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Abstract

This paper examines the efficiency of job adventisets and whether it can be increased.

In order to find out the factors that might havarapact on the attractiveness of job
advertisements, the authors conducted interviews MIR experts and carried out a survey.
Survey contained 28 various factors, which covénedvisual aspect of the advertisement,
requirements of the applicants, benefits offeretheycompany and the information about the
enterprise. The results of this preliminary reseaitowed the authors to narrow down their
focus to the contextual aspect of job advertisemeargpecially examining two factors —
career opportunitieandconcrete amount of salarwhich showed the most contradicting
results from recruiters’ and potential job seekpes’spective (correspondingly, interviews
with HR experts and Small Survey results). A fogemup session was organized to discuss
the possible reasons, why such differences migisigieas well as an experiment was
conducted. The main aim of the experiment wasn diut, whether the inclusion céreer
opportunitiesor concrete amount of salargr both, had an impact on the responsiveness rate
of the potential job seekers.
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1. Introduction

Over the last five years the unemployment rateatvia has decreased for more than a half —
from 12% to 4% and the percentage of employed petophll population of Latvia has
increased from 54.4% to 60.1% (CSB, 2008). At t#maetime gross domestic product has
sharply increased — from 5 758 325 lats in 200R4t047 542 lats in 2007, and the growth
rate is still very high (CSB, 2008). On the othandi, the number of inhabitants is decreasing
because of the negative demographic situation yexear the number of inhabitants
decreases by approximately 0.6%) and a huge nuaflperople who are working abroad and
leaving the country (the balance of migration fat\ia has been negative already starting
from the nineties) (CSB, 2008). As a consequeno@)&yers have to focus more on the
recruitment process and figure out new methodstidcing people to their firm, as the
demand for employees exceeds the labour supply.

Besides, the proportion of appropriate respondesdsdecreased even more. As a
result, recruiters should consider, which factbesytshould emphasize in order to attract the
most suitable and qualified employees (Rosse, 198&anwhile not forgetting that with the
help of job advertisements, a company once agaimas of its existence in the market
(Veide, 2006). The particular structure and corg@ftthe advertisement also partly helps to
reflect the company’s image and may act as a pesiti negative signal (improve or harm
the reputation of a firm).

The main idea of this research paper is to anahgefficiency of job advertisements
in Latvia, whether and how it is possible to inee#. The study is divided into two parts.

During the preliminary research, the authors exachthe factors included in a job
advertisement both contextual and visual. Withhtékp of a survey and HR experts’ opinion
and experience, the focus was narrowed down tonthet important factors, which recruiters
should pay their attention to, while designing la gmlvertisement and making it more
efficient. For the survey purposes, the authorteda large number of respondents (N =
255) between 16 and 65 years in order to evalbaie attitude and opinion towards job
advertisements. The results of the survey andntfieemation obtained from HR experts were
used in a focus group session in order to findloelpossible explanations behind the
respondents’ choice of particular factors.

Based on the results of the preliminary reseal@hatthors narrowed down the
sample to students currently studying in Riga. ifaén aim of this experiment was to

analyze, whether two contextual factararger opportunitiegandconcrete amount of salary
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were considered to have an impact on the posskjgonsiveness rate of students — an
important target group, which might be searchirmgaf@b in the nearest future. Therefore,
this paper might be of value for recruiters fromieas Latvian companies, who are
interested in targeting graduate and undergraduatents.

The research question the authors have pos&digh factors have the greatest
impact on the efficiency of job advertisementsin order to attract new employees?

Such a question is broken down into three subsidjaestions:

1. What kind of information should be included ot jadvertisements to improve their
effectiveness, according to HR experts?

2. What kind of information should the job advestigent contain according to the
potential job seekers? Do these factors differ aparticular groups of people (segmented
based on their age, education, occupation, andegghd

3. Docareer opportunitiegndconcrete amount of salary offeradluence
applicants’ decision to respond to a job advertesaih

In order to answer these questions, the paperuststed in the following way: in the
beginning the authors present previous researcistaées in the field looking at both —
extensive studies and specific local studies. Thahors state how their research was made
and what constraints were taken into account. Afeds, the results of each step of the

research are presented and analyzed. At the esalisdion and conclusions are drawn.
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2. Review of Literature

Job advertisements form a part of the externalurgaent, which in many cases is preferred
to promoting from within. The reasons behind it e new ideas and ways of doing things
introduced by the new employees, and lack of spetsar employees in the entry-level
positions (Breaugh, 1992).

According to Dessler (2005), recruitment plans $théwe consistent with the firm’s
long term strategy. The volume and source of reéoent are determined by the number of
free vacancies as well as the nature and requirsnoéthe available job positions (Byars
and Rue; 1991), which have to be critically evadddtefore designing a job advertisement.

When publishing advertisements in newspapers,igayers have to assess the
costs of providing too little information, thus,uixag a wide range of applicants, who are not
suitable for the position, against adding morernmiation to the advertisement and increasing
the size of it, hence, raising the costs of it. 88 1997; Beardwell, 1997; Torrington, 1995;
Noe, et al., 2007). Goodwyn (2007), on the othedhamphasizes that the applicant pool
reached should be as broad as possible, to awiddirect discrimination of some of the
possible applicant groups.

Although the main aim of a company is to find thestappropriate applicant for the
vacant job position and sometimes it has to be dmnquickly as possible, the recruiters
should not forget that the job advertisement is alselling document (McKenna and Beech,
1995). Job advertisements posted can be seen Iydiythe potential applicants, but also by
costumers, competitors, and society in generalkdwich, 1991). This may be a problem,
especially if a company does not want to disclas®es information, for example, about
experiencing a high turnover or the expansion efahterprise (Rosse, 1997).

