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ABSTRACT 

Companies in South Africa are continually confronted with vacancies which 

need to be filled.  A number of methods of attraction, for example, word of 

mouth, recruitment agencies or internet recruitment, could be utilised in the 

process of filling these vacancies, and Human Resources practitioners have to 

make decisions on which method to adopt.  

Using a statistical technique called Correspondence Analysis, this research 

intended to explore the criteria that inform the decision of which method to 

adopt.  The purpose of this was to determine if there is an overriding set of 

dominant influences on Human Resources practitioners‟ perceptions of 

methods of attraction, which could ultimately guide Human Resources 

practitioners in their decision processes.   

Furthermore, the research served to determine whether there were any material 

differences in perceptions of performances of the methods of attraction on any 

identified criteria and dominant influences.   

Utilising a sample of 35 Human Resources practitioners, from a variety of 

industries, it was possible to illustrate that there are two dominant influences on 

Human Resources practitioners‟ perceptions of methods of attraction.  The 

results also highlight that perceptions of methods of attraction do differ 

significantly according to Human Resource practitioners on their effectiveness 

relative to these two influences, and demonstrate which methods of attraction 

perform best or worst on the criteria included in the research.  
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CHAPTER 1 INTRODUCTION 

1.1 Purpose of the study 

The purpose of this research is to determine whether Human Resources (HR) 

practitioners‟ perceptions of the effectiveness of the various methods of 

attraction differ.  The research aims to identify any differences between 

perceptions of methods of attraction so that any decision to adopt a specific 

method to fill a vacancy, is better informed. 

1.2 Context of the study 

People drive the success of organisations and their inherent talents are the 

ingredients in an organisation that cannot be replicated in an increasingly 

competitive global business environment.  Kaliprasad (2006:20) maintains 

“human capital is an asset that is derived solely from the individual and 

collective minds, creativity and energy of an organisation‟s employees”.  

Companies today are placing greater emphasis on the kind of employee they 

are searching for and the attributes that they should possess.  In support of the 

demands placed on organisations to hire the most suitable candidate, research 

studies have been undertaken in the domain of selection of applicants.  

Behrenz (2001) provides evidence of this focus, saying, due to the uncertainty 

of the productivity of job applicants, employers try find information about a 

candidate that can serve as an indicator of the applicant‟s capability. 

Selection instruments may be vital in determining a candidates‟ suitability for 

employment, but methods of attraction are vital in drawing attention to a 

vacancy in an organisation.  With the attraction function being the most likely 

entry point for potential employees into a company, the attraction of suitably 

qualified people is a vital function within an organisation (Singh & Finn, 2003). 

It is seen the world over that competition for quality staff is intense and 

companies need to be smart in order to attract the best talent.  As Sachs (1990) 
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iterates, skilled employees are in short supply and profitable companies will 

need to develop more sophisticated, systematic approaches to finding quality 

employees. 

The modern business environment has seen a change in the means of 

attracting staff.  Various methods may now be adopted as part of the 

recruitment strategy within an organisation.  “Although the Sunday newspaper 

job classifieds still exist, the process people use to apply for a job and the way 

companies recruit has changed dramatically” (Missman Miller, 2001:27). 

With the myriad vacancies to be filled and the array of options available to 

attract potential applicants, questions can be raised as to whether methods of 

attraction can be differentiated in order to customise the attraction activity and 

make it more effective at reaching the desired applicants.   

The perceptions of HR practitioners will provide vital clues as to how methods of 

attraction are differentiated in their minds. However, there has been limited 

research conducted to determine and compare HR practitioners perceptions 

associated with the different forms of attraction, particularly in South Africa.  It is 

with this concluding remark in mind that this research is undertaken. 

1.3 Problem statement 

1.3.1 Main problem 

The purpose of this research is to determine whether there are legitimate 

criteria to compare methods of attraction, to determine from these criteria the 

most dominant influences on HR practitioners‟ perceptions of methods of 

attraction, and to ascertain any differences in HR practitioners‟ perceptions of 

the various methods of attraction. 

1.3.2 Sub-problems 

The first sub problem is to determine if there are legitimate criteria to compare 

methods of attraction. 



   

3 

Having determined that there are legitimate criteria to compare methods of 

attraction, the second sub-problem is to determine the most dominant 

influences on HR practitioners‟ perceptions of methods of attraction.   

The third sub-problem is to ascertain any differences in HR practitioners‟ 

perceptions of the various methods of attraction. 

1.4 Significance of the study 

The study fills a gap in the literature on the perceptions associated with the 

various methods of attraction.   

There are a range of attraction methods available; and there is much 

information indicating how certain methods of attraction are better than others.  

Terpstra (1996) concurs, indicating that his findings show there may be 

significant differences between the ability of various methods of attraction to 

produce high quality workers.   

However, studies comparing the various methods of attraction on a 

comprehensive list of criteria, with the purpose of determining a method most 

suitable to attract potential applicants for organisational vacancies, are scarce.  

Devaro (2005:263) supports this statement with his opinion that “… despite a 

voluminous literature on job matching and organizational behaviour in labor 

markets, we know far less about employers‟ recruitment strategies than about 

job seekers‟ search strategies”. 

 There is also limited information on what the most dominant influences on HR 

practitioners‟ perceptions of methods of attraction are and how the methods of 

attraction differ from one another on these influences.  This prevents HR 

practitioners from determining which methods are the best to use under certain 

circumstances.  Mencken & Winfield (1998: 135) argue that “Over twenty years 

of research on job matching and organisational behaviour in external labour 

markets has produced valuable information about how workers search for jobs.  

We know much less, however, about why organisations recruit the way that 

they do”. 
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It is expected that through the literature review and the methodology adopted in 

this research, criteria for comparison of methods of attraction will be identified, 

differences in perceptions of methods of attraction will be determined and 

specific motivations for using a particular method of attraction will be 

established.  This is because Perceptual Maps, the product of the 

Correspondence Analysis method adopted for this research, will, as shown by 

Hair, Black, Babin, & Anderson (2006), provide a visual representation of 

respondents‟ perceptions of performance by the various methods of attraction 

on criteria and dominant influences identified for comparison.  This graphical 

illustration will depict the differences between methods of attraction, in much the 

same way that positioning of consumer brands in markets are shown.  

The study will provide guidance to South African businesses that provide 

outsourced attraction services on the perceptions associated with their 

particular method of attraction.  It will also provide guidance to HR practitioners 

that adopt in-house approaches to the attraction of applicants.  

The research will also assist HR practitioners, who could use the research 

results to tailor the attraction method to suit the objectives of their organisation 

or the type of vacancy being recruited for.  This should guide HR practitioners‟ 

expectations of the methods of attraction and the results they could anticipate 

when the methods are adopted in the future. 

It is also envisaged that this research will suggest further academic research 

prospects on attraction of applicants in the South African context. 

1.5 Delimitations of the study 

 This research will consider the opinions of HR practitioners from an 

organisational (employer) perspective, not that of an employment seeker.  

 The research will only cover perspectives of HR practitioners who have a 

recruitment responsibility in their organisation.  

 It is acknowledged that in South Africa, there is an obligation to first seek 

applicants internally.  This research falls post the search for internal 
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applicants, where the search for appropriate internal applicants has been 

exhausted without success.  Hence it is assumed that a candidate could not 

be sourced internally.  The focus of the attraction activity in this research is 

therefore on recruitment of potential employees for a vacancy when a 

vacancy is to be filled by applicants not already employed by the company.     

 The literature review will briefly introduce the concept of recruitment and 

discuss the constituent components or actions involved in the recruitment 

process.  The research will not delve deeper into the specific mechanics of 

each component in the recruitment process; rather, it will focus on a set of 

definitive methods of attraction and the associated criteria that can be used 

to evaluate methods of attraction utilised in the recruitment process.  The 

methods of attraction and criteria used to evaluate them will be limited to 

those suggested by the literature review.   

 The study will not consider all types of attraction available to companies; 

rather the research will focus only on those methods identified as the most 

popular through the literature review. 

 There is no exclusion on the type of vacancy applicable to the research, 

regardless of operational function, position or level in an organisation.   

 The research sample will exclude all organisations engaged in and providing 

outsourced attraction services. 

 The research will focus on a cross section of South African business 

organisations, with different sizes and from different industries.   
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1.6 Definition of terms 

In this study, the following definitions will be used: 

TERM DEFINITION REFERENCE 

Vacancy A job which is currently vacant, available 
immediately and for which the firm has 
taken some specific recruiting action during 
the past four weeks. 

Jackman, Layard 
& Pissarides 
(1989, 377) 

Attraction The various means used to solicit interest 
of potential applicants in a vacancy that 
leads to an application for consideration of 
employment. 

 

Applicant Person or people who apply to 
organisations with a vacancy for 
consideration of employment. 

 

Candidate Applicants who have qualified for further 
evaluation of suitability for a vacancy. 

 

Pool of 
applicants 

The lists of candidates who have met 
certain minimum criteria specified by the 
HR practitioner and have been selected for 
further assessment after being successful 
in the initial screening of applicants 
applying for the vacancy. 

 

E-cruitment Refers to the practice of attracting 
applicants to a company using a company‟s 
own website or the website of another third 
party.  It is also commonly referred to as 
Electronic recruitment, Internet recruitment, 
online recruitment and also E-recruitment. 

 

Head Hunter Commonly referred to as Executive Search 
Firms.  These are firms that typically search 
for high level, professional or management 
staff. 

Ammons & Glass 
(1988) 

Head hunting Refers to the search for senior executives 
and professional staff. 

 

Affirmative 
Action Measures 

Measures designed to ensure that suitably 
qualified people from designated groups 
have equal employment opportunities and 
are equitably represented in all 
occupational categories and levels in the 
workforce of a designated employer. 

Republic of South 
Africa, 
Employment 
Equity Act, 1998 

Barycentre The position on the Perceptual Map where 
the axes intersect each other. 

 

Eigen value The weighted variance calculated for each 
axis identified through Correspondence 
Analysis. 

Hoffman & 
Franke (1986) 

Inertia The ratio of the Eigen value calculated, for 
any axis identified through the 
Correspondence Analysis technique, to the 
total trace value. 

Bendixen (1996) 

Total trace The sum of all Eigen values. Bendixen (1996) 
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In this literature review, the definitions of applicant and candidate are not 

synonyms.  Applicant, as per the definition in section 1.6, refers to those who 

apply for a vacancy with a recruiting organisation, while Candidates are those 

applicants who have qualified for further evaluation in the recruitment process.  

A candidate forms part of the pool of applicants, as defined above.  However, 

where a direct quote is used and the terms applicant or candidate are used 

interchangeably, the quote is left unchanged.  In these circumstances, the quote 

must be interpreted with reference to the definitions above. 

1.7 Assumptions 

 Certain organisations may solicit applicant information in order to create 

databases of potential candidates to be considered at a later stage when a 

vacancy may arise.  It is assumed that motivation for attraction by an 

organisation participating in this research will be for the sole purpose of 

recruitment for an existing vacancy.  The solicitation of such information for 

future purposes will not bias the results; however, it may warrant additional 

criteria to compare methods of attraction which do not feature in this research.   

 The criteria used in the questionnaire to compare the various methods of 

attraction are applicable to all the methods of attraction.  This will enable 

methods to be compared legitimately. 

 The respondents all have an understanding of each attraction method. 

 The respondents will as a consequence of their experience in the HR domain, 

have an opinion of the various methods of attraction. 

 The respondents will be able to differentiate between applicability of criteria to 

the methods of attraction. 
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CHAPTER 2 LITERATURE REVIEW 

2.1 Introduction 

In order to understand the place of attraction in the recruitment process it is 

necessary that all activities undertaken to hire a person to fill a vacancy are 

explored.  This literature review will therefore examine the importance of 

recruitment and the process of recruitment through the utilisation of international 

research findings on the subject.   

The focus of this research is in the domain of attraction of applicants, 

specifically the methods of attraction.  However, for the sake of understanding, 

this literature review will briefly examine the recruitment process, following the 

initial identification of a vacancy.  This includes a discussion of the attraction, 

screening and culmination of the recruitment initiative - the selection phase.   

Figure 1 provides a brief illustration to the recruitment process, specifically 

highlighting the focus of the research: The methods of attraction.   

Figure 1: Focus area of this research 

 

 

 

 

 

 

 

Source: Adapted from Carroll, Marchington, Earnshaw & Taylor (1999); Bartram 

(2000); Behrenz (2001); and Kaliprasad, (2006). 

Identification of vacancy

Attraction of 

applicants

Screening of applicants

METHODS OF 

ATTRACTION

Selection of candidates
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Discussion will then shift to the attraction component of the recruitment process 

which will commence with a detailed review of the various methods of attraction.  

Methods of attraction, upon which HR practitioners perceptions will be 

compared in this study, will be introduced; where after, discussion will shift to 

the various criteria of comparison of methods of attraction, as determined by 

authors in prior research. 

The sheer number of potential criteria studied in previous research is too vast to 

elaborate on, hence, only those criteria that dominate discussion, as identified 

through extensive literature review, will be examined.  Discussion of each 

criterion included in this study will culminate in the creation of two opposite 

statements that are representative of each criterion.  These statements are 

those used in the questionnaire (Appendix F) to measure HR practitioner 

perceptions on each criterion.   

The propositions used in this study will be elaborated on and defined before the 

chapter will be closed with concluding remarks on the literature review.    

2.2 Background discussion on recruitment 

The importance of the recruitment process in a company must not be under-

estimated.  Judge & Ferris (1992:47) emphasise that “staffing positions in 

organizations may well represent one of the most important HR management 

functions”. 

It is generally agreed that the employees of a company provide the basis of an 

organisation‟s competitive advantage.  Kaliprasad (2006) supports this 

contention with his statement that people will determine whether a company will 

remain competitive and will achieve success.   

There is a struggle to obtain quality staff and the competition for them is 

intense.  Cheese (2008) points out that one of the most important challenges 

leaders are faced with is the attraction, retention and engagement with staff that 

possess the right skills and capabilities.  The difficulties of finding staff to 

provide a competitive advantage are amplified with the demand for quality staff, 
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with multiple skills, intensifying as the realities of global competition emerge 

(Yoon Kin Tong & Sivanand, 2005).       

Companies are spending significant amounts of time and money to overcome 

these problems as a consequence, in the hope that they can ensure that the 

best staff are recruited to enable the organisation to achieve its objectives.  

Backhaus (2004:115) concurs with this statement, commenting that 

“Organizations spend a great deal of money in the recruitment process and, 

without the right applicants, cannot hope to develop the level of competitive 

advantage necessary to compete in a volatile economy”.    

Fittingly, the academic community has been researching different aspects of the 

recruitment function to try and identify the best way to attract and recruit 

employees into organisations.  Research efforts have been met with creativity 

from human resource practitioners, who have used their experiences and 

technological advancement to assist in finding suitable candidates.   

The hunt for staff is tempered by the consequences of making a poor hire 

decision with pressure being on those recruiting to get the decision correct first 

time.  Smith & Graves (2002) quote estimates from the US Department of 

Labour which puts a value on the cost of a poor hire decision for the employer 

at up to 30% of the employees first year of earnings.  

An alternative view of the problem is that provided by Koch (2006).  Koch 

(2006) cites a Mckinsey report that confirms high-performers out-perform poor-

performers by between 40% and 70%.  This has a large implication for the 

bottom line of the company, and as Koch (2006:29) states, “the variability in 

employee performance, or differential performance, represents a potential profit 

improvement”. 

Wiles & Spiro (2004:39) summarise the discussion above with their statement: 

“In most cases, the costs of improving the recruitment process will be more than 

offset by the benefits of finding better quality candidates”. 
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2.2.1 Definition of recruitment 

Recruitment refers to a multidimensional „activity‟, which considers not only the 

attraction and recruitment of staff, but also the assessment, selection and 

employment of people into a company (Chartered Management Institute, 2006). 

Bartram (2000) describes the recruitment „activity‟ as three phases:  The 

Attraction (including the posting of a job); Recruitment (which is concerned with 

the initial gathering and screening of the applicants); and Selection (including 

the assessment of candidates through interviews and psychometric testing).   

Essentially, recruitment refers to a process of activities that are performed in 

order to achieve the objective of hiring a quality employee to fill a vacancy.  In 

support of this statement and the definitions above, Barber (1998), as cited by 

Collins & Han (2004: 685) affirm that recruitment is a process, not merely an 

isolated activity.   

Companies, however, don‟t simply „jump‟ into a recruitment process.  There are 

other activities which need to be performed in order to maximise the return of 

the recruitment process and although they are not part of the activities to recruit, 

as described in the definitions, it is important to understand what these activities 

are. 

2.2.2 The Recruitment Process 

Following the identification of a vacancy in an organisation, the job is analysed 

in terms of the knowledge, skill and experience applicants are required to 

possess in order to perform the function, and the organisations culture and 

strategy to ensure better job fit (Singh & Finn, 2003).   

This has merit in that it narrows the human resource practitioner‟s scope by 

isolating the attributes sought in applicants and eliminating those applicants 

which ordinarily do not fit the predetermined criteria.  As Peppas (2006:120) 

affirms, “Individuals in organizations rely on a set of implicit and explicit criteria 

to make their choices in hiring decisions”.   
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The motivation for this, of particular importance in the South African context, is 

that it provides an objective way to differentiate between applicants on grounds 

which would be sound and fair. 

2.2.2.1 The Attraction Phase 

The process then moves to the attraction of applicants (first phase according to 

Collins & Han, 2004).  According to Barber (1998), as cited by Collins & Han 

(2004:686), this is the period “when a firm uses an array of different practices to 

attract individuals to apply to the organization”. 

The goal of attraction is to generate as many applicants as is manageable so 

that recruiters can have as wide a range as possible to select from.  The size of 

the pool of applicants relative to the number of people who are hired is called 

the Selection Ratio (Cascio, 1991).  Companies frequently want this ratio to be 

low as it implies there may be many qualified, suitable applicants, and as a 

consequence, companies can afford to be more selective in their hiring (Cascio, 

1991).  

The benefit of large applicant pools extends further though, as according to 

Boudreau & Rynes, (1985); Murphy (1986), as cited by Collins & Han (2004: 

686), the large pool of applicants assists in the creation of an effective 

organisation staffing system, which ultimately creates a competitive advantage 

over rivals.  This demonstrates the importance of the attraction phase in the 

definitive attempts to create an advantage over competitors.  

There are numerous means of attracting potential applicants to an organisation 

to fill a vacancy.  According to Gorter & Van Ommeren (1999:1149), “employers 

who search for suitable candidates have several search channels at their 

disposal”.  The channels all differ in their search and screening costs, arrival 

rate and productivity (Gorter & Van Ommeren, 1999).  These channels will be 

discussed in more detail in section 2.3. 

Research has confirmed the myriad options available to draw the attention of 

potential employees to vacancies.  Traditionally, attraction was done through 
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Newspapers, Word-of-mouth, Employment Agencies and Job Fairs, but now 

also through the Internet (Kumar, 2003; Singh & Finn, 2003).   

There are other means too with the attraction of applicants being solicited from 

a company website or through the use of a third party Internet recruiter 

(Hausdorf & Duncan, 2004).  The options extend further to include Head 

hunting and even Campus Recruitment.   

Companies are also not limited to one medium to attract applicants per 

vacancy.  They may, according to Russo, Rietveld, Nijkamp, & Gorter 

(2000:674), use “multiple recruitment channels to guarantee higher visibility of 

their vacancy”.  Behrenz (2001) confirms that this raises the probability of 

finding a suitable applicant.   

In their discussion, Russo et al (2000:674) motivate using the different channels 

to reach certain strata of the population or to recruit certain types of applicants.  

This implies that different channels can be used to target certain segments of 

the population more precisely. 

2.2.2.2 The Screening Phase 

The second phase refers to the gathering and initial screening of applicants.  

The screening of applicants is a process of selecting out those that do not 

satisfy the minimum criteria specified for a job.  It is a critical component as the 

product of this sifting process is the pool of applicants who qualify for the next 

round of the selection process.   

This process begins when companies receive information from potential 

applicants and HR staff‟ have to screen for suitable candidates (Amin 

Mohamed, Orife & Wibowo, 2002).  The things generally screened for include 

education, experience, and tenure in prior work roles (Kotlyar & Ades, 2002). 

It is a time consuming process with the purpose being to reduce the pool of 

potential recruits to a more manageable level.  Any tool that assists in speeding 

up this process is of value to human resource practitioners.  Information 

technology advancements have made screening somewhat easier than in the 
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past with technology available to conduct the screening process online.  Kotlyar 

& Ades (2002:15) in their description of screening technologies capability 

advise, automated screening technology with defined selection criteria provide 

“a good filter for weeding out those 15 per cent of candidates who are clearly 

unqualified, but have applied anyway because hey, „you just never know‟”  

There is dependence between the former procedure (the attraction) and the 

current procedure being discussed.  Windolf (1986) confirms this dependence 

exists and relates to the ability of the attraction phase to limit the unqualified 

applicants for the job. Windolf (1986) extends his motivation stating that firms 

can introduce specific requirements in the earlier attraction phase to restrict the 

number of applicants, the motivation being to control the costs of selection. 

2.2.2.3 The Selection Phase 

Once the final list of candidates has been compiled, the candidates can then be 

compared to one another in the final stage of the recruitment process – the 

selection phase.  This process is “concerned with identifying individuals from a 

pool of applicants who are suitable to work in a target job position” (Chan, 

2005:220). 

The final choice of an applicant is dependent on a variety of factors.  For this 

reason, the identification of the most suitable talent is the most thorough 

investigation throughout the entire recruitment effort.  Chan (2005:220) supports 

this statement with his opinion that “matching persons to work must often take 

into account more than just the job itself; it may have to consider the group and 

organizational contexts in which the person need to function”. 

In South Africa, an additional dimension must be considered.  There is an onus 

on business leaders to make “reasonable accommodation” for people from 

designated groups (those discriminated against during the apartheid era) 

(Republic of South Africa, Employment Equity Act, 1998).  As a consequence, 

all suitable candidates have to be evaluated in terms of their qualification as a 

member of the designated group, and where necessary, afforded preferential 

treatment to ensure equitable representation (Republic of South Africa, 

Employment Equity Act, 1998). 
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There are numerous tools that may be used to discern and ultimately select 

from the pool of qualifying candidates.  Robertson & Smith (2001) indicate that 

the most significant development in personnel selection during the 1990‟s was 

the improvements in the validity of tools used in selection.   

However, in the context of South Africa, caution must be exercised when using 

certain of these measures, as, according to the Employment Equity Act, 

(Republic of South Africa, 1998), issues of scientific validity and reliability is not 

the only consideration that must be overcome.  Selection tools may only be 

used where the assessment being used has been scientifically proven to be 

valid and reliable, can be fairly applied and, is not biased against an employee 

or segment of the population (Republic of South Africa, Employment Equity Act, 

1998). 

Selection is the vital, last component of the recruitment process.  Once the final 

assessments have been made, the company will discern between the 

candidates as to who the most suitable person is for the job, and make an offer 

of employment to this person. 

Regardless of the rigour involved in the process of recruitment and selection, 

the employer has no guarantees that the person ultimately hired will be the best 

or most suitable.  As Wilk & Capelli (2003) confirm, there is a need to reduce 

the variability in performance.   

What is of utmost importance though according to Behrenz (2001), is that the 

employer maximises the job seekers future productivity relative to the cost of 

making contact with the employee.  Recruitment efforts will determine how 

close they can come to making the best decision by eliminating detectable 

concerns based on the selection criteria.   

This concludes the recruitment procedure, as defined above.  The process is 

illustrated in the Figure 2. 
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Figure 2 Graphical representation of the hiring process 

Source: Adapted from Carroll, Marchington, Earnshaw & Taylor (1999); Bartram 

(2000); Behrenz (2001); and Kaliprasad, (2006). 
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2.3 Background discussion on methods of attraction 

With the variety of methods to attract applicants for vacancies, organisations 

have a multitude of options available to tailor their attraction strategies to suit 

their needs.  However, the lack of literature on how methods of attraction differ 

has prompted this investigation.   

Prior to the discussion of criteria, the various methods of attraction will be 

discussed.  This will be followed by criteria upon which each method can be 

compared against each other (the objective of this research). 

2.3.1 Classification of methods of attraction 

The literature review highlights that there are a number of channels that can be 

used to solicit the interest of potential applicants.  However, depending on the 

date of the publication and the focus thereof, the researchers may cite methods 

or compare methods which are more prominent at the date of publication.   

This knowledge is not lost for the purposes of this research as this literature 

review includes all mainstream methods adopted by organisations today, 

irrespective of when the method first become popular.  The methods of 

attraction are highlighted and discussed in the following section. 

2.3.1.1 Advertising in press 

This has been confirmed as a major source of applicants for a variety of 

vacancies, with Ryan, Gubern & Rodriguez (2000) describing them as 

“advertisements that employers place in newspapers to advertise employment 

vacancies and to attract applicants to their firms”.    

Many companies use the print media to convey information on vacancies to the 

general readership base with Wiley (1992) estimating that advertisements in 

newspapers are used up to 19.1% of the time for attraction purposes.   

However, this figure cannot be interpreted with significant confidence due to the 

date of the research and technological developments that have transpired since 

1992.  Lee (2007:83) confirms that “advertising in newspapers has suffered 
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historic percentage declines as recruiters switch to more efficient and cost 

effective recruiting methods”.     

This is possibly due to the invention of the internet and the explosion of its use 

as a general business, and more specifically, as an attraction tool.  A key 

consideration in South Africa would be the levels of internet penetration, which 

currently runs at about ten percent according to the Internet Access in South 

Africa 2010 study conducted by World Wide Worx (Mail and Guardian, 2010). 

However, advertising vacancies in the press still attracts considerable attention 

from applicants.  Ruiz (2006) quotes a survey in which it was demonstrated that 

71% of the participants used online ads when searching for a job.  The same 

study demonstrated that a “statistically equal” (70.6%) percentage of the 

participants used newspaper ads.   

Jones (2000), however, quantifies the potential threat posed by internet 

recruitment to South African newspapers with her claim that newspapers in the 

US have lost almost half of their market for “vacancy advertisements” to the 

firms recruiting over the internet.      

Rafaeli, Hadomi & Simons (2005:358), segment advertisements in newspapers 

by “geographic focus”, referring to local, regional, national and even 

international newspapers.  The most obvious motivation for this segmentation 

would be to customise the search to reach a desirably sized readership or 

applicant base. 

An obvious motivation for investigating the use of a geographical focus in 

attracting applicants would be the demographic of the reader that each 

publication reaches.  Francese (2003) highlights that in their quest for survival; 

newspapers have to deal with the demographic of the readers.  Francese 

(2003) states that a „one size fits all‟ approach does not take into consideration 

the diversification in demographics and lifestyles of readers.   

Ruiz (2006) acknowledges industry experts who opine that one of the 

advantages of newspaper advertisements is that when positions in rural areas 

are to be filled, or where internet connectivity is low, newspapers are very 
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effective at reaching potential applicants.  In South Africa, with the low levels of 

internet penetration, this is a very important consideration.    

One of the problems identified with newspapers is that the number of applicants 

applying for a vacancy is high.  As Verhille (1991:4) confirms, the number of 

unsuitable candidates drives the need to “winnowing and sifting of names”.  

Furthermore, the number of suitable applicants generated through this method 

is also low.  Verhille (1991) demonstrates that only about five percent of 

applicants generated through classified recruiting fall into the high quality 

category.  

Mason & Belt (1986) include advertising in professional journals under the 

attraction through advertising in press.  People with specific interest in a 

particular field or profession are more likely to be targeted through publications 

that cater exclusively or more directly to their interests.   

The reader demographics of the publication provide one contributing factor and 

motivation for maintaining the four separate categories of advertising in press 

for the purpose of this research.  This argument is supported by Rafaeli et al 

(2005:358) who use the term “Focus” to describe the market that the ad is likely 

to reach.   

Another motivation for maintaining segmentation is that of cost.  Rafaeli et al 

(2005) postulate that pricing of adverts is based on the number of people an 

advertisement can reach.  As geographic spread increases, so does the 

readership and hence the cost.   

For these reasons, advertising in the press cannot be joined together in this 

research as it will bias the research results of advertising in press.  Four sub-

categories of advertising in press will be studied: 

 Local Newspapers; 

 Regional Newspapers; 

 National Newspapers; 

 Professional journals. 
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2.3.1.2 Word-of-mouth 

Word-of-mouth or referrals has featured prominently in research as another 

source of quality applicants.  Many employers use informal contacts inside or 

outside the organisation to search for suitable applicants to fill vacancies 

(Gorter, Nijkamp & Rietveld, 1996). 

