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Abstract

The purpose of this study is to specifically look into one businesses website and online
efforts to engage potential new hires in providing them with valuable company information.
The research questions focused on how effective the company’s online advertisements were,
as well as the interaction and involvement of the online advertisements. The researcher of this
study utilized communication theories based on Todd Gitlin’s media torrent theory of
oversaturation and Joseph Walther’s social information processing theory to conduct research.
To conduct the research a survey was given to 20 prospective job seekers and five face-to-face
interviews were conducted. The participation in the survey was anonymous and no tracking
information was kept. The interviewees that participated in the interview were current
employees that were only asked about their application process and the role that social media
played in their online job search. The study concludes that most of the prospective job seekers
and current employees find social media platforms to be an easy way to find open positions
because these online advertisements direct the applicant to the company website for further
information. However, many employees also preferred to learn about the company face-to-
face, rather than online.
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CHAPTER 1: INTRODUCTION

In the 1990s, the Internet created a large change to the business landscape. The Internet
allowed businesses to expand into a new market and to reach a new audience of potential clients.
Currently, another transformation to the business landscape is occurring; except this time social
media is the catalyst creating the change. This social media transformation is occurring because
businesses are expanding their online presence to more effectively engage a new audience of
potential clients. As a result, social media is becoming the driving force that is connecting
businesses and potential job seekers.

Now with the widespread availability of the Internet, humans have a new tool to establish
human connection and build larger than ever networks (Potter, 2013). Since virtual communities
and social networks are now firmly embedded in today’s culture, these online spaces are
reshaping the process of self-expression, identity building, and communication (Chittenden,
2010). Therefore, our culture of “social networks” is altering our expectations about people and
businesses (Potter, 2013).

The populace has always had the need to communicate with each other and social media
is providing a direct avenue for job seekers and current employees to gain a greater
understanding and knowledge about a particular organization (Furendal & Bjérnskidld, 2007).
Through the development of social media, organizations can now connect with online job
seekers creating a paradigm shift away from the traditional business communication model
through utilizing online platforms to improve communication. As a result, online platforms are

changing the way businesses communicate online and engage with others.
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Significance of Study

One thought of why social media has become so popular is because social media satisfies
society’s need for instant gratification and allows users to easily process a large amount of
information. Through analyzing the development of social media and society’s increasing need
for belongingness, one can begin to understand why companies are seeking to connect with
online job seekers through social media. Social media enables businesses and prospective job
seekers the ability to stay connected online. As a result, these online platforms grant the public
the ability to engage with an organization, learn more about a company’s culture, and congregate
with like-minded individuals.

Therefore, a significant part of this study examines business’ communication tactics via
social media so the organization can more effectively engage with potential employees online.
This important work can be witnessed observed in the work businesses do in posting current
company events and job opportunities through social media platforms.

Additionally, studying how businesses can communicate more effectively to prospective
job seekers one can discover which online platform is more useful in targeting a specific online
audience. However, before businesses can communicate more effectively to prospective job
seekers it is helpful to understand why prospective job seekers look to specific social media
platforms to seek job opportunities and to connect with companies.

Statement of the Problem

There are limited studies on how businesses can effectively communicate online to
prospective job seekers. Unfortunately, online platforms are constantly changing and most of the
data that was once valid is not consistent today. Due to these facts, it is fundamental to be

familiar with the different communication mediums.
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Definitions of Terms Used
Facebook : a social media platform that connects people with friends and others who work,
study and live around them (Facebook, 2014).
LinkedIn: “connects the world's professionals to make them more productive and successful”
(LinkedIn, 2014).
Indeed: is a social media platform and considered the world’s largest online job site with more
than 150 million unique visitors (Indeed, 2014).
Careerbuilder: is also social media platform and considered the world’s largest online job site
with more than 24 million unique visitors (Careerbuilder, 2014). Indeed is Careerbuilder’s main
competition is online job search engines.
Instagram: is a social media platform for individuals to post pictures that can be manipulated. It
is a fun and creative way to connect with others
Twitter: for businesses can be used to share information about their services and build online
relationships with others in 140 characters or less (AboutTwitter, 2014).
Participants: individuals who participated in the study and responded to the surveys.
Social Information Processing Theory: A theory discovered by Joseph Walthers concentrates
on relationship development and personal information one gains about another through
computer-mediated communication (CMC). This theory focuses on the composite mental image
each one creates while using CMC (Griffin, 2012, p. 139).
Organization of Remaining Chapters

This study is organized into five chapters. Chapter two begins with a brief background on
communication theories and the effectiveness of social media in business communication.

Chapter three presents an in-depth look into this qualitative study by defining the scope and
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methodology, the data analysis and ethical considerations. Chapter four reveals the results of the
study and the conclusions that emerged from the study’s findings. Chapter five provides the final
conclusions of the study and how they relate to current research. Additionally, chapter five

includes the limitations of the study and recommendations for further research.
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CHAPTER 2: REVIEW OF THE LITERATURE

To understand how this research applies, it is imperative to understand how technology
and communication have changed how prospective job seekers and businesses connect. Due to
online technology social media platforms such as Facebook, LinkedIn, Pinterest and Twitter
have made it easier to connect and acquire information about companies and brands; because
most communication is now online online users develop formed impressions of the other simply
by texted-based messages. Accordingly, as businesses continue to reach out to prospective job
seekers through online platforms it is increasingly difficult to pinpoint which social media site is
most utilized by prospective job seekers.

Philosophical and Ethical Assumptions

This study focuses on effective online communication strategies, through the use of
social media platforms, among businesses and prospective jobseekers, Martin Buber’s dialogic
communication theory aligns with this study’s concept because it helps to guide relationship
building between organizations and the public through the use of the World Wide Web (Kent &
Taylor, 2001). Buber’s theory explains that only through open dialogue can individuals seek to
experience a relationship with another individual (Griffin, 2012). However, for individuals to
experience ethical communication one must first have dialogue with another individual (Griffin,
2012).

According to Buber’s I-Thou concept, he expresses the importance of dialogue as a
mutuality, which means individuals are treated as equal and in return those individuals are
“help[ing] each other to [become] more human” (Buber, 1923/1970; Griffin, 2012; Littlejohn &
Foss, 2011). As Buber has indicated in his research, communication or dialogue is critical when

maintaining online relationships. Therefore, due to the oversaturation of online mediums
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understanding which platforms effectively reach prospective jobs seekers is the center of this
study.
Theoretical Basis

When business’ attempt to social network to gain a large audience of followers, the
business must research which online site would prove to be efficient in online communication.
This process is significant, because today’s digital technology is over saturating the public’s
attention making it difficult for a business to pinpoint which online communication platform is
most effective. This method of online communication depends greatly on both the businesses’
and the user’s willingness to converse publicly and to reach out to the online consumer. Once the
online consumer is reached the business must then converse in a manner that will keep the
consumer’s attention and trust. Through using social media platforms, businesses are not only
able to expand their scope of communication and interactions with consumers but can build a
network community through advanced technology.

Todd Giltin, an American sociologist and media critic, is most known for his theory of
media torrent (Giltin, 2007). The media torrent theory explains that the media saturates our lives
with a promise of a better tomorrow satisfying individuals need for information (Gitlin, 2007).
This oversaturation of social networking permits users to escape their automatic state of daily
routines and be transported into a virtual community where they feel wanted and desired. Giltin
argues, that the digital torrent fosters a society of disposable emotions and casual commitments,
and threatens to make democracy a sideshow (Gitlin, 2007). Therefore, the media over saturates
the lives of individuals making it hard for its users to identify the truth behind the message. For
this reason, the media saturation becomes a distraction for businesses that attempt to effectively

use social media to reach out to their potential recruits.
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Joseph Walther’s social information processing theory states,“[online] relationships grow
only to the extent that parties gain information about each other” (Griffin, 2012, p.139).
Therefore, social information processing (SIP) theory concentrates on relationship development
and personal information one gains about another through computer-mediated communication
(CMC). SIP also focuses on the composite mental image each one creates while using CMC
(Griffin, 2012, p. 139). However, because CMC eliminates non-verbal cues that one can
recognize during face-to-face communication, CMC users must rely on non-verbal/ text-only
messages to convey the same social information (Walther, 1992; Griffin, 2012, p. 140).

