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Abstract: In recruiting factors such as experience and education are important for 

recruiters but also soft skills such as personality are considered. While education and 

experience can be learned, personality can hardly be changed and influences people’s 

behaviour. Job-seeking has evolved over the last decade from using traditional offline 

channels to including online channels in the search. Thus, reaching suitable candidates 

for employment requires the use of the right recruiting channels both online and offline. 

Therefore, one needs to know what kind of people use what channels for job-seeking. 

As online recruiting is gaining popularity, this research focuses on two factors that 

appear to be influencing job-seeking behaviour via social networking services (SNS). 

The aim of this paper is to investigate the relationships between students’ personality 

traits, their attitude towards SNS and usage of SNS for job-seeking purposes. 

Hypotheses were formulated in the conceptual framework related to the Big Five 

Inventory, the conceptualised attitude towards social media and three dimensions (past, 

passive & future) of use of SNS for job-seeking purposes for the three SNS Facebook, 

LinkedIn and Xing. These were tested by means of correlation analysis, regression 

analysis. The data for these analyses were collected using an online survey forwarded to 

German students by means of judgemental and snowball sampling.  

The results of this study show that regarding personality traits, i.e. openness, 

conscientiousness, agreeableness and neuroticism, no relationships were found with a 

favourable attitude towards SNS. Moreover, the hypothesis that a favourable attitude 

towards SNS has a positive relationship with the use of SNS for job-seeking purposes 

can be slightly supported. 

In conclusion, in the German context at this moment in time, based on the conducted 

study, there seems to be no advantage for organisations to concentrate their recruiting 

on specific SNS (Facebook, LinkedIn, Xing) to attract people according to the 

personality traits businesses desire from their future staff, but in relation to what kind of 

jobs are offered, i.e. full-time, internship, student jobs, some SNS are more suitable than 

others. 

 

Keywords: personality traits, Big Five Inventory, attitude towards social networking 

services, social media, use of social networking services, job-seeking. 
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1 Introduction 

Over the last decades technologies, especially information and communication technologies 

have influenced peoples’ everyday lives and their behaviour in relation to the Web 2.0 

(Neville, 2017). With the establishment of the Web 2.0, which gives priority to user generated 

content on the internet, peoples’ demeanour has been shifting from engaging in 

communication with others around them into additionally being part of a virtual community 

through social media. This shift was noticed not only in private life but also in relation to the 

professional life of people in situations when communicating with customers, colleagues and 

other organisations or when searching for employment (Cabellon, & Payne-Kirchmeier, 2016; 

Baruffaldi, Di Maio & Landoni, 2017; Neville, 2017). 

Nowadays, people have extended their ways of job-seeking from using traditional offline 

channels, such fairs, job advertisements in print media and personal contacts, to searching for 

jobs via online channels including online job markets, companies’ websites and virtual job 

fairs (Schneider, 2012). This enhancement in online job-seeking is the consequence of private 

online behaviour and rise in popularity of social networking sites
1
 (SNS) (Olivas-Luján & 

Bondarouk, 2013; Nikolaou, 2014). Specialised SNS, which were developed over the last 

years for people to present themselves in a professional manner, are a new opportunity for 

job-seekers to find employment, giving them the chance to connect with other people and 

organisations and enlarged their professional networks (Fang, 2014). 

1.1 Background 

There is a great interest for research regarding the private use of social media, in particular 

SNS, due to its popularity for social communication and its inclusion in people’s everyday 

lives (Kaplan and Haenlein, 2010; Rosen, Whaling, Carrier, Cheever & Rokkum, 2013; Al-

Baghlani & Al Tabbaa, 2014). Many authors researched the relationship between personality 

traits and the private use of social media, with focus on SNS in the context of the U.S. (Ross, 

Orr, Orr, Sisic, Arseneault, & Simmering, 2009; Amichai-Hamburger, & Vinitzky, 2010; 

Moore & McElroy, 2012). According to Al-Baghlani and Al Tabbaa (2014) the Big Five 

personality traits (openness, conscientiousness, extraversion, agreeableness and neuroticism) 

can be associated with reasons for using SNS for communication purposes, such as the wish 

                                                 
1
 SNS are online platforms allowing users to connect with other people or organisations and enlarging their 

network by this (Fang, 2014). 
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to escape social isolation or the desire to test new technologies. To be more specific, studies 

investigating the relationship between personality traits and social media found out that 

personality traits form people and their behaviour in real life and online (Amichai-Hamburger 

& Vinitzky, 2010). 

Not only personality traits were investigated in relation to social media use but also other 

factors such as attitude towards social media regarding this matter (Cho, Park & Ordonez, 

2013; Al-Baghlani and Al Tabbaa, 2014; Avcı, Çelikden, Eren, & Aydenizöz, 2015; Wang, 

2015). Attitude can be defined as the way someone thinks and feels about a certain aspect, 

which can be positive, negative or neutral (Wang, 2015) and may influence the willingness of 

participation behaviour (Eagly & Chaiken, 2007). Studies emphasised that there are various 

factors influencing attitude towards social media, such as age, gender and people’s life phase 

(Cho, Park & Ordonez, 2013; Al-Baghlani and Al Tabbaa, 2014; Avcı et al., 2015; Wang, 

2015). Moreover, attitude towards social media in general and in regards to Facebook as a 

SNS were considered (Ross et al., 2009; Moore, & McElroy 2012; Al-Baghlani and Al 

Tabbaa, 2014). These studies found out that some personality traits influence attitude towards 

SNS positively while others influence it negatively or show no effect. Due to this fact, 

personality traits can be seen as important factors in relation to attitude towards social media 

and the frequency of its use (Ross et al., 2009). 

As previously mentioned, most literature examining use of SNS concentrates on features of 

private use (Boyd & Ellison, 2007; Amichai-Hamburger & Vinitzky, 2010; Rosen et al., 

2013). However, some studies investigated the use of SNS for professional purposes and lay 

their emphasis on SNS use at the workplace (Carlson, Zivnuska, Harris, Harris & Carlson, 

2016), general expansion of SNS for professional use (Cabellon, & Payne-Kirchmeier, 2016; 

Baruffaldi, Di Maio & Landoni, 2017), its use for professional development (Dennen & 

Myers, 2012), use of SNS for job searching (Olivas-Luján & Bondarouk, 2013; Nikolaou, 

2014) and recruitment (Doherty, 2010; Dannhäuser, 2014; Greener & Rospigliosi, 2014). 

Particularly regarding the use of SNS for job-seeking purposes Olivas-Luján and Bondarouk 

(2013) researched the perception of people regarding this topic and found out that a major 

issue in this context is that many users are unsure how to effectively include SNS in their job-

seeking and therefore only use it passively. On the contrary, Dannhäuser (2014) explains that 

using SNS for job-seeking became more popular over the past few years. Nikolaou (2014) 

agrees by stating that especially university students
2
 became more aware of the practicality of 

                                                 
2
 From this point onwards university students are referred to as students. 
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SNS for job-seeking and therefore use it more frequently. Thus, students are often subject of 

research and are of special interest as they will enter the labour markets in near future.  

It appears that students’ interest in SNS is higher than that of other groups of people, due to 

the fact that most of today’s students grew up in the digital age (Greener & Rospigliosi, 

2014). This means that they belong to a group that is considered to be quite open to new 

technologies and reachable through social media. In 2012 98% of the students in the U.S. 

were reported to have a Facebook account (Ljepava, Orr, Locke, & Ross, 2013). In general, 

2.34 billion people were using social media in 2016 and 68.3 % of all internet users are active 

on social media (Statista, 2017a). This shows that people and especially the younger adult 

population, e.g. students, are using social media and are therefore reachable through this 

channel, for private and professional purposes. Furthermore, it is added that job search is the 

predominant argument for participating in specific SNS such as LinkedIn (Nikolaou, 2014). 

Thus, students are an interesting group to be researched in relation to their use of SNS for 

different purposes; and in regards to this study, they are an interesting group to be researched 

in relation to the use of SNS for job-seeking.  

1.2 Research gap 

Although the topic of the use of SNS for professional purposes is widely researched, authors 

suggest further research in the field. “Research is needed to explore the relationships between 

personality and social characteristics and activities conducted on other social net-working 

websites (i.e., LinkedIn, Twitter)” (Ljepava, et al., 2013, p. 1606). Al-Baghlani and Al Tabbaa 

(2014) propose that further research should be conducted regarding factors that relate to 

student’s attitude toward social media and its use for job-seeking because of its possible 

influence on actual behaviour. 

As mentioned in chapter 1.1, studies examined the personality and use of SNS for private 

purposes and job-seeking. These studies were conducted in the context of the United States of 

America, Great Britain and Asia due to the fact using SNS in general and job-seeking and 

recruiting via SNS became more popular throughout the last years (Ross et al., 2009; Moore 

& McElroy, 2012; Ljepava, et al., 2013). Using SNS for the recruiting process is getting more 

popular among employers also in Germany, which can be seen in the ICR Recruiting Trends 

2017 (Institute for Competitive Recruiting, 2017). The report shows that Xing
3
 is by far the 

most used channel for active recruiting via SNS as 58% of the 778 surveyed companies use 

                                                 
3
 Career-oriented SNS headquartered in Germany. 
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this channel, and the trend is still upwards. This shows that SNS are used by recruiters, 

however the perspective of the job-seekers on use of SNS for job-seeking appears to hold 

gaps in the German context. LinkedIn is the second most popular channel with 35% of the 

surveyed companies. Companies recognise that LinkedIn appears to be more efficient than 

Facebook regarding the recruitment process (Baruffaldi, Di Maio, & Landoni, 2017). 

Facebook was facing a decrease in popularity between 2013 and 2014, but is recovering from 

this and almost re-reached its previous share of 25% (currently 22%), tendency upwards as 

well (Institute for Competitive Recruiting, 2017).  

As can be seen from the reviewed existing researches, there appears to be a gap in literature 

regarding the connection of personality traits and attitude towards SNS as well as the attitude 

towards SNS and the use of SNS for job-seeking purposes in the German context from the 

perspective of the job-seekers. It was mentioned in the previous chapter that students are a 

particularly suitable group of people to conduct such research on due to their experience with 

technology. Moreover, they will enter the labour market in the near future and therefore are 

aware of the need of job-seeking. 

1.3 Research purpose 

On grounds of the explained gap in research and the problem of recruiting suitable candidates 

this paper aims to investigate the relationship between German students’ personality traits, 

their attitude towards SNS and usage of SNS for job-seeking purposes. Derived from this aim, 

the following research questions were formulated: 

1. To what extent do German students’ personality traits influence their attitude towards 

SNS? 

2. To what extent does German students’ attitude towards SNS influence their use of SNS for 

job-seeking? 

Results of this investigation are expected to give insights on what kinds of people are 

attracted by job advertisements and offers through SNS. When researching this area, the 

authors will focus on three SNS: LinkedIn and Xing as most used professional SNS in 

Germany and Facebook as most used SNS in general, because employers are starting to pay 

more attention to this SNS, not only for representation but also in order to look out for 

potential employees (Schneider, 2012). 
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1.4 Relevance  

Organisations in different industries share the same problem: Relatively few perform well in 

the process of hiring the right employees right from the beginning, which leads to decreased 

performance and increasing fluctuation rates of which the need for re-hiring follows (Aygen, 

2012; Housman & Minor, 2015). Due to this behaviour, organisations have to spend time on 

instructing newly hired people more often than they would have to if the most suitable 

candidates to the job/organisation were employed in the first place (Aygen, 2012). 

The aforementioned aspect raises the question which factors determine the degree of an 

applicants’ suitableness to the position and the organisation. Many employers name the 

obvious factors experience and education, but also soft skills, personality and attitudes are 

being acknowledged more and more when it comes to relevant features for the hiring-decision 

(Stasz, 1997; Harvey, 2000; Taylor, 2005; Riebe, 2013). While skills can be taught, 

personality can hardly be changed and impacts behaviour (Ford & Richardson, 1994; 

Housman & Minor, 2015). For this reason, organisations need to consider what kind of people 

they need for the job/ their organisation, through what channel they can be reached and recruit 

them accordingly. 

 

There is a high reliance on SNS when searching for suitable job candidates from the employer 

perspective (Doherty, 2010; Greener and Rospigliosi, 2014). Dannhäuser (2014) supports 

these results with similar findings on the major importance of SNS for recruiting purposes in 

Germany showing that recruiting via SNS rose from seventh place to third in recruiting 

channels from 2010 to 2013. Thus, for companies in their recruitment processes this research 

contemplates to be useful for the decision making regarding the choice of channels with 

which the people are stretched out for or contacted. Possible differences in personality, 

backgrounds of people that are attracted by SNS and kind of job people are searching for can 

contribute to a more customised approach to recruitment. 

Additionally, it was pointed out that there is a gap in literature including the job-seekers 

perspective on attitude towards SNS and use of SNS for job-seeking in the context of 

Germany. Therefore, this study aims to contribute to gaining insights into this topic with 

focus on German students.  
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2 Conceptual framework 

In this chapter, the authors will establish the conceptual framework of the thesis and derive 

hypotheses from it. The chapter will start by providing theoretical background about the 

population of interest, attitudes towards SNS and usage of SNS for job-seeking purposes, 

followed by a definition of personality and personality traits, leading to hypotheses for each 

trait and end with control variables, i.a. socio-demographic factors. For better understanding 

of the framework, a visualisation of it is added at the end of this chapter in figure 1. 

2.1 German students 

For this research German students were chosen as survey subjects. Due to the fact that 

students will enter the labour markets in near future, they are of special interest. Germany 

counted 2.757.799 students in 2015 (Statistisches Bundesamt, 2017). Of this number 

1.434.126 were male and 1.323.673 were female. In Germany 27 percent of participants study 

engineering, 11 percent mathematics and natural science, 6 percent medical studies, 37 

percent law and/or economics, 12 percent social science and education and 7 percent of 

participants studied other subjects that year (Statistisches Bundesamt, 2016). 

According to OECD (2016), the average age of students graduating from university in 

Germany in 2014 ranged between 22 and 27 years, depending on whether the person is 

striving for a Bachelor’s degree (22-26 years) or Master’s degree (24-27 years). OECD (2016) 

points out that the age was surveyed by the beginning of the academic year and therefore 

suggests adding one year in order to know the correct age of graduation. People at this age in 

the western world are people who recently entered the labour markets or will enter in the next 

few years (Dahlmanns, 2014). Especially for these people digital technologies are a crucial 

aspects in life, because they grew up with such technologies and have the most advanced 

technological knowledge compared to older people (Warmerdam, Lewis, & Banks, 2015). For 

this reason, current students are of special interest in regards to this study, as it can be 

assumed that they are most open to new technologies and innovations, also regarding social 

networks. 

Furthermore, students are in exposure to technology and therefore make use of it more 

frequently. Social media is not only used by students in regards to their personal life but also 

for rather professional purposes such as studying, researching and job-seeking. According to 

the Institute for Competitive Recruiting (2017) the use of social media for recruiting in 

Germany is rising. Here, especially the use of the SNS Xing and LinkedIn ascended 
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drastically since 2015. This indicates the increasing importance in relation to the topic of 

social media use for job-seeking purposes in Germany. 

2.2 Attitude towards SNS and use of it for job-seeking purposes 

Robbins and Judge (2013) describe attitudes in general as “evaluative statements – either 

favourable or unfavourable – about objects, people, or events” (p. 104). Attitudes were found 

to have an influence on peoples’ behaviour regarding the attitude object and can be influenced 

by various factors (Fazio & Roskos-Ewoldsen, 2005; Robbins & Judge, 2013). They can be 

conceptualised out of four components: confidence in SNSs, social connection, ease of use 

and self-disclosure (Krishnan & Hunt, 2015). Krishnan and Hunt (2015) researched these 

components by asking for level of agreement for different statements. In relation to SNS, 

attitudes may be influenced by factors such as “internet self-efficacy, need for cognition, need 

to belong, and collective self-esteem” (Gangadharbatla, 2008, p. 10). This paper will not go 

into detail about the different factors that influence attitudes towards SNS, but rather focus on 

how personality traits impact it, for two reasons. Firstly, this study is facing time restrictions 

and secondly, the mentioned factors seem to be influenced by personality traits as well (Al-

Baghlani & Al Tabbaa, 2014). Furthermore, the impact of attitudes on the actual use of SNS 

for job-seeking purposes is of interest. Although no specific literature regarding this 

relationship was found, literature examining the relationship between attitude towards SNS 

and general use of it is existing (Al-Baghlani & Al Tabbaa, 2014; Rauniar, Rawski, Yang, & 

Johnson, 2014). 

