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 Management Summary 
Introduction 

The attraction of high-quality, right-skilled human resources is a significant competitive 

advantage to organizations. E-recruitment offers additional ways to attract potential applicants in 

the early phases of recruitment besides more traditional ways of recruiting, i.e. raise awareness 

of the organizational brand. In particular, social networking sites (e.g. LinkedIn) provide ways to 

communicate the organizational brand. Therefore, the present study investigated by means of 

literature studies, interviews with recruiting agencies, and an experiment in which six LinkedIn 

profiles were tested, how HR professionals at Heijmans N.V. could improve their e-recruiting 

methods. Several important implications are found for both HR professionals and managers. 

 

Purpose 

The purpose of the present study was to find answers to a set of research questions mainly by 

investigating the model presented by figure 1, which follows from a set of learning objectives 

that Heijmans N.V. has regarding e-recruitment. 

 Figure 1: Research framework 

 

Main research question - How could HNBV make effective use out of social media in order to 

construct an optimal, reliable, and cost-effective e-recruiting strategy that can be applied for 

composing ‘talent pools’ characterized by high-quality person-organization fits? 

 

Sub-research questions  

1. How could HNBV use social media to raise organizational attractiveness perceptions and 

intentions to apply? 

2. How are (important) personality characteristics and gender related to disseminated company 

profiles through social media, organizational attractiveness perceptions, and intentions to 

apply? 

3. How could this information be used to construct a more optimal, reliable, and cost-effective 

e-recruiting strategy for HNBV? 

4. What are possible pitfalls, limitations, and managerial implications for HNBV? 
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Design/methodology 

A combination of literature studies, interviews, a pilot study and a main study/experiment as 

means to collect information were used to establish answers to the research questions. Interviews 

were held at two recruiting agencies: Adecco Group Nederland and Continu B.V. The main goal 

was to collect information on best practices regarding e-recruitment which service as input for 

sub-research questions 3 and 4. During the pilot study some of focal constructs were 

measured/tested, and this pilot study enabled improvements for the main study. The goal of the 

main study/experiment was to test six LinkedIn profiles; respondents (Master students from the 

3TU) judged the profiles on relevancy, accuracy, and answered questions regarding 

organizational attractiveness, intentions to apply, attitude towards corporate social network 

pages, and personality (neuroticism and conscientiousness). 

 

Results 

Table 1 presents a list of best practices in e-recruitment. First, recruiters should acknowledge and 

use the strengths of social media for recruiting purposes whilst they should not reduce other 

recruiting methods. Social media should be used as an additional method for recruiting. Second, 

LinkedIn appears to be the most fruitful social media channel for recruiting purposes. It seems to 

be the most serious channel and it has the highest response rates. Third, recruiters should 

proactively engage in e-recruitment, meaning that they should search, follow, find, and approach 

potential applicants. This becomes more important in the upcoming years, since potential 

applicants want to be found rather than search for jobs/organizations themselves. 

Best practices 

� Combine strengths of social media with strengths of other recruitment methods (e.g. job 

boards, web-sites, and more traditional methods). 

� Use LinkedIn to spread organizational information in order to increase organizational 

attractiveness perceptions of the page’s viewers during their first acquaintances with the 

company online, especially for recruiting higher-educated individuals. 

� When aiming to recruit within a specific target group, make sure that the online recruiting 

methods are synchronized with this target group.  

� Make use of options/web-sites to upload short movies and/or presentations which contain 

job/organizational content. 

� Recruiters should develop and maintain a proactive attitude in the sense that they should 

closely follow potential applicants, rather than making sure the company can be found 

online and presenting the company in a good way. 

� Be careful with the content that is disseminated through social media, since competitors are 

also able to view this content. 

Table 1: Summary of interview: best practices 

 

With respect to the experiment, several interesting, useful findings appeared (see figure 2). First, 

information relevancy perceptions are not significantly influenced by changing the LinkedIn 
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profile specificity; replacing general Heijmans N.V. information with more specific Breijn 

(Heijmans’ integrated engineering- and consultancy agency) information. On the other hand, 

adding recent economic figures leads to increases in information accuracy perceptions. 

Furthermore, information relevancy- and – accuracy perceptions positively influence intentions 

to apply through the mediating effect of organizational attractiveness perceptions. Also, the 

students’ attitudes towards corporate social network pages in general moderates the relationship 

between information relevancy perceptions and organizational attractiveness perceptions in the 

sense that for individuals with more positive attitudes the relationship is stronger. Regarding 

personality, emotional stability positively affects organizational attractiveness perceptions, while 

for conscientiousness no significant results were found. Finally, for gender it appeared that 

females have higher information relevancy- and -accuracy perceptions, but lower intentions to 

apply compared to males. 

 

 

 

 

Figure 2: Results of the experiment 

 

The results of this study might enable managers and HR professionals to improve their e-

recruiting methods. In particular, the LinkedIn profile should be adjusted to enhance information 

relevancy- and –accuracy perceptions, which positively affects intentions to apply. Besides, the 

best practices should be considered since these practices improve the e-recruiting strategy 

beyond the findings of the experiment.  

Notes. 

H1-H9. Indicate the hypotheses that were tested. 

+/-. Indicates the direction (positive/negative) of the hypothesized relationship. 

(s)/(r). Indicates that the hypothesis is supported/rejected. 
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1 Introduction 
 

In times of fierce competition, the attraction of high-quality, right-skilled human resources is a 

significant competitive advantage for organizations (Turban & Greening, 1997; Barber, 1998). 

Organizations that are able to attract more qualified applicants, will have a larger talent pool, and 

subsequently this larger pool will result in higher utility for the organizational selection systems 

(Boudreau & Rynes, 1985). Online recruitment offers ways of recruiting high-quality, right-

skilled human resources (Cullen, 2001). For example, corporate web sites and social media 

channels (e.g. Twitter, LinkedIn, Facebook etcetera) can be used for recruiting purposes. 

Organizations are rapidly adopting e-recruitment tools and in 2011 it was estimated that 

approximately 75% of the organizations use technology to support recruitment, and it is expected 

that in 2012 this percentage will be nearly 85%.
1
 In general, recruitment has three primary 

functions (Thomas & Wise, 1999): 1) to develop a pool of applicants at minimal cost, 2) to help 

the organization ensure that its workforce is demographically representative, and 3) to ensure 

that the applicant pool is made up of candidates who have the right qualifications and skills to 

perform at a high level at the job. E-recruitment offers ways to reduce costs, improve efficiency 

and convenience, increase quality and quantity, and communicate the organizational brand 

beyond the more traditional methods of recruiting (Johnson & Gueutal, 2011). Therefore, it 

would be very interesting to find out how companies should be profiled through corporate social 

networking sites (i.e. a e-recruiting strategy) in order to enhance the talent pools. This issue will 

therefore be the subject of the current study. The recruitment department at Heijmans Nederland 

B.V. (HNBV, part of Heijmans N.V.), an organization active in the construction sector, wants to 

learn how company profiles can be more optimally profiled through social media so that the 

recruiters are able to find more of the right-skilled/suitable individuals for Heijmans N.V. Hence, 

the main research question to be answered is:  

 

 How could HNBV make effective use out of social media in order to construct an optimal, 

 reliable, and cost-effective e-recruiting strategy that can be applied for composing ‘talent 

 pools’ characterized by high-quality person-organization fits? 

 

This report is divided into several chapters (see figure 1.1). First a company description is 

provided in Chapter 2, including information regarding visions and prior experiences with the 

main topics of this study (i.e. social media and recruiting) and the learning objectives. After the 

learning objectives, Chapter 3 continues with the accompanying set of research questions and the 

scope of the present study. Chapter 4 then addresses the research framework and provides the 

definitions of the constructs within that framework. Chapter 5 contains the hypotheses that will 

be tested with respect to the framework under investigation. Chapter 6 describes the research 

                                                      
1
 Subtracted on April 30th from URL: 

http://www.shrm.org/about/foundation/products/documents/hr%20tech%20epg-%20final.pdf 
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method, which includes the setting, sample, and the measures. Chapter 7 then presents the 

findings of the data analysis. Next, Chapter 8 contains the discussion of the findings and the 

answers to the research questions which are stated in Chapter 3. Finally, the subsequent chapters 

contain the acknowledgements, reference list, and appendices respectively. 

 Figure 1.1: Chapters for the purpose, design/methodology/approach, and results 
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2 Company description 
 

This chapter contains a brief description of the Heijmans N.V. organization in section 2.1, 

experiences and visions of Heijmans N.V. regarding e-recruitment in section 2.2, and the 

learning objectives of Heijmans N.V. with respect to e-recruitment in section 2.3. 

2.1 The Heijmans organization 

Heijmans N.V. (HNV) is an organization listed on the Amsterdam stock exchange market. HNV 

is active in property development, residential building, non-residential building, technical 

services, and infrastructure sectors, and has projects running in the Netherlands, Belgium, 

Germany, and the United Kingdom. The strength of HNV lies in its ability to combine the 

various areas of expertise.  

 The company origins from a merger of multiple smaller companies, and because of this, 

HNV has become a market leader. HNV has three organizational values by which added value is 

created for the customer: Quality, Sustainability, and Profit. Besides those values HNV tries to 

stimulate its personnel to be innovative, and hence Innovation could be regarded as a fourth main 

value. HNV distinguishes itself as a reliable and service-oriented partner. Currently, HNV is 

running a diversity programme which is aimed to let the HNV community mirror the Dutch 

society, particularly in terms of gender; HNV tries to increase the percentage of female 

employees at all levels throughout the organization. 

 Furthermore, HNV has over 8.300 employees, and reached a turnover of €2.4 billion in 

2011. Regarding the present study, cooperation is required with the HR department at HNV. 

Hence, in order to gain inside knowledge, information is gathered from the HR department about 

experiences and visions about online recruiting. The outputs are discussed in the next subsection. 

An organogram of HNV and the HR department can be found in Appendix A. 

2.2 Experiences and visions with e-recruitment 

In order to gain insights about current experiences and visions with e-recruitment, two interviews 

are held with HR professionals at HNV. The interview results describe some present experiences 

and visions regarding e-recruitment and partly service as input for the learning objectives. 

 

Interview Manager HRM HNBV 

Experiences - The experiences of HNV’s HR department with e-recruiting, including all sorts of 

web-based recruiting, are not very considerable up to the present. In fact, recruitment practices 

were ‘more advanced’ four years ago (2008), just before the economic crisis forced HNV to 

economize on capacity. As a consequence of the economic crisis, recruiters had to focus on 

firing and transferring human resources to external organizations instead of hiring new 

employees. Nonetheless, the experiences led to several insights which are useful for the present 

as well as for the future. First, LinkedIn certainly has preferable focus when compared to other 
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social media channels (e.g. Facebook, Hyves, Yammer, etcetera). When recruiters are reaching 

out to potential candidates via LinkedIn (i.e. posting job offers), they almost always receive 

reactions from close connections within the social network. This indicates that besides the low 

amount of considerable experiences with e-recruiting, HNV does have positive experiences. 

Second, these positive experiences led to management support; a LinkedIn training for the 

recruitment department was arranged. This training helped the recruiters to understand the 

possibilities of the LinkedIn network so that this channel could be used more effectively. 

 

Visions - Besides past experiences, visions regarding e-recruitment are also present. The fact that 

HNV is evolving from a more capacity-driven organization to a more knowledge-based 

organization, has several future implications for the recruitment department of HNV. First, 

recruitment gets more attention because the hiring of human resources will be increasingly based 

upon provisional agreements/hiring practices. In other words, the human resources’ liquidity 

increases, for which a sufficient amount of recruiting employees is needed. Second, since 

recruitment is becoming a more integral part of the organization and outsourcing recruitment 

activities is expensive, it is desirable to learn about reliable, efficient, and cost-effective 

recruitment methods, especially e-recruiting strategies. Third, because recruiting becomes more 

important and more complex, it is likely that in the near future also more advanced recruitment 

measurement systems arise in order to measure and manage recruitment more effectively and 

efficiently. Finally, it might be possible that in a more distant future, e-recruitment becomes fully 

technology-based, which implies that recruiters become ICT-employees ensuring that the 

applications, databases, and systems are aligned and up-to-date. 

 

Hence, according to the Manager HRM, Experiences with e-recruiting are not very considerable, 

but the few experiences made recruiters and managers aware of the opportunities that are offered 

by social media channels among which LinkedIn is preferred over other channels. In the near 

future, e-recruitment is developing and recruitment practices are growing in numbers. In a more 

distant future this will imply that e-recruitment might become fully technology-based, meaning 

that computer programmes take care of the matching procedure by combining CV databases with 

job/organization profiles. Next, the upcoming paragraphs provide the outputs of an interview 

with a recruiter at HNV. 

 

Interview Recruiter Breijn 

Experiences - It is the recruiter’s opinion that the level of e-recruitment in the Netherlands is 

poor, including the level at HNV. Generally, recruiters hold a conservative attitude regarding 

recruitment and they still use more traditional methods of recruiting. This implies that the HR 

department of HNV appeals to recruiting- and selecting agencies on a regular basis, which is 

associated with high costs. Instead, as an escape from these traditional methods, social media and 

other online recruiting techniques should be used for placing vacancies (also called post-and-

pray). However, recruiters who have used online recruitment techniques have experienced that 
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online recruiting is not directly related to success. The question is how online recruiting 

techniques should be used for reaching the desired effects, and relatively few experts know how 

to reach these positive outcomes. 

 

Visions - One idea is that the ‘employer brand’ should function as the basis for social media 

recruiting strategies. In addition, HR departments need to select the appropriate social media 

channels and learn about effective ways of using these channels. Also, recruitment employees 

should actively engage in using social media. And whilst the number of organizations holding 

multiple social media accounts is rising, significant benefits are not present because e-

recruitment is not centrally organized and organizations (large organizations in particular) lack 

meaningful visions with respect to online recruitment. Additional to the use of social media in 

recruitment, commitment is needed to achieve recruitment success. Currently, commitment is a 

bottleneck in making e-recruitment effective at HNV. But when recruiters are able to match 

social media outputs with the experiences of potential applicants or manipulate the experiences 

using social media, positive results will follow. With respect to the appropriate tool for e-

recruiting, it turns out that LinkedIn is the most successful. 

 

Hence, according to the Recruiter, HR departments in the Netherlands hold a conservative 

attitude in recruitment. Social media channels should be used to a larger extent, especially 

LinkedIn. Within an e-recruiting strategy, employer brand should function as the main means of 

communication. Social media outputs should match with the experiences or attitudes that 

potential applicants hold towards the organization, or the experiences and attitudes should be 

manipulated to reap the potential e-recruiting benefits. Besides the input from the interviews 

regarding experiences and visions, HNBV also has some learning objectives with respect to e-

recruitment. These are discussed in the subsequent paragraphs. 

2.3 HNBV learning objectives 

HNBV wants to learn about methods to make effective use out of social media (e.g. LinkedIn, 

Twitter, and Facebook) in order to optimize the e-recruiting strategy. In particular, HNBV wants 

to gain knowledge about online methods which enhance organizational attractiveness and to raise 

awareness about the HNBV brand, since the employer brand should have a main role in e-

recruitment according to HNBV’s practitioners. Also, HNBV wants to gain knowledge about 

what information should be disseminated through social media. In terms of person-organization 

fits, HNBV wants to find ways to attract more students with a technical educational background, 

whilst at the same time attracting ‘young potentials’ who can be described as reliable, high-

performing individuals, i.e. individuals with the ‘right’ personalities and with high-quality 

person-organization fits. HNBV wants to recruit individuals who are relatively confident, 

reliable, and not afraid to share ideas. These personality characteristics should enhance quality, 

sustainability, and profitability (the main values of HNV). Also, the students HNBV wants to 

recruit need to be almost ready to enter the labour market or are in need of a graduation 
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assignment/internship. This implies that the students should be available to the labour market 

before 2014-2015, which in turn means that the target group consist out of students who expect 

to be graduating between 2012 and 2014. In other words, HNBV is interested in attracting 

Master students.  

 Besides, HNBV is interested in ways to attract more females with technical educational 

backgrounds, see Appendix B for some goals with respect to the diversity within the 

organization that were set by the company (in Dutch). The ultimate goal is to recruit the students 

who comply with the aforementioned statements, so that pools of talent can be constructed. In 

conclusion, HNBV has the following learning objectives: 

 

Learning objective 1 - Gain knowledge about what information should be 

disseminated/communicated through social media channels in order to attract students in need of 

a graduation project/internships, students almost ready to enter the labour market, reliable, hard-

working (conscientious), emotional stable students, and more female students. 

 

Learning objective 2 - Construct an e-recruiting strategy that can be applied for composing 

‘talent pools’ characterized by high-quality person-organization fits. This means that the strategy 

should not only attract students, but also enhance intentions to apply for positions at the 

organization, which in turn increases actual applications. 

 

Figure 2.1 depicts the learning objectives in a process model. These desires are translated into 

research questions in Chapter 3. 

 
Figure 2.1: Process model of learning objectives for HNBV 

 

  In sum, this chapter briefly introduced the HNBV organization and the prior experiences, 

visions, and desires of HNBV in the field of online recruitment are discussed. These desires 

were translated into learning objectives and an initial process model in which HNBV is 

interested in. In the next chapter (Chapter 3), the research questions are stated for which the 

learning objectives are used as foundation. Also, the scope of the present study is discussed. 
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3 Research questions 
 

To make sure that the current study complies with the desires/learning objectives of HNBV and 

considering the time and resources available, this chapter states the research questions (section 

3.1) and the scope of the present study (section 3.2). 

3.1 Research questions 

Given the learning objectives stated in Chapter 2, a main research question is formulated which 

is divided into four sub-research questions. 