In Joseph Walther’s 2008 article, he explains how “people [build online relationships],
without nonverbal cues, and how they develop and manage relationships in [a] computer-
mediated environment (Walther, 1992, p. 391). Throughout Walther’s study he came to the
conclusion that the human need for affiliation is just as active when people communicate online
as when they are interacting face-to-face (Griffin, 2012, p. 140). Thus, the SIP theory explains
how individuals create impressions and social relationships with one another without recourse to
non-verbal cues (Baxter & Braithwaite, 2008). Accordingly, the SIP theory highlights two key
features of CMC verbal cues and extended time:

Verbal Cues. When an online user is motivated to develop an online relationship the
communicator must utilize any cue system that is available. For instance, CMC offers
paralinguistic codes such as signs and symbols. These signs and symbols convey emotion in
written text through icon manipulation and parenthetical notes (Spears & Lea, 1992), and most
recently, emoticons (Olaniran, et al, 2012). Therefore, through the use of online platforms and
non-verbal cues, in the form of written text, it allows individuals to invite images and sounds into

their homes with ease, fulfilling their quest for stimulus and sensation (Gitlin, 2007; Postman,
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1992; Potter, 2013). As a result, CMC allows its online users the ability to develop formed
impressions of others solely based on the content of the online language being used by the online
user (Griffin, 2012, p.140).

Extended time. Since CMC communication is text-only impressions of the online user
relationships are formed much slower than if the users were to meet face-to-face. However,
Walther, according to Griffin (2012), believes that verbal and non-verbal cues can be
interchangeable and there is no reason why online relationships cannot be developed. It is
through the anticipation and the time its takes to build an online relationship that makes
gathering information about another more exciting to the CMC user.

Therefore, through utilizing Joseph Walther’s social information processing theory one
can discover how relationships are formed solely through communicating through text-only and
non-verbal cues.

THE LITERATURE

In today’s digital society, we have so many choices of accelerated technology that the use
of social media platforms allows individuals to create connections and form social bonds in a
world that has become increasingly isolated and fragmented. Online social applications like
Facebook, Google+, Twitter and online job search engines, are not adopted to enhance work and
home experiences but to enhance how we connect with others in an online environment. Neil
Postman (1992), the author of Technopoly, writes “culture seeks its authorization in technology,
[and] finds its satisfactions in technology” (Postman, 1992, p.71). Therefore, information
technology and online communication platforms allow us not only to satisfy our individual needs

but also satisfies our need for collaboration with others (Gilton, 2007 p.6).



COML 680: L .Tylka Literature Review and Theories 9

Today’s young people have become so dependent on online communication platforms
that these online applications have changed many aspects of human behavior and existence
making information technology the key enabler of communication and interaction (Atkinson &
Castro, 2008; Sullins, 2012). While these online platforms allow businesses the opportunity to
build brand awareness and customer loyalty companies also need to be aware of the challenges
of participating in online conversation forums ("Social media for business” n.d.). Therefore, if
businesses choose to converse online with the public one must have a clear idea of how to
communicate properly; because getting the message right online is crucial for engaging and
recruiting prospective job seekers (Wright, n.d; "Social media for business” n.d.). As a result,
businesses should have a set of rules or strategies on how to manage social media, to steer it
through the challenges of online advertising and communication.

Researchers, Blakeman and Brown (2010), suggest that one constraint to the consistently
changing online communication platform is the difficulty in pinpointing which online
advertisement most effectively communicates its message. As a result, it is important for
businesses to remain current on social media tactics in order to effectively utilize online
resources. These online social media tactics are not only good for a business’s future success; it
ultimately provides their users with social interaction that many find is missing from today’s
society.

Wright and Hinson (2008) find that businesses that are adapting to digital technology
need to understand how job seekers and current employees are gathering and sharing online
information. With the over-saturation of the World Wide Web, information is available to all
audiences; and therefore, reinforces the need for businesses to become more consistent about the

online message they want to deliver (Nadaraja & Yazdanifard, n.d.). Through the use of
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technological convergence audiences are not only passive receivers but can also play an active
role in a business’ online message board. Businesses which use Twitter, LinkedIn, or Facebook
have a highly valuable resource to inform consumers of new information, offers, hobbies, and
job opportunities available within its company (Potter, 2013, p. 240).

Additionally, as organizations seek to communicate with prospective job seekers it must
tailor its self-expressions to satisfy the online user’s needs (Gilpin, 2010). By understanding
how job seekers gather and share information online, businesses can communicate more
effectively to their audience, prospective job seekers. For that reason, businesses that use
interactive features found on social media can bridge the communication gap and attract a larger
global audience creating an open networking structure to attract a large audience of like-minded
individuals (Potter, 2013, p.58).

Wright and Hinson (2008) also point out that social media gives the online writer the
ability of open dialogue without fear of oppression, which empowers the user to express their
thoughts and feelings online. However, because social media can act as an outlet that does not
obstruct or distort the free flow of ideas user’s must be cautious of what they post online.In
return, social media platforms create an enriched learning environment that has the potential for
a radical transformation of how online job seekers communicate to online recruiters (Griffin,
2012).

With that being said, companies who use social media to personalize relationships are
able to build more effective online relationships (Wright and Hinson, 2008). However, these
changes can only occur when audiences are able to break down previous communication barriers
and gain the opportunity to communicate to the business directly (Potter, 2013, p.238). So, it is

important due to the interconnected nature of society for companies to develop products that
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specialize in interpersonal relationships and online collaborations (Dennings, 2012). This occurs
through analyzing the relationship between technology and modern contemporary life.

Accordingly, this interpersonal communication approach is empathically focusing on the
perspective of the user’s experiences giving individuals the possibility of a higher life
satisfaction because they are motivated by using a type of social media platform, like Facebook,
Twitter and LinkedIn. Furthermore, with more individuals connecting and growing through the
use of information technology it is only logical that members of the business community should
try to access and take advantage of this quality as well.

Researchers Firstbrook and Wollen (2011), explain social media platforms create an
opportunity for companies to gather and listen to online consumers and gain information that is
valuable in helping fulfill their consumers needs and wants Therefore, businesses utilizing social
media platforms are able to expand their scope of its interactions and communications with
consumers. This expansion results in the development of a network community through using
advanced technology. “With social networks it is now much easier for people to converge with
others’ and build online communities (Potter, 2013, p. 239). Most importantly, social media
communities/networks are tools for clients to become producers of information and not just
consumers. For that reason, social media allows companies to conduct market research more
effectively and to engage in real-time dialogue with online consumers to discover which online
platforms are more effective in communicating the company’s message (Firstbrook & Wollen,
2011).

Unlike conventional media, which offers a one-way experience, social media offers a
two-way interactive experience (Merrill, 2011). One major reason why the public uses social

media platforms is to achieve contact with other people or businesses (Potter, 2013, p. 247).
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Social media platforms give all kinds of individuals the means to connect with others and to
quickly acquire information (Potter, 2013, p.246-249). Accordingly, social media grant the
public the ability to feel apart of an organization and to join like-minded individuals in their
quest for acceptance. Therefore, businesses that use social networking to connect with their
audiences have vast opportunities to connect with their followers on a level platform (Tillman,
2010). In return, a humanizing effect occurs to add a spirit of camaraderie to the organization
(Kouzes & Posner, 2002). Accordingly, it is imperative for companies to learn how to engage
job seekers in discussions that are consistent with the organization's mission and performance
goals (Mangold & Faulds, 2009). It is this social interaction and cross-communication that makes
the social media world impactful (Merrill, 2011).

Information technologies and social media communication allow us to exchange
information between numerous people simultaneously and businesses are able to inform their
followers using various communication systems; this helps to improve logistics and to speed up
work procedures with minimum actions necessary (Goessl, 2008; Gutmann, 2001). This
ultimately saves people time and conveniently gives them new channels to conduct their daily
lives” (Atkinson & Castro, 2008). This online dialogue creates conscious interaction and
facilitates the production of positive relationships by providing workable solutions through
online conversations (Littlejohn & Foss, 2011, p.251).