According to Grensing-Pophal (2005:24), “referral programs are based on the 

assumption that if an employee works out well in an organization, chances are 

that someone like them – someone they know and are willing to recommend – 

will work out too”. 

Word-of-mouth and employee referrals of friends or relatives generally involve 

the discussion by an existing employee, operating within a social network, of a 

potential vacancy.   One of the benefits of this as, Kirnan Farley & Geisinger 

(1989) confirm, is that employees recruited through referrals were found to have 

longer tenure. 

Russo et al (2000:676) suggests that employees and employers engage and 

provide reliable information to each other on vacancies.  This supports the 

notion of parties being able to make a more informed hire decision.  The 

motivation for this could be found in the theory of realistic job information, as 

proposed by Wanous (1978).  It seems logical to propose that the greater the 

detail that employees provide to the network contact, the greater understanding 

the potential applicant will have of not only the company, but of the vacancy to 

be filled.  This is supported by Kirnan et al (1989), who motivates that people 

who are given both positive and negative information regarding the job, are 

more inclined to survive in the job because their expectations are more likely to 

be met. 

However, there have been suggestions that employees are not willing to proffer 

names of potentially suitable applicants.  Research has been conducted to 

support arguments why employees are selective when suggesting names of 

applicants.  One of the suggestions as Soltis (2006) argues, is that the 

reputation of the person making a referral can be prejudiced if the person 

referred does not work out.   



   

21 

In their research, Taylor & Schmidt (1983) contend that employee referrals were 

not found to be effective sources of employees.  However, Taylor & Schmidt‟s 

(1983) findings contradict other research.  An alternative view is provided by 

Ruiz (2006:10) whose investigation into recruiters‟ perceptions of various 

methods of attraction, including referrals, concludes that “seventy-five percent 

of survey participants said employee referral programs are effective or very 

effective tools”. 

The motivation proposed by Taylor & Schmidt (1983) for their findings 

contradicting that of other researchers is that employees, who referred 

successful applicants, were financially rewarded for doing so.  A possible 

explanation given for this finding is that “payment may have caused employees 

to withhold information about negative job factors” (Taylor & Schmidt, 

1983:352).  However, this is contrary to Grensing-Pophal‟s (2005) suggestion 

that a win-win situation is created for the employer, who experiences reduced 

risk in the hiring process, as well as the employee, who benefits from a reward, 

when there is a successful referral.   

A potential weakness of the method is that the practice may be inherently 

discriminatory.  Hansen (2006) states that the new Equal Employment 

Opportunity Commission (EEOC) compliance manual in the USA warns against 

recruiting through Word-of-mouth in organisations that do not reflect the 

diversity in the labour market as this may translate into a higher risk of 

discrimination.  This has been re-iterated in an article in the journal, HR Focus 

(2006), in which the author states that employee referral programs replicate the 

demographics of the current workforce. 

One of the benefits though, of Word-of-mouth referral programs, is in the cost to 

hire new staff.  In their study of investing in social capital (referrals), Fernandez, 

Castilla & Moore (2000) showed that significant savings could be achieved by a 

firm adopting a formal referral program.  Their study of entry level positions at a 

large financial institution‟s call centre, where the social networks of employees 

were relied upon, demonstrates that significant savings in total hiring costs can 

be achieved, even when a financial reward is provided to the referrer. 



   

22 

Morehart (2001) supports this argument through his confirmation that employee 

referral systems are amongst the most cost effective methods of finding 

candidates and have the lowest cost per hire.   

As Fernandez, Castilla, & Moore (2000) confirm Word-of-mouth methods can 

be either incentivised or not.  However, there is no conclusive evidence on 

whether there is a significant difference in the result of the attraction through the 

social network if there is a financial reward for employees who make a 

successful referral. 

Irrespective of reward or not, the mechanism of adoption of employees or social 

networks as a source of potential employees does not change.  The outcome 

may differ though along certain criteria, hence, for the purposes of this 

research, both will be included in an attempt to discern perceptions of the two 

methods. 

2.3.1.3 College/Campus Recruitment 

College recruiting is also a widely used method of attraction, allowing 

companies to source newly qualified people who have specific or desirable 

skills at the source – the university or college.  Rynes, Orlitzky & Bretz, (1997) 

estimate that in the region of 40% of recruits for jobs requiring a college degree, 

are new graduates.  Stevens-Huffman (2006:42) asserts that “college recruiting 

has traditionally been a way for companies to build pipelines to academic 

institutions to supply future corporate leaders”.   

According to Harvey-Cook & Taffler (1987), the process of recruitment of these 

people starts with on-campus advertising.  Once the initial interest has been 

captured, application forms are solicited from interested parties, which are then 

used as a “pre-selector”, qualifying the applicants for interviews and the 

subsequent final selection procedures (Harvey-Cook & Taffler, 1987:100).  

In all probability, when a company recruits a student, the recruiting firm is 

recruiting someone with limited or no real work experience, and although they 

have the technical skills, the company may still be required to train them up 

over a period.   
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In their research, Rynes et al (1997) found that recruiting experienced workers 

was superior to recruitment through college recruitment programs because the 

speed at which successful candidates get to full productivity is greater than that 

of college recruits.     

Another problem is being able to determine college recruits‟ work capability, 

which lead Schmitt (1997) to state that he believes that hiring students takes 

more work than hiring experienced people, specifically referring to the number 

of interviews which need to be conducted before a suitable student can be 

hired.  Other factors where experienced recruits have been shown to be better 

than new graduates are with respect to understanding of business and 

knowledge of the competitors (Rynes, et al, 1997). 

However, this still does not diminish the interest in tertiary institutions as a 

source of applicants, and with the global shortage of skills, its popularity is 

justified.  Research by Rynes et al (1997:326) shows that one of the more 

significant reasons for hiring college graduates is that there is an “inability to 

find or attract experienced workers”. 

More support for tertiary institutions comes from Branine (2008), who argues 

that that many employers have realised that the future of their firms depends on 

the recruitment and selection of trained graduates.  In contrast to the 

deficiencies highlighted earlier, the hiring of new graduates was evaluated much 

more favourably on aspects such as willingness and ability to learn new things, 

open-mindedness and creativity, according to Rynes et al (1997). 

In his research, Terpstra (1996) ranked college recruiting as one of the top 

three sources of quality workers, alongside employee referrals and executive 

search firms.  Research by Harvey-Cook & Taffler (1987:99) supports such 

claims as they confirm in their focused research on the accounting profession, 

in the United Kingdom, graduates form the backbone of future manpower 

needs.   

Campus recruitment is an important method of attraction which can offer 

significant benefit to firms.  It tends to be an important source of qualified 

applicants with desirable skills.   
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However, Branine (2008) highlighted that a number of United Kingdom 

employers had a perception that graduates were not of a high quality, had little 

or no real work experience and limited transferable skills.  This contradicts 

Education and Training (2003), who state that graduate recruits are highly 

valued, with 56% of organisations indicating that they employed graduates they 

could not afford to lose. 

Some of the other more prominent incentives proffered for college recruitment 

according to Rynes et al (1997) include the greater affordability, bringing new 

blood into the business to revitalise it and also the higher perceived quality and 

better skills of graduates.   

Sturges & Guest (2001), detract from the benefits of this method with their claim 

that employers do find it difficult to retain their graduate recruits for any length of 

time.  Their arguments are backed by the Graduate Salaries and Vacancies 

Survey (Pearson, Perryman, Connor, Jagger & Aston, 1999) which shows that 

the average organisation keeps only 50% of their recruits five years into their 

career, while 75% kept their graduates for up to three years.  However, Sturges 

and Guest (2001) do acknowledge that organisations that play an active role in 

managing their graduates can influence the period they remain with the 

organisation.  This is supported by the Graduate Salaries and Vacancies 1999 

survey, which showed that the best ten percent of recruiters held on to 80% or 

more of graduates recruited five years earlier.   

It is evident that campus recruitment is an important method of attraction, but 

one which is associated with conflicting opinions of its various strengths and 

weaknesses.  For these reasons, this method of attraction must be included in 

the research. 

2.3.1.4 Electronic Recruitment 

Lee (2007) discusses electronic recruitment, the latest addition to HR 

practitioners‟ artillery to attract applicants.  The use of the internet as a source 

of applicants and indeed vacancies has seen significant growth world wide, with 

details of both employment seekers and vacancy advertisers displayed using 

the same source. Piturro (2000:34) quotes research by Olsten Corporation 
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which shows that 38% of companies had web sites or web based listings for 

recruitment in 1999.  In addition, Piturro (2000) highlights research from JWT 

Specialised Communications which indicated that 70% of respondents used the 

internet to post vacancies in 1998, up from 21% in 1996. 

Some international recruitment websites have grown from a few thousand hits 

every day to up to a million hits daily according to Jones (2000).  What is more, 

as Singh & Finn (2003:401) confirm, the internet “is available 24 hours a day, 

seven days a week, thus making it possible to advertise a position on-line 

almost instantaneously”.    

Statistics show that E-Cruitment, the practice of attracting applicants to a 

company using a company‟s own website or the website of a third party, has 

become a prominent source of applicants, with many organisations using an 

online presence to advertise their vacancies.  Jones (2000) quotes statistics 

that some companies have spent up to 30% of their annual recruitment budget 

on internet recruitment.  Research from a United States recruiting consulting 

firm, Internet Business Network, as cited by Yoon Kin Tong & Sivanand (2005), 

confirms that the number of internet recruitment websites has grown from 500 

to 20 000 since the early 2000‟s.   

It is not only the number of sites that has grown, but also the amount of revenue 

and the number of people using the internet to search for jobs.  According to 

Hall (2001), 74% of people with internet, 18 years or older, have used the 

internet to search for jobs.  Revenue generated by internet recruitment in 1999 

was estimated to be valued at US $15 billion, according to Hall (2001).  These 

are significant statistics.   

Piturro (2000), in an effort to balance opinions on e-recruitment, puts the 

numbers in perspective with estimates from the Olsten Corporation survey.  

This United States based survey showed that 48% of new hires were recruited 

through print advertisements, while only five percent was recruited through the 

internet.  This also compared poorly with employee referrals (Word-of-mouth), 

which accounted for 13%, 
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However, it is also acknowledged that the penetration of the internet in South 

Africa is much lower than in the United States and Europe and hence the 

prevalence of internet recruitment in South Africa would more than likely be 

significantly lower.  According to the Internet Access in South Africa 2010 study, 

(Mail & Guardian 2010), only 5.3 million South Africans use the internet, 

representing ten percent of the country.  This statistic equates to roughly only 

58% of the formally employed population of South Africa according to the 

Statistics South Africa Quarterly Labour Force Survey (2009).  

One of the problems that internet recruitment has created for employers is that 

information about vacancies is freely available and easy to access on the net.  

Piturro (2000:36) argues that employees could even “poke around the Web 

sites of rival employers (probably on company time)”. 

A consequence of this is that employees may be constantly scanning for better 

opportunities, leading to more frequent changes of employer. In support of this 

Singh & Finn (2003) state that the internet may be changing the nature of the 

employment relationship, making it more transactional rather than extended.  

Job seekers can now have their curriculum vitae‟s in circulation permanently on 

the internet, encouraging passive job hunting, and, as Piturro (2000, 37) also 

states, can “vaporize employee loyalty”.   

A variety of types of electronic recruitment forms exist, permitting advertisers 

and job seekers to find the most appropriate applicant base or career 

opportunity, they are looking to tap into.  Lee (2007) segments the E-cruiting in 

various ways, including general purpose job boards, niche job boards, E-

recruiting applications service provider, hybrid recruiting service providers, E-

Recruiting consortia, and corporate career websites.  These methods are 

described in more detail below. 

 General purpose boards:  provides an online service to both recruiters 

and applicants from a variety of industries, putting the parties in contact 

with one another when a suitable match has been identified (Lee, 2007). 

 Niche job board: very much in line with the above, but serving, according 

to Lee (2007), highly specialised job markets. 
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 E-cruiting application service provider: these organisations market 

recruitment applications to recruiters and job boards (Lee, 2007). 

 Hybrid recruiting service provider: the services offered by this 

organisation include both the traditional newspaper advertising and the 

online advertising for recruiters and job seekers (Lee, 2007).  

 E-recruiting consortium: a non-profit organisation with an online 

presence, created by a number of business leaders in order to direct 

internet traffic to their corporate website where vacancies are posted 

(Lee, 2007).  

 Corporate career website:  the recruiting organisation‟s own online job-

advertising page, linked to the main website of the company.  It serves 

as an extension to the “portfolio of e-business applications when the 

company has already established an e-business website” (Lee, 

2007:82).  

The list of internet recruitment methods is extensive, making it a difficult 

proposition not to segment.  When these methods of E-recruitment are 

analysed, the overwhelming observation is that E-recruiting is either done 

internally, on the company‟s website, or it is done externally, when a company 

contracts to another to advertise the position on the web on their behalf.  For 

this reason, a simpler classification of E-recruitment will be substituted for 

reasons of simplicity in this research.  This classification will be internal (own 

website) and outsourced (another company‟s website). 

2.3.1.5 Recruitment agency 

Recruitment agencies or search consultants are a very popular method of 

attraction.  The companies engage in the “relatively passive recruitment 

strategy” (Hester, 1991), as cited by Fish & Macklin (2004:31) of advertising 

vacancies on behalf of their clients. These firms according to Hutton (1987) 

market resumes from the files of people that they may have already 

interviewed. 
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The best applicants are then kept in a database for when a position becomes 

available at one of their clients.  These search firms, according to Pollick (1993), 

have the objective of matching a client‟s needs with suitable applicants.   

The benefit of these search firms is that they very often provide a shortlist of 

applicants to the hiring companies, to reduce the time consuming burden of 

sorting through all the applicants, and can even in certain cases offer selection 

tools and techniques to assist clients to make a decision (Fish & Macklin, 2004). 

2.3.1.6 Head hunting/Executive search firms 

Executive search firms are similar to recruitment agencies, sourcing candidates 

for and on behalf of recruiting companies.  The subtle difference according to 

Hutton (1987) and Kumar (2003) is that they are used to source people for 

senior positions.  

Fish & Macklin (2004:31) elaborate further, stating that they adopt more 

“strategic and focussed recruitment and selection strategies and are usually 

contracted to actively seek out individuals who might ideally fit the requirement 

of a position and who may often be currently employed with no immediate 

intention to or thought of leaving their current employer”.   

This would require a somewhat different approach to recruiting as the effort is 

more in approaching candidates, as opposed to applicants approaching the 

firm.  These firms will tend to have specialist knowledge of a particular field, 

including the players who operate in the field.  According to Kumar (2003), 

these firms rely on their industry contacts, networks and phone calls to solicit 

the interest of executives who may be interested in changing their position.  As 

Sosnin (2007) iterates, quality executive search firms have a network of people 

with rare skills and talent. 

Head hunting firms relieve management of certain recruitment chores involved 

in recruiting senior staff (Ammons & Glass, 1988).  They engage in the 

screening of applicants, profile the experience and attributes required by the 

hiring company, utilise their networks and contacts to identify and approach 

potential candidates, whether they are seeking a change in employment or not, 
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and check the qualifications and background of all those to be presented to the 

hiring company (Ammons and Glass, 1988). 

A way to understand the difference between an executive search firm and an 

ordinary search firm or recruitment agency is to demonstrate what an executive 

search firm does not do.   

According to Hutton (1987), executive search firms are employed by the search 

firm, they do not ordinarily seek to provide assistance to executives who want to 

change jobs.   

These firms also do not sift through files of people they already have on their 

books and in no way do they advertise for the position (Hutton, 1987).  As 

Kenny (1978:81) says that most candidates are “not on the job market and, by 

definition, are busy, committed executives who are not interested in having 

unproductive meetings”. 

One of the problems that executive recruitment firms may face is that they have 

a relationship with too many firms that prevent them from poaching from the 

particular source (McReary, 1997).  However, poaching is a problem associated 

with this method.  Nash (1989) states that healthy competition amongst firms for 

top talent is likely to give way to poaching. 

The use of head hunting or executive search firms has grown significantly since 

the 1950‟s, with Ammons & Glass (1988) drawing attention to the growth in 

number of firms performing this service from 900 in the mid 1970‟s to more than 

2000 in 1985.  Although these figures may be outdated, it is hard to ignore 

executive search firms in this research. 

2.3.1.7 Career/Job Fairs 

According to literature, career fairs are also widely used as a source of potential 

employees.  Cable & Yu (2006:829) have defined the job fair as “information 

exchange events where recruiters from different companies gather in a common 

location, set up booths with company information, and interact with job seekers 

who are there to learn about different employment opportunities”.  
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This method of attraction relies on the presence of a number of high profile 

organisations to attract the interest of prospective employees.  Most participants 

will use the event to market their organisation and the variety of career 

opportunities within their organisation, as Hansen (2006:46) highlights, “career 

fairs can build the employment brand and fill recruiting pipelines”. 

One of the problems with this method is that many applicants could reasonably 

be received, but the quality of applicant is not guaranteed.  Frase-Blunt 

(2002:62) confirms that a general job fair is “likely to attract a herd of 

unemployed-and unemployable-attendees”.  Hansen (2006) disagrees with this, 

noting that not only is the method successful at attracting quality applicants, but 

it is also considered a cost effective method of attraction. 

It is not clear how often career/job fairs are used in South Africa, but for the 

purposes of this research, it will be included, if only to determine the prevalence 

and opinion of its adoption in South Africa. 

2.3.1.8 Other forms of attraction 

Fyock (1992) discusses a variety of methods that are not commonly used 

techniques in South Africa – many of them rather innovative, if not opportunistic 

sources.  These are listed below: 

 Telecruiting;   

 Talent Scout Cards;  

 Point of Sale Messages;  

 Company layoff or closing; 

 Direct mail campaigns;  

 Radio ads;  

 Employment hotline;  

 Public relations and marketing;  

 Recruiting via databases; 

 Information seminars.   
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Although these methods can be used, they tend not to be predominant methods 

of attracting applicants or adopted as frequently.  As Fyock (1992) confirms, 

they are not mainstream attraction methods.  For this reason, they are 

mentioned briefly to highlight the vast array of additional opportunities for 

recruiting, but will not form any part of this research.   

In summary, what will be focussed on is a number of specific, yet predominant 

methods to attract applicants.  The following list of methods will be studied in 

this research: 

1. Advertising in Local Newspaper e.g.: Sandton Chronicle; 

2. Advertising in Regional Newspaper e.g.: The Star; 

3. Advertising in National Newspaper e.g.: Sunday Times; 

4. Advertising in Professional journals; 

5. Campus Recruitment; 

6. Word-of-mouth – incentivised; 

7. Word-of-mouth – no incentive; 

8. Internet Recruitment – outsourced; 

9. Internet Recruitment – Internal Corporate career website; 

10. Employment Agencies; 

11. Head-hunting; 

12. Career/Job Fairs. 

2.4 Criteria used to select a method of attraction 

The existence of a variety of methods of attraction could indicate that there may 

be many scenarios under which a certain method of attraction is selected and 

adopted as the preferred medium to advertise a vacancy.   

Each vacancy would be unique from organisation to organisation and hence 

would have to be approached in a different way.  Collins & Han (2004) suggest 

that “recruitment is not a one-size-fits-all practice”.  The consequence of this is 

that HR practitioners must have a clear idea of criteria on which to compare 

methods for the position being advertised. 
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In order to confine the criteria to only that which is suitable for this research, it is 

important to understand the nature of vacancies, which a suitable method of 

attraction seeks to fill.   

A number of studies have sought to quantify how methods of attraction differ 

with one another on various criteria.  What follows is a discussion highlighting 

literature findings on a variety of considerations for HR practitioners looking to 

hire new employees. 

This section of the literature review will discuss the most relevant criteria for 

comparing methods of attraction, as identified in earlier research.  After each 

criterion has been discussed, the statements related to each criterion, as used 

in the questionnaire to measure perceptions of HR practitioners, will be 

presented.    

Each criterion will be considered along a continuum.  As such, the two poles of 

the continuum will have a statement that reflects two polar opposites of the 

criterion.   

For example: if the criterion for comparison is:  

“Extent of applicant use”, 

the one pole will be “Used extensively” while the second pole will be “Not used 

extensively”. 

2.4.1 Cost of attracting applicants 

Recruiting new staff into an organisation has a cost implication for the 

organisation.  In research by Rafaeli et al (2005), the focus was on the direct 

cost of hiring an employee, which according to the research would conceivably 

be different for the various sources of attraction.  Rafaeli et al (2005) explains 

some of the variation in cost confirming that it is normative to pay for certain 

sources, yet not so with others.   

The method adopted by an organisation will, in all likelihood, have a bearing on 

the cost of the attraction initiative.  This statement has been supported through 
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the research findings of Rafaeli et al (2005) who found that cost did vary 

between methods of attraction.   

The motivation for suggesting the differing costs is that the cost is likely to be 

different, dependent on how the information about the vacancy is distributed 

and the amount of effort expended and resources used to attract applicants.   

People also have differing earning potentials, which may affect the cost of hiring 

a person through certain methods.  Rafaeli et al (2005) iterate that differences 

in cost may also be justified because of the unique or special skills a person 

has. 

For this reason, cost of method of attraction must be included as one of the 

criteria to be compared.  The statements used in the questionnaire to measure 

perceptions on this criterion are: 

a. Inexpensive; 

b. Expensive. 

2.4.2 Intensity of search by potential applicants 

South Africa has high levels of unemployment, which is defined in two ways by 

Statistics South Africa.  

The strict definition is:  Unemployed persons are those persons who, being 15 

years and older a) are not in paid employment or self-employment, b) were 

available for paid employment or self-employment during the seven days 

preceding the interview and c) took specific steps during the four weeks 

preceding the interview to find paid employment or self-employment” (Mohr, 

Fourie & Associates, 2005:562). 

The expanded definition omits requirement (c).  In other words, the expanded 

definition requires only a desire to find employment” (Mohr et al (2005:562).  

Jackman, Layard & Pissarides (1989), state that the ratio of vacancy duration 

relative to the worker unemployment duration will change with changes in 

worker efforts to find employment.  In other words, the period of time a job 
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remains vacant relative to the period of time a worker remains unemployed will 

only change if the effort of workers to find employment changes. 

The purpose of introducing the definitions of unemployment in South Africa and 

discussing the findings of Jackman et al (1989) is that the definitions and 

research findings both take cognisance of applicant endeavours to find work.   

The assumption is that applicants will search for opportunities using the easiest 

and most convenient source at their disposal and that the most convenient 

source would attract the greatest search intensity.  Kirnan, Farley & Geisinger 

(1989) demonstrated in their research that applicants do have a preference for 

a particular method of attraction.   

If this is so, the methods of attraction should be easily accessible to the largest 

possible number of applicants, to capture the source where there is the greatest 

intensity of search.  It is important then to include this criterion as it should 

demonstrate perceptions of which method of attraction captures the greatest 

intensity of search by applicants in South Africa. 

The two polar opposite statements on this criterion are: 

a. Used by many applicants; 

b. Used by few applicants. 

2.4.3 Ability to attract the interest of people not engaged in active search 

The purpose of adopting certain methods will be to hire the most appropriate 

candidate for a vacancy.  However, there may be many instances when the 

best candidate is not necessarily looking for a work opportunity.  These people 

may or may not already be actively engaged in work, and, as Galanaki 

(2002:244) posits, they are the most “highly prized catch” for recruiters. 

Since the vast majority of attraction methods focus on those people seeking 

employment, many methods of attraction may not tap the potential of those not 

actively engaged in seeking further work opportunities.  This is something 

Carroll et al (1999) elude to in their study of small firms, in particular the 
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informal means of attraction.  Hays (1999), admits that it is rare for highly 

qualified or passive people to read „wanted advertisements‟ and that getting 

these people to leave their jobs takes a totally different set of tools.  

Fyock (1992:50) makes a critical statement in support of including this criterion 

in the research stating that “traditional forms of recruiting can be even more 

restrictive because they reach only those people who are actively searching for 

jobs, while the perfect candidate may not even be looking”. 

For these reasons, including this as a criteria to understand HR practitioners‟ 

opinion, will add value to the general body of understanding in the field. 

Accordingly, the statements for measurement of perceptions on this criterion 

are: 

a. Attracts people not searching for jobs 

b. Only attracts job seekers. 

2.4.4 Avoidance of discriminatory practices 

Discrimination, according to Petersen, Saporta & Seidel (2005:420) in their 

research, is defined as “unequal probabilities of getting hired by gender (and 

race), holding qualifications constant”.   

The various methods of attraction will undoubtedly have differing penetrations 

into the target candidate pools and as a consequence, may have an impact on 

the ability of an organisation to reach a particular segment of the population.  

Russo et al (2000:674) confirm that the choice of attraction channel will have an 

impact on how visible job related information is.  This is an important 

consideration in the context of South Africa as it is not known how this problem 

of accessibility to source may affect those defined as previously disadvantaged 

in South Africa.  

Evidence exists that certain methods of attraction do discriminate against 

certain applicants.  In research conducted by Kirnan et al (1989), a statistically 

significant difference was demonstrated between black and female applicants‟ 
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use of method of attraction, when compared to male and non-minority or 

Hispanic counterparts.   

Research has built on Kirnan et al’s (1989) findings and demonstrated that 

discrimination on the basis of both race and gender may be perpetuated by the 

choice of source of attraction.  For instance, Carroll et al (1999:237) state that 

there may be indirect discrimination against disadvantaged groups with the 

adoption of referrals as a means of attraction.   

Gender discrimination, is also prevalent, with Drentea (1998:331), highlighting 

that informal methods of attraction perpetuate gender segregation in the 

workplace.   This was supported by Petersen et al (2005:421) who make a 

statement (and back it up with anecdotal evidence, although not being the focus 

of their research) confirming that “recruitment procedures may clearly affect the 

sex and race composition of the applicant pool”.   

The issue of discrimination as a consequence of the choice of method may not 

be intentional; however, it is clear that discriminatory practices do occur 

internationally as a consequence of the choice of method adopted.  Kirnan et al 

(1989) has even suggested that modifying the use of sources of attraction may 

assist organisations to better achieve their affirmative action targets (in the 

United States of America).   

Since the issue of discrimination is particularly pertinent in the South African 

context, it has to be included as a criterion in this study.  The statements to 

compare perceptions of methods of attraction on are thus: 

a. Reduces discrimination; 

b. Increases discrimination. 

2.4.5 Operating level of people attracted 

Although confirmation of which method is better suited to attract applicants for 

different functional roles in companies is scarce, there is sufficient evidence to 

conclude that certain methods are better suited to the attraction of applicants for 

different roles.    Mason & Belt (1986) show that the methods of attraction 
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adopted differ in their effectiveness of sourcing applicants across occupational 

groups.  Similarly, Wiley (1992) was able to demonstrate that methods of 

attraction differed in their effectiveness of sourcing plant/service, sales, 

professional/technical and managerial employees. 

The method adopted for attraction could be inferred in certain instances, for 

example, executive/head hunting for senior level positions, however, it is not 

easy to draw conclusion on all the methods.  For this reason, it can be surmised 

that the level of vacancy could, dictate the method of attraction employed.  

Gorter et al (1996) substantiates these statements, findings and comments in 

their research, demonstrating in the process that certain channels are activated 

by employers when characteristics of the person being sought met certain 

standards. 

Other confirmation of a level of employee versus method of attraction 

relationship has been given by Taylor & Schmidt (1983:353), who argue that 

having a thorough understanding of the characteristics sought in a successful 

applicant might assist in making decisions about which method of attraction to 

use to “tap desired application characteristics”. 

It is difficult to ignore research results, necessitating the inclusion of this 

criterion in the research.  The operating level has been segmented into two 

categories for the purposes of this research.  The first level is hierarchical in 

nature, i.e.: the position of a person.  The second level revolves more around 

functional orientation, i.e.: what skill the applicant possesses. 

Each level will have a set of statements for measurement of perceptions; hence 

this criterion actually has two sets of statements.  The first set, describing the 

position in the organisation structure are: 

a. Attracts executives/senior managers; 

b. Attracts junior and middle level management. 
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The second set, describing the orientation of the applicant, are:  

c. Attracts clerical/admin staff; 

d. Attracts technical staff. 