To be more specific, the results of the researches showed a positive relationship between a 

favourable attitude and the actual use of SNS. Use of SNS means the activity on it and the 

frequency of usage (Jackson & Wang, 2013). Analogous, use of SNS for job-seeking 

purposes means the activity on the SNS and the frequency of use for this specific purpose. As 

three different channels are going to be researched, use of each channel will be examined 

separately. Adapted from the reviewed literature, the authors hypothesise that 

H1a: There is a significant positive relationship between a favourable attitude 

towards SNS and use of Facebook for job-seeking purposes among German 

students. 

H1b: There is a significant positive relationship between a favourable attitude 

towards SNS and use of LinkedIn for job-seeking purposes among German 

students. 
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H1c: There is a significant positive relationship between a favourable attitude 

towards SNS and use of Xing for job-seeking purposes among German students. 

2.3 Personality 

Previous studies found that the general use of social media is influenced by personality traits 

(Harbaugh, 2010; Ljepava et al., 2013). But what is personality? A universally valid 

definition of personality could not be found and Cervone and Pervin (2008) state that there are 

more than 15 different theories which try to define and categorise different aspects of 

personality. 

 

One theory that might come to mind is Hollands’ personality-job fit theory, which matches 

job requirements with personality characteristics (as cited in Robbins & Judge, 2013). This 

theory distinguishes six typologies of personalities and is also known as the “Vocational 

Preference Inventory”. However, this theory seems to be more about which area of profession 

suits a person, and not about how well an individual fits to a specific vacancy in a specific 

organisation. When recruiters search for potential employees, the candidates have already 

chosen their profession. The question that remains is, whether their personality suits the 

job/organisation and not whether their profession suits them. Therefore, this paper will not 

consider Holland’s theory. Another reason for not chosing this theory is the reviewed 

literature, which as well did not use it for their research. 

Despite the existence of various theories, two others are commonly used to determine 

different aspects of personality, namely the Myers-Briggs Type Indicator (MBTI) and the 

‘Big Five Model’ (Robbins & Judge, 2013). Although the MBTI is applied by big 

organisations such as Apple Computer, 3M or AT&T, the authors of this paper will apply the 

Big Five Model, also called Five Factor Model (FFM). The reason for this lies in the low 

availability of evidence for the MBTIs validity, for which the model was criticised by 

different authors (Bess & Harvey, 2002; Pittenger, 2005). Druckman and Bjork (1991) stated 

that existing evidence for its validity was “based on inadequate methodologies” (p. 101), 

which cannot legitimate its use. Moreover, the MBTI distinguishes only between ‘either… or 

…’ possibilities and does not consider the fact that there could be an ‘in between’, too 

(Robbins & Judge, 2013). For example, people can show characteristics of both, introversion 

and extraversion, but according to the MBTI a person can only be either introverted or 

extraverted. 
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For the FFM on the other hand, evidence was found that its traits can predict peoples’ 

behaviour very well for a number of different situations in life (Barrick & Mount, 2005; Oh, 

Wang, & Mount, 2011; Robbins & Judge, 2013). For this reason, it was decided to apply this 

model for the research. 

As the name indicates, the FFM consists of five factors or personality traits, which will be 

named now and explained in the following subchapters. These factors are Openness to 

experience
4
, Conscientiousness, Extraversion, Agreeableness and lastly, Neuroticism 

(McCrae & John, 1992; Robbins & Judge, 2013). When referring to this model, the different 

personality traits are also called by the acronym they build: OCEAN. When looking at the 

title of the model, one may think that these five traits are most important in personality 

aspects, but actually the title (Big Five Personality Model) implies that personality traits are 

very broad and cannot simply be reduced to five (John & Srivastava, 1999). In fact, each trait 

shall be seen as the abstract level of a personality dimension and “each dimension summarizes 

a large number of distinct, more specific personality characteristics” (John & Srivastava, 

1999, p. 105). 

In order to measure the influence of different personality aspects on attitudes towards social 

media and the following usage of SNS for job-seeking, the personality traits of the FFM will 

be explained. Derived from the information about these aspects, the authors will establish 

hypotheses regarding the relationships between the variables under investigation. 

2.3.1 Openness 

Openness can be defined as the dimension of personality that regards the degree of interests 

and attraction to novelty (Borghans, Duckworth, Heckman & ter Weel, 2008; Robbins & 

Judge, 2013). Moreover, it also includes the need of a person to experience new things in 

order to be stimulated intellectually (Borghans et al., 2008). Facets (sub-dimensions of the 

FFM) of openness are “fantasy, aesthetics, feelings, actions, ideas, values” (Borghans et al., 

2008, p. 983, as cited in Costa & McCrae, 1992). In regards to range of interests related 

adjectives to this trait are artistic, curious, imaginative, insightful, original and wide (McCrae 

& John, 1992). 

In the reviewed literature, openness was found to positively influence the posting behaviour 

of users of SNS (Skues, Williams & Wise, 2012). Skues et al. (2012) add that this is 

                                                 
4
 From this point onwards, openness to experience will be referred to as openness. 
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specifically the case for Facebook. The surveyed students, who show high levels of openness, 

are more active on this SNS than students who were found to have a low degree of openness. 

Furthermore, it was found that these people spend more time on SNS than ones with lower 

openness-levels (Skues et al., 2012). Findings of Amichai-Hamburger and Vinitzky (2010) 

also suggest that openness is related to higher use and activity of SNS for different purposes. 

In general it seems that openness is related to a positive attitude towards social media as is 

goes along with higher activity on SNS in general. Deriving from the existing and reviewed 

literature, it can be hypothesised that 

H2: There is a significant positive relationship between Openness and a favourable 

attitude towards SNS among German students. 

2.3.2 Conscientiousness 

The trait conscientiousness relates to the level of reliability of a person (Robbins & Judge, 

2013). It describes the willingness of an individual to comply with regulations, rules, 

standards, norms etc. (Borghans et al., 2008). While a person with a high levels of 

conscientiousness shows high reliability, responsibility, organisation/thoroughness and 

persistence, a person with low levels of conscientiousness is rather unorganised, unreliable 

and careless in their behaviour and tends to be distracted easily (Robbins & Judge, 2013). 

Facets of this personality trait are competence, order, dutifulness, achievement striving, self-

discipline and deliberation (Borghans et al., 2008). 

Swickert, Hittner, Harris and Herring (2002) found that conscientiousness is negatively 

related to general use of the internet. Therefore, people with high levels of conscientiousness 

and characteristics such as responsibility and dutifulness, show less likelihood to use 

computer mediated communication as it can be perceived as distraction from actual tasks 

(Swickert et al., 2002; Butt & Phillips, 2008). Ross et al. (2009) pointed out that there is only 

little existing research regarding the relationship between conscientiousness and use of SNS. 

Specific literature regarding the influence of conscientiousness on attitude towards SNS was 

not found by the authors. However, literature suggesting a general impact of 

conscientiousness on attitudes was found. To be more specific, studies found that people with 

high levels of conscientiousness tend to be more conservative in their thinking than people 

with low levels of this personality trait (Caprara, Schwartz, Capanna, Vecchione, & 

Barbaranelli 2006; Schoen & Schumann, 2007). Applying the results of Swickert et al. (2002) 
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analogous, and considering the tendency of people with high levels of conscientiousness to be 

more conservative, the researchers hypothesise that 

H3: There is a significant negative relationship between Conscientiousness and a 

favourable attitude towards SNS among German students. 

2.3.3 Extraversion 

Individuals with high levels of extraversion have a higher need for social interaction and 

attention, while people with low levels of extraversion (introverts) have a lower need for this 

(Borghans et al., 2008; Robbins & Judge, 2013). Extraverts can be described as active, 

assertive, energetic, enthusiastic, outgoing and talkative (McCrae & John, 1992). Some facets 

of this trait are warmth, gregariousness, excitement seeking and positive emotions (McCrae & 

John, 1992). People with low extraversion show characteristics such as shy, quiet or reserved 

(Borghans et al., 2008). 

Regarding the general use of internet for different purposes (social services; information 

services; and leisure services) a study by Hamburger and Ben-Artzi (2000) found that female 

extroverts are less open to social services and results to other services were not significant. 

For male extroverts only a significant positive relationship towards leisure services on the 

internet was found (Hamburger & Ben-Artzi, 2000). In respect of the age of the study and the 

technological innovations that occurred within the past 15 years, the results might not be 

topical anymore. Regardless of the gender, Ross et al. (2009) found that extraverted people, 

against their assumptions, do use SNS but were not found to be more active on them. They 

refer to a study by Amiel and Sargent (2004) who reported that extroverts do not seek 

communication possibilities through the internet, but rather want to share their opinions or 

contents. Now, in 2017, SNS offer the possibilities of not only communicating with certain 

people, but also to share almost any content and reach not only friends or colleagues but 

anyone who is active on the same SNS. 

Contrary to Ross et al.’s (2009) findings that extroverts do not make a greater use out of the 

possibilities for interaction in SNS than introverts, Amichai-Hamburger and Vinitzky (2010), 

who partially replicated the study, found that this exact relationship exists. Ross et al.’s 

(2009) study did find partial relationships between extraversion and frequent use, greater use 

of features for communication, number of connections and membership in groups; however 

use of features for communications was none of them. Amichai-Hamburger and Vinitzky 
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(2010) argue that the reason in receiving contrasting results can be traced back to their 

methodological approach. They claim that their results are more reliable than Ross et al.’s 

(2009). The main difference between their researches lies in the number of respondents: while 

Ross et al. (2009) based their results on 97 participants, Amichai-Hamburger and Vinitzky 

(2010) gathered 237 responses. Therefore, Amichai-Hamburger and Vinitzkys’ (2010) 

findings are adapted analogous and following hypothesis was established 

H4: There is a significant positive relationship between Extraversion and a 

favourable attitude towards SNS among German students. 

2.3.4 Agreeableness 

The trait of agreeableness in personality relates to the need of a person for harmonious 

relationships among each other (Borghans et al., 2008). While people with high levels of 

agreeableness are rather trusting, altruistic, modest, tender-minded and kind/friendly/likeable, 

people with a low degree of agreeableness tend to be cold, unfriendly, fault-finding and 

antagonistic (McCrae & John, 1992; Borghans et al., 2008; Robbins & Judge, 2013). 

General literature regarding this personality trait and effect of it on technology use was found: 

Korukonda (2007) found that people who score low in agreeableness tend to show higher 

anxiety regarding computer use in general than people who score high in agreeableness. 

Furthermore, in a study that was conducted by Landers and Lounsbury (2006), the authors 

found that agreeableness is negatively related to internet use in general. Information regarding 

the relation between levels of agreeableness and use of SNS respectively use of certain 

features in SNS were researched, but no literature was found. Therefore, the available 

information regarding general internet use and agreeableness is adapted analogous to attitude 

towards SNS and agreeeableness. Thus, 

H5: There is a significant negative relationship between agreeableness and a 

favourable attitude towards SNS among German students. 
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2.3.5 Neuroticism 

Finally, neuroticism
5
 describes the degree to which a person is capable of handling stress (and 

other negative feelings) and perceives its environment as threatening (Borghans et al., 2008; 

Robbin & Judge, 2013). Neurotic people tend to be anxious, self-pitying, tense, touchy, 

unstable and worrying (McCrae & John, 1992), while emotionally stable people tend to be 

calm, stable, confident and contented (Borghans et al., 2008). 

Both Ross et al. (2010) and Amichai-Hamburger and Vinitzkys (2010) studies hypothesised 

that people with high neuroticism are more likely to spend more time on SNS and share more 

“personally-identifying information” (Ross et al., 2009, p. 580; Amichai-Hamburger and 

Vinitzky, 2010, p. 1290) than those with a lower degree of neuroticism and at the same time 

spend less time on communicating through direct private messages on the SNS. This 

hypothesis was motivated by the desire of neurotic people to seek online social support (Ross 

et al., 2009; Amichai-Hamburger and Vinitzky, 2010). 

Ross et al. (2009) did not find supporting results for higher willingness in sharing personally-

identifying information and less likelihood in using private messages, when a higher level of 

neuroticism is given. They found that if neuroticism has a distinct tendency, the person is less 

likely to share content through private messages and prefers postings on ‘the Wall’ (in regards 

to Facebook). Following reason for this was suggested: Due to the characteristics of the trait 

neuroticism, these people prefer to post on ‘the Wall’, because of its asynchronous and 

autonomous nature and gives the person more time to control the length of availability as well 

as the What and When of the post (Ross et al., 2009). 

Amichai-Hamburger and Vinitzky (2010) found a relationship between neuroticism and 

amount of shared information, which implies usage of the SNS. The relationship they found 

was U-shaped, meaning that both extremes, neurotic and emotionally stable people tend to 

share basic information. However, people with a high score of neuroticism tended to share 

more content and people with a moderate score of neuroticism were not found to be inclined 

for sharing information. Although the authors received different results from their studies, it 

can be seen that neuroticism affects the activity on SNS. 

                                                 
5
 Sometimes also called emotional stability, which forms the positive version of this trait (Robbins & Judge, 

2013). 
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Considering the attitude towards SNS (specifically Facebook) and neuroticism, Chua and 

Chua (2017) pointed out that there are no consistent findings regarding an either positive or 

negative relationship and their research could not provide findings regarding a significant 

relationship in either direction. However, there are studies which suggest a negative 

relationship between neuroticism and the time that was spent on SNS (Amichai-Hamburger, 

Wainapel, & Fox, 2002; Amiel & Sargent, 2004; Tuten & Bosnjak, 2001), which lets the 

authors derive following hypothesis regarding the attitude towards SNS. 

H6: There is a significant negative relationship between Neuroticism and a 

favourable attitude towards SNS among German students. 

2.4 Control Variables 

Besides these chosen variables, there are other aspects which could possibly influence the 

attitude towards SNS. Nik (2006) as well as Wolfe and College (2010) found in their 

researches that gender, academic achievement and other factors (which are not considered in 

this study, such as race) are either positively or negatively related to the general attitude of 

students to use the internet and social media (as cited in Al-Baghlani and Al Tabbaa, 2014, p. 

13). Therefore, it seems appropriate to control for demographic characteristics of the students, 

such as gender, age, level of study, progress of study, subject of study, work experience and 

the type of employment that was searched for in order to reduce the risk of having a biasing 

effect on the other variables. 

 

As was already mentioned in chapter 2.2.3 it can happen that results differ between men and 

women. This statement is not only valid for the case of extraversion, but for all personality 

traits of the FFM (Schmitt, Realo, Voracek, & Allik, 2008). Therefore, gender will be the first 

control variable in order to be able to carve out the actual influence of personality traits and 

attitude towards SNS. 

The second control variable will be the age of the students. Controlling for it makes sense as 

age can influence the parameter value of personality traits (Roberts, Walton, & Viechtbauer, 

2006). It was found that the personality traits change mostly during the young adulthood of a 

person, meaning the years between age 20 and 40 (Roberts et al., 2006). Attitudes can change 

over time as well (Krosnick & Alwin, 1989). If the statement of Krosnick & Alwin is adapted 

to the context of SNS, attitudes towards SNS and its use for job-seeking purposes can change 

over time, too. Thus, it could happen that age influences the attitude towards SNS or the use 
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and will be included in the control variables. For the results to be useable by HR personnel or 

consultant firms, it is important to know that the results are not based on temporary attitudes 

and personality traits, but that these factors will still be the same, when the students enter the 

job market. 

