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The world that we live in today is neither fair nor sustainable. Since the acknowledgements of these 

issues have changed increased in recent years, the preferred attributes in the job seeking process have 

changed. Previous research has recognized a positive relationship between the incorporation of the 

three components of sustainability into the activity of attracting employees and the amount of attracted 

employees. Therefore, one could question why not all companies communicate their sustainability 

engagement to potential employees. Research within this area is scarce, but some researchers state that 

the managers’ personalities can have an effect on the sustainability communication. Therefore, the 

purpose of this dissertation is to examine the relationship between the recruitment manager’s 

personality and the level of sustainability communication in the process of attracting employees. This 

study uses a cross-sectional research design, with a positivistic philosophy and a deductive approach. 

A quantitative questionnaire was sent out to recruiters, with respondents selected using a systematic 

random sampling method. The limitations of this study is that the sample was restricted, it was limited 

to a Swedish context and the results could not be explained only examined. 

This study indicates that no sustainable personalities seem to exist. However, the major contribution 

of this dissertation is that it display the ignorance of the UN2030 Sustainable Development Goals. We 

conclude that this could partly explain the lack of significant relationships between the five personality 

traits and the level of communication of the three components of sustainability. 
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1. Introduction  
The introduction section begins with presenting the background, followed by the 

problem statement, research question, purpose, and concludes by describing the 

outline of this dissertation. 

1.1 Background 
The concept of sustainability and the importance of working towards a sustainable 

planet, has in recent years received worldwide recognition. In 2015, the world’s 

leaders agreed on seventeen goals to “end poverty, protect the planet and ensure 

prosperity for everyone’’ (United Nations, 2017a). These goals include a number of 

specific targets, representing the 2030 Agenda for Sustainable Development. A year 

later, additional focus was dedicated to limit the rise of global temperatures when the 

Paris Agreement on climate change went into force (United Nations, 2017b). In 

addition to this, Amnesty international has worked towards creating a fair and 

sustainable environment by developing a policy. This policy was conducted to help 

governments, courts and police to handle crimes committed by corporations, that are 

harmful for inhabitants of other countries (Rosengren, 2017).  

In this dissertation acting sustainable will be defined as acting according to the 2030 

Agenda for Sustainable Development (United Nations, 2017b). This agenda includes 

seventeen goals presented by the United Nations, with a focus on increasing the 

sustainability of the world (See Appendix 1, Picture 1). The seventeen goals also 

referred to as the Sustainable Development Goals (SDGs), builds on the Millennium 

Development Goals (MDGs). However, they reach further by attempting to end all 

forms of poverty. Other aspects that differentiate the SDGs from the MDGs, is that 

the SDGs are applicable for the entire world. This indicates that both rich and poor 

countries should do their best to contribute to a sustainable planet. It further requires 

every inhabitant to participate, meaning that governments and organizations should 

not be exclusively responsible for the process of achieving a sustainable planet. With 

that said, governments still have a huge part in the implementation, follow ups and 
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achievements of the goals since these sustainability goals are not legally binding 

(United Nations, 2017b). 

According to United Nations (2017b), sustainable development is defined as 

“Development that meets the needs of the present without compromising the ability 

of future generations to meet their own needs”. Further, they state that a sustainable 

development includes both people and the planet. In order to be successful the plan 

needs to include three elements that are important for everyone’s welfare. These 

elements are: social inclusion, economic growth, and environmental protection 

(United Nations, 2017b). Sustainability as a concept is still said to have numerous 

definitions and is interpreted in different ways. However, most of today’s literature 

has adopted a common view of sustainability as an interconnected system containing 

three components, where all three parts are equally important. These three 

components are environmental, economic, and social components. If one of these 

three components is overlooked by companies, the system will be unsustainable 

(Crane & Matten, 2010, p. 35). Consequently, the three elements from the United 

Nations Sustainable Development Goals are equal to the three components of 

sustainability (United Nations, 2017b). 

Based on the definition of sustainable development, it is evident that the world we 

live in today is neither fair nor sustainable. Despite the fact that there have been 

extensive improvements within the area of sustainability in the last decades, there is 

a long way to go. For example since 1990, the poverty rates have been cut by more 

than half; even so one out of five people are still living on less than $1.25 per day. 

Furthermore, eight percent of all known animal breeds are extinct, while twenty-two 

percent face the risks of extinction. Another major issue is the constant obstacles that 

girls are facing to enter primary and secondary school around Africa, Oceania, and 

Western Asia (United Nations, 2017a). 

Because of the increased acknowledgements regarding the sustainability issues, 

people’s values have changed considerably, increasing their sustainability thinking. 

Connolly and Shaw (2006) discuss the fact that these changes among people’s values 

have increased the demands for sustainable products. This has further led to 

companies realizing that they can receive positive results such as positive word-of-
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mouth and consumer loyalty by acting sustainable (Ziek, 2009). The demands along 

with the realized benefits of acting sustainable have therefore led to an increased 

effort into Corporate Social Responsibility (CSR) conduct and communication by 

companies (Bhattacharya, Korschun, & Sen, 2009; Lis, 2012).  

The increased awareness among today’s generations of the importance of 

sustainability has further affected their preferred attributes in the job seeking process 

(Bhattacharya, Korschun, & Sen, 2009). Accordingly, there are two main objectives 

that organizations try to reach by implementing a sustainable Human Resource 

Management (HRM) approach. The first objective is to sustain productivity by 

making sure that the employees’ needs and expectations are met. The second target 

is to increase the organizations attractiveness for the best workforce available on the 

job market (Jabbour & Santos, 2008). The fact that organizations’ CSR engagement 

has a positive effect on attracting potential employees have been further strengthened 

by several authors (Bhattacharya, Korschun, & Sen, 2009; Lis, 2012; Jones, Willness, 

& Madey, 2014). One of the main reasons behind this positive relationship is that 

organizations can use their sustainable HRM approach to differentiate themselves 

from their competitors by showing employee focus. Within this perspective of HRM, 

the concept of Employer Branding has gained an increased status (Arachchige & 

Robertson, 2011; Backhaus & Tikoo, 2004). A simple explanation of employer 

branding is that it includes the organizations efforts to market themselves towards 

existing as well as potential employees. The goal of this internal marketing, or more 

specified internal branding, is to create a dedicated workforce that work according to 

the values of the organization (Backhaus & Tikoo, 2004). Even though employer 

branding is a relatively new concept it is frequently used within HRM today. 

Companies have increased the usage of the concept, which might be derived from the 

issues of attracting qualified employees. 

1.2 Problem statement 
Some of the difficulties that companies face today regarding attracting qualified 

employees is related to today’s highly changing innovative driven corporate 

environment. Other difficulties have derived from demographic changes where for 

example Europe is facing a severe decrease in birth rates and an increase in the 
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number of elderly. Because of these difficulties, it is important for companies to 

differentiate themselves from competitors by creating a strong employer brand in 

order to attract and retain skilled employees. An efficient employer brand requires 

the company to make sure that they are seen as an employer-of-choice (Lis, 2012). 

In order for this goal to be fulfilled companies need to make sure that the company’s 

values match the values of the employees. It is therefore vital for companies to 

understand people’s values and to make sure that what they communicate to potential 

employees matches these values (Schneider, Smith, Taylor, & Fleenor, 1998; 

Schneider, 1987). Since today’s employees’ value sustainability, companies should 

not only strive to maximize their activities within this area, but also make sure that 

they communicate these to potential employees (Ziek, 2009). Arachchige and 

Robertsson (2011) further discuss the importance for companies to incorporate 

sustainability into the employer brand. The additional reason mentioned by the 

authors is that attracting skillful employees is not efficient if the relationship is not 

sustainable. Further several authors have recognized the fact that companies’ 

Corporate Social Responsibility (CSR) engagements has a positive effect on potential 

employees’ job seeking intent as well as their behaviors on the workplace 

(Bhattacharya, Korschun, & Sen, 2009; Lis, 2012; Jones, Willness, & Madey, 2014). 

Hence, companies will benefit from incorporating sustainability into their employer 

brand and further by communicating it when attracting employees.  

Since research has revealed a positive relationship between the communication of 

sustainability and attracting and retaining employees (Ziek, 2009; Lis, 2012), one 

could question why companies have not incorporated these attributes. Attracting and 

retaining skilled employees is an issue that companies face today (Lis, 2012). This 

makes it even harder to understand why these opportunities are not utilized. Even 

though research within this area is scarce, some studies have suggested a correlation 

between managers’ personalities and the level of sustainability engagement and 

communication (Hirsh, 2010; Milfont & Sibley, 2012). However, to the best of our 

knowledge, there is inadequate research examining whether recruitment manager’s 

personalities affect the use of sustainability communication in the recruitment 

process.  
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Thus, with our dissertation we intend to examine the relationship between recruitment 

managers’ personalities and the level of communication of the three components of 

sustainability in the process of attracting employees. In addition to the lack of 

research examining this specific angle within this area two main reasons to why we 

consider this to be a relevant study to conduct. First, corporations of today are facing 

difficulties of attracting and retaining skilled employees (Lis, 2012). Second, research 

has indicated a positive relationship between communicating sustainability in the 

process of attracting employees, and an increased attraction among skilled employees 

(Jabbour & Santos, 2008). It is important to note that if companies want to maximize 

the benefits of incorporating sustainability into the employer brand, they should 

consider all three components. If one or two components are not equally focused on 

by companies, the outcome will be of an unsustainable nature (Ziek, 2009). This 

could make it harder for companies to attract and retain employees since it would 

decrease the attraction of the company (Lis, 2012). Therefore, we will examine the 

level of communication of all three components of sustainability in relation to 

different leadership personalities. 

1.3 Research question 
How does the recruitment manager’s personality affect the use of sustainability 

communication in the process of attracting potential employees? 

1.4 Purpose 
The purpose of this dissertation is to examine the relationship between the 

recruitment managers’ personalities and the level of communication of the three 

components of sustainability in the process of attracting potential employees. 

1.5 Outline 
This dissertation consists of six sections. The first section, the introduction, presents 

the background, problem statement, research question and the purpose of this 

dissertation. Continuously, the second section, the theoretical method, provides a 

detailed description of the choice of methodology, research philosophy and approach, 

our choice of theory and ends with a summary of the chosen methods. The third 
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section is the literature review, where a presentation of theories and concepts are 

described to provide a base for the hypotheses. The fourth section includes the 

empirical method, which presents the way this dissertation was conducted and the 

choices for analyzing the collected data. The fifth section is where the analysis of the 

empirical data is offered. Lastly, the sixth section presents the discussion, reflections 

of the findings and the final conclusions of the study. The section concludes with the 

limitations and suggestions for future research. 
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2. Theoretical method 
The theoretical method section begins by introducing the choice of methodology, 

followed by the research philosophy and approach. Further, the section is presenting 

the choice of theory, concluding with a short summary of all parts. 

2.1 Choice of methodology 
Denscombe (2016) mentions two choices of methodology in the process of collecting 

data: the qualitative and the quantitative method. The qualitative method uses words 

or pictures for analysis, whereby the quantitative method focuses on numbers. 

There are four main methods for empirical data collection: questionnaires, interviews, 

observations, and documents. These methods should be used as tools for a clearer 

understanding of a matter, a measure of an object, or as evidence concerning the 

content. The choice of methodology should therefore be based on its usefulness in a 

specific study. Also, the methods have certain differences depending on which choice 

of methodology the dissertation uses. In this dissertation, empirical data was collected 

from a questionnaire sent out to recruiters. The questionnaire was of a quantitative 

nature since it mainly consisted of a set of closed questions. If our aim was to conduct 

a qualitative questionnaire, it would have contained more open questions where the 

respondents could answer more freely (Denscombe, 2016). However, since our 

purpose was to examine and not explain a relationship, a quantitative method was 

preferable.  

