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ABSTRACT

Educators have a responsibility to be aware of the requirements in practice. An informed educator who understands the relevant contemporary skill set of the vocation they teach in can then aim to meet the immediate needs of graduates.  One approach to identify what graduates need to know is to look at job advertisements. Job recruitment advertising provides information to both the potential applicant, and also the educator of the graduate. In addition, the potential applicant reads recruitment advertising and is potentially influenced by the content.  This paper reviews job advertising specifically discussing recruitment theory, theory of what information job adverts provide, and empirical results of job advertising studies. Only a few disciplines of recruitment advertising appear to have been studied and studied superficially at limited levels.  
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Introduction
Educators have a responsibility to be aware of the requirements in practice. An informed educator who understands the relevant contemporary skill set of the vocation they teach in can then aim to meet the immediate needs of graduates.  Graduates and future graduates can then be prepared to meet immediate recruitment needs as well as be educated and informed of developments in practice.

Kennan, Cole, Willard, Wilson, and Marion (2006) raise the issue that in a rapidly changing profession there is the burden on educators to address what should remain as the immediate needs of graduates and students.  Educators need to identify what is no longer relevant and what should be dropped to “make space” for the innovations in the changing environment.  

As proposed by Leitheiser (1992) one approach to identify what graduates need to know is to look at job advertisements, also known as recruitment advertisements.  Job advertisements provide a ‘rich source of data about the profession and the knowledge, skills and competencies wanted by employers’ (Kennan, et al., p. 177, 2006).  The skills and competencies are stated in the adverts for potential applicants, including graduates, to view.  The information on the job requirements provides a description that allows the applicant to make a decision as to whether they have the required skills and thereby apply for the job position.  One of the many roles of an educator is to provide the graduate with the skill set as required in practice, so job recruitment advertising provides information to both the potential applicant, and also the educator of the graduate.

Importantly, the potential applicant reads recruitment advertising and is potentially influenced by the content.  Though advertising for a particular position within a firm, the advertisement may provide positive or negative descriptions of the firm or position.  Recruitment advertising has been found to improve organisational attractiveness and mitigate negative publicity (Hoye, & Lievens, 2005).  People who are not looking for a job also read employment advertising (Rafaeli, 2006). Thus, the potential influence of job advertising goes beyond those looking for jobs.

This paper reviews job advertising specifically discussing recruitment theory in the following section, followed by the theory of what information job adverts provide. This paper then discusses the breadth of job advertising before concluding.

Recruitment Theory

The aim of traditional theory of recruitment is to recruit individuals that fit or match with the job (Macky & Johnson, 2004).  The best employees are those that fit best to the job. Fit includes the knowledge, skills, and competencies to suit the particular job position.  In a broader view of the traditional theory, fit is defined as the suitability of the applicant for the organisation that includes the goals and values matching those required to be successful in the organisation (Chatman, 1989; Montgomery 1996).  A more recent approach has been recruiting individuals with flexibility and adaptability for a future orientation or change from the present. Thereby individuals will be able to adapt to new roles or jobs that emerge with the changes in organisations.

Organisations compete with other organisations to attract the best candidates and potential employees also seek and select organisations to work for that are suitable for the individual. The process of recruiting individuals and individuals searching and applying for suitable positions is referred to as the matching theory of recruitment (Macky & Johnson, 2004). The matching theory of recruitment requires potential employees to know that a firm is recruiting, that potential applicants may have the qualities sought after by the employer, and that potential candidates are motivated to apply.

The process of recruitment can be envisaged as a number of key decisions that begin with determining recruitment responsibility and objectives, and conclude with evaluating the method and summarising the recruitment plan (Macky & Johnson, 2004).  Selection of the recruitment method and the recruitment message are two key decisions.

Recruitment methods may comprise campus employer visits, media advertising, use of recruitment agencies or search consultants, electronic recruitment, employee referrals and internal recruitment. However, “the most commonly recognised recruitment method is the advertisement” (Heraty & Morley, 1998, p.5) and a large proportion of organisations use media advertising (see Wooden & Harding, 1998; Ryan, Gubern, & Rodriguez, 2000; Marsden, 1994), also known as press advertising.  Some industry sectors may also recruit from outside the organisation more so than other sectors (Cappelli, 1995).  Recruitment practices may also vary by country (Heraty & Morley, 1998). 
 