Thirdly, level of study and progress within this study, meaning either Bachelor level or 

Master level and current semester, will be included to see if there are differences in the results 

depending on the progress the students have already made in their academic life. Especially 

students which are close to graduating and ones that just started their studies might show 

differences in their answers as the job search will become relevant to the prospective 

graduates, soon. This means that they might have a better grounded opinion on the asked 

questions. 

Fourthly, field of study should be controlled for, because this might influence the use of SNS 

for job-seeking. For example, students of business or social sciences might have a different 

attitude towards this channel of recruiting than medical students, because they already show 

differences in use of SNS for private purposes. Evidence was found that students use of 

digital technologies differ in relation to the field they are studying (Margaryan, Littlejohn, & 

Vojt, 2011). 

Lastly, the survey participants will be asked for the type of employment they searched for via 

the different SNS, if they answered the previous question (“Have you ever searched for a 

job?”) with “yes”. By doing this, the authors aim to receive more detailed information about 

the use of the different SNS for different types of employment, i.e. full-time, part-time, 

student job, internship. 
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Figure 1. Visualisation of hypotheses 
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3 Research design 

The following chapter includes the methodology of this research in which research strategy, 

methods of data collection, methods of analysis, measures of the theoretical concepts, 

concerns of data quality and possible problems are described. 

3.1 Research strategy  

The aim of this paper is to investigate the relationships between students’ personality traits, 

their attitudes towards SNS and usage of SNS for job-seeking purposes. In order to 

investigate these relationships, this study applied a quantitative research approach which is 

used to statistically explore relationships between different variables and operates with 

various statistical techniques in order to analyse the findings (Saunders, Lewis and Thornhill, 

2012). The quantitative research approach was chosen because it was expected that a 

relatively large sample can be reached by means of this strategy which may lead to 

generalisability of the results from the sample to the population. Existing theory was used and 

applied in order to fulfil the aim of the research. To be more specific, this study applied the 

personality traits according to the FFM and the conceptualised attitude towards SNS. 

Moreover, regarding the existing theory, this study made use of operationalised measurement 

scales which were adapted for investigating the topic using a quantitative strategy (Saunders 

et al. 2012). Quantitative research was suitable for this study due to the complexities of 

personality traits in relation to attitude towards SNS that was structured into a rather limited 

number of variables. This research seeks to realise its aim by gathering and analysing numeric 

data in form of a survey which will be explained in more detail in chapter 3.3. By using the 

findings of the survey the hypotheses presented in chapter 2 and in figure 1 were tested. 

Another reason why the quantitative research approach was chosen for this study is that the 

subjectivity of the researcher is decreased to a minimum in the data collection when using 

pre-determined measurement scales for the data collection (Saunders et al. 2012). Lastly, the 

researchers chose the quantitative approach for this study due to higher comparability of 

results created by numerical data gathered with a survey (Veal, 2012). 
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3.2 Population and sampling 

For this research German students were chosen as survey subjects. The total number of them 

builds the population of interest for this study, which counted 2.757.799 students in 2015 

(Statistisches Bundesamt, 2017). 

Due to the fact that possible language barriers can be easily overcome with approaching 

German students as the researchers of this study are both German, this particular country was 

considered as convenient for reaching the research purpose, besides the explained research 

gap. 

Regarding the sampling in this study one must consider that in this research it is not possible 

to obtain a sampling frame
6
 for primary research purposes due to lack of access to a complete 

list of all German students. Thus, without a sampling frame this research makes use of non-

probability sampling. To be more specific, Saunders et al. (2012) define non-probability 

sampling as sampling that is not random because not every unit has the same chance of being 

included in the sample, and emphasise that it includes components of personal reasoning 

when choosing a suitable sampling technique.  

The participants of this study were not approached directly, but the researchers gained access 

to the participants by requesting German universities to forward the weblink to the online 

survey to their students via student email or intranet. To be more specific, the two largest 

universities, by number of students, of each of the 16 federal states of Germany were 

approached to ensure a heterogeneous sample. The two largest universities were selected due 

to the great number of students which may lead to a higher response rate. In particular, 

university representatives from the faculties of law and economic studies as well as human 

resource studies were approached in order to meet their interest in the subject. By meeting the 

interest of the university representatives a higher forwarding rate was expected. Such a way of 

sampling can be referred to as judgemental sampling (Saunders et al, 2012). 

This sampling technique is suitable for reaching the purpose of the study due to the fact that it 

gives the opportunity to reach a large number of students and minimising the bias of SNS that 

may occur if the questionnaire was distributed via Facebook or other SNS. Moreover, 

students tend to make use of their student mail or the intranet regularly to stay informed 

regarding their studies which increases the possibility that students saw and participated in the 

questionnaire.  

                                                 
6
 „a complete list of all the cases in the population from which your sample will be drawn“ (Saunders et al., 

2012, p. 262). 
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Furthermore, in order to increase the chance of the universities’ willingness to forward the 

questionnaire to their students the researchers approached 28 ERASMUS partner universities 

of Högskloan Dalarna, of which eleven belong to the biggest universities of the federal states, 

asking to forward the questionnaire to their students. Regarding the partner universities the 

contact persons were members of the international office who were aware of Högskloan 

Dalarna having a connection to their university.  

Additionally, snowball sampling was implemented in order to reach the desired sample size. 

In particular, the researchers approached their friends and relatives studying at different 

universities throughout Germany who were requested to fill in the survey and forward it to 

their fellow students and so on and so forth. The major disadvantage of snowball sampling 

however is a large bias level due to probable similarities of the respondents which leads to a 

homogenous sample (Saunders et al., 2012). For this study however the researchers had 

connections to students from various federal states of Germany who participated in different 

study programmes. This may have reduced the risk of a homogenous sample and made it 

rather heterogeneous which was desired in this study.  

According to Veal (2012) the needed sample size is related to the size of the population. 

Starting from a population size of 100,000 one needs a minimum sample size of 384 for a 

confidence interval of 95%
7
. The population in this study includes all German students which 

according to Statistisches Bundesamt (2017) make a number of 2.76 million. This suggests 

that one criterion for being able to generalise the results of this study is to have a minimum 

sample size of 384 students. The researchers were not able to receive an exact number of 

students to which the survey was forwarded to due to the fact that the exact numbers of 

students reached by the faculties were unknown and moreover, because snowball sampling 

was used. Therefore, the response rate cannot be stated. 

3.3 Method and data 

The main emphasis of this research lays on primary data which is collected by a survey in 

order to reach the aim of this study. Which is the investigation of relationships between 

students’ personality traits, their attitudes towards SNS and usage of SNS for job-seeking 

purposes. The method of data collection, online survey, was chosen due to the advantages of 

low costs, time efficiency, practicability, anonymity and sustainable reasons. Moreover, a 

benefit of a survey is that it is rather objective in the data collection compared to qualitative 

                                                 
7
 Confidence interval of 95% relates to p<0.05. 
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data collection where personal contact with the respondents is required (Saunders et al., 

2012). The data of the questionnaire used in this study is collected by means of an online 

survey which is respondent completed. Although respondent completed surveys can have 

possible disadvantages such as incomplete, shady or fragmental responses, there are also 

benefits related to this type of survey. Concerning respondent completion, the design of the 

questionnaire was thought through and based on previously existing measurement scales, 

which are elaborated on in chapter 3.4 in order to ensure internal validity. For receiving valid 

answers using the respondent completed approach, the questionnaire was designed in a way 

that is easy to understand and self-explanatory as the respondent could not ask questions to an 

interviewer. A pilot study with eight participants was conducted in order to assure the 

intelligibility, articulation and comprehensibleness of the questionnaire before the final 

version of the survey was published online.  

The data collection phase started on 13 April 2017 and was stopped on 2 May 2017 which 

makes a time span of 19 days. In this period there were some public holidays such as Easter 

and International Workers’ Day. 

Moreover, secondary data was needed in order to get a broad overview of the characteristics 

of the population and was used for inspecting how the sample reflects the population. The 

secondary data was retrieved from statistical websites, such as statista and Statistisches 

Bundesamt. 

3.4 Measures 

The following three sub-chapters elaborate on the measurement scales which were chosen in 

order to apply the theoretical concepts discussed in the conceptual framework, namely 

personality traits, attitude towards SNS and use of SNS for job-seeking purposes. 

3.4.1 Personality traits 

In this study the personality traits are measured by means of the FFM dimensions as 

previously explained in the conceptual framework. There are several measurement scales 

regarding the Big Five personality traits which are used in different business studies. One of 

these measurement scales is the NEO-PI-R which was developed by Costa and McCrae in 

1992 and concentrates on the FFM and includes a total of 240 five point Likert scale 

questions in order to investigate the personality traits of the respondents (Ross et al., 2009). 

Another measurement scale for personality description is the Uni-polar Big Five Marker 
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model by Goldberg which consists of 100 items with a nine point Likert scale that examines 

the five personality factors (Saucier, 1994). Rammstedt and John (2007) developed and tested 

a ten-item short version of the Big Five Inventory (BFI) by means of both English and 

German test samples which is also referred to as the BFI-10. Due to the fact that the BFI-10 is 

relatively small it was seen as limitation of research (Rammstedt, Goldberg & Bong, 2010; 

Wang, Ho, Chan, & Tse, 2015). Furthermore, according to Rammstedt and Kemper (2011) 

the BFI-10 is rather applicable “for lower educated respondents” (p. 122). 

 

In order to ensure validity this study includes the 44-item five point Likert scale developed 

and tested by John and Srivastava (1999) which is widely used in personality research (Ryan, 

& Xenos, 2011; DeYoung, Weisberg, Quilty, & Peterson, 2013; Adalı & Golbeck, 2014). 

This scale also makes use of the BFI. The five points Likert scale rates from 1 strongly 

disagree to 5 strongly agree. Moreover, this scale is available in German and was also used in 

German context before (Lang, Lüdtke & Asendorpf, 2001). Additionally, the researchers 

selected this measurement scale because of its accuracy and in-depth assessment of 

participants’ personality (John and Srivastava, 1999). It is also worth mentioning that the 

personality traits function as independent variable (also exogenous and latent) (Blunch, 2013).  

3.4.2 Attitude towards SNS 

The next variable of this study which needs to be measured is the attitude towards SNS. This 

is measured by a 13-item seven point Likert scale adapted from Krishnan and Hunt (2015). As 

previously mentioned in the conceptual framework, attitude towards SNS includes four 

attitude components, namely confidence in SNSs, social connection, ease of use and self-

disclosure. Firstly, confidence in SNSs and social connection each include four statements. 

Secondly, ease of use is measured by three statements and lastly, self-disclosure includes two 

statements which can be found in the questionnaire matrix in appendix 1. Due to the fact that 

attitude was measured in relationship to SNS in the context of social media this measurement 

scale was chosen by the researchers. In particular, Krishnan and Hunt (2015) use the 13-item 

measurement scale to measure the relationships between attitude towards SNS and motivation 

of using SNS. For their analysis Krishnan and Hunt (2015) used the Structural Equation 

Modeling (SEM) focussing on both, attitude towards SNS as a whole variable and each of the 

attitude components separately. The advantage of using the same scale lies in the already pre-

tested and confirmed applicability (Krishnan & Hunt, 2015). One also needs to highlight that 
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attitude towards SNS functions as dependent variable in relation to personality traits and as 

independent variable in relation to use of SNS for job-seeking purposes.  

3.4.3 Use of SNS for job-seeking purposes 

In this study three different SNS are considered, namely Facebook, LinkedIn and Xing. These 

SNS were chosen because of their increasing popularity within Germany among recruiters 

(Institute for Competitive Recruiting, 2017). Use of SNS for job-seeking purposes was 

divided into three aspects namely, past use of SNS for job-seeking purposes, passive use of 

SNS for job-seeking purposes and intended use of SNS for job-seeking purposes. It is to 

highlight that the frequency of past, passive and intended use of SNS for job-seeking purposes 

were the only variable functioning as dependent variable in relation to attitude towards SNS. 

 

The frequency of past use of SNS for job-seeking purposes was measured separately for each 

of the included SNS, Facebook, LinkedIn and Xing. An excluding question was implemented 

to let only people who have ever searched for a job before answer the questions regarding past 

use of SNS for job-seeking purposes. Frequency of past use was measured by means of an 

ordinal question with answer possibilities ranging from never to daily. This measurement type 

was based on several researches in which the frequency of using social media including SNS 

in the past was measured by merely one question in the data collection (Ross et al., 2009; 

Zhong, Hardin, & Sun, 2011; Jackson & Wang, 2013; Ljepava et al., 2013; Doğan, 2016). 

 

According to Joos (2008) job-seeking can be divided into two categories, namely active and 

passive job-sseking. Active job seekers are defined as unemployed people who invest time 

and effort when looking for employment. On the other hand, the phenomenon of passive job 

seekers was established with the rise of social media including job-oriented websites as 

platforms for recruiting e.g. LinkedIn. Passive job seekers can be defined as currently 

employed people who are not actively looking for a new job but are “curious what’s out 

there” (Joos, 2008, p. 52). To be more specific, passive job seekers are attracted through 

direct job advertisements that have more to offer than their current employment e.g. larger 

salaries, promotions or a better working environment (Joos, 2008; Fait & Gravili, 2016). In 

order to measure the possible passive use of SNS for job-seeking a five point Likert scale 

question was included in the survey asking all respondents about the included SNS 

(Facebook, LinkedIn & Xing).  
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Lastly, the aspect of intended use of SNS for job-seeking purposes was measured in the same 

way as passive use of SNS for job-seeking purposes, namely with a five point Likert scale 

separately for each SNS.  

 

In regards to additional characteristics of use of the three SNS for job-seeking purposes 

questions were asked specifically to the people who have ever searched for a job before 

related to non-usage for job-seeking channels in the past and reasons for it as well as type of 

employment that was searched for (full-time, part-time, internship, student job). These 

questions were adapted to the job-seeking context from a study solely concentrating on 

general use of SNS (Saw, Abbott, Donaghey, & McDonald, 2013), because no specific job-

seeking related measurement scale was found. Saw et al. (2013) conducted their research on 

an international base, including German citizens as part of their sample. When extracting the 

findings of these chosen questions the researchers have to keep in mind that the additional 

characteristics function as control variables and for descriptive statistics whereas only 

frequency of use is included as dependent variable. 

Demographic factors are also included in the questionnaire asking for characteristics such as 

age, gender, field of study, level of study and progress of study. The questionnaire matrix of 

this study can be found in appendix 1 (including the information needed to fulfil the aim of 

this paper and the questions based on literature). 

3.5 Methods of data analysis 

This study is neither a solely descriptive type of research nor a causal one. For a causal study 

three conditions must be applicable. Firstly, there has to be a relationship between the 

variables in such a way as this independent variable is related to the dependent variable. 

Secondly, the cause must come before the effect. Thirdly, no other variable is allowed to 

interfere the relationship (Scherbaum & Shochley, 2015). Related to this study the second and 

third conditions are not met. Thus, this study is a relational research due to the fact that the 

relationship between variables is investigated. The data which was collected in this study was 

analysed by means of the statistical programme IBM SPSS Statistics and Analysis of Moment 

Structures (AMOS).  
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To begin with, this research made use of descriptive statistics on the socio-demographic 

factors of the sample, such as age, gender or field of study in order to get an overview and 

compare the sample with the population characteristics to recognise representativeness.  

In order to test for the reliability of the multi-item scales of the survey, Cronbach’s alpha was 

used. To be more specific, a score in the Cronbach’s alpha higher than 0.7 presents a large 

internal consistency of the questions (Saunders et al., 2016). However, other authors (Saleem 

& Bobak, 2005, Zhou & Benton, 2007; Setbon & Raude, 2010) however, explain that a 

Cronbach’s alpha greater than 0.6 is acceptable and indicates internal consistency. 