 

Main research question 

How could HNBV make effective use out of social media in order to construct an optimal, 

reliable, and cost-effective e-recruiting strategy that can be applied for composing ‘talent pools’ 

characterized by high-quality person-organization fits? 

 

Sub-research questions  

1. How could HNBV use social media to raise organizational attractiveness perceptions and 

intentions to apply? 

2. How are (important) personality characteristics and gender related to disseminated company 

profiles through social media, organizational attractiveness perceptions, and intentions to 

apply? 

3. How could this information be used to construct a more optimal, reliable, and cost-effective 

e-recruiting strategy for HNBV? 

4. What are possible pitfalls, limitations, and managerial implications for HNBV? 

 

These research questions will be repeated in Chapter 8 (Discussion), in which answers to these 

questions are also present. 

3.2 Scope 

Given the desired learning objectives formulated and the research questions stated, some 

delimitation is taken into consideration in order to limit the efforts for this study to an 

appropriate level; it is impossible to develop and implement a complete e-recruiting strategy 

given the resources (e.g. time) available. 

 

Social media channel - First, since not all social media channels can be extensively tested, it is 

decided to test only one channel. From the interviews with the Manager HRM and the Recruiter 

it seems obvious that LinkedIn is preferred over other channels. To make sure that this channel is 

the most appropriate for recruitment purposes, a group of Civil Engineering students from the 

Delft University of Technology is asked to rank a range of social media channels during a pilot 

test (detailed information on the pilot test can be found in section 7.3). Supporting the HNBV 
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practitioners’ views, LinkedIn is preferred as social media recruitment channel; 84.21% of the 

students indicated LinkedIn as most preferred recruitment channel. Hence, both the organization 

and the students seem to prefer LinkedIn. Therefore, only LinkedIn is regarded in the present 

study.  

  

Personality - Second, considering the fact that HNBV desires to attract individuals who are 

relatively reliable, hard-working, and emotional stable, regarding personality, which is discussed 

in more detail in Chapter 4, two personality dimensions out of the five suggested by the ‘Big 

Five’ will be taken into account in this study, Neuroticism and Conscientiousness. In contrast 

with the other three dimensions, these two personality dimensions appear to have significant 

predictive power with respect to job outcomes (work motivation, work satisfaction (Judge & 

Ilies, 2002), and work performance (Barrick & Mount, 2001)) for a wide range of jobs, and thus 

information on these two personality characteristics is regarded as most useful in determining 

whether individuals are likely to perform well in future jobs and whether they fit the 

organization. More specifically, individuals who score higher on conscientiousness are more 

motivated and satisfied, and have higher performance, while individuals who score higher on 

neuroticism are less motivated and satisfied, and have lower performance. 

  

E-recruitment strategy - Third, although HNBV wants to construct an e-recruiting strategy, this 

study obviously cannot holistically cover this desire. For instance, only one channel is tested and 

thus the current study attempts to find ways to improve the current methods and provide 

knowledge about e-recruiting. With the combination of collected information on best practices 

and the findings of the present study, this study should be able to service as input for the process 

towards developing a holistic e-recruiting strategy.  

 

Hence, this study is restricted to LinkedIn as social media recruitment channel, only considers 

two dimensions of the ‘Big Five’ personality traits, and does not provide a complete strategy for 

online recruitment, but services as input for a complete e-recruiting strategy. 

  

In sum, Chapter 3 presented the research questions which are to be answered in the present 

study and the scope of the present study. Next, Chapter 4 presents a framework that is 

considered in this study which should serve for generating input for answering the research 

questions. 
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4 Framework 
 

In this chapter the framework that will be investigated is discussed, and definitions are presented 

for the constructs that are included in the framework. In other words, a detailed analysis of one 

particular e-recruiting method, given specific (manipulated) conditions, will be a main part of 

this study. 

Figure 4.1: Research framework 

 

The conceptual framework shown by figure 4.1, partly based upon the framework investigated 

by Birgelen et al. (2008), presents a method that companies’ recruiters could use to increase their 

talent pools by disseminating the company profile by means of social media, and complies with 

the process model of the learning objectives (figure 2.1) stated in Chapter 2. Birgelen et al. 

(2008) investigated a similar framework, but as input they investigated the content of corporate 

web-sites on informational relevancy- and accuracy perceptions. This study will build upon the 

study of Birgelen et al. by investigating what content should be available on a corporate 

LinkedIn page so that organizational attractiveness perceptions and intentions to apply are 

increased (which enhances the probability of actual applicants), by which this study complies 

with the HNBV learning objectives. Besides, the role of the attitude towards corporate social 

network pages, personality, and gender are taken into consideration, since the attitude towards 

corporate social media use probably affects the other constructs, personality is found to be 

related to social media use, e-recruiting preferences, and intentions to apply, and HNBV desires 

to construct recruiting methods which attract more females. The factors that will be measured are 

presented in the blue area of figure 4.1. Thus, this study attempts to construct an e-recruiting 

method which can be used to enlarge applications by increasing organizational attractiveness 

perceptions among right-skilled job seekers, so that intentions to apply are increased. In turn, 

those effects should lead towards an increase in applications, with the expansion of the talent 

pools characterized by more of the right-skilled individuals as a consequence. Also, the roles that 

personality and gender have in this framework are considered; the relationship between 

personality and profile judgements/social media attitudes, the relationship between personality 

and organizational attractiveness perceptions, and the role of personality in the relationship 
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between intentions and actions. Finally, this study tries to examine ways of attracting more 

females under the given framework (figure 4.1). In the following subsections, 

definitions/explanations of the constructs introduced in the framework depicted by figure 4.1 are 

presented. 

4.1 Organization profiles 

The framework depicted by figure 4.1 starts with company profiles (i.e. corporate social 

networking/LinkedIn pages). The profiles that will be used in this study are constructed with the 

help of text blocks/sentences that are created at the Communication Department at HNBV. These 

blocks of text are created by communication experts and it appeared very desirable to explore the 

potential influences of these blocks on Master-students from Universities of Technology in the 

Netherlands, since the recruitment professionals at HNBV want to learn about e-recruiting 

methods which will attract students with a more technical background in higher education and 

with a Dutch nationality. The (Dutch) blocks that are used can be found in Appendix C and are 

discussed in more detail in Chapter 6, section 6.2. 

4.2 Social media 

Since the profiles are to be disseminated via social media, social media needs a proper 

introduction. The popularity of social media follows from a recent (December 26
th

 2011) 

estimation that “1.2 billion users worldwide – 82% of the world’s internet population over the 

age of 15 – now log on to a social networking site”
2
. The rise of social media started in 1979 

when Tom Truscutt and Jim Ellis from Duke University developed Usenet, a worldwide 

discussion system which allowed internet users to post public messages (Kaplan & Haenlein, 

2010). Though, the way social media are understand today gain ground approximately 20 years 

later, when ‘Open Diary’ was founded by Bruce and Susan Abelson. ‘Open Diary’ was an early 

social networking site that united online diary writers into a single community. Around this time 

words as ‘weblog’ were first used and truncated as ‘blog’ when a blogger transformed ‘weblog’ 

into ‘we blog’. The popularity of these sites increased even further by the growing availability of 

high-speed internet access and this popularity led to the invention of the term ‘social media’ and 

more recently to the addition of the term ‘virtual worlds’. Virtual worlds are computer-based 

simulated environments inhabited by three-dimensional avatars (Kaplan & Haenlein, 2010). 

 Although one might have an idea of the meaning of social media, before a formal 

definition can be made a distinction must be made between two related concepts: ‘Web 2.0’ and 

‘User Generated Content’. Web 2.0 is a term which explains a shift in utilization of the World 

Wide Web; from a platform in which content and applications are developed and published by 

individuals (Web 1.0), towards a platform which is continuously modified by all users in 

participatory and collaborative fashions. User Generated Content (UGC) then refers to a 

summation of ways by which internet users make use of social media. UGC has to meet three 

                                                      
2
 Subtracted on January 3

rd
 from URL: http://www.thenewage.co.za/38836-1021-53-

Social_networking_is_the_most_popular_online_activity  
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requirements in order to be considered as UGC: first, it needs to be published on a publicly 

accessible website or a social networking site accessible to a selected group of individuals; 

second, it must show a certain amount of creative effort; and third, it has to be created outside 

professional routines or practices (Kaplan & Haenlein, 2010). With this distinction of concepts a 

more formal definition of social media can be given: “Social media is a group of Internet-based 

applications that build on the ideological and technological foundations of Web 2.0, and that 

allow the creation and exchange of User Generated Content” (Kaplan & Haenlein, 2010, pp. 

61). Obviously, this definition refers to a wide range of applications available on the internet 

(e.g. Wikipedia, YouTube, Facebook, Second Life, MySpace, LinkedIn etc.). There are two key 

elements to distinguish these different applications: 1) self-presence/media richness, and 2) self-

presentation/self-disclosure. Social presence theory (Short et al., 1976) states that media differ in 

the degree of ‘social presence’, which means that they differ in acoustic, visual, and physical 

contact that can be achieved. Hence, social presence is affected by both intimacy and immediacy 

in a way that higher social presence goes with larger social influences that communicating 

individuals have on each other’s behaviour. Media richness theory (Daft & Lengel, 1986) states 

that media differ on richness; media high on richness can transmit more information in a given 

time interval, and thus are more effective in resolving ambiguity and uncertainty. Self-

presentation refers to the individuals’ desires to control impressions that other people may have 

of them (Goffman, 1959), and usually such self-presentations are exercised through self-

disclosure; the individuals’ conscious or unconscious revelations of personal information 

consistent with the impressions the individuals want to give. Given these differences of social 

media in self-presence/media richness and self-presentation/self-disclosure, table 4.1 (which 

stems from Kaplan and Haenlein (2010, p. 62)) provides a classification of social media on these 

dimensions. In this paper the main focus is on Social Networking Sites (SNS). SNS enable users 

to connect with, invite, and send messages to other users by creating personal pages (personal 

information profiles). 

 
Social presence/ Media richness 

Low Medium High 

Self-

presentation 

/Self-

disclosure 

high Blogs 
Social Networking 

Sites (e.g. Facebook) 

Virtual Social Worlds 

(e.g. Second Life) 

low 
Collaborative projects 

(e.g. Wikipedia) 

Content communities 

(e.g. YouTube) 

Virtual game worlds 

(e.g. World of Warcraft) 

Table 4.1: Classifications of social media 

 

In conclusion, social media are part of internet-based applications which make use of Web 2.0 as 

an operating platform in order to create and exchange User Generated Content. Since many 

different kinds of applications exist, they can be classified by determining their degree of self-

presence/media richness, and self-presentation/self-disclosure. Table 4.1 provides such a 

classification with practical examples. The focus in this study is on social networking sites, i.e. 

LinkedIn. 
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4.3 Personality 

In scientific literature, personality is explained by the Big Five/Five-Factor Model of personality 

(Extraversion (E), Agreeableness (A), Conscientiousness (C), Neuroticism/Emotional Stability 

(N), and Openness to Experience (O)) at the top-level and by sublevel constructs of these five 

dimensions at lower levels (Digman, 1990).  Table 3, which stems from Costa et al. (1991), 

depicts the Big Five and the sublevel constructs associated with them. 

Personality 

trait 
Neuroticism Extraversion 

Openness to 

Experience 
Agreeableness Conscientiousness

Sublevel 

constructs 

Anxiety Warmth Fantasy Trust Competence 

Hostility Gregariousness Aesthetics 
Straight-

forwardness 
Order 

Depression Assertiveness Feelings Altruism Dutifulness 

Self-

Consciousness 
Activity Actions Compliance 

Achievement 

Striving 

Impulsiveness 
Excitement 

Seeking 
Ideas Modesty Self-Discipline 

Vulnerability 
Positive 

Emotions 
Values 

Tender-

Mindedness 
Deliberation 

Table 4.2: The Big Five and their Sublevel Constructs 

 

Neuroticism refers to the emotional stability of an individual. More neurotic individuals tend to 

show poor emotional adjustment in the form of stress, anxiety, and depression (Judge & Ilies, 

2002). The HR employees of HNBV indicated that their future employees should be relatively 

low on N. Extraversion refers to an individual’s tendency to be sociable, dominant, and positive 

(Watson & Clark, 1997). Individuals high on Openness to Experience are usually more creative, 

flexible, curious, and unconventional (McCrae, 1996). The level of Agreeableness of an 

individual is determined by tendencies to be kind, trustworthy, and warm (Judge & Ilies, 2002). 

Finally, Conscientiousness refers to an individual’s degree of ambitiousness and dependableness 

(Barrick & Mount, 1991), as well as the degree to which an individual is orderly and deliberate 

(Costa & McCrae, 1992). The HR employees of HNBV indicated that their future employees 

should be relatively high on C.  

 The model of the Big Five personality traits and their sublevel constructs is chosen in this 

study, because some degree of consensus is reached within the scientific field regarding this 

model, and because this model is extensively used within the scientific field (John & Srivastava, 

1999). However, the main limitation according to several critics is that this model does not 

provide a complete theory of personality. This limitation stems from the fact that the model was 

never intended as a comprehensive personality theory; it was developed to account for the 

structural relations among personality traits (Goldberg, 1993). Therefore, the Big Five model is a 

more descriptive structural model that provides an account of personality rather than an 

explanatory model of personality. 
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4.4 Organizational attractiveness perceptions 

Since this study tries to examine relationships between social networking pages’ informational 

content and organizational attractiveness, this section discusses what organizational 

attractiveness perceptions are. In a recruitment process, organizational attractiveness perceptions 

are determined by job factors, organizational factors, diversity factors, and recruiter factors 

(Thomas & Wise, 1999). However, in the current study recruiter factors are not present in a 

personal form. Instead of judging recruiters, the medium by which potential applicants are 

approached is judged. Usually, job factors are the most important forms of information to a 

profile. Next, the set of organizational factors is important information. The information on the 

job- and organizational factors will influence the organizational attractiveness perceptions that 

potential applicants will form. More specifically, the perceptions are influenced by information 

relevancy perceptions and information accuracy perceptions (Birgelen et al., 2008). Furthermore, 

in case web sites are chosen as means to present company profiles, the web-site orientation also 

plays a crucial role; the orientation might by characterized as screening-orientation, recruiting 

orientation, or a dual-purpose orientation (Williamson et al., 2003). In this study, organizational 

attractiveness perceptions are determined by corporate LinkedIn profiles containing information 

about the organization (organizational factors). The respondents may either be attracted to the 

organization in terms of a future employer or sponsor for the graduation project/internship. 

4.5 Intentions to apply 

In order for job- and/or company profiles to be effective as means to disseminate information, it 

is very important that the users have positive perceptions towards it (Chen et al., 2000). When 

more positive perceptions/attitudes are created, more behavioural intentions (intentions to apply) 

will be the result (Cronin et al., 2000). In this study, intentions to apply refer to intentions to 

apply for a job position (jobs, internships, traineeships) or (other) graduation opportunities at the 

organization. Therefore, the items that will measure this construct mention both application 

intentions, so there is no difference between students who have intentions to apply for job 

positions or graduation opportunities. 

4.6 Applications 

Applications will result from perceptions of the person-environment fit which is defined as the 

congruence, match, similarity, or correspondence between the person and the environment 

(Edwards & Shipp, 2007), see figure 4.2. The notion that a good fit between individuals and 

environments will lead to positive work outcomes is evident in scientific literature, as well as the 

assumption that the effects of a person-environment fit are the same across different person- and 

environment constructs, regardless of the absolute levels of the individual and environment or 

the direction of their difference (Edwards & Shipp, 2007).  Thus, it seems that assigning 

individuals to jobs/organizations that are congruent with their personality (in neuroticism and 

conscientiousness) and abilities (i.e. education) is important to organizations and recruiters in 

particular. 
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Figure 4.2: The creation of person-job fits 

 

In scientific literature on organizational fit, the concept of fit can be characterized along two 

extremes: the micro-level focus on person-environment fit, and the macro-level focus on person-

environment fit (Ostroff & Schulte, 2007). At the micro-level, fit is examined in terms of 

relationships between individuals and the organizational environment in which they work, whilst 

at the macro-level fit is assessed between organizational components, i.e. structure, culture, 

goals, and strategy etcetera. This study will only consider fit on the micro-level, since the 

purpose of this paper is to find out when individuals’ personalities and abilities are aligned with 

the characteristics of the organization. Regarding the micro-level organization fit, there exist four 

modes of fit (Ostroff & Schulte, 2007): 1) Person-Person compositional Fit (identical), which 

examines the degree of similarity between the personal attributes of focal individual and the 

personal attributes of a peer, supervisor, recruiter, and individuals within a group category, 

group, unit, and organization; 2) Social Person-Situation compositional (referent shift), which 

examines the degree of fit between the personal attributes of focal individual and the socio-

psychological context defined through converging cognitions, perceptions, affect, or behaviours 

of a peer, supervisor, recruiter, and individuals within a group category, group, unit, and 

organization; 3) Structural Person-Situation compositional (corresponding functionality), which 

examines the degree of fit or alignment between personal attributes of focal individual and 

structural-technical environment defined as a group category, group, unit, and an organization; 

and 4) Person-Person compilation, which examines the degree to which personal attributes of 

focal individual complements the array of personal attributes of others, where the array is 

derived from a peer, supervisor, recruiter, and individuals within a group category, group, unit, 

and organization. 

