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Abstract

The purpose of this paper 18 to survey firm behaviors in the rising field of
nternet  recruiting.  Cur  research  dentifies  the theoretical and  empirical
underpinning behind the dizcrepancy wn the intensity of internet recrulting usze
across different firms. We find that manufacturing firms are less likely to use
nternet as a recruiting tool than any other firms in the mdostry., Thiz stays
consistent with previgpus literatures’ findings that the nternet 12 uged primarily for
the skilled labor market. In addition. we find that size and the purpose of company
websites t0 have no significant role i explaning recruiting patterns. Rather we
believe that individual firms' corporate strategy to have a larger role in explicating
the differences in recruiting behavior across firms.

I. Introduction
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With the explozive growth In recent years. mternet recruiting has been a
topic of growing scholarly interest. Majority of the work focuses on the welfare
effects of mternet recruiting: namely. the economic effects of internet providing a
new wvenue to fill the unmet needs of recruiters and potential employees.
Mortensen and FEhun for example. have argued that lower cost and greater
nformation diffusion wrvolved with internet recruiting could lead to lower frictional
employment. higher average match guality, and a reduction of non—competitive
wage differentialzs[4. 6], Despite these efforts. there is a shortage of literature
focusing on the different recruiting patterns across companies in different sectors
of business.

The purpose of this paper 1 to fill that gap by focusing on large companies. An
interesting chenomenon that developed from the prevalence of internet recruiting 1s
companies using both thewr corporate websites and nternet job search sites, such as
Monster, to recruit potential employees. Many jobs posted on company websites and
internet job search sites are similar. if not exactly the same jobs. and the quantity of
iobs that each company posts on Search sites and company websites vary
remendously. We conduct a bundle of research aimed at dentif¥ing factors that
nfluence corporations’ tendency to allocate more recrulting resources to the nternet.

II. Methodologsy

The firms mn the U3 were examined in this study, and careful attention was
grven to measure only the domestic valves for each of the figures. Monster
Careerbuilder, and Yahoo Hotiobs (three top job search sites) were used to find
out how many jobs a given company advertizes using these job search sites. This
number was then added to the total number of jobs posted on respective ComMpany
websites, To avold variations i the guantity of job posts that might oceour due to
seasonal factors. each fum were measured twice on two different months, and the
average value of the two were recorded.
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Specifically, after counting the total number of jobs for all three job search
sites, we adjusted that number using the "date of comparizon.” Date of comparizon
15 simply the most recent date of the earliest date of job posting on a job search
site. For example. 1if earliest date of job posting on Monster, Careerbuilder. and
Hotlobs 15 October 5th. Movember 2nd and September 28th. respectively.
Movember Zpnd is the “date of comparison.” Total number of jobs 18 then
recomputed using Movember Znd as the earliest date of job posting. Total number
of job postings on company website was also adiusted using the same "date of
Comparison.”

In addition. we gathered data for the total number of domestic employees n a
orver company. This number was compared to sum of the total number of jobs posted
on company websites and job search zites. We also recorded the primary business
orientation for all of the companies we gather data from. Thiz information will be
ugeful when analyzing the variation within our data (e.g, why certain companies are
mare likely to use internet as a method of recruiting). Finally, we noted if a company
was an nternet—based company. meaning that 112 maw business 18 run through the
nternet.

III. Data and Analysis

1. Company Size and Internet Recruiting

First 1zsue addressed is a study of rather company zize makes an 1mpact on
the wmtenszity of a gren firm's mnternet recruiting. & study by Haosdorf and
Duncan, who conducted regearch for Canadian companies. found that larger firms
are more likely to use the mternet for recruiting those small firms doe to thewr
endowed resources[3]. Small and local firms are more likely to rely on local
resources for recruifing because they do not neceszary need to reach a broader
audience for recruiting. Specifically. thew research classifies companies by the
size of employees: Small (49 or less), Medium (50-499), and Large (500 or
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more). From that they conclude that larger companies are more likely to resort
to nternet for recruiting.