2.2 Research philosophy and approach 
The way we perceive reality is affected by our personal values. It is therefore 

important to take these personal values into consideration when planning a research 

study. What is important to know is that our personal beliefs are helpful to understand 

broader philosophical issues as the nature of reality and knowledge (Proctor, 1998). 

Furthermore, epistemology is the study of knowledge, which involves three different 

positions: positivism, realism and interpretivism. Positivism advocates that the social 

world should be studied with the same methods as those of the natural sciences. 

Therefore, knowledge is only justified when confirmed by the senses. This position 
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also supports that knowledge is the outcome of the collection of facts that provide the 

basis for laws. Realism is the second philosophical position, which favors some 

features of the positivistic position. One example is that both positions support that 

the natural sciences approaches should be applied similarly with the social science. 

However, realism is distinguished by the belief that the scientist’s conceptualization 

is basically a way of knowing that reality. The third position is interpretivism, which 

could be explained as the opposite of positivism. Here, the view that social science 

and natural science could use the same approaches in the collection and explanation 

of data is not accepted. Instead, the belief that social science requires the social 

scientist to grasp the reality through social constructions is highly supported (Bryman 

& Bell, 2011). The positivistic philosophy has been adopted in this dissertation, 

which is acceptable since the purpose is to examine the social reality. The social 

reality of this dissertation is the relationship between recruitment managers’ 

personalities and the communication of sustainability when attracting employees. It 

has also been acknowledged that the empirical data was collected from a quantitative 

method, which has been interpreted through reason and logic. The positivistic 

philosophy is justified since knowledge has been confirmed by the senses. 

The three different ways to approach research is the deductive, the inductive and the 

abductive approach. The deductive approach starts with a hypothesis from already 

existing theories that is later tasted. This type of approach appears to be linear, where 

the first step is followed by another step, in a clear and logical system. A quantitative 

method is typically used together with the deductive approach (Bryman & Bell, 

2011). Furthermore, the inductive approach is derived from the opposite direction, 

where theory is the outcome of research. In this approach, the researcher tries to 

explore a researched phenomenon from different perspectives or to discover new 

phenomena. The inductive approach is common when there is a use of certain 

qualitative methods (Bryman & Bell, 2011). Lastly, the abductive approach is a 

mixture of the deductive and the inductive approach, where theory is used in an 

integrated way together with the empirical data. The abductive approach aims to 

clarify the studied phenomena in an easy and understandable way (Lind, 2014). This 

dissertation used a deductive approach. This is grounded on the fact that the 

hypotheses were formed based on previous literature.  
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2.3 Choice of theory 
The purpose of this dissertation is to examine the relationship between recruiters’ 

personalities and the communication of sustainability. The choices of theories have 

been grounded on understanding the concept of sustainability, the three components 

that form the sustainability concept and the triple bottom line. The triple bottom line 

is brought up to explain the sustainability from an organizational context, which is 

preferable since the aim is to examine recruitment managers. This is followed by a 

section that provides a presentation of employer branding. The employer branding 

theory is advantageous in this dissertation since it describes the importance of making 

the company brand as attractive as possible for employees. Further, a presentation of 

the Five-Factor Model of Personality is offered for the reader to acknowledge their 

differences, as well as the relationship between personalities and the sustainability. 

2.4 Summary 
The purpose of this dissertation is to examine the relationship between the 

recruitment manager’s personality and the level of communication of the three 

components of sustainability in the process of attracting potential employees. A 

questionnaire of a quantitative nature was sent out to collect empirical data. 

Knowledge is derived from methods of natural science and the collection of empirical 

data is tested by hypotheses of existing literature. Therefore, the dissertation is based 

on a positivistic philosophy and uses a deductive approach. Different concepts and 

theories were used to conduct the hypotheses. First, the concept sustainability and 

employer branding was described in order to explain the importance of attracting 

potential employees with the use of sustainable communication. Second, the big five 

personality traits were described with the ambition to receive an understanding of the 

different leadership personalities that an individual, in this case the recruitment 

manager, can have. Finally, the personality traits in relation to sustainability where 

described to show the connection between the concepts. 
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3. Literature review 
The literature review begins with a presentation of the theories. First, the concept of 

sustainability is described, consisting of the three components of sustainability and 

the triple bottom line. This is followed by a presentation of employer branding and 

the importance of incorporating sustainability practices into the human resource 

management. Then, a description of the big five personality traits is presented, with 

a division of leadership personalities and how these personalities are related to 

sustainability. The literature review concludes by explaining the model of this 

dissertation and the hypotheses.  

3.1 Sustainability 
In the Rio Earth Summit of 1992, the concept of sustainability received massive 

attention. Sustainability was now recognized as the essential conceptual frame 

describing how business activities, industrial- and social development should be 

assessed (Moldan, Janouskova, & Hak, 2012; Crane & Matten, 2010, p. 31). The 

concept has since then been widely used in both academia and several other stances 

such as corporations and governments. This has contributed to a widespread use of 

sustainability, which has resulted in that the concept has been operated and 

understood in considerably different ways. For a long time, sustainability and 

environmental sustainability were confused and misperceived as the same concepts. 

This changed more recently and included not only the environmental perspective, but 

also the economic and the social perspective in a system called the three components 

of sustainability. The reasoning behind the change was grounded on the 

impracticallity and sometimes the impossibility to cover the environmental 

perspective without considering the economic and social aspects. Thus, a broad 

interpretation of the concept would primarily refer to the maintenance of any system, 

for example the earth or the biosphere, from human destruction by considering the 

environmental, economic, and social perspectives (Crane & Matten, 2010, p. 31-34).  
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3.1.1 The three components of sustainability 

The environmental perspective is the first component of the three components of 

sustainability, which is still to regarded as the major part of this system. Although, it 

is important to consider that all three perspectives should be equally focused on, in 

order to achieve sustainability. Otherwise, unsustainability will be the outcome. The 

environmental perspective concerns the way humans operate and the requirement that 

they operate with a minimal damage and threat to the environment. The resources are 

scarce and should be conserved for the future. In a business context, the corporations 

should minimize the damage and the toxics from industrial plants and consumer 

products, to protect the natural resources (Moldan, Janouskova, & Hak, 2012). 

The economic perspective is the second component of the three components of 

sustainability. Several economists have discovered that the standards of living are in 

a process of declining due to the extensive use of resources, industrial activities, and 

pollution (Crane & Matten, 2010, p. 35). Therefore, it becomes of great importance 

to ensure that future generations’ living standards are not harmed by the activities 

and choices of the present generation (Moldan, Janouskova, & Hak, 2012). From a 

business context, corporations should develop product and market products and 

services with the possibility to ensure a long-term viability and success. 

Consequently, strategies that secure long-term economic performance should be 

focused on. Another view of the economic perspective from a business context 

requires corporations to uphold a sustainable attitude. Activities such as bribes, 

corruption and attempts to avoid paying taxes should be entirely prohibited. This is 

grounded on the fact that these activities lead to unsustainability (Crane & Matten, 

2010, p. 35; Moldan, Janouskova, & Hak, 2012). 

The social perspective is the third component of the three components of 

sustainability, which is a relatively new part of the system. The attempts to define 

this perspective have been numerous; nonetheless, they have been more or less 

general goals rather than definitions. However, many people still forget the 

importance of this component and that it is the most central and critical for long-term 

survival of human civilizations (Moldan, Janouskova, & Hak, 2012). The social 

perspective deals with the issues of social justice, which refers to the inequalities 

across the globe. In 2005, the UN Report on the World Social Situation was 
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published, which clarified that 80 percent of today’s gross domestic product (GDP) 

are shared on one billion people living in the developed world. The lasting 20 percent 

GDP belongs to the five billion people in the developing world. The report suggests 

that by avoiding the issues of social justice, the affected societies will remain 

unprotected and vulnerable to the changes in the social, political and economic 

aspects (Crane & Matten, 2010, p. 36). The social perspective is from a business 

context a challenge to handle. It is not specifically decided how businesses should 

manage these challenges in their operations. However, the UN’s Millennium 

Development goals have published the main challenges. Examples of these are 

gender equality and educational rights (Crane & Matten, 2010, p. 36).  

3.1.2 The triple bottom line 

In 1994, John Elkington published an influential book where he coined the term “the 

triple bottom line”. The Triple Bottom Line (TBL) differentiates from the 

sustainability concept, since it is customized to an organizational context. Businesses 

should consider this framework in order to add value to their corporation. It is based 

on the belief is that businesses should not only achieve economic value, but also 

environmental and social value (Jabbour & Santos, 2008). 

Organizations have historically been designated as responsible for initiating 

environmental, economic and social changes. These changes have not always been 

positive, and led to drastic consequences such as the global warming (Jabbour & 

Santos, 2008). Corporations should therefore not assume that an equal focus on all 

three aspects is only favourable; it is because of these drastic consequences even 

required. Companies are responsible to minimize the negative impacts from their 

operations, and to manage this they need to create sustainable strategies. By 

incorporating all three components of sustainability, companies are able to create 

sustainable strategies to deal with the issues of unsustainability. Many researchers 

have highlighted the area of Human Resource Management (HRM), since it has the 

greatest possibility to stimulate the inclusion of issues concerning sustainability in 

the numerous relationships internally and externally (Jabbour & Santos, 2008).  

The triple bottom line is advantageous for companies in several different ways. 

However, many companies have not recognized that they have the ability to gain 
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benefits from incorporating the three components equally in their operations. One 

competitive advantage of operating in a sustainable manner, is that companies get 

perceived as more superior and thereby differentiates from other less sustainable 

companies. Another benefit is that the triple bottom line has the ability to create three 

folded benefits that are derived from an environmental, economic and social focus. 

In order to receive these benefits, focus needs to be equally divided on all three 

components of sustainability (Jabbour & Santos, 2008). 

3.2 Employer Branding 
Even though branding efforts have commonly been focusing on the development of 

product and corporate brands, the importance of incorporating branding activities into 

the Human Resource Management (HRM) has received increased focus lately. The 

results of applying the principles of branding to the HRM activities is more 

specifically called “employer branding”. The concept of employer branding deals 

with the efforts to promote the company brand internally and externally, with the 

intent of making the company an attractive and desirable employer. Many firms 

consider their brand as the most cherished asset, and therefore brand management 

becomes a major activity in many firms (Backhaus & Tikoo, 2004). Since demands 

have shifted over time, the ways to promote the employer brand has become more 

troublesome. Companies have started to understand the importance of sustainable 

practices, but not many have understood how to manage them. As previously 

mentioned, several researchers have acknowledged the advantages that come from 

incorporating sustainable practices into the employer branding activities. This is 

justified since the HRM has the greatest possibility and potential to affect the issues 

concerning sustainability with its internal and external relationships (Jabbour & 

Santos, 2008).  

Lis (2012) has recognized one of the major problems that organizations are facing 

today, which is the emerging scarcity of highly driven and skilled employees. The 

author highlights the numerous issues behind this hassle, where Europe for instance 

is facing demographic changes with a severe decrease in birth rates and an increase 

in the number of elderly. This has resulted in a lacking number of available candidates 

and therefore a great need for companies to distinguish themselves from competitors. 
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Lis (2012) states that this ongoing competition of attracting and retaining skilled 

employees requires organization to create an image of the company as an employer-

of-choice. It is therefore important for corporations to understand the correlation 

between individuals and organizational values (Schneider, Smith, Taylor, & Fleenor, 

1998; Schneider, 1987). In 1987, Schneider conducted the Attraction-Selection 

Attraction (ASA) Cycle, which described the relationship between individual and 

organizational values. The cycle proposes that if these values match, it generates a 

greater chance for the employee to be attracted and stay within the company. Lis 

(2012) further strengthens the belief that companies should strive for a positive 

correlation in the values of the organizations and the potential employees’ values.  