 

SEM was attempted by means of SPSS AMOS to analyse the collected data against the 

established model looking for co-variances among the variables and mediating effects. SEM 

describes a group of tools that can be used to conform or disprove a model about possible 

connections between concepts (Blunch, 2013). The tools were applied in order to find out 

whether there are existing connections between personality traits, attitude towards SNS and 

use of SNS for job-seeking purposes. However, SEM analysis was aborted due to time 

constraints and unsuitable data for further analysis. Therefore, the parts that were analysable 

can be found in appendix 4. SEM could not be completed. 

 

For analysing the relationship between the independent variables (personality traits & attitude 

towards SNS) and the dependent variables (attitude towards SNS & use of SNS for job-

seeking) correlation analysis was performed. Moreover, regression analyses were conducted 

to assess strength and direction of the relationships, along with significance. In particular 

multiple linear regression analysis was used for testing the null hypotheses with the 

assumption that no relationship exists between the independent and the dependent variable 

(Saunders et al., 2012). Generally speaking, a null hypothesis can be rejected and the 

alternative hypotheses can be accepted if the statistical analysis shows that the significance 

level is below the p value that was determined. The significance level which is set in this 

study is 95% which leads do a desired p value < 0.05. 

3.6 Data quality 

There are two main aspects which must be considered when trying to ensure data quality, 

namely reliability and validity. According to Veal (2006) reliability is described as “the extent 

to which research findings would be the same if the research were to be repeated at a later 
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date, or with a different sample of subjects” (p. 41). In the context of this study, this means 

that the relationships between students’ personality traits, attitude towards SNS and use of 

SNS for job-seeking purposes would stay the same or similar when the study would be 

replicated with another sample. The larger the sample size, the more likely it is for a study to 

be reliable. In this study the reliability was considered to be ensured with the sample size 

being relatively large with a number of 386 responding students. However, the researches 

must be careful with taking the results of one’s study for generally granted due to the fact that 

results are likely to vary in social sciences as social and physical aspects are frequently 

changing (Veal, 2012; Brotherton, 2015). 

 

Validity can be defined as “the extent to which the data collected truly reflect the 

phenomenon being studied” (Veal, 2006, p. 117). Firstly, face validity is described as the 

extent to which people not familiar with the theoretical background behind the topic can 

understand the questionnaire and whether it makes sense to the respondents (Saunders et al., 

2012). Regarding face validity, in order to overcome the possible concern of 

incomprehensiveness this study used simple language that can be understood by participants 

without the need for further explanation. To ensure this, the researchers made use of a pilot 

study in which the formulated questionnaire was forwarded to participants who particularly 

focused on the formulations and logic of the questionnaire and after which the questionnaire 

was improved. For the pilot study the researchers asked eight people to give their answers to 

the questions and comments to the design of the questionnaire before it was then sent to 

universities for forwarding purposes. By using a pilot study the face validity of the 

questionnaire can be improved (Saunders et al., 2012). To further increase the face validity of 

this study, the questionnaire was forwarded in German language and can be found in appendix 

3. The questionnaire being in the mother tongue of the respondents made it easier for them to 

participate as possible language barriers were overcome. 

 

Another aspect in this study which increases validity concerns the construct validity. 

Construct validity defines the “extent to which your measurement questions actually measure 

the presence of those constructs you intend them to measure” (Saunders et al, 2012, p. 668). 

In this study it means that for example the BFI with its 44 questions really measures the five 

personality traits openness, conscientiousness, extraversion, agreeableness and neuroticism. 

To ensure construct validity in this study the researchers used already developed and 
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previously tested multi-scale questions in the questionnaire. Additionally, as stated in chapter 

3.5, by using Cronbach’s alpha the validity of the multi-item scales was tested.  

Internal validity can be explained as the extent to which one can state that no additional 

variables than the one in the current study are causing the results. For example, in this study 

regarding the variables of personality traits and attitude towards SNS, one should be able to 

state that no other reasons, such as cultural background, education or social impact, are related 

to attitude towards SNS. However, one must keep in mind that this study has a limited level 

of internal validity as not all determinants related to attitude towards SNS could be included. 

Including all influencing factors would go beyond the scope of this study and was not 

possible because of time restrictions. Although limits exist regarding internal validity 

researchers attempted to strengthen it by including control variables such as age, gender, field 

of study and level of study in the research which can be seen in figure 1 and which is shown 

and explained in more detail in chapter 2.4. 

 

Lastly, external validity is described as “the extent to which the research results from a 

particular study are generalisable to all relevant contexts” (Saunders et al., 2012, p. 671). In 

this study the researchers used judgemental sampling in order to reach a relatively large 

heterogeneous sample to increase the level of external validity. Generalisability is verified by 

comparing characteristics of the sample of this study with characteristics of the general 

German population of students for example in regards to age, gender and field of study. 

3.7 Possible problems 

According to Saunders et al. (2012) ethical problems might occur when dealing with people. 

This study involved the contribution of participants filling in the questionnaire, stating their 

personal information and their opinion about certain aspects. In order to avoid ethical issues 

regarding the personal information of the participants, the introduction to the questionnaire, of 

which a translated version can be found in appendix 2, stated that all information was 

examined with care and that the questionnaire was anonymous. This was realised by means of 

using an online survey tool with which participants’ anonymity was guaranteed. The 

introduction which was shown in the beginning of the questionnaire explains the purpose of 

the study as well as the context in which it takes place and that the participation in the study is 

voluntary. Participants were informed that they could abort at any time if they wish to. 

Moreover, respondents were given the option to ask possible questions to the researchers 
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(appendix 2). Due to ethical reasons it was important to lay special attention on articulation to 

ensure that wording is not perceived as offensive in any way (Saunders et al., 2012). 

 

Furthermore, problems regarding the access of primary data might have occurred which may 

have decreased the reliability. According to Veal (2012) the most significant disadvantage 

which can occur when using the respondent completion method is a low response rate. A low 

response rate might lead to a lack of reliability in the research. Regarding this study the 

response rate however could not be measured due to the lack of knowledge about the number 

of students that received the link to the questionnaire. In order to increase the respondent rate, 

there are several aspects that had to be considered such as thoughtful design of the 

questionnaire, the accompanying letter of introduction to the surrounding of the study and 

reminder emails as follow ups. This study considered these aspects when designing and 

forwarding the questionnaire to possible participants. The researchers approached the 

participants by contacting universities throughout the country to forward the questionnaire to 

the students. A concrete problem that had to be considered was the universities’ lack of 

willingness to forward the questionnaire. This was tackled by contacting partner universities 

of Högskolan Dalarna. Eleven of the 49 contacted university representatives replied to the 

authors’ email of which eight were willing to forward the questionnaire to their students via 

student email. This makes a response rate of 16.3 percent regarding universities. As 

mentioned in chapter 3.3, snowball sampling was used additionally to gather data. By means 

of these sampling techniques 386 respondents were found who filled in the questionnaire 

completely. 

Another problem which the researchers were facing during the first week of their data 

collection phase was that many universities were not reachable due to Easter holidays which 

fell into this time. Due to this fact, the researchers started to use both sampling methods, 

snowball sampling and judgements sampling, simultaneously. 

The next limitation to keep in mind was that the questionnaire in this study was relatively 

long and took some participants up to twelve minutes to complete which may appear to be the 

reason why 16 respondents stopped answering the questionnaire before the 44 questions 

regarding their personality traits. Although the researchers were aware of this limitation, one 

cannot focus solely on reliability but validity must also be considered. 

 

The resources for the handling of the data were available for the research. To be more 

specific, the online questionnaire tool on the website www.umfrageonline.com was free for 
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students and was previously used by one of the researchers which ensured the general 

function of the programme for the purpose of this study. However, problems could have 

occurred in regards to such online programmes such as break down of the website. During the 

data collection phase no problems with the website occurred. Moreover, the statistical 

programmes to analyse the data in all needed forms, IBM SPSS Statistics and Analysis of 

Moment Structures AMOS, were available for the researchers at Dalarna University. 
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4 Findings and analysis 

This chapter presents the findings of the survey which are directly followed by an analysis of 

the results of the survey. The sample which was reached consists of 402 participants of which 

16 respondents did not complete the questionnaire until the end. This results in a number of 

386 valid responses (n = 386). 

4.1 Demographic characteristics  

Starting with the characteristics of the valid sample, table 1 below visualises a summary of 

the frequencies and percentages of gender, field of study and level of study, which were asked 

for in the survey. These will be analysed during the following paragraphs.  

 

Table 1. Frequency and percentage of gender, field of study & level of study of the sample 

                                               Gender 

Gender 

Female  

Male  

Other 

Frequency 

232 

154 

0 

% 

39.9 

60.1 

0.0 

                                               Field of study 

Field of study 

Engineering 

Linguistic and cultural studies  

Mathematics and natural science 

Medical studies  

Law and economic studies 

Social science and education  

Other subjects 

Frequency 

58 

21 

19 

18 

154 

61 

55 

% 

15 

5.4 

4.9 

4.7 

39.9 

15.8 

14.2 

                                               Level of study 

Level of study 

Bachelor 

Master 

Diploma 

Magister 

State Examination  

PhD 

Frequency 

213 

129 

12 

1 

25 

6 

% 

55.2 

33.4 

3.1 

0.3 

6.5 

1.6 

Note. n=386 

 

Firstly, participants reported their gender while answering the questionnaire. In table 1 above 

one can see that 154 (39.9 %) of the participants were male whereas 232 (60.1 %) of the 

participants were female. According to the Statistisches Bundesamt (2017) 49.7 percent of 

German students who started their studies in 2016 were female whereas 50.3% were male. 
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Here it becomes apparent that the population of German students has similar characteristics 

regarding gender ratio as the sample of this study. 

 

Another characteristic which the questionnaire accounted for was the level of current study. 

The respondents could choose one out of six possible answers according to the different levels 

which can be studied in Germany. The findings show that over half of the respondents study 

on a Bachelor level (55.2%), 33.3 percent study on a Master level, and 11.5 percent are 

studying on other levels including Diploma
8
, Magister

9
, State Examination

10
 and PhD. In 

Germany, the degree courses of Diploma and Magister were replaced by the Bachelor and 

Master studies in the last decade in order to create consistent degrees within Europe (Klug, 

Strack, & Reich, 2013) which may explain the low number of participants currently doing 

their Diploma (3.1%) and Magister (0.3%). In 2015, 58.1 percent of the 2,757,799 German 

students were studying on Bachelor level, 17.4 percent studied on Master level and the 

remaining 24.5 percent of students were doing other studies such as Diploma, Magister or 

PhD (Statista, 2017b). In comparison to the population the study sample shows similar 

findings in regards to Bachelor level students. One can further see that this study reached a 

higher percentage of Master students compared to the population and a lower amount of 

students studying on other levels. The authors assume that this can be explained by the 

snowball sampling technique used in this study which often results in a rather homogenous 

sample (Saunders et al., 2012). 

 

Regarding the fields of study the results of this survey can be compared to proportions of 

students’ study fields as described in winter semester of 2016 by the Statistical Federal Office 

of Germany (Statistisches Bundesamt, 2016). In the following the first percentage states the 

value retrieved in this study and can be seen in table 1 below whereas the percentages in 

parentheses show the percentage as from the statistical federal office: 15 percent (27%) of 

participants study engineering, 5.4 percent linguistic and cultural studies, 4.9 percent (11%) 

mathematics and natural sciences, 4.7 percent (6%) medical studies, 39.9 percent (37%) law 

and economics, 15.8 percent (12%) social sciences and education and 14.2 percent (7%) of 

the participants study other subjects. When comparing the population of German students 

                                                 
8
 Diploma is comparable to Master level. 

9
 Magister is comparable to Master level. 

10
 State Examination is Master level. 



31 

 

with the sample in this study the results seem to be similar with exception of participants 

studying engineering. 

 

Moreover, respondents (n=386) were asked to state their current age by means of a 

continuous question. Findings show that respondents’ age ranged between 18 and 55 years, 

with a mean age of 24.3. The standard deviation (SD) regarding the age is 3.8, which means 

that the age of the participants is spread out over a wide range of values. The majority of 

participants are between 19 and 29 years old, namely 94.8 percent. When comparing the 

average age of students in this study with the average age of students in Germany ranging 

between 22 and 27 one can see that the average value which was obtained in this study lays 

within the age range of the general German students. Thus, the authors believe that this makes 

the sample representative with respect to the average age.  

4.2 Use of SNS for job-seeking and attitude towards SNS  

Next to the demographic characteristics of the sample, the questionnaire included questions 

about the participants’ use of SNS.  

The questionnaire accounted for the past job-seeking behaviour by asking the respondents if 

they have ever searched for a job before and when the last time was that they were actively 

searching for a job. Here one can highlight that 14 percent of the respondents chose the option 

that they have never actively searched for a job before whereas 86 percent of the respondents 

have searched for a job in the past. Figure 2 shows the percentages of when participants most 

recently searched for a job including the total respondents’ number of 386 students. 

 

Figure 2. Most recent job-search (n=386) 

14% 3,4% 

7,8% 

14,2% 60,6% 

Last time searching for a job  

never before

more than 4 years ago

2 to 4 years ago

1 to 2 years

less than 12 months ago
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Furthermore, in the questionnaire all respondents (n=386) were asked on a five-point Likert 

scale to what extent they can imagine that a job advertisement via the SNS grabs their 

attention, even when they are currently not actively looking for a job. This question describes 

the passive use of SNS for job-seeking purposes and asked for Facebook, LinkedIn and Xing 

separately. The findings show that in relation to Facebook 46.1 percent of participants 

disagree with being attracted while not actively searching for a job, whereas 38.6 think that 

they would give attention to job offers while not actively looking for an employment 

opportunity. 15.3 percent have a neutral feeling regarding passive job-seeking via Facebook. 

The related mean is 2.82 (SD=1.335).  

In regards to LinkedIn 38.6 percent do not think that they would be attracted by a job 

passively on LinkedIn. 42.8 percent feel positively about being attracted by a job via LinkedIn 

even when not actively searching for one. Consequently, 18.7 % of the respondents neither 

agree nor disagree with the statement. The related mean is 2.90 (SD=1.454). Similar results 

are shown concerning Xing. 37.8 percent of the participants state that a job advertisement via 

Xing would not grab their attention when they are not actively searching for a job. Moreover, 

45.8% of respondents have a positive feeling regarding passive job-seeking via Xing. The rest 

of the students (16.3%) have neutral thoughts towards the statement. The related mean is 2.97 

(SD=1.505).  

 

Moreover, the students (n=386) were asked by means of a five-point Likert scale about the 

likelihood of using the SNS for job-seeking purposes in the future, measuring the computed 

variable intended use of SNS for job-seeking purposes. Over half of the respondents (66.1%) 

are rather unlikely to use Facebook for job-seeking in the future whereas 18.4 percent of the 

respondents were rather likely to further use Facebook in their job search. The related mean is 

2.36 (SD=1.068). 

LinkedIn is a SNS that would more likely be used by the participants than Facebook. 38.1 

percent are rather unlikely to use LinkedIn for job-seeking in the future. However, 42.7 

percent are more likely to use this SNS for their future career. The related mean is 2.99 

(SD=1.305). In regards to Xing, it is to highlight that compared to the other SNS the least 

number of respondents (35.4%) do not see themselves using Xing for future job-seeking. This 

might be explained by the fact that Xing is mostly operating on the German market and 

therefore perceived as more useful for German job-seekers. 47.9 percent of students have the 

feeling that it is rather likely for them to use Xing for job-seeking in the future. The related 

mean is 3.11 (SD=1.364). 
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Next, respondents who have been searching for a job before were asked about their 

experiences with SNS in job-seeking in the questionnaire. Facebook was used for job 

searching by 22.8 percent of students (n=88), LinkedIn was used by 23.3 percent of students 

(n=92) and Xing was used by 28.5 percent (n=110) of people who have searched for a job 

before (n=332). The type of employment searched for via the three SNS that are part of this 

paper can be seen in figure 3. Job search though Facebook is dominated by internships 

(30.7%) and student jobs (37.5%). However, respondents used Facebook less frequently to 

search for full-time jobs (13.6%) than compared to LinkedIn and Xing. Regarding LinkedIn 

nearly half of the participants (48.9%) searched for an internship whereas 32.6 percent 

searched for full-time employment. Lastly, Xing was also mainly used to search for full-time 

jobs (39.1%) and internships (38.2%).  