 Another key distinction in scientific literature about person-environment fit, which is 

already made clear by the differences between the first and the fourth modes of fit, is the 

distinction between supplementary- and complementary fit (Kristof, 1996; Muchinsky & 

Monahan, 1987). Supplementary fit exists when an individual “supplements, embellishes, or 

possesses characteristics which are similar to other individuals” in the organization (Muchinsky 

& Monahan, 1987, pp. 269), whilst complementary fit occurs when a “weakness or need of the 

environment is offset by the strength of the individual, and vice versa” (Muchinsky & Monahan, 

1987, pp. 271). In a recruiting setting the filling in of a vacancy may be considered to be 

determined by a complementary fit, because the procedure of filling in a vacancy complements 
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the organization. Regarding the fact that a person must also fit as good as possible in the 

organization, when this fit is high the person supplements the organization. In other words, 

complementary fit goes about the person-job fit, and supplementary fit addresses the person-

organization fit. Hence, a fit between a person and a job/organization exists in case a person 

scores high on all four modes of fit so that the person both complements and supplements the 

organization. In this study, the levels of neuroticism and conscientiousness, the educational 

background, and gender are important dimensions that determine the person-environment fit. 

4.7 Attitude towards corporate social network pages 

In general, individuals differ regarding the level of comfort they experience when using more 

advanced ways for interaction with other individuals and organizations (Birgelen et al., 2008). 

Consequently, it is possible that these individuals hold different predispositions towards 

recruitment via social media channels. These predispositions are referred to as the attitude 

towards corporate social network pages. This is comparable with the source credibility theory, 

which states that individuals are more likely to be persuaded when the source itself (social media 

in this context) is seen as more credible (Hovland et al., 1953). 

4.8 Talent pools 

A talent pool is a pool of potential applicants that is the result of the applications for job 

positions, internships, traineeships, other graduation opportunities at the organization, or direct 

applications for the talent pools. From the Cambridge Dictionary
3
: A talent pool is a pool 

containing the suitable, skilled people who are available to be chosen to do a particular type of 

job. 

  

                                                      
3
 Source: URL visited on 06-24-2012: http://dictionary.cambridge.org/dictionary/business-english/talent-pool  

In sum, Chapter 4 discussed the framework which is investigated in the present study and 

presented definitions of the constructs which are present in that framework. Given this 

framework, Chapter 5 contains hypotheses which are tested in order to (partly) provide 

answers to the research questions concerning the influence of different profiles on intentions 

to apply via other constructs presented in the suggested framework. 
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5 Hypotheses 
 

Given the framework presented by figure 4.1 and the desires of HNBV, some hypotheses need to 

be formulated in order to investigate the influence of different organization profiles. 

5.1 The influence of the profile content on organizational attractiveness 

Direct effects - Informational factors that affect organizational attractiveness perceptions include 

pay, promotional opportunity, location, benefits, autonomy, flexibility, social responsibility, and 

type of work (Rynes, 1991). Besides job- and organizational factors, diversity- and recruiter 

factors influence the recruitment effectiveness (Thomas & Wise, 1999). In addition, the 

informational orientation affects organizational attractiveness via the social network page 

orientation, i.e. a recruiting orientation (promoting or selling the company to prospective 

applicants) will lead to higher attractiveness perceptions  in contrast with a screening orientation 

(evaluating and screening job applicants based on their qualifications, referred to as screening-

orientation) (Williamson, Lepak, & King, 2003). Based upon these findings it seems that the 

informational content disseminated through corporate social network pages influences 

organizational attractiveness perceptions. Generally, web-sites (including social networking 

sites) that are evaluated more positive on content contain information demonstrating a high level 

of personal relevance to the web-site viewers (Eighmey & McCord, 1998; Liu & Arnett, 2000). 

In turn, positive evaluations on web-site content usefulness have positive effects on 

organizational attractiveness perceptions (Williamson et al., 2003). It might therefore be highly 

important that the viewers of social network pages hold a positive attitude towards the page 

(Chen et al., 2000). In a recruiting setting, the informational relevancy could be determined by 

the match between the displayed information on the social network page and the individual’s 

judgements about the applicability of this information, and whether the information matches the 

specific needs. Then, regarding the desire to attract more technical-educated applicants via 

LinkedIn, it is expected that when the social network page’s content is more aimed at technical 

students, the relevancy perceptions will increase: 

 

H1: The ‘more specific’ profiles (more aimed at higher-educated technical individuals) 

will result in higher information relevancy perceptions among these individuals 

compared to the ‘non-specific’ profiles for HNBV. 

 

Besides information relevancy, the information accuracy may also influence the social network 

page effectiveness, and thereby affecting the organizational attractiveness perceptions. 

Information accuracy pertains to the precision of the information provided by the social network 

pages/profiles. Regarding this construct, when information is perceived as incorrect or 

inaccurate, this has a negative effect on the page effectiveness (Doll & Torkzadeh, 1988, 1998; 

Downing, 1999). Hence, it is expected that when leaving out accurate detailed/economic 

information about the organization, the information accuracy perceptions will decrease: 
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 H2: Company profiles which do not contain accurate detailed information about the 

 organization will result in lower information accuracy perceptions compared to 

 profiles that do contain accurate detailed information for HNBV. 

 

Furthermore, since it is a desirable outcome of this study to find methods to attract more females 

by using social media, it is expected that when LinkedIn profiles contain information about 

diversity, more females will be attracted. When females know that the organization has a 

diversity policy aimed to increase the number of females within the company, the profiles that 

contain this information are regarded as more relevant to females. In addition, HNBV already 

noticed that females are attracted by the pink-coloured helmet, which they use to attract more 

females to construction. Hence, it is expected that the combination of such a helmet in a profile 

with a text about diversity, will lead to more positive information relevancy perceptions: 

 

 H3: Company profiles that contain information regarding diversity, aimed to attract 

 more females, will result in more positive information relevancy perceptions among 

 females than profiles that do not contain diversity information. 

 

Indirect effects - The individuals’ perceptions of relevancy and accuracy with respect to 

disseminated corporate information via LinkedIn will influence organizational attractiveness 

perceptions. Hence, the informational content of corporate LinkedIn pages indirectly affects 

organizational attractiveness perceptions via information relevancy- and -accuracy perceptions: 

 

H4: The information relevancy perceptions (H4a) and information accuracy perceptions 

(H4b) about disseminated social network pages’ content will have a positive relationship 

with organizational attractiveness perceptions for HNBV. 

5.2 Impact of organizational attractiveness perceptions on intentions to apply 

The reason for recruiters to increase favourable perceptions regarding the social network pages’ 

content is to increase intentions to apply. It is shown by a variety of studies that positive 

attitudes/perceptions affect behavioural intentions (Cronin et al., 2000; Szymanski & Hise, 

2000). In online recruitment settings, this finding that organizational attractiveness perceptions 

are related to intentions to apply has also been reported (Birgelen et al., 2008). Considering this 

fact and taking the manipulation of profiles into account, the following hypothesis is formulated: 

 

H5: Organizational attractiveness perceptions mediate the relationship between 

informational relevancy- and –accuracy perceptions about corporate social network 

pages and intentions to apply for HNBV. 

 

In sum, career-related information disseminated via social networking sites will result in 

organizational attractiveness perceptions (Turban & Greening, 1997); company information 
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(often presented on social networking sites like LinkedIn) enables potential applicants to develop 

better views of the organization before actual applications (Cullen, 2001), and it helps job 

seekers to construct subjective views on the person-job/organization fits. But before these fits are 

determined by recruiters, they should expand their talent pools from which they can select 

applicants. Scientific findings suggest that organizational attractiveness perceptions created by 

using social networking pages should be stimulated in order to eventually increase actual 

applications after which more optimal person-job/organization fits can be constructed. 

5.3 Attitude towards corporate social network pages, personality and gender 

Direct effects - One of the most interesting and important findings is that recruiters need to be 

very cautious when dealing with applicants who score high on neuroticism. Generally, they seem 

to be less reliable in the labour force (score lower on job performance), score low on work 

motivation (Judge & Ilies, 2002), and are less satisfied with their jobs compared to individuals 

who score low on neuroticism (Barrick & Mount, 2001). These relationships are probably caused 

by the fact that individuals scoring high on neuroticism “tend to view the world through a 

negative lens” (Bono & Judge, 2004, p. 902). This might suggest a decisive link between 

neuroticism and characteristics/profiles of a job/organization. For these reasons it is expected 

that neuroticism negatively affects organizational attractiveness perceptions and the attitude 

towards corporate social network pages in a direct fashion (thus intentions to apply indirectly): 

 

H6: Neuroticism is negatively related to HNBV attractiveness perceptions (H6a) and the 

attitude towards HNBV (corporate) social network pages (H6b). 

 

Contrastingly, conscientiousness generally seems to have positive relationships with work 

motivation, work satisfaction (Judge & Ilies, 2002), and work performance (Barrick & Mount, 

2001). This seems to hold for a wide range of jobs. But since the definition of conscientiousness 

and its associated sub facets already imply significant positive relationships with job outcomes, 

this does not hold for the perceptions of a organization. Thus on the one hand it is very likely that 

no direct effects exist between conscientiousness and organizational attractiveness perceptions. 

On the other hand, given the definition of conscientiousness and its sub facets (Costa & McCrae, 

1992), it is very likely that the tendency of individuals, who score high on conscientiousness to 

be planned, neat, and organized, directly affects the intentions to apply and attitude towards 

corporate social network pages. Conscientiousness is positively related to preference of thought-

provoking documents instead of documents which confirm previous ideas (Heinström, 2003). 

Put differently, the relative low amount of information presented on corporate social network 

pages, is unlikely to trigger individuals with high values of conscientiousness to apply for 

positions in an organization and to have very positive attitudes towards these pages: 

 

 H7: Conscientiousness is negatively related to intentions to apply for HNBV (H7a) and 

 the attitude towards HNBV (corporate) social network pages (H7b). 
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Furthermore, given the information collected from recruiting practitioners at HNBV, females are 

poorly attracted to organizations active in the construction sector. Hence, gender directly 

influences organizational attractiveness perceptions for HNBV: 

 

 H8: Males have higher organizational attractiveness perceptions than females for 

 HNBV. 

 

Moderator effects - Schreurs et al. (2009) found that concientiousness moderates the positive 

relationship between informational accuracy perceptions and organizational attractiveness 

perceptions in the sense that for individuals with high values of conscientiousness the 

relationship is stronger. However, for this study it is assumed that personality does not have this 

kind of moderating effect, but that personality partly determines the attitude towards corporate 

social network pages and that in line with Birgelen et al. (2008) this latter construct has a 

moderating effect. Hence, given the hypotheses about the relationships between personality 

(neuroticism and conscientiousness) and the attitude towards corporate social network pages, 

there might exist a moderator effect: despite the informational relevancy- and –accuracy 

perceptions, organizational attractiveness perceptions might be lower when individuals regard 

corporate social network pages as an inadequate tool for recruiting: 

 

 H9: The positive relationship between information relevancy perceptions (H9a)/

 information accuracy perceptions (H9b) and organizational attractiveness perceptions is 

 moderated by the attitude towards corporate social network pages in the sense that for

 more positive attitudes the relationship is stronger. 

 

Hence, the present study investigates several (in)direct- and moderating effects (see figure 5.1). 

Figure 5.1: Research framework with hypotheses 

 

  In sum, in Chapter 5 hypotheses were stated which are tested in the current study. Next, 

Chapter 6 discusses the method which is used for testing these hypotheses, and other methods 

for collecting data that service as input for answering the research questions. 
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 6 Method 
 

This chapter explains the method which is used to test the hypotheses which are stated in Chapter 

5. The setting and sample are discussed in section 6.1. Next, the method used for developing the 

profiles is addressed (section 6.2). Finally, the measures that are used in the experiment are 

formulated in section 6.3. 

6.1 Setting and sample 

The strength of the present study is the use of different sources of information: interviews, pilot 

study, and the main study, which will be explained in more detail in the upcoming paragraphs. 

 

Interviews - Two interviews are held at two separate recruiting agencies (Adecco Group 

Netherlands and Continu Posting and Recruitment & Selection) to find out more about best 

practices in the field of e-recruitment. The information gathered during these interviews serve as 

means to develop HR- and managerial advice. 

 

Pilot study - A pilot study is conducted in order to test some of the focal constructs that are used 

in the main study (i.e. the general attitude towards corporate social network pages, information 

relevancy, information accuracy, organizational attractiveness, intentions to apply, and 

personality (neuroticism and conscientiousness)), so to ensure that the items used for the factors 

are clear and correct. Therefore, the pilot study strengthens the main study. 19 Bachelor-students 

from Civil Engineering participated in this pilot-test. One difference with the main study is that 

this pilot test was conducted after an excursion for which the 19 students subscribed themselves. 

Therefore, instead of viewing and judging a social media page/profile, they judged the excursion 

and applied the information presented during this excursion in determining their perceptions. 

 

Main study - The formulated hypotheses will be tested in an experiment. Six different 

organizational (Heijmans) profiles, constructed as discussed in section 6.2, and disseminated via 

LinkedIn as social media channel, are tested. The data is collected by means of an online 

questionnaire.
4
 The Link was available from 05-24-2012 to 06-18-2012. The experiment is 

conducted among a sample of Master-students from Universities of Technology in the 

Netherlands (3TU: Eindhoven, Delft, and Twente) who expect to graduate between 2012-2014. 

The participants are asked to browse a randomly assigned corporate profile of HNV displayed on 

LinkedIn. Next, they are asked to fill in a questionnaire regarding their background and the focal 

constructs (i.e. the attitude towards corporate social network pages, information relevancy, 

information accuracy, organizational attractiveness, intentions to apply, and personality. The 

students were offered a LinkedIn training as means of incentive; 16 students (15-20% of the 

response) are invited for this training (by random allocation) that was given afterwards. 

                                                      
4
 Questionnaire is developed with the web site available via URL: http://www.unipark.info/1-0-online-

befragungssoftware-fuer-studenten-und-universitaeten-unipark-home.htm  
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6.2 Profile development for main study 

Factors - The profiles are developed taking three different factors into account: A) the profile 

specificity/relevancy, B) the profile accuracy, and C) the profile aim in terms of diversity. Factor 

A refers to profile relevancy in terms of the profile’s link with the educational background of 

technical university students. Factor B refers to the accuracy of the information regarding up-to-

date detailed, numeric/economic information. Factor C indicates whether the profile also has a 

special aim to attract female students.  Each profile differs in terms of these factors and a vector 

notation ([A, B, C]) is used to indicate whether the factors are considered low (=0) or high (=1).  

 

Text blocks - As discussed in section 5.1, the profiles will be based upon several text blocks 

developed by the Communication Department (see Appendix C). The blocks will be used as 

presented by table 6.1, which is a 3x2-matrix that will be tested in the experiment.
5
 In addition to 

the block containing information about the diversity policy (Block 4), as recruiters from HNBV 

noticed, it appears that a combination of such a text block with a picture of a pink-coloured 

helmet has added value for the attraction of females within the construction sector in which HNV 

operates. Therefore, Block 4 will be a combination of the text and the picture (see Appendix D). 

Profile Heijmans profile More specific Breijn profile 

Without diversity and accurate data A1, [0, 0, 0] B1, [1, 0, 0] 

With diversity, without accurate data A2, [0, 0, 1] B2, [1, 0, 1] 

With diversity and accurate data A3, [0, 1, 1] B3, [1, 1, 1] 

Notes. 

The cells include the following data: ‘profile name, [A, B, C]’, with 

A = {0(=lower profile specificity/relevancy), 1(=higher profile specificity/relevancy)} 

B = {0(=lower profile accuracy, 1(=higher profile accuracy)} 

C = {0(=lower profile aim in terms of diversity, 1(= higher profile aim in terms of diversity} 

Table 6.1: Profiles table 

 

Profiles - The first profile, A1 with vector [0, 0, 0], contains information regarding a typical 

general HNV profile (Block 1a, Appendix C) and a block with information about ‘the 

possibilities potential applicants have at HNV’ (Block 2, Appendix C), which serves as means to 

attract applicants; to make the students feel that they complement the organization which leads to 

higher person-organization fit perceptions. The second profile, A2 with vector [0, 0, 1], is an 

extended version of the first profile; Block 4, which contains information regarding the diversity 

policy at HNV and the pink-coloured helmet, is added. In the third profile, A3 with vector [0, 1, 

1], a sentence is added with more detailed/accurate information about the organization’s turnover 

and number of employees (Block 1b instead of Block 1a). Next to these three profiles which 

contain text blocks about the HNV organization as a whole, this study includes profiles about a 

more specific/technical part of HNV, since the focus of this study is on technical educated 

                                                      
5
 Due to expectations regarding response, a 3x2-matrix was chosen instead of a 2x2x2 matrix; per profile 

approximately 15-20 respondents are needed in order to apply statistical test. 
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students. Hence, profile B1 with vector [1, 0, 0] contains a standard text block about Breijn, the 

integrated engineering- and consultancy bureau of HNV ((Block 3a instead of Block 1a, 

Appendix C). Also, Block 2 about ‘the possibilities potential applicants have at HNV’ is added 

as means to attract.  Again, profile B2 with vector [1, 0, 1] is an extended version of profile B1 in 

the sense that Block 4 about the diversity policy and the pink-coloured helmet are added. Finally, 

profile B3 with vector [1, 1, 1] contains more detailed/accurate information regarding Breijn as 

organization (number of employees and number of offices/facilities) meaning that Block 3a is 

replaced by Block 3b. Print screens of the 6 LinkedIn profiles can be found in Appendix D.  

6.3 Measures
6
 

The questionnaire design with constructs and items, and the actual online questionnaire (print 

screens) can be found in Appendix E. Item loadings and Cronbach’s �‘s can be found in table 

6.2.One item loading is lower than .4, i.e. item 6 for neuroticism which states  “In general, I can 

be described as a person who can be moody”. 