Today’s employees’ value sustainable efforts. Therefore, companies should 

maximize their activities within this area. The author consequently proposes that by 

incorporating sustainable practices into the employer brand, the company could 

receive positive results. These positive results are stated to be derived from the 

improved attractiveness of the firm and the increased number of applicants. A 

concluding factor that Lis (2012) proposes is that sustainability reports can be used 

as communicational tools for improved attractiveness. The author believes that 

conducting reports that contain information about the sustainability engagements of 

the company, the attractiveness will increase. These reports should for instance 

include the employee relations and diversity in the organization, where the latter one 

could present the number of employment of women and minorities. The sustainability 

reports should further be distributed and communicated in the recruitment process as 

a way to create a strong and powerful employer brand. In addition to this, Ziek (2009) 

correspondingly stresses the importance of communicating sustainability 

engagements to potential employees. The author has discovered that large companies 

have ignored this vital part in the daily activities, which has resulted in unawareness 

among stakeholders regarding companies’ sustainability. 

Further, Arachchige and Robertsson (2011) indicate that firms with a better 

reputation have the ability to attract a higher number of skilled applicants. This 

confirms that companies need to understand their current reputation among potential 

employees and alter any misunderstandings that these might have. Additionally, the 

authors specify that it is important to note that the advantages of attracting the most 
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skilful employees is not efficient, if the relationship is not sustainable. This indicates 

yet again, that a move towards a sustainable employer brand is beneficial for 

companies (Arachchige & Robertson, 2011).  Jones, Willness and Madey (2014) 

agree with the move towards a sustainable employer brand. Their study provided 

evidence that organizational attractiveness is highly correlated with corporate social 

performance. This meaning that people would rather choose to work for an 

organization that has understood the values of being responsible. The authors indicate 

that employees have acknowledged the importance of sustainability and would 

therefore rather work for an organization that they feel proud to be associated with. 

Furthermore, the presented results showed that organizational commitment to society 

and environment was higher rated than the traditional preferred attributes such as 

salary, promotion, and opportunities (Jones, Willness, & Madey, 2014). Since the 

demands for sustainability have increased, they should be seen as opportunities rather 

than challenges. Companies are now empowered to manage these “challenges”, and 

create competitive advantages internally and externally. Advantages are yet again 

grounded on the three components of sustainability: environmental, economic and 

social, but also the advantage of distinguishing the company brand from its 

competitors (Jabbour & Santos, 2008).  

3.3 The Five-Factor Model of Personality 
In 1991, Barrick and Mount presented an article describing the Five-Factor Model 

(FFM) of Personality. The model consists of five comprehensive personality traits, 

which broadly define the scope of what is considered to be “normal personality”. 

These five predictors are labelled conscientiousness, emotional stability, openness to 

experience, extraversion, and agreeableness (Colbert, Barrick, & Bradley, 2014). 

Research has revealed interesting traits that the characteristics of the CEO are not the 

main predictor of firm success. Instead, it is the shared activity of the coalition in the 

group of leaders that influence the firm results. It has further been shown that the 

different personalities of these managers have an influence on their interpretation of 

the environment, their strategic choices and therefore the effectiveness of the firm. It 

is important to distinguish the different personality traits into two categories to 

classify leaders. Some leaders are seen as task-oriented, which involves the 
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conscientiousness, emotional stability, and openness to experience predictors. Other 

leaders are correspondingly seen as interpersonally oriented, consisting of the 

extraversion, and the agreeableness personality predictors (Colbert, Barrick, & 

Bradley, 2014).  

3.3.1 Task-oriented leaders 

The task-oriented leaders consists of the three predictors: conscientiousness, 

emotional stability and openness to experience. A conscientious manager is defined 

as an individual that strives for discipline, determination and has a strong dedication 

towards the accomplishments and success of the firm. In almost every organization, 

such factors are positively correlated with performance results. Managers that are 

defined as emotionally stable, have correspondingly the same positive correlated 

effect on performance. These are defined as individuals with a low level of insecurity, 

anxiousness, and are seldom preoccupied from their working environment. 

Furthermore, individuals with a high score in this predictor deal with conflict more 

effectively and remain focused on the task itself. They are not as affected by critical 

situations and have a tendency to not react emotionally. The last predictor of the task-

oriented category is openness to experience. These individuals are defined as 

creative, broad-minded, unique, and courageous. A high level in all of these three 

predictors is positively correlated with effective performance in a work context 

(Colbert, Barrick, & Bradley, 2014). 

3.3.2 Interpersonally-oriented leaders  

The second category of leaders is called the interpersonally-oriented leaders, and 

consists of the last two predictors: extraversion and agreeableness. Managers with 

traits of extraversion are likely to be dominant, ambitious, social and talkative. 

Further, these groups of managers tend to motivate their team members to strive for 

a greater financial performance. Managers that have a high score on agreeableness 

are likely to be more thoughtful, trusting and friendly. Since these mangers have the 

ability to reduce conflicts within groups and maintain harmony, they are also 

considered to have a positive correlation with firm performance (Colbert, Barrick, & 

Bradley, 2014).  
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3.3.3 Personality traits and sustainability 

Now to the interesting question, what has personality to do with sustainability? Even 

though research on this particular area is rare, there is an acceptance that personality 

factors may affect individuals’ likelihood to engage in sustainable activities (Milfont 

& Sibley, 2012). For many years, companies have been communicating their 

economic success to attract potential employees. Even though this strategic move has 

been successful, peoples’ values changed toward a more sustainable reasoning. 

Several companies have not understood this transition and therefore continued to 

communicate their economic prosperity. Others have comprehended the 

sustainability transition, and changed their attitudes and beliefs (Hirsh, 2010). 

Therefore, we believe that all personality traits will communicate their economic 

engagements to potential employees. 

According to Hirsh (2010) and Milfont and Sibley (2012), individuals with a higher 

score on agreeableness and conscientiousness have been proven to support pro-

environmental motives. The authors highlight agreeableness as the trait that will most 

likely be associated with individuals who strive for a better world. In addition, 

Tabernero and Hernandez (2011) mention that prosocial behaviour is strongly 

connected to agreeableness, since individuals with high scores of this trait are more 

likely to intrinsically care about other people (Tabernero & Hernandez, 2011). Based 

on this information, we believe that individuals with a high score of agreeableness 

will communicate all three aspects of sustainability. Thus: 

Recruitment managers with a high score in agreeableness will communicate their 

environmental engagement to potential employees. 

Recruitment managers with a high score in agreeableness will communicate their 

social engagement to potential employees. 

Furthermore, conscientious leaders are planners and have high levels of self-

discipline, and studies have indicated that greater sustainability engagement is 

connected with planning and responsibility that leaders like these possess. This 

indicates that leaders like these tend to follow the social guidelines rather than what 

they believe to be the best (Hirsh, 2010). Thus: 
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Recruitment managers with a high score in conscientiousness will communicate their 

environmental engagement to potential employees. 

Recruitment managers with a high score in conscientiousness will communicate their 

social engagement to potential employees. 

Some studies have shown a small or no correlation between openness to experience 

and environmental and social engagement. Since no significant relationships are 

found among individuals with a high score in openness to experience, the interest has 

been directed towards other factors  (Milfont & Sibley, 2012). Therefore: 

Recruitment managers with a high score in openness to experience will not 

communicate their environmental engagement to potential employees. 

Recruitment managers with a high score in openness to experience will not 

communicate their social engagement to potential employees. 

Hirsh (2010) further indicates that individuals with traits of extraversion or emotional 

stability have no or a very small association with sustainability engagement. With the 

emotional stability, studies have shown that these individuals tend to worry more 

about negative outcomes rather than the environment. This results in a more egoistic 

sustainability concern. Furthermore, leaders with a high score in extraversion have 

no association with environmental or social engagement (Hirsh, 2010; Tabernero & 

Hernandez, 2011). Thus: 

Recruitment managers with a high score in emotional stability will not communicate 

their environmental engagement to potential employees. 

Recruitment managers with a high score in emotional stability will not communicate 

their social engagement to potential employees. 

Recruitment managers with a high score in extraversion will not communicate their 

environmental engagement to potential employees. 

Recruitment managers with a high score in extraversion will not communicate their 

social engagement to potential employees. 
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3.4 The conceptual model of the dissertation 
The purpose of this dissertation is to examine the relationship between the 

recruitment manager’s personality and the level of communication of the three 

components of sustainability in the process of attracting potential employees. 

According to Arachchige and Robertson (2011), Lis (2012) and Jones, Willness 

and Madey (2014), communicating the company’s sustainability engagement to 

attract employees has a positive effect on potential employees’ job seeking intent. 

Further, Hirsh (2010) and Milfont and Sibley (2012) argue that there is a 

relationship between manager’s personalities and the level of communication of the 

three components of sustainability.  

Based on this knowledge the model in this dissertation entails a possible relationship 

between five personality traits and the communication of sustainability when 

attracting potential employees (Model 1). The dependent variable in this model is the 

level of communication of the three components of sustainability when attracting 

potential employees. The independent variables are the five personality traits: 

Conscientiousness, emotional stability, openness, extraversion and agreeableness. 

The score in the independent variables will according to our model have an impact 

on the dependent variable. As previously mentioned, depending on which personality 

trait that recieves the highest score the level of sustainability communications will be 

affected. The dependent variable in the model include the three components of 

sustainability: environmental, economic and social. In accordance to our literature 

review, companies need to engage equally in each of these components (Moldan, 

Janouskova, & Hak, 2012). It is further important for companies to conduct a strong 

employer brand. This is achieved when companies incorporate sustainability 

engagemant into the employer brand and communicate these attributes to potential 

employees (Lis, 2012). If the efforts are not equally divided on all three components 

when communicating the company’s sustainability to potential employees, the 

company will not be percieved as sustainable. 
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Model 3.1: The conceptual framework of this study. 

 

3.5 Hypotheses 
In accordance with the information presented in the literature review, 15 hypotheses 

have been conducted (Table 3.1). 

Table 3.1 The hypotheses 

 Environmental 
communication 

Economic 
communication 

Social 
communication 

Agreeableness + + + 

Conscientiousness + + + 

Openness to experience - + - 

Emotional stability - + - 

Extraversion - + - 

 

+ = Will communicate  

- = Will not communicate 

The level of 
communication of 

the three 
components of 

sustainability when 
attracting potential 

employees 

Conscientiousness

Emotional 
stability

Openness to 
experience

Extraversion

Agreeableness
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4. Empirical method 
The empirical method section starts by presenting the research strategy, followed by 

the data collection method and the population and sample selection. The section is 

followed by an illustration of operationalization, data analysis and analytical tools. 

The empirical method section concludes by presenting the reliability, validity and 

generalizability, and the ethical considerations related to the dissertation.  

4.1 Research strategy 
A strategy can be defined in several different ways, although most definitions include 

the same core characteristics. According to Denscombe (2016) the most accepted 

definition is that a research strategy is an action designed to reach a specific target. 

In this dissertation, the data was collected through a self-completion questionnaire of 

a quantitative nature. This strategy was efficient since a sufficient amount of data was 

needed to examine the relationship between the variables. Our decision of choosing 

a self-completion questionnaire is further justified because of several reasons: 

First, the self-completion questionnaire was distributed in a large quantity at the same 

time in one batch (Bryman & Bell, 2011). Since we collected the email-addresses of 

the respondents several months earlier than the study was anticipated, batches of 

email-addresses were pasted into the online-based application WebbEnkäter at a 

single point in time. Second, this method enabled us to disperse the questionnaire 

geographically, including different Swedish counties. This contributed to a wide 

sample selection (Bryman & Bell, 2011). Third, the respondents answered the 

question by themselves which minimizes the dependency of others (Bryman & Bell, 

2011). This enabled us to proceed independently with our study and thereby minimize 

the time consumed. However, it is important to note that the researcher is not present 

to help the respondents explicate difficult questions if this method is chosen (Bryman 

& Bell, 2011). Therefore, the questions in the dissertation were short and easy to 

understand, to prevent any issues of difficult or unclear questions.  
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4.2 Data collection method 
As mentioned in the previous section, the collection of data was gathered through a 

self-completion questionnaire. The survey was distributed to 500 email addresses of 

recruiters in different companies. Research like ours, that uses questionnaires as a 

method of collecting data is referred to as cross-sectional design. Accordingly, the 

research design offers a basis for the gathering and analysis of data (Bryman & Bell, 

2011). For a cross-sectional design to be useful, four conditions need to be fulfilled: 

First, it requires a collection of data on more than one case. This variation could for 

instance be based on different organizations (Bryman & Bell, 2011). In this 

dissertation, the survey was sent out to different Swedish companies, varying in size, 

industry, turnover etcetera. Second, the data should be gathered at a single point in 

time, meaning that the survey is answered at one specific occasion (Bryman & Bell, 

2011). The survey in this dissertation was sent out on one occasion, and answered by 

the companies at their own time. Third, the data should be quantitative or 

quantifiable, since variation needs to be created between the different cases. One of 

the main benefits of quantification is the reliability and consistency that one obtains 

from comparing different variables (Bryman & Bell, 2011). Fourth, once the body of 

quantitative data was collected, associations between variables should be examined 

(Bryman & Bell, 2011). When the quantitative data was collected, our variables were 

examined to find a relationship among different recruiters’ personalities and the level 

of sustainability communication.  

