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Executive Summary

Job advertisements are commonly known as communication tools for organizations to recruit and staff new employees. However, besides attracting qualified individuals, they also contain insightful information about the organizational processes, societal trends and industrial characteristics (Rafaeli & Oliver, 1998). Viewing the job advertisements from this perspective would create a field of research in many areas with a goal to find something new and challenging in the academic field. This paper studies whether the organizational signaling behavior and different selling activities across industries are evident in the job advertisements by using content analysis. Job advertisements have not been analyzed at these levels before. Earlier studies have been primarily focusing on either the content of a job position within the same industry, or tried to find answer about how realistic job advertisements are compared to real job positions.   

The primary study explores the signaling behavior of the market leaders. Various theories suggest that leaders signal their position or strategies to other players on the market throughout job ads. These players are mostly the competitors, but they are also the consumers or other channel members. Market leaders use various media, such as written announcements, product advertisements, or annual reports to transfer their signal. This thesis will focus on the signaling behavior of the market leaders to examine whether job advertisements are also being used as signaling mediums. Further, it will demonstrate that the market leaders advertise more “ambitiously” than the followers in the market. They don’t express their ambition only throughout words, but also by the shape and design of their job advertisements.
The next study will focus on the industrial level. Every firm or industry has its own particular needs and priorities, which are dependent on the type of goods they produce. Consequently, each industry has to develop its own marketing strategies, which corresponds with its own services and products. Job advertisements provide an effective source to identify qualified, competent and experienced professionals required by the employers. It’s been speculated that the competence dimensions, for instance, of salespeople differs from on industry to the other. Two industries are selected for this research. First, the service and product industries will be compared, and then the differences between the high-tech and low-tech industries will be highlighted.
The primary study explores the signaling behavior of the market leaders. Various theories suggest that leaders signal their position or strategies to other players on the market throughout job ads. These players are mostly the competitors, but they are also the consumers or other channel members. Market leaders use various media, such as written announcements, product advertisements, or annual reports to transfer their signal. This thesis will focus on the signaling behavior of the market leaders to examine whether job advertisements are also being used as signaling mediums. Further, it will demonstrate that the market leaders advertise more “ambitiously” than the followers in the market. They don’t express their ambition only throughout words, but also by the shape and design of their job advertisements.
The next study will focus on the industrial level. Every firm or industry has its own particular needs and priorities, which are dependent on the type of goods they produce. Consequently, each industry has to develop its own marketing strategies, which corresponds with its own services and products. Job advertisements provide an effective source to identify qualified, competent and experienced professionals required by the employers. It’s been speculated that the competence dimensions, for instance, of salespeople differs from on industry to the other. Two industries are selected for this research. First, the service and product industries will be compared, and then the differences between the high-tech and low-tech industries will be highlighted. 

Job advertisements are collected from various employment websites across a wide range of industries to analyze the proposed problem statements mentioned above. The results suggest that market leaders do send signals through job advertisements concerning their market position using text surface size of job ads and ambitious words.  However, the collected information provides inequitable support for the first study, but none for the assumptions of the second one.
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1. Introduction


Employment ads can be categorized under a genre of the organizational communications (Yates & Orlikowski, 2002, Yoshioka et al., 2001), a genre that is drawn from the rhetorical theory. Rhetorical genres are communicative actions in socially defined recurrent situations with a particular purpose and common form. In the organizational context there is an ongoing process of interaction between individuals and institutions occurring in organizations (e.g. memo’s, recommendation letters, job ads). When the genre is established within a particular community, it would serve as an institutional template for the production, reproduction or transformation. Job advertisements are socially recognized type of communicative actions used for a particular purpose: hiring new employees. They are also identified with common characteristics and forms. Forms refer to the observable aspects of communicative actions, such as medium, structural and linguistic features. The most common medium for the job advertisements are newspapers, industry related magazines, and, even more popular nowadays, the Internet. Most job ads have a common structure and text formatting. First of all, there is the vacant position, followed by an introduction of the company (the field they operates in, the size of the company and the organizational culture), description of the position (which explains the tasks and responsibilities that are to be filled), requisition of the position (what competencies, experiences or prior education level are required) and finally, contact information of the company or the recruiting agency.
The content of the employment ads may vary in length, but overall they all follow the same structure. In the eyes of the general audience those job ads are merely a bunch of text put together in the wanted section. It is the same for the unemployed people who are seeking a job: a dating site to find the right match between their abilities or wishes and the company’s demands or characteristics. However, for the academics these ads go far beyond that. For them, job ads are rich and complex entities. They provide insightful information and can enrich existing theoretical framework (Rafaeli & Oliver, 1998). In their research paper, Rafaeli & Oliver (1998) presented three questions: why do ads exist, what do they communicate, and to whom? The answers to these questions are: first, the audience of the job ads are addressed. Then a configurational framework are discussed, which maps the complexity of the ads in a set of paradigms, and categorizes them in levels of analysis.
Job ads are not only posted for those who seek a job. They address a larger public and their messages are meant for varied audiences, for instance, the general public, including the shareholders and customers, but also the internal employees and competitors in the market (Ndofor & Levitas, 2004). As Rafaeli & Oliver put it metaphorically, an ad can serve as a door for the formal job seekers, and as a window for the other constituents.
Rafaeli & Oliver proposed the six following paradigms to explain why ads are used for recruiting. First, the rational paradigm: organizations keep using ads as a recruiting vehicle, because of the continuous need of new employees. But studies in human resource management have demonstrated that job ads are a poor, yet expensive mean in recruiting qualified employees (Williams et al., 1993; Zottoli & Wanous, 2000), and yet everyday pages of new ads are being posted on the websites and the employment sections of the newspapers. Perhaps managers are using employment ads not as a rational planned act, but as an automated behavior, because posting a job advertisement is the most natural and routine procedure when facing vacancies in an organization. And since everyone else does the same, it has become a ritual for organizations when they want to announce the need for new employees. 
The third paradigm is the socialization. As soon as the need for new labor is announced, the process of attraction and selection will start. In this process the employment ad functions as a link between the individuals and the organization, which can be compared to a form of conditional contract set by the future employer. The information in the contract is designed in a way that it would only attract the individuals who believe they meet the job requirements in the process of self-selection. The fourth and fifth paradigms are respectively the power and image source. The action of posting ads can be perceived as a demonstration of power because it displays that the organization has the ability to make hiring decisions. The text in an advertisement can be the source of image, since each ad has an idiosyncrasy that stands out among the other advertisements, and can be used as a strategic tool for the organization to build its own reputation. The last paradigm describes ads as reaction to institutional pressure. The assumption of this paradigm is that two sets of factors may influence the content of an advertisement: the organizational decisions made by the agent, which include the five paradigms discussed earlier, and the external pressure that determines the text. 
This paradigm suggests that there is a high similarity among the organizations that operate within the same sector of industry. Gender free language, racial equality and environmental trends are examples of the institutional pressure. In addition to the legal pressure, external expectation toward an industry can form homogeneity in the text of an advertisement.