2.4.6 Applicant arrival rate: 

Russo et al (2000) include other criteria for comparison, one of them being 

applicant arrival rate.  The applicant arrival rate is not to be confused with the 

size of the pool of applicants, which refers to the number of candidates from all 

the applications which are suitably qualified to proceed to subsequent interview 

phases (as defined earlier).  The arrival rate refers to the number of applicants 

which express an interest in a vacancy shortly after the vacancy has been 

posted (van Ours & Ridder, 1992). 

The choice of method of attraction has implications for the arrival rate of 

applicants which apply for the job: the objective being to increase the arrival 

rate of applicants.  In research by Russo et al (2000), an argument provided in 

support of improving the arrival rate is that the larger the flow, the higher the 

probability of finding a good candidate.  

Van Ours & Ridder (1992) found that that almost all applicants arrive during the 

first two weeks after the announcement of the vacancy, and few applicants 

arrive there after. 

Applicant arrival rate is generally higher when there is an excess supply of 

labour (Russo, et al 2000:677).  This implies that arrival rate is possibly linked to 

the employment conditions prevalent in the market at the time that the 

advertisement is placed. 

However, including arrival rate in this research as a criterion for comparison is 

necessary because Russo et al (2000) found the arrival rate is linked to the 

method of attraction chosen.  In their study, Russo et al (2000) indicate that the 

attraction channel and the applicant arrival rate are positively correlated.  
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For this reason, the lead time of methods of attraction needs to be probed. 

Accordingly, the statements for comparison purposes are:  

a. Applications received soon after advertisement (short lead time); 

b. Long delays before applications are received. 

2.4.7 Number of applicants attracted 

The purpose of an organisation distributing information about the existence of a 

vacancy is to attempt to attract those seeking employment in a particular field to 

apply to fill the vacancy.  As Russo et al (2000:674) confirm, “employers use 

attraction channels to spread information to the eligible potential candidates 

about the characteristics of vacant positions”. 

Ideally, having more applicants to choose from improves the chances of getting 

a better match between the organisation requirements and the employee finally 

selected to join the firm.  More applicants could assist in making a better 

selection decision as confirmed by van Ours & Ridder (1992), who found that 

selection is easier from a larger bank of applicants than from a small one. 

However, it there may be certain times when a smaller number of applicants is 

more desirable.  As Russo et al (2000), indicate, those seeking new employees 

are likely to decide to choose a method of attraction that either reduces the 

number of applicants (excess labour supply)  or increases applicants (shortage 

of labour). 

The specific focus on number of applicants is centred on how widespread the 

search is with the method of attraction adopted.  All the methods to be studied 

in this research will have differing reaches and hence, have an effect on the 

size of the pool of suitably qualified applicants proceeding through the selection 

procedures. 

The statements attached to this criterion are: 

a. Many applicants; 

b. Few applicants. 
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2.4.8 Quality of applicants attracted 

One motivation for attracting a host of applicants to a vacancy is the variability 

in quality and calibre, with the quality of applicants in part a consequence of the 

method of attraction employed.  This was demonstrated through Breaugh‟s 

(1981) finding that there is a difference in the levels of performance, 

absenteeism and attitudes of applicants sourced through various methods of 

attraction.   

While the reasons for this are beyond the scope of this research, research by 

Wanous (1978) has demonstrated that potential causes have their roots in 

realistic job previews – although, in this research there were questions raised 

about the ability-performance relationship of employees.   

More recent research, however, has given credence to earlier findings.  Kirnan 

et al (1989) demonstrated that a significant difference in applicant quality is as a 

direct consequence of the method of attraction adopted.  Wiley (1992) affirms 

that recruitment studies document the effect attraction methods can have on the 

quality of applicants generated.   

In Terpstra‟s (1996) research, he investigated the effectiveness of nine 

attraction sources (some of which are not on the list to be studied in this 

research) in terms of their ability to yield high-quality, high performing 

employees.  He was able to establish an order and relative intervals, 

demonstrating which recruiting sources were best along the dimension of 

quality of workers.   

With such overwhelming support, the quality of the potential applicants to be 

generated by attraction methods cannot be ignored and as such, must be 

included as a criterion. 

The statements related to this criterion are: 

a. Good quality applicants; 

b. Lower quality applicants. 
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2.4.9 Cost of processing applicants 

Cost of attraction is not limited to the direct cost of distributing the information 

about vacancies as discussed in section 2.4.1.  Costs can also be attributed to 

the screening and processing of applicants for a vacancy, as confirmed by 

Russo et al (2000).  The number of applicants and the time taken to process 

them, all have a significant bearing on the cost because of the resources which 

are required to sift the qualified applicants from those that are unqualified.   

With the number of applicants being of significant importance to the success of 

an attraction initiative, a fine balance needs to be created between the number 

of applicants attracted and the inherent costs of attracting a larger pool.  Huselid 

(1995) confirms recruiting procedures that generate a large pool of qualified 

applicants has significant influence over the quality and type of skills new 

employees possess, but he acknowledges that such high performance work 

practices may induce more costs. 

Although also an element of cost, this criterion must be kept separate from the 

costs described in section 2.4.1 as it refers to cost incurred for a different 

purpose.  Rafaeli et al (2005) contribute to the argument for separation stating 

that organisations should strive to reduce the cost of processing unsuitable 

applicants. 

To conclude this discussion, Russo et al (2000) provide a significant motivation 

for determining HR practitioner perceptions, highlighting that certain methods of 

attraction may cost more to screen applicants, but the chance of finding the 

most suitable employee is enhanced. 

Due to the two separate cost elements relating to time being considered under 

this criterion, two sets of statements for comparison are used again.  The first 

set relate to the number of suitable applicants, which as Rafaeli (2005) confirms 

has cost implications.   

a. Few unsuitable applicants; 

b. Many unsuitable applicants. 
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The second set of statements relates to the time it takes to process the 

applicants through screening activities, as described by Russo et al (2000) and      

Statements related to this criterion include: 

c. Applicants processed quickly; 

d. Time consuming to process applicants. 

2.4.10 Yield ratio 

Researchers in the past have proposed that yield ratio is important.  This is 

defined, according to Rafaeli et al (2005:356) “as the proportion of new hires 

from the complete pool of applicants produced by a recruiting source”.   

Another definition is offered by Cascio (1991:251) who states that “Yield Ratios 

are the ratio of leads to invites, invites to interviews, interviews (and other 

selection instruments) to offers and offers to hires”.  

Although the definitions are very similar, the ratio of invites to hires is the 

specific ratio that will be considered.  For the purposes of this study then, the 

definition provided by Rafaeli et al (2005) will be used.   

There are two significant motivations for focussing on the yield ratio.  One 

relates to person-organisation fit and the other relates to cost of processing 

applicants (as discussed in 2.4.9).  Rafaeli et al (2005) argues that an important 

reason for differing yield ratios among the methods of attraction is that some 

sources may reach individuals who are a better fit for organisations. 

Regardless of the definition applied or the motivation provided for determining 

the yield ratio, it is vital that perceptions of yield ratios are determined because 

the yield ratio gives a realistic measure of the effectiveness of the method of 

attraction.  Cascio‟s (1991:251) elaboration confirms the importance of the 

effectiveness measure for HR practitioners showing that methods of attraction 

should be compared on the “number of leads needed to generate a given 

number of hires”. 
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In accordance with the mathematical ratio this criterion espouses, the 

statements for assessing HR practitioner perceptions are: 

a. Few applicants, many appointments; 

b. Many applicants, few appointments. 

2.4.11 Creation of a heterogeneous workforce 

Diversity is an important consideration in South Africa with the government 

enforcing the necessary changes in the composition of the workforce.  The 

democratically elected government has pursued employment equity with 

substantial vigour to redress the labour force imbalances created through the 

apartheid era.  One of the tools it is using to remedy the imbalances is the 

Employment Equity Act (Republic of South Africa, 1998), promulgated in part to  

 “ensure the implementation of employment equity to redress the effects 

of discrimination” (Republic of South Africa, Employment Equity Act, 

1998); 

 “achieve a diverse workforce broadly representative of our people; 

promote economic development and efficiency in the workforce” 

(Republic of South Africa, Employment Equity Act, 1998). 

In support of efforts to attain an equitable and representative workforce, the Act 

confirms that it is not an unfair labour practice to implement affirmative action 

measures (Republic of South Africa, Employment Equity Act, 1998).  Balshaw 

and Goldberg (2005) argue that the underlying principle behind having such 

programs in South African business operations is the” fostering of an active 

involvement of black people in the operational, professional and executive 

decision-making processes”.  Balshaw and Goldberg (2005) add that this is to 

ensure the equitable representation of black people in all occupational 

categories and levels in the workplace.  

Methods of attraction differ in their ability to achieve certain target demographic 

profiles for an organization, as Kirnan et al (1989:307) have suggested, with 

reference to affirmative action policies in the United States of America, 
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“organizations might better reach its affirmative action commitments by 

modifying the use of its formal recruiting sources”. 

It is not only government in South Africa that has called for organisations to 

embrace a culture of diversity.  Literature has supported the call for 

organisations to be staffed with a diverse array of skill, which feasibly, will 

permit organisations to navigate through turbulent times and a variety of 

situations.  Worman (2005) motivates a business case for diversity because it 

will permit organisations to be more aware of consumer needs.   

The argument in support of diversity is that diversity allows a greater range of 

opinions that should lead to better decision making.  In her research as a 

diversity advisor for the Chartered Institute of Personnel Development, Worman 

(2005) states that the dissimilar mindsets enhances creativity, flexibility and 

innovation in organisations. 

One of the concerns about recruiting from a limited source of applicants would 

be that their demographics tend to be very similar.  This has the unfortunate 

consequence of creating a workforce with limited differentiation and diversity, as 

confirmed by Carroll et al (1999), who contend that certain attraction methods 

may reinforce existing imbalances in the workforce. 

To illustrate the benefit of a variety of differing opinions, Worman (2005) 

discusses an example of how external recruitment of talent can be used to 

inject new ideas into the organisation and challenge older ways of doing things.  

There could conceivably be benefits for diversity initiatives if organisations were 

to adopt a method of attraction that taps talented job seekers with diverse 

backgrounds.  For this reason, it is important to ascertain which method of 

attraction is perceived to generate a more diverse bank of applicants. 

The appropriate statements to gauge this criterion are: 

a. Enhances diversity; 

b. Reduces diversity.  
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2.4.12 Tenure of new hires 

One aspect which is important for the success of a business is the retention and 

stability of the workforce.  This would reduce the amount of time and effort 

spent on recruitment of staff.  A particularly important aspect of hiring a new 

person is the ability to retain the services of the person in the long term.   

The cost of training the new hire is high; having to repeat the training in the 

short term for the same position is prohibitive.  This raises the point of tenure of 

new hires, which is considered by Cascio (1982).  Cascio (1982) states that 

individuals attracted through different sources will differ in important ways, 

amongst them being turnover.  The suggestion, as confirmed in research by 

Kirnan et al (1989), showed that statistically significant differences were found 

in hire survival, depending on the attraction source. 

Carroll et al (1999), in their study of smaller firms also confirmed that the 

turnover of staff can be affected by the methods of attraction adopted.  In light 

of these findings, this criterion will be included in the research. 

The statements for comparison simply test HR practitioners‟ perceptions tenure 

of new employees.  Accordingly, the statements for comparison of methods of 

attraction are: 

a. High retention rate (long tenure); 

b. Low retention rate (job hoppers). 

2.4.13 Impact on image of the recruiting organisation 

When people come into contact with an organisation, they form an impression 

of the company, which companies attempt to control through the type of 

information they disseminate (Dowling, 1986).   

Throughout the recruitment process, the message portrayed by the recruiting 

company has an impact on the applicants‟ perception and image of a company.  

So too will the channel used to communicate the vacancy. Research by Allen, 

Van Scotter & Otondo (2004) demonstrates the type of media used for the 
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attraction message affected perceptions and attitudes towards the organisation 

because of the communication media‟s differential ability to communicate 

effectively. 

Other research into media richness and credibility also confirmed this finding.  

Cable & Yu (2006) found that “different types of media represent different levels 

of richness and credibility to job seekers and that these richness and credibility 

perceptions determine their effectiveness in bringing job seekers‟ image belief 

in line with organizations projected images”. 

The focus on image being portrayed in recruitment advertising is becoming 

more prominent.  Ryan et al (2000) highlight this fact, demonstrating that the 

importance of corporate image in the design of recruitment advertising is 

becoming more significant as the public show more concern for social 

responsibility.   

Even though earlier research has not covered the full spectrum of choice of 

method of attraction, the studies do provide enough evidence to warrant 

investigation into perceptions HR practitioners have of the ability of a method to 

influence organisation image. 

The statements for comparison appropriately test HR practitioners‟ perceptions 

on this criterion.  The two statements are: 

a. Enhances organisation image; 

b. Diminishes organisation image. 

2.5 Propositions  

2.5.1 Proposition one 

Based on the literature review, it is possible to generate a number of 

propositions concerning methods of attraction. 

The first sub problem is to determine if there are legitimate criteria to compare 

methods of attraction. 
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Accordingly, the first proposition in this research is: 

There are legitimate criteria to compare methods of attraction. 

2.5.2 Proposition two 

Having determined that there are legitimate criteria to compare methods of 

attraction, the second sub-problem is to determine the most dominant 

influences on HR practitioners‟ perceptions of methods of attraction. 

However, since the same criteria identified in proposition one will be utilised to 

answer sub problem two, no additional discussion will take place on the various 

criteria.   

Instead in order to answer sub problem two, statistical manipulation of the data 

will take place in an attempt to confirm proposition two, which states: 

The most dominant influences on HR practitioners’ perceptions of 

methods of attraction will be identified. 

2.5.3 Proposition three 

Breaugh (1981) has found in his study that methods of attraction do in fact differ 

on a number of dimensions.  If it is possible to identify the most dominant 

influences on HR practitioners‟ perceptions of methods of attraction in 

proposition two, it is likely that this research, as earlier research has shown, will 

demonstrate that methods of attraction differ from one another.     

The subtle difference between this research and that which precedes it is that 

the methods will be compared on the most dominant (important) composite 

influences identified and not independent criteria as identified in proposition 

one. 

The likely practical implication of findings which support earlier research is that 

HR practitioners should understand the differences, strengths and limitations of 

each method.  Terpstra (1996) supports the need for this study with his 

sentiment that not all sources are created equal. 
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The third sub-problem to ascertain any differences in HR practitioners‟ 

perceptions of the various methods of attraction, in accordance with Terpstra‟s 

(1996) sentiment that not all sources are created equal, leads to the generation 

of the third proposition, which is as follows: 

There are differences in perceptions of various methods of attraction. 

2.6 Conclusion of literature review  

The attraction of applicants to fill a vacancy at a company is only one aspect of 

the recruitment process in an organisation.  However, it is a very important 

component, which may have a significant bearing on the success of the 

recruitment initiative. 

A number of methods of attraction are available for companies to utilise in order 

to attract applicants for vacancies.  However, there is not a significant body of 

literature evaluating and comparing the various methods of attraction, 

particularly in South Africa. 

Earlier literature provides some insight into the various ways that methods of 

attraction can be compared and also provides evidence of how certain methods 

of attraction differ from one another on the various criteria.  This study utilises 

the earlier research findings to create 30 statements on which to compare each 

of the twelve methods of attraction included in this study. 

This has led to the formulation of three propositions in this study, as stated 

below: 

Proposition one: There are legitimate criteria to compare methods of 

attraction. 

Proposition two: The most dominant influences on HR practitioners’ 

perceptions’ of methods of attraction will be identified. 

Proposition three: There are differences in perceptions of various methods of 

attraction 
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Table 1 summarises the criteria on which each method of attraction can be 

compared, and confirms the source of the research supporting the inclusion of 

each of the criteria. 
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Table 1: Criteria for comparison of methods of attraction 

CRITERIA REFERENCE 

Cost of attracting applicants 
 Rafaeli et al (2005) 

Intensity of search by potential applicants 

 Jackman et al (1989)  

 Kirnan et al (1989) 

 Mohr et al (2005) 

Ability to attract the interest of people not engaged in active search 

 Carroll et al (1999) 

 Fyock (1992) 

 Galanaki (2002)  

 Hays (1999) 

Avoidance of discriminatory practices 

 Carroll et al (1999) 

 Drentea (1998) 

 Kirnan et al (1989) 

 Petersen et al (2005)  

 Russo et al (2000) 

Operating level of people attracted 

 Gorter et al (1996) 

 Mason & Belt (1986)  

 Taylor & Schmidt (1983) 

 Wiley (1992) 

Applicant arrival rate 

 Russo et al (2000)  

 van Ours & Ridder (1992) 

Number of applicants attracted 

 Russo et al (2000) 

 van Ours & Ridder (1992) 

Quality of applicants attracted 

 Breaugh (1981) 

 Terpstra (1996)  

 Wanous (1978) 

 Wiley (1992) 

 Kirnan (1989) 

Cost of processing applicants 

 Huselid (1995)  

 Rafaeli et al (2005) 

 Russo et al (2000) 

Yield ratio 

 Cascio (1991) 

 Rafaeli et al (2005)  

Creation of a heterogeneous workforce 

 Balshaw & Goldberg (2005) 

 Carroll et al (1999) 

 Kirnan (1989) 

 Republic of South Africa, 
Employment Equity Act, 1998 

 Worman (2005) 

Tenure of new hires 

 Carroll et al  (1999) 

 Cascio (1982) 

 Kirnan et al (1989) 

Impact on the image of the recruiting organisation 

 Allen et al (2004) 

 Dowling (1986) 

 Cable & Yu (2006) 

 Ryan et al (2000) 
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CHAPTER 3 RESEARCH METHODOLOGY 

This research was exploratory in nature and is believed to be one of the first 

research reports to compare methods of attraction in South Africa. 

Much of the literature review has indicated how methods do in fact differ from 

each other.  This suggests that this research should be confirmatory in nature.  

However, due to the unique methodology adopted and the intention to identify a 

few dominant composite influences on HR practitioners perceptions‟ of methods 

of attraction rather than a comprehensive list of criteria, as earlier research has 

done, this research falls clearly into the exploratory category. 

This chapter will discuss the research and the research tool in more detail, 

highlighting how the research is grounded in sound theoretical principles and 

established measurement techniques.  

3.1 Research methodology/paradigm 

This research falls into the exploratory category of research because no prior 

research has attempted to identify a short list of dominant influences on HR 

practitioners‟ perceptions of methods of attraction that could simplify the number 

of criteria to consider when comparing and selecting methods of attraction.  Any 

findings should inform further research or new hypotheses to test the findings of 

this research.  Jaeger & Halliday (1998) state in their analysis of exploratory 

research “an author is not attempting to achieve strong inference; rather the 

attempt is to determine what novel hypothesis might be generated”.  This is the 

basis on which this research has been conducted.  

The methodology adopted, Correspondence Analysis, is also unique for this 

research topic in that the technique is more commonly utilised in marketing 

research, in particular research on brand positioning, as confirmed by Bendixen 

(1995). 
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The initial literature review provided an understanding of the potential basis of 

comparison emanating from earlier research.  Much of this earlier research 

generated conclusions that were confirmatory in nature; in the words of Jaeger 

& Halliday (1998:864) in effect “failing to refute one or more of the alternative 

hypotheses leads the researcher, then, to gain some measure of confidence in 

the validity of those hypotheses”.     

A greater appreciation of these findings permitted the creation of a finite list of 

criteria and associated statements to be considered when comparing methods 

of attraction.  These identified criteria informed the construction of the 

questionnaire. 

Although Jaeger & Halliday (1998) confirm that the research design of 

confirmatory research can also be experimental, as in this case, this research is 

rooted in the experimental paradigm. 

3.1.1 Methodological Approach 

A nomothetic approach to the research is adopted.  The data will be analysed 

through a series of quantitative processes in order that relationships between 

the methods of attraction and statements measuring the criteria are revealed, 

and the relationships can be analysed and interpreted (Falconer & Mackay, 

1999). 

3.1.2 Epistemological Design 

The research design adopted has a positivist epistemology, which according to 

Lee (1991:342) “refers to such procedures as those associated with inferential 

statistics, hypothesis testing mathematical analysis and experimental and quasi-

experimental design”. 

The research is an attempt to try and establish some form of scientifically 

derived explanation for any differences or at least provide a basis for further 

empirical study to quantify differences between methods of attraction.  In 
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adopting this approach, an attempt is being made to satisfy the four 

requirements of falsifiability, as describe by Lee (1991). 

The methodology adopted, Correspondence Analysis, follows a systematic, well 

documented process of mathematically manipulating the categorical data 

captured in the research, in an attempt to remove any subjective opinion from 

the researcher.  This, according to Lee (1991), satisfies the rules of formal logic. 

However, according to Lee (1991), the research also has to conform to the 

requirement of hypothetico-deductive logic in which the conclusion drawn from 

the research can be true under the tested conditions, but can be disproved 

under another test environment.   

This research uses prior literature to define a finite list of criteria that can be 

utilised to compare methods of attraction.  If there were other means of 

comparison not included in this research or even other methods adopted to 

study the differences, the results of this current research could conceivably be 

refuted, satisfying the principle of falsifiability, according to Lee (1991). 

The three propositions posed have been formulated in a logical sequence, each 

being subordinate to the next.  The purpose of this structure is not only to 

conform to the processes underlying Correspondence Analysis, but also to 

satisfy the requirement of logical consistency.   

Based on Lee‟s (1991) description of logical consistency, any failure to identify 

the differences between methods of attraction in the final proposition will render 

findings in the first and second propositions, logically inconsistent.  This is 

because finding dependency between methods of attraction and the criteria 

used to compare them (proposition one), would logically lead to assumptions 

that methods of attraction would differ from one another (proposition three). 

Much of the literature review confirms that methods of attraction do differ on 

their performance on various criteria.  However, the methods used to determine 

the cited results differ markedly from that which is adopted in this research.   
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This research purports to ascertain whether similar results could be obtained.  If 

this is achieved, this research will add to the body of evidence in existence, and 

thereby reduce the possibility that an alternative theory explains the differences 

between methods of attraction.  As Lee (1991:347) explains, “the rules of 

hypothetico-deductive logic, therefore necessitate the testing of previously 

confirmed theories”.  This research is thus structured to try and conform to the 

requirement of relative explanatory power, as discussed by Lee (1991). 

The final test for a positivist epistemology is that of survival according to Lee 

(1991).  If the result once again confirms that methods of attraction do differ on 

the criteria identified, this will provide more support and evidence, ultimately 

prolonging the survival of the theory. 

3.2 Research Design 

This research will adopt a method commonly used in marketing, called 

Correspondence Analysis.  This, according to Hoffman & Franke (1986:213), is 

defined as “a multivariate descriptive statistical method that represents 

graphically the rows and columns of a categorical data matrix in the same low 

dimensional space”. 

The idea of a Correspondence Analysis is to summarise the data, losing as little 

information as possible in a two-way contingency table (Bar-Hen & Mortier, 

2004).  The contingency table to be completed by respondents is populated with 

the full list of methods of attraction to be studied as well as a list of statements 

describing methods of attraction. These statements are based on criteria 

identified in the literature review, which can be utilised to compare methods of 

attraction.  

In marketing branding research, the equivalent of the statements or criteria 

identified in this research would be the brand attribute associations.  Generally, 

brand attribute associations are identified through face-to-face interviews with 

respondents and other projective techniques (Bendixen, 1995).  However, since 

previous literature provided detailed comparisons of methods of attraction on 
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various criteria, it was not necessary to adopt exploratory research to identify 

the criteria to be included in the study. 

After completion, the contingency table will reflect nominal data collected on 

statements about the various methods of attraction. At the simplest level, after 

completion by the full sample, the contingency table will provide a frequency 

count of the most popular descriptions of the various methods of attraction.  The 

data will represent frequencies of nomination by HR practitioners, and will be 

based on their agreement with statements in the questionnaire, representing 

their perceptions of methods of attraction. 

However, more complex manipulations will determine the measure of 

association with methods of attraction and similarities between the attributes 

(Hair et al, 2006:665).  This process is simply described by Bendixen (1996) as 

determining the dependency between the rows and columns in the contingency 

table.  Any dependency is an indication that methods of attraction do differ on 

the criteria included in the study and importantly would support proposition one. 

Correspondence Analysis is a statistical technique that is used to reduce the 

number of criteria being assessed into a more manageable quantity, creating a 

global identification of perceptions, as opposed to detailed attributes (Hair et al, 

2006).  Through the process of calculating the Eigen values, the number of 

criteria can be reduced to more manageable dimensions (Bendixen, 1996).   

Each dimension makes a contribution (referred to as inertia) towards the 

understanding of the dependency between rows and columns in the 

contingency table, with the total cumulative contribution explained by all 

identified dimensions, referred to as total trace (Bendixen, 1996).  It is 

anticipated that only a few dimensions will dominate the total trace.  The 

dimensions contributing to total trace will in effect represent all the influences on 

HR practitioners‟ perceptions of methods of attraction.  

In this research, the Correspondence Analysis technique will be used to reduce 

the number of statements generated from the criteria highlighted by the 

literature review to a much smaller number of dimensions or influences on HR 
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practitioners‟ perceptions of methods of attraction.  In the process of analysis, 

the dominant influences will be identified, supporting proposition two. 

Proposition two provides the input required to support proposition three as the 

dimensions or dominant influences identified, in effect provide insight into the 

number of axes to be used in the construction of the Perceptual Map, the 

graphical representation of the Correspondence Analysis (Bendixen, 1996).  

This will permit the identification of differences between methods of attraction.  

Hair et al (2006) confirm this when they state that the reduction in number of 

statements based on the criteria to a few dimensions (dominant influences in 

proposition two) renders it possible to determine the potential orthogonal 

dimensions (or axes) upon which methods of attraction can be plotted in the 

Perceptual Map. 

The fewer the number of axes (influences) in the Perceptual Map, the easier the 

interpretation thereof will be.  In support of this statement, Bendixen (1996:43) 

argues for the reduction in number of orthogonal dimensions stating “that a 

higher number of dimensions may be used but the additional dimensions are 

unlikely to contribute significantly to the interpretation of nature of the 

dependence between rows and columns”.   

In summary, by adopting the Correspondence Analysis technique, the analysis 

of respondents‟ collective responses should provide confirmation that the 

criteria identified in the literature review are legitimate criteria to compare 

methods of attraction (proposition one).  This will permit identification of the 

most dominant influences on HR practitioner perceptions of methods of 

attraction (proposition two) and, more importantly from an organisation‟s 

perspective, indicate graphically how methods of attraction compare on these 

dimensions (proposition three).  

The reason for adopting this research tool over other methods to identify 

relationships between methods of attraction and the various statements 

representing the criteria is because this research contains nominal 

data/categorical variables which cannot be utilised when performing a factor 
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analysis, principle components analysis and other methods that can represent a 

data matrix graphically (Hoffman & Franke, 1986). 

There are other advantages to using Correspondence Analysis.  According to 

Hoffman & Franke (1986) these advantages are: 

 Relationships between methods of attraction and criteria can be 

determined. 

 The graphical representation on a Perceptual Map allows for the 

relationships between methods of attraction to be determined. 

This makes the method adopted in this study highly attractive as not only can it 

be determined if there is indeed a relationship between methods of attraction 

and the criteria identified in the literature review, the relationship can be 

graphically illustrated and, most importantly, differences between methods of 

attraction understood. 

However, it must also be stated that the method does have a number of 

drawbacks.  As already observed, this research is not based on hypotheses to 

be tested.  This is because Correspondence Analysis is not suitable to test 

hypotheses.    Hoffman & Franke (1986:225), confirm the method is a 

“descriptive statistical method” which is not suitable for hypothesis testing. 

According to Hoffman & Franke (1986), another weakness pertains to the 

inability to conclusively determine the number of axes (influences) to be used in 

the Perceptual Map solution, which leaves the number of dimensions up to the 

researcher, who must balance the need for simple interpretation with the need 

for a thorough and comprehensive result.  

There is one final weakness with the Correspondence Analysis method:  

Hoffman & Franke (1986) indicate that there is also subjectivity in the 

Correspondence Analysis, with many different ways of interpreting the data. 
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3.3 Population and sample 

3.3.1 Population 

The population selected for this research included all HR managers working in 

the recruitment domain of the HR division of commercial organisations in the 

Gauteng province of South Africa.  The HR practitioners provide a recruitment 

service to the principles, departments and divisions of the organisation who 

employ them. 

