research on how managerial responses 

influence the perceived helpfulness of employer 

reviews. Consequently, we hypothesize a pos-

itive relationship between the managerial re-

sponse and the helpfulness of employer reviews.

H4: The managerial response is positively 

associated with the helpfulness of 

employer reviews.

Ⅲ. Research Method

3.1 Data Collection

The Glassdoor dataset used in this study 

was sourced from the Kaggle website. The 

data was gathered from North and South 

America, Europe, Africa, Asia, and Oceania 

between 2012 and 2019. Notably, Parameswaran 

et al. (2023) previously used the Glassdoor 

dataset in a study examining the effects of 

reviews and review anonymity on the help-

fulness of employer reviews. The selection of 

this dataset was grounded in three core ra-

tionales: (1) Glassdoor’s reputation as an em-

ployer review platform, (2) the website’s pro-

vision of a multifaceted representation of em-

ployer conditions, and (3) the robustness of 

Glassdoor’s fraud detection algorithms and 

human moderation team. 

The dataset underwent a preprocessing stage 

in which redundant entries and non-English 

reviews were eliminated, leaving a total of 

67,021 observations used for this research. 

In addressing missing data within the job ex-

perience control variable, we used mean im-

putation to resolve issues. This approach re-

places missing values with the mean of the 

data collected for that variable. This techni-

que preserved the original distribution of Job 

Experience while handling the missing data. 
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We assumed the data were missing completely 

at random. We also implemented a winsori-

zation technique to reduce outliers and their 

potential distortions. According to the data 

frequency, we applied winsorization at 0.5% 

for the two readability variables, the Flesch 

Reading Ease index (FRE) and the Coleman- 

Liau index (CLI), and 0.2% for the helpful-

ness count variable. We replaced values below 

0.5% (or 0.2%) and above 99.5% (or 99.8%) 

with the respective percentile values. This 

method preserved data distribution while 

decreasing extreme observations, making it 

more robust.

3.2 Variables 

Review comprehensiveness is measured by 

the number of optional ratings/questions a 

reviewer or employer filled out. These cate-

gories were (1) review ratings, including ca-

reer opportunities, company benefits, cultural 

values, senior management, work-life balance, 

CEO approval, business outlook, and recom-

mend; (2) reviewer information, including 

reviewer job experience and location; and (3) 

advice to management (see Figure 2). Including 

these optional elements in a review augments 

the perception of trustworthiness and expertise.

We differentiated between comprehensive-

ness and completeness. Review completeness 

focuses on the inclusion of specific job-related 

keywords within the review text: work, culture, 

money, reward, leisure, health, risk, and time. 

These keywords were selected for their holis-

tic encapsulation of employee experiences and 

perceptions within the workplace. Jung and 

Suh (2019) identified 30 job satisfaction fac-

tors using data from jobplanet.co.kr, including 

work intensity and efficiency, working hour, 

work-life balance, working area, salary, fi-

nancial support, general welfare, growth and 

profitability, and attitude to change. These 

categories broadly encompass the primary con-

cerns and focal points of an employee.

The FRE and CLI are used as measures of 

review readability (Liu and Park, 2015). The 

FRE is a readability formula that measures 

the average number of syllables in each word 

and the average length of sentences (Kincaid 

et al., 1975). In contrast, the CLI is calcu-

lated by the average number of letters per 100 

words and the average number of sentences 

per 100 words (Coleman and Liau, 1975). The 

FRE scores show how easy it is to read each 

review, whereas the CLI scores show how 

complex it is to understand the text (Liu and 

Park, 2015).

Control variables are selected to account for 

additional factors that might influence the 

dependent variable - in this case, the per-

ceived helpfulness of employer reviews to job 

seekers. The rationale behind control varia-

bles in review analysis encompasses several 

factors. The review length is believed to in-

fluence its perceived helpfulness based on the 
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amount of the information provided, though 

excessive length might reduce its utility by 

overwhelming the reader. The employment 

status may play a role, with current employees 

potentially offering a different perspective 

than former employees, affecting the review's 

perceived relevance and authenticity. The 

emotional tone of the review may also influ-

ence the reader perception, where positive 

tones may boost credibility, but overly negative 

tones could suggest bias. The rating serves 

as a quick measure of review quality, which 

is not always a straightforward indicator, as 

extremely high or low ratings might invite 

skepticism. The elapsed time refers to the 

time elapsed since a review was posted. More 

recent reviews are likely deemed more rele-

vant to a job searcher. Lastly, a reviewer's 

job experience can signify their credibility 

and knowledge, influencing how much trust 

readers place in their review. Table 1 describes 

variables used in this study.