 

Figure 3. Type of employment search via SNS 

When comparing the types of jobs that were searched for via the different channels, one can 

notice that Facebook is highly used to search for student jobs compared to LinkedIn and Xing. 

These two platforms are used for rather professional job-seeking when looking for full-time 

employment. Also, the percentages of respondents looking for internships via LinkedIn and 

Xing are higher than compared to Facebook. The researchers believe that these findings can 

be explained by Facebook being a SNS highly used for private purposes while LinkedIn and 

Xing are considered as more professional SNS. This goes in line with the findings regarding 

the reasons for not using the specific SNS which are explained in more detail in chapter 5.  
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4.3 Validity and reliability 

As previously mentioned in the methodology section, Cronbach’s alpha is used to measure the 

internal validity of the measurement scales. According to Saunders et al. (2012) a Cronbach’s 

alpha with a minimum of 0.7 is considered to demonstrate internal consistency of a 

measurement concept. However, other authors such as Saleem and Bobak (2005), Zhou and 

Benton (2007), and Setbon and Raude (2010) state that already a Cronbach’s alpha higher 

than 0.6 is an indicator for internal validity. 

Due to the fact that nearly all Cronbach’s alphas display values over 0.7 with the exception of 

the concept of Agreeableness (α=0.694), all measurement scales appear to show internal 

consistency. To be more specific, the other variables indicate internal validity through the 

Cronbach’s alphas as follows: openness (α=0.809), conscientiousness (α=0.794), extraversion 

(α=0.886) and neuroticism (α=0.838). For attitude towards SNS Cronbach’s alpha shows a 

value of α=0.752. Usage of Facebook for job-seeking showed α=0.71, for LinkedIn α=0.768 

and for Xing α=0.809. Moreover, these Cronbach’s alphas are related to the original 

measurement scales. This means that no questions needed to be deleted in order to increase 

the value of the Cronbach’s alpha. 

Another aspect that was checked in order to ensure internal consistency is multicollinearity 

between independent variables (Saunders et al., 2012). This was done by linear regression. All 

variation inflation factors (VIF) were below the value threshold of 3, the highest being 1.17. 

This means the independent variables showed no collinearity (Saunders et al., 2012). 

 

Several authors, such as Matzler, Renzl, Mooradian, von Koch and Müller (2011) and 

Jayasinghe-Mudalige, Udugama and Ikram (2012), criticise the suitability of Cronbach’s 

alpha for measuring the internal validity when several factors are included in one concept. 

Due to the fact that it is argued that measuring convergent validity by means of standardised 

regression weights (SRW) and average variance extracted (AVE) and measuring internal 

consistency by construct reliability (CR) is preferable over the Cronbach’s alpha (Matzler et 

al., 2011; Jayasinghe-Mudalige et al., 2012), the researchers additionally calculated these 

values.  

The SRW are expressed by λ and should have values above 0.6 and ideally 0.7 or higher to 

indicate high item reliabilities (Matzler et al., 2011). Calculations show that at least three of 

the λ have values above 0.6, therefore are of high item reliability and thus were used for 

further research steps. 
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Calculating the AVE by adding the λ of reliable items and dividing this by the number of 

reliable items (Fernandez-Mesa, Alegre, Chiva, & Ferreras-Mendez, 2014; Hair, Tomas, Hult, 

Ringle, & Sarstedt, 2016), the following values resulted: attitude towards SNS (AVE=0.54), 

openness (AVE=0.5), conscientiousness (AVE=0.5), extraversion (AVE=0.59), agreeableness 

(AVE=0.55) and neuroticism (AVE=0.64). In order to reach convergence validity the AVE 

should show values of 0.5 or more (Matzler et al., 2011). All values of this study indicate 

positive convergent validity. 

CR was measured by using the equation shown in figure 4 below (Jayasinghe-Mudalige et al., 

2012) and resulting in the following values: attitude towards SNS (CR=0.83), openness 

(CR=0.74), conscientiousness (CR=0.77), extraversion (CR=0.85), agreeableness (CR=0.79) 

and neuroticism (CR=0.84). For internal consistency to be considered reliable CR should 

show values of 0.6 or higher and ideally 0.7 or higher (Jayasinghe-Mudalige et al., 2012). 

Analysis of this study shows good reliability with internal consistency of all measurement 

scales of the personality traits and attitude towards SNS. 

 
Figure 4. Equation to calculate Construct Reliability (CR) (Jayasinghe-Mudalige et al., 2012) 
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4.4 Relationship between personality traits and attitude towards SNS 

In order to measure a possible relationship between personality traits and attitude towards 

SNS the hypotheses H2 – H6 stating that there is a significant positive/negative relationship 

between the Big Five personality traits and a favourable attitude towards SNS are tested by 

means of correlation and regression analysis. 

4.4.1 Pearson correlation 

For the hypotheses testing, it is important to assess possible linear relationships between the 

independent variables and the dependent variables.  

Results of the Pearson correlation analysis, which is a pre-step to the multiple linear 

regression analysis, are shown in table 2, to see if there is any significant relationship between 

the personality traits and attitude towards SNS. 

 

Table 2. Pearson correlation between personality traits and attitude towards SNS (n=386) 

Personality traits  

 

Openness 

Conscientiousness 

Extraversion 

Agreeableness 

Neuroticism 

Correlation coefficient (r) 

Attitude towards SNS 
 

-0.088 

0.012 

0.051 

0.069 

   0.117** 

Sig. (2-tailed) 

 
 

0.084 

0.405 

0.160 

0.088 

0.010 

Notes. n = 386. ** p < 0.01, 2-tailed 

 

Table 2 above summarises the results of Pearson correlation analysis. From these results, it 

can be seen that the absolute values of the correlation coefficients between the personality 

traits openness, conscientiousness, extraversion, agreeableness, neuroticism and attitudes 

towards SNS are in the range of 0.0 and 0.2. According to Choudhury (2009) and Turkmen 

(2013) correlation coefficients between 0.0 and 0.1 indicate a “very weak” correlation and 

correlation coefficients between 0.1 and 0.3 indicate the correlation being “weak” (Turkmen, 

2013, p. 1011). The correlation coefficient of neuroticism is statistically significant at 0.05 

level of significance (Pearson’s r (386) = 0.117). Due to the correlation coefficient being 

below 0.3 there is a weak linear relationship between neuroticism and attitude towards SNS. 

However, the remaining correlation coefficients are not statistically significant on a 

conventional level of significance.  
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4.4.2 Multiple linear regression 

In next step, a multiple linear regression was used in order to test the hypotheses H2 - H6, i.e. 

the relationship between the personality traits and attitudes towards SNS. The main difference 

between the previous step, Pearson’s correlation coefficient, and multiple regression is that 

correlation analysis determines relation between two variables whereas regression analysis 

determines the independent variables and the dependent variables. Moreover, regression 

analysis can include other variables to see if they also have a relationship with the dependent 

variables (Sauders et al., 2012). 

 

Generally speaking, the attitude towards SNS of German students is slightly positive which 

can be seen by the mean of 4.2 from a seven point Likert scale, SD ranges between 1.3 – 1.7. 

To start with, multiple regression analysis with the dependent variable being attitude towards 

SNS and independent variables being the Big Five personality traits was run. The results of 

this multiple regression are shown in table 3. The adjusted R
2
 for this model is 0.028, which 

indicates that 2.8 percent of the variance in the dependent variable attitude towards SNS can 

be explained by the independent variables personality traits in the model.  

 

Table 3. Linear regression with attitude towards SNS as dependent variable excluding control variables 

 Unstandardised coefficient (β) Sig.  

Independent variables  

Openness  -0.180* 0.040 

Conscientiousness  0.041 0.700 

Extraversion  0.191* 0.044 

Agreeableness  0.231 0.055 

Neuroticism   0.287** 0.003 

Notes. n = 386. *p < 0.05. **p < 0.01. R
2
 = 0.028. 

 

In order to test the hypotheses H2-H6 the regression coefficients in table 3 above were 

evaluated. The null hypotheses were stated as the following: there is no significant 

relationship between personality traits and favourable attitude towards SNS. From the results 

of this analysis it is apparent that the null hypotheses regarding conscientiousness (H3) and 

agreeableness (H5) are failed to be rejected. Taking the statistically significant personality 

traits into consideration, openness, extraversion and neuroticism, this means that in respect to 

the relationship between openness and a favourable attitude towards SNS (H2 can partially be 

supported because a relationship was found (β= -0.180, p=0.040). However, the relationship 

goes in the opposite direction, namely negatively when predicted positively. Concerning H4, 
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an extraverted personality predicts a positive relationship between extraversion and a 

favourable attitude towards SNS (β=0.191, p=0.044), which leads to rejection of the null 

hypothesis and confirmation of H4. In regards to neuroticism, H6 can partially be supported 

because a significant relationship was found (β=0.287, p=0.003). However, this relationship 

points in the other direction, namely positively while the hypothesised direction was 

negatively. 

 

As stated in the conceptual framework there may be a relationship between attitude towards 

SNS and the demographic factors, such as age, gender, field of study and level of study. To 

measure this possible relationship the regression analysis was run again with the control 

variables included in the analysis. Such a step is taken in order to eliminate omitted variable 

bias (Riegg, 2008).  

 

Table 4. Multiple linear regression analysis with attitude towards SNS as dependent variable 

 Unstandardised coefficient (β) Sig.  

Independent variables  

Openness  -0.093 0.306 

Conscientiousness -0.032 0.770 

Extraversion  0.132 0.164 

Agreeableness  0.139 0.266 

Neuroticism   0.143 0.165 

Control variables  

Age -0.546** 0.000 

Gender  1.968 0.088 

Engineering
1
 -3.022* 0.048 

Linguistic and cultural studies
1
  1.468 0.519 

Mathematics and natural sciences
1
 -3.186 0.182 

Medical studies
1
 -1.292 0.668 

Social sciences and education
1
 -0.935 0.535 

Other studies
1
  0.325 0.839 

Master
2
  1.155 0.312 

Diploma
2
 -0.306 0.916 

Magister
2
  1.351 0.889 

State Examination
2
 -0.116 0.964 

PhD
2
  4.896 0.244 

Notes. n = 386. *p < 0.05. **p < 0.01. R
2
 = 0.064. 

1
In comparison to the excluded variable Law and economic studies. 

2
In comparison to the excluded variable Bachelor. 

 

In order to test the hypotheses H2-H6 in relation to the control variables, the regression 

coefficients, openness (β=-0.093, p=0.306); conscientiousness (β=-0.032, p=0.770), 
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extraversion (β=0.132, p=0.164), agreeableness (β=0.139, p=0.266) and neuroticism 

(β=0.143, p=0.165) were evaluated as shown in table 4 above.  

The results in the regression analysis are not statistically significant in either of the 

personality traits in contrary to the findings of the correlation analysis. This may appear when 

the variance that is captured by the analysis is considered as high which supplants the 

bivariate correlation (Schielzeth, 2010). The conclusion that can be drawn from this is that the 

null hypotheses regarding all personality traits (H2 – H6) are failed to be rejected because the 

significance is higher than p < 0.05. The analysis showed that the coefficients of openness, 

conscientiousness, extraversion, agreeableness and neuroticism could have occurred by 

chance alone (Saunders et al., 2012).  

 

In regards to the control variables table 4 above shows a significant negative relationship 

between age and favourable attitude towards SNS (ß= -0.546, p=0.000) which indicates that 

younger students have a more favourable attitude towards SNS. Furthermore, a significant 

negative relationship between engineering students and favourable attitude towards SNS (ß= -

3.022, p=0.048) in comparison to the excluded variable law and economic studies is 

noticeable.  

Comparing the adjusted R
2
 values of the multiple linear regression without the control 

variables (R
2
=0.028) with the adjusted R

2
 of the same regression including the control 

variables (R
2
=0.064) one can see that 3.6 percent of the variance of attitude towards SNS 

(dependent variable) can be explained by the control variables whereas 2.8 percent of the 

variance of attitude towards SNS (dependent variable) can be explained by the personality 

traits (independent variable). 

 

The regression analysis with personality traits and attitude towards SNS was made twice, 

once with and once without control variables in the analysis. The differences in results of the 

two previously described regression analyses become apparent as the unstandardised 

coefficients change from being statistically significant to statistically insignificant 

coefficients. To be more specific, firstly without control variables three significant 

coefficients were found. After the authors added the control variables in the second 

regression, two of these were shown to be significant whereas the three coefficients of 

openness, extraversion and neuroticism became insignificant. Thus, the conclusion can be 

drawn that there is omitted variable bias due to the fact that in the first model, the coefficients 
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captured the effect of the control variables, and when the variables were excluded (in first 

model), the coefficients were biased (Riegg, 2008). 

The researchers can conclude from the multiple linear regression analysis that no significant 

relationship between students’ personality traits and their attitude towards SNS is visible in 

Germany based on the sample of this study. 

4.5 Relationship between attitude towards SNS and use of SNS 

In the following paragraphs the hypothesis H1 stating that there is a significant positive 

relationship between a favourable attitude towards SNS and use of SNS for job-seeking 

purposes is tested based on the data collected through the questionnaire. 

4.5.1 Pearson correlation 

In the same manner as proceeded in the previous chapter, Pearson correlation analysis was 

performed as a pre-step of the linear regression analysis. Researchers began by analysing the 

relationship between attitude towards SNS and use of SNS for job-seeking purposes. As 

mentioned in chapter 4.2 the questionnaire accounted for the past job-seeking behaviour, 

passive job-seeking and intended job-seeking. The findings of these three questions were 

transformed into a computed variable and built the base for the variable use of SNS for job-

seeking.  

 

Table 5. Pearson correlation between attitude towards SNS and use of SNS for job-seeking 

Use of SNS for job-seeking 

 

Use of SNS for job seeking 

Use of Facebook for job seeking  

Use of LinkedIn for job seeking  

Use of Xing for job seeking  

Correlation coefficient (r) 

Attitude towards SNS 
 

  0.125* 

    0.332** 

    0.190** 

0.038 

Sig. (2-tailed) 

 
 

0.023  

0.000 

0.000 

0.452 

Notes. n = 386.*p < 0.05, 2-tailed. ** p < 0.01, 2-tailed.  

 

Results of the Pearson correlation (table 5) show absolute values of the computed variable of 

use of SNS for job seeking and use of LinkedIn for job seeking ranging from 0.1 to 0.3 

whereas the correlation coefficient of use of Facebook for job seeking is in range of 0.3 and 

0.5. According to Choudhury (2009) and Turkmen (2013) this indicates a weak correlation for 

the variables use of SNS for job seeking and use of LinkedIn for job-seeking, and a moderate 

correlation between use of Facebook for job-seeking purposes and a favourable attitude 
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towards SNS. However, the variable use of Xing for job-seeking purposes shows no 

significant correlation with attitude towards SNS which can be seen at the significance value 

of p=0.452. 

4.5.2 Multiple linear regression 

As in the previous chapter, a multiple linear regression was used for analysis. In the following 

the hypotheses H1, namely the relationship between the attitudes towards SNS and the use of 

SNS for job-seeking, is tested.  

 

Firstly, a linear regression analysis including the variables attitude towards SNS (independent 

variable), use of SNS for job-seeking (dependent variable) and control variables was run. The 

null hypothesis of H1 stated that there is no significant relationship between a favourable 

attitude towards SNS and use of SNS for job-seeking purposes. The unstandardised coefficient 

as shown in table 6 has a β of 0.031 (p=0.016). This means that there is a positive relationship 

between favourable attitude towards SNS and use of SNS for job seeking which confirms H1.  

 

Table 6. Multiple linear regression analysis with use of SNS for job-seeking as dependent variable 

 Unstandardised coefficient (β) Sig.  