In connecting with others in online learning communities, the ability to work together also
improves communication within society. This helps to facilitate teamwork between members
allowing individuals to share ideas through online communication platforms. According to the
research of Nigel Fenwick (2010), the desire to solve problems is the motivating factor when one

would work with another to bring about change. This change allows individuals to progress
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towards self-actualization and empowerment. Therefore, the opportunity to share ideas and
insight through virtual black boards, chat forums, and video would thus enhance the lives of
individuals from across the country to across the world.

Finally, social media networking adds new dimensions to any business’ networking
infrastructure. It requires the ability to create compelling and engaging multimedia content to
attract large audiences. Therefore, today’s business leaders must understand the nature of
different social-media tools and the impact that their online message has on the public (George &
Sleeth, 2000; Ployhart, 2012). As a result, the delivering of interactive messages will have an
influential impacting on the thought processes for both sides; thus, making social media
communication increasingly more important as one ventures into the future.

RATIONALE

Social media platforms are becoming an increasingly important part of any company’s
brand management and communication strategies. As previously discussed social media can
foster open dialogue and allow individuals to connect with businesses in a dialogic way. While it
is important for businesses to network with prospective job seekers at job fairs and forums, social
media platforms like Facebook, LinkedIn, Twitter, and Google+ can also be great opportunities
to connect with those online candidates. Using a platform like Google+ can actually help a
business get higher online search ranking through using the Google social media platform.
Google includes Google+ posts within its search results; as a result, Google rewards business
that use Google+ to post about their culture or business with having a higher visibility online.
These online platforms allow online job seekers the opportunities to take an inside look into an
organization, build an online community or forum with career opportunities and gain relevant

information about a company before they apply.
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With the proliferation of Internet job boards and job seeker resources, the strategic
placement of online advertisements is extremely important in today’s oversaturated online
market. Therefore, businesses must research which online platforms are most effective in
grabbing the online users attention. With that being said, businesses, which choose to converse
and advertise online, need to have a clear online communication strategy that is trustworthy and
credible. Kouzes and Posner (1993), suggest that if businesses want to become credible they
must create a meaning with sufficient emotional impact to make others excited about the content
that is being provided (p. 196). Without a meaningful online message businesses do not grab the
reader’s attention. As a result, it is the businesses responsibility to become a leader and teach
others the values and actions that are most meaningful in order to create change (Kouzes &
Posner, 1993).

Therefore, given the complexity of this fragmented and oversaturated media environment
the research aims to evaluate the experiences of prospective job seekers and what attracted them
to a specific businesses website and social media platform. Accordingly, this study will set out to
investigate the following research questions:

RESEARCH QUESTIONS
RQ 1:How easy was it for intended job seekers to find the online advertisement?

RQ 2: Were the online advertisements engaging, inviting and interactive, why or why not?
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CHAPTER 3 SCOPE AND METHODLOGY
SCOPE

Prior research has shown that social media platforms remain to be the leading medium in
communicating a business’s brand and culture and in connecting individuals online. The scope of
this research is aimed to examine how businesses can effectively use social media platforms to
connect and communicate to prospective job seekers. Therefore, to identify how businesses can
effectively use social media platforms to connect to prospective job seekers a social survey will
be conducted.

The survey will be administered by the recruiter and given to applicants that attend
employment interviews at the recruiter’s place of business. The participants of the social survey
are voluntary and anonymous and will have no effect on whether the participant will receive the
job. The timeline for this study will begin November 5, 2014 and close eight business days later
November 15, 2014. Due to the voluntary nature of this study, the researcher did not require a
designated number of participants. The research will conclude with the number of participants
that elected to participate in the study during the ten-day period.

Participants. By electing to take the survey it is assumed that the participant is a
prospective job seeker using online mediums to connect to businesses. This survey will only be
administered to those eighteen (18) years or older. The survey will question participants on how
they prefer to communicate to businesses and which online social media platforms they utilized
when seeking employment.

METHODOLOGY
The method utilized for this study is the social survey approach. The social survey

approach is the most commonly and widely used technique to collect data (O’Leary, 2003). A
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defining feature of the social survey is it takes the form of a structured questionnaire that collects
information on the same characteristics or variables about each respondent (O’Leary, 2003).
Through the implementation of the social survey it will allow the researcher/ recruiter the
opportunity to gather large amounts of information in a short amount of time (O’Leary, 2003).

The survey instrument will consist of twenty (20) questions that the respondents will
answer. The first eleven (11) questions will be ranked using a Likert 1-10 scale with the
respondent’s level of agreement or disagreement with one (1) indicating the highest level of
disagreement and ten (10) indicating the highest level of agreement. The following eight (8)
questions the respondents will state their answers to the open ended questions. The results of this
questionnaire will assess how effectively the business communicates to prospective job seekers
and will seek to discover which online medium most job seekers are utilizing.

For additional data, five interviews will be conducted with current employees that found
their job using a type of social media platform. The interviews will be focused and the
participants will be given open-ended questions to answer. These five interviews will help the
researcher to gather information and to explore communication behaviors to better understand
why the current employees chose a specific social media platform to connect with a business.
DATA COLLECTION AND ANALYSIS

The data will be collected through the process of asking participants to complete a survey
given before the interview. The participants will be given the opportunity to complete the survey
before the interview begins. Due to the voluntary nature of the study individuals can decline to
complete the questionnaire. However, if respondents choose to participate in the survey the data

collected will help to answer how businesses can effectively communicate online. From this
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research the number of participants that completed the survey would be documented. The data
collected will be anonymous and all respondent information will be confidential.

The data collected for this study will be analogous to quantitative research. Quantitative
research places emphasis on collecting data in the form of numbers and narrow questions, which
can be seen in the structure of this survey. The quantitative research method can be either
intervention research or nonintervention research. For the purpose of this study nonintervention
research will be used to measure, which social media platforms effectively communicate to
prospective job seekers. Using nonintervention quantitative research one can analyze and
describe the trends for the population and use a non-experimental survey approach (Nova
Southeastern University, n.d.).

All interviews and group participants in this study were selected using purposive
sampling. Purposive sampling focuses on particular characteristics of a population that is of
interest to the researcher and can best answer the research questions being administered
(Purposive sampling | Leerd Dissertation, n.d.). As a result, in analyzing the data one group of
prospective job seekers was given a questionnaire. In this questionnaire the job seekers are able
to write and elaborate if the prospective employer has effectively communicated with them
online. In addition to the group of job seekers who were given surveys five (5) interviews were
also conducted using the same basic research questions asked of the job seekers who wrote their
answers on the questionnaire. The selected interviewees are professionals currently employed
who work in a customer service oriented environment.

RELIABILITY
All researchers want a reliable and consistent measurement. Reliability suggests that the

same result will occur if repeated under similar circumstances (Neumann, 2011). Therefore, to
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test the reliability of this study an equivalent reliability measurement will be performed.
Equivalent reliability uses multiple indicators to measure several items on a questionnaire
(Neumann, 2011). Equivalent reliability focuses on the question “Does the measure yield
consistent results across different indicators?” (Neumann, 2011, p. 209). As a result, if several of
the different indicators measure the same hypothesis and come to the same conclusion, than a
consistent measure is found (Neumann, 2011).

For example, the researcher of this study has 20 questions on the questionnaire. All
measure how if a business is effectively communicating, using social media platforms, with
prospective jobseekers. If the researcher’s indicators (i.e. the questionnaire items) have
equivalent reliability then the researcher can divide the groups into two separate groups and
adhere the same results. However, it is rare to have perfect reliability in a study. Therefore, in
order to improve the reliability of a study a researcher will need to clearly conceptualize all
constructs, use a precise level of measurement; use multiple indicators and pilot test (Neumann,
2011). Accordingly by following these four steps a researcher can avoid inconsistent results.
VALIDITY

The definition of validity implies how well the measuring instruments in the study fill the
demand to measure the constructs (Neumann, 2011). In regards to this quantitative study the
term validity is concerned with the measurement validity (Neumann, 2011). Measurement
validity explains “how well the conceptual and operational definitions mesh with one another”
(Neumann, 2011, p. 211). Therefore, some measurements are more valid than others making
validity much harder to achieve than reliability (Neumann, 2011).