4.3 Population and sample selection 
Business Retriever was used to retrieve a specific selection of companies for this 

dissertation. Our criteria when collecting the companies were based on ten different 

counties and four different company forms. The counties that were chosen where 

those in the southern half of Sweden, which is: Blekinge, Gävleborg, Halland, 

Jönköping, Kalmar, Kronoberg, Skåne, Stockholm, Västra Götaland and 

Östergötland. The company forms included were joint-stock-companies, economic 

associations, non-profit organizations and government- and municipal organizations. 

A percentage of companies within each county was selected by ranking them in 

regard to turnover. Further, companies were chosen in a specific interval resulting in 
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500 companies. The email addresses were then retrived from the companies’ home 

pages. Furthermore, distinct consideration was made to gather email addresses 

exclusively to managers of the recruitment or HR team. The choice of distributing 

the questionnaire to the recruitment manager of the 500 Swedish companies was 

grounded on the theoretical gap described in the problematization. The decision of 

distributing the surveys to recruitment managers is justified since the dissertation 

emphasises on leadership personalities related to the communication of sustainability 

when attracting employees. Consequently, focus was directed on these managers and 

not on other entities, as the latter is not in charge of the direct communication of 

sustainability when attracting employees (Caruana & Crane, 2008). 

Since we were not able to involve all Swedish companies in this dissertation, it was 

necessary to collect a representative sample to cover a smaller selection of the entire 

population. There are two ways in which one could gather these samples, probability- 

and nonprobability sampling. Probability sampling is when the respondents are 

randomly selected while non-probability sampling is defined as the researches 

deliberately choosing the respondents. In our research probability sampling in the 

form of systematic random sampling was used. The units in the population in the 

sampling method should be randomly ordered, at least with respect to the 

characteristics that will be measured (Bryman & Bell, 2011). When the order was 

conducted, the companies of each county were ranked based on their turnover. Since 

this is not the characteristics that this dissertation plans to measure, the sampling 

method would still be considered as systematic random sampling. 

4.4 Operationalization 
Operationalization is the process in which the researcher measures the extension of a 

concept with the use of indicators (Bryman & Bell, 2011). In this dissertation a 

questionnaire was conducted to measure the relationship between variables (See 

Appendix 2 & 3). Dillman (2007) mentions three types of data variables that could 

be collected when conducting a questionnaire. The three variables are attribute 

variables, behavioral variables, and opinion variables. The attribute variables are the 

collection of data about respondent’s characteristics. Further, the behavioral 

variables are defined as questions related to what the respondents did in the past, 
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what they are doing now, or what they will do in the future. The opinion variables 

measure what the respondents feel or think about a situation or an object (Dillman, 

2007). The questionnaire conducted in this dissertation includes primarily attribute 

variables and behavioral variables, and one question contains the characteristics of 

opinion variables. This decision was made since the aim was to measure the 

relationship between the respondents’ personalities (characteristics) and their level of 

sustainable communication when attracting potential employees (what the 

respondents are doing now). Further, a question about the UN2030 Sustainable 

Development Goals was presented. The purpose of this question was to see if the 

respondents had heard of these goals before. This was followed by a question asking 

if they believed that these goals should be communicated in the process of attracting 

potential employees. Since the last question is a judgement question, it is considered 

an opinion variable.  

The last two questions were strategically placed at the end of the questionnaire to 

avoid the effects that these questions could have had on the other questions if placed 

differently. The aim was to provide further opportunities to categorize the companies 

in relation to their knowledge and thoughts about the UN2030 Sustainable 

Development Goals, in relation to the process of attracting employees.  

4.4.1 Attribute variables 

The first part of the questionnaire consisted of questions of gender, age and minor 

company information. The second part of the questionnaire was based on the Five-

Factor Model of Personality, categorized into five different leadership personalities: 

conscientiousness, emotional stability, openness to experience, extraversion and 

agreeableness. These personality traits were covered by six statements of each trait, 

where some worded positively and others negatively (See Appendix 4, Table 1). A 

total of 30 statements were presented to the managers to represent their level of 

agreeableness and disagreeableness of each statement. This was measured on a seven-

point response scale, where the first point indicates a strong disagreement and the 

seventh point a strong agreement towards the statement. The choice of a seven-point 

scale was appropriate, since it gave the respondents a variety of choices (Bryman & 

Bell, 2011). The highest score on a personality trait is assumed as the dominant 
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personality type of the recruiter. Therefore, we have not excluded the possibility of 

several personality traits of the recruiters.  

4.4.2 Behavioral attributes 

The second part of the questionnaire presented the behavioral attributes. Six 

statements based on the UN2030 Sustainable Development Goals (See Appendix 1, 

Picture 1) were illustrated to comprehend what recruiters communicate to potential 

employees (See Appendix 5, Table 1). As mentioned, these goals can be parted into 

three components which include the: environmental, economic, and social 

components (United Nations, 2017b; Crane & Matten, 2010). Based on our literature 

review, the 17 Sustainable Development Goals have been categorized into these three 

components (See Appendix 1, Table 1).    

Since sustainability is a sensitive subject, there is a possibility of receiving ethically 

correct answers. To minimize this risk, we did not mention any information about the 

study focusing on sustainability. Further, the questions were randomly ordered in 

regard to which one of the three components it measured. This was done to minimize 

the risks of the respondents recognizing a pattern among the questions. Another 

attempt to avoid colored answers was to make the questions look as if they were 

asking about the process of attracting potential employees, and not in relation to 

sustainability. 

We did not exclusively use all 17 goals within UN2030, since it would not be 

beneficial in our study. This limitation was further grounded on the fact that these are 

not nor will be focused on by all companies, since they are not presented in an 

organizational context. We therefore focused on providing three questions for each 

component: environmental, economic, and social. The next important aspect was to 

provide the question in a way that is applicable for every company. This division 

enabled us to measure how much the recruiters communicated each of the three 

components when attracting employees. 

4.5 Data analysis and analytical tools 
The online-based application WebbEnkäter was used to conduct our questionnaire. 

This provided us with the opportunity to create a survey that was easy to distribute 
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through email. The application also provided us with the opportunity to easily collect 

answers, since the application collected the data for us. It also provided the 

respondents with a survey that was easy to answer, minimizing the time consumed 

when answering the survey and thereby also the likelihood for the respondents to 

complete the survey. When analyzing the data collected from the survey, the 

analytical software program IBM SPSS Statistics was used. This program is widely 

accepted by researchers and enabled us to transform the responses into relevant 

information. The calculated tests conducted through SPSS were: assessing normality, 

Cronbach’s Alpha test, Spearman’s correlation matrix and multiple linear regression. 

4.6 Reliability and validity 
The measurement results from a survey should be indistinguishable each time the 

survey is repeated, otherwise it is not considered as a reliable survey (Lind, 2014). 

According to Bryman and Bell (2011), reliability could be determined by three 

factors; the stability of the measure, internal reliability and inter-observed 

consistency. The first factor called the stability of the measure indicates that if the 

measurements were to be retested, the correlation between the two tests should be 

high for the survey to be reliable (Bryman & Bell, 2011). No retests were conducted 

since the respondents would be affected by the firs test, which would have a negative 

effect on the measures. The second factor which is internal reliability, measures 

whether or not several questions, that intend to measure the same thing, produce 

similar scores (Bryman & Bell, 2011). The way that the question are asked could 

affect the responses when it comes to ethically loaded questions (Bryman & Bell, 

2011). Therefore, we created some reverse questions to make sure that the 

respondents would answer truthfully. The third factor called inter-observed 

consistency, refers to the correspondence between the judgements of two observers 

that are separated from each other (Bryman & Bell, 2011).  

Validity refers to the issues of whether or not the measure of a concept, actually 

measures that concept. Thereby, five measurements have been conducted, where each 

measurement mirrors different ways of evaluating the validity of a measure of a 

concept. The first way of determining validity is called face validity. Here, the 

researcher allows experienced individuals within the field of the chosen concept 
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examine the measurements. The second way of determining validity is the concurrent 

validity. In this type, a current criterion that is relevant to the concept in a question is 

used. The third way is defined as the predictive validity, which measures validity with 

the use of future criterion measures. This type differentiates from the concurrent 

validity since the latter uses contemporary criterions. The fourth way of determining 

validity is construct validity, where the researcher creates hypotheses out of relevant 

theory to the concept. The fifth, and last type of determining validity is referred to as 

the convergent validity. Here, the researcher is supposed to compare its measures of 

the same concept with other methods (Bryman & Bell, 2011). 

The formulation of questions was discussed and accepted by our supervisor before it 

was distributed. Also, the hypotheses of this dissertation were based on relevant 

studies on the different concepts that was examined. Further, we focused on 

exclusively peer-reviewed articles and in some cases academic books when the 

requirement of these appeared. These limitations were made in order to ensure 

validity of the study. 

4.7 Generalizability 
It is important to note that the ability to generalize the result of this study will be 

limited, since the results are restricted to the studied population (Bryman & Bell, 

2011). First of all since the data is collected in Sweden the results are restricted to a 

Swedish context. Secondly the company forms included in this dissertation was only 

joint-stock-companies, economic associations, non-profit organizations and 

government- and municipal organization. This means that one could not generalize 

the results of this dissertation as being applicable to all company forms.  

4.8 Ethical considerations 
The questionnaire that was sent out was written in Swedish for the convenience of 

the respondents (See Appendix 2). However, the analysis of the questions was 

conducted in English since it is the language used in this dissertation (See Appendix 

3). Therefore, it was essential to make sure that the translated version matched the 

Swedish version so that the respondents’ answers were not misinterpreted. Other 

ethical considerations involved making the respondents anonymous by not asking 
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which company they represented but only about their gender, age, what industry they 

worked in, company turnover, and number of employees. Since the responses where 

collected through an online survey send out by email this anonymity could be 

preserved. 
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5. Analysis 
In this section, the outcomes of the questionnaire will be presented. First, a 

presentation of the descriptive statistics is given, followed by the assessment of 

normality, Cronbach’s Alpha test and Spearman’s correlation matrix. The analysis 

concludes by presenting the multiple linear regressions which examines the 

hypotheses.  

5.1 Descriptive statistics  
The descriptive statistics enables for a better understanding of the study and was 

therefore included in the analysis. The section start by presenting the response 

frequency of the questionnaire followed by an overview of the dependent, 

independent and control variables as well as the opinion variable of the dissertation. 

In table 5.1, a categorization of these variables is offered. As displayed, the dependent 

variable contains of three components: environmental, economic, and social. Further, 

five independent variables are presented, derived from the Five-Factor Model of 

Personalities, followed by six control variables and one opinion variable.  