There was no restriction on the size of the organisation, the business the 

organisation engaged in, or the industry.  The only restriction applied was that 

no organisations providing outsourced recruitment services would be 

considered.   

The main motivation for this focus is that firms have differing circumstances and 

considerations, depending on their size and industry.  As Carroll et al 

(1999:248) confirm in reference to the methods adopted for attraction by smaller 

firms, “there are differences between firms in different size bands and in 

different industries”.   

Hornsby & Kuratko (1990) supports this argument for segmentation based on 

size by stating that smaller firms are more inclined to use less expensive 

methods.  A final motivation for the segmentation based on size is presented by 

Hausdorf & Duncan (2004).  They state that there are three differences between 

larger firms and smaller firms that may influence the differences in attraction 

sources: 

 Larger firms typically have more vacancies; 

 Larger firms typically have more money and; 

 Larger firms receive more applications as a consequence of their 

visibility. 
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3.3.2 Sample and sampling method 

A judgemental approach to the sample was taken, which, according to Albright, 

Winston & Zappe (2003), uses no formal mechanism for random selection of 

respondents.  As a consequence, the sample was based on a non-random 

selection. 

The sampling method did not cover the full population and the method 

deliberately excluded certain segments of the economy.  Organisations that did 

not have HR departments or that were not commercial in orientation were 

excluded from the sample.  This approach taken to sampling, according to Kent 

(1999), will result in systematic error as a consequence of this non-random 

approach, 

A convenience sample was utilised for this research.  The sample was selected 

using Word-of-mouth referrals.  This sampling technique permitted access to 

respondents recommended by the researcher‟s professional contacts, peers 

and referrals from respondents who participated in the study.   

The approach was motivated by the need of the researcher to have face-to-face 

contact with respondents in a smaller geographic area.   This was done to 

minimise the cost implications.  Since the research was exploratory in nature, 

the method was deemed adequate for the purposes of this research. 

All respondents were initially contacted via email stating the purpose of the 

communiqué.  A letter from the researcher confirming this research was also 

attached to the email, outlining the purpose of the interview. 

When it became apparent that the response rate to emails was low, 

respondents were contacted telephonically to investigate their willingness to 

participate in the study.   

No monetary or other incentive was offered for participation in the study, with 

many respondents obliging after discussion about the research with the 

researcher.   
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A total of thirty Five (35) respondents agreed to participate.  All respondents 

were full time employees of their respective organisations and thirty two of the 

thirty five questionnaires were completed in the presence of the researcher, at 

the respondents‟ place of business. 

The demographics of respondents and their organisations are provided in 

Figure 3, 4 and 5. 

Figure 3: Respondent demographic by designation 
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Figure 4: Demographic split by industry 
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Figure 5: Demographic split by size of company 
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3.4 The research instrument 

This research used a questionnaire formulated after an extensive literature 

review.  The questionnaire (Appendix F) was split into three sections:   

 Section A: Demographics (see Section 3.3.2);  

 Section B: Contingency table (see Appendix A, B and C);  

 Section C: Confirmation as to which methods the HR practitioner has used in 

the past and currently uses (see Appendix D). 

The Demographics were requested but were not utilised for segmentation 

purposes due to the small sample size.  This section was only utilised for 

recording purposes during this study. 

Section B of the questionnaire contained the contingency table.  In this 

research, the contingency table columns represent the different forms of 

attraction, defined as “objects” according to Hair et al (2006).  The statements in 

the rows of the contingency table represent the criteria or “attributes” according 

to Hair et al (2006). 

There are two statements for each criterion, representing two polar positions on 

the criterion being assessed.  For example, respondents were asked to indicate 

in the appropriate box if they perceived a method of attraction as “expensive” or 

“inexpensive”. A non response is an indication that they do not agree with either 

statement. 

Section B forms the main body of the research.  All frequency counts and 

measures of association between methods of attraction and the statements will 

be determined from the responses given by respondents to this section of the 

questionnaire.  The Perceptual Map will subsequently be constructed using the 

data from the statistical manipulations of the data.  Section B, therefore, will 

provide the data that will be used to support propositions one, two and three 

after statistical manipulation. 

Section C was purely for recording purposes.  No manipulation was performed 

on this section.  Results are presented in Appendix D. 
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3.5 Procedure for data collection 

Following the pilot study phase during which the questionnaire design was 

tested on ten respondents, the researcher decided that a face-to-face meeting 

was required for this research due to the novelty of the questionnaire design. 

The final questionnaire was administered during a 30 to 40 minute meeting with 

each respondent.  Each respondent was presented with the questionnaire.  The 

researcher provided an explanation of what the purpose and intention of the 

research was and confirmed that all responses would be kept confidential.  

The data collection was broken into four activities based on the structure of the 

questionnaire described earlier.   

The first phase was the collection of the demographic information of the 

respondent and the respondent‟s organisation.  This was completed by the 

respondent. 

The next phase was the reading of instructions in the questionnaire.  Once the 

respondent had signalled that they had read the instructions, the example in the 

questionnaire was worked through with the researcher to ensure that the 

respondent grasped how the questionnaire was to be answered. 

Once the example was completed, the researcher would ask the respondent if 

they were comfortable with the way the questionnaire was supposed to be 

answered.  Any questions presented to the researcher were carefully answered, 

through the illustration of another example, which did not utilise statements that 

were included in the study.  This was done so as not to influence responses.  

Occasionally, respondents were unsure how to handle the freedom to make 

multiple responses on the questionnaire.  This was uncommon and the only 

problem that was identified. 

In instances where this occurred, the researcher would explain to the 

respondents who needed further guidance.  A suggestion was proposed to 

these respondents that they work through the contingency table row by row and 

not columns by column.  This instruction immediately cleared any confusion.   
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Once the researcher was satisfied that the respondent was comfortable with 

how to proceed, the researcher gave the instruction to commence with the third 

phase of the data collection, the completion of the contingency table.  The final 

phase was the completion of the use patterns of methods of attraction by 

respondents.    

Once the questionnaire was completed, the meeting with the respondent was 

concluded.  The questionnaire was then added to the frequency count template 

created in Microsoft Excel to collate the data. 

3.6 Data analysis and interpretation 

There are a number of steps involved in producing the data for the interpretation 

of this research.  This section of the report will highlight the main phases in the 

process. 

3.6.1 Phase one: Compilation of the frequency matrix 

Once all the questionnaires were completed, a frequency count was created.  

Every statement identified by the respondents as relevant to the appropriate 

method of attraction was included in the Frequency Matrix (Appendix A). 

3.6.2 Phase two: Production of statistics 

The second phase involved the input of the frequency count into a statistical 

package to produce a set of reports on the contingency tables.  The 

mathematics required to produce the reports are quite complex and are 

irrelevant for the purposes of the research, however, the statistical output is 

critical to the analysis and interpretation of the research.   

3.6.3 Phase three: Calculation of the trace 

The next phase in the analysis, as described by Bendixen (1996), was to 

determine if there was a statistically significant dependence between the rows 

(criteria/statements) and columns (methods of attraction) in the 
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Correspondence Analysis.   Bendixen (1996:25) confirms that to calculate this 

dependency, the correlation coefficient needed to be determined through the 

formula: 

“√Trace” 

In order to determine the trace, the cumulative value of all the Eigen Values, 

calculated, must be determined (Bendixen, 1996). 

The calculation of the correlation coefficient effectively highlights whether the 

criteria in the research are in fact legitimate bases to compare the various 

methods of attraction.  A strong correlation coefficient provides evidence that 

the methods of attraction do differ on their performance on the statements and 

hence, criteria used to compare them (Bendixen (1996).   

This phase is the final phase required to support/refute proposition one. 

3.6.4 Phase four: Determining perceptual map dimensionality 

If a dependency between rows and columns is confirmed, the next phase of 

analysis involves determining the dimensionality or the number of influences on 

HR practitioners‟ perceptions of methods of attraction.  This process according 

to Bendixen (1996) is to determine the number of dimensions (axes) to use in 

the Perceptual Map, and will be used to ultimately compare methods of 

attraction. 

In this research, the number of dimensions (axes) refers to the number of 

influences on HR practitioners‟ perceptions of methods of attraction.  If the 

mathematical manipulation can demonstrate that there are a number of 

influences inherent in the data, the identification of the most dominant 

influences will then determine how many axes the Perceptual Map will have.   

This phase of the analysis will confirm/refute proposition two and provide the 

building blocks for proposition three. 
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3.6.5 Phase five: Plotting the perceptual map 

Phase five is the phase in which the Perceptual Map is created and methods of 

attraction plotted.  The Perceptual Map, according to Hoffman & Franke (1986: 

213) “can be used to reveal the structure and patterns inherent in the data”.   

In this research, the Perceptual Map will demonstrate the positioning of the 

methods of attraction on the dimensions or influences identified in phase four 

and hence, depict graphically, the answer to proposition three of how methods 

of attraction differ from one another. 

Using the simple formula demonstrated by Bendixen (1996:28): 

“100/number of statements in the research” 

The researcher is able to determine the effective cut-off point determining which 

of the statements in the research should be utilised in the construction of the 

Perceptual Map, and hence the description of the axes or influences identified 

in phase four. 

3.6.6 Phase six: Naming the perceptual map axes 

This phase involves utilising the product of phase five to name the influences or 

dimensions (axes) identified in phase four.  Naming the axes will add meaning 

to the interpretation of the results and simplify the solution for adoption in 

practice. 

The naming of each of the two axes will be based on an assessment of 

statements with the greatest association with these axes (influences) and 

determined by the contribution that each statement makes to the Inertia of each 

axis.  This contribution is calculated according to Bendixen (1996:28), by using 

the following formula: 

“100/number or rows” 



   

67 

As Bendixen (1996:28) states, any contribution greater than this result, “would 

represent significance greater than what would have been expected in the case 

of a purely random distribution of statements over the axis”. 

3.6.7 Phase seven: Data testing 

The data needs to be tested to ensure that the correct interpretation will be 

made of the results.  To do this, two tests are conducted: 

3.6.7.1 Quality of representation 

Bendixen (1996) argues that a test for the quality of the representation 

determines how strong the relationship between each method of attraction and 

each of the two axes (dominant influences) is.   

This is important in the overall analysis of the Perceptual Map as there is a 

possibility that not all the methods and statements are equally represented 

according to Bendixen (1996). 

The Quality of Representation is calculated by summing the squared 

correlations for each axis.   

The squared correlations for each independent axis show the degree of 

association between each method of attraction and each axis.  In other words, 

the squared correlations for each axis shows the axis upon which each method 

of attraction has the highest loading, and hence, the axis in the Perceptual Map 

from which the methods acquire their meaning (Bendixen, 1996).  

According to Bendixen (1996:11), the Quality of Representation test will also 

show if the dimensions or influences used to describe each independent 

method of attraction, are sufficient “to understand the relationship “between the 

respective methods of attraction and the statements identified in phase five.  

This will aid in the interpretation of the results and the understanding of how 

methods of attraction differ. 
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3.6.7.2 Test for outliers 

The final test required in order to interpret the data is that for outliers.  This 

combines an analysis of the absolute co-ordinate positions of each statement 

and also the contribution to each axis.  

Outliers, according to Bendixen (1996), are those points which can affect the 

interpretation of rows because: 

a) Of their dominance in interpretation of the axis (contribution to the axis); 

b) They have co-ordinates which are greater than one standard deviation 

from the barycentre of the Perceptual Map. 

3.6.8 Phase eight: Creating chi-squared trees  

This is the last phase adopted in this research.  This phase was adopted in 

order to add additional interpretation currency, although all three propositions 

have already been confirmed.  This phase will enhance the analysis and 

interpretation of the results for proposition three. 

Essentially, this process involves the creation of Chi-Squared trees that 

according to Bendixen (1995), allows the researcher to determine whether there 

are certain methods of attraction which are perceived similarly by respondents.  

Chi-Squared trees will enable the determination of the 

heterogeneity/homogeneity between methods of attraction.   

In phase five, the methods of attraction are plotted on the Perceptual Map in 

order to demonstrate differences between methods.  In phase eight, the Chi-

squared Tree reveals which methods are similar in spite of their obvious 

differences in graphical positioning on the Perceptual Map.   

According to Bendixen (1995), the process of creating the Chi-squared Tree 

involves adding the frequencies of any two columns in the Frequency Matrix 

(Appendix A) and recalculating the Chi-squared value of the Frequency Matrix.  

This must be done for all combination of columns in the Frequency Matrix.   
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Bendixen (1995) then indicates the combination of any two columns which 

results in the lowest change in Chi-squared value of the resulting Frequency 

Matrix, creates the first join in the Chi-squared Tree.  The distance at the join is 

the change in the Chi-squared value.  In the process of combining all 

combinations of columns to determine the lowest change in the Chi-squared 

value for the Frequency Matrix, the Frequency Matrix is reduced in size, one 

column at a time. 

This process of combination is then repeated until there is only one column 

remaining in the Frequency Matrix according to Bendixen (1995).  As each 

additional combination of column, producing the smallest change in Chi-

squared value is determined, a new joint in the Chi-squared Tree is created.  

The distances at each join, again shows the change in Chi-squared value.   

According to Bendixen (1995), the Chi-squared values at each join then need to 

be compared to the Eigen values, at a given significance level, represented in a 

Wishart Matrix (Pearson and Hartley, 1972:352).  The Wishart Matrix highlights 

the critical distance determining if joins in the Chi-squared Tree are relevant and 

thus, whether methods of attraction are similar.  

The purpose of combining columns in the Frequency Matrix to determine the 

change in the Chi-squared value is to determine which of the methods in the 

study have similar statement profiles.  This technique is more accurate at 

determining heterogeneity than assumptions based on visual interpretation of 

the Perceptual Map (Bendixen, 1995), and as a consequence, will add value 

when an interpretation of the results is attempted.  This should add value to HR 

practitioners as it will depict supplementary methods to use for the attraction 

efforts. 

3.7 Limitations of the study 

 Small sample size implies caution must be used when making 

recommendations 
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 Predominant focus on large organisations means results have limited 

applicability to small organisations 

 Exploratory research used implying confirmatory research is required to 

test alternative hypotheses. 

3.8 Validity and reliability 

3.8.1 Internal Validity 

The validity of the instrument, in particular the criteria to compare methods of 

attraction on could be questioned.  This is because the criteria, determined 

through the literature review, may not be exhaustive.  It is acknowledged that 

additional resources could provide alternative criteria to those included in the 

study.  However, the criteria have been chosen based on discussion in prior 

research, which should mitigate some concern over the validity of questionnaire 

content.   

This claim in particular is supported by the fact that much of the literature review 

from which the criteria were derived, was based on prior confirmatory research.    

Motivation for using prior research as the source of criteria, rather than face-to-

face interviews, as done in similarly structured market research initiatives is 

provided by Jaeger & Halliday (1998).   

These authors claim that “failing to refute one or more of the alternative 

hypotheses leads the researcher, then, to gain some measure of confidence in 

the validity of those hypotheses” Jaeger & Halliday (1998:S64) .  As a result of 

this, using prior research to establish the criteria for comparison, which has not 

been shown to be false, gives some credibility to the criteria used in this study 

and as a result face-validity. 

Much effort has been made to ensure that meaning is not lost in translation from 

criteria identified in the literature review to statements in the questionnaire.  As 

far as possible, language used in the questionnaire is similar to that articulated 

in the literature review.  
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It is not known how the research design will satisfy criterion validity as there is 

no focus “on the size of the correlation between the measure and what it is 

predicting (Kent, 199:45)”.  This research was not undertaken to make 

predictions on HR practitioner behaviour.     

However, if polar statements for some of the criteria are found at opposite poles 

of each axis in the Perceptual Map, this will be an indication of Internal Validity. 

3.8.2 External Validity 

The results of the research should not be generalized to other organisations 

that do not have similar motives, objectives, structures, practices or policies of 

those that participate in the study.  An example of this would be government 

institutions and non-profit organisations, which, as a consequence of their focus 

and role in society, by definition would not have alignment in objectives.   

It is believed that External Validity will only be achieved if results are applied to 

similar sized organisations, with similar environments and objectives aligned 

with those whose HR practitioners participated in the study. 

The frequency of nomination on each of the statements should also provide 

specific opinions, allowing the researcher to draw significant conclusions.  The 

manipulation of the data through the Correspondence Analysis technique will 

similarly provide an accurate and robust measure of perceptions amongst the 

respondent base.  This should provide adequate evidence that external validity 

has been achieved. 

3.8.3 Reliability 

With the content of the questionnaire being specifically defined, replication of 

the study in another, similar context should result in comparable outcomes.  

Similarly, the statistical techniques adopted in this research should provide 

enough evidence to assume that different researchers would be drawn to the 

same conclusions and recommendations.  This should satisfy any test to 

determine if results are repeatable (Kent, 1999). 
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It is anticipated that there will be stability in the results achieved in this study 

were this questionnaire to be distributed to an alternative, equivalent sample.  

This is supported by the fact that the results support earlier research findings, 

albeit with a different statistical technique. 
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CHAPTER 4 PRESENTATION OF RESULTS 

4.1 Introduction 

Due to the procedural requirements of the Correspondence Analysis technique, 

a similar methodology to that adopted by Bendixen (1996) will be implemented 

to present results. This has been done in order to facilitate understanding of the 

tool and the results.  

The results will be presented in four separate phases as presented below:  

1. The determination of existence of dependence between methods 

of attraction and the various statements included in the study, in 

response to proposition one;  

2. In response to proposition two, determining the number of 

influences or dimensions/axes to be used to create the Perceptual 

Map and hence, most dominant influences on HR practitioner 

perceptions of methods of attraction;  

3. The presentation of the Perceptual Map and hence a graphical 

illustration of differences in perceptions of methods of attraction as 

suggested in proposition three, and;  

4. The determination and illustration of methods of attraction which 

are similar, and hence a clarification of the answer to proposition 

three.  

In summary, every phase presented will correspond with a proposition, with the 

final two (3 and 4) combined answering proposition three.  

4.2 Demographic profile of respondents 

The majority of respondents (68.6%) in this research were HR Managers.   The 

remainder of the sample were HR/Recruitment specialists.  The majority of 

respondents were from larger organisations as defined by number of 

employees.  A total of 68.6% of respondents were from organisations with 
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greater than 500 employees, while 82.9% of respondents came from 

organisations that had more than 200 employees.  This implies a bias towards 

larger organisations.  A total of 51.4% of respondents were from organisations 

operating in the financial services industry. 

The designation of respondents and size of organisation included in the sample 

partially matched the proposed sample.  There were deviations in that it was 

originally proposed that all sizes of companies be approached and that all 

industries would be represented.  However, the bias towards larger 

organisations in the sample was not intended. 

Although there is seemingly a bias towards financial services, as the dominant 

industry represented in the sample, the fact that this industry only made up 

slightly more than 50% of the sample, means that overall results are not biased 

in their favour.  The other 49.6% were from nine (9) other industries, including, 

Gaming and Leisure, Property, Industrial, Medical, Mining, Retail, 

Construction/Engineering, Information Technology and Business Advisory. 

A sample of 40-50 was proposed.  However, due to the difficulty in making 

contact with suitable and willing participants of the correct designation, a 

smaller sample (35) was achieved.  For this reason, segmentation by 

demographics was not possible. 

4.3 Results pertaining to proposition one 

Proposition one states:  

There are legitimate criteria to compare methods of attraction. 

The purpose of this was to demonstrate that there is indeed a perceived 

relationship between methods of attraction and the criteria identified in earlier 

research for the purposes of comparison.  

The Correlation Coefficient between rows and columns highlights whether the 

statements utilised in the research are in fact legitimate means to comparing 

methods of attraction.   
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The calculated correlation coefficient, as seen in Table 2, is 0.53, highlighting 

that there is a statistically significant dependence (relationship) between the 

rows (statements) and columns (methods of attraction). 

This strong dependency indicates that the statements utilised in the research as 

a basis of comparing methods of attraction, are legitimate, and hence can be 

utilised further in this research to identify the dominant influences on HR 

practitioners‟ perceptions of methods of attraction.  This supports the notion that 

the criteria upon which the statements are based are justifiable means of 

comparison and hence proposition one. 

Table 2: Correspondence Analysis Report 

 

Dimension (Axis) Eigen Value Individual Percent Cumulative pecent

1 0.157502 56.65 56.65

2 0.063401 22.8 79.45

3 0.024211 8.71 88.16

4 0.012546 4.51 92.67

5 0.007926 2.85 95.52

6 0.003888 1.4 96.92

7 0.003339 1.2 98.12

8 0.002376 0.85 98.98

9 0.001513 0.54 99.52

10 0.000787 0.28 99.8

11 0.000545 0.2 100

Trace 0.278034

Correlation Coefficient 0.527289294  

4.4 Results pertaining to proposition two 

The second proposition is:  

The most dominant influences on HR practitioners’ perceptions of 

methods of attraction will be identified. 

The Correspondence Analysis Report (Table 2) highlights that there are eleven 

dimensions/influences on HR practitioner‟s perceptions of methods of attraction 

in the solution, each with its own contribution to the total trace calculated.  The 
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result has effectively taken all 30 statements utilised in the questionnaire and 

mapped them onto eleven potential axes for the Perceptual Map.   

In other words, the solution calculated suggests that the Perceptual Map that 

will be utilised to graphically represent the various methods of attraction, could 

in theory have eleven axes.  It thus indicates that there are eleven influences on 

HR practitioners‟ perceptions of methods of attraction. 

It is also observed from Table 2, that the first two identified influences/axes 

collectively contribution roughly 80% to the total trace, thereafter, the 

contribution by influences/axis diminishes rapidly.  The contribution to the trace 

by axis is illustrated in Figure 6. 

Figure 6: Contribution by axis to total trace 
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The first influence contributes a significant 56.65%, while the second 

contributes a somewhat less significant 22.8%.  These results suggest in 

response to proposition two that there are in effect eleven influences on HR 

practitioner perceptions of methods of attraction, however, the first two are of 

much greater significance than the remaining nine, as shown in Figure 7, which 

demonstrates the cumulative contribution of each influence or axis to the total 

trace.  The contributions of the first two axes (dominant influences) are 

highlighted for convenient comparison of contribution, relative to the other nine 

axes (influences). 
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Figure 7: Cumulative contribution by axis to total trace 
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4.5 Results pertaining to proposition three 

The third proposition suggests:  

There are differences in perceptions of various methods of attraction. 

Now that the dimensionality of the Perceptual Map has been determined, or the 

number of influences identified, the positioning of the methods of attraction on 

the Perceptual Map can be plotted.  For the sake of simplicity, however, since 

approximately 80% of the trace is accounted for by two dominant influences, 

only these two influences will be included in the Perceptual Map to be 

presented in response to proposition three. 

The co-ordinate position for each method of attraction on each of the influences, 

or axes, is highlighted in Table 3.  The co-ordinates are highlighted in yellow 

under the “Factor” heading for axis one (dominant influence one) and two 

(dominant influence two).  
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Table 3: Co-ordinates for methods of attraction (columns) 

-------- Axis1 -------- -------- Axis2 --------

Method of attraction Quality Mass Inertia Factor COR CTR Factor COR CTR

1 Local_newspaper 0.859 0.081 0.106 0.489 0.655 0.123 -0.273 0.204 0.095

2 Regional_newspaper 0.915 0.084 0.096 0.505 0.8 0.136 0.191 0.114 0.048

3 National_newspaper 0.748 0.096 0.068 0.199 0.199 0.024 0.329 0.549 0.164

4 Professional_journals 0.872 0.072 0.148 -0.707 0.87 0.228 0.031 0.002 0.001

5 Campus_recruitment 0.503 0.069 0.045 0.269 0.399 0.032 -0.138 0.104 0.021

6 Word_mouth_incentivised 0.838 0.079 0.062 -0.206 0.195 0.021 -0.373 0.642 0.174

7 Word_mouth_no_incentive 0.895 0.079 0.085 -0.147 0.072 0.011 -0.497 0.823 0.306

8 Internet_outsourced 0.458 0.087 0.036 0.211 0.393 0.025 0.085 0.064 0.01

9 Internet_company_website 0.293 0.094 0.036 0.176 0.289 0.018 0.019 0.003 0.001

10 Employment_agencies 0.646 0.107 0.094 -0.235 0.228 0.038 0.319 0.419 0.172

11 Head_hunting 0.945 0.086 0.195 -0.766 0.935 0.322 0.079 0.01 0.008

12 Career_job_fairs 0.447 0.066 0.029 0.234 0.447 0.023 0.002 0 0  

According to Table 2 and Figure 6, the first axis, with a contribution of 56.65% 

to the trace, is the X-axis (horizontal axis).  The second axis, contributing 

22.8%, is the Y-axis (vertical axis).  The principle coordinates of each of the 

methods of attraction can now be plotted on the Perceptual Map, as illustrated 

in Figure 8: 

As can be observed in Figure 8, the Perceptual Map shows the location of the 

various methods of attraction on these two newly identified axes (as yet 

unnamed dominant influences).  It is noted with interest that the positioning of 

the various methods of attraction on the two axes differ. 

The conclusion that can be drawn from the Perceptual Map is that HR 

practitioners do perceive the various methods of attraction differ, when 

compared on the two dominant influences, thus supporting proposition three. 

However, before any interpretation can take place, it first needs to be 

determined whether there is sufficient quality of representation and that the 

effect of outliers – if any, is accounted for. 
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Figure 8: Perceptual map 

Please see section 5.3.2 for discussion on the naming of the axes (dominant influences).  
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4.5.1 Quality of Representation on the axes 

The squared correlation between each methods of attraction and each axis is 

depicted in the Table 4 (highlighted in yellow). 

Table 4: Squared correlation for methods of attraction 

-------- Axis1 -------- -------- Axis2 --------

Method of attraction Quality Mass Inertia Factor COR CTR Factor COR CTR

1 Local_newspaper 0.859 0.081 0.106 0.489 0.655 0.123 -0.273 0.204 0.095

2 Regional_newspaper 0.915 0.084 0.096 0.505 0.8 0.136 0.191 0.114 0.048

3 National_newspaper 0.748 0.096 0.068 0.199 0.199 0.024 0.329 0.549 0.164

4 Professional_journals 0.872 0.072 0.148 -0.707 0.87 0.228 0.031 0.002 0.001

5 Campus_recruitment 0.503 0.069 0.045 0.269 0.399 0.032 -0.138 0.104 0.021

6 Word_mouth_incentivised 0.838 0.079 0.062 -0.206 0.195 0.021 -0.373 0.642 0.174

7 Word_mouth_no_incentive 0.895 0.079 0.085 -0.147 0.072 0.011 -0.497 0.823 0.306

8 Internet_outsourced 0.458 0.087 0.036 0.211 0.393 0.025 0.085 0.064 0.01

9 Internet_company_website 0.293 0.094 0.036 0.176 0.289 0.018 0.019 0.003 0.001

10 Employment_agencies 0.646 0.107 0.094 -0.235 0.228 0.038 0.319 0.419 0.172

11 Head_hunting 0.945 0.086 0.195 -0.766 0.935 0.322 0.079 0.01 0.008

12 Career_job_fairs 0.447 0.066 0.029 0.234 0.447 0.023 0.002 0 0  

Using Bendixen‟s (1995) arbitrary classification of loading, illustrated in Table 5, 

the degree of association of each methods of attraction with each axis will be 

summarised.  This classification is as follows: 

Table 5: Classification of loading 

Classification Magnitude 

High loading > 0.6 

Moderate loading 0.4 – 0.6 

Low loading < 0.4 

 

Table 6 (see Main Axis) highlights the axis upon which each method of 

attraction has the highest loading, and hence the axis from which the methods 

acquire their meaning. 

 



   

81 

Table 6: Method of attraction loading by axis 

Method of attraction Value Axis One 
Loading 

Value Axis Two 
Loading 

Main 
Axis 

Local Newspaper 0.655 High 0.204 Low Axis 
One 

Regional Newspaper 0.8 High 0.114 Low Axis 
One 

National Newspaper 0.199 Low 0.549 Moderate Axis 
Two 

Professional journals 0.87 High 0.002 Low Axis 
One 

Campus Recruitment 0.399 Low 0.104 Low Axis 
One 

Word-of-mouth (incentivised) 0.195 Low 0.642 High Axis 
Two 

Word-of-mouth (no incentive) 0.072 Low 0.823 High Axis 
Two 

Internet (outsourced) 0.393 Low 0.064 Low Axis 
One 

Internet (company website) 0.289 Low 0.003 Low Axis 
One 

Employment Agencies 0.228 Low 0.419 Moderate Axis 
Two 

Head hunting 0.935 High 0.01 Low Axis 
One 

Career and Job Fairs 0.447 Moderate 0 Low Axis 
One 
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Using the same squared correlation values, as used in determining which axis 

each method of attraction loads onto, the quality of representations can be 

calculated.   

