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The current study examined job seekers’ responses to organizations including

employee testimonials on their recruitment websites. Using a persuasive communication

framework, I tested how the message source (i.e., race of individual giving employee

testimonial), the medium used for message communication (i.e., video with audio or

picture with text), and job seeker characteristics (i.e., job seeker race) affected important

job seeker reactions. Study participants (756 upper-level, undergraduate students; 55%
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White and 45% Black) were randomly directed to the recruitment website (manipulated
according to a 4 x 2 experimental design) of a hypothetical organization.

Results indicated that the inclusion of employee testimonials on recruitment
websites influenced job seekers’ organizational personality attributions, credibility
perceptions concerning the information on the recruitment website, and attraction to
organizations. More specifically, Black job seekers responded more favorably to
organizations as the proportion of minorities giving testimonials increased. White job
seekers’ reactions, on the other hand, responded less favorably when viewing the
primarily Black employee testimonial condition as compared to the all White, primarily
White, and balanced manipulations.

The medium used to communicate employee testimonials was also found to
influence job seekers’ reactions. Organizations communicating employee testimonials
via video with audio were rated higher in terms of innovativeness, style, credibility, and
general attractiveness as compared to organizations including picture with text
testimonials or no employee testimonials on recruitment websites. Study results also
indicated that moderators mediators should be considered when evaluating the influence
of racial composition of employee testimonials on job seekers’ general attraction toward
organizations. Finally, results suggested that communication media may reduce the
effect of congruence between job seekers’ race and racial composition of employee
testimonials on perceptions of general attractiveness. Job seekers appear to be less
influenced by the racial composition of employee testimonials when video with audio is
used as the communication medium versus picture with text. Implications of these
findings on organizational recruitment practices are discussed.
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CHAPTER 1
LITERATURE REVIEW AND RESEARCH HYPOTHESES

Barnard (1938) argued that individuals are attracted to and remain with
organizations out of choice. Almost 70 years later, human resource (HR) practitioners
face the same challenges of attracting high quality applicants away from competitors.
This task is becoming even more difficult in the 21* century considering the current,
relatively low unemployment rate and a lack of qualified applicants (Judy, 1999).
Recognizing these challenges, organizations have devoted more resources to HR
departments in an attempt to attract and retain desired employees (Leonard, 1999). More
specifically, it has been estimated that 31% of HR budgets are used to address applicant
attraction and employee retention concerns (Leonard, 1999).

One strategy often used by organizations to influence job seekers’ organizational
attractiveness perceptions is communicating important information via recruitment
websites (Cober, Brown, Blumental, Doverspike, & Levy, 2000; Harrington, 2002;
McConnel, 2002). These websites are often the first contact job seekers have with
potential employees (Carlson, Connerley, & Mecham, 2002) and thus may serve as the
primary source of organizational information to job seekers (Cober, Brown, Levy,
Keeping, & Cober, 2003). An advantage of using the Internet for recruitment purposes is
that organizations can communicate a greater amount of information versus traditional

recruitment practices such as brochures or newspaper advertisements. As suggested by



Ehrhart and Ziegert (2005), the Internet allows organizations to communicate
“richer” information to job seekers. In this context, richer information allows message
receivers to better understand the information communicated by message senders (Daft &
Lengel, 1984). Further, richer media have been shown to be more effective in
communicating information than “leaner” media (Daft, Lengel, & Trevino, 1987).

One website characteristic that has the potential to provide a “rich”
communication medium and influence job seekers’ organizational impressions is
employee testimonials on recruitment websites. Employee testimonials allow job seekers
to gather job and organizational information from the perspective of current employees.
However, no research to my knowledge has investigated the influence of testimonials on
job seekers’ organizational perceptions. This appears to be an important omission
considering that the employees chosen to give testimonials (Avery, 2003; Avery,
Hernandez, & Hebl, 2004) and the media used to communicate employee testimonials
(e.g., video with audio or picture with text) may influence the amount of information
transmitted (e.g., Daft & Lengel, 1986) as well as job seekers’ organizational perceptions
(e.g., Allen, Van Scotter, & Otondo, 2004).

Purpose of Present Research

The purpose of this dissertation is threefold. Considering the importance of
employment image to job seekers (Cable & Yu, 2006; Lievens & Highhouse, 2003;
Slaughter, Zickar, Highhouse, & Mohr, 2004), the first goal of this study is to investigate
the influence of employee testimonials on inferences made about organizations.
Beginning with Gilmore (1919), researchers have acknowledged that consumers attribute

human personality traits to products. The congruence between brand personality
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perceptions and perceptions of self has been shown to explain brand preference
(Malhotra, 1981; Sirgy, 1982). Research has also shown that consumers use these trait
inferences to differentiate between brands (Pendergrast, 1993), and that these attitudes
are relatively enduring. Aaker (1997) explicitly tested the brand personality construct in
a consumer context and concluded that it generally consisted of five main dimensions:
sincerity, excitement, competence, sophistication, and ruggedness. As depicted in Figure
1, each of these dimensions is associated with specific traits. For example, the sincerity
factor is composed of traits such as down-to-earth, honest, and wholesome. Further, the
excitement factor is composed of traits such as daring, spirited, and imaginative.
Interestingly, Aaker, Benet-Martinez, and Garolera (2001) noted that these five brand
personality dimensions are somewhat similar to the widely used Big-5 theory of human
personality. More specifically, they suggested that the sincerity factor is closely related
to agreeableness, the excitement factor is closely related to extraversion, and the
competence factor is closely related to conscientiousness. However, no obvious
connection can be made for the last two dimensions of brand personality: sophistication
and ruggedness (Aaker et al., 2001).

Recent studies have extended the concept of brand personality to recruitment and
suggested that it is important to investigate the organizational trait inferences made by
job seekers (Lievens & Highhouse, 2003; Slaughter et al., 2004). Timmerman (1996)
and Slaughter, Zickar, Highhouse, Mohr, Steinbrenner, and O’Connor (2001) noted that
job seekers typically described organizations in terms of “personality-like” traits.
Organizations perceived to be similar to their own personality were viewed as more
attractive (e.g., Tom, 1971). Lievens and Highhouse (2003) built on these findings and

3



Figure 1. The Brand Personality Framework

Brand Personality

Sincerity ‘ [ Excitement ‘ I Competence | | Sophistication I | Ruggedness
*Down-to-earth *Daring *Reliable *Upper class *Outdoorsy
*Honest *Spirited sIntelligent *Charming *Tough
*Wholesome *Imaginative *Successful
*Cheerful «Up-to-date

Note. From “Dimensions of Brand Personality,” by J.L.. Aaker, 1997, Journal of

Marketing Research, 34, p. 352.




concluded that symbolic organizational attributes accounted for unique variance in
attraction above and beyond applicants’ perceptions about organizational characteristics.
Similar to the conclusions drawn from the marketing literature, Lievens and Highhouse
stressed that it is important for organizations to understand trait inferences because they
are often used by job seekers to distinguish organizations from one another.