2.1. Previous Resear ch

According to Keenan (1995), an employer has touatalthe job advertisement from the
possible applicant’s perspective, since candidapesy usually regarding the way the
advertisement has been read and perceived. Thopsaesearch carried out by Rynes and
Miller (1983) looked at specific factors mention@gdthe recruiter, including career
opportunities, salary, and other benefits. Theareteers concluded that the more job features
were mentioned by a company, the higher was thmnsiveness rate of applicants (Rynes
and Miller, 1983). This was also concluded by Fy(t®93), who stated that the employer

should include as many selling features (benefésger and growth possibilities, work
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environment, etc) as possible. Kaplan, et al. (18®o examined the relationship between
different job advertisement variables and the raspeness rate of applicants. The research
was carried out by analyzing job advertisementsuiggie placed in Sunday newspapers by
different companies from the United States seagcfoncomputer professionals. The results
of their research showed that such visual aspées advertisement as white space, size and
graphics used, are positively correlated with thenber of applicants. Kaplan, et al. (1991)
concluded that the job advertisement should beapiey to the eye”. An interesting

discovery was the fact that the presence of aiflgbwas negatively correlated with the
number of candidates, which implied that the nafrte@vacancy should rather not be
included in a job advertisement.

Some of the research results by Kaplan, et al.1])1B8ve been challenged by Jones,
et al. (2006). The persuasion model was used iardaocdexamine how different individuals
respond to job advertisements given their involveinne job advertisement message
processing (Jones et al., 2007). The researchéngimwork found out that the physical or
visual appearance of a job advertisement is neglgtoorrelated with the elaboration
likelihood (how much attention individuals pay teetmessage of the advertisement). When
the elaboration likelihood is high, however, indivals will pay more attention to the quality
of the job advertisement. As a result, Jones,.¢2806) conclude that peripheral cues can be
successfully used in increasing the efficiency gfaadvertisement, if the applicants are
expected to have a low level of elaboration liketil. This is true in the case of display
advertisements, which are placed in other sectiwas the classified ads and usually contain
graphics, images and other factors that make tlasityenoticeable and physically attractive
(Fyock, 1993). However, to attract people who pssspialities needed for the job position
recruiters should consider paying more attentiothéocontextual aspect of the job

advertisement (Jones, et al., 2007).

2.2. Applicability of the Theory to the Latvian Labor Mar ket

When looking at the labour market and new empl@taction in Latvia, a very low level of
unemployment can be observed at the moment (ifotlvéh quarter of 2007 the rate of
unemployment was only 4% (CSB, 2007)), which intisahe tightness of supply in a
guantitative sense (McKenna and Beech, 1995). Alegrto Dreimane (2008), employers
are not satisfied, because it is difficult for themfind new employees, who would possess
the needed qualities; meanwhile, employees compbaicause of the small amount of job
advertisements that would comply with their needs.
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According to the recruitment agency “Working Dagsearch (2007), the aspects that
the Latvian employees value the most in companiestiae stability of the enterprise, career
and development opportunities, and social guarantéewever, according to NVA (2006)
research, concrete amount of salary offered plays@al role, especially among young
people, who have indicated salary to be the mggbrtant factor in applying for a job
position. This is in contrast to a research donéhbyAmerican publishing and media
companyForbes who found out that “more than half of 2100 MBAd&nt respondents
would accept a lower salary to work for a sociadigponsible company” (Dolan, 1997).

2.3. Concrete Amount of Salary and Career Opportunities

Barber and Roehling (1993) emphasized that a ctmaraount of salary offered should be
indicated rather than offering ,competitive salaritcording to Vincevs (2007), the number
of recruiters in Latvia, who mention concrete antafrsalary offered in a job advertisement,
has increased substantially during the last y8drs.reasoning behind it is that the
advertisements without concrete amount of salaigredl mentioned seem to be unnoticeable
and less attractive, therefore, frequently igndngdhe job seekers (Vincevs, 2007).

The research carried out bivRls and Austers (2005) showed that salary is the
driving force for the employees to choose a paicwork place, closely followed by the
career opportunities offered by an enterprise. Agnather factors, including work
atmosphere, social guarantees, interesting wakl|esenterprise, etc., 897 responses were
related to the salary offered, while 649 respoirsgéed that respondents were most
interested in the career opportunities.

According to Avery (2003), career opportunities afrénportance for those
applicants, who believe that it is not difficult¢bange working places and who have a
higher self-esteem. “Confidence in one’s abilitystaccessfully navigate the career process
should produce higher salary expectations, whitkyin should lead such individuals to be
more reluctant to settle for moderate salaries gy 2003).

Since companies strive to do their best in ordetti@ct the most skilled and high
gualified people, recruiters should consider, whasttors they should emphasize in order to
attract the most suitable and qualified employ&sgse, 1997). According to “CV Market”
director Korickis, many people believe that saliarthe greatest motivator; however, in many
cases career opportunities play a more importdat s;nce providing training for new

employees is financially more effective than seexghior new employees (Nestere, 2008).
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3. Methodology

In order to find out the answer to the researclstijoe

Interviews with HR

proposed, the authors applied both quantitative and Experts
qualitative approaches. The main steps of the ecapir General overview
o . i)

study are summarized in Figure 1. Due to the lidhite Small Survey
scope of the research, the authors could not ceeate Most important factors
methodology that would measure the number of gedlif l

_ , _ Focus Group
applicants, but instead focus on different factbed Discussion about these factors
would attract candidates in general. This, howeigdn )
: . - Experiment
line with the opinion of some of the HR expertsowh 2 factors analyzed
expressed their concerns with attracting new engasy !
and the current situation of the tightness of geur Analysis & Conclusions

study.Developed by the authors.

level of unemployment.

3.1. Interviewswith HR Experts

The authors arranged meetings with HR managersi&donsultants from several Latvian
companies to gain an insight in the current situraiin the labour market, learn more about
different ways of how new labour force is attracéed the role of job advertisements in the
recruitment process.

The main aim of these interviews was to find oute@rabout the recruitment process
and the role of job advertisements. In additioe,dabthors asked HR experts to choose 10
factors from the Small Survey that they would gag most attention to when developing a
job advertisement. The reason why HR experts wekedato select these factors was the real
life dilemma of HR managers, when the balance rbegbund between visually attractive
form and the amount of information to be placethimadvertisement. This provided a deeper

insight from the job employers’ perspective.