Table 5.1: List of variables 

Variables Type of variable 

The level of communication of the three 
components of sustainability (Environmental, 
economic and social) when attracting potential 
employees  

Dependent variable 

Conscientiousness Independent variable 

Emotional stability Independent variable 

Openness Independent variable 

Extraversion Independent variable 

Agreeableness Independent variable 

Gender Control variable 

Age group Control variable 

Type of industry Control variable 

Turnover Control variable 

Number of employees Control variable 

Knowledge about UN2030 Control variable 

Should the activities related to UN2030 be 
communicated when attracting employees 

Opinion variable 
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5.1.1 Respondents 

As mentioned in section 4.3 the identified population of the questionnaire conducted 

in this dissertation is 500 recruitment managers. In table 5.2 the response frequency 

of the dissertation is presented. The table displays that 65 valid answers were 

received, which results in a response rate of 13.3 percent. According to Saunders, 

Lewis and Thornhill (2009), online questionnaires have a response rate below 

eleven percent. Based on this knowledge, we consider the response rate as 

acceptable. One factor that might have restricted the number of valid responses is 

that some of the targeted respondents had blocked their emails on WebbEnkäter. 

Other factors might be that some of the targeted respondents were on vacations or 

in other ways unable to answer the questionnaire. Finally, since the questionnaire 

was available for the candidates for less than one week could have had an 

impact on the response frequency. 

Table 5.2: Response frequency 

Response frequency Numbers Percent 

Total population 500 

Blocked emails 13 

Sample selection 487 100% 

Bounced emails 19 4% 

Non-responses 388 79.7% 

Number of responses 80 16.4% 

Disqualified surveys 15 

Valid surveys 65 13.3% 

5.1.2 Dependent variables 

As seen in table 5.1, the dependent variable of this dissertation, the level of 

sustainability communication when attracting potential employees consists of three 

components. These are the communication of the environmental, economic and the 

social activities when attracting potential employees. In table 5.3, it can be 

recognized that the social component has the highest mean value, closely followed 

by the economic component. Further, the environmental component has the lowest 

mean value out of all three components. These results indicate that companies’ 



37 

 

communicate the social component the most while the environmental component is 

least communicated in the process of attracting employees. 

 

Table 5.3: Dependent variables 

Dependent variables Number of responses Mean Mode Std. Deviation 

Environment 65 3.9692 5.00 1.59505 

Economic 65 4.9282 5.00 1.16293 

Social 65 5.1487 5.33 1.15475 

 

5.1.3 Independent variables 

The independent variables in this dissertation are as seen in table 5.1: agreeableness, 

conscientiousness, emotional stability, extraversion and openness to experience. 

According to table 5.4 the mean values of these variables do not differ considerably 

from each other, since the mean value is about five for all independent variables. In 

this column, extraversion receives the highest score, while conscientiousness and 

openness to experience receive the lowest score out of the five variables.  

 

Table 5.4: Independent variables 

Independent 
variables 

Number of 
responses 

Mean Mode Std. Deviation 

Agreeableness 65 5.1795 5.33 .67527 

Conscientiousness 65 5.0410 4.83 .69786 

Emotional stability 65 5.2000 5.60 .72715 

Extraversion 65 5.4744 5.83 .66159 

Openness to 
experience 

65 4.9128 4.83 .70594 
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5.1.4 Control variables and the opinion variable 

In accordance to table 5.1 the questionnaire includes six control variables and one opinion 

variable. The first control variable is gender. In table 5.5 it is shown that 63.1 percent of the 

respondents are male while only 36.9 percent are female. 

 

Table 5.5: Gender 

Gender Number of respondents Percent 

Male 41 63.1% 

Female 24 36.9% 

Total 65 100% 

 

The second control variable is age group which consists of five different groups. As 

displayed in table 5.6, the youngest age group consists of people aged 20 to 29 years, 

and the oldest age group includes individuals between 60 and 69 years. Further, the 

table entails that we received responses from all groups and that the three middle 

groups were over represented. 

 

Table 5.6: Age group 

Age group (years) Number of respondents Percent 

20-29  5 7.7% 

30-39 13 20% 

40-49 21 32.3% 

50-59 20 30.8% 

60-69 6 9.2% 

Total 65 100% 

 

The third control variable is type of industry and as seen in table 5.7 our questionnaire 

covered 18 industries, which contributed to a wide selection. Further, the table 

demonstrates that respondents from both the private sector and the public sector are 

included in the sample. 
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Table 5.7: Type of industry 

Type of industry Number of respondents Percent 

Finance 6 9.2% 

IT 4 6.2% 

Public sector 7 10.8% 

Education 2 3.1% 

Real Estate 5 7.7% 

Construction 7 10.8% 

Industrial 1 1.5% 

Health 8 12.3% 

Telecommunication 2 3.1% 

Recruiting 2 3.1% 

Consulting 2 3.1% 

Retail 9 13.8% 

Trade 2 3.1% 

Accounting 2 3.1% 

Catering 1 1.5% 

Food 1 1.5% 

Hotel 1 1.5% 

Communication 1 4.6% 

Total 65 100% 

 

The fourth control variable is turnover and in table 5.8 the turnover of the company 

that the respondents represent is displayed. The turnover of each company has been 

categorized into five groups where the last category is specifically for the respondents 

that belong to the public sector. This category was added, since the public sector do 

not measure turnover in the same way as the private sector.  The table further entails 

that we received valid responses from each group, which contributed to the diversity 

of company sizes.  
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Table 5.8: Turnover 

Turnover Number of respondents Percent 

0-2 million Swedish crowns 8 12.3% 

2-100 million Swedish crowns 25 38.5% 

100-500 million Swedish crowns 6 9.2% 

Over 500 million Swedish crowns 19 29.2% 

The public sector 7 10.8% 

Total 65 100% 

 

The fifth control variable is number of employees. As seen in table 5.9, this variable 

has been categorized into four groups. The table further entails that we have received 

a similar amount of responses from all four groups. This means that we received 

responses from companies with few employees, but also from companies with several 

employees. 

Table 5.9: Number of employees 

Number of employees Number of respondents Percent 

Less than 9 16 24.6% 

10-49 17 26.2% 

50-249 13 20.0% 

More than 250 19 29.2% 

Total 65 100% 

 

The sixth control variable is the knowledge about the UN2030 Sustainable 

Development Goals. This variable contributed to our study by presenting the number 

of the recruitment managers that had knowledge about these goals. As seen in table 

5.10 merely 24.6 percent of the 65 respondents knew about these goals while 75.4 

percent of them had never heard about them. 

 

Table 5.10: Knowledge about the UN2030 Sustainable Development Goals 

Knowledge about the UN2030 Sustainable 
Development Goals 

Number of respondents Percent 

Yes 16 24.6% 

No 49 75.4% 

Total 65 100% 
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The opinion variable within the questionnaire entails if the respondents think that the 

activities related to UN2030 should be communicated when attracting employees. 

This variable builds on the sixth control variable. The question connected to this 

variable is thereby exclusively answered by those who answered yes on the sixth 

control variable. As seen in table 5.11, 43.7 percent of the 16 respondents that 

answered this question believed that these activities should be communicated when 

attracting employees. 

 

Table 5.11: Opinion variable of the UN2030 Sustainable Development Goals 

Should the activities related to UN2030 be 
communicated when attracting employees 

Number of respondents Percent 

Yes 7 43.7% 

No 9 56.3% 

Total 16 100% 

 

5.2 Assessing normality 
Before any statistical tests are designed, it is important to conduct an assessment of 

normality. The Kolmogorov-Smirnov test was performed in order to distinguish 

wheatear or not the data is normally distributed, and thereby which tests that are 

further suitable for the gathered data. The data is not normally distributed if the values 

are lower than 0.05 (Pallant, 2013). Our results indicated that the data was not 

normally distributed. This is grounded on the fact that the economic and social 

communications p-values are below 0.05 (Table 5.12). With this knowledge at hand, 

a Spearman’s correlation test was suitable since the requirement of normally 

distributed data is not fulfilled (Pallant, 2013).  
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Table 5.12: Assessment of Normality 
Kolmogorov-Smirnov Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
Sustainability 
communication .110 65 .051 .970 65 .122 

Environmental 
communication .100 65 .177 .964 65 .054 

Economic 
communication .134 65 .005 .963 65 .047 

Social 
communication .164 65 .000 .947 65 .007 

5.3 Cronbach’s Alpha test 
The most commonly used test to determine internal reliability is, according 

to Bryman and Bell (2011) Cronbach’s Alpha test. The test measures the 

correlation between the questions that should be related. More specifically, it is 

used to measure whether or not respondents scoring high in one question also score 

high in the other questions that are supposed to be related to each other. This test 

was used to examine the internal reliability of the test. If the result in this 

calculation is one, it means that the test receives the highest score, which indicates 

perfect correlation and thereby internal reliability. Nonetheless, if the score were to 

be zero this means that the test receives the lowest score, which indicates no 

correlation and thereby no internal reliability. The lowest acceptable value 

within the Cronbach’s Alpha test is 0.7 (Bryman & Bell, 2011).  

5.3.1 The independent variables 

As seen in Appendix 6, Table 1 the values of the five independent variables are 0.478, 

0.417, 0.533, 0.528 and 0.425. When calculating Cronbach’s Alpha for the variable 

emotional stability we recognized that one question was unsuited to include while it 

decreased the reliability drastically. Therefore, we decided to exclude this question 

from the analysis. This resulted in an increase in the reliability from 0.185 to 0.417. 

Since all of these values are less than 0.7, it implies that the independent variables do 

not have an accepted internal reliability according to Cronbach’s Alpha test (Bryman 

& Bell, 2011). However, the reliability is also affected by the construction of the 

questionnaire. First, the value will ultimately be influenced by the number of 

statements included. A higher number of statements will lead to a higher reliability 
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value (Gosling, Rentfrow, & Swann Jr, 2003). Second, since the statements are of a 

heterogeneous nature it will decrease the calculated reliability (Gosling, Rentfrow, & 

Swann Jr, 2003). The statements related to our independent variables are 

heterogeneous since they measure different aspects of the personality dimension. 

Finally, the decision of measuring both ends of each personality will decrease the 

calculated reliability. Nonetheless, this decision resulted in a higher concept 

reliability (Gosling, Rentfrow, & Swann Jr, 2003), which we determined to be more 

desirable in this dissertation. Based on this knowledge, we accepted the low values 

attained by the Cronbach’s Alpha test. 

5.3.2 The dependent variables 

As seen in Appendix 6, Table 1 the values of the three components of sustainability 

are 0.745, 0.338 and 0.626. As mentioned earlier, the Cronbach’s Alpha for the 

variables should not be less than 0.7 (Bryman & Bell, 2011). However, we have 

decided that the calculated reliability of these variables is not of major importance in 

our dissertation. This is based on several reasons. First, the statements are of a 

heterogeneous nature, in accordance with the independent variables (Gosling, 

Rentfrow, & Swann Jr, 2003). This indicates that the statements are different since 

the components of sustainability cover large areas. It is therefore inadequate to reach 

a high reliability by only including three questions. Our decision of including only 

three questions for each component is justified because of a restriction to gain a 

higher response rate (Bryman & Bell, 2011). Second, the three questions within the 

components are not all naturally communicated among the companies. Research has 

indicated that all three components of sustainability should be communicated equally 

(Lis, 2012). However, it has been further acknowledged that this does not seem to 

reflect the reality. Companies do not communicate each of these components fully, 

but are exclusively focusing on the once they perceive as relevant. Third, the 

statements of the questionnaire are based on well-established research within the field 

of sustainability (Moldan, Janouskova, & Hak, 2012). This indicates that our 

questions indeed measure the correct components. However, since we have 

inadequate number of questions, the calculated reliability will be perceived as low. 



44 

 

By looking at the value of sustainability, where we included all three components, it 

indicated a strong reliability (See Appendix 6, Table 1). The incorporation of all three 

components is justified since they interdepend and together create a well-established 

model of sustainability (Moldan, Janouskova, & Hak, 2012). Therefore, this implies 

that the dependent variable as a whole is reliable according to Cronbach’s Alpha test.  