Slaughter et al. (2004) also investigated the concept of organizational personality
and developed a psychometrically sound scale to assess this construct. Their efforts
suggested that five broad factors consisting of boy-scout, innovativeness, dominance,
thrift, and style explained individuals’ organizational personality trait perceptions (see
Figure 2). More specifically, the boy-scout dimension included traits such as friendly
and family-oriented, the innovativeness dimension included traits such as creative and
exciting, the dominance factor included traits such as successful and popular, the thrift
factor included traits such as simple (i.e., low budget) and deprived, and the style
dimension included traits such as stylish and fashionable. Slaughter et al. noted that it
was important to study personality trait inferences made about organizations because they
have the potential to influence job seekers’ perceptions about the organization as a place
to work. Further, organizations’ personality trait inferences “may have the unintended
effect of making the organization more or less attractive to potential applicants” (p. 87).

A second objective of this dissertation is to investigate the effect of employee
testimonials on job seekers’ perceptions of credibility concerning the information
provided on recruitment websites. Employee testimonials are a unique source of
information to job seekers, and information sources have been shown to influence

important workplace behaviors such as turnover and performance (see Zottoli & Wanous,
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Figure 2. Organization Personality Structure

Organization Personality

Boy Scout l ‘ Innovativeness | | Dominance ‘ [ Thrift ‘ [ Style
*Friendly sInteresting *Successful *Low Budget *Fashionable
+Attentive to People *Exciting *Popular *Deprived *Trendy
*Cooperative *Creative *Dominant
*Family-oriented *Unique

Note. Adapted from “Personality Trait Inferences About Organizations: Development of
a Measure and Assessment of Construct Validity” by J.E. Slaughter, M.J. Zickar, S.
Highhouse, and D.C Mohr, 2004, Journal of Applied Psychology, 89, 85-103.




2000 for a review). Ullman (1966) was one of the first researchers to examine
recruitment information sources. His research findings suggested that informal sources
(e.g., employee referrals) resulted in lower turnover than formal sources (e.g., newspaper
advertisements). Ullman concluded that his findings were a result of informal sources
providing better quality information and because those referring potential employees
were in a better position to assess job seeker potential for success and organizational fit.
Saks (1994) further tested these propositions and found that informal sources of job
information resulted in (a) more accurate and complete information, (b) higher met
expectations, and (c) better ability to cope with jobs. Additionally, Zottoli and Wanous
(2000) concluded that employees recruited via informal sources had lower turnover and
higher performance than those recruited from formal sources.

A theoretical explanation that has been offered to explain recruitment source
effects is the realistic information hypothesis. By relating recruitment source effects to
research concerning realistic job previews (RJPs), Zottoli and Wanous (2000) concluded
that the realism hypothesis was useful in determining recruitment source effects. The
realistic information hypothesis suggests that certain information sources provide more
accurate information to job seekers (Rynes, 1991). For example, Breaugh (1992)
proposed that job seekers having been referred by current employees have more realistic
information about what it is like to work in the organization. Others have argued job
seekers gathering information from sources such as newspaper advertisements or
placement services will lack the necessary information to make an informed job choice

decision (Williams, Labig, & Stone, 1993).



As previously mentioned, employee testimonials are a unique source of job and
organizational information because it is difficult to classify them as either formal or
informal. Employee testimonials may be considered formal sources of information
because organizations exercise much discretion over the testimonials presented to job
seekers via recruitment websites. On the other hand, employee testimonials may also be
considered informal because job seekers gather information from the perspective of
current employees. Considering that employee testimonials do not necessarily fit into the
formal or informal information source categories, it is important to investigate how job
seekers use the information provided in employee testimonials. In this research, I have
attempted to provide insight into the usefulness of employee testimonials by investigating
how the inclusion of employee testimonials influences job seekers’ perceptions of
credibility concerning the information provided on recruitment websites.

A final objective of this study is to investigate what, if any, effects employee
testimonials included on recruitment websites have on job seekers’ perceptions of
organizational attractiveness. Researchers have long recognized the need to understand
job seekers’ initial organizational attractiveness perceptions (Barber & Roehling, 1993;
Rynes & Barber, 1990; Turban & Greening, 1997). For example, Barber (1998)
suggested that the first phase of recruitment is the most important stage of recruitment
because it is the time when job seekers form initial attractiveness perceptions. During
this initial phase, job seekers gather information from a variety of organizations and have
limited contact with organizational representatives. Therefore, the information presented
in available recruitment material (i.e., recruitment websites) is used by job seekers as they

decide to apply for open positions or seek employment elsewhere.
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It is important for organizations to be viewed as attractive during this first stage so
that job seekers are exposed to later recruitment efforts (Barber & Roehling, 1993;
Rynes, 1991; Rynes & Barber, 1990). Empirical research has confirmed the importance
of the first phase of recruitment and concluded that organizational impressions are
unlikely to change during the recruitment process (Lawler, Kuleck, Rhode, & Sorensen,
1975; Powell & Goulet, 1996). Additionally, initial organizational attractiveness
perceptions have been related to final job acceptance intentions (Cable & Judge, 1996;
Judge & Cable, 1997; Powell, 1991; Powell & Goulet, 1996). Considering these
relationships, researchers have attempted to identify strategies organizations can
incorporate in recruitment practices to positively influence job seekers’ attraction during
the early stages of recruitment (Barber, 1998; Cable & Graham, 2000; Cable & Turban,
2001; Collins & Stevens, 2002; Lievens & Highhouse, 2003; Turban, 2001). Despite
these attempts, reviews of recruitment research have noted a lack of research addressing
the first phase of recruitment (Anderson, 2001; Barber, 1998; Breaugh & Starke, 2000;
Highhouse & Hoffman, 2001; Rynes, 1991). Understanding how job seekers respond to
the information presented to them via recruitment websites (i.e., through employee
testimonials) should provide important insights into the first phase of recruitment.