In addition to these six paradigms, there are five levels by which the employment ads can be analyzed. These are individual, occupational, organizational, industrial and social levels. At the individual level, the traditional function of an employment ad is to recruit and staff individuals. Moreover, ads can also be analyzed by their similarities in occupational terminology or a particular job description for the applicants. For example, in the job description for a sales position terms such as “enthusiastic” or “aggressive” would appear frequently, whereas in a job description for a librarian position those terms will not be appropriate. 

The organizational level is also called an “organizational artifact", because when the companies place an ad they also use this opportunity to signal information regarding their financial standing, organizational culture or the description of new products. The next type of the ad in the row is the industrial level. Comparing the ads of the same sector of industry shows similarity in characteristics and identity. For example, companies at the same industrial sector use similar jargons. Or advertisements of the high-tech companies share the same identity of growth and change. The final type of employment ads are the social ones. It is clear that every advertisement represents a certain society to which the organization belongs. In other words, each advertisement is a cultural and social oriented entity, and cannot function outside their territory. For instance, an ad from a country cannot be translated and placed in the newspaper of another country, simply because it carries a certain cultural code with itself, which can only be applied to a certain environment. Each of these five level employment ads opens a new area of research.
This framework of Rafaeli & Oliver (1998) has created a broad scope to study job ads, and has encouraged the academics to focus on the ads and to search for deeper meaning in their complexity. The five levels of analysis and the six paradigms of rational, ritual, socialization, power, image and institutional can be converged and provide inspiration to generate new theories and suggestions for further research. 
In the next chapter assumptions are made for two studies. The first study covers the organizational level in combination with the power and image paradigm. It will examine whether job advertisements are used as tools by organizations to signal information regarding their reputation. The second study aims to describe the reaction paradigm at industrial level. Both studies suggest that job advertisements of the organizations which represent the same sector of industry would show higher similarities. Chapter 3 will describe the methodology used to test these two studies. The text analysis tool used to analyze the job advertisements, together with the classifications and the dimensions created to systemize the ads will be explained. The results of these studies will be demonstrated in chapter 4. The final chapter will be dedicated to discuss the limitations of this research and some suggestions for future investigations.


2. Research Hypothesis


Research interests in the topic to employee recruitment can mostly be found at the individual level (Breaugh & Starke, 2000), concerning the function of recruiting, topics involved are for example “realistic job previews” (e.g., the relation between the accuracy of job information and level of job satisfaction) (Bretz & Judge, 1998; Meglin et al., 1997) and “recruitment source effects” (e.g., the relation between turnover rate and the source of recruiting; via newspaper or recommendation of current employees) (Kirnan et al., 1988; Moser, 2005; Williams et al., 1993). At occupational level, for example, studies about occupational terminology or how certain job types have evolved over time can be found in the literature (Chao & Shih, 2005; Todd et al., 1995). The societal culture level is not selected for this thesis, because a good command of various foreign languages are needed for a cross-cultural comparison of job advertisements. Also sufficient software tools are needed to analyze the language.
After analyzing the content of the corpus and reviewing the levels of the research, two of the five levels were considered suitable for further analysis: the organizational (artifact) and the industrial level, because little attempts have been made by scholars to study them. Subjects in the field of sales at these two levels formed the base for the two studies conducted in this thesis.

