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Abstract
The small and medium-sized enterprises (SME) play a fundamental role in providing job
opportunities and supporting national economy. Therefore, it is essential to increase SMEs’
contributions to the economy by examining the factors that positively impact performance. As
one of the main obstacles that hinder SMEs’ performance is workforce-related, then
organizational citizenship behavior (OCB) can contribute to performance improvement.
Consequently, the current research’s concern is to identify factors that are associated with
employee OCB. To this end, employer branding, employee engagement and
person-organization fit are proposed as antecedents of the OCB. This study contributes to the
literature by identifying determinants of OCB and providing a framework that improves OCB.
Keywords: employer branding, person-organization fit, employee engagement and
organizational citizenship behavior
1. Introduction
In an organizational setting, individuals are expected to perform certain roles as specified by
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organization. Some employees perform their role above and beyond described duties (Sharma,
2014), which is called OCB. According to Faidal (2021), OCB is “an individual contribution
that exceeds the demands of a role in the workplace and is rewarded based on individual
performance results”. In this study, OCB manifests in behaviors that help one another,
become a volunteer for extra tasks, obedient to the rules and procedures in workplace.
Employees with high level of OCB are willing to actively participate in decision making,
tend to be responsible and independent while collaborating with others. OCB improves the
organization’s for attracting and preserving the workforce by creating desirable emotional
state at employees towards company. Besides, displaying high level of OCB leads to less
intention to quit and non-presence of employees at their job (Polat, 2009).
Since employee OCB strengthen the organization’s ability to attract and retain the best
employees and it improves overall effectiveness of the organizational operations (Podsakoff et
al., 2000), there is a need to find predictors of OCB across multiple contexts. By investigating
the extant literature some gaps are found to be addressed. First, there are inconsistent findings
from past investigation on the impact of employer branding on employee OCB (Bhasin et al.,
2019). Employer branding which means perceived attractiveness of employer brand from
potential and current employee’s perspective (Backhaus, 2016), needs further investigation due
to its complexity and changes in the modern age (Chandler & Nemeth, 2020). Second, little is
acknowledged about the mechanism through which employer branding impacts employee OCB
(Kaur & Malhotra, 2020). In this regard, employee engagement (Chawla, 2019; Bhasin et al.,
2019) and person-organization fit (Chuang et al., 2005) are suggested as variables that can be
taken into the consideration while investigating the mechanism through which employer
branding impacts OCB.
Concerning the theoretical underpinning, signaling theory has potential to support the
proposed research framework. According to the signaling theory, one party sends information
to another party and the other party to receive the information and choose how to respond.
From the perspective of human resource management, signaling approach used to deliver
information about working life in the organization (Dineen et al., 2019; Kaiser et al., 2019).
Signals help in not only decision making for current, but also potential employees (Bergh et
al., 2010). New applicants perceive positive employer behavior as signals of organizational
characteristics (Chapman et al., 2005; Vinayak and Khan, 2017).
Considering the vital role OCB in improving the organizational productivity and anchoring
signaling theory, this study proposes a framework encompassing employer branding, POF
and employee engagement as antecedents of OCB. Accordingly, this paper aims to answer the
following research questions:
RQ1 – Does employer branding influence organizational citizenship behavior?
RQ2 – Does employer branding influence perceived person organization-fit?
RQ3- Does employer branding influence Employee Engagement?
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RQ4 – Does perceived person organization-fit influence organizational citizenship behavior?
RQ5 – Does employee engagement influence organizational citizenship behavior?
The remainder of the paper is structured as follows. First, research hypotheses are discussed,
followed by conceptual model. Then, research methodology to conduct this study is presented.
The paper ends with conclusion and recommendations for future research.
2. Literature Review
Prior literature highlighted that employee OCB contributes to successful organizational
performance (Sharma, 2014). According to Podsakoff et al. (2000), who is one of the
prominent scholars in this field of study, OCB leads to organizational success by “enabling
the organization to adapt more effectively to environmental changes”. Employees who show
citizenship behavior “enhance overall effectiveness and productivity of organizational
operations and consequently reduces the costs”. Strengthening the organization’s ability to
attract and retain the best employees is also stated as benefits of OCB.