Investigating the influence of employee testimonials on job seekers’
organizational attractiveness perceptions is also important because organizations have the
ability to design such features to attract desired job seekers. In the past, recruitment was
mainly focused on generating a large number of applications (Wanous, 1992). However,
the substantial costs associated with evaluating these applications (Leonard, 1999) have

caused organizations to be more concerned with the attributes of job seekers attracted
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during recruitment efforts (e.g., Slaughter, Stanton, Mohr, & Schoel, 2005; Taylor &
Collins, 2000; Turban & Cable, 2003). Rynes and Barber (1990) have noted, “...there
are both conceptual and empirical reasons for believing that most vacancies are
eventually filled with someone.... The most interesting questions often involve not the
numbers, but the characteristics, of those attracted” (p. 290).

Of particular interest to this study is the use of employee testimonials to attract
minority job seekers. The increased emphasis on diversity in the workforce (Ely &
Thomas, 2001; Richard, 2000; Rynes & Barber, 1990) has caused many organizations to
target ethnic minorities in recruitment efforts (Thaler-Carter, 2001). Between 1990 and
2000, ethnic minority representation in the workplace increased from 18% to 27%
(Fullerton & Toosi, 2001). Additionally, the movement toward a more diverse workforce
has the potential to positively influence organizational outcomes (Ely & Thomas, 2001;
Richard, 2000; Richard, Barnett, Dwyer, & Chadwick, 2004). This trend does not appear
to be slowing as one in every two organizations has indicated that they are planning to
increase minority recruitment efforts (Thaler-Carter, 2001).

Avery and McKay (2006) suggested that organizations take an impression
management approach to attract ethnic minorities as potential employees. Among other
things, they suggest that such tactics may involve appealing to minority job seekers by
using minority recruiters or advertisements showing diversity (i.e., including minorities
in employee testimonials). Therefore, it seems likely that organizations’ use of employee
testimonials will influence their ability to attract minority job seekers. Additionally,

research incorporating the similarity-attraction paradigm (e.g., Goldberg, 2003) and
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social identity theory (e.g., Avery, 2003) suggest that employee testimonials may be
tailored to attract ethnic minorities (e.g., Gatewood, Gowan, & Lautenschlager, 1993).

The remainder of this dissertation will be divided into five main sections. The
first section introduces theory and research concerning persuasive communication.
Persuasive communication research is pertinent to this study because organizations are in
essence attempting to persuade job seekers to join their organization. Next, [ briefly
discuss current theories of job choice decisions in an attempt to shed light on the
variables HR managers should consider when designing recruitment activities. Third, I
investigate inferences made by job seekers about organizations based on (a) the racial
characteristics of organizational representatives (i.e., message source), (b) the content of
employee testimonials, and (c) the media used to communicate employee testimonials. A
fourth section provides insight into job seekers’ perceptions of employee testimonial
credibility. Lastly, the fifth section investigates how the use of employee testimonials
influences job seekers’ organizational attractiveness perceptions. Collectively, this study
attempts to address an important deficiency in the recruitment literature by investigating
how job seekers respond to organizations’ use of employee testimonials on recruitment
websites.
Theory of Persuasion

Considering that calls have been made for recruitment research to incorporate
marketing theory to explain job seekers’ reactions (Cable & Turban, 2001; Lievens &
Highhouse, 2003; Maurer, Howe, & Lee, 1992), the overarching theoretical framework
for this study is drawn from (a) the persuasive communication literature (e.g., Hovland,

Janis, & Kelly, 1953) and (b) recent conceptualizations of the recruitment process (e.g.,
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Barber, 1998; Breaugh & Starke, 2000; Rynes, 1991). Beginning in the 1950’s, Hovland
and his colleagues investigated the persuasion process by attempting to answer the
question, “Who said what to whom and with what effect?” (Hovland et al., 1953). This
approach led to the development of the Yale Persuasive Communication model (YPC)
which posits that the persuasion process is influenced by four categories of factors: (a)
the source of the message, (b) message content, (c) the medium used for message
communication, and (d) audience characteristics (see Figure 3). Each of these categories
has a direct influence on the formation of message receivers’ attitudes. More recent
persuasive communication models have identified similar factors and concluded that
persuasion is influenced by a sender, a receiver, the message content, and the
communication medium (Jackson, 1992).

Similar models have been incorporated in the recruitment literature to explain job
seekers’ reactions to recruitment activities (Barber, 1998; Breaugh, 1992; Breaugh &
Starke, 2000; Rynes, 1991). For example, Barber (1998) posited that recruitment efforts
are influenced by five key dimensions: (a) actors, (b) activities, (c¢) outcomes, (d) context,
and (e) recruitment phases. The actors and activities dimensions include variables that
closely resemble those of the YPC model. More specifically, Barber characterizes actors
as both the individual/job seeker and the organizational agents. The activities dimension
includes variables such as the message content and choice of delivery medium. Breaugh
and Starke (2000) took a slightly different approach and defined recruitment as consisting
of five processes: (a) recruitment objectives, (b) strategy development, (c) recruitment
activities, (d) intervening/process variables, and (e) recruitment results. During the

strategy development stage, organizations must answer questions dealing with whom to
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Figure 3. The Yale Persuasive Communication Model (YPC)

Attention
Message Content Comprehension
Source of Message
’ L J
] - Acceptance
Medium Used (Channel)
Audience Characteristics Dstetitiisi
Action
Categories of Factors The Persuasion
Affecting Persuasion Process

Note. From “The Realistic Job Preview as a Persuasive Communication” by P. Popovich
and J.P. Wanous, 1982, Academy of Management Review, 7, 570-578.
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recruit, the recruitment sources to use, what message to communicate, and how to
communicate the message. Again, these questions closely resemble those addressed in
the YPC model.

Because recruitment is often viewed as a persuasive process (Barber, 1998), the
aforementioned models suggest that reactions to recruitment efforts are influenced by
factors such as demographic characteristics of job seekers (i.e., audience characteristics)
and organizational representatives (i.e., source of message) and communication media.
The very nature of employee testimonials allows organizations to manipulate many of
these variables (e.g., organizational representative race and communication media) in an
attempt to influence job seekers’ reactions. Doing so may influence (a) trait inferences
about organizations, (b) job seekers’ perceptions about employee testimonial credibility,
and (c) job seekers’ attraction to organizations including employee testimonials on
recruitment websites.