Adding both the Squared Correlations for axis one and axis two for each 

method of attraction, as done in Table 7, demonstrates the quality of 

representation (see column QOR). 

Table 7: Quality of representation 

 

--- Axis1 --- --- Axis2 ---

Method of attraction COR COR QOR

1 Local_newspaper 0.655 0.204 0.859

2 Regional_newspaper 0.800 0.114 0.914

3 National_newspaper 0.199 0.549 0.748

4 Professional_journals 0.870 0.002 0.872

5 Campus_recruitment 0.399 0.104 0.503

6 Word_mouth_incentivised 0.195 0.642 0.837

7 Word_mouth_no_incentive 0.072 0.823 0.895

8 Internet_outsourced 0.393 0.064 0.457

9 Internet_company_website 0.289 0.003 0.292

10 Employment_agencies 0.228 0.419 0.647

11 Head_hunting 0.935 0.010 0.945

12 Career_job_fairs 0.447 0.000 0.447  

From the Table 7, it can be seen that most of the methods of attraction do have 

a relatively strong representation (>0.6).  The one exception to this is Internet 

(company website), which although not poorly represented, comparatively 

speaking is low (<0.4).   

This means that there are a sufficient number of axes or dimensions in the 

Perceptual Map solution for each of the methods of attraction and that it is 

possible to interpret positioning of all the methods of attraction without having to 

revert to a higher dimensionality solution (adding more axes to the Perceptual 

Map) for any of the methods. 

4.5.2 Test for Outliers 

Table 8 summarises the contribution (CTR) of each statements to the two axes 

identified in the results and also their absolute co-ordinate points.   
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There are no statements with significant contributions to the first axis, and there 

are only three statements with a significant contribution to the second axis 

(Inexpensive, Expensive and Used by few applicants).  However, from what is 

shown, it is observed that the there is not one statement that has a standard 

deviation greater than one (see absolute co-ordinate points in Table 8) from the 

barycentre of the Perceptual Map.    

Since the results failed on the second test for outliers, it is therefore assumed 

that there are no outliers in the results for the statements and that the results 

can now be interpreted. 

Table 8: Test for outliers 

Criteria
Abslute co-

ordinate

CTR Abslute co-

ordinate
CTR

1 Inexpensive 0.281 1.50% 0.660 20.90%

2 Expensive 0.238 1.20% 0.556 16.40%

3 Used by many applicants 0.295 2.00% 0.311 5.50%

4 Used by few applicants 0.258 1.10% 0.519 11.20%

5 Attracts people not searching for jobs 0.139 0.40% 0.168 1.50%

6 Only attracts job seekers 0.135 0.50% 0.208 2.90%

7 Reduces discrimination 0.266 1.20% 0.196 1.60%

8 Increases discrimination 0.307 1.60% 0.241 2.40%

9 Attracts executives/senior manages 0.677 9.70% 0.288 4.40%

10 Attracts junior/middles level management 0.042 0.10% 0.108 0.90%

11 Attracts clerical/administrative staff 0.346 3.50% 0.174 2.20%

12 Attracts technical staff 0.016 0.00% 0.036 0.10%

13 Applications received soon after advertisement (short lead time) 0.345 3.30% 0.103 0.70%

14 Long delay before applications received (long lead time) 0.472 3.50% 0.017 0.00%

15 Many applicants 0.535 7.10% 0.194 2.30%

16 Few applicants 0.621 7.50% 0.356 6.10%

17 Good quality applicants 0.537 7.10% 0.150 1.40%

18 Lower quality applicants 0.559 5.80% 0.131 0.80%

19 Few unsuitable applicants 0.417 3.20% 0.026 0.00%

20 Many unsuitable applicants 0.545 6.80% 0.122 0.80%

21 Applications processed quickly 0.371 2.80% 0.035 0.10%

22 Time consuming to process applications 0.387 3.20% 0.031 0.10%

23 Few applications, many appointments 0.676 7.50% 0.082 0.30%

24 Many applications, few appointments 0.597 8.80% 0.059 0.20%

25 Enhances diversity 0.132 0.50% 0.171 1.90%

26 Reduces diversity 0.350 1.60% 0.485 7.70%

27 High retention rate (long tenure) 0.551 5.50% 0.050 0.10%

28 Low retention rate (job hoppers) 0.419 2.90% 0.095 0.40%

29 Enhances organisation image 0.107 0.30% 0.166 2.10%

30 Diminishes organisation image 0.019 0.00% 0.574 5.20%

--- Axis1 --- --- Axis2 ---
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4.5.3 Chi-squared Trees test 

Careful observation of the Perceptual Map (Figure 8) shows that certain of the 

methods seem to cluster closer together.  This could mean that certain of the 

methods may be perceived as similar to one another on the statements 

identified as most important for comparison purposes. 

Using the Wishart Matrix variate at a significance level of five percent, the 

heterogeneity was inferred from the results of the study.  The resulting 

dendogram, including the critical distance used to separate the methods of 

attraction into clusters that are similar, are presented in Figure 9. 

The critical distance is the line that determines which of the branches of the tree 

should be clustered together, in other words, which of the methods form distinct 

segments.  Any branch occurring above the critical distance line is irrelevant. 

As can be seen in the dendogram (Figure 9), starting from the cluster with the 

greatest distance from the critical distance line, there are six clusters of 

methods: 

1) Internet: Company website (CoWeb) and Internet: Outsourced (Outsrc); 

2) Word-of-mouth: incentivised (WordMth$) and Word-of-mouth: no 

incentive (WordMth0); 

3) Professional journals (ProfJour) and Head hunting (HeadHunt); 

4) National Newspapers (National) and Regional Newspapers (Regional); 

5) Local Newspapers (Local), Campus Recruitment (Campus) and Career 

and Job Fairs (Fairs); 

6) Employment Agencies (Agencies). 

This clustering illustrates that while methods of attraction do differ according to 

the Perceptual Map, there are certain methods which are similar to each other.
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Figure 9: Dendogram (Chi-squared Tree) 
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4.6 Summary of the results 

The results show that there are no outliers in the data which could affect the 

interpretation of the results and the quality of representation of each method of 

attraction is sufficient to enable conclusions to be drawn.  This is important as it 

supports the decision to utilise only two axes in the final Perceptual Map 

solution. 

Results of phase one of the research provided evidence that methods of 

attraction can be compared on certain statements (criteria) as there was 

dependence between the statements and the various methods of attraction. 

The results provided support that there would be a limited number of dominant 

influences on HR practitioners‟ perceptions of the various methods of attraction.  

Eleven influences were identified, but the results indicated that methods of 

attraction can be compared ostensibly using two dominant composite influences 

and that these two influences contributed almost 80% to the total trace. 

Lastly, the results graphically demonstrate that there are differences in 

perceptions of the various methods of attraction, confirming that HR 

practitioners‟ perceive that methods of attraction do perform differently on the 

two dominant influences identified in the research.  However, although 

differences in perceptions have been identified, it has also been determined that 

certain methods of attraction are considered similar, and that there are six 

clusters of methods of attraction. 
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CHAPTER 5 DISCUSSION OF THE RESULTS 

5.1 Introduction 

This chapter will focus on the analysis and detailed discussion of the results 

presented in chapter 4.  Each proposition will be discussed, including an 

elaboration of how the contingency table can be utilised to identify certain 

patterns in the results and how the axes (dominant influences) of the Perceptual 

Map identified in chapter 4 were named.   

The discussion will also incorporate an examination of the six clusters identified 

through the chi-squared tree analysis and what the basis of the similarities 

between the methods categorised into the various clusters are. 

A summary of the statements that can be utilised to describe each method of 

attraction will be presented, highlighting the differences in perceptions of 

methods of attraction.  This will be utilised to present implications and 

suggestions to providers of attraction services and HR practitioners, who may 

be required to decide which method of attraction to adopt in their own 

businesses. 

The chapter will conclude with a brief discussion illustrating how the 

independent criteria identified in the literature review can best be satisfied using 

the results and Perceptual Map. 

5.2 Discussion pertaining to proposition one 

The literature review, upon which this research was based, highlighted a 

number of areas where methods of attraction could be compared.  These areas 

identified were effectively criteria of comparison and formed the basis of the 

questionnaire used in this research (see Appendix F). 

Proposition one had one simple purpose: To determine whether the criteria and 

associated statement created after a thorough literature review were indeed 

legitimate bases of comparison of methods of attraction. 
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A combined frequency count of the responses on each of the contingency 

tables completed, is presented in Appendix A.  As can be seen, this table is 

complex to interpret.  Apart from showing which of the statements in the table 

are more or less applicable to each of the methods of attraction in the study, not 

much more can be determined from the table. 

A more revealing method of analysing the contingency table is through an 

analysis of the profiles evident in the table.  Appendix B and C highlight the row 

and column profiles of the contingency tables.  These tables illustrate the 

relative percentage contribution of each statement to either the row or column 

totals.   

In Appendix B, the row profile is shown.  For illustrative purposes, the highest 

percentage contribution by row to the total number of responses on each 

statement is highlighted in red.  This highlighted value shows the method of 

attraction which has the perceived strongest association with each statement. 

Similarly, Appendix C highlights the column profiles which indicate which 

statements have the strongest association with all the methods of attraction. 

This, analysis of row and column profiles, according to Bendixen (1996), allows 

the researcher to determine distinguishing characteristics from the contingency 

table, however, it does not determine if a relationship exists between the criteria 

and methods of attraction. 

This simple analysis does indicate that there is some sort of difference between 

the various methods of attraction on the statements, but there is no evidence to 

suggest that the criteria are legitimate, as the content of the literature review 

suggests. 

The Correlation Coefficient of 0.5273, as shown in Chapter 4, Table 2, means 

that there is a strong dependency between the methods of attraction and the 

statements included this study (Columns and Rows).  This effectively confirms 

that the criteria included in the research are in fact legitimate bases for 

comparing the methods of attraction. 
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This finding supports the literature review upon which the questionnaire was 

created; replicating results gleaned from various independent studies, and 

confirming the criteria utilised to compare methods of attraction. 

5.3 Discussion pertaining to proposition two 

5.3.1 Determining the number of axes 

The dependencies (between methods of attraction and statements) in the 

contingency table can be graphically illustrated on a Perceptual Map.  However, 

a perfect representation of the results graphically would be very difficult to 

create and to interpret (Bendixen, 1996).   This is because the number of 

dimensions which would need to be included would be eleven and it is very 

difficult to illustrate many more than three axes in one Perceptual Map.  For this 

reason, if more than three axes are identified, the number of axes needs to be 

reduced in some scientific way.  An acceptable cut-off point that balances the 

needs of simplicity with the need for completeness must be sought. 

In order to do this, it needs to be determined how much each axis contributes to 

the full representation if all axes were to be included in the Perceptual Map.  

This is done by studying the Eigen Value contribution of each axis to the trace 

value.   

According to Hair et al (2006), any axis shown to contribute more than 20% to 

the trace, should be included in the final graphical representation.  Bendixen 

(1996), however, shows a mathematical method of determining the acceptable 

cut-off contribution by axis.  Potential axes with a calculated value less than the 

value determined using Bendixen‟s (1996) formula (discussed in section 3.6.5, 

phase five) should not be included in the result: 

Calculations show that the two trace cut-off points are 9.091 percent (for the 

columns) and 3.448 percent (for the rows) respectively.  Thus, any dimension 

Eigen value contributing less than 9.091 percent to the total trace, should not be 

included in the solution, and hence should not be considered as an axis. 
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The research results demonstrate that there is a rapidly diminishing contribution 

made by each dimension to the total trace in the solution (see Contribution Plot 

in Chapter 4, Table 2 and Figure 6 and 7).  The contribution is quantified in this 

table through the ranked Individual percent contribution of each dimension.  As 

can be seen, there is a rapidly declining order of magnitude with the addition of 

each axis in the results (see Chapter 4, Table 2 and Figure 6 and 7). 

The first three dimensions (in order of magnitude) of the eleven in the 

Correspondence Analysis Report (Table 2) collectively contribute over 88% to 

the explanation of variance.  The first dimension contributes over 56% to the 

solution, the second, considerably less, while still contributing a substantial 

22.8%.  The third contributes a lowly 8.71 percent. 

Table 2 shows the Eigen values ordered in descending order of contribution to 

the trace.  Axis one and axis two clearly have a greater contribution than the 

9.091 percent minimum cut-off point (according to the calculation described by  

Bendixen, 1996) and are also above the 20% rule of thumb scenario painted by 

Hair et al (2006).  The third axis falls below these critical contribution values. 

Consequently, for this analysis, only the first two dimensions will be included in 

the construction of the Perceptual Map, the remaining nine dimensions will be 

treated as scree, and ignored. 

The two dimensions (dominant influences) in the solution collectively contribute 

almost 80% to perception HR practitioners have of methods of attraction.  This 

is significant in terms of Proposition two as this result indicates there are in fact 

two dimensions (axes) to be used in the Perceptual Map.   

This result effectively indicates that there are eleven dimensions (influences) 

covering the 30 statements included in the study.  The nine influences that are 

not included in the Perceptual Map solution contribute only roughly 20% to the 

trace.   

As a consequence, it is logical to assume that not all the statements used in the 

research will be included in the two dimensional solution and that it is possible 

to determine which of the 30 statements contribute to the two axes. 
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Effectively, these two dimensions (dominant influences) are made up of various 

statements as identified in the literature review.  Using Bendixen‟s (1996) 

formula, as discussed in Section 3.6.6 phase six, those statements with 

contributions greater than the calculated critical value have the most meaningful 

association with the two axes, and should be included in the solution. 

The calculation shows that any contribution greater than 3.333 percent is 

significant enough to be included in each of the axes. 

Through examination of the results for axis one in Table 9, it is clear that the 

statements numbered 9, 11, 14, 15, 16, 17, 20, 23, 24 and 27 all meet this 

critical value and hence are included in the solution for the axis (all highlighted 

in the Contribution or “CTR” column under the label AXIS ONE). 

In a similar vain, axis two is made up of statements numbered 1, 2, 3, 4, 9, 16, 

26 and 30, again highlighted in yellow under the Contribution or “CTR” column 

under the label AXIS TWO, Table 9. 

The axes and corresponding statements are represented in Table 10 and Table 

11 for ease of reference and convenience. 

The positioning of the respective statements at each of the poles of the axes is 

determined by the sign of the co-ordinate value for each statement, identified 

under the “Factor” columns in Table 9.  Statements can therefore either be 

located at the positive or negative pole of each axis. For example, the 

contribution or “CTR” of the “Inexpensive” statement on axis two (see Table 9) 

has a negative sign on its corresponding coordinate value (in the “Factor” 

column).  It is therefore represented at the negative pole of axis two (see Table 

11). 
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Table 9: Statement contribution to each axis 

-------- Axis1 -------- -------- Axis2 --------

Criteria Quality Mass Inertia Factor COR CTR Factor COR CTR

1 Inexpensive 0.869 0.031 0.065 0.281 0.133 1.50% -0.66 0.735 20.90%

2 Expensive 0.805 0.034 0.055 -0.238 0.125 1.20% 0.556 0.68 16.40%

3 Used by many applicants 0.728 0.036 0.033 0.295 0.345 2.00% 0.311 0.383 5.50%

4 Used by few applicants 0.687 0.026 0.046 -0.258 0.136 1.10% -0.519 0.55 11.20%

5 Attracts people not searching for jobs 0.291 0.034 0.02 -0.139 0.119 0.40% -0.168 0.173 1.50%

6 Only attracts job seekers 0.647 0.042 0.014 0.135 0.193 0.50% 0.208 0.454 2.90%

7 Reduces discrimination 0.662 0.026 0.015 0.266 0.43 1.20% 0.196 0.232 1.60%

8 Increases discrimination 0.74 0.026 0.02 -0.307 0.457 1.60% -0.241 0.283 2.40%

9 Attracts executives/senior manages 0.881 0.033 0.074 -0.677 0.746 9.70% 0.288 0.135 4.40%

10 Attracts junior/middles level management 0.141 0.047 0.016 -0.042 0.018 0.10% 0.108 0.122 0.90%

11 Attracts clerical/administrative staff 0.695 0.045 0.035 0.346 0.555 3.50% -0.174 0.14 2.20%

12 Attracts technical staff 0.041 0.044 0.006 0.016 0.007 0.00% -0.036 0.034 0.10%

13 Applications received soon after advertisement (short lead time) 0.887 0.043 0.023 0.345 0.814 3.30% 0.103 0.073 0.70%

14 Long delay before applications received (long lead time) 0.805 0.025 0.025 -0.472 0.804 3.50% -0.017 0.001 0.00%

15 Many applicants 0.965 0.039 0.047 0.535 0.853 7.10% 0.194 0.112 2.30%

16 Few applicants 0.914 0.031 0.062 -0.621 0.688 7.50% -0.356 0.226 6.10%

17 Good quality applicants 0.981 0.038 0.044 -0.537 0.91 7.10% 0.15 0.071 1.40%

18 Lower quality applicants 0.938 0.029 0.037 0.559 0.89 5.80% -0.131 0.049 0.80%

19 Few unsuitable applicants 0.827 0.029 0.022 -0.417 0.823 3.20% 0.026 0.003 0.00%

20 Many unsuitable applicants 0.886 0.036 0.046 0.545 0.844 6.80% -0.122 0.042 0.80%

21 Applications processed quickly 0.61 0.032 0.026 -0.371 0.604 2.80% -0.035 0.005 0.10%

22 Time consuming to process applications 0.627 0.034 0.029 0.387 0.623 3.20% -0.031 0.004 0.10%

23 Few applications, many appointments 0.908 0.026 0.047 -0.676 0.895 7.50% 0.082 0.013 0.30%

24 Many applications, few appointments 0.912 0.039 0.055 0.597 0.903 8.80% -0.059 0.009 0.20%

25 Enhances diversity 0.628 0.042 0.011 0.132 0.236 0.50% 0.171 0.392 1.90%

26 Reduces diversity 0.956 0.021 0.028 -0.35 0.327 1.60% -0.485 0.63 7.70%

27 High retention rate (long tenure) 0.916 0.028 0.034 -0.551 0.909 5.50% -0.05 0.008 0.10%

28 Low retention rate (job hoppers) 0.847 0.026 0.021 0.419 0.806 2.90% 0.095 0.041 0.40%

29 Enhances organisation image 0.411 0.047 0.016 -0.107 0.121 0.30% 0.166 0.29 2.10%

30 Diminishes organisation image 0.414 0.01 0.029 -0.019 0 0.00% -0.574 0.414 5.20%  
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There is no judgement attached to a statement because they fall under the 

positive or negative label.   The “Factor” columns reflect the co-ordinate 

positions attached to each of the statements, were they to be plotted on the two 

axes in the Perceptual Map.  Therefore, a statement such as “Attracts 

executives / senior managers”, which falls under the negative label, should not 

be considered to have a negative connotation.  Likewise, the statement “Lower 

quality applicants, which falls under the positive label, does not reflect a 

judgement that attracting such applicants is good or “positive”.  

It is interesting to note how many opposite statements there are at each of the 

poles on both axes (see Table 10 and Table 11).  This is an important 

demonstration of the internal validity of results.  For example:  

 -VE: Attracts executives/senior managers, compared to; 

 +VE attracts clerical/administrative staff. 

Table 10: Summary of axis one statements 

  --- AXIS ONE: ATTRACTION YIELD --- 

-VE +VE 

Attracts executives/senior managers Attracts clerical/administrative staff 

Few applicants Many applicants 

Few applicants many appointments Many applicants few appointments 

Good quality applicants Lower quality applicants 

High retention rate (long tenure) Many unsuitable applicants 

Long delay before applicants are received  

 

It is significant to note in Table 10 how “Attracts executives/senior managers” on 

the negative pole is associated with “Good quality applicants” and even “High 

retention rate”.  It is also interesting to see how “Few applicants many 
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appointments” in other words, a high yield ratio, is associated with “Good quality 

applicants”.   

Likewise, it is also worth illustrating that on the positive pole of Table 10, 

“Attracts clerical/administrative staff” is associated with “Lower quality 

applicants” and “Many applicants”.  It is also noteworthy how “Many unsuitable 

applicants” is associated with “Lower quality applicants”.  These results are 

subtle indications of internal validity as this would reasonably be expected in 

practice. 

As with the first axis, polar opposites are also evident at each of the poles on 

axis two (Table 11).  However, more important is the fact that on the negative 

pole, “inexpensive” is associated with “Diminishes organisational image”, while 

at the positive pole, “Expensive” is associated with “Attracts executive/senior 

managers”. 

Table 11: Summary of axis two statements 

--- AXIS TWO: METHOD CONSEQUENCE --- 

-VE +VE 

Inexpensive Expensive 

Used by few applicants Used by many applicants 

Few applicants Attracts executive/senior managers 

Reduces diversity  

Diminishes organisational image  

 

This analysis shows that although there is a consideration of all the statements 

and hence the criteria used in this research to compare methods of attraction, 

as evident in the contributions made by each statement to each axis (see Table 

9), certain of the statements play a greater role in HR practitioners‟ perceptions 
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of methods of attraction.  This has not been evident in earlier research which 

tended to focus on one or two independent criteria.   

The two axes and associated statements presented in Table 10 and Table 11 

provide the answer to proposition two, namely the identification of the dominant 

influences on HR practitioners‟ perceptions of methods of attraction.  The 

results show the statements which influence HR practitioner perceptions, the 

axis onto which they fall, and on which pole they are located at each axis.  

These two axes, and hence the statements associated with them, would 

account for up to 80% of the perception HR practitioners have of methods of 

attraction, and hence the differences between methods of attraction when being 

compared.  

The benefit of removing those statements which do not make the calculated 

critical contribution hurdle is that all statements which are relatively less 

important in comparing methods of attraction are removed from the solution.  

This makes the comparison between methods less complex.  It also makes the 

interpretation of the differences between positioning of the various methods of 

attraction on the Perceptual Map simpler. 

5.3.2 Naming of the axes 

As described by Hair et al, (2006:663), the Correspondence Analysis is a 

dimensional reducing technique.  The purpose therefore of attempting to identify 

the dimensions/influences is to determine if it is possible to amalgamate the 

statements (as identified in the literature review) into broader clusters of 

influences, thereby simplifying the number of considerations HR practitioners 

are required to process in order to compare methods of attraction.   

The two dominant influences introduced in the results chapter, and 

subsequently used as axes in the Perceptual Map, are the product of this 

process.  The statements which make up these two influences will now be 

analysed in order to aid interpretation and naming of each axis. 
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5.3.2.1 Axis one 

Closer inspection of the statements associated with axis one shows that the 

majority of the statements at each pole refer in some way to the applicants, in 

particular what is produced by the particular method of attraction.  As can be 

seen in Table 12, the loading by statements on the axis are relatively similarly 

weighted. In essence, the axis is referring to the product of an attraction 

initiative. 

If it is considered that the purpose of any attraction initiative is to generate 

applicants and produce a final list of candidates from which to select a person to 

fill a vacancy, the term “Yield” could logically be used to describe this axis.   

Yield (noun), according to Dictionary.com is defined as “the act of yielding or 

producing”.  Thesaurus.com provides the following list of synonyms: “crop, 

earnings, harvest, income, output, outturn, produce, profit, return, revenue, 

takings, turnout”.  

Since the purpose of any attraction initiative is to “attract” applicants and the 

product of this initiative can be described as the “yield”, “Attraction Yield” 

seems an appropriate and intuitive name to be given to axis one (dominant 

influence one). 

Please note; the name “Attraction Yield” is not to be confused with the Yield 

Ratio discussed in the literature review, section 2.4.10. 
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Table 12: Contribution by statements – axis one 

--- AXIS ONE: ATTRACTION YIELD --- 

-VE +VE 

Attracts executives/senior 
managers 

9.7% 3.5% Attracts clerical/administrative staff 

Few applicants 7.5% 7.1% Many applicants 

Few applicants many appointments 7.5% 8.8% Many applicants few appointments 

Good quality applicants 7.1% 5.8% Lower quality applicants 

High retention rate (long tenure) 5.5% 6.8% Many unsuitable applicants 

Long delay before applicants are 
received 

3.5%  

 

5.3.2.2 Axis two 

It is important to note that the strongest loading on both the positive and 

negative poles of this axis (see Table 13) are of a monetary cost consideration. 

However, the combined loading of the remaining statements on each pole of the 

axis are of significant magnitude and hence cannot be ignored.  This 

complicates the naming of this axis somewhat.  

It is observed that all the statements in axis two relate to some form of a cost or 

penalty of using a method of attraction.  “Cost” according to Dictionary.com is 

defined as “a sacrifice, loss or penalty”.  Synonyms for “Cost” according 

Thesaurus.com are: “damage, deprivation, detriment, expense, forfeit, 

forfeiture, harm, hurt, injury, loss, suffering”.  

Another potential name consideration is “Consequence”, which according to 

Dictionary.com is defined as “the effect, result or outcome of something 

occurring earlier”.  The synonyms identified by Thesaurus.com are “aftereffect, 

aftermath, bottom line, can of worms, chain reaction, effect, end, event, fallout, 
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follow through, follow-up, issue, outgrowth, payback, reaction, repercussion, 

sequel, sequence, spin-off, upshot, waves”.     

“Cost” implies a conscious decision and tacit acknowledgement of a negative 

outcome.  In support of this statement, careful consideration of the synonyms 

discussed above for “Cost”, provide evidence that the focus is predominantly on 

a negative outcome. 

The word “Consequence”, however, considers both positive and negative 

outcomes according to the synonyms provided.  It is potentially more 

meaningful to acknowledge both potential positive and negative outcomes in the 

name of this axis; hence “Consequence” is favoured over “Cost”.   

It is also prudent to avoid the name “Cost” which could be misconstrued as 

referring purely to monetary cost, whereas the true meaning of the name of this 

axis refers to a number of implications, including monetary considerations. 

Since the axis considers the outcome as a result of using a particular method, it 

seems reasonable to name the second dominant influence “Method 

Consequence”. 

Table 13: Contribution by statements - axis two 

--- AXIS TWO: METHOD CONSEQUENCE --- 

-VE CTR CTR +VE 

Inexpensive 20.9% 16.4% Expensive 

Used by few applicants 11.2% 5.5% Used by many applicants 

Few applicants 6.1% 4.4% Attracts executive/senior 
managers 

Reduces diversity 7.7%  

Diminishes organisational image 5.2%  
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5.4 Discussion pertaining to proposition three 

Visual inspection of the Perceptual Map (Figure 10) shows that the various 

methods of attraction differ in their performance on the two axes (dominant 

influences) identified.  This is observed in the way the methods are scattered 

around the two axes.   

In order to avoid misinterpretation, it is important to identify which axis has the 

greatest influence on each method of attraction (see the column labelled Main 

Axis, Section 4.5.1, Table 6). 

Figure 10 highlights the position of methods of attraction on the Perceptual Map 

and also includes the description of statements at each of the poles of the two 

axes.  Utilising the knowledge of which axis each of the methods of attraction 

are loaded (Table 6), it is possible to demonstrate the statements most 

associated with each methods of attraction.  This is indicated by arrows in 

Figure 10. 
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Figure 10: Perpetual map with axis statements 
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Table 14 summarises the statements and axis onto which each method of 

attraction is loaded.  Although the table highlights the statements loaded onto 

each axis against each method of attraction, the table does not demonstrate 

how those methods loaded on to similar statements differ from one another in 

respect of their position.  This can only be inferred from observation of the 

Perceptual Map (Figure 10). 

For example: These results suggest Head hunting and Professional journals are 

the most successful methods, producing a much better Attraction Yield 

(dominant influence one) than any other method according to respondents.  In 

contrast, Regional and Local Newspapers are the poorest performers in terms 

of Attraction Yield.  Similarly, Word-of-mouth is recognized as having the lowest 

Method Consequence (dominant influence two), whereas Employment 

Agencies have the highest.   