The survey and research questions are informed by the major theoretical constructs, with

the RQs in mind.
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ETHICAL CONSIDERATIONS

The researcher followed ethical guidelines throughout this study. Those guidelines
consisted of not asking personal or private information of the respondents like addresses, social
security information or date of birth. Respondents also have the ability to withdrawal from the
online survey at any time. The survey also includes disclosure stating that: Your responses are
voluntary and confidential and any information such as your name and email address will not be
included in the finished research. Please answer the questions to the best of your honest ability

and you are allowed to quit the survey at any time.
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CHAPTER 4 STUDY ANALYSIS AND RESULTS
Introduction

This study was conducted at a financial institution with over 200 employees. The
research was conducted in two different formats. The first format was a hard-copy survey (See
Appendix B), which consisted of twenty (20) questions that was given to 20 prospective
employees before their onsite interview began. The first eleven (11) questions asked the
respondents to rank how satisfied they were with a particular company website using a Likert
scale. The next eight (8) questions ask the respondents to discuss if they like a specific social
media platform to communicate to businesses and other individuals. The last question in the
survey seeks to discover how the prospective job seeker found the business online. The purpose
of the final question is to discover which online platform most online users are utilizing so the
employer can effectively communicate to prospective job seekers.

The survey was open from November 2, 2014 through November 10, 2014 and
respondents’ results were gathered through purposive sampling. Purposive sampling’s goal is to
gather all possible cases that fit into a particular criterion, using various methods (Neumann, p.
267, 2011). This sampling method was chosen because it was determined that the features of this
study were of a specialized population, such as prospective job seekers (Neumann, p. 268, 2011).
For example, to conduct purposive sampling of prospective job seekers a researcher will have to
locate or identify where prospective job seekers might be gathering. Through this knowledge the
researcher can locate possible job seekers to conduct research (Neumann, 2011).

The five interviewees, who currently are employed at the company, who elected to take
part in the study answered twenty (20) interview questions (See Appendix C). These interviews

were conducted by the researcher/recruiter in person at the respondent’s place of employment.
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The researcher/recruiter facilitated the interview by asking questions regarding online
communication strategies in which the respondents could choose to answer or decline if they did
not feel comfortable answering specific questions. The research questions being administered to
the interviewees, as well as in the survey, will guide the researcher to identify which social
media platforms are more effective for businesses to utilize when communicating online.
Results of the study

The first three questions of the hard-copy survey were administered to the 20 voluntary
participants (prospective job seekers) and of the 20 participants/prospective job seekers all
completed the first three optional questions.

Gender:

State Your Gender

The results of this statement were 60% of respondents were female and 40% of respondents were
male.

State your race or ethnicity:
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State Your Race or Ethnicity

This statement resulted in 55% of Caucasian respondents; 20% of African American
respondents; 15% of Hispanic respondents and 10% of Asian respondents.

Please state your age:

Age

35-40 years old
10%
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This statement resulted in 60% of respondents being between the ages of 18-25 years old; 15%
of respondents being between the ages of 25-30 years old; 15% of respondents between the ages
of 30-35 years and 10% of respondents being between the ages of 35-40 years old.

Please circle the highest level of education you have acquired:

Education

Masters
5%

The results of this statement are: 40% of respondents have a high school education; 20% of
respondents have an Associate’s degree; 35% of respondents have a Bachelors degree and 5% of

respondents have a Master’s degree.
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How many years of industry experience do you have?

5%

4-8 Years 8-10 Years .
Experience Experience EXperlence
5%

The results of this statement are 55% of respondents have 0-2 years experience; 30% of
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respondents have 2-4 years experience; 5% of respondents have 4-8 years experience and 5% of

respondents have 8-10 years experience.

The survey.

The survey was graded on a Likert scale 1=Highly Disagree; ;2= Somewhat Disagree; 3=

Neutral, 4= Somewhat Agree, 5= Highly Agree and if a respondent did not answer the question it

was marked not applicable.

The participant’s answers are as follows:
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The first question asks participants: When applying online was the application easy to navigate?

When applying online was the application easy to
navigate?

H Highly Agree B Somewhat Agree ™ Neutral
B Somewhat Disagree ® Highly Disagree © Not Applicable

0% 5%

Figure 1: Pie chart of Question 1 results. Participants were asked if when applying online to a open job posting

was easy to navigate.

Question one resulted in 75% of respondents highly agreeing that when applying online the
application was easy to navigate. Only 20% of respondents somewhat agreed that the online

application was easy to navigate and 5% of respondents chose not applicable.
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Question 2. The participants were asked: Do you find the social media site interactive?

Do you find the social media site interactive?

B Strongly Agree B Somewhat Agree ™ Neutral

B Somewhat Disagree ® Strongly Disagree ™ Not Applicable

0%

Figure 2: Pie Chart of Question 2 results. Participants were asked if when using a company website if the website
was interactive.

Question two (2) resulted in 50% of respondents somewhat agreeing that the online site was
interactive. Whereas, 30% strongly agreed that the online site was interactive and only 20% of

respondents were not applicable.
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Question 3 The participants were asked: Did you find the website easy to navigate?

Did you find the website easy to navigate?

B Strongly Agree B Somwhat Agree E Neutral
B Somwehat Disagree B Strongly Disagree © Not Applicable
0%

Figure 3: Pie Chart of Questions 3 results. Participants were asked if the website was easy to navigate.

Question 3. The participants were asked: How effective did you find the online communication

(i.e. Company History, Career Benefits)?

Question three (3) resulted in 70% of respondents strongly agreeing that the website was easy to
navigate. However, 20% of respondents found the website somewhat easy to navigate and 10%

of respondents were neutral on this specific question.
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Question 4 The participants were asked: The presentation of information online was it effective
(i.e. Company History, Career Benefits)

The presentation of information online was (i.e.
Company History, Career Benefits)?

B Strongly Agree B Somewhat Agree ¥ Neutral

B Somewhat Disagree ™ Strongly Disagree ™ Not Applicable
59%0%

Figure 4: Pie Chart of Questions 4 results. Participants were asked how effective was the online presentation of
information (i.e. Company History, Career Benefits)?

Question four (4) resulted in 65% of respondents strongly agreeing that the online
communication was effective. Whereas, 30% of respondent somewhat agreed that the online

communication was effective and 5% of respondents chose not applicable.
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Question 5. The participants were asked: How likely is it that you would recommend our online

job advertisements to a friend/colleague?

How likely is it that you would recommend our online
job advertisements to a friend/colleague?

B Strongly Agree B Somewhat Agree ™ Neutral

B Somewhat Disagree ® Strongly Disagree ™ Not Applicable

0%

Figure 5: Pie Chart of Questions 5 results. How likely is it that you would recommend our online job
advertisements to a friend/colleague?

Question five (5) resulted in 75% of respondents strongly agreeing that they would recommend
the online job advertisements to a friend or colleague. However, 15% somewhat agreed that they

might recommend the online advertisement and 10% of respondents were neutral.
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Question 6. The participants were asked: Did you find our online advertisements (Linkedin,

Facebook and Twitter) appealing?

Did you find our online advertisements (Linkedin,
Facebook and Twitter) appealing?

B Strongly Agree B Somewhat Agree @ Neutral

B Somewhat Disagree B Strongly Disagree " Not Applicable

0%
5%

5%

Figure 6: Pie Chart of Questions 6 results. Did you find our online advertisements (Linkedin, Facebook and
Twitter) Appealing.