Theories of Job Choice

Many theories have been used to explain job seekers’ initial organizational
perceptions, with signal theory (Spence, 1974) being the most widely cited. An
underlying assumption of applying signal theory to recruitment is that job seekers lack
complete information when making job choice decisions (Rynes, 1991). As such,
environmental cues gathered during the recruitment process serve as signals of unknown
job and organizational characteristics. For example, recruiter friendliness has been
related to positive perceptions about the organization’s environment (Rynes, 1991; Rynes
& Miller, 1983; Turban, Forret, & Hendrickson, 1998). Similarly, cues such as
organizational policies (Aiman-Smith, Bauer, & Cable, 2001; Lievens, Decaesteker,
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Coetsier, & Geirnaert, 2001) and recruitment activities (Turban, 2001; Turban, Campion,
& Eyring, 1995) have also been shown to influence perceptions about organizational
characteristics.

Image theory (Beach, 1990) posits that the organization information presented to
job seekers in recruitment material influences attractiveness perceptions. According to
this theory, decisions are made after considering a variety of alternatives, weighing
relevant information, and discarding irrelevant information (Stevens, 1998). Ultimately,
decisions are made based on an assessment of the extent to which alternatives will fit the
image of what is desired (Stevens, 1998). With regard to attractiveness perceptions and
recruitment, image theory suggests that job seekers will be more attracted to
organizations that exhibit perceived characteristics leading to the attainment of personal
goals (e.g., promotional opportunities, salary increases).

Vroom’s (1964) expectancy theory predicts similar relationships between job
seekers’ perceptions that the organizations will allow for goal attainment and
organizational attractiveness (e.g., Connolly & Vines, 1977; Greenhaus, Sugalski, &
Crispin, 1978; Vroom, 1966). Specifically, individuals perceiving organizations to be
instrumental in the achievement of specific goals (e.g., promotional opportunities or
salary) will be viewed as most attractive. Stated another way, individuals will be most
attracted to organizations that are perceived to provide a favorable environment for the
attainment of career goals.

More recent attempts to explain job seekers’ reactions to recruitment activities
incorporate Schneider’s (1987) attraction-selection-attrition (ASA) model and the recent
conceptualization of person-organization (P-O) fit (Kristof, 1996). According to ASA
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theory, organizations move toward member homogeneity based on a three-step process.
First, job seekers are attracted to organizations that are perceived to be similar in terms of
interests, needs, preferences, and personality (Schneider, Smith, Taylor, & Fleenor,
1998). Second, organizations select job seekers that are perceived to share similar
characteristics with current organizational members. Third, individuals will likely leave
organizations, either voluntarily or involuntarily, if they do not match the characteristics
of other organizational members.

Empirical studies have generally supported the ASA theory’s propositions and
concluded that similar individuals are attracted and selected by organizations. For
example, Burke and Descza (1982) concluded that job seekers prefer organizations that
match their own personality. Additionally, Judge and Bretz (1992) found that individuals
preferred organizations that were perceived to have similar values. Further, researchers
have concluded that individual differences such as materialism (Cable & Judge, 1996),
self-esteem (Turban & Keon, 1993), and need for achievement (Bretz, Ash, & Dreher,
1989) predicted preferences in organizational reward systems. Finally, Slaughter et al.
(2005) posited that personality differences explained organizational decisions about
which job seekers were “screened in” for further employment consideration.

Research on P-O fit is grounded in the ASA theory’s framework and suggests that
the information provided to job seekers early in the recruitment process allows them to
assess perceived “fit” with the organization (Kristof, 1996). Kristof (1996) was one of
the first to explicitly define P-O fit as, “... the compatibility between people and
organizations that occurs when (a) at least one entity provides what the other needs, or (b)

they share similar fundamental characteristics, or (c) both” (pp. 4-5). It is important to
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point out that this definition recognizes P-O fit from both supplementary and
complementary perspectives. Supplementary fit occurs when employees in the
organization share similar characteristics. Individuals perceiving supplementary fit
believe they share common values, goals, or personalities with current organization
members. Complementary fit, on the other hand, occurs when the organization and
employees meet each others’ needs. This approach assumes a needs-supplies perspective
in that employees and organizations complement each others’ strengths and weaknesses.
Researchers have operationalized P-O fit in slightly different ways (i.e.,
personality-climate congruence, Christiansen, Villanova, & Mikulay, 1997; Ryan &
Schmitt, 1996; value congruence, Chatman, 1991; Kristof, 1996; and goal congruence,
Witt & Nye, 1992). Despite the different terminology, the common theme in all P-O fit
research is the notion of matching applicants with organizations in terms of values,
beliefs, personality, and culture (Bretz, Rynes, & Gerhart, 1993; Kristof, 1996; O’Reilly,
Chatman, & Caldwell, 1991). With regard to recruitment, research has concluded that
job seekers prefer organizations that are perceived to match their own personality and
values (Cable & Judge, 1996; Chatman, 1991; Judge & Cable, 1997), and these
perceptions influence job choice decisions (Cable & Judge, 1996; Saks & Ashforth,
1997). More specifically, individuals will base job choice decisions on the perceived
congruence between their personality, attitudes, and values and those of the organization
(Schneider, Goldstein, & Smith, 1995). In regard to recruitment, P-O fit has been shown
to influence job seeker attraction (Bretz et al., 1989) and job pursuit intentions (Bretz &

Judge, 1994; Judge & Bretz, 1992).
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Coupled together, the aforementioned theories suggest that job seekers’
evaluation of information gathered from recruitment activities is complex. The
remainder of this dissertation draws upon these theories in developing hypotheses to
explain job seekers’ reactions to employee testimonials communicated via recruitment
websites.