3.2. Small Survey

Overview. Another part of the preliminary research was aaythat the authors developed
in order to narrow down the focus of the reseaftie data from the survey (further on:
“Small Survey”) were gathered in order to have aereiew of which factors should be

examined more carefully. These 28 factors listetevagmed to depict, whether potential job
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seekers are more concerned with the visual asp#uoe @advertisement, requirements of the
candidates, what the company offers, or the infdionmaabout the enterprise.

Sample. The Small Survey was distributed to people of uaiage groups,
representing different occupations and educatibaekground. From January till February
the authors gathered a random sample of 255 resptstb avoid the sample bias, which
could lead to insignificant results. The samplesisted of 123 female respondents and 130
male respondents, and 2 people had not indicagedsix.

Based on the information obtained from the Smatl/8y the authors divided the
respondents according to their responses aboutdtiecational background, age and
occupation. It was done to find out, which fac®considered to be the most important in
making a job advertisement more attractive amoffgrént groups. The authors also
determined whether differences among answers battieegroups persisted. The
respondents were divided into four age groups.Gilwp 1 consisted of adolescert20
years) from whom 67 were female and 78 male. Girgspondents were in the age group
of 21 to 30 years; Group 3 — people between 314angkars and Group 4 formed an age
group of at least 45 year old respondents. Thergkegmup consisted of 25 females and 33
males. 44 of them had secondary education, 13kehigducation and 1 had a master’s
degree. Group 3 included respondents from the egegf 31 — 45 years. 30 respondents
formed this group, out of which 17 were female aBdnale. 70 % of them had higher
education, 23 % secondary, and 2 people had a risagégree. Group 4 was formed by 20
respondents (14 female and 6 male). 65 % of thedrhigher education, the others —
secondary.

Furthermore, the authors analyzed the answersakipondents by dividing them
into groups based on their education. Group A atediof individuals with basic education
(112 respondents, 50% female and 50% — male). GBargnsisted of 91 people who had
secondary education. 35 of them were female andrbéle. Group C united those 47
respondents, who had higher education, from whomegésentatives were female and 18 —
male. In Group D at the moment were only 4 respotsdeith master level education;
therefore, it was impossible to make any logical aaluable conclusions about this group.

Authors divided people into groups depending oir thecupation as well. These
groups were: scholars, which is very similar to @rd and Group A, consisting of 111
respondents, students, which has similarities Githup 2 and Group B, consisting of 67

respondents, specialists/professional worker -e8Bandents, different managers — 20
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respondents, and non-professional workers like sisgfstant, driver etc. — 8 respondents,
which is the reason why no conclusions or compangas made about this group.

Procedure of analysis. The authors applied the Independent Samples test of
statistical software SPSS to test for differencasrag the independent groups, which could
exist between the expectations of job seekers mbwsmage, occupation, educational
background, and gender. Authors used test refaulthfferent variances assumed as, firstly,
the sample size of each group differed, and, sdgotie expectation of authors was that the
results (mean values as well as variances) shafiéad. 5% confidence interval was used
when analyzing results; nevertheless, in some ¢ages broadened to a 10% significance
level.

For the measurement of factor attractiveness thi@a measure was used, while for

group division variables — the nominal measure,fandge the scale measure was chosen.

3.3. Focus Group

Overview. The sample for the focus group consisted of 12 lgedjhe reason why the
authors employed this method was to create a dismu$o understand the possible reasons
why some factors of the Small Survey were ratetidn@r lower, while the expectations of
the authors were different.

Participants. The participants for the focus group session watkeged using the
snowball sampling method, which implied invitingerson to participate in the discussion
and at the same time asking him/her to invite offeaple of different occupational
background (to have as diverse opinions as pojsieong them were four students, a
construction worker, a cook, a librarian, a teacharonsultant, an operator, a financial
analyst, and a shop manager. The authors askgaitti@pants to think and act as if they

were currently searching for a job.

3.4. Experiment

Overview. The main aim of the experiment was to examine tidregwo contextual factors
(career opportunitiesndconcrete amount of salary offepdshve an impact on the
attractiveness of the job advertisement. Theseifaetere chosen based on the results
obtained during the preliminary research.

Experiment design. All four versions of the job advertisement, whickre created
and used for the purposes of an experiment, wetteecdame content, except for two

variables that were either included (both or sipgtenot. Advertisement 1 contained neither



lize Sadere and Krighe Lapha 12

career opportunitiesnor concrete amount of salary offerefidvertisement 2 includechreer
opportunities while advertisement 3 — only obncrete amount of salary offered
Advertisement 4 had both factors. As a researcigaése authors used between-subject
design, when each participant of the experimerdives only one version of the
advertisement. In addition, five questions wereedsk order to measure the participants’
interest level in the advertisement. Before thestjoes, respondents were asked to assume
that the offered vacancy corresponds to their @stisrand characteristics.

Procedur e of the experiment. All participants of the experiment were given a
different version of the advertisement and askeahswer, whether they would apply to the
job advertisement or not, given that the compardythe position should not be taken into
consideration. Participants also provided ratimgdif’e questions concerning their readiness
to apply for the job position based on a 5 poiatec

The division into groups was performed randomlyaag respondent could get into
any of four experiment groups. This could be ddreeause the difference among job
advertisements offered for valuation was hardlyoaatble; therefore, people sitting next to
each other even did not notice that they might tmaen in different experiment groups. An
equal number of all four experiment forms were rdikegether before the experiment, and
afterwards distributed to participants.

Participants. The participants of the experiment were studemis fdifferent
universities situated in Riga — University of LatyRiga Technical University3A School of
Business and Finance, Riga International SchoBlcohomics and Business Administration,
Stockholm School of Economics in Riga, The Univgr§iollege of Economics and Culture,
International Higher School of Practical Psychologjly in all, 410 responses were inquired,
out of which 102 got into the control group (withh@uny factors tested), 107 run into the
experiment group, where factocareer opportunitiesvas tested, 99 represented the
experiment group with fact@alaryand 102 got the experiment form with both factors.