Question six (6) resulted in 40% of respondents strongly agreeing that the online advertisements
were appealing however, 25% of respondents somewhat believed that online advertisements to
be appealing. On the other hand, 25% of respondents were not applicable and 5% of respondents

somewhat disagreed and were neutral when asked the same question.
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Question 7. The participants were asked: Do you think our online advertisements are effective to

you as a job seeker?

Do you think our online advertisements are effective to
you as a job seeker?

B Strongly Agree B Somewhat Agree ¥ Neutral

B Somewhat Disagree ™ Strongly Disagree ™ Not Applicable

g4 5%

5%

Figure 7: Pie Chart of Questions 7 results. Do you think our online advertisements are effective to you as a job

seeker?

Question seven (7) resulted in 70 % of respondents highly agreeing that the company’s online

advertisements were effective to them as job seekers and 15% of respondents somewhat agreed.

Contrary to these opinions the last 15% of applicants were neutral (5%), somewhat disagreed

(5%) or were not applicable (5%).
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Question 8. The participants were asked: How likely are you to visit our online job website

again?

How likely are you to visit our online job website again?

B Strongly Agree B Somewhat Agree ™ Neutral

B Somewhat Disagree ® Strongly Disagree ™ Not Applicable

504 500%

5%

Figure 8: Pie Chart of Questions 8 results. How likely are you to visit our online job website again?

Question eight (8) resulted in 65% of respondents strongly agreeing that they were visit the

online job website again and 20% of respondents answered that they may (somewhat agree) visit
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the website again when seeking a new job opportunity. Additionally, 15% of respondents either

were neutral (5%), somewhat disagree (5%) or strongly disagreed (5%) that they were visit the

website again.
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Question 9. The participants were asked: Overall, how satisfied are you with our online

application system?

How satisfied are you with our online application system?

B Strongly Agree B Somewhat Agree ™ Neutral

B Somewhat Disagree ® Strongly Disagree ™ Not Applicable

0%

Figure 9: Pie Chart of Questions 9 results. How satisfied are you with our online application system?

Overall, please rate our online professionalism?

Question nine (9) resulted in 80% respondents strongly agreed that they were satisfied with the
online application site. Additionally, 10% of respondents were neutral and 10% respondents

chose that they somewhat agree that they were satisfied with their online application.
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Question 10. The participants were asked: Overall, please rate our online professionalism?

Overall, please rate our online professionalism?

B Strongly Agree B Somewhat Agree ™ Neutral

B Somewhat Disagree ® Strongly Disagree ™ Not Applicable
0%
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Figure 10: Pie Chart of Questions 10 results. Overall, please rate our online professionalism?

Question ten (10) resulting in 85% of respondents strongly agreed the online communication and

advertisements were professional and only 15% of respondents somewhat agreed with the

statement.
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Question 11. Participants were asked: Do you feel social media is a good way to connect with

businesses?

Do you feel social media is a good way to connect with
businesses?

Neutral
10%

Figure 11: Pie Chart of Questions 11 results. Do you feel social media is a good way to connect with businesses?

Question eleven (11) resulting in 65% of respondents strongly agreeing that social media is a
good way to connect with businesses. However, 10% of respondents were neutral and 25% of

respondents somewhat agreed with the question.
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Question 12. Participants were asked: Is social media helpful in the job search process?

Is social media helpful in the job search process?

Somewhat

Stronglyllssigmeetpplicable
0%0% 5%

Figure 12: Pie Chart of Questions 12 results. Is social media helpful in the job search process?

Question twelve (12) resulted in 45% of respondents strongly agreeing that social media is
helpful in the job process; 30% of respondents somewhat agreed that social media is helpful and

20% of respondents were neutral and 5% of respondent stated not applicable.
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Question 13. Participants were asked: Would you use social media again to search for a job?

Would you use social media again to search for a job?

Somewhat
StronglyDiisggeee
0% 0%

Figure 13: Pie Chart of Questions 13 results. Would you use social media again to search for a job?

Question thirteen (13) resulted in 40% of respondents stating they strongly agreed that they
would use social media again their job search and 25% of respondents somewhat agreed that
they would use social media to job search in the future. However, 20% of respondents were

neutral and 15% of respondents were not applicable.
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In the next following questions the 20 prospective job seekers were asked to state their

answers to the questions.

Question 1b. How often do you visit our website?

How Often Do You Visit Our Website?

Not Applicable
Never 5%
5%

More the Three
(3) Times a Week
10%

Figure 1b: Pie Chart of Questions 1 results. How Often Do You Visit Our Website?

Question 1b resulted in 30% of respondents checking the website more than once; 20% of
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respondents stated that they check the website more than twice a week and 10% of respondents

stated that they checked the website more than three times a week. Participant ten (10) states that

they visited the website 3 times after they applied for a job online. Additionally, 30% of
respondents state that they check the website less than once a week and 10% of respondents

never check the website or were not applicable.
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Question 2b. On your last visit, what was the primary reason for visiting our website?

What is the primary reason for visiting our website

Figure 2b: Pie Chart of Questions 2 results. What is the primary reason for visiting our website?

Question 2b resulted in 60% of respondents main reason for visiting the website was to read the
company history; 15% of respondents main reason for visiting the website was to know more
information about the company benefits and 25% of respondents main reason for visiting the

website was to learn more about the job description they are interviewing for.
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Question 3b. Do you have any suggestions for improving our online services in regards to our

job application?

Do you have any suggestions for improving our
online services in regards to our job application?

Response (o
10%

Figure 3b: Pie Chart of Questions 3 results. Do you have any suggestions for improving our online service in
regards to our job application?

The results of Question 3b are: 90 % of respondents gave no response because they felt the
website could not use any upgrades and 10% of respondents stated a response. Participant three
(3) states that if the company would upgrade the volunteer and charity webpage it would help the
public get more information about the company’s charitable works. Participant eight (8) states
that if the company would use better flash media online users could better interact with the

company.
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Question 4b. Did you find the current position that you are interviewing for through social

media?

Did you find the current position that you are
interviewing for through social media?

Figure 4b: Pie Chart of Questions 4 results. Did you find the current position that you are interviewing for

through social media?

The results of this question 4b are 75% of respondents found the job they are intervewing for
through social media and 25% of respondents stated they found the job through another source

(i.e. referral or job fair).
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Question 5b. Do you prefer communicating to a company representative online, face-to-face, or

over the phone? If so, why?

Do you prefer communicating to a company
representative online, face-to-face, or over the
phone? If so, why?

Phone
Communication
20%

Figure 5b: Pie Chart of Questions 5 results. Do you prefer communicating to a company representative online,

face-to-face, or over the phone?

The results of question 5b are 65% of respondents answered they prefer face-to-face
communication. Participant three (3) states that face-to-face communication offers more
information because you can see the other person’s facial expressions. Participant six (6) states
that face-to-face communication is more personable. However, participant seven (7) states
sometimes it’s easier to discuss matters over the phone because you cannot see the other person’s

face.
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Question 6b. What is your favorite social media site and why?

What social media site is your favorite and why

Not Applicable
Youtube 5%
5%

Pinterest
5%

Tumbler
5%

Figure 6b: Pie Chart of Questions 6 results. What is your favorite social media site and why?

Question six (6b) resulted in 45% of respondents stating that Facebook is their favorite social
media site to use. Participant one (1) states that Facebook keeps them up-to-date on everything.
Participant two (2) states that Facebook and Twitter is an easy way to navigate and speak with
people. Additionally, 5% of participants say that Tumbler is a fun and easy way to connect with
others and 15% of participant’s state that Instagram is a creative way to connect. Participant
twelve (12) states that Instagram is fun because they can look at pictures of their friends.
Pinterest also has 10% of participant’s interest on social media. Participant eighteen (18) states
they like to connect on Pinterest with friends and others because they feel they can connect on a
level that is different from Facebook and Twitter. Twitter and LinkedIn have 20% of the
participant’s interest. This question concludes with 20% of participants stating that YouTube

(10%) is the favorite following 10% of participants not responding this statement.
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Question 7b. What information do you search for online when researching a company?

What information do you search for online when
researching a company

Not Applicable
5%

Financial Records
10%

Community
Involvment
10%

Figure 7b: Pie Chart of Questions 6 results. What information do you search for online when researching a
company?