Factor 
Item loadings Cron-

bach’s � 1 2 3 4 5 6 7 8 

Attitude towards corporate 

social network pages 
.77 .44 .63 .75 .83 - - - .82 

Information relevancy 

perceptions 
.79 .63 .89* .83* - - - - .87 

Information accuracy 

perceptions 
.72 .70 .81* .84* - - - - .85 

Organizational 

attractiveness perceptions 
.75 .76 .80 .83 .77 - - - .89 

Intentions to apply .93 .82 .88 .54* - - - - .87 

Neuroticism .63 .78 .59* .75* .43* .26 .65 .83 .83 

Conscientiousness .50* .63* .59 .48* .72 .60 .63 .81 .82 

Notes. 

N ranges from 89 to 94 

*. Reverse-coded items 

-. Not applicable 

Table 6.2: Factor consistency and item loadings 

 

Background variables - The background variables gender, age, and education are measured. 

 

Attitude towards corporate social networking pages - The participant’s attitude towards 

corporate social networking pages is measured by five items which stem from the research 

conducted by Birgelen et al. (2008), and is partially based upon research of D’Ambra and Rice 

                                                      
6
 All items for the measures stem from previous research, and all items are translated into Dutch. Also, all constructs 

are measured on a 7-point Likert-type scale ranging from 1 (=completely disagree) to 7 (=completely agree). 
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(2001) and Liu and Arnett (2000). This latter construct is measured before the actual browsing 

process, so that the probability of biasing the measurement of this construct is minimized.  

 

Information relevancy perceptions - After the browsing process, information relevancy will be 

measured by a four-item scale which stems from Liu and Arnett (2000), and Eighmey and 

McCord’s (1998) research. 

 

Information accuracy perceptions - Fourth, information accuracy perceptions will be measured 

by four items, which stem from Birgelen et al. (2008) and are based upon the research conducted 

by Doll and Torkzadeh (1988, 1998). 

 

Organizational attractiveness perceptions - Organizational attractiveness perceptions are 

measured by five items which stem from Birgelen et al. (2008) and are based upon research by 

Taylor and Bergmann (1987), Zeithaml et al. (1996), and Brewer and Henscher (1998). 

 

Intentions to apply - The construct ‘intentions to apply’ is measured by four items which stem 

from Taylor and Bergmann (1987), Harris and Fink (1987), and Zeithaml et al. (1996). 

 

Neuroticism (N) and Conscientiousness (C) - Finally, both N and C is measured by eight items 

which are adapted from Denissen et al. (2008). 

  

  
In sum, Chapter 6 discussed the setting and sample of the present study. Also, it was 

explained how the different profiles were constructed with the help of text blocks from the 

communication department at HNBV. Then, the measures used in the present study are 

mentioned. Chapter 7 presents the results from the interviews, pilot study, and main study. 
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 7 Results 
 

This chapter contains the results from the interviews (sections 7.1 and 7.2), the pilot study (7.3), 

and the main study (7.4). 

7.1 Results Interview Adecco Group Netherlands 

Introduction - An interview was held at a recruiting agency, Adecco Group Nederland (AGN), 

in order to gather information on best practices and problems in e-recruitment by using social 

media. A recruiter and a marketing manager participated in this interview. Best practices 

appeared to be hard to subtract, whilst a list of problems/difficulties was obtained quite easily. 

 

Best practices – The goal of this paragraph is to describe some best practices that were 

mentioned by the recruiter and the marketing leader of AGN. First, it is important to note that 

social media alone as means for recruiting is not sufficient. Recruitment departments should 

regard social media as additional ways to recruit candidates and thus recruiters should combine 

social media, job boards, web-sites, and more traditional methods. Also, using only one social 

media channel for recruitment purposes is not sufficient; recruiters should use, combine and 

update information that is presented on a variety of channels. Generally, LinkedIn is the most 

serious channel (especially for higher-educated individuals), i.e. most responses are gained via 

LinkedIn. Though, recruiters should always keep the target group in mind. For example, in case 

there is a vacancy for some kind of additional job in the summer and there are no restrictions on 

educational background etcetera, it might be better in the Netherlands to approach candidates via 

Hyves (channel containing more younger individuals) instead of a channel like LinkedIn. But for 

the purpose of the main study, it is advisable to use LinkedIn as social media channel. Another 

advantage of social media is that recruiters can upload movies, so that more job/organizational 

content can be disseminated. Applying this method, recruiters are able to reach out to a wide 

range of individuals. 

 

Problems – The goal of this paragraph is to describe some of the problems that AGN is 

experiencing in the field of e-recruitment. Similar to HNV, AGN experiences significant 

problems in their pursuit to recruit via social media channels. First, AGN experiences difficulties 

in estimating what content should be disseminated through social media channels, because 

competitors are also able to read this content. Second, it is very hard to receive commitment from 

recruiters and managers to use social media channels as potential ways to recruit. Third, it 

appears that developing movies which are presented via social media channels are not very cost-

effective; making such movies is costly and the response/reactions towards these movies are 

minimal. And it seems that this is true for all social media channels. It can be very time-

consuming to use these channels in recruitment, and the response rates are very low. Fourth, 

finding graduate students/young potentials is very hard. Often, they cannot be found on a more 

serious social media channel like LinkedIn, and especially finding TU-students seems hard. 
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AGN does not really know how to reach out to this group. Finally, it is also extremely difficult to 

estimate how social media use in recruitment evolves over time. It might very well be a fashion 

and in a few years it is not a fashion anymore, and therefore questions arise whether to invest in 

e-recruitment by investing in social media use or not. 

 

Conclusion – One goal of the interview was to collect information on best practices. It appeared 

that one best practice is to combine the strengths of social media with the strengths of other 

recruitment methods (job boards, web-sites, and more traditional methods). Next, when 

approaching higher-educated individuals, LinkedIn appears to be the most effective social media 

channel in e-recruitment. Also, companies should use channels which hold the option to upload 

short movies or presentations containing more specific job/organizational content. Another goal 

of the interview was to collect information on problems in e-recruitment which AGN is 

experiencing. Regarding the problems, AGN experiences similar problems as HNV. In 

particular, questions surrounding the content that should be disseminated in order to attract more 

students from Universities of Technology. 

7.2 Results Interview Continu Posting and Recruitment & Selection 

Introduction - Another interview was held at a recruiting agency, Continu Posting and 

Recruitment & Selection (Continu), in order to gather information on best practices and 

problems in e-recruitment by using social media. Two marketing employees participated in the 

interview. Again, best practices appeared to be hard to subtract, whilst a list of 

problems/difficulties was obtained quite easily. 

 

Best practices – The goal of this paragraph is to describe some best practices that were 

mentioned by Continu. In line with AGN, Continu states that it is important to note that social 

media alone as means for recruiting is not sufficient. Also, Continu believes that recruiters 

should combine job-boards, social media, and Google adwords. Regarding job-boards, Continu 

holds the opinion that these will disappear in the near-future (at least the job-boards for which a 

fee has to be paid). Instead, the active involvement of recruiters in following potential applicants 

via social media will become more important and recruiters need to (re)act very fast in order to 

comply with the needs of potential applicants. They need to search, follow, find, and approach 

potential applicants in order to stay competitive. In addition, in the near-future potential 

applicants want to be found rather than searching for applications themselves. 

 

Problems - The goal of this paragraph is to describe some of the problems that Continu is 

experiencing in the field of e-recruitment. First, the use of job-boards is time-consuming and 

goes with high costs, whilst at the same a recruiter is highly dependent on the job-boards which 

are familiar to the target group. Second, it appears that when using social media for the 

recruitment of technical educated individuals (engineers), the recruiters have to be trained to 

learn about the technical mind-set. Therefore, in line with AGN, questions arise about how to 
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reach out to students from Universities of Technology. Third, and also in line with HNV and 

AGN, Continu finds it difficult to estimate what content should be disseminated through social 

media channels, because competitors are also able to read this content. Finally, it can be time-

consuming to use social media channels in recruitment, and response rates are very low. 

 

Conclusion - One goal of the interview was to collect information on best practices. It turned out 

that, in line with AGN, Continu believes that best practices are to combine the strengths of social 

media with the strengths of other recruitment methods (job boards, web-sites, and more 

traditional methods). Next, they believe that recruiters need to become more active in the sense 

that they need search and follow potential applicants rather than recruit by making sure that the 

company can be found online and presenting the company in a good way. Furthermore, Continu 

experiences the same problems as AGN and HNV. More specifically, it is hard to estimate what 

content should be disseminated, especially when attempting to attract higher-educated students 

from Universities of Technology. 

 

Summary – The goal of this paragraph is to aggregate the findings from the interviews that were 

held at AGN and Continu. The best practices are presented by table 7.1. First, recruiters should 

acknowledge and use the strengths of social media for recruiting purposes whilst they should not 

reduce other recruiting methods. Social media should be used as an additional method for 

recruiting. Second, LinkedIn appears to be the most fruitful social media channel for recruiting 

purposes. It seems to be the most serious channel and it has the highest response rates. Third, 

recruiters should proactively engage in e-recruitment, meaning that they should search, follow, 

find, and approach potential applicants. This becomes more important in the upcoming years, 

since potential applicants want to be found rather than search for jobs/organizations themselves. 

Best practices 

� Combine strengths of social media with strengths of other recruitment methods (e.g. job 

boards, web-sites, and more traditional methods). 

� Use LinkedIn to spread organizational information in order to increase organizational 

attractiveness perceptions of the page’s viewers during their first acquaintances with the 

company online, especially for recruiting higher-educated individuals. 

� When aiming to recruit within a specific target group, make sure that the online recruiting 

methods are synchronized with this target group.  

� Make use of options/web-sites to upload short movies and/or presentations which contain 

job/organizational content. 

� Recruiters should develop and maintain a proactive attitude in the sense that they should 

closely follow potential applicants, rather than making sure the company can be found 

online and presenting the company in a good way. 

� Be careful with the content that is disseminated through social media, since competitors are 

also able to view this content. 

Table 7.1: Summary of interview: best practices 
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The main problem that recruiters appear to be experiencing is that they find it hard to estimate 

what content they should disseminate via social media. The content should attract potential 

applicants, but it the same time this information should not contain information that should be 

kept secret to competitors. 

7.3 Pilot study 

Introduction – The goal of the pilot study is to strengthen the main study by testing the 

constructs that are used in the main study, and to find support for the fact that LinkedIn will be 

used as channel to disseminate organizational content.  

 During an excursion to the railway expansion at Utrecht Lunetten (VleuGel) the visitors 

were asked at the end of the excursion to fill in some parts of the questionnaire that will be used 

for the main study in order to find out which social media channel has preference over others in 

e-recruitment, and to find out which constructs and items have to be changed, replaced, or 

removed. This way, the internal consistencies of the suggested factors can be improved and an 

appropriate social media channel can be selected for the purpose of the main study. 

 

Sample - The sample was formed by 19 Civil Engineering (Bachelor) students from the Delft 

University of Technology. 11 males (58%) and 8 females (42%) were present and filled in the 

questionnaire. The age varied from 18 to 25 years, and 3 out of the 19 students already started 

with their Master’s programme. 

 

Constructs - The following constructs from the questionnaire were tested: organizational 

attractiveness perceptions, intentions to apply, and attitude towards corporate social network 

pages. In addition, at the request of HNBV, a separate construct was created to investigate the 

attitude towards the excursion (see Appendix F): attitude towards excursion, for which the same 

items are used as for ‘attitude towards corporate social network pages’, but instead of referring to 

the social network page, the items refer to the excursion. 

 

Results – Table 7.2 depicts the descriptive statistics per factor. The attitudes towards the 

excursion/day were positive (M = 6.00, SD = .61). Also, organizational attractiveness 

perceptions were relatively high (M = 5.25, SD = .74). The intentions to apply were mediocre (M 

= 4.51, SD = .75), and the attitude towards corporate social network pages was slightly negative 

on average (M = 3.47, SD = 1.05).  

 

Construct M SD Min. Max. 

Attitude towards the excursion/day (5) 6.00 0.61 5 7 

Organizational attractiveness perceptions (5) 5.25 0.74 3.6 7 

Intentions to apply (4) 4.51 0.75 3 6 

Attitude towards corporate social network pages (5) 3.47 1.05 1.8 5 

Table 7.2: Factor descriptive statistics 
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The direct purpose of this pilot-test is to test the internal consistencies of the constructs. 

Therefore the Cronbach’s alpha values are calculated (see table 7.3). The Cronbach’s alpha 

values look promising, since all are higher than or equal to .60. Compared to the other factors, 

the intentions to apply-construct has a low value. Fortunately, the 19 students were able to 

indicate a possible cause for this; one item was indicated as unclear. Obviously, the item under 

consideration is changed before the questionnaire is used for the main study. 

 

Factor (number of items) N Cronbach’s � 

Attitude towards the day/excursion (5) 19 .80 

Organizational Attractiveness Perceptions (5) 19 .86 

Intentions to Apply (4) 19 .60 

Attitude towards corporate social media pages (5) 19 .74 

Table 7.3: Internal consistencies 

 

Furthermore, the students are asked for their preferable social media channel. The results are 

depicted by table 7.4. As expected, LinkedIn is the preferred social media channel for 

disseminating corporate information (84.21% of the students prefer LinkedIn). 

 

Rank LinkedIn Twitter Facebook Yammer MySpace Hyves 

1 84.21% 0.00% 10.53% 0.00% 0.00% 0.00% 

2 10.53% 21.05% 57.89% 5.26% 0.00% 0.00% 

3 0.00% 68.42% 21.05% 0.00% 0.00% 5.26% 

4 0.00% 5.26% 0.00% 15.79% 21.05% 52.63% 

5 0.00% 0.00% 5.26% 36.84% 42.11% 10.53% 

6 0.00% 0.00% 0.00% 36.84% 31.58% 26.32% 

Table 7.4: Channel-ranking 

 

Conclusion – The direct purpose of the pilot study was to test the internal consistencies of some 

of the factors used in the main study. One construct appeared to have a Cronbach’s alpha of .60, 

which was low compared to the other tested constructs. The respondents were able to indicate the 

potential underlying cause; one item needed to be adjusted, since to some respondents the item 

was not clear enough. The other purpose of the study was to provide support for the choice to use 

LinkedIn as social medium in the main study. LinkedIn as channel to disseminate corporate 

information appeared to have preferences over other media. Hence, with the pilot study the 

construct ‘intentions to apply’ was improved and support was found that not only organizations 

prefer LinkedIn, but that students also prefer this channel. 
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7.4 Main study 

Respondents - 100 students filled in the online questionnaire of which 89 students completed the 

whole questionnaire. 73 males and 27 females participated, which is a typical percentage of 

females within the sample, since statistics from the CBS (central bureau for statistics in the 

Netherlands) of the year 2010 indicate that approximately 4-5% of the females and 15% of the 

males (who started to follow a study programme at a university), started with a technical 

education at a university, whilst the percentages of males (49%) and females (51%) who started 

with a study programme at a university are almost equal, (see Appendix G). This indicates that at 

a University of Technology, approximately 23% is female (at the Eindhoven University of 

Technology this percentage in 2011 was 18%), which indeed corresponds with the sample. The 

age ranged from 20 to 33 (M = 23.65 years, SD = 1.91 years), see figure 7.1 for a histogram. 

From this sample, 48 students study at Eindhoven University of Technology (TU/e), 42 students 

study at Delft University of Technology (TUD), 8 students study at Twente University (UT), and 

3 students study at another university. Educational programmes differ from a really close direct 

connection with the construction sector (e.g. Civil Engineering, Structural Engineering) to a less 

close (more indirect) connection with the construction sector (e.g. Operations Management and 

Logistics, Innovation Management) in which HNV operates; see Appendix H for more detailed 

information on the respondents’ educational programmes per university. The bifurcation of 

educational programmes as indicated by Appendix H is established with the help of the Manager 

HRM at HNBV. In particular, 50 students follow an educational programme that has a high fit 

with the construction sector and HNV, compared to 50 students that have a lower fit. 89 students 

already follow a (pre-)Master programme and 11 students are currently finishing their Bachelor 

programme. 23 students indicated that their year of graduation (finish the Master programme) is 

2012, 51 students indicated that year would be 2013, and 26 students expect to graduate in 2014. 

 
Figure 7.1: Age 

 

Preliminary analyses - First, the data are checked on any obvious 

inconsistencies/outliers/missing values etcetera. Accordingly, the data is prepared for analysis. 

Second, a reliability analysis is done in order to test for any inconsistencies between the 

measured variables for each construct. All factors appear to be internally consistent, i.e. � > .80. 

See table 7.5 for the construct-abbreviations used in this chapter and the Cronbach’s alpha’s. 
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Construct Abbreviation N Cronbach’s � 

Attitude towards corporate social network pages (5)* ATT 100 .82 

Informational relevancy perceptions (4)* IRP 94 .87 

Information accuracy perceptions (4)* IAP 94 .85 

Organizational attractiveness perceptions (5)* OAP 90 .89 

Intentions to apply (4)* ITA 90 .87 

Neuroticism (8)* N 90 .83 

Conscientiousness (8)* C 89 .82 

Notes. 

*. The number of items that are used to measure the construct. 

Table 7.5: Internal consistencies and abbreviations 

Third, an overall impression of the data is obtained. Hence, mean values, standard deviations, 

minimum- and maximum values are collected for each construct (see table 7.6). On average, the 

respondents’ ATT is mediocre/neutral (M = 4.14, SD = 1.05), which indicates that a significant 

amount of the respondents has a negative ATT. Regarding the IRP, IAP, OAP, and ITA, the 

means indicate mediocre perceptions and intentions. With respect to personality, the sample (on 

average) scores relatively low on N (M = 2.74, SD = .87), and relatively high on C (M = 5.58, 

SD = .71). Furthermore, support is found for the fact that LinkedIn is the preferable social media 

channel for purposes of disseminating corporate information (M = 6.23, SD = .87), see table 7.7. 