5.4 Spearman’s correlation matrix 
Spearman’s correlation matrix is used to identify the relationship between two 

variables. There are two common tests for identifying a relationship between two 

variables: the Spearman’s correlation and the Pearson correlation. Our choice of 

proceeding with the Spearman’s correlation test is justified because of three reasons. 

First, our data is as seen in table 5.12 not normally distributed among all variables. 

Second, we do not have a linear relationship between two specific variables (Pallant, 

2013). Third, our collected data is derived from an ordinal scale (Pallant, 2013). The 

strength of the values derived from the test can be measured on a relationship scale. 

The scale is at the extreme either minus one, or plus one. The first indicates a perfect 

negative relationship, whereas the latter reflect perfect positive relationship. 

Furthermore, if the values are zero there is no relationship. For a relationship to be 

considered as strong, it must exceed the value of 0.2, thereby a value less than 0.2 is 

considered as a weak relationship. The correlation values for all variables are found 

in table 5.14. The level of significance used to find indicators of relationships is five 

percent (Pallant, 2013).  

 
Table 5.13: Spearman’s correlation matrix 

Variables 1 2 3 4 5 6 7 8 

1 Environment         

2 Economic .489***        

3 Social .312* .633**       

4 Agreeableness .238 .065 -.012      

5 Emotional Stability -.013 .114 -.059 .099     

6 Openness to experience .045 .007 -.025 .271* .347**    

7 Conscientiousness -.106 .02 -.065 .046 .610** .336**   

8 Extraversion .082 .150 .195 .272* .409** .207 .190  

Note:***p<.001; **p<.01;*p<.0.05 
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By examining the Spearman’s correlation matrix, it can be seen that there is a strong 

positive significant relationship between the economic communication and the 

environmental communication. There is also a strong significant relationship 

between the social communication and the economic. Furthermore, there is a strong 

positive relationship between agreeableness and the environmental communication. 

Also, a rather weak but positive relationship between the extraversion personality and 

the social communication.  

As mentioned earlier, the Spearman’s correlation test is appropriate to find 

relationships between variables. In order to test our hypotheses, this test will not be 

used. Instead, the multiple linear regression will be used. This will be presented in 

the following section.  

5.5 Multiple linear regression 
Multiple regression is a technique used to explore the relationship between one 

dependent variable and a number of independent variables. Apart from exploring the 

correlation between variables, it further enables the researcher to test the significance 

of the entire model and the contribution each variable has. There is a risk of 

multicollinearity among independent variables. Multicollinearity occurs when there 

is a strong correlation between independent variables, which could affect calculations 

regarding the variables. It therefore becomes of great importance to check for this 

phenomenon (Pallant, 2013). As seen in table 5.15, 5.16 and 5.17, the Variance 

inflation factor (VIF) is ranging between 1.167 and 1.881. This indicates that all 

variables are free from multicollinearity. Before testing of the hypotheses began, all 

control variables were controlled to evaluate the relevance of including or excluding 

them from the analysis. The control variables left in the regression are: gender, age, 

turnover, type of industry. The excluded ones are the knowledge of UN2030 and 

number of employees. These will not be used in the analysis of the regressions. The 

results regarding the hypotheses will be discussed in the following section. 
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5.5.1 Sustainability communication 

The dependent variable in our study is the communication of sustainability in the 

process of attracting potential employees. Sustainability, as earlier mentioned, 

consists of three components: environmental, economic and social (Moldan, 

Janouskova, & Hak, 2012). Since these three components are interdependent, we 

chose to divide them into three dependent variables of sustainability in order to 

discover possible differences. 

The p-value in the ANOVA of each dependent variable indicates the significance of 

the entire model (P-values 0.467, 0.464 and 0.706) See Appendix 7, 8 & 9, Table 2. 

Since all values of the models where relatively high, they are not entirely significant. 

Nevertheless, a presentation of each single independent variable and its contribution 

to the dependent variable will be presented. We distinguish an important correlation 

that needs to be examined. Also, the standardized Beta for each regression has been 

used instead of the unstandardized. This is justified since it enables a comparison of 

the variables in an equal scale (Pallant, 2013). The following sections will present 

significant correlations to the dependent variables. The tested hypotheses are 

presented in table 3.1. 

5.5.1.1 Environmental communication 

The results of the multiple linear regression on the dependent variable environmental 

communication is presented in table 5.14. To see how much the dependent variable 

is affected by the independent variables, the R square value was used. It shows a 

value of 13.8 percent, which indicates that the dependent variable, environmental 

communication is affected by the independent variables by 13.8 percent (See 

Appendix 7, Table 2). Furthermore, the Beta value shows which variable that has the 

strongest unique contribution on the dependent variable (Pallant, 2013). In this test, 

the highest Beta is found in Agreeableness with a value of 0.228 (See Table 5.14). 

Moreover, the regression shows a significant value of agreeableness. Since the p-

value of agreeableness is 0.0485 (0.097/2, the test is one tailed), which is less than 

the accepted significance level of 0.10, our hypothesis is supported. Thus, recruitment 

managers with a high score in agreeableness will communicate their environmental 

engagement to potential employees. No further significance was found and therefore 
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all other hypotheses regarding the environmental communication cannot be 

supported.  

 

Table 5.14: Dependent variable: Environmental communication 

    Collinearity Statistics 

Model Beta t Sig. Tolerance VIF 

(Constant)  .725 .472   

Conscientiousness -.119 -.753 .455 .625 1.601 

Emotional stability -.020 -.114 .909 .532 1.881 

Extraversion .112 .799 .428 .790 1.266 

Openness to 
experience 

-.009 -.060 .952 .730 1.370 

Agreeableness .228 1.689 .097 .857 1.167 

Gender -.056 -.395 .694 .791 1.264 

Age .082 .585 .561 .791 1.264 

Turnover -.165 -1.172 .265 .728 1.374 

Industry -.036 -.259 .797 .823 1.215 

5.5.1.2 Economic communication 

The results of the multiple linear regression on the dependent variable, economic 

communication, is presented in table 5.15. Here, the R square is 13.9 percent, which 

displays that 13.9 percent of the dependent variable is affected by the independent 

variables (See Appendix 8, Table 1). The highest Beta value was found in 

extraversion. This indicates that extraversion has the strongest unique contribution to 

economic communication with the Beta value of 0.162 (See Table 5.15). 

Furthermore, one significant value was found at openness to experience with its p-

value of 0.0855 (0.171/2, since the value is one tailed) is below the significance value 

of 0.10. Thus, our hypothesis stating that recruiters with a high score in openness to 

experience will communicate their economic engagement to potential employees is 

supported. No further statistically significant contribution was found. 
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Table 5.15: Dependent variable: Economic communication 

    Collinearity Statistics 

Model Beta t Sig. Tolerance VIF 

(Constant)  2.446 .018   

Conscientiousness .004 .025 .980 .625 1.601 

Emotional stability .134 .778 .440 .532 1.881 

Extraversion .162 1.153 .254 .790 1.266 

Openness to 
experience 

-.203 -1.386 .171 .730 1.370 

Agreeableness .067 .496 .622 .857 1.167 

Gender -.112 -.797 .429 .791 1.264 

Age -.117 -.834 .408 .791 1.264 

Turnover -.140 -.951 .346 .728 1.374 

Industry -.249 -1.806 .076 .823 1.215 

 

5.5.1.3 Social communication 

The results of the multiple linear regression on the dependent variable social 

communication is presented in table 5.16. To see how much the dependent variable 

is affected by the independent variables, the R square value was used yet again. It 

shows a value of 10.3 percent, which shows that the dependent variable, social 

communication is affected by the independent variables by 10.3 percent (See 

Appendix 9, Table 1). Furthermore, the Beta value indicates that extraversion has the 

strongest unique contribution to the social communication with its value of 0.280 

(See Table 5.16). The regression shows a significant value of extraversion. The p-

value of extraversion is 0.028 (0.056/2, since the value is one tailed), which is less 

than the accepted significance level of 0.10. This indicates that our hypothesis is 

supported, which indicates that recruiters with a high score in extraversion will not 

communicate their social engagement to potential employees. No further significant 

contributions were found. 
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Table 5.16: Dependent variable: Social communication 

    Collinearity Statistics 

Model Beta t Sig. Tolerance VIF 

(Constant)  2.136 .037   

Conscientiousness .071 .437 .664 .625 1.601 

Emotional stability -.217 -1.240 .220 .532 1.881 

Extraversion .280 1.949 .056 .790 1.266 

Openness to 
experience 

-.095 -.636 .527 .730 1.370 

Agreeableness .019 .141 .889 .857 1.167 

Gender .122 .850 .399 .791 1.264 

Age .081 .561 .577 .791 1.264 

Turnover -.193 -1.291 .202 .728 1.374 

Industry -.094 -.670 .506 .823 1.215 
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6. Discussion 
In this section, a concluding discussion of the dissertation is presented. First, a 

summary of the study is offered followed by a reflection of the findings including the 

results of the hypotheses. Further, the final conclusions are presented, followed by 

the limitations of the study as well as some suggestions for future research.  

6.1 Summary of the dissertation 
Even though research within this area is scarce, there is an acceptance that personality 

factors may affect individuals’ likelihood to engage in sustainable activities (Milfont 

& Sibley, 2012). However, to the best of our knowledge, there is inadequate research 

examining whether recruitment managers’ personalities affect the use of 

sustainability communication in the recruitment process. This study hopes to fill this 

gap of knowledge by examining the relationship between the recruitment managers’ 

personalities and the level of communication of the three components of 

sustainability in the process of attracting potential employees. The dissertation was 

primarily based on three concepts: Sustainability, Employer Branding and the Five-

Factor Model of Personality. Further, 15 hypotheses were conducted to examine the 

five personality traits and the level of communication of the three components of 

sustainability. The dissertation is of a quantitative nature, based on a positivistic 

philosophy. The data was collected by the distribution of a questionnaire through 

WebbEnkäter to 500 recruiters’ email addresses. This enabled us to receive quick 

responses, while also providing the respondents with an easy way of participating in 

the survey. The respondents were selected using a probability sampling method or 

more specifically a systematic random sampling method.  

Our analysis confirmed that: first, recruiters with a high level in agreeableness will 

communicate the environmental engagements of the corporation. Second, recruiters 

with a high score in openness to experience will communicate the economic 

engagements. Third, recruiters with a high level of extraversion will not communicate 

the social engagements of the corporation.  
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6.2 Reflection of the findings 
In this section, the tests performed in the section 5 will be discussed in relation to the 

literature presented in section 3. First, a discussion of the findings in the descriptive 

statistics is provided, followed by Spearman’s correlation test, concluding with a 

presentation of the results of the multiple linear regressions. 

6.2.1 Descriptive statistics 

The descriptive statistics revealed several findings. In this section, the three most 

relevant findings will be discussed. These findings were considered relevant since 

they were important to acknowledge before proceeding with the discussions of the 

following tests. First, the recruitment managers’ personalities were measured by the 

answers of the questionnaire, which were based on the Five-Factor Model of 

Personality. The personality trait with the highest mean score was extraversion, 

followed by emotional stability, and then agreeableness. The least common 

personality traits, calculated by the mean scores of the recruiters, were 

conscientiousness and openness to experience. However, our selection covered all 

personalities, which enabled us to analyse each personality separately. This was done 

to examine the relationship between different personalities and the three components 

of sustainability. 