The results of question 7b resulted in 15% of participants researching customer reviews online;
45% of participants researching company history and mission statement; 5% of participants
searched for company community involvement; 10% of participants searched for the financial
statements of the company; 15% of participants searched for the job application and description

and 5% of participant statements were not applicable.
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Following the survey the researcher asked how the participant discovered the position. The

results are as follows:

Please circle how you discovered our open positions

Other
25%

Job Fair
10%

Facebook
Linked086
Twithés

0%

Pie Chart of Questions results. Please circle how you discovered our open positions.

The last statement of the survey resulted in 25% of respondents using the company website to
discover a open position; 25% of respondents found the open position from another source (i.e.
referral) and 25% of respondents used Indeed to find a job opening. Indeed, is the number one
online job search engine for prospective job seekers to search for jobs online (Indeed, 2014).
Additionally, 10% of respondents discover the open position at a job fair; 10% of respondents
also discovered the open position through Careerbuilder and finally 5% discovered the current
open position on LinkedIn.

Survey based conclusions. Based on the results of the 20 question, 20 participant survey the
researcher was able to draw conclusions. The majority of the respondents, 2/3 to 3/4, strongly
agreed to some level that social media is the driving force for users to discover information about

companies and employment. However, many prospective job seekers still prefer face-to-face



COML 680: L .Tylka Literature Review and Theories

46

communication (See Figure 5b) rather than online communication. Additionally, all of the

prospective job seekers agreed that they utilize some form of social media to connect with

companies (See Figure 4b) with the most popular being Facebook (See Figure 6b). One

participant mentioned on their survey that Facebook is everywhere and everyone is using it on a

daily basis to connect with individuals from all parts of the world.

The Interviews. The interviews took place with five currently employed individuals. They were

asked a series of 17 questions (See Appendix C) in an in person, face-to-face interview the week

of November 9-15, 2014. The following chart will provide the question and each of the

respondent’s answers. Their identities will remain confidential.

Question Interview Interview B Interview C Interview D | Interview E
A

1) Doyouuse | yes yes yes yes yes
social media to
communicate to
others?
2.)Howmany | Since | am | | use social | love social | Social | do not use
gmes a week in media 4-5 media | will media is my | it as much
Sggglur#jgia Marketing | times a week | useitatleast | life luseit | right now

I use social | regarding my | 10-15timesa | everyday.| | butona

media availability week would say at | good week
more than least 25 2-3 times.
20 times a times or
week more a
week

3.) What online | Indeed Careerbuilde | Indeed Indeed Indeed
website do you r
go to look for
employment?
4.) Do you Yes Yes Yes Yes Yes
follow any
businesses
online?
5.)Ifyes,what | Facebook | Facebook LinkedIn Facebook LinkedIn
social media
5)Ifyes, what | Facebook | Facebook LinkedIn Facebook LinkedIn
social media
platform is it?
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6.) If you follow | very well Somewhat Yes Most Yes

a business definitely
online how well

do you think
you know the
company?

7.) How would | | would An email A LinkedIn An email An email
you like like them | acknowledgi | connection

businesses to )
communicate to | ©© 180 Me ng me would be nice

you online? on
Facebook

8.)Do you like | Yes I do not Maybe Yes Yes
for businesses know
to contact you depends on

through social the situation
media?

9.) Did youfind | No, I wasa | No, I found | Yes Yes ves
your current job | rafarral my job at a

using social .
media? Job Fair

10.) If yes, what | N/A N/A Indeed Indeed Indeed
online platform

did you use?

11.) Did you Yes Yes Yes Yes Yes
research your

current
employer online
before/during
the application
process?

12.) Haveyou | Yes Yes Yes Yes Yes
ever connected

with a potential
employer
online?

13.) If yes, what | | received a | Nothing | received a | had a Nothing
was the result? | jnteryiew kind email interview | Happened
and received
the job

14.) What Google Facebook Glassdoor.co | Facebook Facebook
resources do m

you use when
conducting a
job search?

15.) Whatare | To find Toresearch | To look at Open job To find
?’ggsropnr;”;g:y information | the company | customer or opportunitie | information
about the previous S about the
........... comnanv emnlovee comnanv
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and effective branding
when and

communicating )
their brand? marketing

Interview based conclusions. Upon the completion of the interviews, the results of both the
hard-copy survey and the interviews provided the researcher with conclusions. All interviewees
have either a Facebook or a LinkedIn account and all interviewees utilize social media more than
two times a week. Additionally, 2/5 interviewees prefer for businesses to reach out to them
through social media platforms LinkedIn and Facebook and 3/5 interviewees prefer a personal
email from the business. Furthermore, 4/5 interviewees believe that they know the company well
when they follow them on a social media platform, however only one interviewee (B) believes
they might not know the company well because of intentional spin of information to make the
company sound better online. Three out of five (3/5) interviews found that their current
company’s website was interactive, whereas Interviewee A did not feel the company was
interactive. Additionally, all interviewees agreed that they follow businesses on social media to
find information about the company and review employee and customer reviews.

Discussion

RQ 1:How easy was it for intended job seekers to find the online advertisement?

According to the survey results 40% of respondents/prospective job seekers stated that
the company’s online advertisements were appealing and easy to find; whereas 25% of
respondents felt it was not appealing or easy to find and the other 25% of respondents were not
applicable. However, since 75% of the applicants found the current position they are
interviewing for through social media (See Survey question 4b) the final survey question asked

respondents how they discovered the open position that they were interviewing for. Those results
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concluded that 25% of respondents used Indeed to find a job opening, 10% of respondents
discover the open position at a job fair; 10% of respondents used Careerbuilder and finally 5%
discovered the current open position on LinkedIn.

Additionally, when the researcher asked the five interviewees what online resources do
they utilized when conducting a online job search one out of five (1/5) chose Google, three our
of five (3/5) chose Facebook and one out of five (1/5) choose Glassdoor.com to find employment.
But, when the interviewees were asked how they found their current position three out of five
(3/5) stated they used Indeed to find employment and two out of five (2/5) stated not applicable.
These conclusions prove that most of the prospective job seekers and current employees find
social media platforms, like Indeed, to be an easy way to find open positions because these
online advertisements direct the applicant to the company website for further information.

RQ 2: Were the online advertisements engaging, inviting and interactive, why or why not?

According to the survey results 75% of respondents/prospective job seekers stated that
the application was easy to navigate; whereas 20% of respondents felt it was not easy to navigate
(See survey question 4b for results). The results of survey question 2 asked
respondents/prospective job seekers if the website was interactive and 50% of
respondents/prospective job seekers stated that the website was somewhat interactive and 30%
did not the find the website interactive at all. One thought as to why the respondents/ prospective
job seekers did not find the website easy to navigate is the lack of interactive features guiding the
user through the website to the open positions or company information.

The aim of this research was to discover how businesses could communicate more
effectively to prospective job seekers by utilizing social media platforms. Based on the above

conclusions, the researcher can conclude that social media is being used by all prospective job
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seekers and current employees. Again, while face-to-face communication is the preferred way of
interaction among those the researcher interviewed it is strongly apparent that social media is
becoming the main form of communication among individuals in today’s workforce.

Referring to Todd Giltin’s idea of the media torrent theory (Gitlin, 2007), it can be
concluded that the media over saturates our lives as consumers. This oversaturation of social
media allows users to be transported to a virtual community where they can discover information
about people and companies. However, due to this oversaturation of social media platforms it
can be difficult for online users to see the truth behind the online message. Therefore, if
businesses can market their products and services on the right online social media platforms
businesses can target the correct audience and get the most accurate online message to the
consumer. For example, interview question #14 asks the five interviewees which social media
platform they use when searching for a job online. Interviewee A searches the online platform
Google for employment, Interviewee B,D, and E utilize Facebook and Interviewee C prefers
Glassdoor.com to learn more about a company from reviews written by former and current
employees.