Factor N M SD Min. Max. 

Attitude towards corporate social network pages 100 4.14 1.05 2.00 6.20 

Information relevancy perceptions 94 4.79 1.10 1.50 7.00 

Information accuracy perceptions 94 5.25 .86 2.00 7.00 

Organizational attractiveness perceptions 90 4.90 .97 2.60 7.00 

Intentions to apply 90 4.43 1.30 1.25 7.00 

Neuroticism 90 2.74 .87 1.25 5.25 

Conscientiousness 89 5.58 .71 3.75 6.88 

Table 7.6: Factor descriptive statistics 

Channel N M SD Min. Max. 

Twitter 100 3.87 1.93 1 7 

Hyves 100 1.87 1.28 1 6 

YouTube 100 4.94 1.69 1 7 

LinkedIn 99 6.23 .87 2 7 

Facebook 100 4.55 1.63 1 7 

Table 7.7: Channel descriptive statistics 

 

Since correlation matrices and ANOVA’s will be applied, the data have to be tested for 

normality, homogeneity of variance, interval data, and independence. Considering the 7-point 

Likert scale used for the constructs, it is assumed that the data are characterized by interval data. 
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By common sense, it is straightforward to assume that the data is independent, i.e. the data are 

gathered from different, independent individuals. Regarding normality, the values from the 

Kolmogorov-Smirnov (K-S)- and Shapiro-Wilks (S-W) tests, the boxplots, Normal Q-Q plots, 

and the histograms are shown in Appendix I. Handling a significance level of .01, both the K-S 

test and the S-W test indicate that IAP does not approximately follow a normal distribution, and 

the K-S test also indicates that C does not. However, investigating the Normal Q-Q plots and the 

histograms of IAP and C, it is assumed that both can be approximated by a normal distribution. 

 With respect to the homogeneity of the variances, Levene’s tests are performed for the 

hypotheses for which comparison of variances is needed. The test-outcomes are formulated in 

the hypotheses testing paragraphs. This concludes the conditions which should be satisfied in 

order to perform the statistical tests for answering the hypotheses formulated in Chapter 5. 

 

Correlations - Next, a correlation matrix is examined in order to get a picture about 

relationships between the constructs. Given the fact that the conditions stated in the previous 

paragraph are satisfied, the Pearson correlation coefficient can be used (see table 7.8). In 

particular, the information relevancy perceptions, information accuracy perceptions, 

organizational attractiveness perceptions, and intentions to apply are strongly, positively, 

significantly correlated with each other, indicating initial support for the research framework 

depicted by figure 5.1 (Chapter 5). Especially, OAP and ITA have a strong relationship (r = .73, 

p < .01). Also, initial support is found for the negative lens effects of individuals who score 

higher on N; N has a medium, negative, significant correlation with IAP and ITA (r = -.22, p < 

.05 and r = -.27, p< .05 respectively), and a medium to strong, negative, significant correlation 

with OAP (r = -.39, p < .01). 

Factor ATT IRP IAP OAP ITP N 

Attitude towards corporate social network 

pages (ATT) 
      

Information relevancy perceptions (IRP) .32**      

Information accuracy perceptions (IAP) .16 .45**     

Organizational attractiveness perceptions 

(OAP) 
.25* .61** .45**    

Intentions to apply (ITA) .16 .58** .31** .73**   

Neuroticism (N) .04 -.16 -.22* -.39** -.27*  

Conscientiousness (C) -.03 .15 .30** .24* .05 -.29** 

Notes. 

N ranges from 89 to 94 

**. Correlation is significant at the .01 level (2-tailed) 

*. Correlation is significant at the .05 level (2-tailed) 

Table 7.8: Correlation matrix 

 

Hypotheses testing - Several correlation coefficients, (one-way-, Factorial-) ANOVA’s, path-, 

mediation- and moderation analyses are used in order to test several hypotheses. Each hypothesis 
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is stated again in this section, followed by which test is used for testing the hypotheses, and 

statistical statements which either (partly) support or reject the hypotheses. SPSS (version 19), 

Lisrel (student version 8.80), and Microsoft Excel (2010) are the programmes that are used for 

both the calculation and visualization of the outcomes. Some initial descriptive statistics are 

presented by table 7.9. It seems that profiles with more information lead to higher IRP and IAP. 

Information relevancy perceptions 
Heijmans profile More specific Breijn profile 

N M SD N M SD 

Without diversity and accurate data 18 4.64 1.26 19 4.54 1.09 

With diversity, without accurate data 14 4.66 .91 15 4.93 1.09 

With diversity and accurate data 13 4.74 1.23 16 5.22 .99 

Information accuracy perceptions N M SD N M SD 

Without diversity and accurate data 18 5.19 .78 19 4.89 .72 

With diversity, without accurate data 14 5.30 .92 15 5.08 .91 

With diversity and accurate data 13 5.46 .64 16 5.58 1.12 

Table 7.9: Respondents per experimental group 

 

In particular, the last profile B3 containing more specific information, with a text block on 

diversity, and with accurate economic information, leads to higher IRP (M = 5.22, SD = .99) and 

IAP (M = 5.58, SD = 1.12). Whether there exist significant differences between the groups as 

stated by the hypotheses, is tested in the upcoming paragraphs. 

 

H1: The ‘more specific’ profiles (more aimed at higher-educated technical individuals) will 

result in higher IRP among these individuals compared to the ‘non-specific’ profiles for HNBV - 

A one-way ANOVA is used to test this hypothesis for which the profiles A1, A2, and A3 are 

compared with the profiles B1, B2, and B3. Levene’s test indicated that equal variances may be 

assumed (F(1, 92) = .22, p = .641). The ANOVA indicated that the IRP are almost equal when 

the technical students judged the Breijn profile (M = 4.89, SD = 1.08, N = 45) compared to the 

general Heijmans profile (M = 4.67, SD = 1.13, N = 49), and as expected from these mean 

values, this difference is not significant (F(1, 92) = .79, p = .38).  

 Additional result - When the educational background-organization fit (students with a 

type of education in which HNBV is particularly interested against students with less fitting 

educational background in the construction sector) and gender are also considered, significant 

main effects are found for both educational fit and gender (F(1, 86) = 15.64, p < .01, �� = .16 

and F(1, 86) = 4.96, p < .05, �� = .06  respectively). The Levene’s test indicated equal variances 

(F(7, 86) = .77, p = .62). No significant interaction effects occurred between profile specificity 

and gender (F(2, 86) = .77, p = .38), educational fit (low fit: M = 4.40, SD = 1.09, N = 46; high 

fit: M = 5.15, SD = .99, N = 48) and gender (males: M = 4.68, SD = 1.14, N = 67; M = 5.03, SD 

= .96, N = 27) and gender (F(2, 86) = .29, p = .59), profile specificity and educational fit (F(2, 
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86) = .03, p = .87), and profile specificity, educational fit, and gender (F(3, 86) = .18, p = .68). 

See figure 7.2 for a visual representation of the differences.  

 In conclusion, Hypothesis 1 is not supported. On the other hand, the differences between 

the technical students who have a lower education-organization fit against the technical students 

who have a better fit, and the difference between males and females are significant. Thus, the 

education-organization fit is mutual, but is necessarily caused by the specificity of the profile, 

and against expectations, females report higher IRP than males. 

 
Figure 7.2: Profile-specificity, education, and gender on information relevancy perceptions 

 

H2: Company profiles which do not contain accurate, detailed information about the 

organization will result in lower IAP compared to profiles that do contain accurate, detailed 

information for HNBV - A one-way ANOVA is used to test this hypothesis for which the profiles 

A1, A2, B1, and B2 are compared with A3 and B3. Given the fact that equal variances may be 

assumed (F(1, 92) = .80, p = .37), the test showed that IAP are reported higher when students 

viewed profiles with accurate/detailed, numeric data (M = 5.52, SD = .91, N = 29) compared to 

the technical students who did not view this information (M = 5.12, SD = .82, N = 65) and this 

difference is found to be significant (F(1, 92) = 4.90, p < .05, �� = .05).  

 Additional result - In case educational fit and gender are added as factors (Levene’s test 

indicates equal variances: F(7, 86) = .65, p = .71)), and a factorial ANOVA is used, gender 

(males: M = 5.14, SD = .82, N = 67; females: M = 5.51, SD = .95, N = 27) is found to have a 

main effect on IAP as well (F(1, 86) = 3.09, p < .05, �� = .04). No significant interaction effects 

are present between profile accuracy and educational fit (F(2, 94) = 2.16, p = .15), profile 

accuracy and gender (F(2, 94) = .40, p = .53), educational fit and gender (F(2, 94) = .93, p = 

.34), and profile accuracy, educational fit, and gender (F(3, 94) = .29, p = .59), but it might be 

that the three-way interaction ‘profile accuracy*educational fit*gender’ would be significant in 

case the sample contained more females (N(female) = 3 for the case with accurate data, high 

educational fit). See figure 7.3 for a visual representation of the differences. In sum, Hypothesis 

2 is supported; it seems that adding some numerical, accurate data about the organization (both 

Heijmans and Breijn) increases IAP. Also, gender has a significant main effect, in the sense that 

on average females have higher scores for IAP. 



42 

 

 
Figure 7.3: Profile-accuracy, education, and gender on information accuracy perceptions 

 

H3: Company profiles that contain information regarding diversity, aimed to attract more 

females, will result in more positive IRP among females than profiles that do not contain 

diversity information – A one-way ANOVA is used to test this hypothesis for which the profiles 

A1 and B1 are compared with the profiles A2, A3, B2, and B3. Only the data from females are 

selected to test this hypothesis. Given the fact that equal variances may be assumed (F(1, 25) = 

.25, p = .62), the test showed that IRP are reported lower for females who viewed a profile with 

a text block on diversity (aimed at attracting more females) is added (M = 4.97, SD = 1.02, N = 

19) compared to females that did not view this text block (M = 5.13, SD = .87, N = 8), but this 

finding is not significant ((F(1, 25) = .112, p = .741).  

 Additional result - When educational fit is added as a factor (factorial ANOVA), and 

given the fact that equal variances may be assumed (F(3, 23) = .97, p = .43), it appears that 

females with high educational fit and viewed the profile with a block on diversity, have higher 

IRP (M = 6,00, SD = .71, N = 4) compared to females with low educational fit and viewed the 

profile without a block on diversity (M = 5.50, SD = .54, N = 4), though this interaction effect is 

also non-significant (F(2, 23) = .42, p = .51). This is probably caused by the small sample sizes 

(both groups only contain four females). See figure 7.4 for a visual representation of the 

differences. In conclusion, Hypothesis 3 is not supported, but it might be that significant 

differences were found for larger sample sizes. 

 
Figure 7.4: diversity and educational fit on information relevancy perceptions 
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Path analysis - Hypotheses 4 to 8 will be (partly) tested by a path analysis. Therefore, this path 

analysis is performed first; then the hypotheses will be tested. The path analysis is performed in 

LISREL (student version 8.80), and the six stages that are used are: 1) defining the individual 

constructs, 2) develop and specify the measurement model, 3) designing a study to produce 

empirical results, 4) assessing the measurement model fit, 5) specify the structural model, and 6) 

assess structural model validity (Hair et al., 2010). For an overview of this six-stages model, see 

Appendix J. In the upcoming paragraphs the path analysis is carried out one stage at the time. 

 

Stage 1: defining the individual constructs - The constructs that are used are IRP, IAP, OAP, 

ITA, N, C, and gender. The first six constructs are operationalized as explained by the items as 

shown in the questionnaire design and are based upon scales from prior research as discussed in 

section 6.3 (see Appendix E for the items in the questionnaire design). These constructs are 

pretested in the pilot test discussed in section 7.3, and improved based upon the input provided 

by the respondents. Due to the relative small sample size (N = 90) the constructs cannot be 

operationalized by all items (per variable 7 , and hence it is chosen to operationalize the 

constructs by the averages of the items, each having an equal weight. 

 

Stage 2: develop and specify the measurement model - Since only a path analysis will be 

performed, complex Lisrel notation used for specifying the measurement model is not needed. 

Only the covariance matrix between the variables is used to assess the path model. This way of 

testing is justified, since the questionnaire applied validated scales and the constructs are found 

to internally consistent (the item loadings indicated acceptable values and Cronbach’s alpha’s are 

all greater than .80, see table 6.2). 

 

Stage 3: designing a study to produce empirical results - The variables (averages of the 

constructs) are metric data, which enables Lisrel to calculate covariances. These covariances are 

used as the type of data to be analysed. Given the averages used to operationalize the constructs, 

no missing data is present and the sample size is 89. All path coefficients need to be estimated 

and thus these parameters are set free. Furthermore, the estimation technique that is used is 

called the maximum likelihood estimation (MLE). 

 

Stage 4: assessing the path model validity - In order to assess the path model validity, some 

absolute fit indices are examined: the �� statistic, the Goodness-of-fit index (GFI), and the Root 

mean square error of approximation (RMSEA). These absolute fit indices are used to validate the 

model and to assess whether the suggested path model is confirmed or not. Also, the 

Comparative fit index (CFI) is assessed in order to include an incremental fit index, which 

assesses the model compared to a baseline model. The �� statistic should be non-significant (p > 

.05), the GFI should be greater than or equal to .97, the RMSEA should be smaller than .08, and 

the CFI should be .97 or higher (Hair et al, 2010). In case a poor fit is indicated, a modified 
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model is developed and it is tested whether the modified model is significantly better than the 

hypothesized model. 

 

Stage 5: specifying the structural model - The path model/hypotheses that will be tested by 

means of a path analysis is shown by figure 7.5. 

 

 
 Figure 7.5: Hypothesized model 

 

Stage 6: Assessing the structural model validity - Lisrel is executed and produced the validity 

measures that were to be assessed as discussed in stage 4 (see table 7.10 for the fit indices). 

Overall, the hypothesized model does indicate a poor fit: Chi-square was significant, though the 

quotient of the Chi-square and the degrees of freedom slightly indicate reasonable fit (< 2.50), 

and the GFI and the CFI were both .95 (slightly below .97) and the RSMEA equals .13 (> .08), 

indicating poor fit. The model fit is not good and therefore it tried to improve the model. The 

paths from the personality dimensions (N and C) to the ATT, and the path from gender to OAP 

are deleted, since these path estimates are very poor (see figure 7.6). Also, one path is added 

from gender to ITA in order to examine whether the observed trend that females are not likely to 

work in the construction sector is supported. The modified model indicates a good fit: Chi-square 

was non-significant (��(3, N = 89) = 1.17, p = .76), the quotient of the Chi-square and the 

degrees of freedom was .25 (<2.50), the GFI and the CFI were both higher than .97 (GFI = 1.00, 

CFI = 1.00) and the RMSEA equals .00 (< .08). In addition, the improved model fits the data 

significantly better compared to the hypothesized model (∆��(5) = 17.45, p < .01). Furthermore, 

the model explains 61% of the variance. The structural relationships that accompany the 

(improved) path model are depicted by figure 7.6. In particular, gender significantly influences 

ITA (� = .52, � < 	 .05). 
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 �� p df ��/�� GFI CFI RMSEA �� 

Hypothesized model 18.63 .02 8 2.33 .95 .95 .13 .59* 

Modified model 1.17 .76 3 .25 1.00 1.00 .00 .61* 

Notes. 

N = 89; *. Variance explained for Intentions to Apply (ITA) by the model 

Table 7.10: Fit indices 

 

 
 

 

 

 Figure 7.6: Path estimates (beta-coefficients) 

 

Next, in the upcoming paragraphs, the hypotheses are tested with the help of the path estimates 

(see figure 7.6), and some additional tests when needed. 

 

H4: The IRP (H4a) and IAP (H4b) about disseminated social network pages’ content will have a 

positive relationship with OAP for HNBV  - The path analysis outcomes are used to test this 

hypothesis. The IRP and IAP have a significant, medium to large positive correlation with OAP 

(r = .61, p < .01, N = 90 and r = .45, p < .01, N = 90 respectively) and the path estimates from 

the path analysis were significant (����,��� = .43, � < 	 .01;	����,��� = .21, � < 	 .05 

respectively), indicating a positive relationships and supporting hypotheses 4a and 4b. 

 

H5: OAP mediates the relationship between IRP and IAP about corporate social network pages 

and ITA for HNBV - As can be observed from figure 7.6, the path analysis already indicates 

significant path estimates for the constructs under consideration (IRP, IAP, OAP, and ITA). 

Though, in order to test this hypothesis, the simple procedures to test for mediation from 

Preacher and Hayes (2004) are used, in contrast with the possibility to run another path model 

Notes. 

Blue lines: Hypothesized model and modified model 

Red lines: Hypothesized model only 

Green line: Modified model only 
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excluding the mediator and assessing the subsequent Sobel test; the Preacher and Hayes 

algorithm is easily obtained and executed with SPSS (version 19).  

 First, IRP, OAP, and ITA are significantly correlated r���,���	=  .61, p < .01; r���,�"�	= 

.58, p < .01; r���,�"�	 = .73, p < .01 respectively). Second, figure 7.7 depicts the output from a 

mediator effect of OAP on the relationship between IRP and ITA. The path coefficients �#$%,&'%, 

�&'%,#(', �#$%,#(' (before adding the supposed mediator), and�#$%,#('′ (after adding the supposed 

mediator) indicate the path coefficients between the factors. All these coefficients are significant, 

�#$%,&'%’ reduced but remains significant, and so this might indicate a partial mediator effect. 