2.1 Organizational Artifact
The first step was to scrutinize the raw data and look for an overall picture at organizational level. The result indicated that the content of the collected job advertisements by big players in the market is more dominant and require higher skills compared to the advertisements placed by the ordinary corporations. For example, reviewing an employment advertisement from the Shell Oil Company, generates an immediate confidence regarding the organization and its past achievements. Further, the job requirements give the impression that only the applicants who can offer diverse and excellent skills are qualified to work in the company. This observation corresponds with the power and image source paradigm of Rafaeli and Oliver (1998). According to this paradigm, organizations use job advertisements to demonstrate their abilities and send positive signals showing how great they are. 
The Signaling Theory has been studied by Heil & Robertson (1991), and contains three dimensions. It is a potential marketing action like an announcement or preview which is considered a signal but not an action. This underlying characteristic of the action creates room for other players to interpret, which is, of course, the point of the signaling. However, in order to obtain the right response, the signal must be carefully designed and calculated before sending off. Signaling is a constructive method of communication with the outside world, because it can create a pre-emption and indirectly invite the competitors to respond to the action by participating or expressing their commitment by an investment. The dominant players on the market take a great advantage of the signaling. When they signal a new market pricing or technology, their signal could become a norm of conduct for other players on the same market. But signaling could also be a risky business, because it would reveal the intention of the sender to the competitors and other players on the market. Moreover, it can jeopardize the company’s reputation if the signal does not come across as intended--or worse--when other players interpret it as a bluff. According to another study, signaling can include conduct as well, because activities or observable attributes are needed to reveal information to an uninformed party (Ndofor & Levitas, 2004). This definition of Ndofor & Levitas (2004) slightly differs from the one of Heil and Robertson (1998). Their aim is to find out how the strategic value of knowledge can be signaled. In their framework, companies possess either a high level of knowledge or are inferior endowed. The superior-endowed firms can distinguish themselves from others and gain competitive advantage in the capital and knowledge market by transmitting valuable signals to the stakeholders. Furthermore, the recognition of a firm’s knowledge endowment by the external stakeholders is very important because it would enable the firm to attract financial resources and high skilled workers for further growth and success in the market. Competitive market signaling is a channel for the managers to exchange information with the competitors. Employment advertisements may also be used as a tool to communicate the company’s intentions, fears or knowledge endowments. Employment advertisement signals are not only meant to reach the competitors, but also to attract future employers. This would be an interesting subject for further studies, to determine whether job advertisements are only used to fill vacancies in the organizations or they are also tools to send out diverse signals by different players in the market. 
To draw on the theory of Ndofor & Levitas (2004) which claims that “superior-endowed firms distinguishing themselves from other competitors”, this paper will examine this notion by studying and comparing the leaders on the market with the low-endowed firms and corporations.
2.1.1 Signals of Superior-endowed Firms
Being the market leader means being in constant struggle with the competitors to maintain the leading position in the market. In order to stay on the top, market leaders must regularly redefine their customer’s needs and priorities, and in order to keep them satisfied they have to offer them an excellent and unique service. This service could be just on an operational excellence level, like the service that Dell, one of the market leaders, provides to its customers. The company has managed to offer the best price by cutting off the distribution channel. Direct sell has enabled them to keep the production costs low, which has reflected directly on the final price of their products. The leaders may also choose for product excellence and provide the consumers with high quality products. In order to do that they need to offer the best product with the best performance while maintain constant innovations. A good example would be the market leader, Adidas. People who buy sneakers from Adidas do not expect to get cheap products or short waiting time for their after sale service. All they care is to get a stylish, high class product with a great performance, and they know that Adidas would fulfill their expectations.  
The last value can be described as customer intimacy, where the attention of the market leaders is focused on the customer’s expectations to cultivate a longstanding customer relationship. They provide the best total solution by focusing on customer’s needs, and win them from the competitors by providing them a better and bigger service (Fortune Magazine). The bottom line is that leaders have to perform extremely well, and they have to be exceptionally good at what they do. If you read any article about the market leaders, or go around and ask about their key to success, you will realize that almost all of them share the same characteristic features such as, determination, ability to take risks, great confidence, and so on. The force behind all of these characteristics is the determination to success, which is also called, ambition. Leaders aim for the top. They want to be the best, stay the best, and own the best. 






And they are not shy to admit what they want. They make it transparent in their financial numbers, but also in their possession: their office block, products or services, and their personal assets.
The first suggestion is: “Leaders will advertise more ambitiously than the followers on the job market”. This will be explained and analyzed in the following sections by examining the form and appearance of the ads, their content, as well as the word choice used in the job advertisements.

2.1.2. Hypothesis

Job advertisements can be seen as instruments for companies to sell their organizations. In this respect, it is the same as selling a product using an ad. Advertisements that are being used to sell products draw attention by using pictorial effects, endorsers or color settings as eye-catchers (Pieter & Wedel, 2004).
This also applies to the traditional method of posting job ads in the newspapers. The advertisements of the market leaders usually stand out among the others because they occupy most of the space on the page. A second method is to use full-color ads instead of the black-and-white prints to draw the attention of the job seekers. By covering a whole page or the main page, and use full-color corporate logo's, leaders demonstrate their sufficient financial resources.
Web-based job postings, however, do not function in the same way. The samples for this study are collected from the online recruiting panels (e.g., www.jobbingmall.nl, www.banen.nl), where the applicants can search for a job online. The job ads displayed on the online recruiting portals are not the same as the printed media. Instead of turning over the pages to look for a job, the job seeker uses the keywords to search for the desired job position. And the search results are usually displayed in hyperlinks of about 20-50 items. The marketing tools used in the traditional job postings cannot distinguish the leaders from the followers, because all the employment ads displayed on the page look the same with similar black-and-white texts, and no differences in the type of the used font or size. As mentioned earlier, market leaders are ambitious businessmen and will always find a way to signal their position through job postings. 
Hence it is logical to assume that they would provide more information about their company, their accomplishments, including colourful information about how they managed to achieve their position on the market, or why their products have a higher quality comparing to their competitors. Moreover, the job requirements will also be more detailed, because they will be looking for talented individuals with great working skills and a broad range of competence. And since they are the leading companies they have the ability to make higher demands and aim for more qualified applicants. In order to distinguish themselves from the followers and demonstrate their dominance, they come up with lengthy and ambitious job advertisements designed with carefully chosen vocabularies, requiring outstanding working skills. Thus, Hypothesis 1 states:

H1a: Job advertisements posted by market leaders will contain more words than job
postings from market followers.
H1b: Market leaders use more ambitious words in their job advertisements than market followers.
H1c: Job advertisements posted by market leaders will have more competence dimensions than job postings from market followers.