The second contribution of the descriptive statistics was the mean scores of the 

environmental, economic and social communication. According to Jabbour and 

Santos (2008), companies can gain environmental, economic and social 

advantages by considering the triple bottom line in their operations. The triple 

bottom line includes the three components of sustainability: environmental, 

economic and social (Jabbour & Santos, 2008). Additionally, Lis (2012) and Ziek 

(2009) stress the importance of communicating sustainability in the process of 

attracting potential employees. Lis (2012) further states that since the values of 

individuals have transitioned towards a sustainable thinking, it has become 

important for companies to meet these values. However, our results indicate that 

recruiters do not seem act according to this. The outcomes illustrate a higher mean 

value of the social communication, which is closely followed by the economic 

communication. The environmental communication is however, in regard to our 

results, not as communicated. According to Hirsh’s (2010) 
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companies have historically focused on communicating the economic engagements 

to stakeholders such as employees. As previously mentioned, our research indicates 

that the social engagement is the most communicated component by today’s 

companies. Further, our research shows that companies communicate their economic 

engagements almost as frequently. With this knowledge, we conclude that today’s 

companies tend to not only focus on communicating the economic engagements but 

also the social engagements to potential employees. This contributes with updated 

knowledge about what most companies tend to communicate to employees. We claim 

that the increased focus on communicating the social component when attracting 

potential employees might be derived from one main reason. The reason is that 

companies are starting to understand the importance of attracting employees by 

meeting the “needs” of the potential employees. Nonetheless, we conclude that the 

recruiters have not yet come as far as to realize that they also need to meet the 

“wants” of them. However, Jabbour and Santos (2008) argue about the importance 

of meeting both the needs and expectations of the employees’. Since the values of 

people have changed, companies need to communicate their sustainability 

engagements to fulfil these requirements. This strategic move would ultimately 

benefit both the company and the potential employees (Lis, 2012). 

Third, our results indicated that only 16 of the 65 recruiters had knowledge about the 

UN2030 Sustainable Development Goals. Furthermore, only seven of these agreed 

that the actives related to the goals should be communicated to potential employees. 

The UN2030 Sustainable Development Goals were accepted by the wold’s countries 

in 2015. The United Nations state that every inhabitant has the responsibility to “end 

poverty, protect the planet and ensure prosperity for everyone” (United Nations, 

2017a).  However, our results indicate that many of today’s recruiters have not even 

heard about the UN2030 Sustainable Development Goals. Insufficient knowledge 

about these was revealed among both big and small corporations. This brings us to 

the question of how these goals will be achieved, when there is no knowledge about 

them among companies. Furthermore, only seven of the recruiters that had heard 

about the goals believed that they should be communicated. This means that only 

seven out of the 65 recruiters included in the sample, knew about the goals and 

believed that the activities related to these goals should be communicated when 
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attracting potential employees. Based on this knowledge, we conclude that the results 

of these findings provide an important contribution about the ignorance of the 2030 

Sustainable Development Goals among companies.  

6.2.2 Spearman’s correlation test 

The Spearman’s correlation test is used to identify possible relationship between two 

variables. The three components of sustainability were significantly correlated to 

each other. The strongest relationship was found between the economic and the social 

communication in the process of attracting potential employees (Table 5.13). This 

entails that recruiters that communicate the economic engagements correspondingly 

communicate the social engagements equally. No further significant relationships 

were found. However, we consider some relationships important to mention since 

they show indications of relevance to our study. First, a strong relationship was found 

between the environmental communication and agreeableness. Second, a weak 

relationship was found between the social communication and extraversion. In the 

next section the relationships between the personalities of the five-factor model of 

personality and the three components of sustainability will be discussed. 

6.2.3 Multiple linear regression 

The multiple linear regression has revealed results that both supported or rejected the 

hypotheses. In this section, the supported hypotheses will be discussed. The test 

showed a significance between environmental communication and agreeableness. In 

a study performed by Colbert, Barrick and Bradley (2014) it was revealed that the 

coalition of leaders within a company affect the success of the firm. The study further 

indicated that the different personalities of the managers have an influence on their 

strategic choices (Colbert, Barrick, & Bradley, 2014). Since our study discovered a 

significant relationship between environmental communication and agreeableness, 

one of our hypothesis was correct. This entails that the recruitment managers with a 

high score in agreeableness will ultimately make the strategic choice to communicate 

the company´s environmental engagement to attract potential employees. This is in 

line with the arguments highlighted by Hirsh (2010) and Milfont and Sibley 

(2012), who discuss the strong positive relationship between agreeableness 

and pro-



54 

environmental engagement. Moreover, we conclude that the choice of 

communicating environmental engagement when attracting employees is grounded 

on the fact that the agreeableness managers is nurturing, helpful and friendly (Colbert, 

Barrick, & Bradley, 2014). These recruiters find it naturally to protect and nurture the 

environment and the people around them. This is an explanation for why 

agreeableness and environmental communication positively correlate (Colbert, 

Barrick, & Bradley, 2014).  

The multiple linear regression showed significance between the economic 

communication and openness to experience. In accordance with Milfont and 

Sibley (2012), there is a small correlation between openness to experience 

and the environmental and social component. The authors further conclude 

that this personality of leaders have directed their focus on the economic 

component instead. Since our study indicated correlation between the economic 

communication and openness to experience we argue that this might be true. 

Colbert, Barrick and Bradley (2014) define openness to experience leaders as 

broad-minded, creative and courageous. With this knowledge at hand, we 

conclude that the positive correlation with the effectiveness of the firm is due to 

their strong commitment and courageous position in the company. Their focus, 

thoughts and beliefs have been directed towards accomplishment and success. This 

means that these recruiters will communicate the economic engagements in the 

process of attracting employees.  

Furthermore, one of our hypothesis which is based on Tabernero and Hernandez 

(2011) findings indicated that recruiters with a high score in extraversion 

will not communicate the social engagement of the firm. The results of the study 

supported this hypotheses since a significant relationship was found between 

the social communication and extraversion. Colbert, Barrick and Bradley 

(2014) define the extraversion leader as social, dominant, ambitious and talk 

active. Based on this knowledge, we conclude that recruiters with a high score 

in extraversion will not communicate the social engagements because of one main 

reason. The reason for this is their dominant and ambitious attitude towards 

motivating others to strive for a greater financial performance. This might lead to 

a biased focus on achievements of results, whereby the communication of the 

sustainability engagements when attracting employees is neglected.  
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6.3 Final conclusions 
This dissertation has contributed with an increased awareness of the relationship 

between the recruitment managers’ personalities and the level of communication of 

the three components of sustainability in the process of attracting potential 

employees. Our research does not give any impressions that the level of sustainability 

communication is correlated to the recruiter’s personality. However, our findings 

indicate a correlation between some of the personalities and any of the three 

components of sustainability. This is based on the fact that only three significant 

relationships were found among the 15 hypotheses. The results thereby indicated that 

no sustainable personalities seem to exist.  

It has further been discovered that the most commonly communicated components of 

sustainability, used by recruiters to attract employees, is the communication of the 

social and economic engagement of the firm. This has been acknowledged by the 

mean values of the components (Table 5.3) as well as the Spearman’s correlation test, 

which displayed the strongest correlation between social and economic 

communication (Table 5.13). Based on this knowledge, it is evident that recruiters do 

not put equal focus into communicating each of the three components of 

sustainability when attracting employees. For companies to be perceived as 

sustainable an equal focus on these is required (Moldan, Janouskova, & Hak, 2012). 

Our results recognized that neither of the recruiters, independent of personality, 

communicated the three components of sustainability equally. This is in line with our 

conclusion that no sustainable personalities exist. 

We reason that recruiters communicate the social and the economic engagements of 

the firm since they are more closely related to the employee’s needs. The 

environmental engagement could ,on the other hand, be perceived as distant to 

the individual. Employees’ needs are thereby often connected to the economic and 

social engagements of the company. Communicating these could consequently be 

seen as a strategic tool to attract potential employees. However, Jabbour and Santos 

(2008) state that if companies want to attract employees, they must meet 

the needs and expectations of the employees. Our results have shown that 

recruiters have slightly excluded the environmental communication and thereby the 

company cannot be seen 
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as fully sustainable by potential employees. Thus, we conclude that companies have 

not realized that they need to meet the “wants” of the employees. This is grounded 

on the transition of employee values towards a sustainable thinking (Lis, 2012).  

Nevertheless, the major contribution of this dissertation is the ignorance of the 

UN2030 Sustainable Development Goals among companies. We conclude that this 

could partly explain the lack of significant relationships between the five personality 

traits and the level of communication of the three components of sustainability. Since 

recruiters have inadequate knowledge of the UN2030 Sustainable Development 

Goals, this might indicate that the recruiters are not familiar with the issues of 

unsustainability. This further indicated that there might be a need to promote these 

goals additionally, for companies to realize the importance of them. We argue that in 

order for there to be significant relationships between personalities and the level of 

communication of the three components of sustainability, recruiters need to have an 

increased knowledge of sustainability. Until then, no significant relationships 

between these variables will occur.  

6.4 Limitations and future research 
In this section the limitations along with suggestions of future research will be 

presented. The first limitation is due to the restricted sample of respondents, where it 

should be noted that because of this it is difficult to draw any firm conclusions and to 

make broad generalizations. We suggest that future research should include a larger 

sample of respondents, since it could have an impact on the significance of the results. 

The second limitation of this study is that it exclusively limited to a Swedish context. 

It would be interesting to see if other results would be composed in another 

geographical context. Third, since the study was of a quantitative nature, we were 

unable to explain the findings, whereby a qualitative method would be appropriate. 
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Appendix 

Appendix 1: The Sustainable Development Goals 
 

Picture 1: The Sustainable Development Goals 

 

Table 1: Categorization of the 17 Sustainable Development Goals 

Environmental Economic Social 

6. Clean water 
and sanitation  

1. No poverty 3. Good health and 
well-being  

7. Affordable and 
clean energy  

2. Zero hunger 4. Quality education  

13. Climate 
action  

8. Decent work and 
economic growth 

5. Gender equality 

14. Life below 
water  

9. Industry, innovation, 
and infrastructure 

10. Reduced 
inequalities 

15. Life on land 12. Responsible 
consumption and 
production  

11. Sustainable cities 
and communities 

 17. Partnerships for the 
goals 

16. Peace, justice, 
and strong 
institutions  
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Appendix 2: Questionnaire in Swedish 
Hej alla rekryterare, Vi är två studenter från Högskolan Kristianstad som läser vårt tredje och sista år 

på Ekonomprogrammet med inriktning internationellt företagande och marknadsföring. I vår 

kandidatuppsats hade vi tänkt studera relationen mellan rekryterarens ledarskapspersonlighet och hur 

detta förhåller sig till kommunikationen till potentiella anställda. Vi skulle vara otroligt tacksamma 

om ni tog Er tid till att besvara följande frågor. Enkäten tar ungefär 5-10 minuter att besvara. 

Stort tack, Sara Debeljak och Isabella Nilsson 

Inledande frågor. 

Kön: * 

Man 

Kvinna 

 

Ålder: * 

20-29 

30-39 

40-49 

50-59 

60-69 

 

Inledande frågor om ert företag: * 

Vilken bransch tillhör ert företag? 

Företagets bruttoomsättning i svensk valuta från år 2016? 

Antalet anställda i företaget? 
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Nedan presenteras 30 snabba personlighetsfrågor. 
1. Jag blir aldrig stressad. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar:

 

 

2. Jag har väldigt lätt för att få vänner. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

3. Jag har en livlig fantasi. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

4. Jag har lätt för att lita på andra. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

5. Jag fullbordar alltid mina arbetsuppgifter med framgång. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 
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6. Jag har lätt för att motivera andra. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

7. Jag tycker om att hjälpa andra. 
Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

8. Jag är modig. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

9. Jag tycker om att prata framför andra människor. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

10. Jag är målinriktad. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 

 

 

11. Mitt tankesätt är unikt. 

Håller inte med alls                                                                                                                        Håller starkt med 

Svar: 
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12. Jag håller mina löften. 

Håller inte med alls                                                                                Håller starkt med 

Svar: 

 

 

13. Jag förstår inte människor som lätt blir känslosamma. 
Håller inte med alls                                                                                                            Håller starkt med             

Svar: 

 

 

14. Jag är medgörlig. 

Håller inte med alls                                                    Håller starkt med 

Svar: 

 

 

15. Jag är tystlåten. 

Håller inte med alls                                                                                Håller starkt med 

Svar: 

 

 

16. Jag är riskavert. 

Håller inte med alls                                                                                 Håller starkt med 

Svar: 
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17. Jag kan ibland uppfattas som arrogant. 