Despite the fact that OCB has potential to improve individual and organizational performance,
few studies have examined the predictors of organizational citizenship behavior (Khuwaja et
al., 2020). Therefore, there is an increased need to explore and examine such predictors of
OCB to achieve theoretical generalizability. To this end, in this paper, a comprehensive
literature review is conducted to identify predictors of the OCB. The following section
describes the hypothesized relationships between identified research variables including
employer branding, employee engagement, person-organization fit and OCB.
2.1 Hypotheses Development
2.1.1 The Relationship between Employer Branding and OCB
Employer branding refers to the strategy that allows an organization to have a distinctive
image from its competitors (Vinayak et al., 2017). When employees feel committed toward
company’s brand, they perform beyond the call of duty and become passionate and willing
for volunteer participation in different activities that leads to organization’s advocacy
(Mendoza et al., 2020). In other words, a successful implementation of the employer
branding practices in organization leads to exhibiting extra-role behavior and consequently
greater organizational efficiency. So, it can be argued that implementing employer branding
improves OCB in organization (Kaur & Malhotra, 2020).
Özçelik and Afacan (2014) carried out a study among employees in Turkey and fund out that
internal branding is significantly associated with employee OCB. Similarly, findings of a
study on 316 primary respondents revealed that company’s internal branding practices
significantly influence employee OCB (Mendoza et al., 2020). Again, Tatar & Ergun (2018)
argue that employer branding activities affects employee OCB.
Despite the potential of OCB and its contribution to performance, relatively few studies have
examined the effects of different factors on OCB (Khuwaja et al., 2020a). Particularly, there
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is lack of studies that investigate the impact of employer branding on employee OCB (Bhasin
et al., 2019). Consequently, taking evidence from existing literature and concerning existing
gaps, we suggest that “the more committed the employees are to the brand, the more
citizenship behaviors they demonstrated through discretionary actions within the
organization”. Hence, the following hypothesis is suggested:
H1: “Employer branding” is positively associated with OCB
2.1.2 The relationship between Employer Branding and Person-Organization Fit
Person-organization fit is defined as congruence between the norms and values of
organizations and the values of persons. In fact, organization’s norms/values impact
individual’s values/behaviors and vice versa (Chatman, 1989). Employer branding is a
strategic function that communicates organizational values to their stakeholders. It provides
opportunity for employees to make sure that they see themselves as a best fit in the
organization (Parmar, 2014). Hence, employer branding helps employee to decide whether
organizational values and culture regard their values and skills (Foster et al., 2010; Tatar &
Ergun, 2018). In this sense, employer branding helps in increasing the person-organization fit.
In an empirical study by Chawla (2019), the author analyzed a sample of 296 employees
working in Indian organizations. The results of the structural equation modelling revealed
that employer branding positively affect the person-organization fit.
As per current need of time, it is necessary to know better about the trends in what employee
value and what is valued differ by business sectors (Dabirian & Kietzmann, 2019). Further,
association among person-organization fit and employee branding have not thoroughly
examined. Consequently, the current study examines the influence of employer branding on
person-organization fit; hence, the following hypothesis is developed:
H2: “Employer branding” is positively associated with perceived “person organization-fit”
2.1.3 The Relationship Between Employer Branding and Employee Engagement
Employees judged their outcomes based on what they received from the company. When the
company meet employees expectations, then they would feel obliged to well respond and
repay (Burawat et al., 2015). In this circumstance, employees exhibit greater levels of
engagement and extra effort, which in turn enhance an organizational success.
Employer branding – employee engagement link has been empirically tested by several
scholars in the past. Rana & Sharma (2019) collected data from 245 employees in India by
using convenience sampling. The findings revealed that employer branding practices such as
interest value, social value, development value, and economic value positively affect
employee engagement. Likewise, Swider et al. (2015) found out that there is a strong positive
relationship between employer branding and employee engagement. More recently, results of
regression analysis by Bhasin et al. (2019) indicate that all dimensions of employer brand (i.e.
application, economic, interest, development and social value) have a significant impact on
employee engagement.