2.2 Industrial Artifact

The second part of the research is constructed on the reaction paradigm at industrial level. This paradigm proposes that organizations operating in the same sector will show homogeneity in their identity and job ads, due to certain developments in the sector or the jargon used in the industry. The question is whether organizations in the same sector of industry also show similarity in the characteristics of their employment requirements.
Similar to the first study, the research will start by analyzing the collected raw data. The difference is that this analysis is conducted at industry level. A preliminary investigation did not reveal any clear distinction between the industries; most job requirements seemed to call for the same skills and expertise. In order to give a structure to the content, approximately 200 keywords were collected from the samples and a noticeable classification of five competence dimensions were generated (this procedure will be discussed more detailed in the next chapter). After constructing the dimensions, the next step was to search in the literature for clues and directions.

It was first Moncrief who in 1986 for the first throughout empirical tests confirmed that sales activities differed across the industries. In his study only the industrial salesmen who sold tangible products were examined. Twenty years later he conducted a similar stuty to replicate current sales practices (Moncrief et al. 2006), which created the following six sales position taxonomies: the consultative seller, new business/channel development seller, missionary seller, delivery seller, sales support seller and key accounts seller. An interesting aspect of the study was that excepting the delivery seller, the support or service activity scored the highest rank among the other selling taxonomies, even though the service industry was not part of their data sample. The research indicates that the sales function has gone through a major transformation in the past twenty years from traditional selling to relationship and adaptive selling with a technology driven sales-force automation. The same observations were made in earlier studies (Anderson, 1996). The driving forces behind this transformation are the external environmental power and technological developments. Behavioral, technological and managerial factors as high customer expectation, as well as globalization, SFA (Sales Force Automation) and shift to direct marketing activities (telemarketing, direct mail) have forced the salesmen and sales managers to change the way they carried out their activities and adapt themselves to the new situation. Consequently, companies will have to require a new form of skills and expertise from their salesmen to keep up with these new trends and stay in the game. 
Selling a product or service is not simple. It is actually a complex activity which requires its own particular set of rules depending on whether it is been carried out on the customer, firm or industrial level. Since every customer is unique, the salesman has to adapt himself to each individual’s need and wishes to be successful. In the same way, a firm’s culture or size, and its product’s category can influence the nature and ability of a salesman. Therefore, the second proposition according to Moncrief’s study (2006) would be: “Sales differs across industries”. This idea will be examined by comparing industries selling products to the ones selling services. In addition, a distinction will be made between industries offering high-tech versus low-tech products.

2.2.1. Service Product Distinction

The debate on the definition of service and products (or goods) has a long history; particularly in the service-related marketing field a ground definition was important to break free from the product-related marketing. When it all started, service was merely considered as an activity that could add value to a product. But these days service has developed into an essential part of every business. This growth is also verified in the data. The distribution of the samples (see Appendix A) shows that the service business is the runner up with 13,8%. And it is even been suggested to “place service rather than goods at the center of exchange” (Vargo & Lush, 2004, p.334).

Several definitions have been given to service in the field of Service Research. Most scholars approve the definitions that service can be considered as “activities, deeds or processes and interactions” (Solomon et al., 1985; Zeithalm & Bitner, 2003), as “a process or performance rather than a thing” (Lovelock, 1991) and as ”an activity, or series of activities, of a more or less intangible nature that normally, but not necessarily, take place in the interaction between the customer and service employees and/or physical resources or goods and/or systems of the service provider, which are provided as solutions to customer problems” (Grösroos, 2001).

The IHIP characteristics are another widely used method to make distinction between the tangible and intangible products. The IHIP characteristics stand for: 
-Intangibility – cannot be seen, felt, tasted or touched before purchasing.

-Heterogeneity – lacking standardization due to human involvement.

-Inseparability – simultaneous interaction of production and consumption.

-Perishability – inability to store or be inventoried over time.

Although these characteristics are widely used by many researchers, some of them also

have been disapproved. Heterogeneity, for instance, cannot be applied as a general distinction according to Lovelock (2001) and Vargo & Lusch (2004) because a lot of services, such as, education, medical procedures or airline transportations are standardized when offered. Inseparability also cannot be applied to all types of services because there are services that can be given without the direct involvement of the customer. Some examples are auto mechanic and dry-cleaning. Vargo & Lusch (2004) go so far that they argue that in the case of perishable services, even though these services are intangible, they can still be store in people’s mind as an experience. 
Therefore  they can be inventoried. After viewing the definitions and the characteristics of the services, the process and intangibility aspects were taken as the fundamental criteria to build a hypothesis upon and to classify the data with.