Procedure of analysis. In order to create an index that would value tt&ectiveness
of each of the four job advertisement versions giiors looked at the correlation of all five
guestions asked in the experiment form. Chi-sqtestefor the interdependence for 5
guestions was carried out. Afterwards, the autperformed reliability analysis, and
measured Cronbach’s Alpha value. Additionally, Baeinalysis and KMO and Batrtlett’s test
were used to measure the homogeneity of the fiestqns.

Based on the results of the analysis describeddedn index was made. ANOVA

analysis was performed to evaluate the differeacesng the three experiment groups and
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the control group. To compare all the groups, Plust Tests were carried out. Ordinal scale
was used to measure the answers of the five questioout the students’ readiness to apply

and interest in the job advertisement.

4. Limitations
The research is limited by the geographical bordéRiga and the time constraints
(observations recorded during the period from JgntidMarch, 2008).

Focus group. Organizing a focus group session had both posiiMenegative
aspects. The authors were able to raise a discuasih therefore, gain an insight in various
opinions about the factors and information thatsthde included in a job advertisement
(which can be evaluated positively). Still, it wdifficult to evaluate, whether the inclusion or
non-incorporation of a particular variable (eitiacancy, salary, requirements, or career
opportunities, etc.) had a significant impact om jtib advertisement attractiveness.

Experiment. The experiment was conducted in different highercation institutions
situated in Riga (the participants of the studydents of various educational backgrounds).
Although students are originally from different {z@in towns, the authors admit that the
experiment could not be limited only to those shidevho study in Riga and were born in
Riga due to the possible increase in the complaitye research.

The respondents were previously informed abouexperiment and asked to imagine
that they were seeking a job (although most of tiaare not). Hence, it does not depict a
situation, when the advertisements would be redlpublished in a newspaper or internet.
However, according to Jones, et al. (2006), ardisbn “between the psychological effects
of a manipulation from the method used to achibese effects” should be made and taken

into account.
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5. Results of Fieldwork and Analysis
5.1. Description of Interviewswith HR Experts

Authors organized ten interviews with 12 expertgfrthe human resource field. Four of
them represented executive search and personeetisalcompanies, seven were human
resource managers of Latvian companies from difteields, and a newspaper

representative.

5.1.1. Background Information

According to HR experts, recruitment plans showddteady and consistent with the firm’s
long term strategy; therefore, a job advertisenoériach vacancy is designed taking into
account company’s values and needs.

When designing and publishing a job advertisentbetrecruiters look not only at the
potential best candidates and their attractionalsd evaluate the information posted from
the customers’ and competitors’ perspective. Hetlgerecruitment process also provides an
opportunity for a company to emphasize and popdats brand.

When a company does not want to disclose somenafioon, for example, about
experiencing a high turnover or the expansion efehterprise, recruiters have to carefully
examine the contents of the job advertisement. 3dmsetimes might also imply reducing the

amount of information to be posted.

5.1.2. Recruitment Sour ces Used

All human resource experts interviewed admitted tihair company tries to use as many
different sources of recruitment as possible. Agdiertisement posted in a newspaper is a
traditional way of recruiting new employees; neliekess, many of them recognized that it is
not as efficient anymore as it used to be.

A source where to publish a job proposal has tohHosen depending on the target
audience of the vacancy. As the best source farehigvel managers “Dienas Bizness” and
“Diena” were mentioned. Still, the most efficienethod for attracting higher level managers
is head-hunting. On the other hand, some expedardel that in the small Latvian market
everybody knows the best ones in the field, so ée&d-hunting is not efficient, given the
existing situation in Latvian labour market.

To recruit middle level employees, such strategyasr recruitment is often used.

Few experts said that it is very hard to reacmtidzlle level people. Therefore, regional



lize Sadere and Krighe Lapha 15

newspapers are often used. This is the reasonavhg tompanies frequently focus strongly
on young people and try to develop good professsah@mselves. To reach this group,
companies involve in different activities connectath universities, for example,
participating in career days, open door days, testustudent newspapers, portals, also
offering scholarships and internships for students.

To attract new employees for lower level positidnse newspapers, like “5 min”,
and easy observable public places, like billbogats advertisements in public transportation,
etc, are used. As an extreme example of recrum@tgyorking, job proposals through
different clubs and associations, where neededalfss are involved, were mentioned.
Nevertheless, everyone admitted, that almost alwayallel to any activity a job
advertisement is published in the internet; I&kitin the online databases or in a company’s
homepage.

5.1.3. Time Spent on Recruitment Process

The normal procedure for Latvian companies is toliph a job advertisement approximately
two times during 2 — 3 weeks. However, it is $titihly dependent on the vacancy. If a
position is scarce in a company, job advertisemarggpublished on a regular basis. Such an
action could be called the persuasion of a canejdeten the company once again reminds
about its existence and stimulates the applicaappdy. Usually positions, for which this

strategy is used, are lower level positions, adatle of employees here is the most common.

5.1.4. CostsInvolved in Recruitment Process

As most of the companies have developed their catpstandards, the only costs in
developing a job advertisement are connected withighing expenses. Nevertheless, when
creating any alternative campaigns, costs increassiderably. Usually large companies

make a long term agreement with newspapers anch@ttdata bases to lower their costs.

5.1.5. Responsiveness Rate to Job Advertisements

Nowadays the number of applicants for a middledlpwsition, when comparing to the
situation 5 years ago, has decreased approximatedytimes. Moreover, from 200
applicants for a middle level position only 20 appropriate. Another HR manager said that,
in 2006 20 applicants out of 100 were appropriatéle currently the number of qualitative
applicants is only 5. For higher level positions groportion is 2 out of 30. For the lower
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level positions 5-15 employees out of 200 posdesseeded qualities. Regardless of that,
some HR experts admitted that there is a trentlefabour shortage to decrease.

HR experts shared the opinion, that the highegtoresveness rate is straight after
publishing a job advertisement. Afterwards it deed and then again increases when the end
date of sending applications approaches. Stil, tileind differs depending on the target group
— specialists apply closer to the end date, whiled@ates for middle level positions tend to

apply straight after the publishing.