Table 14: Summary of statements associated with each method 

of attraction 

Method of attraction Main Axis Associated Statements 

Local Newspaper Axis One  Attracts clerical and administrative staff 

 Many applicants 

 Many applicants few appointments 

 Lower quality applicants 

 Many unsuitable applicants 

Regional Newspaper Axis One  Attracts clerical and administrative staff 

 Many applicants 

 Many applicants few appointments 

 Lower quality applicants 

 Many unsuitable applicants 
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Method of attraction Main Axis Associated Statements 

National Newspaper Axis Two  Expensive 

 Used by many applicants 

 Attracts executive/senior managers 

Professional journals Axis One  Attracts executives/senior managers 

 Few applicants 

 Few applicants many appointments  

 Good quality applicants 

 High retention rate (long tenure) 

 Long delay before applicants are received 

Campus Recruitment Axis One  Attracts clerical and administrative staff 

 Many applicants 

 Many applicants few appointments 

 Lower quality applicants 

 Many unsuitable applicants 

Word-of-mouth 
(incentivised) 

Axis Two  Inexpensive 

 Used by few applicants 

 Few applicants 

 Reduces diversity 

 Diminishes organisational image 

Word-of-mouth (no 
incentive) 

Axis Two  Inexpensive 

 Used by few applicants 

 Few applicants 

 Reduces diversity 

 Diminishes organisational image 
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Method of attraction Main Axis Associated Statements 

Internet (outsourced) Axis One  Attracts clerical and administrative staff 

 Many applicants 

 Many applicants few appointments 

 Lower quality applicants 

 Many unsuitable applicants 

Internet (company 
website) 

Axis One  Attracts clerical and administrative staff 

 Many applicants 

 Many applicants few appointments 

 Lower quality applicants 

 Many unsuitable applicants 

Employment Agencies Axis Two  Expensive 

 Used by many applicants 

 Attracts executive/senior managers 

Head hunting Axis One  Attracts executives/senior managers 

 Few applicants 

 Few applicants many appointments  

 Good quality applicants 

 High retention rate (long tenure) 

 Long delay before applicants are received 

Career and Job Fairs Axis One  Attracts clerical and administrative staff 

 Many applicants 

 Many applicants few appointments 

 Lower quality applicants 

 Many unsuitable applicants 
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5.5 Chi-squared Trees 

Six clusters of methods have been identified on the Perceptual Map, as shown 

in the Chi-squared Tree analysis. This is an important finding for business 

applications as it reduces the considerations on the Perceptual Map dimensions 

to six (6) from twelve (12).   

Each of the clusters has certain strengths and weaknesses inherent.  This is 

largely reflected in their positioning on the Perceptual Map and the axis from 

which each of the methods in each cluster obtain most of their meaning.  As a 

result, different consequences and benefits will accrue to the organisation 

adopting methods in the clusters as their method of attraction. 

 

In order to illustrate the positioning of the six clusters more accurately and to 

enhance discussion, the Perceptual Map has been broken into four quadrants, 

labelled as per Figure 10.  The description of statements associated with the 

relevant pole of each axis, in each quadrant, is also shown for ease of 

reference.  Each of the six clusters will be discussed in conjunction with 

reference to the quadrant and associated statements on the Perceptual Map.  

5.5.1 Head hunting and Professional journals 

5.5.1.1 Positioning on the perceptual map 

These methods are positioned in the upper left quadrant (Quadrant one) of the 

Perceptual Map (Figure 10), almost neutral on the Method Consequence axis 

and weighted strongly towards the left of the Attraction Yield axis (see Figure 

11). 

5.5.1.2 Similarities between Head hunting and Professional journals 

The research shows that these two methods are perceived to essentially 

achieve the same objective: recruit specific kinds of staff (more likely to be 

higher calibre staff) and meet the demands of a rigorous employee 

specification.  The results of this study thus support and show a good fit with the 

contemporary practical application of Head hunting. 
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Figure 11: Quadrant one 

 

 

 

 

 

 

 

 

 

 

   

However, having established that these two methods draw most of their 

meaning from the Attraction Yield axis, the positioning relative to the Method 

Consequence axis will not generate significant analysis. 

It was not expected that Professional journals would be considered in the same 
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A reasonable and logical explanation for this could be that Professional journal 
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professional engagement in the field, e.g.: an accounting or engineering 

publication.  Since the typical reader of a Professional journal would be a 

person with a keen interest in the profession, or most likely qualified as a 

professional in the particular industry, they would understand the technical 
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aspects of the profession.  It could therefore be an important source of talent 

working in the profession.   

An element of self screening is suggested through the use of Professional 

journals.  It is possible that as a consequence, only those people, who consider 

themselves good enough, based on their understanding of the profession and 

possibly experience, would apply for a vacancy.  This is somewhat contrary to 

what is generally found with the use of other methods, in which applicants “try 

their luck” on suitability, putting their names forward when they are not suitably 

qualified or experienced. 

5.5.2 Employment Agencies 

5.5.2.1 Positioning on the Perceptual Map 

This method is also positioned in the upper left quadrant  (Quadrant one) of the 

Perceptual Map, a small distance to the left of neutral on the Attraction Yield 

axis, but weighted heavily towards a high Method Consequence (see Figure 

11). 

This method derives most of its meaning from the Method Consequence axis.  

The research shows that this method, similarly to Cluster one, is also perceived 

to attract high calibre applicants, even though it is positioned relatively closer to 

the neutral position on the Attraction Yield axis.    

There does seem to be congruence with the current application of this method, 

however, what is of significance is that the method is positioned very high on 

the Method Consequence axis.  It was not expected that perceptions of 

Employment Agencies on the Method Consequence axis would be as high as 

they are portrayed in the Perceptual Map. 
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5.5.3 Word-of-mouth - Incentivised and No incentive 

5.5.3.1 Positioning on the Perceptual Map 

This method is positioned in the bottom left quadrant (Quadrant Four) of the 

Perceptual Map, a small distance to the left of neutral on the Attraction Yield 

axis, but weighted heavily towards a low Method Consequence (see Figure 12). 

Figure 12: Quadrant four 

 

 

 

 

 

 

 

 

 

 

 

5.5.3.2 Similarities between Word-of-mouth – (Incentivised and No 

Incentive) 

The Word-of-mouth methods of attraction (incentivised and not incentivised) are 

essentially considered the same according to HR practitioners.  Although the 

incentivised form is marginally more costly (due to monetary payments made to 

employees for successful placements), the results suggest that these methods 

should be treated the same and would produce the same result, irrespective of 

QUADRANT FOUR

WORD OF MOUTH: INCENTIVISED

WORD OF MOUTH: NO INCENTIVE

-0.6

-0.5

-0.4

-0.3

-0.2

-0.1

0

-0.25 -0.2 -0.15 -0.1 -0.05 0

AXIS ONE: Attraction Yield

A
X

IS
 T

W
O

: 
M

e
th

o
d

 C
o

n
s
e
q

u
e
n

c
e

•Attracts executives/senior managers

•Few applicants

•Few applicants many appointments 

•Good quality applicants

•High retention rate (long tenure)

•Long delay before applicants are received

•Inexpensive

•Used by few applicants

•Few applicants

•Reduces diversity

•Diminishes organisational image

QUADRANT FOUR

WORD OF MOUTH: INCENTIVISED

WORD OF MOUTH: NO INCENTIVE

-0.6

-0.5

-0.4

-0.3

-0.2

-0.1

0

-0.25 -0.2 -0.15 -0.1 -0.05 0

AXIS ONE: Attraction Yield

A
X

IS
 T

W
O

: 
M

e
th

o
d

 C
o

n
s
e
q

u
e
n

c
e

•Attracts executives/senior managers

•Few applicants

•Few applicants many appointments 

•Good quality applicants

•High retention rate (long tenure)

•Long delay before applicants are received

•Inexpensive

•Used by few applicants

•Few applicants

•Reduces diversity

•Diminishes organisational image



   

108 

whether an incentive is provided or not.  This could be expected in most cases, 

particularly where the incentive offered to employees on successful placement 

is small. 

These methods derive most of their meaning from the Method Consequence 

axis, largely because of the limited consequence involved in adopting this 

method and the perceptions of this method being inexpensive.   

5.5.4 National & Regional Newspapers 

5.5.4.1 Positioning on the Perceptual Map 

These two methods are located in the top right hand quadrant (Quadrant Two); 

to the right of the Method Consequence axis and some distance above the 

Attraction Yield axis (see Figure 13). 

Figure 13: Quadrant two 
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5.5.4.2 Similarities between National and Regional Newspapers 

These methods differ on the axis from which they derive their meaning.  This 

was not an expected result.  Upon further reflection, the only “stand-out” or 

defining similar quality that can be implied from the results is that these two 

methods are clustered together because they are print media and have a 

broader geographic penetration than most other methods. 

Regional Newspapers are strongly associated with the Attraction Yield axis 

where it is indicated that the kind of staff attracted would generally be 

Administrative or Clerical in nature.   

The method is a popular contemporary source used by potential applicants, 

hence the perception that this method is associated with a greater intensity of 

search by applicants and that many applicants could be anticipated, was 

expected.   However, the relatively low Attraction Yield was not anticipated.  

Conversely, it would have been expected that the Attraction Yield would be 

better because talent from a much broader geographic area could be reached 

using this method, and hence, in theory, improve the Attraction Yield.  It would 

also have been expected that this method would be suitable for a wide variety 

of vacancies. 

The loading of National Newspapers onto the Method Consequence axis makes 

logical sense, especially when one considers anecdotal evidence of the kind of 

jobs advertised in these newspapers (seeking higher level employees).  The 

positioning on the Method Consequence axis of National Newspapers is, 

however, surprising as it is perceived to be on a par with Employment Agencies, 

particularly as it concerns the cost (expensive). 

5.5.5 Internet – Outsourced and Company Website 

5.5.5.1 Positioning on the Perceptual Map 

These methods fall in the top right quadrant (Quadrant two), close to both the 

neutral position on the Attraction Yield and Method Consequence axis.  It is the 
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cluster closest to the neutral position, the barycentre (theoretically the most 

ideal position) on the Perceptual Map (see Figure 13). 

5.5.5.2 Similarities between Internet – (Outsourced and Company 

Website) 

It was expected that these two methods would be seen as similar and hence 

substitutes for each other because they utilise the same medium to bring the 

message across to job seekers.  It seems that although there is an intermediary 

in the process when outsourced suppliers are used, HR practitioners consider 

the methods similarly.   

The meaning for both these methods is obtained from the Attraction Yield axis, 

although the loading on both axes is seen to be on the low side.   The result is 

possibly a fair reflection of the current reality, with the method being the most 

recent addition to the various means of attracting applicants.  

5.5.6 Local Newspapers, Campus Recruitment & Job Fairs 

5.5.6.1 Positioning on the perceptual map 

This cluster is located in the bottom right quadrant (Quadrant three) and 

collectively, is associated with the lowest Attraction Yield on the Perceptual Map 

(see Figure 14). 

5.5.6.2 Similarities between Local Newspapers, Campus Recruitment and 

Job Fairs:  

These methods are seemingly disparate from each other, so it was rather 

unexpected that they would be clustered together.  It suggests that these 

methods have something other than purely similar positions on the two 

dimensional Perceptual Map in common.  They do all draw meaning from the 

Attraction Yield axis, but what is evident after closer inspection of the 

positioning and a greater understanding of these methods, is that these 

methods tend to have a much more precise geographical focal point.  It is 

possible that the association between these methods in this cluster is that these 
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methods are utilised to attract potential applicants from a well defined, localised 

area. 

Figure 14: Quadrant three 

 

 

 

 

 

 

 

 

 

 

   

Local Newspapers tend to attract only those people who live in a particular town 

or suburb – tending to focus on smaller communities.  In a similar vein, the Job 

Fairs do not attract people some distance from the location of the fair.  They 

tend to capture people from a slightly larger area than the Local Newspaper is 

able to appeal to, but the focus is still the general area located in a close 

proximity to the facility. 

What the results may be suggesting about Campus Recruitment is that efforts 

to attract applicants tend to be focused on a limited number of campuses.  This 

is a logical possibility with service providers of this method approaching a 

limited number of institutions, and not all the institutions in a general geographic 
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area or province or even country.  In all probability, organisations would most 

likely target the institution that has the strongest reputation in a particular field. 

5.6 Perceptual map analysis, implications, and suggestions 

This section is intended to assist with the understanding and interpretation of 

results and should facilitate better application of methods of attraction.  This 

section is not intended to be prescriptive or exhaustive, rather merely to serve 

as a guideline for HR practitioners and attraction service providers.   

Discussion is arranged around clusters identified using the Chi-squared Tree 

analysis in section 5.5.  The analysis and suggestions section will be guided by 

Table 14, which highlights the axis and statements from which each cluster of 

methods derive most of their meaning.    

The statements attributed to each method of attraction, from its most influential 

axis should dominate discussion and hence any decision when selecting a 

method of attraction. 

5.6.1 Head hunting and Professional journals 

The ability to produce a much greater Attraction Yield than all other methods 

suggests the kind of vacancies where this cluster of methods would be 

appropriate would be for positions that are of strategic importance to the 

organisation.  This would include positions or appointments that are 

fundamental to the success of the organisation/initiative such as senior and 

executive leaders, appointments of highly skilled specialists and other types of 

appointments in which an unsuccessful selection would be costly for the 

recruiting organisation. 

The functions that senior and executive level people perform and the skills set 

they ordinarily possess would naturally limit the pool of potential people able to 

perform the functions required in the vacancy. The process of searching for a 

specific person or small group of potential recruits through Head hunting or 
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Professional journals would therefore naturally reduce the number of applicants 

applying for the vacancy, and logically, improve the Yield Ratio.   

However, the very nature of finding, identifying and hiring these highly skilled 

people is time consuming because they are scarce and difficult to reach, and in 

the case of Professional journals, also subject to the publication cycles of the 

journals.  For this reason, these method, as respondents indicate, engender a 

longer lead time before applications are received, and as such, are probably 

less appropriate where applicants are urgently required. 

The tenure of successful applicants is expected to be longer according to the 

respondents.  The reason for this can only be speculated, but it is likely to do 

with the experience these people have gained in orchestrating certain functions 

that are critical to the life-cycle of the business, at the time of their selection and 

employment into the organisation. 

Currently, there does not seem to be a logical competing method to this cluster 

of methods – with the exception of employment agencies.  The question could 

therefore be posed as to whether these methods should be applied to other 

vacancies, in particular middle level managers/specialists and what effect this 

will have?   

These methods may well be applicable for middle level managers and specialist 

positions in specialist organisations such as engineering or high tech industries, 

where skills are in short supply (particularly in SA). 

However, there are two immediately observable considerations with this 

suggestion and practitioners should be cautious of the consequence.  Firstly, 

this move would be a deliberate manipulation of the location of the method on 

the Attraction Yield axis – toward the right side, or the pole which is perceived to 

attract lesser calibre applicants. 

The second consideration is the effect this will have on the number of applicants 

received and the ultimate effect on the yield ratio achieved by this method.  In 

theory, there would be greater numbers of applicants to be approached and 

screened and this will inevitably lower the attraction yield.   
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It is also quite probable that current perceptions of tenure associated with these 

two methods may be eroded by any change in the positioning on the axis, 

however, due to no change in the modus operandi of attracting applicants, it 

must be assumed that there would be no change in the perceptions of the 

applicant arrival rate, which would remain negative. 

In theory, it would be possible to broaden the adoption of these methods to 

lower calibre applicants without encountering too much competition from other 

methods.  The key challenge would be to limit the movement on the Attraction 

Yield axis too much to the right.  A shift too far to the right on the Attraction 

Yield axis could be detrimental to the methods, as  doing so, may make these 

methods vulnerable to competition from Employment Agencies, however, 

Employment Agents are also associated with other perceptual and practical 

problems (discussed in section 5.6.2). 

5.6.2 Employment Agencies 

This method is perceived to attract executive and senior managers and has the 

benefit of being a convenient mechanism for job seekers to utilise to search for 

jobs.  However, this method is burdened by the perception of being very 

expensive. 

A reasonable motivation for this positioning at the expensive end of the Method 

Consequence axis of the Perceptual Map is that many employment agencies 

tend to use other methods to initially attract applicants to vacancies e.g.: 

newspapers.  This adds an additional cost element to their service, namely, the 

initial attraction of applicants using other methods.  This has to be added to the 

cost of the screening exercise and short-listing of the best candidates that 

employment agencies perform as part of their service. 

As a consequence, this method of attraction finds itself precariously positioned 

on the Method Consequence axis as it is considered to be the most expensive 

of all the clusters/methods.  In practice, this should be considered problematic 

and as a potential threat for businesses operating in this sphere.   
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This is because employment agencies could, in theory, be vulnerable to 

alternative methods of attraction that can produce applicants of a similar quality 

at a perceived lower price.  Another potential threat to employment agencies 

could be in the form of direct competitors (existing or new employment agents in 

the industry) that can successfully change the pricing structure/models of such 

a service, without negatively affecting its ability to attract the same calibre 

applicants or be accessed by applicants.   

Due to the high Method Consequence considerations, in particular, the 

monetary cost of using this method, a suggestion for HR practitioners would be 

to avoid using employment agencies as a method to attract applicants to fill 

lower levels of the organisation hierarchy.  There may be methods better suited 

to perform this function at a lower cost, although these alternatives may have 

other Method Consequences to consider. 

If employment agents were able to adapt their Method Consequence to ensure 

perceptions move closer to the neutral position on the Method Consequence 

axis, or they were able to justify the monetary cost associated with the method 

more effectively, the method could be ideally placed to capture a market 

segment that would be uninhibited by competition from other methods. 

A possible mechanism to justify the Method Consequence would be a more 

precisely defined target applicant calibre and level.  This definition of applicant 

should seek to deter any inclination HR practitioners‟ may have to attract 

applicants for all kinds of positions, but in particular the lower level 

administrative or clerical positions. 

Were employment agents to focus on the senior and executive level staff, junior 

to middle level managers (the next generation of leaders of the business) or 

skilled applicants with less career experience, a justification for the cost of 

screening applicants and the commensurate charge for this service could be 

created.  However, using this method to attract applicants for lower levels will 

most likely compound perceptions of being expensive. 
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5.6.3 Word-of-mouth 

The suggested Method Consequence, specifically, the monetary cost of 

adopting Word-of-mouth, is very low.  This leads to the formation of an 

assumption that there is a significant opportunity for organisations seeking to 

minimize the cost of their recruitment efforts to cut down on the expense of 

attraction.   

This method has no peer when monetary cost considerations are dominant.  

Hence these methods are most likely better suited to organisations that have 

limited funds available to attract the best applicants, or do not have a strong or 

well known reputation in the public domain that naturally draws the interest of 

applicants.   

Considering the Method Consequence, in the context of South Africa, 

particularly with the emphasis on entrepreneurship and creation of new 

businesses, this method is probably ideally suited to small, medium and micro 

enterprises, particularly during their cash constrained growth phase.  This is 

because there is minimal or no cash outlay to find the preferred applicant. 

These methods of attraction could probably be utilised to attract applicants for a 

broad range of positions, including professional/technical level positions, admin 

and or clerical and even manual labourers.  In terms of hierarchy, the methods 

would probably be more suited to attract applicants from entry level to middle 

management.   

This broad application is due to tendencies among people with similar interests 

to cluster, network and socialise together (peer groups).   

The methods could be used to attract applicants who are of a similar calibre to 

those already in the employ of the organisation as research confirms that 

employees will not refer candidates who could harm their own personal 

reputation.   Soltis (2006) suggests, the reputation of the person making a 

referral can be prejudiced if the person referred does not work out.   

The results suggest that HR practitioners do not expect there will be very many 

applications and as a consequence it must be assumed there are not many 
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people relying on Word-of-mouth to find employment.  This is possibly due to 

the implications on current employees‟ reputation and the number and size of 

their social networks.  Word-of-mouth therefore would not be utilised to source a 

large quantity of talent.  For example: these methods would not be suitable in 

instances where a number of the same type of vacancy needs to be filled, such 

as a new call centre operation which needs to be staffed. 

However, due to the tendency to attract applicants who are similar to the types 

already employed, the diversity within organisations adopting this method will 

tend to be low. 

The results also demonstrate an association between Word-of-mouth and a 

diminished organisation image; however, the link between the two is obscure.  

One possible explanation is that since the recruiting organisation is not opening 

the vacancy to applications from outside the organisations‟ employee networks, 

the lack of visibility of the organisation as a reputable recruiter, may have a 

negative impact on the image thereof. 

However, even if organisations do not adopt this method as the only tool to 

attract applicants, it should, by virtue of the limited cost still be used as part of 

an attraction program to compliment other methods used to attract potential 

employees. 

5.6.4 National & Regional Newspapers 

Although these methods are clustered together, the dominant axis representing 

either method differs.  National newspapers are associated more with the 

Method Consequence axis than the Attraction Yield axis, with which regional 

newspapers have a stronger association.     

In the case of national newspapers, the price paid to use this method to attract 

applicants is perceived to be expensive.  This cost is likely due to the 

nationwide circulation of the media and hence the costs charged would be 

commensurate with the wider circulation of the publication.   
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One of the areas where national newspapers are strong is their reach due to the 

readership base associated with national distribution.  This would naturally 

increase the probability that greater numbers of applicants would use this 

method to access vacancies. 

The perception that national newspapers are used for attracting executives and 

senior managers is most likely based on the contemporary adoption of the 

method to attract such applicants.  The method should be a good means of 

attracting such applicants because of the broad geographic spread of such 

publications around the country, permitting the tapping of talent in various 

locations. 

Regional newspapers are conversely associated with the attraction of clerical 

and administrative staff.  Since regional newspapers are readily accessible to 

the general population in a region and the circulation so widespread, there is a 

probability that greater numbers of applicants would apply for a vacancy.  The 

quality and suitability of applicants received may suffer as a result.  In many 

instances, particularly in South Africa, where the unemployment level is so high, 

many unemployed people may be inclined to take a chance on suitability.  This 

may be a reason why respondents have indicated that the method attracts 

lower quality applicants. It should be expected then that, the Yield Ratio, as 

respondents indicate, will be low as a consequence. 

The fact that these methods can attract applicants from a broad geographic 

region and the fact that they would be adopted to perform such a task by any 

company trying to fill a vacancy is, in itself, important.  This is because the 

logistics involved in selecting the most suitable candidate, in particular where 

they are not from the same region or even province as the organisation, are 

quite cumbersome.   

The implication is that organisations using these methods, in particular national 

newspapers, would most likely have much greater access to resources, 

financial and human, to recruit and have much better infrastructure to facilitate 

this type of attraction/employment. It is quite possible that they may even have 

national or international representation.   
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However, the question must be posed: Is a broader geographic penetration 

sufficient justification to use these methods in spite of their respective positions 

on the Perceptual Map?   

There are evidently methods with less Method Consequence and/or better 

Attraction Yield‟s than national newspapers and regional newspapers 

respectively.  One of these methods is internet recruitment (Cluster four), which 

will be discussed shortly. 

This discussion should also indicate an opportunity to employment agencies, 

which, as indicated on the Perceptual Map, are in a similar threatened position 

due to their high cost on the Method Consequence axis (see section 5.6.2).   

Where employment agencies adopt, in particular, national newspapers to assist 

in attracting applicants, there is a potential to cut the cost of a component of 

their service through the adoption of another method of attraction to assist in 

sourcing applicants.  

It must, however, be noted that perceptions employment agency service 

providers have of the various methods they adopt to attract applicants did not 

form part of this research.  It is possible that a different perspective on Method 

Consequence may be seen if the respondents were employment agents.  

However, this does not negate the potential threat to national and regional 

newspapers, since firms who are seeking applicants and not the employment 

agent service providers decide which method to adopt – and respondents were 

from firms who seek applicants. 

There is one factor in South Africa which does mitigate the potential threat 

posed to the attraction of applicants through national and regional newspapers: 

relatively low internet penetration.  According to the Internet Access in South 

Africa 2010 study conducted by World Wide Worx, 2010), internet penetration in 

South Africa has been put at ten percent, or 5.3m people (Mail and Guardian, 

2010).  This means that for the majority of people searching for jobs, the press 

is one of their best sources. 
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It could be argued then that the threat to national and regional newspapers in 

South Africa is still in the medium to long term future, but these methods will 

most likely experience a gradual erosion of their importance over time. 

5.6.5 Internet – Outsourced and Company Website 

Much has been said about the prevalence of internet recruitment and the move 

to this medium as a means of attraction.  However, as can be seen, there is still 

a weakness in internet attraction where it concerns the Attraction Yield, the axis 

which drives most of the perceptions of these methods.  As can be seen, the 

methods are located towards the right of this axis, where applicants are not of 

the calibre of those attracted by head hunting or professional journals. 

One of the problems with senior/executive level staff is that they are difficult to 

make contact with.  Generally speaking, these kinds of people would not be 

looking for jobs and have to be found.  As Singh & Finn (2003, 401) state “it is a 

truism that the best possible employees are not posting their resumes on job 

boards: they already have jobs”.  If this statement is true, it is logical to expect 

the calibre of people to be the admin/clerical type, as HR practitioner 

perceptions suggest. 

The adoption of technology by applicants would suggest that people using the 

internet would be generally of a higher calibre – particularly in South Africa 

where there is a shortage of people with computer literacy.  It is unexpected 

then that the method falls on the negative side of the Attraction Yield axis.   

There is perhaps a reason for this though: 

There has been concern raised about the ease with which applicants can 

access information about jobs on line.  The internet makes the information 

available globally, and it is almost instantaneously accessible.   

This is problematic as suggested by Singh & Finn (2003) who state that the 

internet may be changing the nature of the employment relationship, making it 

more transactional rather than extended.  Job seekers can now have their 

curriculum vitaes in circulation permanently on the internet, encouraging 
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passive job hunting, and, as Pitturo (2000:37) also states, can “vaporise 

employee loyalty”.     

The implication is that as a method of attraction, it may be successful in 

attracting applicants, but the mere presence of the method may be changing the 

nature of relationships between an employer and employee and hence, so too 

the perceptions employers have of applicants attracted by this method. 

One of the implications of the performance on the Attraction Yield axis for both 

types of internet recruitment is that companies that do not possess a strong 

reputation and image in the publics eye, will not be adversely affected by 

outsourcing their attraction to a third party – they do not need to have it posted 

on their own website. 

However, there-in lays a threat to companies providing outsourced internet 

recruitment.  Larger companies will not be adversely affected were they to 

attract applicants through their own websites, removing a potentially substantial 

part of outsourced internet recruiters‟ customer base. 

In South Africa, these methods may have particular appeal because of their 

ability to attract applicants from beyond our borders – in particular South African 

expatriates, who are considering returning to South Africa, but have limited 

access to information on jobs.  These people, many of whom may have skills in 

need by the country, can access the information, and where successful, be 

enticed to return home to South Africa and provide a much needed skills boost 

to our economy, 

These methods should be considered as a threat in particular to regional 

newspapers. The Attraction Yield using internet as a source of attraction is 

significantly better than regional newspapers.  Not only this, but the internet 

actually has a wider geographic reach and is arguably more convenient to use.   

However, as stated earlier, at this point in South Africa, the threat to 

newspapers is still a medium to long term threat because of the low levels of 

internet penetration prevailing in South Africa currently.  It must be emphasised 

though that as the infrastructure and computer literacy improves, so the 
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inclination, in line with international tendencies to move away from newspaper 

publications, will begin to take effect.   

According to World Wide Worx and Cisco, the companies responsible for 

researching internet penetration in South Africa, growth in use is expected to 

grow up to 15% again in 2010, with penetration reaching 6m people (Mail and 

Guardian, 2010). 

It must be remembered that this is a fairly new method of attraction.  The 

method provides food for thought and is in a better position than most other 

methods to move to the theoretical ideal position on the Perceptual Map – the 

neutral barycentre of the Attraction Yield and Method Consequence axes.   

In order to achieve this, the suppliers of this service need to address issues of 

improving Attraction Yield without incurring any additional Method 

Consequence.   

One of the ways of doing this is building in a technology based screening 

system.  This kind of tool is being used in more advanced economies, but 

perhaps the technology is not quite capable – yet - of overcoming the Attraction 

Yield weaknesses.  It was beyond the scope of this research to determine 

whether South African based internet recruitment firms utilise such technology 

or how up-to-date their technology is. 

5.6.6 Local Newspapers, Campus Recruitment & Job Fairs 

This cluster adds yet another dimension for consideration when attracting 

applicants.  Unlike other clusters where similar kinds of methods are clustered 

together, this cluster combines three completely independent methods together, 

which is a rather interesting result. 