Given SE(�#$%,&'%) = .07 and SE(�&'%,#(') = .12, a Sobel test should indicate whether this is 

true: S = 4.89, p < .01. Hence, OAP partially mediate the relationship IRP and ITO. The overall 

model (with N = 90) was found to be significant (F(2,87) = 55.24, p < .01), the *� = .56, and the 

adjusted*�	= .55. 

 

 
  Figure 7.7: Mediator effect 1 

 Third, Figure 7.8 depicts the output from a mediator effect of OAP on the relationship 

between IAP and ITA. �#'%,&'%, �&'%,#(', �#'%,#(' (before adding the supposed mediator), and 

�#'%,&'%’ (after adding the supposed mediator) indicate the path coefficients between the factors. 

All these coefficients are significant, �#'%,&'%’ reduced and becomes non-significant, and so this 

might indicate a full/complete mediator effect. Given SE(�#'%,&'%) = .11 and SE(�&'%,#(') = .11, 

a Sobel test should indicate whether this is true: S = 4.20, p < .01, hence OAP fully mediate the 

relationship between IAP and ITA. The overall model (with N = 90) was found to be significant 

(F(2,87) = 49.16, p < .01), the *� = .53, and the adjusted*� = .52. 

 Comparison with path model – Comparing the results from this mediation analysis with 

the results from the path model, it can be concluded that the same paths are significant, though 

the path estimate sizes slightly differ. In particular, the path sizes from IRP and IAP to OAP 

(� = 	 .53	and	� = 	 .51 respectively) are larger compared to the path estimates in the path model 

(� = 	 .43	and	� = 	 .21 respectively). 
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  Figure 7.8: Mediator effect 2 

In conclusion, Hypothesis 5 is supported; OAP partially mediate the relationship between IRP 

and ITA, and fully mediate the relationship between IAP and ITA. 

 

H6: N is negatively related to HNBV OAP (H6a) and the ATT of HNBV (H6b) - The output from 

the path analysis is used to test this hypothesis. N is negatively correlated to (HNBV) OAP (r =  

.39, p < .01, N = 90) and the hypothesized path is confirmed by the path model test (� =
	−.30, p < 	 .01); individuals who score higher on N score significantly lower on the (HNBV) 

OAP, which confirms that individuals with high scores on N view the world through a negative 

lens. Thus, Hypothesis 6a is supported.  

 The output from the path analysis is used to test this hypothesis. N is not significantly, 

negatively correlated to the ATT (r =  .04, p = .71, N = 90) and the hypothesized path is not 

supported by the path model test (� = 	 .04, � = 	 .76). Individuals who score higher on N do not 

necessarily have a more negative ATT of HNBV. Hence, Hypothesis 6b is not supported. 

 

H7: C is negatively related to ITA  for HNBV (H7a) and the ATT of HNBV (H7b) - This 

hypothesis is tested by using the output from the path analysis. C is not significantly, negatively 

correlated to ITA for HNBV (r =  .05, p = .60, N = 89) and the suggested path is not supported 

by the path model test (� = 	 −.23, � = .10). Individuals who score higher on C do not 

necessarily have lower ITA. Thus, Hypothesis 7a is not supported. 

 The output from the path analysis is used to test this hypothesis. C is not significantly, 

negatively correlated to the ATT of HNBV (r =  -.03, p = .60, N = 89) and the hypothesized path 

coefficient is not found to be significant by the path model test (� = 	 −.03, � = .87). 

Individuals with higher scores on C do not necessarily have a more negative ATT of HNBV. 

Hence, Hypothesis 7b is not supported. 

 

H8: Males have higher OAP than females for HNBV – The outcome from the path analysis and a 

one-way ANOVA are used to test this hypothesis. Males do not have higher OAP for HNBV (M 

= 4.89, SD = .98, N = 65) than females (M = 4.90, SD = .97, N =25) have for HNBV (F(1, 88) = 

.00, p = .982). Also, the path estimate was non-significant (� = 	 .14, � = .52). This finding 

goes against expectations from the HNBV organization, that in general females are less attracted 
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to the construction sector, not supporting hypothesis 8. However, from the second modified 

model, it turned out that males have higher ITA compared to females (� = 	 .52, � < .05). 

 

H9: The positive relationship between IRP (H9a) / IAP (H9b) and OAP is moderated by the ATT 

of HNBV in the sense that for individuals who have more positive ATT of HNBV the relationship 

is stronger – Both hypotheses H9a and H9b are tested with a linear regression. First, the 

independent variables IRP and IAP, and the moderator variable ATT need to be centred and 

standardized 2345
67 8 in order to reduce the problem of multi-collinearity and to ensure that the 

effects of the transformed variables are tested in relation to participants with an average value for 

the moderator variable. In other words, the interaction terms are formed by a multiplication of 

the centred, standardized independent variables.  

 

H9a - A linear regression analysis is executed: the R� − change	= .02 is found to be non-

significant (F(1, 86) = 2.33, p = .13), which does not support the fact that the presumed 

moderator variable ATT indeed moderates the relationship between IRP and OAP.  

 Additional result - When only cases are selected with a high educational fit the R� −
change	= .06 is found to be significant (F(1, 41) = 3.58, p < .05). To check whether the 

hypothesized direction (more positive ATT leads to higher OAP) is correct, the regression 

coefficient for the interaction variable is observed: this coefficient is � = 	 .24, � < 	 .05, hence 

Hypothesis 9a is supported (only when the cases are selected for which a high educational 

background-organization fit hold), see figure 7.9. 

 

 
Figure 7.9: Interaction effect of ATT and IRP on OAP 

  

  



49 

 

H9b – Again a linear regression analysis is executed: the R� − change	= .001 is found to be non-

significant (F(1, 86) = .08, p = .78), which does not support the fact that the presumed moderator 

variable attitude towards corporate social network pages indeed moderates the relationship 

between IAP and OAP.  

 Additional result - When only cases are selected with a high educational fit the R� −
change	= .01 is again found to be non-significant (F(1, 41) = .75, p = .39). Hence, Hypothesis 9b 

is not supported. 

 

In conclusion, table 7.11 presents which hypothesis are supported and figure 7.10 depicts the 

research framework and indications which hypotheses are (partly) supported (s) or rejected (r). 

The profile-specificity (general Heijmans- or more specific Breijn profile) does not lead to 

different IRP for HNBV. In contrast, adding numeric, accurate data increases the IAP. 

Furthermore, adding a text block on diversity does not lead to higher IRP among females, though 

when only females with a high education-organization fit is considered, it seems that this 

difference exist. Unfortunately, the sample size appeared to be too small in order to find 

statistical support for this finding. Next, IRP and IAP are positively correlated with OAP, and 

this later construct partly mediates the relationship between IRP and ITA, and fully mediates the 

relationship between IAP and ITA. Regarding personality, individuals who score higher on N 

have lower OAP, but not necessarily a lower ATT of HNBV. Conscientious individuals do not 

necessarily have lower ITA or lower ATT of HNBV. With respect to gender, the OAP are equal 

for males and females, but females have larger information relevancy- and accuracy perceptions, 

and lower intentions to apply. Finally, the ATT of HNBV affects the positive relationship 

between IRP and OAP for students with a high educational background-organization fit, in the 

sense that more positive attitudes strengthen the relationship. On the other hand, the ATT of 

HNBV does not affect the positive relationship between IRP and OAP. 

 

 Figure 7.10: Hypotheses are supported (s) or rejected (r) 
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 Formulation  

H1 

The ‘more specific’ profiles (more aimed at higher-educated technical individuals) 

will result in higher information relevancy perceptions among these individuals 

compared to the ‘non-specific’ profiles for HNBV. 
� 

H2 

Company profiles which do not contain accurate detailed information about the 

organization will result in lower information accuracy perceptions compared to 

profiles that do contain accurate detailed information for HNBV. 
� 

H3 

Company profiles that contain information regarding diversity, aimed to attract more 

females, will result in more positive information relevancy perceptions among 

females than profiles that do not contain diversity information. 
� 

H4 

The information relevancy perceptions (H4a) and information accuracy perceptions 

(H4b) about disseminated social network pages’ content will have a positive 

relationship with organizational attractiveness perceptions for HNBV. 
� 

H5 

Organizational attractiveness perceptions mediate the relationship between 

information relevancy perceptions and information accuracy perceptions about 

corporate social network pages and intentions to apply for HNBV. 
� 

H6 
Neuroticism is negatively related to HNBV organizational attractiveness perceptions 

(H6a) and to the attitude towards corporate social network pages of HNBV (H6b). 
�/� 

H7 
Conscientiousness is negatively related to intentions to apply at HNBV (H7a) and to 

the attitude towards corporate social network pages of HNBV (H7b). � 
H8 Males have higher organizational attractiveness perceptions than females for HNBV. � 

H9 

The positive relationship between information relevancy perceptions (H9a) / 

information accuracy perceptions (H9b) and organizational attractiveness 

perceptions is moderated by the attitude towards corporate social network pages of 

HNBV in the sense that for individuals who have more positive attitude towards 

corporate social network pages of HNBV the relationship is stronger. 

�/� 

Notes. 

���� = hypothesis supported; ���� = hypothesis rejected; ����/���� = hypothesis partly supported 

Table 7.11: Hypotheses with indication of support 

  

In sum, Chapter 7 presented the results from the interviews, the pilot study, and the main 

study. These results are discussed in the next chapter, Chapter 8, which also includes the 

strengths and limitations of the study, theoretical – managerial implications, and suggestions 

for future research. 
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 8 Discussion 
 

This chapter discusses the findings in section 8.1, the strengths/limitations in section 8.2, 

theoretical implications in section 8.3, the possible pitfalls and managerial implications in section 

8.4, and suggestions for future research in section 8.5. Moreover, section 8.1 provide answers to 

the first three research questions and section 8.4 provide answers to the fourth research question. 

These questions are repeated again in these sections, and subsequently, the answers are provided. 

8.1 Discussion of findings 

As discussed at the beginning of Chapter 4, the main part of the present study was a detailed 

experiment and analysis on a specific e-recruiting framework. The results from the interviews 

and the main study are discussed along the research questions in this section. It must be noted 

that the interview- and the main study results only serve as partial input for Chapter 8; the results 

are combined with other input (e.g. scientific findings, managerial reports on HR) in order to 

place the findings in the appropriate context and to be able to form clear managerial 

implications/action lists which is be part of section 8.4. 

 

Answer to research question 1 (RQ1) by aggregating interview- and main study findings – 

RQ1: How could HNBV use social media to raise organizational attractiveness perceptions and 

intentions to apply, so that the number of applications characterized by high-quality person-

organization fits is increased? – The interviews and the results from the main study provided 

some interesting answers to RQ1. First, recruiters should combine e-recruitment methods with 

more traditional recruitment methods (e-recruiting as only means to recruit may lead to adverse 

impact and a decline in diversity (Johnson & Gueutal, 2011)), especially use LinkedIn because it 

leads to the highest response rates and it is regarded as an appropriate starting point for finding 

interesting organizations from the applicant’s perspective, and recruiting potential applicants 

from the recruiter’s perspective. Furthermore, recruiters should synchronize the used channels 

with the target groups. As Kaplan and Haenlein (2010, pp. 65) put it: “Choosing the right 

medium for any given purpose depends on the target group to be reached and the message to be 

communicated. On the one hand, each Social Media application usually attracts a certain group 

of people and firms should be active wherever their customers are present. For example, if your 

main target audience is book lovers, a content community via which users share self-written 

novels or poems is likely better suited to your purpose than a virtual world which centres on 

fighting dragons and finding treasures.” Since the target group consists out of Master students 

from Universities of Technology in the Netherlands (3TU), LinkedIn is an appropriate social 

media application to disseminate corporate information which attracts these students. Especially, 

the profiles should be made relevant and accurate. At least, they should be perceived relevant 

and accurate by the target group in order to increase the intentions to apply through the 

organizational attractiveness perceptions. In terms of information relevancy this means that the 

target groups should view information that closely fits their educational backgrounds, and for 
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information accuracy this means that recent economic figures should be added. 

 Moreover, besides communicating the organizational brand, an active engagement in 

communication is from the HR professionals’ side to comply with the notion that “Participants 

on social media applications have the desire to become both producers and consumers of 

information” (Kaplan & Haenlein, 2010, pp. 66). HR professionals must assume that social 

media users want to be approached and gain more insights of the organization. This will likely 

increase organizational attractiveness perceptions, and in turn intentions to apply. A proactive 

attitude is also needed to increase intentions to apply among females; though females have 

higher information relevancy- and accuracy perceptions, they have lower intentions to apply, 

compared to males. The perceptions that follow from corporate social network pages need to be 

maintained by a more individual approach towards females. Other important skills, formulated 

by Johnson, Gueutal, and Marler (2012), that HR professionals will need in the future to enhance 

the proactive attitudes can be found in Appendix K.  

 Next, besides more direct approaches, uploading short movies and presentations is an 

excellent way to provide more information, since it is found that a combination of text, sound, 

graphics/video/animation, has better effects on learning/memory than text alone (Mayer, 2001), 

which implies that presentations and short movies about the organization are recalled more 

effectively in contrast with text-based information. The only restriction that HR professionals 

should remember is that corporate information disseminated via social media channels is also 

available to competitors. Therefore, recruiters should always check and monitor whether 

disseminated content through social media harms the organization. HNBV already set up a set of 

guidelines for the use of social media by employees in order to ensure appropriate online 

communication. Therefore, it is highly recommended that the recruiters follow these guidelines. 

 Furthermore, because not all potential applicants have a positive attitude towards 

corporate social network pages, other (more traditional) recruiting methods should be used to 

reach this target group. 

 

Answer to research question 2 (RQ2) by aggregating interview- and main study findings –

How are (important) personality characteristics and gender related to disseminated company 

profiles through social media, organizational attractiveness perceptions, and intentions to apply 

for HNBV? – The main study also provided some initial indications for how personality and 

gender are related to corporate LinkedIn pages. It was assumed that emotional stability and 

conscientiousness are the two most important personality characteristics, since these two 

personality dimensions appear to have significant predictive power with respect to job outcomes 

(work motivation, work satisfaction (Judge & Ilies, 2002), and work performance (Barrick & 

Mount, 2001)) for a wide range of jobs, and since HNBV wants to recruit reliable, hardworking, 

and relatively emotionally stable individuals. The main study indicated that neuroticism 

(emotional instability) negatively affects the organizational attractiveness perceptions, 

confirming the effects of the negative lens (Bono & Judge, 2004). This is a convenient finding, 

since HNBV is not interested in recruiting individuals who are less emotionally stable. 
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Regarding conscientiousness, no significant results were found, which might indicate that 

intentions to apply that follow from viewing LinkedIn profiles are not affected by this 

personality dimension. Hence, corporate LinkedIn pages do not seem to avert individuals from 

applying for certain positions within the organization. Moreover, the main study indicates that 

neuroticism and conscientiousness do not influence the attitude towards corporate social network 

pages, by which these two characteristics do not indirectly influence the strengths of the 

relationships between information relevancy- and –accuracy perceptions, and organizational 

attractiveness perceptions. In sum, only the hypothesized negative influence of neuroticism on 

organizational attractiveness perceptions was supported. 

 Furthermore, gender appeared to have significant relationships with information 

relevancy- and –accuracy perceptions, i.e. females reported more positive relevancy perceptions 

compared to males. On the other hand, for organizational attractiveness perceptions there exists 

no significant difference between males and females, while for intentions to apply females have 

lower scores. These findings go against presuppositions that females are less attracted to 

organizations active in the construction sector, but it is found that their intentions to apply are 

lower compared to males. Though, this finding is only based upon a sample containing technical 

educated students. Thus, the fact that females report higher ratings for the corporate LinkedIn 

profiles in terms of information relevancy and –accuracy, did not mean that these perceptions 

also imply higher organizational attractiveness perceptions and intentions to apply, since these 

perceptions and intentions may considered to be equal and lower respectively. Next, by 

combining the answers to the first and second research question, the third research question can 

be answered. 

 

Answer to research question 3 (RQ3) by aggregating interview- and main study findings – 

How could this information (the answers to the first two research questions) be used to construct 

an optimal, reliable, and cost-effective e-recruiting strategy for HNBV – The answers to the first 

two research questions provide input for constructing a more optimal, reliable, and cost-effective 

e-recruiting strategy for HNBV. First, the information obtained during the interviews indicates 

that future e-recruiting strategies of HNBV should include a variety of online recruiting methods. 

The applications used for online recruitment should be aligned with the target groups, which lead 

to a more optimal, reliable and cost-effective e-recruiting strategy. For instance, LinkedIn is an 

appropriate application for attracting more technical students who will be graduating within a 

couple of years. Given the notion that HNBV is evolving from a capacity-driven organization to 

a knowledge-based organization, LinkedIn deserves priority in recruiting higher-educated 

technical students. Furthermore, the applications should not only be used to disseminate 

corporate information, but also for direct communication with potential applicants. They want to 

be found and approached, and this requires a proactive attitude from the HR professionals. Also, 

the corporate social network profiles of HNBV should contain several economic, accurate 

figures, since this information increases intentions to apply through information accuracy- and 

organizational attractiveness perceptions. Furthermore, since a declining trend is present from 
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information relevancy-, -accuracy-, and organizational attractiveness perceptions with females, a 

proactive attitude is needed to communicate information to females who are attracted to HNBV 

and/or extra information should be provided on the applications’ pages. Apparently, females 

need extra stimulation to positively translate their organizational attractiveness perceptions to 

intentions to apply. For example, as suggested by the recruiting agencies, presentations and/or 

short movies should be uploaded which contain more or in depth information to which females 

are referred to in case they are attracted by the standard profile. Next, the fourth research 

question is answered in section 8.2.  