Job Advertising / Recruitment Advertising

Electronic recruitment has been a recent development and has been rapidly growing in popularity (Kim, & O’Connor, 2009). However, some occupations have not adopted the latest recruiting mediums (Raschke, 2003). 

Searching on the internet appears more prevalent when conducting general job searching, that is, for the applicant to understand what is on offer elsewhere (Feldman & Klaas, 2002).  Job hunting on the net is also more likely when the geographical scope of the job hunt is wide, when a major salary increase is desired, and when small and large firms are being considered (Feldman & Klaas, 2002).

Ryan, Gubern, and Rodriguez (2000) indicate marketing communication can be in direct forms such as advertising for products, or indirectly such as messages communicated in recruitment advertising.  Job advertising also appears to be adopting the style and approach of consumer advertising (Courtis, 1989); though, “recruitment advertising has more information to convey to the reader than commercial or product advertising” (Ryan, Gubern, & Rodriguez, 2000, p.359). 

Individuals have been found to react to recruitment advertising, for example see Thorsteinson and Highhouse (2003).  More information provided in advertising has been found to be viewed as more attractive than advertising with less information (Allen, Mahto, & Otondo, 2007; Barber, & Roehling, 1993) and the advertising is also viewed as more credible (Allen, Van Scotter, & Otondo, 2004). Advertising that contains more specific information about a position also increases applicant’s interest (Roberson, Collins, & Oreg, 2005). Job applicants pay more attention to specific than to general information (Barber, & Roehling, 1993).

Job advertising allows messages to be conveyed and, as such, increase attractiveness to the potential applicant, or mitigate negative organisational images.  Van Hoye and Lievens (2005) have found that organisational attractiveness increased significantly when negative publicity or word-of-mouth was followed by recruitment advertising. 

Terpstra (1996) argues that recruitment sources have a significant link to employee performance, turnover, satisfaction, and commitment. A review by DeWitte (1989) found that labour recruited by advertising had a higher turnover than other recruitment sources such as recommendations by existing employees.  DeWitte (1989) accounts for the different turnover rates using the better information hypothesis that suggests recommendations by existing employees provide better and more realistic information about the job position and organisation than other recruitment sources.  Individuals recruited from sources other than direct applications are also considered to lack realistic job information (Williams, Labig, & Stone, 1993).  

Individuals frequently lack information about job and organisational attributes (Breaugh, & Starke, 2000).  Maurer, Howe, and Lee (1992) found job applicants lacked information while Breaugh and Billings (1988) argue that information is frequently presented as too general such as ‘salaries are competitive’.  Barber and Roehling (1993) suggest that applicants view the lack of information provided by organisations as an indication of sloppy, and uninterested recruiting practices.

Better informed candidates would be better able to assess their own suitability for the job and the retention rate may be improved if individuals have accurate job information during the recruitment process (Wanous, 1992).  Therefore an employer should be particularly concerned whether applicants have an accurate perception of what a job entails (Breaugh, & Starke, 2000).

Heraty and Morley (1998) make a number of references to line managers given greater responsibility and involvement of human resources and recruitment than in the past. As line managers are aware of the needs of the vacant job position, one could hypothesise that with more involvement in the recruitment process the information made available in the reporting of recruitment advertisements would be more accurate. This hypothesis is yet untested.

Ryan, Gubern, and Rodriguez (2000) investigated the marketing characteristics of recruitment advertising in one popular UK newspaper on a single day. From 67 separate recruitment advertisements, the job description in the advertisements appeared brief and technical. Sixty five percent of the advertisements indicated technical language as used in formal job descriptions.  After reviewing recruitment message literature Breaugh and Starke (2000) find that recruitment messages are more attractive when message is written vividly and the message is concrete.  Barber and Roehling (1993) also find that applicants pay more attention to specific rather than general language.  Recruiters lag behind potential applicants of what is included in advertisements as Mathews (1998) finds that the content of job advertisements does not contain all that job-seekers require.  