Independent variables  

Attitude towards SNS  0.031** 0.016 

Control variables  

Age  0.056 0.110 

Gender  0.074 0.777 

Engineering
1
 -1.262** 0.001 

Linguistic and cultural studies
1
 -0.372 0.472 

Mathematics and natural sciences
1
 -0.954 0.145 

Medical studies
1
 -1.060 0.167 

Social sciences and education
1
 -1.108** 0.001 

Other studies
1
 -0.759* 0.047 

Master
2
  0.689** 0.012 

Diploma
2
  1.241 0.085 

Magister
2
 -0.526 0.407 

State Examination
2
 -0.179 0.874 

PhD
2
 0.056 0.110 

Notes. n = 386. **p < 0.01. R
2
 = 0.095. 

1
In comparison to the excluded variable Law and economic studies 

2
In comparison to the excluded variable Bachelor 

 

In regards to the control variables table 6 shows a significant negative relationship between 

engineering students (ß= -1.262, p= 0.001), and other studies (ß= -0.759, p=0.047) and use of 
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SNS for job-seeking. Additionally, a significant positive relationship between social sciences 

and education (ß= -1.108, p= 0.001) and use of SNS for job-seeking in comparison to the 

excluded variable law and economic studies is indicated. Moreover, a significant positive 

relationship between Master students and use of SNS for job-seeking (ß= 0.689, p= 0.012) 

can be noticed indicating that Master students used, passively use and intend to use SNS for 

job-seeking more often than Bachelor students. 

Comparing the adjusted R
2
 values of the multiple linear regression without the control 

variables (R
2
=0.062) with the adjusted R

2
 of the same regression including the control 

variables (R
2
=0.095) one can see that 3.3 percent of the variance of use of SNS for job-

seeking (dependent variable) can be explained by the control variables whereas 6.2 percent of 

the variance of use of SNS for job-seeking (dependent variable) can be explained by the 

attitude towards SNS (independent variable). 

 

Use of SNS for job-seeking purposes can be divided according to the different SNS that were 

included in this study (Facebook, LinkedIn and Xing).  

Beginning with the SNS Facebook the Pearson correlation shows r=0.332 which is significant 

at the 0.01 level, 2-tailed (p=0.000). This indicates a low linear relationship between the 

variables. The null hypothesis of H1a stated that there is no significant relationship between a 

favourable attitude towards SNS and use of Facebook for job-seeking purposes.  
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Table 7. Multiple linear regression analysis with use of Facebook for job-seeking as dependent variable 

 Unstandardised coefficient (β) Sig.  

Independent variables    

Attitude towards SNS   0.086** 0.000 

Control variables    

Age -0.041 0.282 

Gender  0.031 0.919 

Engineering
1
 -0.816 0.051 

Linguistic and cultural studies
1
  0.189 0.761 

Mathematics and natural sciences
1
 -0.402 0.542 

Medical studies
1
 -0.545 0.513 

Social sciences and education
1
  0.655 0.110 

Other studies
1
  0.741 0.086 

Master
2
  0.325 0.302 

Diploma
2
  0.923 0.254 

Magister
2
 -3.366 0.207 

State Examination
2
  0.285 0.687 

PhD
2
 -1.076 0.353 

Notes. n = 386. **p < 0.01. R
2
 = 0.120 

1
In comparison to the excluded variable Law and economic studies 

2
In comparison to the excluded variable Bachelor 

 

The multiple linear regression analysis of the attitude towards SNS as independent variable 

and the use of Facebook for job seeking as dependent variable (table 7) resulted in an 

unstandardised coefficient β of 0.086 (p=0.000). This result indicates that there is a positive 

relationship between favourable attitude towards SNS and use of Facebook for job seeking 

which leads to the confirmation of H1a   

 

The control variables related to the use of Facebook for job-seeking purposes shows 

insignificance due to the fact the values are higher than p=0.05.  

Comparing the adjusted R
2
 values of the multiple linear regression without the control 

variables (R
2
=0.108) with the adjusted R

2
 of the same regression including the control 

variables (R
2
=0.120) one can see that only 1.2 percent of the variance in use of Facebook for 

job-seeking (dependent variable) can be explained by the control variables whereas 10.8 

percent of the variance in use of Facebook for job-seeking (dependent variable) can be 

explained by the attitude towards SNS (independent variable). 

 

The second SNS that was analysed in relation to attitude towards SNS (independent variable) 

was LinkedIn. The correlation regarding LinkedIn (Pearson’s r=0.190) is significant at the 
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0.01 level, 2-tails shown in table 8 below. This indicates a slight linear relationship between 

the variables.  

 

The null hypothesis of H1b says that there is no significant relationship between a favourable 

attitude towards SNS and use of LinkedIn for job-seeking purposes.  

The unstandardised coefficient in table 8 below points out a β of 0.069 (p=0.000). This means 

that there is a slight positive relationship between favourable attitude towards SNS and use of 

LinkedIn for job seeking and H1b can be confirmed. 

 

Table 8. Multiple linear regression analysis with use of LinkedIn for job-seeking as dependent variable 

 Unstandardised coefficient (β) Sig.  

Independent variables  

Attitude towards SNS  0.069** 0.000 

Control variables  

Age  0.080 0.060 

Gender -0.139 0.672 

Engineering
1
 -0.736 0.105 

Linguistic and cultural studies
1
 -1.309 0.053 

Mathematics and natural sciences
1
 -1.040 0.146 

Medical studies
1
 -2.158** 0.017 

Social sciences and education
1
 -2.390** 0.000 

Other studies
1
 -1.535** 0.001 

Master
2
  0.980** 0.004 

Diploma
2
 -1.259 0.152 

Magister
2
 -4.572 0.115 

State Examination
2
 -1.657* 0.032 

PhD
2
  0.271 0.829 

Notes. n = 386. *p < 0.05. **p < 0.01. R
2
 = 0.033. 

1
In comparison to the excluded variable Law and economic studies 

2
In comparison to the excluded variable Bachelor 

 

Regarding the control variables in analysis regarding LinkedIn the multiple linear regression 

showed five significant relationships. One can highlight that Master students have a 

significantly positive relation to using LinkedIn for job-seeking compared to Bachelor 

students. Regarding the multiple linear regression analysis of LinkedIn the adjusted R
2
 for this 

displays a value of 0.033, showing that 3.3 percent of the variance in use of LinkedIn for job-

seeking (dependent variable) can be traced back to the attitude towards SNS (independent 

variable). 
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The third SNS that was correlated and regressed with attitude towards SNS (independent 

variable) was Xing. The SNS Xing showed no significant correlation with attitude towards 

SNS (Pearson’s r=0.038, p=0.452). Having no significant correlation means that there is a 

random relationship between attitude towards SNS and the use of Xing for job-seeking 

purposes. Therefore, regression analysis with this variable showed no significance (table 9). 

The null hypothesis of H1c states that there is no significant relationship between a favourable 

attitude towards SNS and use of Xing for job-seeking purposes and is failed to be rejected.  

 

Table 9. Multiple linear regression analysis with use of Xing for job-seeking as dependent variable 

 Unstandardised coefficient (β) Sig.  

Independent variables  

Attitude towards SNS  0.023 0.163 

Control variables  

Age  0.136** 0.003 

Gender -0.141 0.685 

Engineering
1
 -1.921** 0.000 

Linguistic and cultural studies
1
 -3.119** 0.000 

Mathematics and natural sciences
1
 -3.108** 0.000 

Medical studies
1
 -3.038** 0.002 

Social sciences and education
1
 -2.917** 0.000 

Other studies
1
 -3.175** 0.000 

Master
2
  0.736* 0.044 

Diploma
2
 -0.679 0.468 

Magister
2
 -3.945 0.201 

State Examination
2
 -1.666* 0.043 

PhD
2
  0.222 0.868 

Notes. n = 386. *p < 0.05. **p < 0.01. R
2
 = 0.233. 

1
In comparison to the excluded variable Law and economic studies 

2
In comparison to the excluded variable Bachelor 

 

Many control variables in the multiple regression analysis with use of Xing for job-seeking 

show a significant relationship. This explains the adjusted R
2
 of the analysis including the 

control variables being relatively higher (R
2
=0.233) than the adjusted R

2
 of the same analysis 

without the control variables included (R
2
=0.001). Analysis shows that 23.2 percent of the 

variance in use of Xing for job-seeking (dependent variable) can be explained by the control 

variables whereas 0.1 percent of the variance in use of Xing for job-seeking (dependent 

variable) can be explained by the attitude towards SNS (independent variable). 
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To sum up the authors can conclude that there are significant relationships between attitude 

towards SNS and the computed variable use of SNS for job-seeking purposes, the variable use 

of Facebook for job-seeking purposes and the variable use of LinkedIn for job-seeking 

purposes. No significant relationship between attitude towards SNS and the use of Xing for 

job-seeking purposes was found. 

 

Due to the fact that three factors were included in this study namely, personality traits, attitude 

towards SNS and use of SNS for job-seeking purposes one may think of the possibility of 

mediation effect. By the findings of this study attitude towards SNS does not appear to 

arrange as a mediation variable which is explained in more detail in appendix 5. 
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5 Discussion  

This chapter intends to reflect on the findings and analysis of the study in connection to the 

secondary data (e.g. data retrieved from Statista or Statistisches Bundesamt) mentioned in the 

research design and the theoretical aspects described in the conceptual framework. 

Furthermore, limitations of this study are described and suggestions for future research are 

given.  

 

None of the personality traits showed a statistically significant relationship to attitude towards 

SNS in general. Comparing these results to previous research, one can see that the results of 

this study differ to a substantial extent (Ross et al., 2009; Moore, & McElroy 2012; Al-

Baghlani and Al Tabbaa, 2014). It became evident that personality traits are not the major 

factor that influence the attitude of German students towards SNS in general. As the greatest 

difference between this study and previously conducted ones lies in the cultural context, it 

suggests itself that this might be the reason for the difference. In Germany, people are rather 

conservative when it comes to disclosing personal information (Beuker, 2016). Therefore, a 

general aversion towards disclosure of personal information online might be grounded rather 

on the culture than personality traits. The results suggest that personality traits are a minor 

driver on attitude towards SNS and that other, unconsidered, factors have greater effects. This 

is indicated by the low R
2
 of 0.064 and shows that the internal validity of the study is rather 

low. 

In matters of control variables, age was found to have a significant influence on the attitude 

towards SNS in general. To be more specific, it was found that the younger the participant the 

more positive was the attitude towards SNS. This finding may be explained by the external 

factors that affect people, meaning that in todays’ time, people are growing up with internet 

access and social media and tend to have a rather positive attitude towards SNS inherently 

(Warmerdam et al., 2015). When it comes to the different fields of study, engineering students 

were found to have a more negative attitude towards SNS. A specific reason for this cannot be 

provided, but this result may be related to the fact that engineering students tend to be more 

technology-oriented than others and therefore might tend to have a more advanced and 

reflected opinion on SNS, being aware of the risks that these platforms contain besides its 

benefits. 
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The second research question asked for the relationship between attitude towards SNS and 

actual use of it for the specific purpose of job-seeking. There is a correlation between the two 

variables and regression analysis showed a weak but significant relationship between them, 

meaning that attitude influences actual use of SNS for job-seeking. These findings for the 

German context support and expand the existing literature, which found a positive 

relationship between a favourable attitude and general use of SNS for job-seeking (Jackson & 

Wang, 2013; Al-Baghlani & Al Tabbaa, 2014; Rauniar et al., 2014). 

Facebook seems to be seen as a less probable possibility to stumble across a job 

advertisement, both passively and in the future when compared to LinkedIn and Xing. 

Partially, the respondents provided reasons such as the aversion of disclosing personal 

information online, feeling unsecure about using this channel for job-seeking or the missing 

activity of employers they are interested in on Facebook. Only 4.4 percent answered that they 

do not own a user account for this SNS, which goes in line with the reviewed literature that 

the greatest part of students owns a Facebook profile (Ljepava et al., 2013). 

A possible explanation for the unlikelihood to be interested in job advertisements published 

on Facebook might be the fact that most of the respondents who did not use Facebook in the 

past, provided the reason that they perceive this channel as being unprofessional and therefore 

did not use it for their job-seeking but only for private purposes. When looking at the types of 

job that were searched for through Facebook, the aspect of professionality might explain why 

it was mostly used for internships and student jobs, if it was used at all. The answers indicate 

that for permanent employment positions, students prefer to search through channels that are 

regarded as reputable and professional. However, another important reason may also be that 

the majority of respondents were undergraduates (n=213), which could mean that they mostly 

do not search for permanent positions yet but are rather interested in short term employment 

such as the mentioned internships and student jobs in order to gain experience or stock up 

their budget. 

In contrast to this, LinkedIn is much less popular in general, as 79.4 percent of people who 

did not use it for job-seeking stated that they do not own a user account. Of the students who 

have been searching for a job before LinkedIn was mostly used to find full-time employment 

or internships. Non-use of this channel was mostly reasoned by the missing user accounts, 

non-awareness of the possibility and the perception that this SNS should be used if one seeks 

employment in an international context. Some participants reasoned their non-use with the 

opinion that they perceive LinkedIn as a rather internationally oriented SNS and most of the 

students are searching for a job inland. This might explain the inferior popularity. Lack of 
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reputation did not seem to be a problem. As the SNS seemed to be perceived as more 

reputable and considering that still the majority of the population consists of undergraduates, 

it is only coherent that full-time employment (32.6 %) and internships (48.9%) make the 

greatest share of types of employment that were searched for through LinkedIn. The factor of 

reputation could also explain why participants showed a much greater likelihood for intended 

use in the future (42.7%) compared to Facebook (18.4%). 

Xing was the most used SNS for job-seeking in the past and is most likely to be used 

passively and in the future. Apart from that the results are very similar to LinkedIn. Of those 

students who used Xing in the past, it was mostly used to find either full-time employment 

(39.1%) or internships (38.2%). As was assumed for LinkedIn, the reason may be the traced 

back to the progress of study. Reasons why these options were the most clicked may be the 

perceived reliability of this network and the life stage that the participants are currently in. 

 

It was also found that there are differences between the attitude and actual use of SNS related 

to some of the control variables. Regardless the field of study, all students show a rather 

negative relationship with use of SNS for job-seeking. However, in regards to Facebook and 

LinkedIn only engineering, social sciences and other fields of study the relationships are 

significant. Students of law and economics showed the best values for use of SNS for job-

seeking. It seems logical that professional networks such as LinkedIn and Xing in general are 

more used by corporate professionals and students of these fields than of others (Hempel, 

2010; Giordano & Giordano, 2011). The same reasoning goes for the analysis of the separate 

channels, except for Xing, where all fields of study shows a significantly negative relation to 

use of Xing for job-seeking, with the exemption of law and economics students. Still, the 

reason for this might be the same: the majority of users are or will be corporate professionals. 

When looking at the levels of study, it became apparent that Master students show a more 

positive intention to use the different channels than students of Bachelor programmes. This is 

valid for all regression analyses regarding use of SNS for job-seeking, except for Facebook. 

Students from State Examination programmes show significant negative values for this 

respect. When looking at the previous paragraph stating that especially students of law and 

economics use the different channels, it becomes clear why State Examination students show 

negative values. Since the introduction of the Bachelor and Master system at universities, 

only few of the old study programme types remained. State Examination programmes are 

mostly offered for students of medical studies and education, which are fields of study that 
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are, according to Giordano and Giordano (2011) as well as Hempel (2010) rather not present 

on professional SNS. 

Regarding the different channels in particular null hypotheses of H1a and H1b could be 

rejected. Regression analyses showed slight relationships between attitude and these two 

channels. However, for Xing (H1c) the null hypothesis was failed to be rejected, meaning that 

there seems to be no relationship between use of Xing for job-seeking and attitude towards 

SNS. The results cannot be put into context with other literature as Xing is a SNS that is 

mostly used in Germany, and studies as this one have not been conducted in the German 

context, yet. The fact that regression analysis did not show a significant relationship between 

attitude towards SNS and use of Xing might be explained with the progress of study that the 

majority of students made so far. There is a significant positive relationship between level of 

study and use of it and as the biggest part of the population consisted of undergraduates, the 

missing significance between attitude and use may be explained by this circumstance. In 

general, besides gender all control variables influenced the use of Xing for job-seeking. This 

shows that attitude is not a driver for use of Xing. Another possible reason might be the 

perception that this SNS is supposed to be used by professionals only and not by students. 