Variable Definition

DV Helpfulness of employer reviews Number of helpfulness votes a review receives

IV Review Comprehensiveness Number of optional ratings or questions a reviewer fills out 
(maximum score of 11). Optional rating or question items: 
(1) review ratings, including career opportunities, company 
benefits, cultural values, senior management, work–life 
balance, CEO approval, business outlook, and recommend; 
(2) reviewer information, including reviewer job experience 
and location; and (3) advice to management

Review Completeness Number of keyword categories included in a review 
(maximum score of 8).
Keyword categories: work, culture, money, reward, 
leisure, health, risk, and time

Review Readability Measurement of the degree to which a piece of text is 
understandable to readers based on its syntactical 
elements and style (Liu and Park, 2015)

Managerial Response Whether an employer responds to a review

CV Review Length Word count in pros, cons, title, advice to management, 
company response sections

Employment Status Whether a reviewer is currently working at a company or not

Tone Emotional tone in pros, cons, title, advice to management, 
company response sections

Rating Linear overall rating of the review

Optional Rating Quadratic overall rating of the review

Elapsed Time Difference between the data collection year and the year 
the review was written

Job Experience Job experience of the reviewer in years

<Table 1> Description of variables
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By controlling these variables, we aim to 

isolate the specific effects of the qualitative 

factors on the perceived helpfulness of em-

ployer reviews. In addition, each control var-

iable has been evidenced in literature to bear 

significance. For instance, Salehan and Kim 

(2016) suggests that the review length corre-

lates positively with perceived helpfulness, 

validating its inclusion as a control variable in 

our model. Similarly, the impact of emotional 

tone on the perceived trustworthiness of a 

review is well-documented, which supports 

our choice to control for this variable (Liang 

et al., 2019).

We used the Linguistic Inquiry and Word 

Count (LIWC-22) program to gauge the prev-

alence of categories in the reviews and meas-

ure the tone. The LIWC-22, which utilizes 

natural language processing algorithms, ana-

lyzes textual data and assigns scores to each 

keyword, quantifying its presence. In partic-

ular, LIWC-based sentiment analysis offers a 

systematic and quantitative way to assess the 

emotional tone of reviews, categorizing it as 

either positive or negative (Boyd et al., 2022). 

This approach introduces a novel method to en-

hance our understanding of employee consid-

erations and review diagnosticity. Figure 2 

illustrates the components of a Glassdoor em-

ployer review and related variables in this study.

<Figure 2>›Illustration of variables in an online employer review 
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Ⅳ. Analysis and Results

4.1 Analysis

Tobit regression model presents several ben-

efits, especially when dealing with censored 

dependent variables (Siering and Rajagopalan, 

2018), and we used the Tobit model to examine 

the proposed effects. The distribution of our 

dependent variable is left-censored, meaning 

a large number of observations accumulate at 

the lower boundary and are recorded beneath 

a certain threshold, which is zero. Such a 

pattern violates the standard assumptions of 

homoscedasticity and normally distributed 

errors associated with ordinary least squares 

(OLS), rendering the Tobit model a more suit-

able choice for this type of data distribution. 

Consequently, in this study, we formulated 

the Tobit regression model as follows:

Helpfulness = β0 + β1*FRE + β2*CLI 

+ β3*Comprehensiveness + β4*Completeness 

+ β5*ManagerialResponse + β6*ReviewLength 

+ β7*EmploymentStatus + β8*Tone 

+ β9*Rating + β10*Rating2 + β11*ElapsedTime 

+ β12*JobExperience + ε.