The required skill set sought by recruiters could comprise soft skills or hard skills.  Soft skills are viewed as the flexibility and adaptability skills as would be expected in the flexible theory of recruitment, and hard skills are the skills required to undertake particular tasks that would be likely to occur in advertisements of a traditional recruitment approach.  Gallivan, Truex, and Kvasny (2004) found that though firms require soft skills, job advertising continues to focus on hard skills. 

There has been little research into recruitment advertising content and there is “no widely accepted method to classify or quantify the language used in recruitment documents” (Backhaus, 2004, p.116). Only a handful of studies have investigated the classification of recruitment messages.  Through content analysis Backhaus (2004) analysed recruitment messages of internet recruiting. Results suggested that “there are norms within industries that establish appropriate ways to describe and market themselves” (Backhaus, 2004, p. 131).  The use of recruitment methods also varies with occupation (Marsden, 1994; Wooden, & Harding, 1998).

Job Advertisements Provide Information Regarding the Profession

Abbott (1988) refers to the accepted body of knowledge of a profession: the profession’s jurisdiction.  The profession’s jurisdiction or common body of knowledge has been the focus of studies that use job advertisements to identify on the knowledge and skill mix desired or required by employers. The job advertisements “bluntly state necessary and desired employer requirements from candidates” (Cullen, 2004, p. 138).  Kennan, Cole, Willard, Wilson, and Marion (2006) reviewed the extensive literature of library and information systems (LIS) advertisement studies and collected data for a snapshot of Australian job advertisements with a comparison of Australian and United States of America LIS advertisements.  In addition to concluding that job advertisements provide a source of data for requirements of employees, Kennan, et al. (2006) concluded that the analysis of the semantics of advertisements also provides a rich source of data about the profession. Kennan (2006) also concludes that there are variations over time and internationally and the variations can be interpreted as “reflecting variations in the persona of a profession, as it ceaselessly works at developing and maintaining its identity in different and technological contexts” (p. 187).  This perspective of job advertisements reflecting the profession is reinforced with studies that find people read job advertisements even if they are not looking for a job as the advertisement provides insight into the employment environment (Rafaeli, 2006).

As a means of gathering information on the current skills and practices required of applicants, situations vacant advertising provides descriptions of the roles that require filling.  A situations vacant advertisement gives details and descriptions about what organisations say about their needs.  Situations vacant columns have limited space for advertising so the advertisement would emphasise only the most important practices and characteristics.  

Recruitment Advertising in Occupations

Rafaeli and Oliver (1998) proposed five levels of employment advertisement analysis. Those five levels pertain to the text representing the (i) individual, (ii) occupation, (iii) organisation, (iv) industry, and (v) society. They indicate that the organisation and industry level are advertisements of the prowess of the organisation or cultural elements of the industry respectively, while the society level of analysis represent the culture of the society with text such as equal employment opportunities.  

This paper aligns with the individual and occupational level of job advertisement analysis.  The individual level text analysis is the traditional address to attract and recruit individuals with particular qualities such as a person with a positive work ethic, motivation, or drive seeking a challenging role.  When attracting individuals in recruitment organisational characteristics can be important (Rynes & Cable, 2003).  For example, job applicants were more attracted to larger employers (Chapman, Uggerslev, Carroll, Piasentin, & Jones, 2005)

Advertisements “...can be argued to be representations of occupations. Advertisements contain occupational terminology, making them into occupational artifacts” (Rafaeli & Oliver, 1998, p. 344). Van Maanen and Barley (1984) also state “employment ads occur in the context of the occupation that they advertise or the occupational community of the advertised employment opportunity’ (p. 56).

Advertisements for similar occupations include technical terms and jargon that are similar and also similar descriptions of required applicants and to partake in similar employment experiences.  The similar descriptions may be due to occupations developing shared rhetorical forms (Bazerman & Paradis, 1991; Freidson, 1984; & Martin, 1992). 
	