Job Seekers’ Organizational Personality Inferences

As previously mentioned, both signal theory and brand personality theory predict
that job seekers make inferences about organizational characteristics and organizational
personality traits based on information gathered during the recruitment process.
Understanding the types of inferences that are made is important because research has
shown that job seekers often make decisions with inadequate information (Rynes, 1991).
Additionally, perceptions of organizational attractiveness have been shown to be
influenced by these trait inferences (Lievens & Highhouse, 2003; Slaughter et al., 2004),
but little is known about the antecedents of these perceptions (Slaughter et al., 2004).
Demographic Characteristics of Organizational

Representatives (Message Source)

Researchers have long been interested in studying the relationship between
demographic variables and workplace behaviors and outcomes. As such, several studies
have investigated the influence of recruiter (i.e., information source) gender and race on
job seekers’ organizational perceptions (see Barber, 1998 for a review). In general, this
stream of research has failed to find consistent results regarding the direct influence of
recruiter demographic characteristics on job seekers’ organization perceptions (e.g.,
Liden & Parsons, 1986; Taylor & Bergmann, 1987; Turban & Dougherty, 1992).
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An alternative approach adopted by recent researchers is termed relational
demography (e.g., McFarland, Ryan, Sacco, & Kriska, 2004; Tsui, Egan, & O’Reilly,
1992). Relational demography research proposes that people in workgroups compare
their demographic characteristics with other members, and the perceived
similarity/dissimilarity affects behavior (Baugh & Graen, 1997; Chatman, Polzer,
Barsade, Neale, 1998; Chattopadhyay, Glick, Miller, & Huber, 1999; Riordan & Shore,
1997). Research has concluded that the perceived similarity/dissimilarity influences
workplace outcomes such as commitment, absenteeism, turnover intentions (Tsui et al.,
1992), citizenship behavior (Chattopadhyay, 1999; Riordan & Shore, 1997), innovation,
and performance (Baugh & Graen, 1997; Chatman et al., 1998; Riordan & Shore, 1997).
Most researchers (e.g., Chatman et al., 1998; Chattopadhyay, 1999; Tsui et al., 1992) that
have adopted a relational demography approach have done so by incorporating either the
similarity-attraction paradigm (Byrne, 1971, social identity theory (Tajfel, 1978), or self-
categorization theory (Turner, 1984; 1987).

The similarity-attraction paradigm states that similar individuals will be
interpersonally attracted to one another. Research has concluded that attitudinal
similarity (Byrne, 1971) and demographic similarity (Tsui & O’Reilly, 1989) are
especially important to consider when predicting outcomes based on this theory. More
specifically, individuals tend to view those sharing similar demographic characteristics as
possessing the same values, principals, and beliefs as themselves (McGrath, 1998;
Milliken & Martins, 1996).

Somewhat related to the similarity-attraction paradigm, social identity theory and

self-categorization theory are based on the assumption that individuals desire to maintain
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high levels of self-esteem (Brockner, 1988) and have a positive self-identity (Tajfel &
Turner, 1986). In doing so, individuals classify themselves into groups and attach values
to these different social categories. Categories that include the self have consistently led
to more positive evaluation of in-group members and a more negative evaluation of out-
group members (see Tajfel, 1982 for a review). This tendency to rate in-group members
higher than out-group members is a result of individuals’ desire to enhance one’s self-
esteem and social identity (Chattopadhyay, Tluckowska, & George, 2004). Additionally,
the tendency to rate in-group members more positively has been used to explain the
preference for homogenous workgroups (Messick & Mackie, 1989; Schneider, 1987).

Ashforth and Mael (1989) took a slightly different approach to social identity
theory and related it to the organization. They argued that organizational identification
(Brown, 1969; O’Reilly & Chatman, 1996) affects both individual and organizational
effectiveness. In an organizational setting, the categorization of the self and others is
likely to be “relational and comparative” (Tajfel & Turner, 1986, p. 16). When making
these social categorizations, surface level traits such as demographics are often the most
influential because they are readily visible and available (Harrison, Price, & Bell, 1998;
Pelled, 1996). Additionally, research has shown that the tendency to categorize oneself
in terms of race and sex has a strong influence on the development of social categories
(Baugh & Graen, 1997; Tsui et al., 1992).

Social identity theory also posits that behavior is predicted by the salience of the
social category. In this context, salience is defined as, “...conditions under which some
specific group membership becomes cognitively prepotent in self-perception to act as the

immediate influence on perception and behavior” (Turner, 1987, p. 54). Not surprisingly,
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some social categories tend to be more salient than others, thus having more of an
influence on behavior. For example, researchers have argued that sex and race are likely
to be more salient and influence self-categorization than other demographic
characteristics such as education or organizational tenure (Hogg & Terry, 2000; Stangor,
Lynch, Duan, & Glass, 1992; Tsui et al., 1992). Further, sex and race categorizations are
important to consider because they have a strong influence on employee social identities
(Chattopadhyay et al., 2004).

Increasingly, recruitment and job search is being viewed as a social process
(Herriot, 2002; 2004). Therefore, the application of social identity theory and self-
categorization theory seems appropriate. Also associated with social identity theory, and
especially relevant in a recruitment context, is the concept of a psychological group. A
psychological group has been defined as a collection of people who classify themselves
into the same social categories (Turner, 1984). A key characteristic of psychological
groups is that members do not necessarily have to interact with one another. Rather,
perceptions of being associated with the psychological group form the basis for
identification with these groups. Tsui et al. (1992) argued that the organization can be an
attractive psychological group to the extent that it is composed of members sharing the
same demographic characteristics as the individual has chosen to categorize himself or
herself. Research has extended the concept of social identity and psychological groups to
recruitment and investigated the influence of relational demography on job seekers’
organizational perceptions (e.g., Goldberg, 2003; Liden & Parsons, 1986; Taylor &

Bergmann, 1987). For example, research findings have concluded that the effect of
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recruiter sex on applicants is influenced by the applicants’ sex (Liden & Parsons, 1986;
Maurer et al., 1992; Taylor & Bergmann, 1987).

Related research has investigated the influence of including diverse organizational
representatives in recruitment advertising. Taking a relational demography approach,
researchers have found that racial congruence between job seekers and organizational
representatives influences organizational attractiveness perceptions for minorities (Avery,
2003; Avery et al., 2004; Perkins, Thomas, & Taylor, 2000; Thomas & Wise, 1999). For
example, Thomas and Wise (1999) concluded that recruiter and diversity variables
accounted for differences in the organizational impressions of minority and White job
seekers. More specifically, minorities had more favorable perceptions when the recruiter
was also a minority while Whites did not appear to emphasize recruiter characteristics
when making organizational assessments. Consistent with these findings, Avery et al.
(2004) also found that Black and Hispanic job seekers were more attracted to
organizations when minority organizational representatives were presented in
advertisements. Again, White participants did not exhibit a preference for organizations
based on the race of organizational representatives. Finally, Perkins et al. (2000) showed
differences in attractiveness, perceived compatibility, and image among Blacks based on
the demographic composition of job advertisements. Whites’ perceptions, on the other
hand, were not influenced by changes in the demographic representation of individuals
included in job advertisements.