2.2.2 Hypothesis

When buying physical products (toothpaste, video recorder, scarf or a house), customers can see, touch, and often compare the goods at once. The tangibility of the goods dramatically increases the number of search attributes available for consumers to consider, and lowers the perceived risk (Laroche et al., 2004; Zeithaml and Bitner 2000), which makes it easier for the customers to make the purchase a decision. In contrast to the physical products, it is much harder for a service-oriented product to sell itself because of its intangibility. Intangibility has a three-dimensional character: physical, generality, and mental intangibility (Laroche et al., 2001). The physical dimensions, naturally, enables the consumer to evaluate the quality of the service. Generality refers to how specific feature and outcomes in the consumer’s mind can be described, and it can be associated with the evaluation difficulty. The mental dimension of the intangibility is based on experience. When a consume uses a product for the first time, it will be mentally intangible to him, therefore, it is almost impossible for him to make a mental representation of the product in his mind. Because of the intangibility of the service, the salesman needs to be more precise and descriptive in explaining and introducing a product to the potential customer. The information provided by the salesman will decrease generality and mental intangibility of the service (Laroche et al., 2004). To help the customer to create a clear picture and a more precise idea in their mind regarding the type of the given service, the salesmen needs to have great communication skills. Considering the fact that intangible services are more heterogeneous compared to the physical ones, the salesman must have a greater hearing and verbal skills than other service-oriented industries. It is suggested in the following hypothesis:

H2a: Industries selling service will require more competence in the communicative

dimension than industries selling products.
Moreover, selling service is a process of networking, building trust, and transforming buyer’s perception before the salesperson can close the sale successfully (Bonoma, 2006). The visibility of service accumulates during or after purchasing, because that is when the production process starts. Because of this characteristic, the customer cannot compare multiple services simultaneously as in the case of tangible products. The process of comparing services is often takes place prior to acquisition, not during the purchase, and it is often based on the familiarity with the organization (reputation/image) or the quotation (price) (Seth et al., 2006). The process of acquisition is, however, mostly dependent on the salesman’s social and professional competence and less on the reputation or price. Since the salesmen are involved throughout the whole process, they are the most influential factor. The additional value of a service compared to the competitor’s is based on the social skills of the salesman, with the emphasize on relation building. It is, therefore, hypothesized:
H2b: Industries selling service will require more competence in the social dimensions

(personal and interpersonal) than selling products.

2.2.3. High-tech versus Low-tech

The next industries to be compared and examined are the ones producing high and low technologies. High-tech products have been characterized to have longer sales and shorter product life cycle. They are more knowledge intensive with state-of-the-art products, and more complex. The markets they operate in are highly uncertain and volatile (Kalb, 1990; Mohr, 2000). Affectingly the information processing patterns of buyers will be different (Henard & Szymanski, 2001). These characteristics that define high-technology markets have direct effects on the selling approach of the salesmen. Professionals who sell high-tech products and services require a different approach. Because of the complexity of the products and the nature of the customers to whom they are selling, salesmen have to be well-informed and clued-up. Therefore, it is logical to hypothesize that industries selling high-tech products and services will recruit salesmen who are armed with a high degree of business knowledge such as, customer, competitor, and sales knowledge, and, of course, product knowledge.

H2c: High-tech industries will emphasize more on competence in the knowledge dimension than low-tech industries.

3. Research Method
This study started off with a cooperation of two team members, and was later on in the writing process completed individually by each member. The cooperation was primarily in the sample data collection, cleaning the sample data and also partly in creating the dictionary for content analysis. For this reason, in some parts of this chapter, the readers will find procedure descriptions of two members instead of individual work.

3.1 Tool

The methodology used in this research is called, “Content Analysis”. It is a research tool used to determine the presence of certain words or phrases in a wide range of texts, and to measure this reoccurrence of these words or concepts with limited subjectivity. To conduct this analysis words have to be categorized into manageable levels. This could be a single word, or a set of words or phrases. After the categorization process is completed these words can be examined with all kinds of software tools. This method was chosen because the intentions and communication trends of the individuals, groups or institutions can be identified and also differences in communication content can be detected from any piece of writing (Berelson, 1952).

The software that is chosen to run the text analysis is called, “Linguistic Inquiry & Word

Count” (LIWC), a program developed by Pennebaker, Francis & Booth (2001). 
This application is designed to analyze a piece of text or a group of texts by calculating the percentage of words that match with 82 language dimensions and is designed to run a word count simultaneously. These dimensions include positive or negative emotions, cognitive words or social processes. The words that belong to the categories are included in the default dictionary of the software. Another useful feature of the software is inserting new words to the dictionary, or even creating a new category. 
This characteristic offers the opportunity to study other dimensions and also to use the software for other languages beside the default language (English). The collected job advertisements for this research were in Dutch. To answer our hypothesis it is necessary to add new dimensions to the research, including a self-made dictionary. 
The website of LIWC was chosen and studied as a sample to understand how the developers created the default dictionary and which steps they took to select the words that defined the categories. Similar method was chosen to create a new dictionary in Dutch. The process was built in the following steps.