Joseph Walther’s, social information processing theory (SIP), can also be applied to the
results of this study. As previously, mentioned in the theoretical framework, social information
processing theory states, “[online] relationships grow only to the extent that parties gain
information about each other” (Griffin, 2012, p.139). As a result, most of the respondents to this
study would suggest that website interactivity would behoove the organizations mission to
connect with prospective job seekers. Therefore, per Walther’s theories he implies that
interactivity features would generate more robust online relationships between prospective job

seekers and an organization.
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Additionally, because online relationships grow only to the extent that parties gain
information about each other it is important for organizations to have positive information online
rather than negative information. Because prospective job seekers and current employees’
attitudes are affected by what other people say, write and think about a company, see question 3
in the survey discussion section and survey question 7, positive comments help prospective job
seekers to feel more comfortable applying online as well as trusting the company brand. As a
result, positive online information allows prospective job seekers the opportunity to build
relationships with the interviewer/ recruiter because they can discuss some of the same topics
and learn more about each other during the interview process.

CHAPTER 5: SUMMARIES AND CONCLUSIONS

Limitations of the Study

One limitation that the researcher discovered was the amount of time to conduct the
interviews and surveys. Although the researcher received feedback from twenty-five (25)
participants most of those who participated in the study were under the age of thirty. If the
researcher had more time to conduct interviews and surveys a larger and more representative
participant pool could have been selected.
Recommendations for Further Study

This study would benefit from a larger sample of prospective job seekers. However, since
online platforms vary it would be useful to compare results with other companies to see if similar
or different results occur when companies use different social media platforms and strategies to

connect.
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Conclusions

The purpose of this study was to assess the effectiveness of a corporate website/social
media effort to inform and recruit job applicants. The researcher of this study focused on two
main research questions. The first question asked current employees and prospective job seekers
how easy was it to find the online advertisement and the second question asked if the online
advertisements were engaging, inviting and interactive?

The results of the findings concluded that the majority of prospective job seekers look to
social media to gain information about a company. As previously mentioned, companies who
engage potential new hires through online platforms give prospective job seekers valuable
information about the company culture, the companies benefit, as well as the company outreach
and development plans. This online information sparks the interest of the prospective job seeker
and exposes the company’s culture. As a result, organizations that use interactive messages to
engage the interest of the prospective job seeker have an influential impact on the thought
processes for both the company and job seeker thus, making social media communication
increasingly more important as businesses venture into the future.

However, in order for companies to know which online platform online job seekers are
utilizing for information it is important to know and understand which online platforms are most
popular. Therefore, a significant part of this study was to identify which online/social media
platforms are most popular when prospective job seekers are seeking to find jobs and company
information online. Through analyzing online communication tactics the researcher of this study

utilized the social communication theories of Todd Giltin and Joseph Walther, to identify how
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businesses can evaluate their communication tactics to more effectively connect with current
employees and prospective job applicants.

This study concludes that most of the prospective job seekers and current employees find
social media platforms to be an easy way to find open positions because these online
advertisements direct the applicant to the company website for further information. However,
many employees also preferred to learn about the company face-to-face, rather than online.
Additionally, with these findings businesses can effectively reach out to jobseekers because the
researcher has identified which online platforms prove to be most popular. While this study does
have some limitations, the goal of this study was to analyze and to assess social media platforms
and aid in business communication that is effective and connects businesses and job seekers

online.



COML 680: L .Tylka Literature Review and Theories 54

References:

About Twitter. (2014). Retrieved November 25, 2014, from https://about.twitter.com/

Atkinson , R., & Castro, D. (2008). Quality of life: Understanding the personal & social benefits
of the information technology revolution. Why Is the Digital Information Revolution So
Powerful?, Retrieved from
http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&ved=0CDkQFj
AB&url=http://www.itif.org/files/DQOL.pdf&ei=ZdG_UIKBF4jY2AXJ40CQDg&usg=
AFQJCNGAVLA5YDWHsTGIm6mpgXAtIGzR7A&sig2=7YIGEMPPBMXEV0twawD
6XA

Baxter, L. A., & Braithwaite, D. O. (Eds.). (2008). Engaging theories in interpersonal
communication: Multiple perspectives. Sage.

Blakeman, K., & Brown, S. (2010). Social Media: essential for research, marketing and
branding. Bulletin of The American Society For Information Science & Technology, 37(1), 47-50.

CareerBuilder (About Us). (2014). Retrieved November 25, 2014, from
http://www.careerbuilder.com/share/aboutus/default.aspx

Chittenden, T. (2010). Digital dressing up: modeling female teen identity in the discursive spaces
of the fashion blogosphere. Journal Of Youth Studies, 13(4), 505-520.
doi:10.1080/13676260903520902 ; retrieved from:
http://web.ebscohost.com/ehost/detail?vid=4&hid=11&sid=e3fefcf2-c5c2-4a71-a42b-
2e58ca73b252%40sessionmgr4&hbdata=InNpdGU9ZWhvc3QthGl2ZQ%3d%3d#db=a9h&AN=
52062897

Denning, S. (2012, March 29). Retrieved from
http://www.forbes.com/sites/stevedenning/2012/03/29/what-maslow-missed/

Facebook. (2014, January 1). Retrieved November 25, 2014, from
https://www.facebook.com/facebook

Firstbrook, C., & Wollan, R. (2011, February). Accenture. Retrieved from
http://www.accenture.com/us-en/outlook/pages/outlook-journal-2011-harnessing-power-
social-media.aspx

Furendal, D., & Bjornski6ld, F. (2007). Quality of life: Can online communities satisfy maslow's
hierarchy of needs?. Informally published manuscript, Department of Applied Physics &
Electronics, Umea University, Sweden. Retrieved from



COML 680: L .Tylka Literature Review and Theories 55

http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=4&ved=0CEYQFjAD&u

rl=http://documents.furendal.com/Can_online_communities_satisfy Maslows _hierarchy of nee

ds.pdf&ei=2X-2UL-6HaOE2gXe-oHWBA&Usg=AFQJCNFUCzGChWQhIkXX-

Ih70eB3606flw&sig2=vxvdisfOSHIHLVSHVY ZZ7Q

George, G., & Sleeth, R. G. (2000). Leadership in computer-mediated communication:
implications and research directions. Journal Of Business & Psychology, 15(2), 287-310

Gilpin, D. (2010). Organizational image construction in a fragmented online media environment.
Journal of Public Relations Research, 22(3), 265-287.

Gitlin, T. (2007). Media unlimited . New York, New York : Henry Holt and Company, LLC.
Griffin, E. (2009). A first look at communication theory (7th ed.). New York, NY: McGraw-Hill.

Goessel, L. (2008, Jan 07). Helium. Retrieved from http://www.helium.com/items/779510-
pros- and-cons-of-the-internet-in-todays-society

Gutmann, M. (2001). Information technology and society. Informally published manuscript,

Ecole Centrale de Paris, Zurich, Switzerland. Retrieved from
http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&ved=0CDMQ
FiAA&url=http://www.zurich.ibm.com/pdf/news/Gutmann.pdf&ei=QaW7UIHOHIfG2w
XSpIDgAg&usg=AFQ]CNHrXbCOqaNMOBKplddfgagfSAKmMsTA&sig2=aSaA-
pP5zHwWVvOdicZWNEQ

How the world works. | Indeed.com. (2014). Retrieved November 25, 2014, from
http://www.indeed.com/how-the-world-works

Kouzes, J., & Posner, B. (2002 ). The leadership challenge. (3rd ed.). San Francisco, Ca : Jossey-
Bass Publication.

Littlejohn, S. W., & Foss, K. A. (2011). Theories of human communication. (10th ed.). Long
Grove, IL: Waveland Pr Inc.

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion
mix. Business horizons, 52(4), 357-365.