A similar stream of recruitment research has recognized that organizations have
the ability to manipulate the composition of those depicted in recruitment advertising.

This research is relevant to this study because organizations typically include multiple
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employee testimonials on recruitment webpages'. With regard to racial composition in
recruitment advertisements, Perkins et al. (2000) concluded that Blacks responded more
favorably in terms of attraction, compatibility, and organizational image when the racial
composition was 50% Black and 50% White in recruitment advertisements versus
advertisements where Whites were the proportional majority. Similarly, Avery (2003)
found that Blacks’ attraction to organizations increased as the proportion of Black
managers depicted in recruitment advertising increased. Interestingly, none of the
aforementioned studies found significant racial congruence effects for Whites when
manipulating the racial composition of recruitment advertisements. Instead, it appears
that racial cues are less salient among White job seekers as long as White’s representation
remained in the majority (Avery et al., 2004; Davis & Burnstein, 1981; Mehra, Kilduff,
& Brass, 1998; Perkins et al., 2000; Thomas & Wise, 1999).

It also seems possible that relational demography will explain minority job
seekers’ inferences about organizations’ personality traits. As previously discussed,
organizational personality has been found to generally consist of the five dimensions of
boy-scout, innovativeness, dominance, thrift, and style (Slaughter et al., 2004). Research
has concluded that job seekers evaluate organizations in terms of these five dimensions
and that resulting perceptions serve as indirect informational cues when making
attractiveness assessments (Slaughter et al.). More specifically, the boy-scout,
innovativeness, style, and dominance traits have been found to be positively related to
organizational perceptions (i.e., attraction) while thrift was negatively related to attraction

(Slaughter et al.).

! For the purpose of this dissertation, I visited the recruitment websites of 20 Fortune 500 organizations and
found that the number of employee testimonials ranged from 2-10 (M = 4.63, SD = 1.89).
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Demographic similarity between job seekers and organizational representatives
included in employee testimonials should influence organizational inferences based on
these five dimensions. The likelihood of Black job seekers to be more attracted to
organizations when representatives are similar in terms of demographic characteristics
(Avery, 2003; Avery et al., 2004; Thomas & Wise, 1999) suggests that positive trait
inferences will also be made about the organization. More specifically, Black job seekers
should rate organizations high in terms of boy-scout (e.g., friendly, cooperative, and
helpful), innovativeness (e.g., interesting, exciting, and original), dominance (e.g.,
successful and popular), and style (e.g., stylish and fashionable) dimensions when they
share similar demographic characteristics as organizational representatives. Conversely,
White job seekers should not be as influenced by racial congruence as long as Whites are
in equal or majority representation (Davis & Burnstein, 1981; Mehra et al., 1998; Perkins
et al., 2000; Thomas & Wise, 1999). When Whites are in minority representation, [
expect race to become more salient and, therefore the racial composition of those
depicted on a recruitment website should influence organizational perceptions. Based on
the above logic, I offer the following hypotheses:

Hypothesis 1a: Black job seekers will rate a recruiting organization higher in
terms of the boy-scout organizational personality dimension as the proportion of Black
employees (relative to Whites) giving testimonials shown on an employment website
increases. White job seekers’ ratings will be unaffected by the racial composition of
employees giving testimonials as long as White employees equal or exceed the number of

Blacks depicted on the website.
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Hypothesis 1b: Black job seekers will rate a recruiting organization higher in
terms of the innovativeness organizational personality dimension as the proportion of
Black employees (relative to Whites) giving testimonials shown on an employment
website increases. White job seekers’ ratings will be unaffected by the racial
composition of employees giving testimonials as long as White employees equal or
exceed the number of Blacks depicted on the website.

Hypothesis 1c: Black job seekers will rate a recruiting organization higher in
terms of the style organizational personality dimension as the proportion of Black
employees (relative to Whites) giving testimonials shown on an employment website
increases. White job seekers’ ratings will be unaffected by the racial composition of
employees giving testimonials as long as White employees equal or exceed the number of
Blacks depicted on the website.

Hypothesis 1d: Black job seekers will rate a recruiting organization higher in
terms of the dominance organizational personality dimension as the proportion of Black
employees (relative to Whites) giving testimonials shown on an employment website
increases. White job seekers’ ratings will be unaffected by the racial composition of
employees giving testimonials as long as White employees equal or exceed the number of
Blacks depicted on the website.

The four previous hypotheses propose that positive organizational perceptions
(i.e., boy-scout, innovativeness, style, and dominance) will be influenced by the racial
congruence of job seekers and those depicted in employee testimonials. Because the
thrift organizational personality dimension has been negatively related to organizational
attractiveness perceptions (Slaughter et al., 2004), I expect Black job seekers to rate
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organizations lower in terms of the thrift (e.g., simple and deprived) dimension as the
diversity of those depicted in employee testimonials increases. Whites’ thrift
perceptions, on the other hand, should remain unchanged as long as Whites are in equal
of majority representation. As such, I hypothesize:

Hypothesis le: Black job seekers will rate a recruiting organization lower in
terms of the thrift organizational personality dimension as the proportion of Black
employees (relative to Whites) giving testimonials shown on an employment website
increases. White job seekers’ ratings will be unaffected by the racial composition of
employees giving testimonials as long as White employees equal or exceed the number of
Blacks depicted on the website.

Communication Media and Organizational Personality Attributions

The media used to communicate employee testimonials also have the potential to
influence inferences made about organizations. Media richness theory (MRT) posits that
communication effectiveness is dependent on finding a match between communication
requirements and media capacities (Daft & Lengel, 1984; 1986). As such, richer media
are characterized by the (a) opportunity for two-way communication, (b) ability to
convey multiple cues (i.e., nonverbal), (c) ability to convey a sense of personal focus
(i.e., warmth), and (d) language variety (Schmitz & Fulk, 1991). Research has generally
concluded that face-to-face communication is the richest medium, followed by video with
audio, then audio only, and then text only (Adams, Morris, & Van Scotter, 1999).