First, a team member collected a set of basic words from the samples that fit the category. Then, both team members decided which words were suitable to be included and which did not. Finally, Van Dale thesaurus dictionary and a couple of online Dutch thesaurus dictionaries were used to create the final list of words. As the result more than 300 words were built up. The next step was to prepare the job advertisements for the analysis. In order to do so the guideline in the user manual was used and the job advertisements which were copied from the websites were saved as text files. Every collected file was cleaned from unnecessary text on the websites such as, the banners and links. In order to test hypothesis 1a as accurately and objectively as possible, the final version of the file was only consisted the vital information of the recruiting company. Using job advertisements as the source of text analysis had the advantage that they were natural products. In other words, the producers of the texts were not aware that they were part of an experiment, since they were indiscriminately chosen from the Internet. However, this does not mean that the collected information in the text is more credible than the sources of other experiments. The important issue is that these texts do represent organizational processes or policies. They also present themselves to their targeted audience instead of the researchers.
3.2 Sample Choice

One thousand advertisements were collected as samples from several Internet employment sites for this analysis. The only criteria was that the advertisements had to be about the inbound positions. Marketing positions and call centre jobs were left out from the sample collection. The main reason to exclude these job positions was to make the data set as representative, and, at the same times, as convincing as possible. Inbound and call centre positions were left out, because these positions did not require direct face-to-face contact with the customers, and therefore, the required competences would be too diverse. Only the advertisements which were related to personal selling and face-to-face contact were taken as samples.

3.3 Classification in Market Position

In order to test the first study, classifications were made in the market position in terms of follower, leader or indefinable. To make sure that the classification was correct, in several cases, a contact with the employer or competitors in the same sector was necessary. The form of contact was mainly by direct phone call or by e-mailing. There were a lot of advertisements with undefined market position, because, first, there were incomplete information in the advertisements to identify the advertising company, and second, the recruiting companies could not reveal more information regarding the ads because the information was confidential. Also it must be mentioned that some recruiting companies did not cooperate when they were contacted with a request for information.

3.4 Classification in Sectors of Industry

For the second study, the data was classified in 16 sectors (see Appendix A for

sample distribution); e.g., service business, automation & IT, and pharmaceutical &

medical industry. This is according to the classification made on most Internet job sites. The provided references in the advertisements were used to determine which sector(s) the company belongs to. On several occasions the company website was checked to retrieve more information regarding the company activities and its profile.

3.5 Dimensions in Competencies

In addition, five dimensions were created to conduct the analysis and test the

hypothesis with the LIWC-software. Using the raw data, most frequent occurring words have been derived to generate the dimensions. It was assumed that certain skills or abilities could adequately be represented by the dimensions. All the 1000 ads were scanned for keywords of requisite competencies required by the hiring companies. A total of five dimensions were made out of all the keywords.

The conceptualization of the five dimensions is based on the framework of customer-salesman communication style suggested by William and Spiro (1985). According to their framework the communication style in a customer-salesman dyad can be categorized according to the extent to which they are self, task, or interaction-oriented. 
Whereas William and Spiro focused on communication styles, it is suggested in this paper that competences of the salesmen can also be profiled according to those orientations. Drawing on their framework is theoretically consistent because both are dyadic processes between the salesmen and customers. Three of the dimensions are closely related to the framework of Spiro and Williams (1985). Spiro and Williams had self-oriented, interaction-oriented and task-oriented styles. In this paper they are called, “social-personal”, “social-interpersonal:  and “task-related”. Furthermore, it was necessary to add two extra dimensions to categorize the all keywords. The two extra added dimensions based on the remaining keywords were communicative-based and knowledge-based. For both social dimensions the relational approach to the seller-buyer interaction plays a central role. The difference is that the social-personal dimension is self-oriented and includes characteristics and personal attributes sales professionals must possess for interaction. The social-interpersonal dimension targets the interaction aspects. The competences and social skills needed for networking and maintaining a long-term relationship with the customer are included. In this dimension the seller does not only engage with selling purposes but also with non-selling purposes for establishing a relationship with the customer (Keillor et al., 2000). The task-related dimension is highly goal-oriented, and all attributes that are related with realizing the goal can be placed in this dimension. The communicative based dimension considers all forms of communication. With the communication techniques they can translate the message, inform or convince the buyer.

Salesmen have to practice adaptiveness to their selling tasks. It includes perceptual

skills of the salesman when asking questions, listening, and detecting cues to adjust their selling activities in the interaction (Keillor et al., 2000). The final dimension is knowledge based. Knowledge is a fluid mix of framed experiences, values, contextual information, and expert insight that provides a framework for evaluating and incorporating new experiences and information (Davenport & Prusak, 2000). Also the degree in education and experiences gained from previous jobs are taken in account. Employee’s knowledge about the buyer, the product and their understanding of their goal and their needs can prove value to the customer and the organization. See Table 1 for keywords that are taken as example for the five dimensions:

	Dimension:
	 
	Keywords:

	Social-Personal
	
	ambitious, helpful, creative, etc.

	Social-Interpersonal
	
	discussion, meeting, seminar, etc.

	Task-Related
	
	enterprising, functional, customizable, etc.

	Communicative-Based
	
	leading, informal, formal, etc.

	Knowledge-Based
	 
	acquaintance, insights, expercience, etc.


Table 1
3.6 Dimension in Ambitiousness

Ambition is added as a dimension for Hypothesis H1b. From the literature, the raw sample data and word associations with the term “ambition” from peer-students were used to build the dictionary. From the list of words collected, a selection of 41 words was made for the final list. See Table 2 for examples:
	Dimension:
	 
	Examples:

	Ambitious words
	
	career, extraordinarily, driven, compulsive,

	 
	 
	Challenging, determined, talented, etc.