Håller inte alls med                                                     Håller starkt med 

Svar: 

 

 

18. Jag är introvert. 

Håller inte alls med                                                    Håller starkt med 

Svar: 

 

 

19. Jag är bekväm. 
Håller inte alls med                              Håller starkt med 

Svar: 

 

 

20. Jag kan bli nervös i stora sociala sammanhang. 

Håller inte alls med                        Håller starkt med 

Svar: 

 

 

21. Jag ifrågasätter andra människors avsikter. 

Håller inte alls med                        Håller starkt med 

Svar: 

 

 

22. Jag kan uppfattar som enformig. 

Håller inte alls med                        Håller starkt med 

Svar: 
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23. Jag trivs i att ha ett stort ansvar. 

Håller inte alls med                        Håller starkt med  

Svar: 

 

 

24. Jag har ett starkt självförtroende. 

Håller inte alls med                        Håller starkt med 

Svar: 

 

25. Jag är organiserad. 

Håller inte alls med                        Håller starkt med  

Svar: 

 

 

26. Jag är disciplinerad. 

Håller inte alls med                       Håller starkt med 

Svar: 

 

 

27. Jag är självsäker. 

Håller inte alls med                        Håller starkt med 

Svar: 
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28. Jag är uttrycksfull. 

Håller inte alls med                        Håller starkt med 

Svar: 

 

 

29. Jag är originell. 

Håller inte alls med                        Håller starkt med 

Svar: 

 

 

30. Jag är givmild. 

Håller inte alls med                        Håller starkt med 

Svar: 
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Följande påståenden beskriver kommunikationen i anställningsprocessen. 

Vi kommunicerar företagets energikällor. 

Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar aktuella löner och förmåner inom företaget. 

Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar möjligheterna till utbildning inom företaget. 

Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar företagets innovativa utveckling. 

Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar socialförsäkringar och arbetsvillkor. 

Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar företaget ekonomiska utveckling. 

Inte alls      I hög grad 

Svar: 
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Vi kommunicerar våra miljöarbeten. 
Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar en positiv inställning till mångfald. 

Inte alls      I hög grad 

Svar: 

 

Vi kommunicerar företagets interna miljömål. 

Inte alls      I hög grad 

Svar: 

 

Känner Ni till FN2030 målen? 

ja 

nej 

Om svaret på föregående fråga är ''Ja'', anser Ni att företagets aktiviteter i förhållande till 

målen bör kommuniceras i anställningsprocessen? 

ja 

nej 
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Appendix 3: Questionnaire in English 
Hello recruiters, We are two students from Kristianstad University who read our third and final year 

at the Economy program focusing on international business and marketing. In our thesis we were 

thinking that we would examine the relationship between the recruiters’ leadership personality and 

how this relates to the communication towards potential employees. We would be very thankful if 

You spent some of your time answering the following questions. The questionnaire takes about 5-10 

minutes to answer. 

Many thanks, Sara Debeljak and Isabella Nilsson 

Introductory questions. 

Gender: * 

Male 

Female 

 

Age: * 

20-29 

30-39 

40-49 

50-59 

60-69 

 

Introductory questions about your company: * 

Which type of industry does your company belong to? 

What was the company’s gross turnover in Swedish crowns in the year of 2016? 

How many employees are there in the company? 
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Below 30 quick personality questions is presented. 
1. I never become stressed out.  

Totally disagree                                                                                                                                        Fully agree 

Answer: 

 

 

2. I make friends really easily. 

Totally disagree                                  Fully agree 

Answer: 

 

 

3. I have got a wild imagination.  

Totally disagree                                  Fully agree 

Answer: 

 

4. I trust others easily.  

Totally disagree                                  Fully agree 

Answer: 

 

 

5. I always finish my work assignments with success.  

Totally disagree      Fully agree 

Answer: 
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6. I can motivate others easily. 

Totally disagree      Fully agree 

Answer: 

 

7. I like to help others.  

Totally disagree      Fully agree 

Answer: 

 

 

8. I am brave.  

Totally disagree      Fully agree 

Answer: 

 

 

9. I like to talk in front of other people. 

Totally disagree      Fully agree 

Answer: 

 

 

10. I am goal-oriented.  

Totally disagree      Fully agree 

Answer: 

 

 

11. My way of thinking is unique. 

Totally disagree      Fully agree 

Answer: 
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12. I keep my promises. 

Totally disagree      Fully agree 

Answer: 

 

 

13. I do not understand people that get emotional easily.  
Totally disagree                                                                                                                                        Fully agree         

Answer: 

 

 

14. I am conformable.  

Totally disagree     Fully agree 

Answer: 

 

 

15. I am quiet.  

Totally disagree                                                                                Fully agree 

Answer: 

 

 

16. I am risk averse.  

Totally disagree                                                                                         Fully agree 

Answer: 
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17. I can sometimes be perceived as arrogant.  

Totally disagree                                                  Fully agree 

Answer: 

 

 

18. I am introvert. 

Totally disagree     Fully agree 

Answer: 

 

 

19. I am comfortable.  
Totally disagree           Fully agree 

Answer: 

 

 

20. I can get nervous in big social gatherings.  

Totally disagree     Fully agree 

Answer: 

 

 

21. I question other peoples intentions. 

Totally disagree     Fully agree 

Answer: 
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22. I can be perceived as monotonous.  

Totally disagree     Fully agree 

Answer: 

 

23. I like to have a big responsibility.  

Totally disagree                        Fully agree 

Answer: 

 

 

24. I have a strong self-confidence.  

Totally disagree     Fully agree 

Answer: 

 

 

25. I am organized.  

Totally disagree     Fully agree  

Answer: 

 

 

26. I am disciplined.  

Totally disagree     Fully agree 

Answer:  

 

 

27. I am confident.  

Totally disagree     Fully agree 

Answer: 
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28. I am expressive. 

Totally disagree     Fully agree 

Answer: 

 

 

29. I am original.  

Totally disagree     Fully agree 

Answer: 

 

 

30. I am giving.  

Totally disagree     Fully agree 

Answer: 
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The following questions describe the communication in the process of attracting 

employees.  

We communicate the company’s energy sources.  

Not at all                             In high degree 

Answer: 

 

We communicate existing salaries and benefits within the company. 

Not at all                            In high degree 

Answer: 

 

We communicate the opportunities of education within the company. 

Not at all                            In high degree 

Answer: 

 

We communicate the company’s innovative development. 

Not at all                                                        In high degree 

Answer: 

 

We communicate social insurances and working conditions. 

Not at all                            In high degree 

Answer: 

 

We communicate the company’s economic development.  

Not at all                            In high degree 

Answer: 
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We communicate our environmental work.  
Not at all                            In high degree 

Answer: 

 

 

We communicate a positive attitude towards diversity.  

Not at all                            In high degree 

Answer: 

 

We communicate the company’s internal environmental goals.  

Not at all                            In high degree 

Answer: 

 

Do You know about the UN2030 goals?  

Yes 

No 

If the answer on the previous question is ”Yes”, do You believe that the company’s activities in 

relation to these should be communicated in the process of attracting potential employees?  

Yes 

No 
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Appendix 4: The Five Personality traits statements in the 

questionnaire 
Table 1: Categorization of the Five Personality traits statements in the questionnaire 

Statements of Personalities The Personality traits 

1. I do not stress easily Emotional stability 

2. I make friends easily Extraversion 

3. I have a vivid imagination Openness to experience 

4. I trust others Agreeableness 

5. I complete my tasks successfully Conscientiousness 

6. I motivate others Extraversion 

7. I like to help others Agreeableness 

8. I am courageous Openness to experience 

9. I enjoy speaking in from of people Emotional stability 

10. I am goal-oriented Conscientiousness 

11. My way of thinking is unique Openness to experience 

12. I keep my promises Agreeableness 

13. I do not understand sensitive people Emotional stability (reverse) 

14. I am conformable Conscientiousness (reverse) 

15. I am quiet Extraversion (reverse) 

16.I am risk averse Openness to experience 
(reverse) 

17. I tend to be perceived as arrogant Agreeableness (reverse) 

18. I am introvert Extraversion (reverse) 

19. I am comfortable Conscientiousness (reverse) 

20. I easily get nervous in big social arrangements Emotional stability (reverse) 

21. I question other people’s intentions Agreeableness (reverse) 

22. I can be perceived as monotonous Openness to experience 
(reverse) 

23. I prefer having a big responsibility Extraversion 

24. I have a strong self-confidence Emotional stability 

25. I am organized Conscientiousness 

26. I am disciplined Conscientiousness 

27. I am confident Emotional stability 

28. I am expressive Extraversion 

29. I am original Openness to experience 

30. I am generous Agreeableness 
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Appendix 5: The three components of sustainability in the 

questionnaire 
Table 1: Categorization of the three components of sustainability in the questionnaire 

Statement of communication The sustainability components 

1. Vi kommunicerar företagets energikällor. Environmental 

2. Vi kommunicerar aktuella löner och förmåner inom 
företaget. 

Economic 

3. Vi kommunicerar möjligheterna till utbildning inom 
företaget. 

Social 

4. Vi kommunicerar företagets innovativa utveckling. Economic 

5. Vi kommunicerar socialförsäkringar och arbetsvillkor. Social 

6. Vi kommunicerar företaget ekonomiska utveckling. Economic 

7. Vi kommunicerar våra miljöarbeten. Environmental 

8. Vi kommunicerar en positiv inställning till mångfald. Social 

9. Vi kommunicerar företagets interna miljömål. Environmental 
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Appendix 6: Cronbach’s Alpha Test Values 

 
Table 1: Cronbach’s Alpha Test Values 

             

                               Conscientiousness                                                             Emotional Stability                                                                                     

Cronbach’s Alpha N of questions 

0.478 6 

   

                         Openness to experience                                                                Extraversion 

Cronbach’s Alpha N of questions 

0.533 6 

                                                

                                Agreeableness                                                      The communication of sustainability                                                                                                                                                                      

Cronbach’s Alpha N of questions 

0.425 6 

            

                               Environmental                                                                              Economic 

Cronbach’s Alpha N of questions 

0.745 3 

                             

                                        Social                                                                                                                                                 

Cronbach’s Alpha N of questions 

0.626 3 

 

 

 

 

 

 

 

 

Cronbach’s Alpha N of questions 

0.417 5 

Cronbach’s Alpha N of questions 

0.528 6 

Cronbach’s Alpha N of questions 

0.784 9 

Cronbach’s Alpha N of questions 

0.338 3 
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Appendix 7: Multiple linear regression - Environmental 
 

Table 1: Model Summary 
R R Square Adjusted R 

Square 
Std. Error of the Estimate 

.372 .138 -.003 1.59734 
 
 
 

         Table 2: ANOVA 
 Sum of 

Squares 
df Mean Square F Sig 

Regression 22.496 9 2.500 .980 .467 
Residual 140.332 55 2.551   
Total 162.827 64    
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Appendix 8: Multiple linear regression - Economic 
 
 

Table 1: Model Summary 
R R Square Adjusted R 

Square 
Std. Error of the Estimate 

.372 .139 -.002 1.16428 
 
 
 

Table 2: ANOVA 
 Sum of 

Squares 
df Mean Square F Sig 

Regression 11.999 9 1.333 .984 .464 
Residual 74.555 55 1.356   
Total 86.554 64    
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Appendix 9: Multiple linear regression - Social 
 

 
Table 1: Model Summary 

R R Square Adjusted R 
Square 

Std. Error of the Estimate 

.321 .103 -.044 1.17993 
 
 
 

Table 2: ANOVA 
 Sum of 

Squares 
df Mean Square F Sig 

Regression 8.767 9 .974 .700 .706 
Residual 76.573 55 1.392   
Total 85.340 64    
      

 
 

 

 

 

 

 

 

 

  