Hausdorf and Duncan’ £ work should be of no surprise. The size of
enterprise orgamzations matters because 1t correlates to how much budget and
resources a company has for recruiting, which allows them to take advantage of
economies of scale. Obviously, it would be wvery difficult for a local srocery store
to spend 3500 on Monster to browse over 2.5 million irelevant applicants. when
they can simply post a "MNow Hiring” sign on ther window. For example. it costs
$500 to search through applicants at Careerbuilders. If a company 18 looking for
two employees. that is $250 spent per employee. but if a company is willing to hire a
hundred, the cost i merely $5 per employee. In addition. larger companies are maore
likely to have the necessary resources (e.g. skilled web developer) to engage in
nternet recruiting i the first place.

In that sense. Hausdorf and Duncan s classification i limited because it
hinders our ability to understand the recruiting behavior of large companies. who
are the primary consumers of internet recruiting. In this research, we focuszed on
just the large companies. who are already endowed with financial and homan
resources to engage i wternet recruiting. All of the companies that we studied
had employees of 455 or more. ensuring that we target companies who make up
the sigrificant portion of the internet recruiting market. When compared across
different comparmies. this data lustrates the degree to which a grven companies
relies on the internet for recruiting relatrve to other companies.
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Figure 1. Internet job post vs total number of employes

Aeocording to our statistical analysis. there appears to be a weak positive
correlation between the size of the company and mnternet job postings. The
E—sqguare value 13 only 10.7% meamung that 82.3% of the internet uze 18 related
to some other factz other than the total number of employees at a Siven firm. In
other words, sige of a given firm does not have a significant impact on the

ntensity of nternet use for recrultulg pUrpoSes.

Z. The Potential Impact of Internet Companies on Internet Kecruiting

We mnguired if comparies who use thew website for commercial purposes show a
different recruiting patterns as other fums. We realize that all corporate websites are
uged for commercial purposes in fome way or another. but our definition of
"commercial” relies on a notion that comparies use thew website to conduct their
primary business. This data will give nsight as to rather there 13 a certain trend that
splits across zectors of mdustries. For example. companies that use thewr company
websites for operational activities (e.g. Amazon. who sells product via company
website) will get lots of visitors on thelr website, thus might be nduced to using the
website for recruiting. On a counter —intuitive note, they might also be lesz willing to
use company websites for recruiting. because they may not want to divert 1ts prime
real—estate for purposes other than doing itz business.

Eefer to our data in Figure II. Group 1 are companies with primary business ran
through the nternet. such as Ebay. Group 2 are companies that do not. Independent
T—Test analysis was conducted, and we found p—walue to be .0&7. which is
statistically nsignificant. if we use an alpha value of .05, Thus, while there appears to
be a difference between companies that use thelr website. 1t 13 not a statistically
sienificant difference,

The mndifference between the two types of companies can be attributed to a
bundle of factors. mecluding cost efficiency. lack of technology., and managerial
embracement of new technology. Ag theorized, companies who use itz website for
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commercial purposes may be inclined to post jobs on its website to exploit its ability
to attract a high number of vizitors. Moreover, these companies are firms who are
naturally more endowed with internet—based resources to post jobs online. These
firms are also lizely to have corporate cultures that embrace the implementation
of new technology [1].
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Figure 2. Internet job post vs usage of thelr website primarily

On the other hand, companies who use thewr website primarily for commercial
purpogse may be inclined to post fewer jobs on ther websites siice they do not want
to "drrert” thew website for other purposes. After all thelr visitors are gong to be
peobple who want to buy products. and ot people who are necessarily interested in
getting a job there. On a similar note, companies who us their website to promote
their products (but not directly sell their products), like Starbucks, may be nclined to
post more on their site than Monster. These compariies are more likely to uge thewr
own site, because people who visit thelr sites are not "direct” customers. but peonle
who have an interest n thelr company.