Table 2

4. Results

4.1 Study 1

The first study indicated that leaders will advertise more ambitiously than followers. This is tested with three hypotheses. For H1a the total number of words used (word count of LIWC) in the advertisements were compared. An independent-samples t-test (see Table 3) was conducted to compare the number of words used in job advertisements by market leaders and followers. The outcome showed significant difference in scores for leaders (M=434, SD=144) and followers (M=359, SD=147, t(465)=4.641, P<0.001), with a mean difference of 75 words. Hereby H1a is confirmed. 
The second hypothesis focused more on the content of the advertisements, and the H1b revealed that not only do leaders have longer advertisements, but also the content of the words they used are more ambitious. An independent-samples t-test was conducted to compare the percentage ambitious words used in job advertisements placed by market leaders and followers. As demonstrated in Table 3, the scores for leaders (M=1.10, SD=0.67) and followers (M=0.73, SD=0.56, t(465)=5.639, P<0.001) are significant, which it also confirmed the H1b. 
The final hypothesis H1c examined the dominance of market leaders in terms of the number of competence dimensions. The result was not significant. It appeared that market leaders had a lower mean (M=4.35, SD=1.44) than market followers (M=4.67, SD=1.65, t(465)=-1.769, P>0.05). For the first study the total number of samples were (N=467). All the thousand job advertisements were fit to use in this study, because 533 advertisers failed to reveal their identities, and consequently, it was not possible to determine their market position.
	 
	Leader
	Follower

	Dimensions
	M (SD)
	M (SD)

	Word Count
	434 (144)*
	359 (147)*

	Ambitious Words
	1.10 (0,67)*
	0.73 (0,56)*

	Dimensions Total
	4.35 (1.44)
	4.67 (1.65)

	Note: * = p < 0.001
	
	


Table 3
4.2 Study 2

The aim of the second proposition is to find differences between industries, focusing on the prerequisite competences dimensions. H2a and H2b made a comparison between the service  and product industries. The service industry was composed of producer services (insurances, financial & business services), distributive services (transport & logistics), personal services (tourism, hotels and catering) and social service (government, recruitment). This classification has been used by many researchers seeking to chart the development of services in the national and international economies (Singelmann, 1979). The product industry consisted of businesses in the field of real estate, retail, manufacturers and medical devices. With a population of N=676 in total of both businesses. H2a was not confirmed. The communicative dimension was higher for service industries, but rather insignificant at 95% level t(674)=1,742, p=0.082). 
H2b was also not confirmed. The product industry had a higher mean for social-personal dimension t(669,56)= -1.896, p=0.058), and the social-interpersonal dimension did not indicate a major difference. Both were insignificant at 95% level. Remarkably, the task-related dimension had a significant higher score for service industries (M=1.30, D=0.77) and product industries (M=1.10, SD=0.78, t(674)=3.463, p<0.001).

In addition, the high-tech product industry (automation & IT, high-technological industries, pharmaceutical and medical industries) was compared to the low-tech product industry (retail, real-estate, and telecommunication). Telecommunication was put in the list of the low-tech product industries because although the R&D may be considered as high-tech, but the knowledge to sell a mobile device to the average customer is not, which is similar to a retail store selling electronic products. The total population for this hypothesis was N=479.

H2c was also insignificant at 95% level. The score of words percentage in the knowledge

dimension was higher for high-tech product industry (M=1.81, SD=0.94) than low-tech

product industry (M=1.65, SD=0.96, t(477)=1.850, p=0.065). This industry differs significantly in the social dimension. The social-personal dimension was higher for low-tech product industries whereas the social-interpersonal dimension was higher in high-tech product industries. See the results of the independent-sample t-test of above mentioned hypothesis in Table 4:
	 
	Service
	Product
	High-Tech
	Low-Tech

	Dimensions
	M (SD)
	M (SD)
	M (SD)
	M (SD)

	Social-Personal
	1.16 (0.74)**
	1.28 (0.95)**
	1.15 (0.75)*
	1.32 (1.02)*

	Social-Interpersonal
	0.60 (0.60)
	0.61 (0.67)
	0.68 (0.58)*
	0.53 (0.62)*

	Task-Related
	1.30 (0,77)*
	1.30 (0,77)*
	1.10 (0.81)
	1.09 (0.80)

	Communicative-Based
	0.26 (0.32)**
	0.22 (0.31)**
	0.25 (0.33)
	0.25 (0.33)

	Knowledge-Based
	1.64 (0.83)
	1.63 (0.89)
	1.81 (0.94)**
	1.65 (0.96)**

	Note: * = p < 0.01, ** = p < 0.10
	
	
	