5.1.6. Effectiveness of Job Advertisements

Human resource experts recognized that the effaotiss of job advertisements is dependent
on the position offered — more people apply to Briggnd middle level positions. Still, the
problem is that most of the applicants are not @ppate for the position. What is more, this
issue has intensified during the last years. Espgtlared that everybody wants large
salaries and bonuses independently of their aslitDne of HR managers considered that
there is a kind of inflation in people values —tleant more without any reason or self-
critique.

When asked, which factors should be included whaadvertisement, HR experts
mentioned the following factors of the Small Surlisyyas the most importantacancy/ job
position offered, benefits offered by the compaamgtact information, the name and the logo
of the enterpriseAmong thebenefits offered by the compaag,the most important were
social guaranteeanddifferent bonusegnterestingly, theoncrete amount of salary offered
was thought to be of not an utmost importance, wingght be explained by HR experts’
own viewpoint that the recruiters are not interégtelimit their own bargaining power. If the
concrete amount of salary offerexdindicated in a job advertisement, it is mordiclifit or
sometimes even unrealistic to lower one of the amgjs additional costs — wages of the
new employees, because the reputation of the ersemight suffer in case the promises are
not fulfilled. Career opportunitiesvere evaluated either very highly or not being intait at
all, which implies that HR experts do not sharegame opinion about whether this factor
should be included in a job advertisement. Thigum, provided the authors with space for

further research about this variable.

5.1.7. Summary

All HR experts interviewed admitted that they usgiaus sources of recruitment; however,

job advertisements posted in newspapers seemddHhes efficiency nowadays. The amount
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of job advertisements published depends on thenegcand the number of qualitative
applicants who have applied. Usually, the highesponsiveness rate of applicants is shortly
after the job advertisement has been published.

The main problems are the recruitment costs, warelreduced by signing long term
contracts with publishing agencies, and the nurobqualitative applicants, which has
declined, while the level of the applicants’ sedfe=m has increased.

According to HR expertgoncrete amount of salary offeraddcareer opportunities
do not necessarily have to be included in a jokegthement, whil@ifferent bonuseand

social guaranteeshould be mentioned.

5.2. Results of Small Survey

On average, respondents provided the highest Watubke factovacancy/ job position
offered(See Figure 2), followed by thliescription of job tasks/ responsibilitieadcareer
opportunities, good working conditiorsalary (concrete amount), benefits offered by the
company and requirementBhe authors found it interesting, thenefits offered by the
companywas the only factor from the Small Survey, whiet mot received the lowest
evaluation from any respondent. Still, the lowgahdard deviation was shown Bgcancy/
job position offered0.696) followed bybenefits offered by the compa(y788) anctareer
opportunitieg0.822).

The lowest average results were presented by suahiactors of a job advertisement
—the background of the job advertisemdaliowed by thefont style and sizeolours and
pictures usedndcompany’s logoNevertheless, as all these factors are conneathd
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Figure2. Small survey’s mean values by all respondebés/eloped by authors. SPSS software.
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marketing, authors do not suggest under-evaluéti@g, since they influence individuals’
minds unconsciously. All of these variables alsovsthe highest standard deviations
(Correspondingly 1.090, 1.171, 1.115, 1.206).

From content factors the lowest rating was showetté driving licensgthe
motivation letter, short description/ slogaandpersonal characteristic\ll these three

factors show standard deviation above 1, whichbsaconsidered as a large value.

5.2.1. Comparison between Age Groups

Respondents from Group & 20 years) value@areer opportunitiesvacancyandthe
description of responsibilitiethe most (See Figure 3}areer opportunitieshowed the
smallest standard deviation as well (0.655). Moeepmobody from Group 1 had evaluated
career opportunitiesvith the lowest mark, which was not so in otheyugrs. The lowest
average values and highest standard deviationsgixr to the visual factors.

The factor that Group 2 (21 — 30 years old) valinedmost wasacancy/ job position
offered leaving behind all other factors by at least @mal fraction. The minimum value
was 3, which means that no respondents from tloigpgthink that it is useless to mention
this factor in job advertisement. It was followagthe description of job tasks/
responsibilitiesandbenefits offered by the compaimyinimum value for both — 2).
Consequentlythe description of job tasks/ responsibilitswed smaller standard deviation
thanbenefits offered by the compajeprrespondingly 0.771 and 0.906). Similar totlad
sample, visual factors were valued with the loveestres. However, this group showed
different results due to the special attention paitherequirementsandeducation- these
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Figure3. Small survey’s mean values by age groileveloped by authors. SPSS software.
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factors had not received the lowest mark from a&spondent of this group. Overall, the
mean values for this group were lower than for ogreups.

Group 3 (age 31 — 45) provided 3 as the minimurevédr such factors dee name
of the enterprise, educati@ndlanguageskills. Moreover, 8 factors had 2 as a minimum
value in the ranking. The highest mean value wath®description of job tasks/
responsibilitieswith the lowest standard error — 0.758. It wakfeed byvacancy/ job
position offeredbenefits offered by the company, name of the emderpndcareer
opportunities

Group 4 (more than 45) could be described as vesitipe — only 11 out of 28
factors had received the lowest markcancy/ job position offeremhdbenefits offered by
the companyad the minimal value 4 and very small standarorer 0.444 and 0.489.
Neverthelesssalary (concrete amoungndsocial guaranteeseceived very high
appreciation as well. The lowest mean value wasrgtethe background of the job
advertisement

When comparing Group 1 and Group 2, there is avatéy difference at the 5%
significance level between the groups valuing dackors asoncrete amount of salary
social guarantees, bonuses, working conditionseeaopportunities, training programs,
computer skills, languages and motivation let@@roup 1 shows higher values for any of
these factors than Group 2, by paying more atterib@oncrete amount of salary
Interestingly, Group 1 valuesocial guaranteemore as well. Similar observations can be
made about other factors. Authors explain it byfdot that Group 1 representatives are
comparatively less experienced, but more openfterdnt kind of job offers.

The name of the enterprigethe only thing that has been significantly eliéntly
evaluated between Group 1 and Groyma8&an values — 4.37 for Group 3 and 3.67 for Grbhup

When comparing Group 1 and Group 4, there is octeifdhat is differently
evaluated -social guaranteegmean values — 4.70 for Group 4 and 4.21 for Grbugt the
significance level of 1.3%.