Maslow’s hierarchy of needs and ict: Challenges of end-user adoption of digital life. Informally
published manuscript, Marshall School of Business, University of Southern California ,
Pasadena, Ca. , Retrieved from
http://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&ved=0CDYQF
JAB&url=http://classic.marshall.usc.edu/assets/078/16174.pdf&ei=vs-
3UOGUGCcWuUgAGIn4HYBA&Usg=AFQJCNEWvVO5rSMasflqEIh6xDiJWWA8F10Q&sig
2=iP1VvilgDQ6AWflecbPSow

Merrill , T (2011). Retrieved from http://www.acegroup.com/us-en/assets/ace-progress-report-
social-media.pdf




COML 680: L .Tylka Literature Review and Theories 56

Nadaraja, R., & Yazdanifard, R (n.d.). Social media marketing: advantages and disadvantages

Neumann, W. (2011). Social research methods: qualitative and quantitative approaches (7" ed).
Boston MA. Pearson Education Inc.

Nigel Fenwick (2010, March 12). The secret of successful social communities: 4 social needs
[Web log message]. Retrieved from http://blogs.forrester.com/nigel_fenwick/10-03-12-
secret_successful_social_communities_4_social_needs

Nova Southeaster University (n.d.). Quantitative Research Methods. Retrieved from
http://www.fischlerschool.nova.edu/Resources/uploads/app/35/filessARC Doc/quantitative rese
arch methods.pdf

Olaniran, B. A., Rodriguez, N., & Williams, I. M. (2012). Social Information Processing Theory
(SIPT): A Cultural Perspective for International Online Communication Environments.

In K. St.Amant, & S. Kelsey (Eds.) Computer-Mediated Communication across Cultures:
International Interactions in Online Environments (pp. 45-65). Hershey, PA: Information
Science Reference. doi:10.4018/978-1-60960-833-0.ch004

O’Leary, R., (2003). Social surveys. Sage Research Methods. Retrieved from
http://srmo.sagepub.com/view/the-a-z-of-social-research/n104.xml

Ployhart, P. D. (2012). Social media in the work place: issues and strategic questions. Retrieved
from
http://www.shrm.org/about/foundation/products/documents/social%20media%?20briefing

-%20final.pdf

Postman, N. (1992). Technopoly the surrender of culture to technology. Vintage Books. New
York, New York

Potter, J. (2013). Media literacy (6th ed.). Thousand Oaks, CA: Sage Publications.

Purposive sampling | Leaerd Dissertation. (n.d.). Retrieved from
http://dissertation.laerd.com/purposive-sampling.php

Social media for business | nibusinessinfo.co.uk. (n.d.). Retrieved from
http://www.nibusinessinfo.co.uk/socialmediabusiness

Spears, R., & Lea, M. (1992). Social influence and the influence of the ““social’’ in computer-
mediated communication. In M. Lea (Ed.), Contexts of computer-mediated communication (pp.
30-65). Hemel Hempstead, UK: Harvester Wheatsheaf.



COML 680: L .Tylka Literature Review and Theories 57

Sullins, J. (2012). "Information Technology and Moral Values", The Stanford Encyclopedia of
Philosophy (Fall 2012 Edition) , Edward N. Zalta (ed.), retrieved from:
http://plato.stanford.edu/entries/it-moral-values/

Tillman, K. (2010). Retrieved from http://www.edelmandigital.com/2010/04/01/do-media-
literacy-digital-literacy-and-social-media-literacy-intersect/

Walther, J. B. (1992). Interpersonal effects in computer-mediated interaction: A relational
perspective. Communication Research, 19,52-90.

Walther, J. B. (1996). Computer-mediated communication: Impersonal, interpersonal, and
hyperpersonal interaction. Communication Research, 23, 3-43.

Wright , N. (n.d.). The impact on social media recruitment. Retrieved from
http://www.nigelwright.com/Assets/Documents/ThelmpactofSocialMediaonRecruitment.
pdf?1332156135

Wright, D. K., & Hinson, M. D. (2008). How blogs and social media are changing public
relations and the way it is practiced. Public Relations Journal, 2(2), 1-21.



COML 680: L .Tylka Literature Review and Theories 58

APPENDIX A:

Interview Consent Form
You are invited to participate in a research study conducted by Laura Tylka, from the Gonzaga
University Department of Communication and Leadership Studies. Through this study | hope to
assess the effectiveness of our organization’s approach in using social media platforms to

effectively communicate with prospective job seekers.

Your participation is voluntary. If you decide to participate, you are free to withdraw your

consent and discontinue participation at any time without penalty.

If you should have any questions regarding this study please contact: Laura Tylka at

Itylka@zagmail.gonzaga.edu or Dr. Pavel Shlossberg at shlossbergp@gonzaga.edu

You will be offered a copy of this form to keep.

Your signature indicates that you have read and understand the information provided above, that
you willingly agree to participate, that you may withdraw your consent at any time and
discontinue participation without penalty, that you will receive a copy of this form, and that you

are not waiving any legal claims.

Signature

Date
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APPENDIX B:

Online Job Search Engine Survey

You are invited to participate in a graduate research study conducted by Laura Tylka, from the Gonzaga
University Department of Communication and Leadership Studies. From this study | hope to learn how
businesses can more effectively communicate and advertise to online job seekers who use social media
platforms to connect with employers. Your anonymous participation in this study is voluntary and no
individual tracking information will be kept. Additionally, if you decide to participate in this study any
information that is gathered from this survey will only be used for narrow research purposes to assess the

quality of the company’s social media strategy and will NOT play a role in any employment decisions.

Please note: * Your participation is voluntary. If you decide to participate, you are free to withdraw

your consent and discontinue participation at any time without penalty.

If you should have any questions regarding this study please contact: Laura Tylka at

ltylka@zagmail.gonzaga.edu or Dr. Pavel Shlossberg at shlossbergp@gonzaga.edu

The next several questions are optional:

1. Gender:

2. Race/Ethnicity:

1. Age:

2. Please circle your highest level of education:

High School Associates Bachelors Masters PH.D

3. How many years of indutsry experience do you possess?
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For the next several questions, please number from 0-10 and write it next to each statement to indicate
how much you agree with that statement

Response Scale:

‘ 0 1 2 3 4 5

‘ Not Applicable Strongly Disagree Strongly Agree

1. _____ Theonline application site was easy to navigate

2. The company's social media site was interactive

3. The company’s social media site was informative

4. The online advertisements (Linkedin, Facebook and Twitter) were appealing
5. The company website was easy to navigate.

6. __ The company website effectively communicated relevant employment information (i.e.

Company History, Career Benefits)?

7. lwould recommend our online job advertisements to a friend/colleague
8. Theonline job advertisements are effective

9. __ lwould visit the online job website again.

10. Il was satisfied with the online application system.

11. _ Overall, the company’s online sites convey professionalism.

12. _ Social media is good way to connect with businesses.

13. _ Social media helpful in the job search process.

14, lwould use social media again to search for a job.

In the next following questions please state your answers:

1.How often have you visited our website?

2.0n your last visit, what was your primary reason for visiting our website?

3.Do you have any suggestions for improving our online services in regards to our job application?
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4.Did you find the current position that you are interviewing for through social

media?

5.Do you prefer communicating to a company representative online, face-to-face, or over the phone? If

S0, why?

6. What is your favorite social media site and why?

7.What information do you search for online when researching a company?

Please circle how you discovered our open positions:

Indeed
Careerbuilder
Facebook
LinkedIn

Twitter

Company Website
Job Fair

Other:

T &G m mo o W >
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APPENDIX C:

10.

11.

12.

13.

14.

15.

16.

17.

Interview Questions

Do you use social media to communicate to others?

How many times a week do you use social media?

What online website do you go to search for employment?

Do you follow any businesses online?

If, yes to question 4 what social media platform do you follow businesses on?
If you follow a business online how well do you think you know the company?
How would you like for businesses to communicate with you online?

Do you like for businesses to contact you through social media?

Did you find your current position using social media?

If yes to question 9, what online platform did you use?

Did you research your current employer online before/during the application process?
Have you ever connected with an employer/business online?

If yes to question 12, what was the result?

What resources do you use when conducting a job search?

What are your primary reasons for visiting a businesses’ website?

Do you feel social media is a good way to connect with businesses?

How likely are you to visit an online job website again when seeking employment?