Table 4

5. Discussion

The findings of the current two studies will be discussed successively in this chapter. The first study was at organizational level, proposing the power and image paradigm of the market leaders. It was hypothesized that the market leaders will signal their position to stakeholders in terms of ambition and determination. The result of the investigation supported the prediction that leaders do reveal their ambition by the size of their ads. In other words job applicants are able to sense the market position of the advertiser without having read about the company’s identity or the content of their advertisement. Although the result suggests that leaders do use the text surface size as a strategic tool to send signals to job applicants or competitors, additional study is needed to make it clear whether the readers, or job applicants, have responded to the text surface size, at least, as it was intended. The second hypothesis is also confirmed. It had suggested that market leaders use significantly more ambitious words in their advertisements than their competitors. This hypothesis was based on the theory (Ndofor & Levitas, 2004) that superior-endowed firms use signaling as strategic weapon to attract qualified workers. The use of ambitious words can be regarded as a way of signaling to the candidates that only high quality employees satisfy the appropriate conditions to work for their company. At the same time, the use of ambitious words can be a way of communicating their superiority to the competitors. The third hypothesis was not confirmed. The results show that followers use more competence dimensions in their advertisements than leaders. The leaders were predicted to have a longer “wish list”, because their superiority enabled them to have higher demands. But the outcome of the research proved to be the opposite of what had been expected, though not significant. A possible explanation for the unexpected result could be that the quantity of competence dimensions was not the right element to measure their competence dimensions. Understandably market followers also want their salesmen to possess all competence dimensions to perform successfully. However, more study need to be conducted in the level of competences. It should also be taken into the account that leaders do not exceed in quantity, but in quality. For instance, both recruiting companies require listening skills, These words should also be scanned by a software, but first a software must be developed to scan the adjectives that follow the word, “listening”, or in the words that can be combined with “listening”.  
For this reason it is difficult to determine the quality. If the word “listening” is taken as an example, then it will be counted as a communicative dimension by the software. Therefore, both companies are equal in quantity. If the market leader decides to choose “effective listening skill” as a skill requirement, and the follower comes up with the plain “listening skills”, then the quality required by the leader would be higher. However, right now there is no software available to scan the level in competence. When the results of the H1a and H1c are combined, one can assume that the number of words that the leaders use are not in the position requirements, but in the introduction of the company profile and the employment conditions. If that is the case, then one may conclude that recruiting companies emphasize more on the company information such as, acknowledgements, products, facilities or culture than the job qualifications. This is an interesting assumption which needs to be studied, because if the average of 75 extra words are put to use in company introduction

by leaders, then it would mean that job advertisements are not so much used as recruiting tools but as advertising or signaling tools to carry organizational

massages or projecting organizational image to the readers. This paper studied the

signaling behavior of the leaders in terms of ambitiousness. It opened the door for further research to study other types of signaling behavior of the companies. 
The second study explored two industries to examine the differences across industries, but none of the hypotheses were convincing enough to be confirmed. It can be concluded that, with regard to selling competences, the industries did not reveal the predicted discrepancies. On the other hand, the outcome indicated that the service industries require more task-related competences than the product industry. No explanation was found in the literature. But the high goal-oriented nature of the service industry can be related to the solution based projects that most service industries work with. Furthermore, the high-tech industries emphasize more on the networking, while the low-tech industries require more personal quality. Although some of the results were significant, other than the ones that were proposed, they are not to be discussed or addressed in this paper, because they require more investigations.

6. Limitations and Suggestions

This research paper is subject to several shortcomings that limit the interpretations. The advantage of content analysis software is that content can be analyzed in a very short time and without human error. It must be mentioned that although LIWC is a powerful tool to analyze word frequencies and has a high accuracy of capturing 81% of all the words, it has its own flaws and limitations, which can have a negative effect on the outcome. This research met two major limitations concerning the research tool: First, the lack of semantic understanding of the software program. The LIWC is developed to capture single words, and is not designed to provide meaning of the sentences or phrases. Second, the language barrier. The program is developed for English texts, but this research was conducted in Dutch, therefore, the capacity of the dictionary to capture 81% did not apply in this case. Consequently, custom made dictionaries were used to analyze the Dutch texts. As discussed in the previous chapter, although signaling behavior is confirmed and supported, future study can provide more insight about the stakeholders’ view to find out how the signals are interpreted by the readers, or whether they reach the stakeholder as intended. Moreover, it would provide some answers to whether there is evidence to support the idea that job advertisement function more as signaling tools than recruiting tools. If this assumption can be supported empirically, it would provide some answers to the question that why job advertisements are ineffective recruitment tools as several studies suggest (Williams et al., 1993; Zottoli & Wanous, 2000). 
This was the first study in this area. For this reason it was chosen to capture more general trends, which could serve as indications for future investigations. Initially, it was intended to include a wide range of industries without setting too many limitations, and include all the sales functions in the sample. Further research could be conducted in the areas, such as specific sales functions (e.g., sales managers or sales clerk), and other industries or trends in SFA. Hopefully this study would trigger scholars to analyze other aspects of this field and investigate the subject of job advertisements to throw light on its specific characteristics and features. 
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APPENDIX
Appendix A: 
	Industries
	Quantity
	Cum
	%

	Automatisering, IT
	142
	142
	14,20%

	Beveiliging, Defensie, Politie
	4
	146
	0,40%

	Bouw, Installatie, Vastgoed
	32
	178
	3,20%

	Detailhandel, Groothandel
	182
	360
	18,20%

	Financiële dienstverlening
	52
	412
	5,20%

	Horeca, Toerisme, Recreatie
	26
	438
	2,60%

	Industrie, Productie
	118
	556
	11,80%

	Marketing, PR, Reclame, Media
	82
	638
	8,20%

	Overheid, Non-profit
	5
	643
	0,50%

	Techniek
	60
	703
	6,00%

	Telecommunicatie
	36
	739
	3,60%

	Transport, Logistiek
	30
	769
	3,00%

	Uitzend, Werving & Selectie
	52
	821
	5,20%

	Verzekeringen, Assurantiën
	16
	837
	1,60%

	Zakelijke dienstverlening
	132
	969
	13,20%

	Zorg, Medisch, Welzijn
	31
	1000
	3,10%
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Appendix B:
	Market Position:
	Quantity
	Cum
	%

	Leader
	359
	359
	35,90%

	Follower
	108
	467
	10,80%

	Not Specified
	533
	1000
	53,30%
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