At the significance level of 0.9%, the factmlleagues/working atmospheage
evaluated with the average value of 3.83 by Graqugnd 3.28 — by Group 2, which is one of
the lowest indicators for this group apart from ¥imual factors. At the 10% significance
level two more factors showed differenceatary (concrete amounéndsocial guarantees
Both were valued higher, on average, by Group 3.

Between Group 2 and 4 a significant differencénat3% level exist in factosalary

(concrete amoun@ndsocial guaranteesSalary (concrete amoun highly valued by
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Group 4 (mean value — 4.68) and not so highly byur2 (3.57). Similarlysocial
guaranteesre more valued by Group 4 (mean value — 4.70) @aup 2 (3.38).

At 90% confidence interval a significant differerzan be observed in the evaluation
of the factorcomputer skillsGroup 4 rates this factor with 4.00 points onrage, while
Group 2 only with 3.16. This could be explainedy characteristic of groups as well,
because representatives of Group 2 have growning asmputers, while for Group 4 it has
been an innovation, when they had reached alregelpf835. According to CSB data (2007),
during the first quarter of 2007 approximately 86#feople in the age group 25 — 34 and
almost 95% of people in age group 16 — 24 useddhguter, while in the age group 45 — 54
the fraction did not reach the 50% level. So, ia$ needed to stress computer skills for
young people, while it does exist for comparativalyer people.

When comparing Group 3 and Group 4, the authorsrgbd a difference only in one

factor —the logo of the enterprisavhich was valued higher by Group 4.

5.2.2. Comparison between Education Groups

The average age of Group A (basic education) wak21ahd the oldest person was 20 years
old. Therefore, Group A in their ratings was vemitar to Group 1 of the previous division,
only with one difference. The responses allaoguage skillsvere more consistent — the
lowest grade given was 3 and the standard erroiowig<0.674, which was extremely low.
The respondents were even more consistent whenagwajcareer opportunitiegstandard

deviation 0.631). The minimum value in this cass ®aMoreover, the mean value of this

O Basic B Secondary O Higher

) . , > < o . >

& 9 & Q)co & < 9 & K &
& & $ S o 50 & & g
0 QD 9 & N > RS b
< & o & K ® R
& S o < & W o &
\éﬂ\& & e Y @ &9
S

&fz? (@}

Figure4. Small survey’s mean values by educatidbaveloped by authors. SPSS software.
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factor was the highest in the whole sample (Seergig).

Similarly to Group A, Group B (secondary educaticegpondents highly value
career opportunitiesvith the minimum value — 2 and very low standame(0.823). On the
other hand, the respondents were consistent whanatingbenefits offered by the company
The minimum value was 2 as well, but the mean valag higher and consequently with
very small standard deviation (0.736).

Interestingly, that Group C (higher education) wasonly group, where no
participant had given the maximal amount — 5 powtgen evaluating the factbackground
of job advertisemenWhat is more, Group C showed high resultséguirements to the
candidate

For a comparison, Group A shows different resutismfGroup B at 95% confidence
interval in factorsalary (concrete amount), social guarantees, cgjless/working
conditions, bonuses, working conditions, educatimmputer skills and languageaimilarly
as previously, in all factors Group A shows higheerage rates. Between groups A and C
significant differences isalary (concrete amount), bonuses, career oppatig)icomputer
skills and languages skilkxist All factors were valued higher by group A. At theeme time
Group B and C showed very similar results. The diiffgrence at the 7.9% significance

level was in the measurementaaireer opportunities

5.2.3. Comparison between Occupation Groups

Similarly to the previous results, scholars’ angisints’ groups show difference in quite
many factors at a very high confidence interval fgntban 99%). The difference between
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Figure5. Small survey’s mean values by occupatideveloped by authors. SPSS software.
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scholars and specialists/professional workers @xifstctorssalary (concrete amount), career
opportunitiesandlanguagesat 2% significance level (See Figure 5). All oé$k factors were
rated higher by scholars. Scholars and managerdiffacent opinion about the sense of
includingworking conditionsn a job advertisement (0.7% significance levahbr rating

by scholars), while the opinions of students aretghists/professional workers do not vary
at 95% confidence interval. At 90% confidence imaedifferent opinions abowocial
guaranteesandcolleagues/working atmospheaeise — both measured higher by
specialists/professional workers. Students’ andagars’ opinions do not differ even at the
50% significance level. And, even more homogengpasps are specialists/professional

workers and managers.

5.2.4. Comparison between Gender Groups

There are some
‘ @ Female B Male ‘
differences between
5 -
45 - both genders as well
41 (See Figure 6).
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Figure 6. Small survey’s mean values by gendeeveloped by authors. L
SPSS software. significant results are

rated higher by
females. These factors atescription of responsibilitiesndcareer opportunitiesAt the 7%

significance level differences exist file name of the enterpris@drequirements.

5.2.5. Summary of Small Survey

Comparison between age groups. Significant differences among different age growpse
found when looking at such factorssadary (concrete amount), social guarantees, coemput

skills, etc. Younger people highly valewareer opportunitieswhich matches with the results
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of “Working Day” research, showing that this is tréeria that the most young people
recognized as being important. According to thgeeech, the factor that other groups valued
the most is stability of the enterprise. Interegiin“Working Day” research (2007) showed
that people rated the image of the enterprise/agiout highly, while this research revealed a
similar pattern only in the age Group 3.

Comparison between education groups. Career opportunitiesvere highly
evaluated among all the respondents of variousatiunal backgrounds (basic, secondary,
and higher education); however, this factor alsmasdd significant differences among
different groups, which might be explained by tkpextations of the representatives of each
group.

Comparison between occupation groups. This comparison revealed an interesting
discovery, which implied that no significant difégrce exists among two groups of people —
students and managers, which allowed the authdhgsofesearch paper to focus and narrow
down their research to students, while still natleding the possibility to generalize the
results.

Comparison between gender groups. When looking at the whole sample, the
authors can draw preliminary conclusions that, werage, females provided higher marks
than males, besides, six factors had never recéineslbwest mark from any of the 123

female respondents.