Table 2 presents the descriptive statistics, 

and Table 3 shows the correlations between 

variables. We calculated the variance inflation 

factors (VIFs) for the explanatory variables 

to assess the risk of multicollinearity. The VIFs 

were below the indicated cutoff of 10, except 

the rating and the quadratic rating, showing 

that multicollinearity was not a problem (Guo 

and Zhou, 2017). The rating and the quadratic

Variables Mean Std. Dev. Min Max

DV Helpfulness of employer reviews 0.9132 2.3741 0 22

IV Review Readability (FRE) 42.7570 26.6444 -52.38 89.58

Review Readability (CLI) 14.9352 5.4477 5.25 34.33

Review Comprehensiveness 9.7295 1.7302 0 11

Review Completeness 2.8521 1.5197 0 8

Managerial Response 0.0935 0.2912 0 1

CV Review Length 66.1990 82.1488 6 2202

Employment Status 0.6180 0.4858 0 1

Tone 74.8172 33.1877 1 99

Rating 3.8211 1.2883 1 5

Optional Rating 16.2607 8.4761 1 25

Elapsed Time 1.0326 1.5783 0 11

Job Experience 2.2257 2.6597 0 10

<Table 2> Descriptive statistics 
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Variable (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12) (13)

(1) Helpfulness of 
employer reviews

1

(2) Review Length  0.3898 1

(3) Employment Status -0.0674 -0.0385 1

(4) Tone -0.1534 -0.0928  0.1298 1

(5) Rating -0.3263 -0.1930  0.2760  0.4214 1

(6) Optional Rating -0.2842 -0.1578  0.2745  0.4011  0.9827 1

(7) Elapsed Time 0.0641  0.0133 -0.0379 -0.0063 -0.0573 -0.0732 1

(8) Job Experience -0.0247 -0.0332  0.0274 -0.0265 -0.0209 -0.0386  0.0429 1

(9) FRE  0.1238  0.2430 -0.0068 -0.0010 -0.0481 -0.0185 -0.0153 -0.0899 1

(10) CLI -0.1523 -0.3292 0.0042  0.0094  0.0612  0.0275 -0.0137  0.0716 -0.8365 1

(11) Review 
Comprehensiveness 

 0.1063  0.1852  0.0379  0.0047 -0.0511 -0.0321 -0.0596  0.0353  0.0567 -0.0937 1

(12) Review 
Completeness

 0.2876  0.6263 -0.0214 -0.0027 -0.1880 -0.1678  0.0408  0.0207  0.0956 -0.1715 0.1927 1

(13) Managerial Response  0.1041  0.0989  0.0326  0.0047 -0.0127  0.0001 -0.0742 -0.0188  0.0475 -0.0573 0.0561 0.0726 1

<Table 3> Correlation analysis
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rating are highly correlated because the quad-

ratic term is derived from the original linear 

term. This is a common issue when including 

polynomial terms in a regression model.

Though the feature scaling of variables is 

not generally required in regression models, 

ranges of the variable values in this study 

are very heterogeneous as seen in Table 2. 

Feature scaling can provide balanced influ-

ence and enhance numeric stability, which 

makes it easier to compare the effects of mul-

tiple factors. Thus, we also provide results of 

the Tobit regression with normalized variables. 

The results of Tobit regression with normal-

ized variables are presented in Table 5. In 

comparing results between Table 4 and Table 

5, the magnitude of the coefficients of in-

dividual factors varies depending on the de-

gree of scaling in the normalization, but the 

direction and significance of both results are 

consistent.

4.2 Results

Table 4 shows the results of Tobit regressions, 

which demonstrate significant effects that sup-

Variable
(1) (2)

Coef. t-Value Coef. t-Value

Constant  3.7364 27.69***  0.6560 2.33**

Review Comprehensiveness  0.2151 13.81***

Review Completeness  0.4314 22.79***

Readability (FRE)  0.0038 2.48**

Readability (CLI) -0.4455 -5.42***

Managerial Response  1.4858 20.38***

Review Length  0.0188 75.60***  0.0122 38.06***

Employment Status  0.5747 11.39***  0.4955 9.86***

Tone  0.0025 3.27** -0.0003 -0.42

Rating -4.3982 -46.39*** -3.9787 -41.88***

Optional Rating 0.4949 34.01***  0.4428 30.33***

Elapsed Time  0.3568 25.42***  0.3883 27.56***

Job Experience -0.0453 -4.79*** -0.0525 -5.56***

p > χ2 <0.001*** <0.001***

Pseudo R² 0.0905 0.0990

∇ Pseudo R² +0.0085

**p < .01; ***p < .001.

<Table 4>›Results of the Tobit model regression analysis
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port our hypothesis. We found that the com-

prehensiveness of reviews is positively asso-

ciated with the helpfulness of employer re-

views (β3 = 0.2151, p < 0.001), corroborating 

Hypothesis 1. In conjunction with the review 

comprehensiveness, the review completeness 

positively influences the helpfulness (β4 = 

0.4314, p < 0.001), supporting Hypothesis 2. 