8.2 Strengths and weaknesses of the study 

The present study has several strengths (subsection 8.2.1) and weaknesses (subsection 8.2.2). 

8.2.1 Strengths 

 Experimental design – First, the experimental design of testing several corporate 

LinkedIn profiles, by varying profile specificity/relevancy for technical students, profile 

accuracy, and profile diversity policy, led to several established causal relationships. Also, by 

imitating real LinkedIn profiles, the profiles are very likely to be perceived as real profiles, and 

this strengthens the findings of the current study. 

 Measures – Second, the measures that were used are well-validated, internal consistent 

measures. Besides, a pilot study was conducted with the purpose of adjusting unclear items. This 

led to an extra improvement on the internal consistency of the constructs. 

 Combination of data collection – Also the combination of scientific literature, 

interviews/practitioner inputs, and a quantitative study/experiment invigorates the study in the 

sense that it adds value to both science on e-recruitment and e-recruitment in practice. 

Unfortunately, the present study certainly has some limitations and some important limitations 

will be described in the subsequent paragraphs.  

8.2.2 Weaknesses 

 The model scope - First, the model that is investigated is not complete. Other variables 

should be included as well in order to gain a better overall picture of the influences of social 

network page’s content. For instance, adding a variable ‘organizational brand’ should have been 

incorporated, since it has significant positive effect on organizational attractiveness perceptions 

(Allen et al., 2007). Especially the organizational image perceptions influence the organizational 

attractiveness perceptions. However, It is very likely that, due to the measurement method, they 

might measure the same perceptions. 

 Normality – Second, the assumption that the variables are approximately normally 

distributed was a weak assumption for information accuracy perceptions for instance. 

 Common method bias – Third, it might be possible that information relevancy-, -

accuracy, and organizational attractiveness perceptions, and intentions to apply are due to the 

common method bias in the current study and that adding another variable again leads to 

variance attributable to the measurement method. In other words, though it seems logical to 
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incorporate a variable that measures prior perceptions, it is questionable to incorporate a variable 

measuring prior perceptions besides a prior attitude towards corporate social network pages, 

because it might explain more variance attributable to the measurement method, rather than to 

the constructs which are represented by the measures. 

 Causality – Fourth, some limitations are present with respect to causality. For instance, it 

could be that organizational attractiveness perceptions lead to information relevancy- and -

accuracy perceptions, in contrast with the assumed directions. Also, the intentions to apply, pre-

determined by other, not included variables, may lead to the organizational attractiveness 

perceptions. This might indicate that only predispositions about the organization determine the 

individual’s perceptions after viewing a corporate social network page. 

 Sample size - Fifth, the sample size was too small to make founded conclusion regarding 

the female students. A larger sample size with more females might have led to other conclusions, 

especially regarding conclusion that adding information to the content of corporate social 

network pages about the diversity policy aimed at attracting more females. 

 Respondents - Finally, the findings presented in this report follow from a sample 

containing technical students. Comparisons with non-technical students are not included, and it 

might is well be the case that the same findings hold. Non-technical students might also have 

higher information accuracy perceptions when more accurate, economic data is added to the 

corporate social network page’s content. 

8.3 Theoretical  implications 

Extending literature – The current study extends existing literature on e-recruitment by the 

investigation of how corporate social network profile content influences organizational 

attractiveness perceptions and intentions to apply through information relevancy- and -accuracy 

perceptions. In particular, the current study builds upon findings form Birgelen et al. (2008), who 

examined similar effects of corporate web-sites, by investigating a similar framework on content 

of a corporate social networking site, i.e. LinkedIn. Compared with the study of Birgelen et al. 

(2008), the study produced similar results; information relevancy- and –accuracy perceptions 

influence intentions to apply through organizational attractiveness perceptions. In addition, in 

contrast with the study of Birgelen et al. a moderator effect was found of attitude towards 

corporate social network pages on the relationship between information relevancy perceptions 

and organizational attractiveness perceptions, but only for students with a high education-

organization fit. Besides, personality, in terms of neuroticism and conscientiousness, is not 

necessarily related to social media attitudes. Also, against a general consensus, females have 

higher information relevancy- and -accuracy perceptions, whilst approximately same 

organization attractiveness perceptions, and lower intentions to apply, which confirms the 

findings of Aiman-Smith et al. (2001). Furthermore, it is found that technical students prefer 

accurate, economic information to be present in corporate social network pages. Whether this 

notion holds in general among students with different educational backgrounds is not known. 
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8.4 Managerial implications and potential pitfalls/limitations 

In this subsection managerial implications are provided and potential pitfalls/limitations are 

discussed. Moreover research question 4 (RQ4) is answered: What are possible pitfalls, 

limitations, and managerial implications for HNBV? 

 

Managerial implications – The combination of scientific literature, interviews with and 

literature from practitioners, and the main study presented in this report, lead to several 

managerial implications. The set of implications are translated into an actions list for managers 

in table 8.1. These actions should lead to more efficient, reliable, and cost-effective e-recruiting 

strategies. 

Action list for managers 

� Stimulate a large combination of social media and other recruitment methods (e.g. job 

boards, web-sites, and more traditional methods) among HR professionals/recruiters. 

� Develop a matrix in which per target group it is indicated which social media channels 

should be used in order to optimize the first phases in the recruitment process. 

� Provide HR professionals (e.g. recruiters) with accurate, detailed corporate information 

which can be used for communicating the organizational brand.  

� Stimulate the use of options/web-sites to upload short movies and/or presentations which 

contain job/organizational content. 

� Stimulate a proactive attitude among HR professionals in the sense that they should closely 

follow potential applicants online, rather than only making sure the company can be found 

online and presenting the company fortuitously. 

� Use and improve available guidelines with respect to the content that is disseminated 

through social media. 

� Set up a talent pool system from which applicants can be subtracted to fill open positions. 

Table 8.1: Action list for managers 

 

First, in order to improve the e-recruiting strategy, managers should first stimulate a large 

combination of social media and other recruitment methods (e.g. job boards, web-sites, and more 

traditional methods) among HR professionals/recruiters, so to ensure cost-effective recruiting of 

a wide range of potential applicants. Second, a matrix should be developed in which per target 

group it is indicated which social media channels are used by these groups, in order to optimize 

the first phases in the recruitment process and making the e-recruitment strategy more reliable 

and cost-effective. Third, managers should provide HR professionals with accurate, detailed 

information about the organization and budgets, in order to create more optimal LinkedIn 

profiles and for developing short movies and/or presentations which contain job/organizational 

content which can be uploaded on social networking sites. Fourth, managers should stimulate a 

proactive attitude among HR professionals in the sense that they should closely follow potential 

applicants online, rather than only making sure the company can be found online and presenting 

the company in a good way. Finally, managers should use and improve available guidelines with 
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respect to the disseminated content through social media and set up a talent pool system from 

which applicants can be subtracted. The only main advantage of outsourcing is the recruiting 

agencies’ networks, but at the present, organizations have their own online networks, as the 

director HRM puts it. 

 

Possible pitfalls - E-recruitment has some serious possible pitfalls as well, and HR professionals 

and managers should be aware of these pitfalls. A set of pitfalls are mentioned next. 

 Faking – First, given the fact that recruiters should hold a more proactive attitude in 

recruitment, one possible pitfall for recruiters is that the applicants will ‘fake’ their inputs on 

social network sites and responses to personality tests. Faking is the deliberate manipulation 

(increase/decrease) of scores on personality traits (Rothstein & Goffin, 2006). For instance, an 

individual might try to design his/her social network page such that the page will present a 

desired image of personality of that individual, instead of the real image of the personality of that 

person. If an applicant is recruited on grounds of information gathered from these social pages, 

and the applicant did manage to present a personality on his/her page other than his/her real 

personality, the recruiter might assign a person to the wrong job. This is different from 

reliability; this is a matter of validity. 

 Gerrymandering - Second, another pitfall, of which recruiters must be aware, is called 

gerrymandering: “those practices explicitly intended to improve the outcomes of individual 

applicants or groups of applicants to the detriment of other individuals and groups” (McDaniel, 

2009, pp. 263). Gerrymandering could serve as a method for enhancing demographic diversity, 

rewarding allies, or other hiring preferences. Thus, gerrymandering follows from organizational 

preferences, which increases the probability of making a non-optimal person-job/organization fit. 

 Recruiter biases - Obviously, recruiters themselves can also be a source of non-optimal 

person-job fits, since their choices might be biased or subjective.  For example, as Social Identity 

Theory suggests, identity takes such a significant role in the interpretation of social network 

profiles. Put differently, there exists some natural attraction between individuals who are 

‘similar’, as it aids in maintaining a consistent and positive self-image (Goldberg, 1993). Hence, 

when recruiters become more proactive in following potential applicants online, they need to be 

objective and not only follow the individuals who have ‘similar’ profiles. 

 Candidates without social media profiles - The case could also be that some 

candidates/applicants do not even have created social pages displaying their profiles. Then, 

recruiters can only speculate about these applicants, and this is not an appropriate way to either 

select or dismiss an individual. This strengthens the case that recruiters should not only recruit 

via e-recruitment methods, but keep using the more traditional methods of recruiting. 

 Legal issues - E-recruiting via ways as discussed in this paper are limited by legal 

constraints. “One of the easiest ways to use social media is for recruiting to review an applicant’s 

own public postings and accounts, providing a better picture of him or her as a potential 

employee. But be careful. Once you review a candidate’s online profile, a court will assume you 

are aware of that person’s “protected characteristics” that are often part of their online postings. 



58 

 

These characteristics include gender and race as well as those that are not always evident in a 

face-to-face interview such as religion, age, sexual orientation or disability. In such cases 

employers need to be particularly careful not to expand their interview questions or decision-

making beyond legal interview limits.”
7
 

 Applicant reactions to rejection – Finally, HR professionals should recognize the 

possibility that organizational attractiveness perceptions decline in case applicants are rejected. 

This is especially the case when distributive fairness perceptions are low (Schinkel et al., 2011). 

Distributive fairness pertains to the perceived fairness of the distribution of selection outcomes. 

Hence, HR professional should ensure that the perceived distributive fairness after rejection is 

relatively high in order to maintain high organizational attractiveness perceptions. As Schinkel et 

al. suggest, this can be achieved by providing feedback on why applications are rejected. Short, 

general statements are sufficient to prevent significant declines in attractiveness perceptions. 

8.5 Future research 

The present study clearly contributes to knowledge on e-recruitment in science literature and 

practice, but there are still many directions for future research. First, future research should be 

conducted to establish whether additional variables like organizational image perceptions 

(reputation, familiarity) in the model lead to a more complete model. Then, it should be 

investigated whether organizational attractiveness perceptions and organizational image 

perceptions differ or not. Besides, future research should be conducted to examine whether a set 

of predispositions determine the organizational attractiveness perceptions and if viewing 

corporate social network pages influence these perceptions. Another suggestion for future 

research is to investigate what to what extent the addition of accurate, economic information to 

corporate social network profiles has positive outcomes on intentions to apply via information 

accuracy- and organizational attractiveness perceptions. Further research is also needed to 

examine the underlying determinants of the decline of females’ perceptions to intentions in the 

field of e-recruitment.  For HNBV it would be of interest to investigate which roles recruiters 

should hold in their proactive approach toward potential applicants online. Also, investigation is 

needed on to test whether there is an increasing trend that applicants want to be found rather than 

search for themselves for available positions, what underlies this behaviour, and what optimal 

methods are to effectively cope with this trend for HR professionals. Another suggestion for 

future research is to investigate differences between beta- and alpha-students’ information 

relevancy- and –accuracy perceptions that follow from browsing corporate social network pages. 

  

                                                      
7
 Subtracted on March 23th from URL: http://hiring.monster.com/hr/hr-best-practices/recruiting-hiring-

advice/acquiring-job-candidates/social-media-recruiting-guidelines.aspx 

In sum, Chapter 8 discussed the findings in section 8.1, in which also answers were given to 

the first three research questions. Furthermore, these findings were aggregated and placed 

into a wider context. Also, strengths and weaknesses (section 8.2), theoretical implications 

(section 8.3), managerial implications and potential pitfalls answering the fourth research 

question (section 8.4), and suggestions for future research (section 8.5) were discussed. 
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Appendix B – Diversity policy 

 

Source: URL visited on 03-05-2012: 

https://portal.heijmans.com/sites/Communicatie/Externe%20communicatie/110202_Social%20

Media%20Richtlijnen%20Heijmans_DEF.pdf  
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Appendix C – Text blocks 
 

Block 1a: Over Heijmans 

Heijmans is een beursgenoteerde onderneming die de activiteiten vastgoed, woningbouw, 

utiliteitsbouw, installatietechniek en infra combineert. Heijmans is actief in Nederland, België en 

Duitsland. We zijn bovenal een ondernemend bedrijf met een no-nonsense cultuur. We werken 

hard en hebben hart voor de zaak. Door te sturen op kwaliteitsverbetering, integrale projecten, 

duurzaamheid en winstgevendheid realiseren we toegevoegde waarde voor onze klanten. 

Heijmans realiseert projecten voor woonconsumenten, bedrijven en overheden. Jouw visie, 

kennis, ervaring en enthousiasme zijn daarbij zeer welkom! 

 

Block 1b: Over Heijmans 

Heijmans is een beursgenoteerde onderneming die de activiteiten vastgoed, woningbouw, 

utiliteitsbouw, installatietechniek en infra combineert. Heijmans is actief in Nederland, België en 

Duitsland. We zijn bovenal een ondernemend bedrijf met een no-nonsense cultuur. We werken 

hard en hebben hart voor de zaak. Door te sturen op kwaliteitsverbetering, integrale projecten, 

duurzaamheid en winstgevendheid realiseren we toegevoegde waarde voor onze klanten. 

Heijmans realiseert projecten voor woonconsumenten, bedrijven en overheden. Met circa 8.300 

medewerkers en in 2011 €2,4 miljard omzet, bouwen we aan de ruimtelijke contouren van 

morgen. Jouw visie, kennis, ervaring en enthousiasme zijn daarbij zeer welkom! 

 

Block 2: Jouw kansen bij Heijmans 

We willen bij Heijmans medewerkers een inspirerende en uitdagende werkomgeving bieden. Je 

krijgt bij ons dan ook voldoende mogelijkheden om jezelf te ontplooien en door te ontwikkelen, 

ongeacht of je nog jong bent of al wat ouder. We betrekken je bij het oplossen van problemen en 

bieden je aantrekkelijke mogelijkheden om al in een vroeg stadium verantwoordelijkheid te 

dragen. En we houden onze medewerkers graag aan het werk. Daarom ondersteunen en 

stimuleren we medewerkers onder meer via de Heijmans Academie, professionele begeleiding 

bij veilig werken, het Arbo Service Centrum, extra waardering voor vakmanschap en 

samenwerking met opleidingsinstituten. Marktconforme honorering vinden we vanzelfsprekend. 
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Block 3a: Over Breijn (Engineeringsbureau van Heijmans N.V.) 

De wereld verandert. Trends, politieke opvattingen, inzichten in milieu en leefomgeving, nieuwe 

technieken volgen elkaar in een razend tempo op. Opdrachtgevers vragen steeds meer om een 

totaaloplossing die rekening houdt met al deze, vaak complexe, factoren. Dit is het werkterrein 

van Breijn! Een ingenieursbureau waar snelheid, vooruitdenken en flexibiliteit centraal staat. Wij 

voegen hier graag aan toe: met behoud van perfectie en betrouwbaarheid. 

 Breijn is de combinatie van alle hoogwaardige en gerenommeerde Heijmans advies- en 

ingenieursdiensten. Breijn helpt u uw projecten te realiseren met een optimaal rendement door 

slimme oplossingen die ook praktisch uitvoerbaar zijn. Kortom, verrassend in oplossing maar 

altijd met beide benen op de grond. 

 Eerst denken, dan doen. Dat is Breijn. Hierdoor leveren we altijd optimale oplossingen in 

ontwerp én uitvoering. Door de bundeling van onze kennis en expertise bieden we een integrale 

aanpak voor alle ingenieursdiensten in de breedste zin van het woord. 

 

Block 3b: Over Breijn (Engineeringsbureau van Heijmans N.V.) 

De wereld verandert. Trends, politieke opvattingen, inzichten in milieu en leefomgeving, nieuwe 

technieken volgen elkaar in een razend tempo op. Opdrachtgevers vragen steeds meer om een 

totaaloplossing die rekening houdt met al deze, vaak complexe, factoren. Dit is het werkterrein 

van Breijn! Een ingenieursbureau waar snelheid, vooruitdenken en flexibiliteit centraal staat. Wij 

voegen hier graag aan toe: met behoud van perfectie en betrouwbaarheid. 

 Breijn is de combinatie van alle hoogwaardige en gerenommeerde Heijmans advies- en 

ingenieursdiensten. Met ruim 300 professionals, zeven vestigingen en drie bedrijfsonderdelen 

spelen we in op de toenemende vraag naar totaaloplossingen voor complexe en omvangrijke 

projecten. Breijn helpt u uw projecten te realiseren met een optimaal rendement door slimme 

oplossingen die ook praktisch uitvoerbaar zijn. Kortom, verrassend in oplossing maar altijd met 

beide benen op de grond. 

 Eerst denken, dan doen. Dat is Breijn. Hierdoor leveren we altijd optimale oplossingen in 

ontwerp én uitvoering. Door de bundeling van onze kennis en expertise bieden we een integrale 

aanpak voor alle ingenieursdiensten in de breedste zin van het woord. 