5.3. Results of Focus Group

Focus group participants shared their own expegi@bout the sources used for job
searching and time spent on the process of findingw job. Most of the participants had
used newspaper and internet to find a job; howesgane of the focus group participants had
sent the CV to a company, published it in the mégror found a job with a help of a
friend/relative/etc. Also, the time spent on seanglior a job varied from few days to 1-2
months.

According to the responses of focus group memisergextual factors of a job
advertisement are more important than visual fac&ince, if a person is a job seeker, he/she
is interested in finding a job, satisfying theileds and wishes, ‘the faster, the better’. When
asked to discuss, whethaareer opportunitiesnda concrete amount of salary offered
should be included, 7 respondents shared the apthaicareer opportunitiesnight not be
included and 5 people indicated that it is not eelet includea concrete amount of salary
offered Opinions differed about both factors. Some offtieis group participants shared the
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same viewpoint that a guarantee of having wondegtger opportunitiegan attract an
employee who wants to have a stable job and goeel@j@ment opportunities. However, it
might also have a negative effect, for examplefféring career opportunitiesloes not
sound reliable, since an employee might think ithiatonly a cheap marketing trick.

The reasoning behind whycancrete amount of salary offersould be included is
because it makes easier for employees to evaluateselves, whether they are interested in
the job position offered. Some employees might exarconsider applying for the position,
especially if their current salary already excetbaé® aspiration level. Although recruiters
might lose some qualitative applicants, who cowdehapplied, it still implies an easier
selection process, because some of the candidatéssaouraged. Nevertheless, the negative
side of posting @oncrete amount of salary offeregfers more bargains that could take place
afterwards and might benefit the employer rathanttine potential applicant.

5.4. Results of Experiment

5.4.1. Correlation of Questions

The first step in the analysis of the experimens tiee creation of an index that would
measure the attractiveness of the job advertisemAnthors started by looking at the degree
of statistical dependence between different pdithefive questions from the experiment
form. According to Chi-square test, each of the fijuestions’ pairs is interdependent with
each other with a high level of significance.

When using Pearson’s correlation coefficjergignificant positive correlation
(significance level under 5%) could be observedvben all five question pairs. Between the
1%'and 3 questions correlation was significant at the 318¢l, while between any other
guestions it was significant even at a lower sigarice level. Still, the correlation

coefficients were not very high.

5.4.2. Reliability Analysis

The second step of analysis was the factor analysasuring the Cronbach’s Alpha (a
coefficient of reliability) of a factor from thevie experiment form questions. The Cronbach’s
Alpha of the experiment data (five questions) sa$ @.623. It was not possible to increase
this value by deleting any of questions from thetdg as Cronbach’s Alpha values decreased
when any of the questions were removed. Moreolieratithors could make a conclusion

that the second question (about additional infolmnagearch in the internet) had the most
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impact on the value of the factor, since in theeaafsdeleting this question the Cronbach’s

Alpha decreased the most.

5.4.3. Factor Analysis

To check the possibility to reduce the number ofaldes that measured the attractiveness of
the job advertisement, the authors performed faatatysis. The results from KMO and
Bartlett’s test authors could conclude, that thetisted significant relationship between 5
guestions (KMO measure of sampling adequacy wdsb®nid Bartlett’s test of sphericity
was 0.000). All five questions were making one hgarmeous factor with initial Eigenvalue
2.003 and 40.05% of variance explained.

Based on the correlation and two previous anabyfsiBe possibility to make a factor
from experiment form’s five questions, an index waede, as all five question measured
similar phenomena. Furthermore, this index was usedder to value the impact of the
chosen factorsc@reer opportunitiesndsalary) on the attractiveness of a job advertisement.

Index was made based on the mean values of theuiestions.

5.4.4. Comparison between Advertisements

In order to compare the average responses betledaur job advertisements, One — Way
ANOVA was used. Dependent variable was the indeated by the authors, while the
independent variable defined the particular expeninor test group, to which the job
advertisement belonged to (either with or withcarteer opportunitieandsalary, or both).
Authors assume that the data for the index follonmal distribution.

From ANOVA the authors could see that there existe@ynificant difference among
the four advertisements — F value 3.870 and sianifie at the 1% level. To find out which
advertisements showed a higher value than othess;Hoc test was performed. As different
number of people had responded to four job adwsmists, Scheffe’'s test was used.

From the multiple comparisons it was possible wvprthe importance of the chosen
factors. Job advertisements withreer opportunitie®n average received by 0.29 points
higher measurement than the test group (advertisismgthoutcareer opportunitieand
salary) with significant difference at 95% confidenceaial. It was similar wittsalary,
which received 0.32 points higher rating than #st group (2.8% significance level). What
is interesting, job advertisement with both factees not rated significantly differently than

the test group of advertisements with one factue éverage rating of this advertisement is in
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between test group and one-factor advertisemertisy.can be seen from the homogeneous

subsets as well.

6. Discussion of Results

According to the preliminary research carried outh® authors, contextual factors are more
important than visual factors. Most of the varightennected with the visual aspect of the
advertisement were evaluated by the responder@mafl Survey as the least important
factors in increasing a job advertisement’s efficie This is not consistent with the theory
by Kaplan, et al. (1991), who states that the nurobeandidates who apply for a job
position can be increased by manipulating with dactors asvhite spacgthe background

of the job advertisemerfont size and style of letteisnages and graphics useektc, and, in
this way, making the job advertisement visually enattractive.

This finding by the authors, however, supportsrésearch done by Jones, et al.
(2007), who emphasized that recruiters should pagerattention to the contextual aspect of
the job advertisement, since more qualitative applis have a higher elaboration likelihood,
i.e., would process the message of the job adeengat more carefully and, therefore, should
be targeted.