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Despite some empirical evidence, research that links employer branding and employee
engagement is limited (Bhasin et al., 2019). Accordingly, we argue that employees who
receive well support from their employers, they put more engaged and extra effort in
performing duties. In fact, employees show extra level of engagement to repay what they
received from the company, which consequently contribute to organizational success. Hence,
the following hypothesis is proposed:
H3: “Employer branding” is positively associated with “employee engagement”
2.1.4 The Relationship Between Person-Organization Fit and OCB
Empirical evidence has shown that a high level of person-organization fit is related to a
number of positive outcomes, particularly employee OCB (Hoffman & Woehr, 2006;
Sekiguchi, 2004). Barrick and Parks-Leduc (2019) highlighted the importance of
person-organization fit due to continuous change at the workplace. Rauvola et al. (2019)
emphasized on person-environment fit that relates to individual congruence with a culture
and environment which result in outcome of sustainable employment. Van Vianen, (2018)
clearly stated the future research on person-organization fit with careful selection of attributes,
outcomes and theory to connect both. In addition, organizational values can be considered to
derive the person-organization fit subject to contextual and firm selection. Moreover, studies
lack theoretical framework that examine the significance of activities perform by
organizations that comes under the shed of employer branding.
Although organizational branding activities have an influence on perceived
person-organization fit, this connection remains eclipse in the literature to justify employee
OCB. Therefore, this study inclines to fill the gap by examining the influence of perceived
Person-Organization Fit on OCB in the context of SME sector in Saudi Arabia. Accordingly,
the following hypothesis is developed:
H4: Perceived “person-organization fit” is positively associated with OCB
2.1.5 The Relationship Between Employee Engagement and OCB
Employee engagement is one of the potential predictors of OCB. Individual who are high in
employee engagement have a tendency to engage in constructive and responsible behavior at
work (i.e., OCB) (Ariani, 2013). This statement is also supported by Roberts & Davenport
(2002) arguing people who are more engaged in their jobs and enthusiastic in their day-to-day
work, tend to do better work. In an empirical study by Babcock-roberson (2010), the result
indicated a significant positive relation between employee engagement and OCB of
Indonesian employers. The authors argue that high level of employee engagement manifests
in a sense of “self-investment”, “energy”, and “passion” which result in displaying extra-role
performance (OCB). The above-mentioned findings are also confirmed in a study by Kataria
(2013). His findings indicate that employee engagement has potential to drive OCB.
Recently, future research is encouraged to examine outcomes of employee engagement, such
as OCB (Nhat & Sid, 2020; Xiong & King, 2020). Accordingly, the current study investigates
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the role of employee engagement from the perspective of OCB and the following hypothesis
is developed:
H5: Employee engagement is positively associated with organizational citizenship behavior
Based on the research questions and research hypotheses which are discussed, a conceptual
model is developed. Figure 1 presents the integrated model of employer branding and OCB.
Further, a relationship between employer branding, person-organization fit and employee
engagement with OCB is proposed.

Figure 1. The proposed conceptual model in this study
3. Research Methodology
A questionnaire will be distributed among front-line and middle-line management employees.
Scale to measure research variables is all borrowed from the past studies. In this regard,
employer branding will be adapted from Berthon et al. (2005) and Dabirian and Kietzmann
(2019). For measuring employee engagement, a scale will be adapted from Shrotryia and
Dhanda (2019). Additionally, person-organization fit will be measured with a measurement
scale developed by Tanwar and Kumar (2019). For OCB, items will be adapted from
Podsakoff (1990).
To test research hypotheses, structural equation modelling (SEM), partial least square (PLS)
approach will be employed, using SmartPLS version 3.3.2. SEM-PLS is recommended to be
used when the researcher intend to predict a certain variable. In this study, OCB as dependent
variable will be predicted by three independent variables of employer branding, employee
engagement and person-organization fit.
4. Conclusion
The present study proposed employer branding, employee engagement and
person-organization fit as antecedents of OCB. This study was limited to reviewing the
literature to identify variables that may impact OCB. Hence, further studies are recommended
to empirically test the proposed framework in different contexts. While testing the developed
in this study, it is worthwhile to examine not only direct relationship between variables, but
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also indirect and mediating role of the person-organization fir and employee engagement on
the relationship between employer branding and OCB. This paper also had limited scope for
investigation and several potential factors that could impact OCB were not included. Then, it
is recommendable to incorporate other factors into the model, both individual and
organizational level. Entrepreneurial orientation and shared leadership are variables that can
be suggested for investigation in future studies. From employee perspective, employees with
high entrepreneurial orientation may show higher level of citizenship behavior in the
organization. From an employer perspective, shared leadership may increase employee
engagement in an organizational setting. This paper contributes to the body of knowledge by
providing a new conceptual model and proposing new relationships between variables. This
effort opens new avenues for future research by calling the scholars for paying more attention
to undeveloped research areas.
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