The methods do not necessarily pose a threat or act as a direct competitor to 

other methods, and do not have direct competition from other methods used to 

attract applicants.   
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This is partly because of their localized focus in the search for talent, which in 

fact is the major advantage of these methods.  These methods should be used 

where a specific area is to be targeted for the desired talent.  For example a 

specific town (Local newspapers), Technical college/University (Campus 

Recruitment or city (Career and Job Fairs).  These methods, are however, not 

immune to threat from other methods. 

The three methods do attract different kinds of people, in particular campus 

recruitment, but the key factor is that these methods are probably best used 

where the applicants have to come from a very narrowly defined geographic 

area. 

Campus recruitment in particular has a niche focus which other methods do not 

tap directly.  It provides an avenue to source newly skilled talent with good 

potential to develop into future leaders, from the richest source available.  

However, the lower than expected Attraction Yield is a cause for concern.  This 

is a rather puzzling finding because one would expect the quality coming out of 

tertiary institutions to be considerably better than the research indicates.   

An alternative method which may pose a threat to campus recruitment is the 

internet as it is more likely that new graduates will possess some computer 

skills and hence it would make them more likely to search for jobs online.  

However, it also poses an opportunity to those organisations operating in this 

area of attraction to change their model and utilise technology to source their 

applicants. 

Job Fairs are one of the methods which are potentially under threat in the future 

from other better positioned methods of attraction.  The method does not have 

any real niche attraction point and does not seem to target any type of talent in 

particular (most suited to administrative and clerical applicants), making the 

method vulnerable.  There simply is nothing offered by this method according to 

results that could secure the patronage and interest of talent in the long term 

nor the loyalty of potential customers, particularly if one considers the Attraction 

Yield this cluster produces.  This is likely to be particularly relevant in larger 

urban areas. 
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There are other methods which produce better Attraction Yield than career and 

job fairs.  The internet is one of these methods that will provide a threat, and it 

has the added benefit of more convenience for technology savvy applicants. 

It could be argued that career and job fairs would be suited to an environment, 

town or geographic area where there is one major industry or even one large 

organisation operating.  This suggests that with better application of the 

methods, greater success could be enjoyed.   

The organisation or industry could utilize job fairs to demonstrate the kinds of 

positions they offer and attract the surrounding communities to the fair to see 

what kind of talent they can source locally before expanding their search.  Part 

of the attractiveness of this method would be the remoteness of the area. 

An example of this would be Sasolburg in the Freestate province of South 

Africa, where a plant of one of the largest industrial corporates in the country is 

located.  A whole town including support services/industries has been built up 

around the single major organisation in the area.   

However, logic dictates that organisations seeking senior or executive staff 

would not be inclined to use this method to source applicants.  They would 

invariably spread their search wider, in which case, another, more appropriate 

method would suit.  Labourers, administrative and clerical positions or junior 

managers and artisans could be sourced using careers and job fairs in the local 

area though. 

Local newspapers do have an advantage in that they are strictly localised and 

are much better positioned to tap into the sentiment of the local community they 

serve.  The publication is generally produced at regular, set intervals, which 

makes it convenient and reliable. 

The method however, as with all the others in this cluster, does not produce a 

significant Attraction Yield, which implies that the method is not suitable for the 

attraction of executive or senior management, or talent with rare skills or 

expertise. 
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The method would therefore be best utilised sourcing low skilled administrative, 

clerical and temporary staff or even manual labour.  The kinds of applicants this 

method would attract are probably not the typically career oriented people. 

A method that could potentially threaten this method is Word-of-mouth due to 

the methods ability to attract like-minded employees from communities where 

current employees reside – but, these may not necessarily be located in the 

same area as the firm. 

It would be expected that smaller, less reputable organisations would utilise 

local newspapers and not the larger corporate operation.  This is indeed 

partially supported as few of the respondents in this study, most of which were 

employees of corporate organisations, actually adopted this method (see 

Appendix D). 

5.6.7 Summary 

The discussion in section 5.6.6 has highlighted a number of the strengths and 

weaknesses inherent in each of the methods of attraction, as confirmed by the 

HR practitioners who participated in this study.   

As was shown, the methods can all be applied in a variety of circumstance and 

with greater or lesser success in attracting certain types on applicants.  Based 

on certain of the discussion, it has been possible to narrow down the most 

suitable kind of applicant and the best way to make use of the attributes of each 

cluster according to perceptions.   

The summary below will provide a simple guide of how the methods are 

seemingly utilised most effectively.  This recommendation is based on the 

perceived strengths of each method (and ignoring the weaknesses inherent in 

each) as identified in the results. 

Cluster one: Headhunting and Professional journals – Executive and Senior 

level positions or Senior Specialists. 
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Cluster two: Employment Agencies – Senior, Middle level Manager and 

Specialists – future leaders. 

Cluster three: Word-of-mouth – all types of posts, with the exception of 

Executive and Senior positions or Specialists. Important alternative methods if 

business is cash/resource constrained. 

Cluster four: National & Regional Newspapers – all Executive and Senior 

positions or Specialists for National Newspapers.  Middle level Managers and 

Specialists and Administrative and Clerical job seekers for Regional 

Newspapers.  Both methods should be used where an attraction from a broader 

geographic area is required and importantly, should be used in a support role 

for other methods. 

Cluster five: Internet – all positions, with the exception of Executive and Senior 

Managers, where larger geographic/global attraction of applicants is suitable or 

sought. 

Cluster six: Local Newspapers, Campus Recruitment and Career and Job 

Fairs – localised focus, Administrative and Clerical job seekers or new 

graduates. 

5.7 Criteria and statements for comparison of methods of 

attraction: recommendations and applications for HR 

practitioners 

This study used statements representative of criteria to compare methods of 

attraction.  The results provided a comprehensive comparison of the various 

methods of attraction on these statements and demonstrated that, according to 

HR practitioners perceptions, methods of attraction differ from each other.   

This section is an attempt to create the tangible link between the results 

presented and the criteria for comparison of methods, as suggested in the 

literature review.  Although the research lead to the conclusion that there are, in 

essence, only two dominant influences (as defined by the axes of the 
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Perceptual Map) on HR practitioners perceptions of methods of attraction, there 

are a number of underlying criteria upon which the two influences are based.    

As a consequence of this, it is possible to utilise the Perceptual Map to 

construct simple recommendations of how best to achieve certain specifically 

chosen, independent objectives, utilising the various methods of attraction. 

Tables 15 to 18 highlight the axes (dominant influences) and corresponding 

statements identified through the research as of importance when comparing 

and selecting a method of attraction.  The tables also include the criterion each 

statement is associated with, as defined in the literature review.  

For example, as can be seen in Table 15, the statement “Attracts 

executives/senior managers” is associated with the criterion “Operating level of 

people attracted”, as discussed in the literature review, section 2.4.5. 

Table 15: Attraction yield statements and criteria – negative 

pole 

--- AXIS ONE: ATTRACTION YIELD --- 

Pole Statement Criterion 

-VE  Attracts executives/senior managers  Operating level of people 
attracted 

  Few applicants  Number of applicants attracted 

  Few applicants many appointments   Yield ratio 

  Good quality applicants  Quality of applicants attracted 

  High retention rate (long tenure)  Tenure of new hires 

  Long delay before applicants are 
received 

 Applicant arrival rate 
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Table 16: Attraction yield statement and criteria – positive pole 

--- AXIS ONE: ATTRACTION YIELD --- 

Pole Statement Criterion 

+VE  Attracts clerical and administrative staff  Operating level of people 
attracted 

  Many applicants  Number of applicants attracted 

  Many applicants few appointments  Yield ratio 

  Lower quality applicants  Quality of applicants attracted 

  Many unsuitable applicants  Cost of processing applicants 

 

Table 17: Method consequence statement and criteria – 

negative pole 

--- AXIS TWO: METHOD CONSEQUENCE --- 

Pole Statement Criterion 

-VE  Inexpensive  Cost of attracting applicants 

  Used by few applicants  Intensity of search by potential 
applicants 

  Few applicants  Number of applicants attracted 

  Reduces diversity  Creation of a heterogeneous 
workforce 

  Diminishes organisational image  Impact on image of the 
recruiting organisation 
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Table 18: Method consequence statement and criteria – 

positive pole 

--- AXIS TWO: METHOD CONSEQUENCE --- 

Pole Statement Criterion 

+VE  Expensive  Cost of attracting applicants 

  Used by many applicants  Intensity of search by potential 
applicants 

  Attracts executive/senior managers  Operating level of people 
attracted 

 

In order to make recommendations of how best to achieve certain specifically 

chosen, independent objectives, utilising the various methods of attraction, each 

objective/criteria will be discussed in isolation from the others.   

It is acknowledged that any number of criteria can be included as objectives to 

be achieved when an HR practitioner compares and selects a method of 

attraction.  However, for the sake of simplicity, each criterion will be discussed 

independently.   

A recommendation for HR practitioners with multiple objectives to achieve 

through the attraction initiative would be to determine the objectives and 

allocate a weighting to each to determine priorities.  Trade-offs will have to be 

made if multiple objectives or criteria are being pursued.  The alternative would 

be to base decisions on the two dominant influences identified through the 

research. 

The criteria will now be discussed.  The methods of attraction that are deemed 

by HR practitioners to fit the statement associated with criterion the most are 

acknowledged. 

Where statements and hence criteria have not been included in the discussion, 

or most appropriate method of attraction not nominated, this has not been done 
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through error or omission.  This is simply because the statements were not 

considered part of the two-axis Perceptual Map solution proposed in Chapter 

four and five.  Section 4.4, in Chapter 4, spoke of an 80% contribution to the 

total trace using the two-axis solution.  The missing statements would have 

formed part of an expanded solution were the contribution threshold to be 

increased to 100%. 

5.7.1 Cost of attracting applicants 

5.7.1.1 Inexpensive 

The results suggest that the two Word-of-mouth methods are perceived to be 

most inexpensive method of attraction.  Where an organisation‟s objective is to 

minimise the cost of attraction of applicants, these methods are, in all likelihood, 

the most cost effective methods. 

5.7.1.2 Expensive 

At the other end of the scale, the results highlight that national newspapers and 

employment agencies are considered the most expensive methods.  As a 

consequence, HR practitioners‟ should be aware of adopting these methods 

without due consideration of the cost and benefits that are to be obtained using 

these methods. 

5.7.2 Intensity of search by potential applicants 

5.7.2.1 Used by many applicants 

The results on this criterion were predictable, with national newspaper and 

employment agency sources seen to be used by a large number of applicants.  

The implication of this is that where companies do require many applicants, 

national newspapers and employment agencies should be considered as a 

preferred method of attracting applicants for vacancies. 
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5.7.2.2 Used by few applicants 

The Word-of-mouth methods are not popular sources for employment seekers 

to rely on for information about vacancies.  As a consequence, where the 

objective is not to announce a search for an applicant too broadly, the best 

method to use according to results would be the Word-of-mouth methods. 

5.7.3 Ability to attract the interest of people not engaged in active search 

This is one of a number of criteria where neither of the two statements 

representing the criterion is represented on either axis on the Perceptual Map.  

There are certain criteria which only have one statement represented on the 

Perceptual Map. This result is due to the two-axis solution proposed.  All 

statements would have been included were the statement contributions to the 

total trace permitted to increase to 100%.  

5.7.4 Avoidance of discriminatory practices 

The statements representing this criterion were also not included in either axis 

of the Perceptual Map.  This is again, the consequence of the objective to 

capture as much trace in the solution as possible, while ensuring the Perceptual 

Map is easy to interpret. 

What the result does imply is that this criterion is not “top-of-mind” when HR 

practitioners select a method of attraction.  This should be of concern in South 

Africa as efforts to remove discriminatory practices are being pursued.  

Additional research would be required to determine if this is related to a lack of 

understanding of the potential for discrimination inherent in methods of 

attraction or if this is related to any apathy on the part of practitioners to actively 

control discrimination in the attraction process (distinct from the efforts in the 

recruitment and selection process). 
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5.7.5 Operating level of people attracted 

The results indicate that almost all methods of attraction have a tendency to 

attract one level of applicant or another, with the exception of the Word-of-

mouth methods.  The reasons for this are not clear from this research, but it 

could logically imply that Word-of-mouth methods could be applied to all levels 

of people and vacancy to be filled. 

The remaining methods have all been shown to be suited to one of the four 

categories used in this research.  However, what is noticeable from the results 

is that junior and middle level management and technical staff is excluded from 

the results by the respondents.   This is purely a consequence of the limitation 

of the number of axes considered in the solution. 

5.7.5.1 Attracts executives/senior managers 

According to the results, the methods most suited to be used for attracting 

executives and senior managers are head hunting and professional journals.  

However, employment agencies and national newspapers are considered good 

sources for this level of applicant and should also be considered. 

5.7.5.2 Attracts clerical/admin staff  

Local newspaper, regional newspaper, campus recruitment, internet 

(outsourced and company website), career and job fairs are all suitable to 

attract clerical and administrative staff, but as the method names suggest, they 

will obviously need to be applied in the most suitable environment.  For 

example, a position in Johannesburg suburb should not be advertised in a local 

newspaper in a Cape Town suburb or a position for a “soon to graduate” 

student would probably be best sourced through campus recruitment. 

5.7.6 Applicant arrival rate 

5.7.6.1 Applications received soon after advertisement (short lead time) 

This statement is not reflected in the current Perceptual Map solution because 

of the low dimensionality solution. 
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5.7.6.2 Long delays before applications are received 

There is no logical reason why companies will want a long lead time, but if the 

objective is to avoid having such a problem, the HR practitioners should be 

aware that both head hunting and professional journals have been shown to 

have a long lead time before the applications are received.  This should be 

expected when using these methods and when searching for executives and 

senior managers because of the scarcity of candidates with the skills to perform 

in these roles.  This must be borne in mind when the need to employ senior or 

executive staff arises. 

5.7.7 Number of applicants attracted 

5.7.7.1 Many applicants 

Companies may have a motivation for wanting a number of applicants.  If this is 

a stated objective, then local newspapers, regional newspapers, campus 

recruitment, internet (outsourced and company website), career and job fairs, 

appropriately applied to their most suited context, should achieve this objective.   

For example, a company wanting a number of students to do “higher level” 

temporary work, would in all likelihood be best served through campus 

recruitment.  A call centre in Johannesburg, looking for experienced call centre 

operators, would be best served placing an advertisement in a regional 

newspaper that would attract applicants from all regions in the greater 

Johannesburg area. 

Of course, companies may not want to attract many applicants.  If this is the 

case, then companies should avoid using these methods as these methods will 

inherently attract many applicants. 

5.7.7.2 Few Applicants 

Professional journals, Word-of-mouth (Incentivised and No Incentive) and Head 

hunting have been shown to produce small pools of applicants.  In the case of 

Head hunting and Professional journals, this is because of the level of staff they 
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are aiming to attract, but in the case of Word-of-mouth, this is purely based on 

the networks that current employees have.   

Word-of-mouth offers companies who want applicants for almost any level of 

position, but who do not want a large quantity of applicants, the mechanism and 

opportunity to reduce the number of applicants. 

5.7.8 Quality of applicants attracted:  

5.7.8.1 Lower quality applicants 

Most companies should have as their objective the desire to attract higher 

quality applicants.  Unfortunately, local newspapers, regional newspapers, 

campus recruitment, internet (outsourced and company website), career and 

job fairs have been shown to produce lower quality applicants, which should be 

borne in mind when selecting any of these methods as a preferred method of 

attraction. 

It is unavoidable that lower quality applicants will slip into any pool of applicants, 

regardless of the method adopted.  However, it is the ability to reduce this which 

is of importance.  Knowing that the method being adopted could potentially 

produce a number of poor quality applicants is important as the advertising 

strategy adopted by the organisation can be tailored to mitigate some of the risk 

of this. 

5.7.8.2 Good quality applicants 

Professional journals and Head hunting are shown to produce the best quality 

applicants.  This was to be expected because of the calibre of candidates these 

two methods are most appropriate to attract. 

5.7.9 Cost of processing applicants 

Although four statements were included to try and understand perceptions of 

the cost of processing applicants, it seems that only one statement in the two-

axis solution has any association with the various methods of attraction – Many 
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unsuitable applicants.  The other statements would all be included in a larger 

dimension Perceptual Map. 

5.7.9.1 Many unsuitable applicants 

Local newspapers, regional newspapers, campus recruitment, internet 

(outsourced and company website), career and job fairs are all seen to be 

producing a number of unsuitable applicants, which increase the cost of 

processing applicants for the position.  The traditional methods of local and 

regional newspapers, campus recruitment and career and job fairs may find it 

difficult to automate screening processes, which in all likelihood would increase 

the cost thereof, but the more technologically advanced organisations that use 

the Internet could adopt one of the many screening software packages to 

support the process. 

One of the ways to streamline screening for the traditional methods could be to 

have all applicants fill in a standardised template which will highlight non-

complying applicants early in the screening of CV‟s process and remove some 

in a short space of time.  What is required though is a pre-defined checklist of 

desirable and non-desirable attributes before the screening starts. 

5.7.10 Yield Ratio 

5.7.10.1 Many applicants, few appointments 

The yield ratio of local newspapers, regional newspapers, campus recruitment, 

internet (outsourced and company website), career and job fairs is low, but it is 

because of a combination of the greater number of applicants received via 

these methods and the lower quality of applicants that apply for the vacancy 

(discussed in section 2.4.7 and 2.4.8).     

This is a natural consequence of the adoption of these methods and all that can 

be done is to manage expectations of the methods accordingly and also the 

relative cost of attraction and screening.  In order to do this, the cost of 

attraction and the cost of processing applicants needs to be calculated and the 

correct application of methods needs to be made. 
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5.7.11 Creation of a heterogeneous workforce 

5.7.11.1 Reduces diversity 

Word-of-mouth has been shown to reduce the diversity of the employees in a 

company.  The main problem with these methods is that applicants are sourced 

from the family and friendship networks of people already employed in the 

organisation.  These applicants will tend to have similar interests to those 

already employed in the organisation.   

This would only be of concern to companies who value heterogeneity in a 

workforce.  For organisations that do not have such concerns, this weakness 

can largely be ignored.  However, in the context of South Africa and 

governments efforts to create employment equity, few organisations will have 

the luxury of ignoring this problem with this method.   

5.7.12 Tenure of new hires 

5.7.12.1 High retention rate (Long tenure) 

The Professional Journals and Head hunting methods offer the attracting 

organisation the peace of mind that the senior and executive staff should 

remain around for long periods of time.  It should be an objective of most 

organisations to want their senior staff to remain for a longer period of time in 

order to provide a stable leadership and a unified strategic vision, guidance and 

direction to the organisation.   

This finding is aligned to the quality of applicant results discussed in section 

5.7.8 and is an advantage these two methods have over all other methods.   

5.7.12.2 Low retention rate (job hoppers) 

The absence of any association with Low Retention Rate does not mean that 

other methods do not attract job hoppers.  The statement is simply not included 

in the two-axis solution. 
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5.7.13 Impact on image of the recruiting organisation 

5.7.13.1 Enhance organisation image 

This statement was not represented in the current two-dimensional Perceptual 

Map solution. 

5.7.13.2 Diminishes organisational image 

Word-of-mouth methods do not spread the message about vacancies widely, 

because of their focus on recruiting through existing employee networks.  The 

consequence of this is that the message about employment opportunities do not 

get widely distributed and hence, limit opportunities for the greater community to 

participate in the opportunity.  This would naturally affect the image of the 

organisation. 

Organisations adopting Word-of-mouth should be careful not to utilise this 

method exclusively as it would affect the image of the organisation.  This could 

be particularly harmful if the organisation was a larger, more visible employer or 

provides consumer goods or services. 

5.8 Conclusion 

This chapter demonstrated that Correspondence Analysis is a significantly more 

informative way of determining the relationship between methods of attraction 

and statements upon which to compare them on than simple observation of row 

and column profiles in a contingency table. 

Following the identification of a strong correlation between the methods of 

attraction and the statements used to compare methods of attraction, it was 

possible to affirm that earlier research had identified valid criteria to compare 

methods of attraction.  This permitted the exploration and determination of the 

most dominant influences on HR practitioner perceptions of methods of 

attraction. 

The results highlight that through the use of the dimension reducing technique, 

it has been possible to illustrate that methods of attraction differ from one 
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another when compared on the two most dominant influences identified: 

Attraction Yield and Method Consequence.   

However, this research differs somewhat in terms of the results when compared 

to earlier research.  This is because this research attempted to determine the 

most dominant composite influences on HR practitioners‟ perceptions of 

methods of attraction in order to compare methods of attraction.  This effectively 

reduced the complexity to be dealt with by HR practitioners, whereas other 

research focussed more on the individual criteria without giving an indication of 

the most important criteria for comparing methods. 

These results suggest that each method of attraction is affected to a greater or 

lesser extent by the two dominant influences and that one of the dominant 

influences has a greater effect on each respective method of attraction. 

Although the research suggests that methods of attraction do differ on the two 

dominant influences identified, the research also suggests that certain methods 

of attraction are actually similar to one another – in spite of their obvious 

differences in location on the Perceptual Map.  This further reduces the 

complexity to be dealt with by HR practitioners when selecting a method of 

attraction to fill a vacancy. 

The perception of HR practitioners evident in the Perceptual Map provide the 

opportunity to determine which methods of attraction are best suited to achieve 

certain objectives or avert the negative consequences associated with adoption 

of certain methods of attraction.  HR practitioners and Attraction Service 

Providers can utilise this Perceptual Map to select the methods of attraction to 

achieve outcomes more appropriate to their circumstance.   
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CHAPTER 6 CONCLUSION AND SUGGESTIONS FOR 

FURTHER RESEARCH 

6.1 Introduction 

This chapter will present concluding remarks on the findings of this study, 

followed by suggestions of further research.  Since this research was 

exploratory in nature, the research provides a stepping stone to further 

confirmatory research, and as such a few suggestions for further research are 

presented. 

6.1 Conclusions of the study 

What the results demonstrate is that perceptions of the methods of attraction 

effectiveness are not equal and the choice of method could potentially be 

customised to suit the kind of outcomes a company seeks to have from its 

attraction initiative.  These outcomes could be to maximise on the Attraction 

Yield or reduce the Method Consequence, achieve some other independent 

objective or reduce/prevent some negative consequence of adopting a 

particular method of attraction. 

It is clear from the criteria that finding an employee for a vacancy is not the only 

objective that can be pursued by companies when a vacancy arises; employers 

can choose a method of attraction that can serve a number of organisational 

objectives as defined through the criteria in the research   

However, as the research suggests, the statements with the strongest 

association with each of the two dominant influences (axes of the Perceptual 

Map) identified in this research, are probably the most important outcomes that 

HR practitioners will experience when selecting a particular method of 

attraction.  

All methods of attraction have their position in an attraction initiative; however, 

there are some overlaps in focus as suggested by the chi-squared tree.  The 
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research results suggest that many of the methods can be better applied to 

search for applicants and are better suited to serving a particular role than other 

methods, including the kinds of applicants certain methods are best suited to 

attract. 

Apart from the implication on the recruiting organisation, the results imply that 

service providers of the various methods of attraction may be vulnerable to 

competition from some substitute methods. 

In summary, these clusters can be broadly described in terms of either the 

candidate they are best suited to attract, or a unique characteristic that defines 

the way they should be used. 

6.2 Suggestions for further research 

A few questions have been raised by the research that could potentially be 

investigated further by academics or future students.  These are listed below: 

 Compare the success of each method of attraction in a two sample study, 

measuring the difference between the Attraction Yields where there is 

screening versus where there is no screening of candidates conducted. 

 A second potential research interest could be with regards to the success of 

combining methods to attract applicants.  As already highlighted, newspapers 

are often used by recruitment agents to support their attraction function.  It 

seems that other methods may also be paired to attract applicants, such as 

internet and employment agencies.  How much the Attraction Yield or Method 

Consequence is improved when adopting such a strategy needs to be 

determined. 

A final potential topic is raised below.  This research posits that there is a list of 

dominant influences (priority criteria) that HR practitioners utilise to compare 

methods of attraction and hence also to select the appropriate method of 

attraction.  This could be tested through additional confirmatory research.  A 

potential research topic could be: 
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Research title: “The criteria influencing the HR practitioner choice of methods 

of attraction in South Africa”. 

Main problem: The purpose of this research is to determine if HR practitioners 

have a list of priorities they use when selecting a method of attraction and if 

these priorities have varying levels of importance. 

Purpose: The purpose of this research is to determine what HR practitioners 

most important priorities are for selecting a method of attraction. 

Sub-problem one:  Do HR practitioners use a defined list of priorities to 

achieve when selecting a method of attraction? 

This will have to be determined through qualitative research, such as focus 

groups or face-to-face interviews with HR practitioners. 

This research suggests that there is a hierarchy of importance when it comes to 

criteria for comparing methods of attraction.  This could not be tested 

empirically through this research because of the nominal data employed; 

however, it may be possible to do so if a different methodology were adopted.   

Following the determination of the list of priorities, it would be possible to test 

the importance attached to each criteria through the use of a Likert rating scale 

for importance, a factor analysis or even a ranking technique.  Appropriately, 

Sub-problem two would be: 

Sub problem two:  Do HR practitioners attach importance to the criteria they 

aim to satisfy when choosing a method of attraction? 

Attraction of applicants for vacancies is a very important component of the 

recruitment process, however, as can be seen from the literature review and the 

results of this study, more research is required to fully understand this 

component of the process.   