MRT offers a possible explanation for job seekers’ reactions to employee
testimonials communicated via the Internet. With regard to these testimonials,

organizations generally use two methods of communication. First, the testimonials may
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include a picture of an employee accompanied by a text statement. A second option is to
communicate testimonials in a video with audio format. This video consists of
employees communicating their testimonials via word of mouth as opposed to text (i.e.,
video with audio). With regard to personality inferences made about organizations,
researchers have suggested that unimpressive recruitment material may signal that the
organization does not invest heavily in HR functions (Turban, 2001). Further, the use of
a technologically superior recruitment website may indicate that the organization is also
technologically advanced (Ehrhart & Ziegert, 2005). With this in mind, it seems likely
that job seekers may make inferences about the organization based on the manner in
which employee testimonials are communicated. Given the findings described above, it
appears that organizations using video with audio as the medium to communicate
employee testimonials should be rated higher in terms of the innovativeness and style
dimensions than organizations using the picture with text option. Therefore, |
hypothesize the following:

Hypothesis 2a: Job seekers will rate organizations using video with audio
testimonials higher in terms of the innovativeness organizational personality dimension
than organizations using employee testimonials consisting of picture with text.

Hypothesis 2b: Job seekers will rate organizations using video with audio
testimonials higher in terms of the style organizational personality dimension than

organizations using employee testimonials consisting of picture with text.
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Credibility Perceptions Concerning the Information
Provided on Recruitment Websites

Job seekers often experience difficulty finding credible information sources as
there is a general consensus that the truth is not always communicated (Rynes &
Boudreau, 1986; Wanous & Colella, 1989). In this context, credibility is defined as the
extent to which an audience perceives the information source as being knowledgeable
and truthful (Ilgen, Fisher, & Taylor, 1979; Petty & Cacioppo, 1981). With regard to
recruitment, research has found that job seekers often distrust corporate recruiters
because they are seen as “job sellers” versus sources of truthful organizational
information (Fisher, Ilgen, & Hoyer, 1979). Further, evidence exists that job seekers
differ in the sources of organizational information perceived to be credible (Breaugh &
Starke, 2000; Cable & Turban, 2001). Cable and Yu (2006) explicitly tested job seekers’
credibility perceptions of three different recruitment information sources (i.e., company
web sites, electronic bulletin boards such as Vault.com, and career fairs). Contrary to
what was hypothesized, Cable and Yu concluded that career fairs and company websites
were perceived to be more credible than electronic bulletin boards such as Vault.com.
These results are especially interesting considering that organizations typically have more
control over the information presented to job seekers via websites and career fairs, and
there is a general consensus that truth in recruitment is rarely communicated (Rynes &
Boudreau, 1986; Wanous & Colella, 1989). This conclusion may relate to job seekers’
credibility perceptions of employee testimonials because organizations typically

determine which employee testimonials are included on their recruitment website.
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Demographic Characteristics of Organizational

Representatives (Message Source)

The previous discussion of relational demography suggests that individuals
compare their demographic characteristics with others and that the perceived similarity or
dissimilarity influences behavior as well as attributions made about the target (e.g.,
Baugh & Graen, 1997; Chatman et al., 1998; Chattopadhyay et al., 1999; Tsui et al.,
1992). It also seems likely that relational demography will explain job seekers’
perceptions about the credibility of recruitment websites including employee
testimonials. More specifically, the race of the individuals depicted in employee
testimonials will likely be a salient characteristic for Black job seekers when making
credibility assessments (e.g., Mehra et al., 1998; Perkins et al., 2000; Thomas & Wise,
1999). The desire to enhance one’s social identity and self-image (Tajfel & Turner,
1986) should lead minority job seekers to have more positive evaluations of individuals
that belong to the same social categories as themselves. Minority job seekers ought to
have more positive views of minority organizational representatives and therefore are
more likely to view these individuals as more credible information sources than
demographically dissimilar organizational representatives. Because race is likely to be
less salient for Whites as long as they are in equal or majority representation (Davis &
Burnstein, 1981; Mehra et al., 1998, Perkins et al., 2000; Thomas & Wise, 1999), I do not
expect changes in the racial composition of employee testimonials to affect Whites’
credibility perceptions unless Whites have minority representation. As such, I

hypothesize the following:
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Hypothesis 3: Black job seekers will rate organizations’ recruitment websites as
more credible sources of information as the proportion of Black employees (relative to
Whites) giving testimonials shown on an employment website increases. White job
seekers’ ratings will be unaffected by the racial composition of employees giving
testimonials as long as White employees equal or exceed the number of Blacks depicted
on the website.

Communication Media and Credibility Perceptions

Job seekers’ beliefs concerning the accuracy of information provided about
organizations’ cultures are dependent on the manner in which the information is
communicated (Cable, Aiman-Smith, Mulvey, & Edwards, 2000). More specifically,
word-of-mouth communications have been found to result in higher perceptions of
communication accuracy. Because recruitment messages communicated face-to-face
have been shown to be more credible and attract more attention (Breaugh & Billings,
1988; Chaiken & Stangor, 1987; Tybout & Artz, 1994), I expect employee testimonials
allowing job seekers to gather information via cues such as voice tone, facial expressions,
etc. to also influence credibility perceptions. Cable and Yu (2006) provide further
support for this assumption as they found that richer media was also perceived to be more
credible. Since video with audio is a richer medium, I anticipate that the use of video
with audio will be perceived as more credible than the use of picture with text, and I
hypothesize the following:

Hypothesis 4: Job seekers will perceive the information provided on recruitment
websites as more credible when employee testimonials are communicated via video with

audio versus employee pictures with text.
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Employee Testimonials and Job Seeker Attraction

Several of the aforementioned theories also suggest that employee testimonials
may be designed to attract desired applicants. For example, the realistic information
hypothesis (Zottoli & Wanous, 2000) posits that current organizational employees are
important information sources because they are likely to share realistic information with
potential employees (Breaugh, 1992). Further, informal sources of information (i.e.,
current employees) are perceived as providing more accurate and complete information
(Saks, 1994).

Despite the fact that organizations likely influence the content of employee
testimonials included on their recruitment websites, findings by Cable and Yu (2006)
indicate that job seekers may still use employee testimonials as sources of job and
organizational information. More specifically, they concluded that media developed by
the company itself was perceived to be richer and more credible than information from an
independent website where job seekers can gather information from individuals
unassociated with the organization. Therefore, it seems plausible that job seekers will
prefer organizations that include employee testimonials on recruitment websites because
they are able to gather information from informal sources.