Library job positions have been studied across countries by Kennan, Cole, Willard, Wilson, & Marion (2006), and also over time by Croneis, and Henderson (2002). Chemistry job advertisements have also been studied (Headrick, 2001) and found that employers provide keywords in an advertisement to indicate requirements in addition to credentials. Information systems advertised positions have been studied by Todd, McKeen, and Gallupe (1995). 

Employment advertisements of salespeople have also been studied (Matthews, & Redman, 2001). The results indicate that advertised sales jobs tend to be for unqualified, relatively inexperienced individuals that are poorly paid. These advertisements appear to attract people who are then in positions for a short period of time before leaving the organisation.  The job advertisements are attributed for some of the causes of high turnover in sales positions.

Advertising is used extensively in all mediums and is an element of the media which includes large amounts of commerce and financial backing.  Accounting organisations spend large amounts of money on advertising, of which advertising for their services or for job vacancy advertising is the most common (Smith, 1997).  Jeacle (2008) examined the recruitment literature of the ‘big four’ accounting firms and six professional institutes to reveal discourse constructed to provide an image of accounting as trendy and fun loving and to cast aside the image of a boring bookkeeper. See also Jacobs (2003) for a discussion of social class in accounting recruitment.

In the occupation of accounting in job advertisements has been given the image of trendy and fun that contrasts with the typical stereotype of an accountant. The public’s general opinion of accountants accordingly is seen as boring, dull and joyless (Friedman, & Lyne, 2001). The term ‘bean counter’ has often been used to refer to the accountant with little distinction between bookkeepers/clerks and professional accountants. “The image of the beancounter who single-mindedly preoccupied with precision and form, methodical and conservative, and a boring joyless character, has until recently, been widely recognised as the clear stereotype of the accountant” (Friedman & Lyne, 2001).

While every profession is concerned with its public image, none has devoted more attention to this subject in recent years than in the accounting profession (Dimnik & Felton, 2006). Yet, there are few interventions of the image in accounting (Wells, 2009), though that may be because of the counterbalancing positive image associated with the stereotype. 

Stereotype theory suggests that strategies for changing perceptions are dependent on how and why the perceptions were formed (Wells, 2009). A model of how the accounting stereotype has formed has been developed by Friedman and Lyne (2001). The model includes factors such as the media, education and curriculums, and non accountants’ social interactions with accountants. These factors have had varying degrees of research with much research of the media focusing on movies.  Other than newspapers, little attention has been paid to public relations and the image created in recruitment advertising. Especially considering that those not considering applying for jobs also read recruitment advertising (Rafaeli, 2006).  

Summary

To summarise job advertisements there is some literature on job advertisement text in some occupations. And to emphasise the point, there is little literature on text analysis of business related or accounting job advertisements.  ‘recruitment of accountants has… been the subject of relatively little research in the accounting literature” (Anderson-Gough, Grey, & Robson, 2001). That is, apart from those mentioned above. In addition, research of the differing recruitment advertising levels of analysis is sporadic. 

There has been a development of literature on recruitment, but with a sparse account of specific recruitment advertising.  Only a few disciplines appear to have been investigated. Recruitment advertising has been described as influencing potential applicants to apply for positions, but stops short of acknowledging the influence that the text may have.  The wording of an advertisement may infer information (See Highhouse, Beadle, Gallo, & Miller, 1998; Highhouse, & Hause, 1995; Highhouse, Stierwalt, Bachiochi, Elder, & Fisher, 1999). There still exists a gap in the literature of the breadth of inferences that can be drawn from recruitment advertising. Only the occupation level appears to have had little research in a few occupations and also the organisation level to a limited extent.

Accounting, a discipline plagued with a stereotype, frequently viewed negatively, is one of the few disciplines that have been studied for the image that is portrayed in recruitment advertising.  Even in accounting, the recruitment message can be further studied regarding the portrayal of required skills, characteristics, qualifications, position, benefits and the like.

Recruitment advertising has intentions of product advertising that is to attract people to take the offer of the advertisement.  The advertising provides much information within the advertisement.  In addition, recruitment advertising can provide information on many levels, including the occupation, organisation, industry, and society. People other than those applying for the vacancy read the advertisement and the image portrayed in the advertisement contributes to the reader’s stereotype of that discipline. 
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