A discovery by Kaplan (1991) stated that the presai a job title was negatively
correlated with the number of candidates. Smal/&urevealed contradicting results, since
most of the respondents put the vacancy/ job posdfferedamong the most important
variables in improving the effectiveness of a jovexrtisementVacancy/ job position offered
was also mentioned as an important factor by HReeggpwho stated that in this way
applicants who are not suitable for the vacanay dsscouraged. HR experts, however,
expressed their concerns, whether it would be wiorfbcus on as large applicant pool as
possible or design job advertisements so that th@lycandidates, who possess the needed
gualities and interest in thlacancy/ job position offeregvould respond. It has been
discussed also by several authors, including RA€®/), Torrington (1995), Goodwyn
(2007), and others.

The preliminary research created contradictingltesHR experts consideareer
opportunitiesandsalary (concrete amountijotto be ofa great importance, while these
factors were recognized by the Small Surkespondents as essentiat.cording to Avery
(2003), people who have high self-esteem will lkiiog for both factors €areer
opportunitiesand, correspondingly, highamount of salaryThe focus group participants

proposed other statements regarding these tworfadbeluding the expectations of having a
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stable job and development opportunities, as veslhailitated self-assessment, of whether
he/she is suitable for the job position.

HR experts in their interviews expressed their mpirthatconcrete amount of salary
offeredshould not be included in a job advertisementesthis diminishes the opportunities
of bargaining for both parties (recruiters and pttg¢ employees). This was also mentioned
by the focus group participants. However, it is indine with the study by Barber and
Roehling (1993), who emphasized that the recrugkotld mentiora concrete amount of
salary offeredather than writing “competitive salary”.

The research by Pavuls and Austers (2005) shovetdhé salary played a critical
role, when choosing a working place, while NVA (BD@evealed the utmost importance of a
concrete amount of salary offeredhen applying for a job position. Nevertheless, ‘Miiog
Day” research (2007) depicted tlzaireer opportunitiesvere among the most important
aspects valued in a company. The results of therarpnt, however, did not reveal any
significant difference between the inclusioncafeer opportunitiesndconcrete amount of
salary offeredwhich creates a discussion of the comparisohexé two factors. The authors
propose their own explanation for this phenomeibgrstating that people expect either
career opportunitiesand, therefore, are ready to accept a lower watieeanitial stage, or
choose comparatively higher compensation with Bohpossibilities of growth. From the
recruiters’ perspective it is more beneficial téeotraining possibilities for the employees,
rather than searching for new employees, whichigsphat salary is not always the largest
motivator, but rather the stability and personalaliepment opportunities offered by a
company (Nestere, 2008). However, this could bestigated and leaves room for further
research.

The study by Rynes and Miller (1983) and Fyock @28uggested the inclusion of as
many selling features as possible. The experinmenthe contrary, revealed that the
responsiveness rate of people was higher whenamd\of the factors (eitheareer
opportunitiesor concrete amount of salary offepadas included. One of the possible
explanations for that was discussed also by thesfgcoup participants, who expressed their
opinion that the excess amount of selling featacedd be negatively linked with the
trustworthiness of the job advertisement. If toagnaelling features are included in a job
advertisement, a potential job seeker perceivesmtbemation presented as a marketing trick
and, as a result, might decide not to apply forjdbeposition offered.
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7. Conclusions
The main purpose of this research paper was to iexatme factors that havke greatest
impact on the efficiency of job advertisementsiider to attract new employees.

From the preliminary research authors found conttiag) opinions of HR experts,
focus group participants and also Small Surveyardents about two factorsareer
opportunitiesandconcrete amount of salary offeréhey created interest in authors to gain
a deeper insight in the effect of these factorpbradvertisement attractiveness.

According to HR experts, information about tleancy/ job position offereahd
enterprise itself should be primarily mention€dreer opportunitiesvere not considered to
be as important adifferent bonuseandsocial guaranteesyhile concrete amount of salary
offereddoes not have to be included in a job advertiseraeall.

Small Survey results revealed tiatancy/ job position offereshould be mentioned,
as well aglescription of tasks/ responsibilitieBhese factors were followed logreer
opportunities, good working conditioasdsalary (concrete amounthjowever, these factors
revealed significant differences among various adagcation, occupation and gender groups.
Young people (under 20 years) and adults (31 —e&lsy valueareer opportunitiefighly if
compared to other age groups; howesalary (concrete amountyas indicated by Group 4
(more than 45 years). When looking at group divisaocording to the educational
background of the respondentayeer opportunitiesvas mentioned to be important among
all groups, whilesalary (concrete amount)enly by the respondents having basic education.
When divided based on the occupation of the resputsdthe authors obtained the following
results:career opportunitiesvere evaluated most by scholars and students, séilidey
(concrete amount)y scholars and managers. Women vahreer opportunitiesnore while
men —salary (concrete amount).

Focus group participants expressed various opirabosit, whycareer opportunities
andconcrete amount of salary offersdould be included. Among them were the
expectations about the stability and developmepbdpnities in a company. The marketing
side was mentioned as a negative aspect, whidas@ of being too obvious, would create a
negative feeling of the potential job seekers, al &s the lost possibility of bargaining,
which might be especially important for the recguit

Experiment revealed that the inclusion of bothdext-career opportunitiegand
concrete amount of salary offereddoes not influence the applicants’ decisionpplyafor a

vacancy, while including only one of them increabesattractiveness of a job advertisement.
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8. Suggestions for Further Research

The authors of this research paper have mainlyertdrated on contextual aspects of the job
advertisements due to the results gathered frorprifleninary research. Nevertheless,
contradicting results were observed also abouedfft visual factors, includinthe logo of
the enterprise, white space, background of theaplertisement, highlighted keywoyesc.
The real effect of these factors could be exammeck carefully, by manipulating with one
or several variables.

The limited scope of the research also did notatloe authors to examine the real
impact on the job advertisement attractivenessg¢diea suggestion of cooperating with
various Latvian companies, which are searchingfoployees and publishing job
advertisements, could be carried out in order torere the number of qualitative applicants
to the whole candidate pool (yield ratio). This kcblielp to provide an answer to the question
of HR experts who doubt, whether the number ofiappts should be increased, since many
candidates are not appropriate for the job postibered.

Another implication is to examine the relationshgiween the responsiveness rate of
applicants and the company’s brand recognition¢clvibould be achieved by experimenting

with various companies’ logos.
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