It also seems likely that the media used to communicate employee testimonials
will influence organizational attraction ratings. In organizational settings, richer media
(i.e., video with audio versus text alone) are often preferred because of their ability to
communicate complex material that may have multiple interpretations (Daft et al., 1987).
Additionally, richer media provide more cues that are interesting, engaging, and

personally warm than other forms of communication (Chaiken & Eagly, 1976; Short,
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Williams, & Christie, 1976). Another advantage of richer media is their ability to
communicate affect (Allen et al., 2004). In the context of employee testimonials, this
finding is important because Rynes, Bretz, and Gerhart (1991) concluded that recruiter
affect and informativeness explained variance in applicant perceptions because they
provided signals about the organization. Further, richer media may provide additional
organizational information to job seekers via cues such as facial expressions, nonverbal
behavior, and speaking tone. As an example, Young and Henemen (1986) concluded that
the personal warmth of an organizational representative influenced applicant perceptions
of organizational attractiveness. Richer media should be able to communicate this notion
of personal warmth and, therefore, should influence perceptions to a greater extent than
less-rich media. Following this logic, I offer the following hypothesis:

Hypothesis 5: Job seekers will be more attracted to organizations including
employee testimonials on recruitment websites than organizations not including
employee testimonials. More specifically, job seekers’ perceptions of organizational
attraction will differ by media used to communicate employee testimonials such that
video with audio will result in higher attraction than will testimonials consisting of
picture with text.

Message Source

Recalling the previous discussion of relational demography and research findings
concluding that demographic similarity influences attraction to organizations (Avery et
al., 2004; Thomas & Wise, 1999), it seems likely that Black job seekers will be more
attracted to organizations that depict Black organizational representatives in recruitment

material. Mackie, Worth, and Asuncion (1990) explain that “without exception,” in-
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group members are more persuasive than out-group members. The perceived similarity
between message recipients and product endorsers has also been shown to result in more
positive attitudes about the product because viewers perceive that they were the intended
audience (Aaker, Brumbaugh, & Grier, 2000). Further, studies have shown that Blacks,
in contrast to Whites, are more attracted to media including Black characters (Dates,
1980) and are more attracted to products endorsed by Black spokespersons (Whittler,
1989). However, relational demography research generally suggests that race is less
salient for Whites (Avery, 2003; Davis & Burnstein, 1981; Mehra et al., 1998; Perkins et
al., 2000; Thomas & Wise, 1999) as long as Whites’ representation is equal to minorities
or in the proportional majority. I anticipate similar relationships with regard to the
composition of employee testimonials and hypothesize the following:

Hypothesis 6: Black job seekers will rate a recruiting organization higher in terms
of attraction as the proportion of Black employees (relative to Whites) giving testimonials
shown on an employment website increases. White job seekers’ ratings will be
unaffected by the racial composition of employees giving testimonials as long as White
employees equal or exceed the number of Blacks depicted on the website.

Mediators Between Message Source and Job Seeker Attraction

While evidence exists that minority job seekers are more attracted to
organizations depicting minorities in job advertisements (Avery, 2003; Perkins et al.,
2000; Thomas & Wise, 1999), few of these studies have provided explanations of this
phenomenon beyond the similarity-attraction paradigm. Avery (2003) is one exception
as he found that minorities were more attracted to organizations in which they perceived

opportunities for upward advancement. With regard to organizations’ use of employee
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testimonials, recruitment research warns that credibility perceptions should not be
ignored (Allen et al., 2004; Cable & Yu, 2006). As such, I anticipate that credibility
perceptions will mediate the relationship between demographic similarity of job seekers
and organizational representatives and organizational attraction. More specifically,
minority job seekers must perceive minority organizational representatives as credible
sources of information in order for racial composition of employee testimonials to
influence organizational attraction perceptions.

Hypothesis 7: The relationship between the interaction of job seekers’ race and
racial composition of employee testimonials on organizational attraction will be mediated
by job seekers’ credibility perceptions of the information provided on the recruitment
website.

Research also indicates that job seekers attribute personality characteristics to
organizations, and these attributions have the potential to influence attractiveness
perceptions (Lievens & Highhouse, 2003; Slaughter et al., 2004). However, little is
known about the exact role that these perceptions play in determining job seekers’
attitudes. It seems possible that organizations perceived to possess high levels of certain
personality characteristics may help differentiate themselves from other organizations.
Specifically, it appears that job seekers will prefer organizations that possess the boy-
scout, innovativeness, dominance, and style dimensions (Slaughter et al., 2004). As such,
I anticipate that these attributes will mediate the relationship between racial composition
of employee testimonials and job seekers’ organizational attraction.

Hypothesis 8a: The relationship between the interaction of job seekers’ race and

racial composition of employee testimonials on organizational attraction will be mediated
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by perceptions of the organization in terms of the boy-scout organizational personality
dimension.

Hypothesis 8b: The relationship between the interaction of job seekers’ race and
racial composition of employee testimonials on organizational attraction will be mediated
by perceptions of the organization in terms of the innovativeness organizational
personality dimension.

Hypothesis 8c: The relationship between the interaction of job seekers’ race and
racial composition of employee testimonials on organizational attraction will be mediated
by perceptions of the organization in terms of the style organizational personality
dimension.

Hypothesis 8d: The relationship between the interaction of job seekers’ race and
racial composition of employee testimonials on organizational attraction will be mediated
by perceptions of the organization in terms of the dominance organizational personality
dimension.

Hypothesis 8e: The relationship between the interaction of job seekers’ race and
racial composition of employee testimonials on organizational attraction will be mediated
by perceptions of the organization in terms of the thrift organizational personality
dimension.

Job Seeker Recruitment Website Behavior

Another indication of job seeker attraction to organizations may be the time spent
on recruitment websites gathering job and organizational information or the number of
linked pages used to gather information (Appiah, 2004). Based on previous hypotheses
predicting Blacks will respond more favorably to organizations including diverse (Black
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and White) employee testimonials on recruitment websites, I also expect Blacks to spend
more time browsing these websites and attempt to gather more information from the
available links. Blacks should be more attracted to organizations using diverse employee
testimonials and therefore be more likely to search for relevant job and organizational
information on their websites. As in previous hypotheses, the time spent on recruitment
websites and the number of links visited to gather information should not differ for
Whites as long as they are in equal or majority representation. As such, I offer the
following two hypotheses:

Hypothesis 9: In contrast to Whites, Black job seekers will spend more time
overall on recruitment websites as the proportion of Black employees (relative to Whites)
giving testimonials shown on an employment website increases. Whites’ time spent on
recruitment websites will be unaffected by th