However, if the website or mobile app is checked, Xing offers a lot of articles that are of 

interest for students as well as vacancies of different employment types from various 

companies throughout the whole country. 

 

Finally, the collected data suggests that even though there are some relationships existing 

between the researched variables, the connections are not strong enough to derive suggestions 

for a more customised approach to the use of SNS for recruiting in the sense that analysts or 

recruiters could direct their recruitment precisely to the people who hold the traits that the 

organisation wants their prospective employee to hold. The existing relationships between the 

examined variables are, if existing, very weak or weak which means that personality traits can 

differ a lot, but the effect on attitude will not necessarily be noteworthy. Attitude can vary as 

well, but the effect on the actual use of the researched SNS for job-seeking purposes will be 

slight. Therefore, this paper cannot provide suggestions or implications for more customised 

recruitment strategies in Germany, but suggests to keep the channels broad and focus on 

improving selection strategies. 
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5.1 Limitations of the research 

Regarding the information that was asked for in the questionnaire, some people may perceive 

the demanded answers as personal and could tend to present themselves in a way which they 

would like to be seen in and not necessarily in a way that would be close to reality. Or they 

might really think that their personality has some certain characteristics, which are perceived 

differently by their environment. This limitation was tried to be reduced by ensuring the 

participants that their answers are anonymous and cannot be traced back to them to make 

them comfortable in giving honest answers. 

 

At first AMOS could not run the Confirmatory Factor Analysis (CFA) with modification 

indices or calculate the standardised root mean square residual. The programme reasoned this 

with the absence of some data in the SPSS file. As rows and columns were checked for 

missing data by means of Excel, the authors could not report any missing data. A possible 

explanation for this error warning may be the fact that participants of the survey were shown 

different questions, depending on answers from previous questions. Therefore, some 

questions are marked as not answered. However, this is correct, as the participant were not 

supposed to answer them. The questionnaire matrix in appendix 1 shows the questions where 

depending on the participants answer, the follow-up question would differ. In order to solve 

this problem, respondents who were not shown the conditional questions were taken out of 

the SPSS file which lead to the new number of participants n=332. However, as the authors 

tried to move to the structural model, AMOS reported another error notification which 

prohibited data imputation and in return the analysis of the structural model. 

Due to the fact that the SEM could not be performed completely, the authors decided to abort 

the process and switch to simple linear regression and multiple linear regression for data 

analysis. Regression analyses were run and were based on the Cronbach’s alphas (which 

showed internal consistency of measurement scales), AVE and CR. 

5.2 Suggestions for future research  

SEM seems to be a generally suitable method to perform a research with an aim as in this 

study, because the aim was to explain covariance between the variables of personality traits, 

attitude towards SNS and use of the specific SNS for job-seeking purposes and confirm 

existing and approved theories for the German context and check for a mediating effect (Hair, 

Ringle, & Sarstedt, 2011). Therefore, similar research should be conducted with less time 
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constraints and a broader scope to ensure that there is enough time to respecify the models 

until they show a good fit and find supporting or refuting evidence, but also to include more 

variables to increase internal consistency 

 

The findings of this study show that the relationship between personality traits and attitude 

towards SNS is not as expected from the reviewed literature and as it was found in other 

cultural contexts. This leads to the train of thought that other factors may have a stronger 

influence on German students’ attitude towards SNS than their personality traits. Thus, further 

research is suggested in form of qualitative research to identify the factors that influence the 

attitude towards SNS of this particular target group. Moreover, such qualitative research could 

explore the perception of people in regards to SNS in general and further in relation to use of 

SNS for job seeking purposes in order to find out if online recruiting via SNS is a suitable 

option for businesses in Germany. The new insights could then be further researched with a 

quantitative approach. 

 

If researchers can get access to young professionals, future study regarding the matter of this 

paper on them might be advisable as Skeels and Grudin (2009) suggest, as this population 

might show more significant results. 

Lastly, longitudinal studies among generation Z
11

 might be worth considering when people of 

this generation enter the labour market. Results could differ from this study as people 

belonging to generation Z grew up in a time were SNS were already established and therefore 

might show different attitude and use.  

                                                 
11

Generation Z describes a cohort of people that were born in the years between 1995 and 2010 (Scholz, 2012). 
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6 Conclusion 

In this last chapter a conclusion is given related to the findings, analysis and discussion of this 

research which convene opinions of a sample of 386 German students. This study focused on 

answering the two research questions “To what extent do German students’ personality traits 

influence their attitude towards SNS?” and “To what extent does German students’ attitude 

towards SNS influence their use of SNS for job-seeking?”. 

 

According to the collected data, the first research question can be answered as follows: There 

is no statistically significant relationship between the German students’ personality traits, 

openness, conscientiousness extraversion, agreeableness and neuroticism, and their attitude 

towards SNS. This does not go along with results of previous studies conducted in countries 

such as U.S. and Great Britain. Therefore, the authors believe that the main reason for the 

differences in results is the cultural context in which this study was performed compared to 

the other research as Germans are said to be rather self-conscious when disclosing personal 

information. Moreover, in the context of German students other factors appear to have more 

impact on attitude towards SNS than personality traits. 

 

Furthermore, this study analysed the relationship between German students’ attitude towards 

SNS and their use of SNS for job-seeking purposes. The collected data implied that there is a 

relationship between these variables. To be more specific, the analysis showed a weak 

positive relationship between favourable attitude towards SNS and the computed variable use 

of SNS for job-seeking which leads to the conclusion that the null hypothesis related to H1 

can be rejected. Additionally, there is a moderate positive relationship between favourable 

attitude towards SNS and use of Facebook for job seeking which confirms H1a. Next, findings 

of this research show that there is a weak positive relationship between favourable attitude 

towards SNS and use of LinkedIn for job seeking and H1b is confirmed. The null hypothesis 

of H1c says that there is no significant relationship between a favourable attitude towards SNS 

and use of Xing for job-seeking purposes and is failed to be rejected. Answering the second 

research question one can say that there is a weak to moderate relationship between attitude 

towards SNS and use of SNS for job-seeking purposes. 

 

It can be seen that the demographic factor gender did not have any significant impact on 

attitude towards SNS or use of SNS for job-seeking purposes. However, control variables 
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such as age, field of study, and level of study showed some significant relationships. Here one 

can emphasise that the younger the participants the more positive their attitude Moreover, 

Master students show a more positive intention to use the different channels than students of 

Bachelor programmes and German students of law and economics reached the most positive 

value for use of SNS for job-seeking in comparison to the other fields of study.  

 

To put it in a nutshell, in the German context at this moment in time, based on this study, it 

occurs that there is no significant relationship between personality traits and attitude towards 

SNS, and between personality traits and use of SNS for job-seeking purposes. Many recruiters 

named soft skills such as personality and attitudes as being acknowledged in hiring-decision, 

next to experience and education. Choosing their recruiting channels, specific SNS 

(Facebook, LinkedIn, Xing), on the basis of personality traits businesses desire from their 

future staff is not advised in regards to the results of this study. However, authors make the 

suggestion to make this decision, based on the type of job that they are hiring for, amongst 

other factors. To be more specific, this research found that job seekers rather trust Xing and 

LinkedIn and see them as reputable SNS whereas Facebook is considered to be suitable for 

searching for internships and students jobs but is rather unprofessional and therefore less used 

to find full-time employment. Therefore, the authors recommend to use professional SNS 

such as LinkedIn and Xing when they are searched for full-time employees additionally to 

other recruitment channels and to include Facebook in their recruitment tools when they 

advertise student jobs or internships. 
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Appendix 

Appendix 1 Questionnaire matrix 

Information needs  Type of questions  Questionnaire questions  Authors  

Control Variables 

Socio-demographic factors 

Age Continuous question 1. How old are you?  

Gender Nominal  

- male 

- female 

- other 

2. I am:  

Field of study  Nominal 

- engineering 

- linguistic and 

cultural studies 

- mathematics 

and natural 

sciences 

- medical studies 

- law and 

economic 

studies  

- social science 

and education 

- other 

3. What is your field of 

study? 

Statista 

(2017b) 

 
Statistisch-

es 

Bundesamt 

(2016) 

Level of study Nominal  

- Bachelor  

- Master 

- Diploma 

- Magister 

- State 

Examination 

- PhD 

4. What level does your 

current study have? 
 

Al-

Baghlani 

& Al-

Tabbaa 

(2014) 

 

Progress of study Continuous question 5. For how many 

semesters have you been 

studying in your field? 
 

Al-

Baghlani 

& Al-

Tabbaa 

(2014) 
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Attitude towards SNS 

Attitude  Seven-point Likert 

scale: 

 

1= Disagree totally  

2= Disagree strongly 

3= Disagree a little 

4= Neither agree nor 

disagree 

5= Agree a little 

6= Agree strongly 

7= Agree totally 

6. To what extent do you 

agree with the following 

statements regarding 

yourself? 

1. I feel awkward when 

communicating on a SNS 

(R) 

2. I feel apprehensive 

about communicating 

through a SNS (R) 

3. The lack of nonverbal 

cues (such as eye contact, 

facial expression, etc.) in a 

SNS makes me 

uncomfortable (R) 

4. I am afraid to voice my 

opinion when interacting 

with others on a SNS (R) 

5. If I stopped using SNSs, 

I think I would probably 

lose contact with many of 

my friends 

6. I would communicate 

less with my friends if I 

couldn’t talk with them 

online 

7. Without SNSs, my 

social life would be 

drastically different 

8. If I couldn’t 

communicate through a 

SNS, I would feel “out of 

the loop” with my friends 

9. One thing I like about 

SNS is that I can still post 

a message when others 

aren’t available to talk on 

the phone 

10. When life gets busy, 

SNSs are a great way to 

communicate efficiently  

11. I enjoy communicating 

through an SNS 

12. I feel like I can be 

more open when I am 

communicating on an SNS 

13. It is easy to disclose 

Krishnan 

and Atkin 

(2014), 

 

Krishnan 

and Hunt 

(2015) 

 

 



72 

 

personal information on a 

SNS 

Use of social media 

General employment  

 

If this question is 

answered with No, 

participants are 

immediately directed to 

question 12 

 

Nominal  

- Yes  

- No 

7.Have you ever searched 

for a job before? 

Al-

Baghlani 

and Al-

Tabbaa 

(2014) 

If question 7 is answered 

with Yes 

Ordinal 

- Less than 12 

months ago 

- 1 to 2 years ago 

- 2 to 4 years ago 

- More than 4 

years ago 

8.When was the last time 

you were searching for a 

job?  

 

Frequency of use for              

job-seeking 

(Facebook/LinkedIn/Xing

) 

Ordinal 

- Never 

- Less than once 

a month 

- Monthly  

- Weekly  

- Daily 

9.How often do you use 

Facebook/LinkedIn/Xing 

for job-seeking when 

searching for a job ? 

 

(This question will be 

asked separately for each 

SNS) 

Ross et 

al. 

(2009),  

 

Zhong, 

Hardin 

and Sun 

(2011),  

 

Jackson 

and Wang 

(2013),  

 

Ljepava 

et 

al..2013 

 

Doğan 

(2016) 

If question 9 is answered 

with Never  

 

(separately for each SNS) 

Nominal (multiple 

answer question) 

- I don’t have an 

account  

- I wasn’t aware 

of the 

possibility  

- I feel 

10.Why have you not 

used 

Facebook/LinkedIn/Xing 

for job-seeking before?  

 

(This question will be 

asked separately for each 

SNS) 
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uncomfortable 

to use this SNS 

for job-seeking 

- The companies 

that I am 

interested in 

don’t use this 

channel  

- I don’t like the 

thought of 

uploading 

personal 

information 

such as my CV 

on SNS 

- Other  

 

If question 10 is answered 

with Other 

Open question  If you selected ‘other’, 

please specify your 

reasons. 

 

If question 9 is answered 

with anything else than 

Never 

 

(separately for each SNS) 

Nominal  

- Full-time job  

- Part-time job 

- Internship  

- Student job 

- Other 

11.What kind of 

employment have you 

mostly searched for via 

Facebook/LinkedIn/Xing

?  

 

(This question will be 

asked separately for each 

SNS) 

 

Passive job search  

 

If question 7 is answered 

with No, participants are 

directly forwarded to this 

question 

Five-point Likert scale 

  

1= Disagree strongly 

2= Disagree a little 

3= Neither agree nor 

disagree 

4= Agree a little 

5=Agree strongly 

12. To what extent do 

you agree with the 

following statement? 

 

I can imagine that a job 

advertisements via SNS 

grabs my attention, even 

when I am currently not 

actively looking for a job 

 

 

Likelihood future use  

 

Five-point Likert scale  

 

1= not likely at all 

2= not likely 

3= partly/ partly not  

4= likely 

13. How likely are you to 

use/ keep using SNS to 

search for a job in the 

future? 
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5= very likely 

Personality traits 

Personality traits  Five-point Likert scale: 

 

1= Disagree strongly 

2= Disagree a little 

3= Neither agree nor 

disagree 

4= Agree a little 

5=Agree strongly 

14. How well do the 

following statements 

describe your 

personality? 

 

I see myself as someone     

who… 

 

1. Is talkative  

2. Tends to find fault with 

others (R) 

3. Does a thorough job  

4. Is depressed, blue  

5. Is original, comes up 

with new ideas  

6. Is reserved (R) 

7. Is helpful and unselfish 

with others  

8. Can be somewhat 

careless (R) 

9. Is relaxed, handles 

stress well (R) 

10. Is curious about many 

different things  

11. Is full of energy  

12. Starts quarrels with 

others (R) 

13. Is a reliable worker  

14. Can be tense  

15. Is ingenious, a deep 

thinker  

16. Generates a lot of 

enthusiasm 

17. Has a forgiving nature 

18. Tends to be 

disorganized (R) 

19. Worries a lot 

20. Has an active 

imagination 

21. Tends to be quiet (R) 

22. Is generally trusting 

23. Tends to be lazy (R) 

24. Is emotionally stable, 

not easily upset (R) 

25. Is inventive 

26. Has an assertive 

John and 

Srivastav

a (1999) 

 

German 

translatio

n from:  

Lang, 

Lüdtke 

and 

Asendorp

f (2001) 
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personality 

27. Can be cold and aloof 

(R) 

28. Perseveres until the 

task is finished 

29. Can be moody 

30. Values artistic, 

aesthetic experiences 

31. Is sometimes shy, 

inhibited (R) 

32. Is considerate and kind 

to almost everyone 

33. Does things efficiently 

34. Remains calm in tense 

situations (R) 

35. Prefers work that is 

routine (R) 

36. Is outgoing, sociable 

37. Is sometimes rude to 

others (R) 

38. Makes plans and 

follows through with them 

39. Gets nervous easily 

40. Likes to reflect, play 

with ideas 

41. Has few artistic 

interests (R) 

42. Likes to cooperate 

with others 

43. Is easily distracted (R) 

44. Is sophisticated in art, 

music or literature 
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Appendix 2 Translated introduction and ending text for the questionnaire  

 

Dear participant, 

 

Are you currently studying and can imagine working in Germany? If yes, then we need 

you! 

 

We, Laura and Julie, are writing our Master’s thesis at Dalarna University in Sweden 

about “Social Networking Sites as an opportunity for personnel recruitment in 

Germany” for which we are collecting data and need your help! 

 

The research objective is to find out to what extent personality and attitude towards 

SNS influence the behaviour for job-seeking via SNS and how employers/recruiters can 

adapt their recruiting strategies accordingly. 

 

We would be very happy if you would devote approximately 10 minutes to answer our 

questionnaire. Your data will of course be anonymous, kept in confidence and not be 

forwarded or disclosed to any third party. 