Although rno conclusive data can be fournd, the relatively higher fioures of nternet
recruiting for mternet—based companies indicates that the first rationale’ s effect (Le.
internet—based companies are more endowed with necessary resources) to have more
welght than the second rationale (Le. internet—based companies do not want to divert
their website for purposes other than recruiting). In the end. ndividual firms'  business
strategy seems to have a larger factor i determining thelr embracement of internet

recrulting technologies.
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3. Recruiting Difference by Business Sector
Cur last study focused on nguiring rather fums i different gectorsg are more
or less likely to erngage mn nternet recruiting. Frms were categorized wto five

different buginess sectors to test our theory:

Todas o FHES 22 a0

Group 1 Retail including basic materials. home -
improvement. apparel. Restaurant |

e et |
Group 2 @ Fmmancial such as bankinge, insurance, B .m]-
|

| |
mortgage i l:l o =
Group 3 ¢ Technology, Software, pharmaceutical i S

Group 4 Manufacturug
Group & ¢ Mon—Classified Figure 3. Job post ve Business
Sector

Group & 18 composed of companies that we could not clagsify under the first
four groups. Smce Group & o1 composed of amalgam of different companies. there
will be no significance to the result

& two—variable test between each of the variables were conducted to see if
there were indeed a statistically significant difference between manufacturing firms
to all other firms. Statistical plot indicates that there 13 mndeed a statistically
significant difference between figsures for manufacturing firms relative to all other
firms. One may explicate these results by assuming that manufacturing firms have
fewer employees to begin with, decreasing the need for them to hire new emnployees.
While there are some truth to that. we already established in this paper that the size
of the firm has little to do with the mtensity of nternet recruiting efforts.

The data zet 1z consistent with the previous work by William I, Moon that
nterret recruiting = primarily a marketmlace for skilled labor [5]. Rationale i a simple
one: although the internet can reach a large pool of applicants. it tends to reach a
specific pool of applicants. In particular, a potential applicant must have access 1o a
computer, the internet and must some sort of computing backeround.
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These people will tend to be the young more affluent and will tend to have
higher education level. Such supply side demographical characteristics assure that
a substantial portion of the pool 12 composzed of applicants who are part of the
skilled labor market. This tendency 1z fueled by the demand side economics.
where substantial costs wvolved with internet recruiting discourage firms from
seeking easily replaceable (Le. unskilled) labor. Firms must pay for each job that
they post using commercial job sites like Monster.com. where price per post will
range anywhere from %150 to $400 for a 30—day post period. Although this is
certainly less than what it would cost to advertise on, say. The Mew York Times
it ig undemiably more than the cost imvolved with putting a "Mow Hiring” sign up
o a local srocery store. In fact almost all of the jobs posted online were for
skilled laborers. such as Accountants. Managers and Financial Analysts.

This means that firms with high demand for skilled labor should be spending
higher proportion of thewr recruiting budeet online relative to other firms. JP
Morgan, for example. whose primary business 1 composed of providing financial
gervices, needs a large pool of highly—skilled financial adwvisors. az well as
Accounting Managers and Aftorneys. COn the other hand manufacturing firms like
the Campbell Soup Company only require g handful of skilled labor — Majority of
the factory workers require relatively  few  professional  training.  While
mechanization among manufacturing firms decreazsed the need for unskilled labor
force. the relatrve uszes for szkilled labor i these companies are still low compared
to other firms.

IV. Conclusion

Grven the exponential growth in nternet recruiting. one might be tempted to
conclude that the entire industry 12 digitalizing itz recruiting mechamsms. Such
conclusion 12 dangerous. given that traditional recruiting sources still provide a viable
alternative to mternet recruiting. Moreover, companies feem to be using internet
recruiting to "diversify” thew exposure to potential applicants. rather than to replace
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the traditional way of recruiting. This study offers a bundle of characteristics that may
be uzed to explicate the characteristics of nternet recruiting. Fust the size of the
firm does not have a significant impact on the ntensity of internet recruiting. as long
as the firms are large enough have significant financial and human resources. Second,
there appears to be no statiztically senificant difference between nternet—baszed firms
and non—imnternet based firms in thewr relative ntensity of engaging in internet
recruiting. Third, manufacturing firms are less likely than other firms to embrace the
uze of internet recruifing. given the relatively low need for skilled labor in their
business.
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