The conclusion to the suggested research would provide valuable empirical 

information confirming or refuting the results of the current study.  It would also 

provide support or reject earlier findings on which this research is predicated, 
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with the overriding objective being to develop a more comprehensive 

understanding of the field of attraction. 
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APPENDIX A: CONTINGENCY TABLE FREQUENCY MATRIX 

1 2 3 4 5 6 7 8 9 10 11 12

Advertising in local 

newspaper (e.g.: Sandton 

Chronicle)

Advertising in regional 

newspaper (e.g.: The Star)

Advertising in national 

newspaper (e.g.: Sunday 

Times)

Advertising in 

professional journals
Campus recruitment

Word of mouth -  

incentivised

Word of mouth - no 

incentive

Internet recruitment – 

outsourced

Internet recruitment - 

company website
Employment agencies Head hunting Career/job fairs

Inexpensive
19 7 2 2 20 23 25 14 23 1 2 11 149

Expensive
8 19 28 19 5 2 0 9 5 32 26 11 164

Used by many applicants
10 23 24 3 8 6 8 25 26 26 6 11 176

Used by few applicants
15 3 4 19 14 18 18 2 5 3 14 14 129

Attracts people not searching for jobs
16 15 19 12 10 21 17 5 8 10 23 8 164

Only attracts job seekers
11 19 23 12 17 9 9 24 26 28 11 17 206

Reduces discrimination
11 17 22 5 10 5 8 8 10 14 6 11 127

Increases discrimination
10 3 4 15 11 14 13 13 13 9 19 5 129

Attracts executives/senior manages
1 4 23 28 0 13 8 12 14 24 35 1 163

Attracts junior/middles level management
8 22 19 18 7 23 14 29 27 30 16 15 228

Attracts clerical/administrative staff
30 25 15 1 16 22 24 25 24 26 2 12 222

Attracts technical staff
15 15 16 14 16 20 19 20 23 30 12 16 216

Applications received soon after 

advertisement (short lead time) 26 26 26 8 16 13 9 22 24 24 4 13 211

Long delay before applications received (long 

lead time) 5 5 8 18 8 8 12 9 5 13 22 8 121

Many applicants
22 27 26 0 20 7 4 24 22 20 1 18 191

Few applicants
8 1 6 25 4 19 25 7 9 9 28 9 150

Good quality applicants
2 8 14 26 8 15 14 14 14 32 34 7 188

Lower quality applicants
23 19 19 0 12 9 13 15 15 5 0 12 142

Few unsuitable applicants
3 4 9 17 10 14 12 8 11 24 19 9 140

Many unsuitable applicants
29 26 25 1 14 13 15 17 18 5 1 13 177

Applications processed quickly
5 4 8 12 6 18 17 14 17 28 22 6 157

Time consuming to process applications
23 24 20 10 18 6 11 16 12 5 6 15 166

Few applications, many appointments
0 1 7 18 8 13 11 8 6 26 24 4 126

Many applications, few appointments
29 31 25 1 18 12 11 18 22 4 1 17 189

Enhances diversity
16 20 23 7 18 9 9 20 22 26 19 18 207

Reduces diversity
10 3 1 13 6 16 16 6 7 7 12 4 101

High retention rate (long tenure)
5 4 10 17 4 15 15 6 13 18 27 4 138

Low retention rate (job hoppers)
16 17 13 4 13 3 7 15 12 14 2 12 128

Enhances organisation image
10 17 29 26 20 15 8 16 25 23 24 18 231

Diminishes organisation image
9 2 1 0 1 6 12 5 1 7 4 1 49

COLUMN FREQUENCY
395 411 469 351 338 387 384 426 459 523 422 320

--- FREQUENCY TABLE ---

CRITERIA
ROW 

FREQENCY

METHODS OF ATTRACTION

 



   

155 

APPENDIX B: CONTINGENCY TABLE ROW PROFILE 

1 2 3 4 5 6 7 8 9 10 11 12

Advertising in local 

newspaper (e.g.: Sandton 

Chronicle)

Advertising in regional 

newspaper (e.g.: The Star)

Advertising in national 

newspaper (e.g.: Sunday 

Times)

Advertising in professional 

journals
Campus recruitment

Word of mouth -  

incentivised

Word of mouth - no 

incentive

Internet recruitment – 

outsourced

Internet recruitment - 

company website
Employment agencies Head hunting Career/job fairs

Inexpensive
12.75% 4.70% 1.34% 1.34% 13.42% 15.44% 16.78% 9.40% 15.44% 0.67% 1.34% 7.38% 100.00%

Expensive
4.88% 11.59% 17.07% 11.59% 3.05% 1.22% 0.00% 5.49% 3.05% 19.51% 15.85% 6.71% 100.00%

Used by many applicants
5.68% 13.07% 13.64% 1.70% 4.55% 3.41% 4.55% 14.20% 14.77% 14.77% 3.41% 6.25% 100.00%

Used by few applicants
11.63% 2.33% 3.10% 14.73% 10.85% 13.95% 13.95% 1.55% 3.88% 2.33% 10.85% 10.85% 100.00%

Attracts people not searching for jobs
9.76% 9.15% 11.59% 7.32% 6.10% 12.80% 10.37% 3.05% 4.88% 6.10% 14.02% 4.88% 100.00%

Only attracts job seekers
5.34% 9.22% 11.17% 5.83% 8.25% 4.37% 4.37% 11.65% 12.62% 13.59% 5.34% 8.25% 100.00%

Reduces discrimination
8.66% 13.39% 17.32% 3.94% 7.87% 3.94% 6.30% 6.30% 7.87% 11.02% 4.72% 8.66% 100.00%

Increases discrimination
7.75% 2.33% 3.10% 11.63% 8.53% 10.85% 10.08% 10.08% 10.08% 6.98% 14.73% 3.88% 100.00%

Attracts executives/senior manages
0.61% 2.45% 14.11% 17.18% 0.00% 7.98% 4.91% 7.36% 8.59% 14.72% 21.47% 0.61% 100.00%

Attracts junior/middles level management
3.51% 9.65% 8.33% 7.89% 3.07% 10.09% 6.14% 12.72% 11.84% 13.16% 7.02% 6.58% 100.00%

Attracts clerical/administrative staff
13.51% 11.26% 6.76% 0.45% 7.21% 9.91% 10.81% 11.26% 10.81% 11.71% 0.90% 5.41% 100.00%

Attracts technical staff
6.94% 6.94% 7.41% 6.48% 7.41% 9.26% 8.80% 9.26% 10.65% 13.89% 5.56% 7.41% 100.00%

Applications received soon after 

advertisement (short lead time) 12.32% 12.32% 12.32% 3.79% 7.58% 6.16% 4.27% 10.43% 11.37% 11.37% 1.90% 6.16% 100.00%

Long delay before applications received (long 

lead time) 4.13% 4.13% 6.61% 14.88% 6.61% 6.61% 9.92% 7.44% 4.13% 10.74% 18.18% 6.61% 100.00%

Many applicants
11.52% 14.14% 13.61% 0.00% 10.47% 3.66% 2.09% 12.57% 11.52% 10.47% 0.52% 9.42% 100.00%

Few applicants
5.33% 0.67% 4.00% 16.67% 2.67% 12.67% 16.67% 4.67% 6.00% 6.00% 18.67% 6.00% 100.00%

Good quality applicants
1.06% 4.26% 7.45% 13.83% 4.26% 7.98% 7.45% 7.45% 7.45% 17.02% 18.09% 3.72% 100.00%

Lower quality applicants
16.20% 13.38% 13.38% 0.00% 8.45% 6.34% 9.15% 10.56% 10.56% 3.52% 0.00% 8.45% 100.00%

Few unsuitable applicants
2.14% 2.86% 6.43% 12.14% 7.14% 10.00% 8.57% 5.71% 7.86% 17.14% 13.57% 6.43% 100.00%

Many unsuitable applicants
16.38% 14.69% 14.12% 0.56% 7.91% 7.34% 8.47% 9.60% 10.17% 2.82% 0.56% 7.34% 100.00%

Applications processed quickly
3.18% 2.55% 5.10% 7.64% 3.82% 11.46% 10.83% 8.92% 10.83% 17.83% 14.01% 3.82% 100.00%

Time consuming to process applications
13.86% 14.46% 12.05% 6.02% 10.84% 3.61% 6.63% 9.64% 7.23% 3.01% 3.61% 9.04% 100.00%

Few applications, many appointments
0.00% 0.79% 5.56% 14.29% 6.35% 10.32% 8.73% 6.35% 4.76% 20.63% 19.05% 3.17% 100.00%

Many applications, few appointments
15.34% 16.40% 13.23% 0.53% 9.52% 6.35% 5.82% 9.52% 11.64% 2.12% 0.53% 8.99% 100.00%

Enhances diversity
7.73% 9.66% 11.11% 3.38% 8.70% 4.35% 4.35% 9.66% 10.63% 12.56% 9.18% 8.70% 100.00%

Reduces diversity
9.90% 2.97% 0.99% 12.87% 5.94% 15.84% 15.84% 5.94% 6.93% 6.93% 11.88% 3.96% 100.00%

High retention rate (long tenure)
3.62% 2.90% 7.25% 12.32% 2.90% 10.87% 10.87% 4.35% 9.42% 13.04% 19.57% 2.90% 100.00%

Low retention rate (job hoppers)
12.50% 13.28% 10.16% 3.13% 10.16% 2.34% 5.47% 11.72% 9.38% 10.94% 1.56% 9.38% 100.00%

Enhances organisation image
4.33% 7.36% 12.55% 11.26% 8.66% 6.49% 3.46% 6.93% 10.82% 9.96% 10.39% 7.79% 100.00%

Diminishes organisation image
18.37% 4.08% 2.04% 0.00% 2.04% 12.24% 24.49% 10.20% 2.04% 14.29% 8.16% 2.04% 100.00%

ROW 

CUMULATIVE 

PERCENT

METHODS OF ATTRACTION

--- ROW PROFILE ---

CRITERIA
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APPENDIX C: CONTINGENCY TABLE COLUMN PROFILE 

1 2 3 4 5 6 7 8 9 10 11 12

CRITERIA

Advertising in local 

newspaper (e.g.: Sandton 

Chronicle)

Advertising in regional 

newspaper (e.g.: The Star)

Advertising in national 

newspaper (e.g.: Sunday 

Times)

Advertising in professional 

journals
Campus recruitment

Word of mouth -  

incentivised

Word of mouth - no 

incentive

Internet recruitment – 

outsourced

Internet recruitment - 

company website
Employment agencies Head hunting Career/job fairs

Inexpensive
4.81% 1.70% 0.43% 0.57% 5.92% 5.94% 6.51% 3.29% 5.01% 0.19% 0.47% 3.44%

Expensive
2.03% 4.62% 5.97% 5.41% 1.48% 0.52% 0.00% 2.11% 1.09% 6.12% 6.16% 3.44%

Used by many applicants
2.53% 5.60% 5.12% 0.85% 2.37% 1.55% 2.08% 5.87% 5.66% 4.97% 1.42% 3.44%

Used by few applicants
3.80% 0.73% 0.85% 5.41% 4.14% 4.65% 4.69% 0.47% 1.09% 0.57% 3.32% 4.38%

Attracts people not searching for jobs
4.05% 3.65% 4.05% 3.42% 2.96% 5.43% 4.43% 1.17% 1.74% 1.91% 5.45% 2.50%

Only attracts job seekers
2.78% 4.62% 4.90% 3.42% 5.03% 2.33% 2.34% 5.63% 5.66% 5.35% 2.61% 5.31%

Reduces discrimination
2.78% 4.14% 4.69% 1.42% 2.96% 1.29% 2.08% 1.88% 2.18% 2.68% 1.42% 3.44%

Increases discrimination
2.53% 0.73% 0.85% 4.27% 3.25% 3.62% 3.39% 3.05% 2.83% 1.72% 4.50% 1.56%

Attracts executives/senior manages
0.25% 0.97% 4.90% 7.98% 0.00% 3.36% 2.08% 2.82% 3.05% 4.59% 8.29% 0.31%

Attracts junior/middles level management
2.03% 5.35% 4.05% 5.13% 2.07% 5.94% 3.65% 6.81% 5.88% 5.74% 3.79% 4.69%

Attracts clerical/administrative staff
7.59% 6.08% 3.20% 0.28% 4.73% 5.68% 6.25% 5.87% 5.23% 4.97% 0.47% 3.75%

Attracts technical staff
3.80% 3.65% 3.41% 3.99% 4.73% 5.17% 4.95% 4.69% 5.01% 5.74% 2.84% 5.00%

Applications received soon after 

advertisement (short lead time) 6.58% 6.33% 5.54% 2.28% 4.73% 3.36% 2.34% 5.16% 5.23% 4.59% 0.95% 4.06%

Long delay before applications received (long 

lead time) 1.27% 1.22% 1.71% 5.13% 2.37% 2.07% 3.13% 2.11% 1.09% 2.49% 5.21% 2.50%

Many applicants
5.57% 6.57% 5.54% 0.00% 5.92% 1.81% 1.04% 5.63% 4.79% 3.82% 0.24% 5.63%

Few applicants
2.03% 0.24% 1.28% 7.12% 1.18% 4.91% 6.51% 1.64% 1.96% 1.72% 6.64% 2.81%

Good quality applicants
0.51% 1.95% 2.99% 7.41% 2.37% 3.88% 3.65% 3.29% 3.05% 6.12% 8.06% 2.19%

Lower quality applicants
5.82% 4.62% 4.05% 0.00% 3.55% 2.33% 3.39% 3.52% 3.27% 0.96% 0.00% 3.75%

Few unsuitable applicants
0.76% 0.97% 1.92% 4.84% 2.96% 3.62% 3.13% 1.88% 2.40% 4.59% 4.50% 2.81%

Many unsuitable applicants
7.34% 6.33% 5.33% 0.28% 4.14% 3.36% 3.91% 3.99% 3.92% 0.96% 0.24% 4.06%

Applications processed quickly
1.27% 0.97% 1.71% 3.42% 1.78% 4.65% 4.43% 3.29% 3.70% 5.35% 5.21% 1.88%

Time consuming to process applications
5.82% 5.84% 4.26% 2.85% 5.33% 1.55% 2.86% 3.76% 2.61% 0.96% 1.42% 4.69%

Few applications, many appointments
0.00% 0.24% 1.49% 5.13% 2.37% 3.36% 2.86% 1.88% 1.31% 4.97% 5.69% 1.25%

Many applications, few appointments
7.34% 7.54% 5.33% 0.28% 5.33% 3.10% 2.86% 4.23% 4.79% 0.76% 0.24% 5.31%

Enhances diversity
4.05% 4.87% 4.90% 1.99% 5.33% 2.33% 2.34% 4.69% 4.79% 4.97% 4.50% 5.63%

Reduces diversity
2.53% 0.73% 0.21% 3.70% 1.78% 4.13% 4.17% 1.41% 1.53% 1.34% 2.84% 1.25%

High retention rate (long tenure)
1.27% 0.97% 2.13% 4.84% 1.18% 3.88% 3.91% 1.41% 2.83% 3.44% 6.40% 1.25%

Low retention rate (job hoppers)
4.05% 4.14% 2.77% 1.14% 3.85% 0.78% 1.82% 3.52% 2.61% 2.68% 0.47% 3.75%

Enhances organisation image
2.53% 4.14% 6.18% 7.41% 5.92% 3.88% 2.08% 3.76% 5.45% 4.40% 5.69% 5.63%

Diminishes organisation image
2.28% 0.49% 0.21% 0.00% 0.30% 1.55% 3.13% 1.17% 0.22% 1.34% 0.95% 0.31%

COLUMN CUMULATIVE PERCENT 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

--- COLUMN PROFILE ---

METHODS OF ATTRACTION
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APPENDIX D: RESPONDENT METHOD USEAGE PROFILE 

1 2 3 4 5 6 7 8 9 10 11 12 

Advertising in 
local 

newspaper 

Advertising in 
regional 

newspaper 

Advertising in 
national 

newspaper 

Advertising in 
professional 

journals 

Campus 
recruitment 

Word-of-mouth - 
incentivised 

Word-of-mouth - 
no incentive 

Internet 
recruitment - 
outsourced 

Internet 
recruitment - 

company 
website 

Employment 
agencies 

Head hunting Career/job fairs 

11 16 18 9 21 17 20 16 28 34 29 17 
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APPENDIX E: LETTER TO RESPONDENTS 

 

Dear Colleague 

Most HR Managers will attest that recruitment in this day and age is a vitally 

important aspect that contributes to the success of any business.  As 

professional managers, we rely on knowledge gained through university or 

college, hard knocks and the experience we gather to assist us in the many 

challenges we face in optimally staffing our organisations. 

I am currently completing my Masters of Business Administration (MBA) at Wits 

Business School, and my research topic is on the “Dominant influences on 

human resource practitioners‟ perceptions of methods of attraction”.   

This research has been approved by Wits Business School, and under the 

guidance of my Supervisor, Mr. Conrad Viedge (Senior Lecturer in the HR 

Area), I will be conducting this research with the hope that it will provide greater 

insight and understanding of the attraction of applicants to vacancies in South 

Africa. 

I would greatly appreciate thirty minutes of your time to complete a short 

questionnaire.  The research will be conducted face to face, so if you are willing 

to participate in the study, I will schedule an appointment, at your convenience, 

to complete the questionnaire with you.  Please could you contact me either by 

email or my mobile phone so that we can set up an appointment. 

Yours sincerely, 

Donovan Ruthven 

Wits Business School 
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APPENDIX F: QUESTIONNAIRE 

 

Questionnaire for assessment of HR practitioners’ perceptions 
of methods of attraction of job applicants in South Africa. 

 

This questionnaire should not take more than 20 minutes to complete. 
     

Respondent 
Number 

For administration 
purposes only: do 
not complete 

Date: Please complete 

 

     

Please note that all opinions will be kept anonymous and no information 
on company practices, proprietary or otherwise will be disclosed.  
Question in Section A are for control and segmentation purposes only. 

     

     

     

SECTION A: DEMOGRAPHICS OF RESPONDENT   

     

     

PLEASE INDICATE YOUR 
ORGANISATIONS NAME: 

Please complete 

     

PLEASE INDICATE YOUR 
DESIGNATION: 

Please complete 

     

PLEASE INDICATE NUMBER OF FULL 
TIME STAFF IN YOUR 
ORGANISATION: 

Please complete 

     

PLEASE INDICATE YOUR COMPANY’S 
INDUSTRY: 

Please complete 
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SECTION B: QUESTIONNAIRE 

In order to complete this questionnaire, you are required to indicate your perception as to which criteria adequately describe the methods of 

attraction of applicants.  The methods of attraction are highlighted in the grey blocks at the top of the grid and are numbered 1 to 12.  The criteria 

upon which attraction methods can be compared are presented on the left side of the grid and are also highlighted in grey.   

INSTRUCTIONS 

1) You are required to choose the criteria you think corresponds with the each method of attraction. 

2) Tick a box if you associate the method of attraction (highlighted in the grey blocks on top of the grid) with the corresponding 

criteria in the left hand column.   

3) If you do not agree that the attribute on the left hand side of the grid applies to the method of attraction at the top of the grid, 

simply leave the block blank.   

An example of how to complete the questionnaire will now be provided on the next page. 
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EXAMPLE 

The methods of attraction are displayed in the grey boxes at the top of the page and are numbered 1 – 12.  The criteria to compare the methods of 

attraction are in the grey block on the left side of the grid.   

If you are of the opinion that you agree the method of attraction “1”, “2”, “5”, “9”, and “10” are all described by the same criterion; please indicate 

so with a tick in the blank box that corresponds with the criteria and the method of attraction.  For example, under the column numbered “1” for 

“Advertising in local newspaper”, a tick has been placed next to the criterion “Used extensively”.  This indicates that the respondent is of the 

opinion that “Advertising in local newspapers” IS “Used extensively”   Please remember that you may have multiple responses, as in the example 

below where it has been agreed that method of attraction “1”, “2”, “5, “9” and “10” are “Used extensively”. 

There are no right or wrong answers; this questionnaire is probing your perceptions.  If you have any questions, please ask the researcher. 

 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

(e.g.: Sandton 

Chronicle) 

Advertising in 

regional 

newspaper 

(e.g.: The Star) 

Advertising in 

national 

newspaper 

(e.g.: Sunday 

Times) 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

-  incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment – 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Used 

extensively 
√ √   √    √ √   

Not used 

extensively 
   √  √ √    √  
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QUESTIONNAIRE 

 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

(e.g.: Sandton 

Chronicle) 

Advertising in 

regional 

newspaper 

(e.g.: The Star) 

Advertising in 

national 

newspaper 

(e.g.: Sunday 

Times) 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-

mouth -  

incentivised 

Word-of-

mouth - no 

incentive 

Internet 

recruitment – 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Inexpensive             

Expensive             

Used by many 

applicants 
            

Used by few 

applicants 
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 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

Advertising in 

regional 

newspaper 

Advertising in 

national 

newspaper 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

- incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment - 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Attracts people 

not searching 

for jobs 

            

Only attracts 

job seekers 
            

Reduces 

discrimination 
            

Increases 

discrimination 
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 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

Advertising in 

regional 

newspaper 

Advertising in 

national 

newspaper 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

- incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment - 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Attracts 

executives / 

senior 

managers 

            

Attracts 

Junior/middle 

level 

management 

            

Attracts 

clerical/admini

strative staff 

            

Attracts 

technical staff 
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 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

Advertising in 

regional 

newspaper 

Advertising in 

national 

newspaper 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

- incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment - 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Applications 

received soon 

after 

advertisement 

(short lead 

time) 

            

Long delay 

before 

applications 

received (long 

lead time) 

            

Many 

applicants 
            

Few applicants             
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 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

Advertising in 

regional 

newspaper 

Advertising in 

national 

newspaper 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

- incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment - 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Good quality 

applicants 
            

Lower quality 

applicants 
            

Few unsuitable 

applicants 
            

Many 

unsuitable 

applicants 
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 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

Advertising in 

regional 

newspaper 

Advertising in 

national 

newspaper 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

- incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment - 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Applications 

processed 

quickly 

            

Time 

consuming to 

process 

applications 

            

Few 

applications, 

many 

appointments 

            

Many 

applications, 

few 

appointments 
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 1 2 3 4 5 6 7 8 9 10 11 12 

 

Advertising in 

local 

newspaper 

Advertising in 

regional 

newspaper 

Advertising in 

national 

newspaper 

Advertising in 

professional 

journals 

Campus 

recruitment 

Word-of-mouth 

- incentivised 

Word-of-mouth 

- no incentive 

Internet 

recruitment - 

outsourced 

Internet 

recruitment - 

company 

website 

Employment 

agencies 
Head hunting 

Career/job 

fairs 

Enhances 

diversity 
            

Reduces 

diversity 
            

High retention 

rate (Long 

tenure) 

            

Low retention 

rate (Job 

hoppers) 

            

Enhances 

organisation 

image 

            

Diminishes 

organisation 

image 
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SECTION C: QUESTIONNAIRE ON PERSONAL USE 

            

This section of the questionnaire probes the method/s of attraction used in your organisation. 
 
INSTRUCTIONS: 
 
In order to complete this section of the questionnaire, you are required to indicate which of the methods of attraction you currently use in your 
organisation.  Simply tick the boxes under the method of attraction that you currently use in your organisation. 
            

1 2 3 4 5 6 7 8 9 10 11 12 

Advertising in 
local 

newspaper 

Advertising in 
regional 

newspaper 

Advertising in 
national 

newspaper 

Advertising in 
professional 

journals 

Campus 
recruitment 

Word-of-mouth - 
incentivised 

Word-of-mouth – 
no incentive 

Internet 
recruitment - 
outsourced 

Internet 
recruitment - 

company 
website 

Employment 
agencies 

Head hunting Career/job fairs 

            

THANK YOU FOR YOUR TIME AND CONTRIBUTION. 
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APPENDIX G: CONSISTENCY MATRIX 

The purpose of this research is to determine whether there are legitimate criteria to compare methods of attraction, to determine from these criteria the most dominant 
influences on HR practitioners‟ perceptions of methods of attraction, and to ascertain any differences in HR practitioners‟ perceptions of the various methods of 

attraction. 

The first sub 
problem is to 
determine if 
there are 
legitimate 
criteria to 
compare 
methods of 
attraction. 

 

 Allen, Van Scotter, & Otondo (2004) 

 Breaugh (1981) 

 Cable & Yu (2006) 

 Carroll, Marchington, Earnshaw & Taylor (1999) 

 Cascio (1991) 

 Dowling (1986) 

 Drentea (1998) 

 Fyock (1992)  

 Galanaki (2002) 

 Gorter, Nijkamp & Rietveld (1996) 

 Hays (1999) 

 Huselid (1995) 

 Jackman, Layard & Pissarides (1989)   

 Kirnan, Farley & Geisinger (1989) 

 Mason & Belt (1986) 

 Mohr, Fourie & Associates (2005) 

 Petersen, Saporta & Seidel (2005) 

 Rafaeli, Hadomi & Simons (2005) 

 Republic of South Africa, Employment Equity Act (1998) 

 Russo, Rietveld, Nijkamp & Gorter (2000) 

 Ryan, Gubern & Rodriguez (2000) 

 van Ours & Ridder (1992)  

 Taylor & Schmidt (1983) 

 Terpstra (1996) 

 Wanous (1978) 

 Wiley (1992) 

 Worman (2005) 

There are 
legitimate 
criteria to 
compare 
methods of 
attraction. 

 

 Cost of attracting applicants: 
Chapter 2 

 Intensity of search by potential 
applicants: Chapter 2 

 Ability to attract the interest of 
people not engaged in active 
search: Chapter 2 

 Avoidance of discriminatory 
practices: Chapter 2 

 Operating level of people 
attracted: Chapter 2 

 Applicant arrival rate: Chapter 2 

 Number of applicants attracted: 
Chapter 2 

 Quality of applicants attracted: 
Chapter 2 

 Cost of processing applicant: 
Chapter 2 

 Yield ratio: Chapter 2 

 Creation of a heterogeneous 
workforce: Chapter 2 

 Tenure of new hires: Chapter 2 

 Impact on image of the 
recruiting organisation: Chapter 
2 

Nominal 
data/categori
cal variables 

Calculation of 
correlation 
coefficient to 
determine 
dependence 
between 
criteria/statements 
and methods of 
attraction. 
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The purpose of this research is to determine whether there are legitimate criteria to compare methods of attraction, to determine from these criteria the most dominant 
influences on HR practitioners‟ perceptions of methods of attraction, and to ascertain any differences in HR practitioners‟ perceptions of the various methods of 

attraction. 

Determine the 
most dominant 
influences on 
HR 
practitioners‟ 
perceptions of 
methods of 
attraction. 

 Allen, Van Scotter, & Otondo (2004) 

 Breaugh (1981) 

 Cable & Yu (2006) 

 Carroll, Marchington, Earnshaw & Taylor (1999) 

 Cascio (1991) 

 Dowling (1986) 

 Drentea (1998) 

 Fyock (1992)  

 Galanaki (2002) 

 Gorter, Nijkamp & Rietveld (1996) 

 Hays (1999) 

 Huselid (1995) 

 Jackman, Layard & Pissarides (1989)   

 Kirnan, Farley & Geisinger (1989) 

 Mason & Belt (1986) 

 Mohr, Fourie & Associates (2005) 

 Petersen, Saporta & Seidel (2005) 

 Rafaeli, Hadomi & Simons (2005) 

 Republic of South Africa, Employment Equity Act (1998) 

 Russo, Rietveld, Nijkamp & Gorter (2000) 

 Ryan, Gubern & Rodriguez (2000) 

 van Ours & Ridder (1992)  

 Taylor & Schmidt (1983) 

 Terpstra (1996) 

 Wanous (1978) 

 Wiley (1992) 

 Worman (2005) 

The most 
dominant 
influences 
on HR 
practitioner
s‟ 
perceptions
‟ of 
methods of 
attraction 
will be 
identified. 

 

 Cost of attracting applicants: 
Chapter 2 

 Intensity of search by potential 
applicants: Chapter 2 

 Ability to attract the interest of 
people not engaged in active 
search: Chapter 2 

 Avoidance of discriminatory 
practices: Chapter 2 

 Operating level of people 
attracted: Chapter 2 

 Applicant arrival rate: Chapter 2 

 Number of applicants attracted: 
Chapter 2 

 Quality of applicants attracted: 
Chapter 2 

 Cost of processing applicant: 
Chapter 2 

 Yield ratio: Chapter 2 

 Creation of a heterogeneous 
workforce: Chapter 2 

 Tenure of new hires: Chapter 2 

 Impact on image of the 
recruiting organisation: Chapter 
2 

Nominal 
data/categori
cal variables 

Correspondence 
analysis to 
produce data to 
determine the 
number of axes 
and hence the 
dominant 
influences to 
compare methods 
of attraction. 
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The purpose of this research is to determine whether there are legitimate criteria to compare methods of attraction, to determine from these criteria the most dominant 
influences on HR practitioners‟ perceptions of methods of attraction, and to ascertain any differences in HR practitioners‟ perceptions of the various methods of 

attraction. 

The third sub-
problem is to 
ascertain any 
differences in 
HR 
practitioners‟ 
perceptions of 
the various 
methods of 
attraction. 

 Allen, Van Scotter, & Otondo (2004) 

 Breaugh (1981) 

 Cable & Yu (2006) 

 Carroll, Marchington, Earnshaw & Taylor (1999) 

 Cascio (1991) 

 Dowling (1986) 

 Drentea (1998) 

 Fyock (1992)  

 Galanaki (2002) 

 Gorter, Nijkamp & Rietveld (1996) 

 Hays (1999) 

 Huselid (1995) 

 Jackman, Layard & Pissarides (1989)   

 Kirnan, Farley & Geisinger (1989) 

 Mason & Belt (1986) 

 Mohr, Fourie & Associates (2005) 

 Petersen, Saporta & Seidel (2005) 

 Rafaeli, Hadomi & Simons (2005) 

 Republic of South Africa, Employment Equity Act (1998) 

 Russo, Rietveld, Nijkamp & Gorter (2000) 

 Ryan, Gubern & Rodriguez (2000) 

 van Ours & Ridder (1992)  

 Taylor & Schmidt (1983) 

 Terpstra (1996) 

 Wanous (1978) 

 Wiley (1992) 

 Worman (2005) 

There are 
differences 
in 
perceptions 
of various 
methods of 
attraction. 

 Cost of attracting applicants: 
Chapter 2 

 Intensity of search by potential 
applicants: Chapter 2 

 Ability to attract the interest of 
people not engaged in active 
search: Chapter 2 

 Avoidance of discriminatory 
practices: Chapter 2 

 Operating level of people 
attracted: Chapter 2 

 Applicant arrival rate: Chapter 2 

 Number of applicants attracted: 
Chapter 2 

 Quality of applicants attracted: 
Chapter 2 

 Cost of processing applicant: 
Chapter 2 

 Yield ratio: Chapter 2 

 Creation of a heterogeneous 
workforce: Chapter 2 

 Tenure of new hires: Chapter 2 

 Impact on image of the 
recruiting organisation: Chapter 
2 

Nominal 
data/categori
cal variables 

Perceptual Map of 
respondent 
perceptions of 
methods of 
attraction and a 
chi-squared tree 
to determine 
methods of 
attraction which 
are similar. 



   

173 

 