Furthermore, the FRE significantly and pos-

itively affects the helpfulness of employer re-

views (β1 = 0.0038, p < 0.01), whereas the 

CLI exerts a negative impact (β2 = -0.4455, 

p < 0.001). This result shows that reviews 

with superior readability are perceived as more 

beneficial to readers, thus substantiating 

Hypotheses 3a and 3b. The review complete-

ness holds a very high coefficient, suggesting 

that the completeness of a review is a critical 

factor when readers perceive a review as helpful. 

The managerial response significantly and 

positively influences the helpfulness of em-

ployer reviews (β5 = 1.4858, p < 0.001). This 

finding supports for Hypothesis 4. Finally, 

control variables exhibited significant effects 

in Models 1 and 2, except for the tone, which 

was not significant in Model 2.

Variable
(1) (2)

Coef. t-Value Coef. t-Value

Constant   0.1281 1.65  -3.1349 -10.88***

Review Comprehensiveness   2.4215 14.14***

Review Completeness   3.4767 22.95***

Readability (FRE)   0.5401 2.42*

Readability (CLI)  -1.3082 -5.48***

Managerial Response   1.5043 20.62***

Review Length  41.3857 75.59***  26.8124 37.91***

Employment Status   0.5747 11.39***   0.4955 9.86***

Tone   0.2725 3.52**  -0.0182 -0.23

Rating -13.4770 -50.63*** -12.2284 -45.88***

Optional Rating   8.0017 34.36***   7.1537 30.62***

Elapsed Time   3.8888 25.17***   4.2445 27.38***

Job Experience  -0.4142 -4.38***  -0.4947 -5.24***

p > χ2 <0.001*** <0.001***

Pseudo R² 0.0898 0.0984

∇ Pseudo R² +0.0086

*p < 0.05; **p < .01; ***p < .001.

<Table 5> Results of the Tobit model regression analysis with normalized variables
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Ⅴ. Conclusions  

This research makes two significant con-

tributions to existing research. First, it delves 

into the qualitative dimensions of employer 

reviews, which are valuable to job seekers 

pursuing detailed information in the realm of 

online employer reviews. Second, we propose 

new measures for two variables, the review 

comprehensiveness and the review complete-

ness in the context of online employer reviews. 

These measures provide important criteria 

for evaluating the reviews. 

This research also offers three practical 

implications. First, online employer review 

platforms can enhance user experiences by 

prominently featuring helpful reviews, and 

thereby providing easy access to more read-

able, comprehensive, and complete information. 

Implementing a scoring system can incentivize 

users to contribute high-quality reviews, which 

can enhance platform credibility. Second, on-

line employer review platforms can identify 

and showcase the most helpful reviews based 

on qualitative factors. Third, a company’s re-

sponse to reviews can build positive relation-

ships with job seekers and potential employ-

ees of the company. 

While our findings advance the field, this 

study is not without limitations. One limi-

tation is the exclusion of reviews in languages 

other than English. The decision to omit these 

reviews was based on the premise that the 

inclusion of multiple languages could introduce 

complexity and variability in the interpretation 

of qualitative factors. However, this approach 

may overlook valuable insights from non-English 

reviews that could enhance the generalizability 

of the findings. In future studies, researchers 

could employ translation services to convert non- 

English reviews into English, thereby broad-

ening the scope and applicability of the analysis.

Additionally, the dataset did not include 

Glassdoor's Diversity & Inclusion ratings, a 

potentially significant factor in the current 

employment climate. Future research could 

enrich this area of study by manually scraping 

and analyzing such data. Exploring CEO ap-

proval and Business Outlook as independent 

variables could also offer more profound in-

sights into what influences job seekers' per-

ceptions of employer attractiveness.

Another area ripe for future exploration is 

the individual contribution of the numerous 

optional ratings and questions included in 

reviews. This study's approach was to verify 

their presence as a whole, but a granular ex-

amination could reveal the specific aspects of 

employer reviews that job seekers find most 

valuable. Furthermore, advances in natural 

language processing and topic modeling could 

be leveraged in future work to increase the 

precision of content analysis. Instead of relying 

on predefined keyword categories, directly 

applying topic modeling to the review content 
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could offer a more nuanced understanding of 

the factors that constitute a helpful review. 

Future research can continue to refine our un-

derstanding of the dynamics at play in online 

employer review platforms and their impact 

on job seekers' decision-making processes.
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