 

Block 4: Heijmans & Diversiteit 

Heijmans ontwikkelt en realiseert voor de hele samenleving, van woningen en kantoren tot 

ziekenhuizen, onderwijscomplexen en zelfs complete wijken. We vinden het belangrijk dat onze 

organisatie de diversiteit van de samenleving weerspiegelt. Daarom voert Heijmans een actief 

diversiteitbeleid. We streven er bijvoorbeeld naar dat vrouwen beter zijn vertegenwoordigd in 

alle functies. Niet alleen mannen, maar ook vrouwen nodigen we dan ook graag uit om samen 

met ons te ontdekken hoe we elkaar kunnen versterken. 
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Appendix D – Profiles 

A1 

 

A2 
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A3 

 

B1 
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B2 

 
 

B3 
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Appendix E – Questionnaire Design (Dutch version)  

 

Email with URL-link to the online questionnaire: 

Beste student, 

  

Zit je al in de master-fase van je studie?  

Lees dan gauw verder en maak kans (ongeveer 20%) op een training!  

 

Naar aanleiding van een studie om meer inzicht te krijgen van Heijmans als (potentiële) 

werkgever, willen we je vragen om deze vragenlijst in te vullen. Wanneer een vraag niet van 

toepassing is op jou, kun je deze overslaan. Het invullen neemt circa 10 minuten in beslag.  

 

De antwoord gegevens zullen anoniem en vertrouwelijk worden behandeld. Als je kans wilt 

maken op de LinkedIn training, zul je wel je e-mailadres moeten invullen. Deze mogelijkheid 

heb je aan het einde van deze vragenlijst. Het opgegeven e-mailadres zal slechts worden gebruikt 

ter kennisgeving van een eventuele uitnodiging.  

 

De Link: http://www.unipark.de/uc/heijmansvragenlijst/ 

(Als de link niet werkt, kun je deze kopiëren en plakken in je browser.) 

Bij voorbaat dank,  

 

Ook namens de Heijmans HR afdeling,  

 

Jordi Overeem  

Student Operations Management & Logistics TU/e  

 

Als je vragen hebt kun je mailen naar:  

jovereem@heijmans.nl 
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Questionnaire Design: 

Introductie: 

Beste student, 

 

Naar aanleiding van een studie om meer inzicht te krijgen van Heijmans als (potentiële) werkgever, willen we je 

vragen om deze vragenlijst in te vullen. De vragenlijst bestaat uit 49 vragen verdeeld over 6 onderdelen. Wanneer 

een vraag niet van toepassing is op jou, kun je deze overslaan. De antwoord gegevens zullen uiterst vertrouwelijk 

worden behandeld. Het invullen neemt circa 10-15 minuten in beslag. 

 

Bij voorbaat dank, 

 

Ook namens de Heijmans HR afdeling, 

 

Jordi Overeem 

Student Operations Management & Logistics TU/e 

Instructie 1: 

Het eerste onderdeel bevat vragen die betrekking hebben op je achtergrond (leeftijd, geslacht, en studie-informatie). 

Gelieve deze naar waarheid in te vullen. 

1 Controle variabelen Kruis aan/vul in wat van toepassing is. 

1. Wat is je leeftijd? 

…………. jaar 

2. Wat is je geslacht? O Man                                 

O Vrouw 

3. Welke studie volg je? (namen van 

Bachelor- en Master-programma) 

 

………………………………………………………………………… 

 

………………………………………………………………………… 

4. Aan welke universiteit(en) studeer je?  

………………………………………………………………………… 

………………………………………………………………………… 

5. In welk jaar denk je te gaan afstuderen?  

………………………………………………………………………… 

Instructie 2: 

Organisaties proberen zich tegenwoordig steeds beter te profileren via ‘corporate social network pages’ (LinkedIn, 

Facebook, et cetera). Vergelijkbaar met persoonlijke profielen, zijn dit pagina’s die onder andere het organisatieprofiel 

schetsen. Het volgende onderdeel dient om een beter beeld te krijgen van de houding die studenten hebben tegenover 
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deze profielen.  

2 Attitude t.o.v. corporate social 

network pages (bedrijfsprofielen 

op LinkedIn, Facebook, et 

cetera) 

Kruis aan/vul in wat van toepassing is. 

1 2 3 4 5 6 7 
Helemaal 

mee 

oneens 

Mee 

Oneens 

Beetje 

mee 

oneens 

Neutraal 
Beetje 

mee eens 

Mee 

eens 

Helemaal 

mee eens 

6. Door het gebruik van ‘corporate 

social network pages’ leer ik 

bedrijven kennen 

O O O O O O O 

7. Door het bezoeken van ‘corporate 

social network pages’ van 

organisaties/bedrijven, heb ik mijn 

kennis over bedrijven kunnen 

vergroten 

O O O O O O O 

8. Ik maak (waarschijnlijk) betere 

carrière beslissingen door de 

informatie die ‘corporate social 

network pages’ van 

organisaties/bedrijven mij leveren 

O O O O O O O 

9. Door het gebruiken van ‘corporate 

social network pages’ van 

organisaties/bedrijven kan ik 

informatie verkrijgen die kunnen 

leiden tot betere inzichten van 

organisaties 

O O O O O O O 

10. Het is waarschijnlijk dat ik snel 

goede informatie kan vinden door het 

bezoeken van ‘corporate social 

network pages’ van 

organisaties/bedrijven dan door 

andere informatiebronnen 

O O O O O O O 

Instructie 3:  

Geef aan in welke mate je de verschillende social media kanalen geschikt vindt om te worden ingezet door 

organisaties/bedrijven om bedrijfs- en carrière informatie te verspreiden. 
11. LinkedIn O O O O O O O 
12. Facebook O O O O O O O 
13. Twitter O O O O O O O 
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14. Youtube O O O O O O O 
15. Hyves O O O O O O O 
16. Anders, namelijk… O O O O O O O 
Instructie 4: 

Je zult nu een organisatieprofiel van Heijmans te zien krijgen, welke getoond wordt op LinkedIn. We willen je vragen 

dit profiel te bekijken en te lezen. Vervolgens word je gevraagd aan te geven in hoeverre je het eens bent met een 

aantal stellingen die betrekking hebben op dit profiel. 

3a Informatie relevantie 

percepties 

Kruis aan wat van toepassing is. 

1 2 3 4 5 6 7 

Helemaal 

mee oneens 
Oneens 

Beetje 

mee 

oneens 

Neutraal 
Beetje 

mee eens 
Mee eens 

Helemaal 

mee eens 

17. Het bezoeken van de ‘corporate 

social network page’ van Heijmans 

levert mij relevante informatie 

O O O O O O O 

18. De informatie die de ‘corporate social 

network page’ van Heijmans mij 

levert is van toepassing op mij 

O O O O O O O 

19. De informatie die de ‘corporate social 

network page’ van Heijmans mij 

levert, heeft geen betrekking op mij 

(rc) 

O O O O O O O 

20. De informatie die de ‘corporate social 

network page’ van Heijmans mij 

levert, lijkt niet relevant voor mij (rc) 

O O O O O O O 

3b Informatie accuraatheid 

percepties 

Kruis aan wat van toepassing is. 

1 2 3 4 5 6 7 

Helemaal 

mee oneens 
Oneens 

Beetje 

mee 

oneens 

Neutraal 
Beetje 

mee eens 
Mee eens 

Helemaal 

mee eens 

21. De informatie die de ‘corporate social 

network page’ van Heijmans mij 

levert is accuraat 

O O O O O O O 

22. De informatie die de ‘corporate social 

network page’ van Heijmans mij 

levert lijkt juist 

O O O O O O O 

23. De informatie die de ‘corporate social 

network page’ van Heijmans mij 
O O O O O O O 



77 

 

levert lijkt incorrect te zijn (rc) 

24. De informatie die de ‘corporate social 

network page’ van Heijmans mij 

levert lijkt inaccuraat (rc) 

O O O O O O O 

Instructie 5: 

Het profiel dat je hebt bekeken heeft je een indruk gegeven van Heijmans als organisatie. In het volgende onderdeel 

zal je daarom een aantal stellingen te lezen krijgen die een beeld geven van jouw indruk. Graag willen we je vragen 

aan te geven in hoeverre je het eens bent met de stellingen. 

4a Organisatie 

aantrekkelijkheid percepties 

Kruis aan/vul in wat van toepassing is. 

1 2 3 4 5 6 7 

Helemaal 

mee oneens 
Oneens 

Beetje 

mee 

oneens 

Neutraal 
Beetje 

mee eens 
Mee eens 

Helemaal 

mee eens 

25. In het algemeen denk ik dat Heijmans 

een aantrekkelijke potentiele 

werkgever is 

O O O O O O O 

26. Naar mijn mening is Heijmans een 

goede plek om te werken O O O O O O O 

27. Ik zou positieve dingen zeggen tegen 

anderen over Heijmans O O O O O O O 

28. Ik zou vrienden en andere kennissen 

aanmoedigen om na te denken over 

Heijmans als toekomstige werkgever 

O O O O O O O 

29. In het algemeen is mijn perceptie van 

Heijmans als toekomstige werkgever 

positief 

O O O O O O O 

4b Intenties om te solliciteren Kruis aan wat van toepassing is. 

1 2 3 4 5 6 7 

Helemaal 

mee oneens 
Oneens 

Beetje 

mee 

oneens 

Neutraal 
Beetje 

mee eens 
Mee eens 

Helemaal 

mee eens 

30. Ik ben van plan om te solliciteren 

naar een positie binnen Heijmans O O O O O O O 

31. Ik denk na over Heijmans als 

potentiele toekomstige werkgever O O O O O O O 

32. Als ik een sollicitatie interview krijg 

aangeboden bij Heijmans, zou ik het 

niet accepteren (rc) 

O O O O O O O 
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33. Het is waarschijnlijk dat ik een baan 

aanbod zou accepteren bij Heijmans O O O O O O O 

Instructie 6: Als laatste willen we je vragen om in het volgende onderdeel aan te geven in hoeverre je het eens bent 

met de stellingen die betrekking hebben op jouw persoonlijkheid. Deze gegevens zullen uiterst vertrouwelijk in 

behandeling worden genomen. 

5a Neuroticism 

 

In het algemeen kan ik worden 

beschreven als iemand die: 

Kruis aan wat van toepassing is. 
1 2 3 4 5 6 7 

Helemaal 

mee oneens Oneens 
Beetje 

mee 

oneens 
Neutraal Beetje 

mee eens Mee eens Helemaal 

mee eens 
34. zich veel zorgen maakt 

O O O O O O O 

35. gespannen is 
O O O O O O O 

36. ‘relaxed’ is, goed om kan gaan met 

stress (rc) O O O O O O O 

37. snel nerveus wordt 
O O O O O O O 

38. emotioneel stabiel is, niet snel van 

streek(rc) O O O O O O O 

39. kalm blijft in gespannen situaties (rc) 
O O O O O O O 

40. depressief is 
O O O O O O O 

41. humeurig kan zijn 
O O O O O O O 

5b Conscientiousness 

 

In het algemeen kan ik worden 

beschreven als iemand die: 

Kruis aan wat van toepassing is. 
1 2 3 4 5 6 7 

Helemaal 

mee oneens Oneens 
Beetje 

mee 

oneens 
Neutraal Beetje 

mee eens Mee eens Helemaal 

mee eens 
42. grondig te werk gaat 

O O O O O O O 

43. doorzet/volhoudt tot de taak is 

volbracht O O O O O O O 

44. neigt ongestructureerd te zijn/te werk 

te gaan (rc) O O O O O O O 
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45. neigt lui te zijn (rc) 
O O O O O O O 

46. een betrouwbare werker is 
O O O O O O O 

47. dingen efficiënt doet 
O O O O O O O 

48. planen maakt en deze plannen ook 

volgt O O O O O O O 

49. snel afgeleid is (rc) 
O O O O O O O 

6 Vul in wat van toepassing is. 

Heb je nog aan- en/of opmerkingen? Zo 

ja, graag hiernaast opschrijven. 

 

…………………………………………………………………………… 

 

…………………………………………………………………………… 

 

…………………………………………………………………………… 

 

…………………………………………………………………………… 

 

…………………………………………………………………………… 

 

…………………………………………………………………………… 

Note: (rc) refers to reverse-coded items 
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Online questionnaire (print screens) 
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<Respondents view a randomly allocated profile at this instant> 
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Appendix F – Extra Construct Pilot Study 

Attitude towards the 

excursion 

Kruis aan wat van toepassing is. 

1 2 3 4 5 6 7 

Helemaal 

mee 

oneens 

Oneens 

Beetje 

mee 

oneens 

Neutraal 
Beetje 

mee eens 
Mee eens 

Helemaal 

mee eens 

In het algemeen heb ik deze dag als 

positief ervaren 
O O O O O O O 

In het algemeen heb ik deze dag als nuttig 

ervaren 
O O O O O O O 

Mijn beeld over Heijmans als werkgever is 

deze dag positief beïnvloed 
O O O O O O O 

Naar aanleiding van deze dag zou ik 

vrienden en kennissen positieve verhalen 

vertellen over Heijmans als werkgever 

O O O O O O O 

Op basis van deze dag zou ik Heijmans 

beoordelen als goede werkgever 
O O O O O O O 
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Appendix G – Educational programmes by gender 

 

 
Source: URL visited on 04-05-2012: http://www.cbs.nl/NR/rdonlyres/F2761145-AE68-4F43-

B29B-B64066EAED8C/0/2010f162pub.pdf 

 

 
Source: URL visited on 04-05-2012: 

http://www.tue.nl/fileadmin/content/universiteit/publicaties/TUE_jaarverslag_2011.pdf 

 

“Bij meisjes blijven de technische opleidingen het een stuk minder goed doen: zowel bij de hbo- 

als de wo-studies bevond zich geen één bètatechnische opleiding in de top 20 van beste bekeken 

studies.” 

Source: URL visited on 04-05-2012: http://www.tw-digitaal.nl/magazine/2012/tw2728/57/2 
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Appendix H – Educational programmes of respondents 

 TU/e TUD UT Other 

Master 

programmes 

Operations 

Management & 

Logistics 

Structural 

Design 

Advanced 

Technology 

Pre-Master 

Educational Design & 

Consultancy 

Innovation 

Management 

Structural 

Engineering 

Civil 

Engineering 
Accountancy 

Applied Physics 
Design for 

Interaction 

Construction 

Process 

Management 

 

Construction 

Management & 

Engineering 

Building 

Engineering 

Civil 

Engineering & 

Management 

 

Building 

Engineering 

Civil 

Engineering 
  

Architecture, 

Building & 

Planning 

Transport, 

Infrastructure & 

Logistics 

  

Systems & 

Control 

Transport & 

Planning 
  

Mechanical 

Engineering 

Geo- 

Engineering 
  

Business 

Information 

Systems 

Construction 

Management & 

Engineering 

  

Biomechanics & 

Tissue 

Engineering 

   

Bachelor 

Programmes 

Industrial 

Engineering 

Civil 

Engineering 
Applied Physics  

Building 

Engineering 
   

Computer 

Science 
   

Notes. 

• Green: educational programmes with high fit for the construction sector and HNV. 

• Red: educational programmes with lower fit for the construction sector and HNV. 

 

 

  



90 

 

Appendix I – Tests for normality 

Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Attitude ,085 94 ,149 ,963 89 ,012 

Relevancy ,098 89 ,034 ,978 89 ,130 

Accuracy ,142 89 ,000 ,939 89 ,000 

Org.Attractiveness ,082 89 ,200 ,979 89 ,162 

IntentionsApply ,097 89 ,038 ,966 89 ,020 

Neuroticism ,094 89 ,049 ,968 89 ,029 

Conscientiousness ,127 89 ,001 ,962 89 ,010 

a. Lilliefors Significance Correction 
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Appendix J – Six-stages model for path analysis (Hair et al., 2010) 

 



94 

 

Appendix K – HR skills 

Recruiters or HR employees in general should acknowledge that their occupation is changing; 

Human Resourcing is more and more based upon technology. Given the trends in HR, Johnson, 

Gueutal, and Marler (2012) formulated a set of five skills that HR professionals need in the 

upcoming years: 

 

1) HR analytics and metric skills;  

HR professionals should be able to develop better metrics and analytics that focus on 

business value, organizational effectiveness and return on investment, and to effectively 

communicate the key human capital drivers of success to managers. 

2) SQL and reporting skills;  

in contrast with early metrics, the most informative and effective metrics are complex 

calculations requiring sophisticated queries. Therefore using advanced tools such as SQL to 

generate these metrics is inevitable. (In fact, during the interview with the Manager HRM, it 

was indicated that HR professionals might become IT professionals.) 

3) Social networking skills;  

HR professionals should not only make new social networking tools available in the 

organization, but they should also learn about when, where, and how to apply these tools to 

support HR, and know the legal implications of their use. The current study partly 

investigated which informational content should be present in corporate LinkedIn profiles, 

given the fact that the TU-students form the target group. 

4) HR content and strategy knowledge;  

HR professionals should be able to couple the specific, detailed, and functional knowledge 

about their HR practices with an understanding about how they fit the broader organizational 

strategy. 

5) Change management skills;  

since technology change should match with operational change, and technology changes 

rapidly, HR professionals also need to acquire skills in project management to ensure smooth 

adaptation/implementation of new recruiting technologies. 

 

Thus, HR professionals should recognize that recruitment is changing due to the increasing 

number of technologies that can be used for recruitment purposes. Consequently, they have to 

learn new skills which enable them to effectively and efficiently cope with the dynamics in e-

recruitment which becomes increasingly complex. From a managerial point of view this also 

implies that managers should inform and show recruiters the potential benefits of actively using 

social media for recruitment purposes, whilst at the same time providing recruiters with the 

resources needed to reach this goal; social media training, hardware, online accounts, time 

etcetera, should be provided. 

 