 

You can pause the survey any time and continue at a later stage or abort it by closing the 

browser window without giving any reasons. 

 

Thank you in advance for your participation! 

 

Laura und Julie 

 

 

Thank you very much for your support! 

 

We would be very happy if you would forward this survey to your fellow students. If 

you have any questions or comments, send them to h16julmu@du.se and we will be 

glad to respond to them. 
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Appendix 3 German questionnaire 

 

Liebe/r Teilnehmer/in, 

 

bist du Student/in und kannst Dir vorstellen in Deutschland zu arbeiten? Dann brauchen 

wir Dich! 

 

Wir, Laura und Julie, von der Dalarna University in Schweden führen im Rahmen 

unserer Masterarbeit eine Datenerhebung zum Thema „Soziale Netzwerke als 

Möglichkeit der Personalbeschaffung in Deutschland“ durch und brauchen Deine Hilfe! 

 

Ziel der Erhebung ist es herauszufinden, inwieweit Persönlichkeit und Einstellung 

gegenüber sozialen Netzwerken das Verhalten für die Jobsuche auf sozialen 

Netzwerken beeinflussen und wie Arbeitgeber/Recruiter ihre Personalsuche 

dementsprechend anpassen können. 

 

Wir würden uns sehr freuen, wenn Du dir ungefähr 8 Minuten Zeit nimmst um unseren 

Fragebogen auszufüllen. Deine Angaben werden selbstverständlich anonymisiert, 

vertraulich behandelt und nicht an Dritte weitergegeben. Du kannst die Umfrage 

jederzeit unterbrechen und zu einem späteren Zeitpunkt fortsetzen oder sie durch 

Schließen des Browserfensters ohne Angabe von Gründen vorzeitig beenden. 

 

Für Deine Teilnahme bedanken wir uns im Voraus ganz herzlich! 

 

Laura und Julie 

 

Wie alt bist du? * 
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Ich bin: * 

 männlich 

 weiblich 

 anderes 

Was ist deine Studienrichtung? * 

 Ingenieurwissenschaften 

 Sprach- und Kulturwissenschaften 

 Mathematik, Naturwissenschaften 

 Medizin (Human- und Veterinärmedizin/ Gesundheitswissenschaften) 

 Rechts- und Wirtschaftswissenschaften 

 Sozialwissenschaften/ Sozialwesen/ Psychologie/ Pädagogik 

 andere 

Ich bin zurzeit: * 

 Bachelorstudent/in 

 Masterstudent/in 

 Diplomstudent/in 

 Magisterstudent/in 

 Staatsexamensstudent/in 

 Doktorand/in 

In welchem Fachsemester befindest Du dich? * 
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Block I von III 

 

Einstellung zu sozialen Netzwerken (wie z.B. Facebook) 

Inwiefern treffen die folgenden Aussagen auf Dich zu? * 

  
trifft gar 

nicht zu 

trifft 

nicht zu 

trifft 

eher 

nicht zu 

teils-

teils 

trifft 

eher zu 
trifft zu 

trifft 

völlig zu 

1. Ich fühle mich unwohl bei der 

Kommunikation in einem sozialen 

Netzwerk 
       

2. Ich habe Bedenken über soziale 

Netzwerke zu kommunizieren        

3. An sozialen Netzwerken stört 

mich das Fehlen von nonverbaler 

Kommunikation (Blickkontakt, 

Mimik etc.) 

       

4. Ich habe Angst, meine Meinung 

zu äußern, wenn ich mit anderen in 

einem sozialen Netzwerk 

interagiere 

       

5. Ich glaube, dass ich zu vielen 

Freunden den Kontakt verlieren 

würde, wenn ich keine sozialen 

Netzwerke mehr nutzen würde 

       

6. Ich würde weniger mit meinen 

Freunden kommunizieren, wenn 

ich nicht online mit ihnen sprechen 

könnte 

       

7. Ohne soziale Netzwerke würde 

sich mein soziales Leben erheblich 

verändern 
       

8. Wenn ich nicht durch ein 

soziales Netzwerk kommunizieren 

könnte, würde ich mich von 

meinen Freunden ausgegrenzt 

fühlen 

       

9. Ein Vorteil von sozialen 

Netzwerken ist, dass ich anderen 

Nachrichten senden kann, auch 

wenn sie gerade telefonisch nicht 

erreichbar sind 

       

10. Soziale Netzwerke sind eine 

gute Möglichkeit effizient zu 

kommunizieren 
       

11. Ich kommuniziere gerne über 

soziale Netzwerke        

12. Ich habe das Gefühl, dass ich 

offener sein kann, wenn ich in 

einem sozialen Netzwerk 

kommuniziere 

       

13. Es fällt mir leicht, persönliche 

Informationen über ein soziales 

Netzwerk preiszugeben 
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Block II von III 

 

Nutzung von sozialen Netzwerken für die Arbeitssuche 
 

Arbeitssuche bezieht sich auf verschiedene Beschäftigungverhältnisse, wie z.B. 

Vollzeit, Teilzeit, Nebenjob, Praktikum etc. 

Hast Du schon einmal nach einem Beschäftigungsverhältnis gesucht? * 

 ja 

 nein 

 

Wann hast Du das letzte Mal nach einem Beschäftigungsverhältnis gesucht? * 

 vor weniger als einem Jahr 

 vor 1 bis 2 Jahren 

 vor 2 bis 4 Jahren 

 vor mehr als 4 Jahren 

 

 

 

Als Du auf Jobsuche warst bzw. wenn Du auf Jobsuche bist, wie oft hast Du Facebook 

dafür genutzt/nutzt Du es? * 

 nie 

 weniger als einmal pro Monat 

 monatlich 

 wöchentlich 

 täglich 
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Aus welchem Grund hast Du Facebook bisher nicht für die Arbeitssuche genutzt? * 

Mehrfachauswahl möglich 

 Ich habe keinen Nutzeraccount für dieses Netzwerk 

 Ich war mir dieser Möglichkeit nicht bewusst 

 Ich fühle mich unsicher dabei Facebook für die Arbeitssuche zu benutzen 

 Die Firmen, an denen ich interessiert bin, verwenden diesen Kanal nicht 

 Ich möchte ungern persönliche Informationen online stellen 

 andere Gründe 

Falls du andere Gründe ausgewählt hast, bitte nenne sie hier: 

 

Welche Art von Beschäftigung hast Du bisher hauptsächlich über Facebook gesucht? * 

 Vollzeitstelle 

 Teilzeitstelle 

 Praktikum 

 Nebenjob 

 andere 

 

 

 

Als Du auf Jobsuche warst bzw. wenn Du auf Jobsuche bist, wie oft hast Du LinkedIn 

dafür genutzt/nutzt Du es? * 

 nie 

 weniger als einmal pro Monat 

 monatlich 

 wöchentlich 

 täglich 
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Aus welchem Grund hast Du LinkedIn bisher nicht für die Arbeitssuche genutzt? * 

Mehrfachauswahl möglich 

 Ich habe keinen Nutzeraccount für dieses Netzwerk 

 Ich war mir dieser Möglichkeit nicht bewusst 

 Ich fühle mich unsicher dabei LinkedIn für die Arbeitssuche zu benutzen 

 Die Firmen, an denen ich interessiert bin, verwenden diesen Kanal nicht 

 
Ich möchte ungern persönliche Informationen wie z.B. meinen Lebenslauf online 

stellen 

 andere Gründe 

Falls du andere Gründe ausgewählt hast, bitte nenne sie hier: 

 

Welche Art von Beschäftigung hast Du bisher hauptsächlich über LinkedIn gesucht? * 

 Vollzeitstelle 

 Teilzeitstelle 

 Praktikum 

 Nebenjob 

 andere 

 

 

 

Als Du auf Jobsuche warst bzw. wenn Du auf Jobsuche bist, wie oft hast Du Xing dafür 

genutzt/nutzt Du es? * 

 nie 

 weniger als einmal pro Monat 

 monatlich 

 wöchentlich 

 täglich 
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Aus welchem Grund hast Du Xing bisher nicht für die Arbeitssuche genutzt? * 

Mehrfachauswahl möglich 

 Ich habe keinen Nutzeraccount für dieses Netzwerk 

 Ich war mir dieser Möglichkeit nicht bewusst 

 Ich fühle mich unsicher dabei Xing für die Arbeitssuche zu benutzen 

 Die Firmen, an denen ich interessiert bin, verwenden diesen Kanal nicht 

 
Ich möchte ungern persönliche Informationen wie z.B. meinen Lebenslauf online 

stellen 

 andere Gründe 

Falls du andere Gründe ausgewählt hast, bitte nenne sie hier: 

 

Welche Art von Beschäftigung hast Du bisher hauptsächlich über Xing gesucht? * 

 Vollzeitstelle 

 Teilzeitstelle 

 Praktikum 

 Nebenjob 

 andere 

 

 

Inwiefern trifft die folgende Aussage auf Dich zu? 

 

Ich kann mir vorstellen über soziale Netzwerke auf Jobmöglichkeiten aufmerksam zu 

werden, selbst wenn ich gerade nicht aktiv auf Arbeitssuche bin * 

  
trifft gar nicht 

zu 

trifft eher 

nicht zu 
teils-teils trifft eher zu trifft völlig zu 

Facebook      

LinkedIn      

Xing      

Wie wahrscheinlich ist es, dass Du in Zukunft die folgenden sozialen Netzwerke nutzt 

um einen Job zu finden? * 
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völlig 

unwahrscheinlich 

eher 

unwahrscheinlich 

teils-

teils 

eher 

wahrscheinlich 

extrem 

wahrscheinlich 

Facebook      

LinkedIn      

Xing      

 

Du hast es fast geschafft! Dies ist die letzte Seite der Umfrage. 

 

Block III von III 

 

Persönlichkeit 

 

 

Inwiefern treffen die folgenden Aussagen auf Dich zu? 

 

Ich sehe mich selbst als jemand, der... * 

  
trifft gar 

nicht zu 

trifft 

eher 

nicht zu 

teils-teils 
trifft 

eher zu 

trifft 

völlig zu 

1. gesprächig ist, sich gerne unterhält 
     

2. dazu neigt, andere zu kritisieren 
     

3. Aufgaben gründlich erledigt 
     

4. deprimiert, niedergeschlagen ist 
     

5. originell ist, neue Ideen entwickelt 
     

6. eher zurückhaltend und reserviert ist 
     

7. hilfsbereit und selbstlos gegenüber anderen ist 
     

8. etwas achtlos sein kann 
     

9. entspannt ist, sich durch Stress nicht aus der Ruhe 

bringen lässt      

10. vielseitig interessiert ist 
     

11. voller Energie und Tatendrang ist 
     

12. häufig in Streitereien verwickelt ist 
     

13. zuverlässig und gewissenhaft arbeitet 
     

14. leicht angespannt reagiert 
     

15. tiefsinnig ist, gerne über Sachen nachdenkt 
     

16. begeisterungsfähig ist und andere mitreißen kann 
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17. nicht nachtragend ist, anderen leicht vergibt 
     

18. dazu neigt, unordentlich zu sein 
     

19. sich viele Sorgen macht 
     

20. eine lebhafte Vorstellungskraft hat, phantasievoll 

ist      

21. eher still und wortkarg ist 
     

22. anderen Vertrauen schenkt 
     

23. bequem ist und zur Faulheit neigt 
     

24. ausgeglichen ist, nicht leicht aus der Fassung zu 

bringen      

25. erfinderisch und einfallsreich ist 
     

26. durchsetzungsfähig und energisch ist 
     

27. sich kalt und distanziert verhalten kann 
     

28. nicht aufgibt ehe die Aufgabe erledigt ist 
     

29. launisch sein kann, schwankende Stimmungen 

hat      

30. künstlerische und ästhetische Eindrücke schätzt 
     

31. manchmal schüchtern und gehemmt ist 
     

32. rücksichtsvoll und einfühlsam zu anderen ist 
     

33. effizient arbeitet 
     

34. ruhig bleibt, selbst in angespannten Situationen 
     

35. routinemäßige und einfache Aufgaben bevorzugt 
     

36. aus sich herausgeht, gesellig ist 
     

37. schroff und abweisend zu anderen sein kann 
     

38. Pläne macht und diese auch durchführt 
     

39. leicht nervös und unsicher wird 
     

40. gerne Überlegungen anstellt, mit Ideen spielt 
     

41. nur wenige künstlerische Interessen hat 
     

42. sich kooperativ verhält, Zusammenarbeit dem 

Wettbewerb vorzieht      

43. leicht ablenkbar ist, nicht bei der Sache bleibt 
     

44. sich gut in Musik, Kunst und Literatur auskennt 
     

 

______________________________________________________________________ 
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Vielen Dank für Deine Unterstützung! 

 

Wir würden uns freuen, wenn Du die Umfrage auch an Deine Kommilitoninnen und 

Kommilitonen weiterleitest. 

 

Falls Du Fragen oder Anmerkungen hast, melde Dich gerne bei uns unter 

h16julmu@du.se. 

 

 

 

 

 

  

mailto:h16julmu@du.se


87 

 

Appendix 4 SEM 

4.1 Structural equation modeling 

SEM consists of different steps which will be explained in the following. 

Simultaneously, the researchers will present the outcomes of the different steps. The 

first step was the establishment of a theoretical model which is based on relevant 

theories (Nunkoo & Ramkissoon, 2011). This model was already created in chapter 2 

and visualised in figure 1.  

When testing the model, the authors controlled the complete data set for missing data in 

rows, for unengaged responses and outliers (data screening). In total, 402 participants 

started the survey, but only 386 completed it. This means that 16 participants aborted. 

However, the remaining 386 filled in the questionnaire completely, leaving no missing 

data in the data set. After this, unengaged responses were checked for. Unengaged 

responses are complete questionnaires which show very low to no variance in their 

responses. A common rule of thumb to check for this aspect is the SD in responses. If 

the SD is lower than 0.5, the data or response is recommended to not be used by 

researchers as no variance cannot show any relations or effects between different 

factors. The lowest SD in the data set is 0.77, which is sufficient for analysis. Outliers 

on continuous variables were checked for by means of a scatterplot and already 

mentioned in chapter 4.1. The one outlier that is 55 years old was decided to not be 

dropped from the data set as there is no pressuring reason that could justify a drop out. 

 

After data screening variable screening follows, which includes missing data in 

columns and skewness and kurtosis. There were no data missing in any columns after 

the 16 people who aborted the survey were taken out from the data set. It was checked 

for skewness and kurtosis with SPSS and Excel. Values were ranging between -2 and 

+2, which is accepted by literature and showing that the data fell into a normal 

distribution (Blunch, 2013). 

After screening, researchers should perform an exploratory factor analysis (EFA), if the 

researchers did not establish a priori hypotheses about the factors of the variables (Finch 

& West, 1999). If there are no hypotheses that can guide the researchers through the 

testing of their model, EFA is recommended to be used when scales are newly 

developed (Finch & West, 1999). In this study, the authors only made use of already 

existing and pre-tested scales, which means that there was no need to perform EFA. 
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The variable screening is followed by testing of the measurement model, which can be 

done by Confirmatory Factor Analysis (Nunkoo & Ramkissoon, 2011). The collected 

data from the sample needs to be confirmed by a specified model (Nunkoo & 

Ramkissoon, 2011). This can be done with SEM software, such as AMOS. In the 

measurement model, the relationships between unobserved or latent variables (LV) and 

observed or measured variables (MV) is examined. LVs are variables which cannot be 

measured directly, that is why researchers make use of the relationship between MVs 

and LVs. At first, one model was developed, including all three channels for use of job-

seeking and all three types of use (past, passive, future use). As the programme did not 

allow to run the analysis with the model as it was at that time, it was split into three. For 

each of the SNS channels, the authors designed one measurement model. A 

visualisation of them can be found in appendix 4.2. 

In all three models covariance-values between the different LV were low, meaning that 

validity issues are improbable. As the model was established based on academic 

literature, factor loadings among personality traits are accepted as they are, even if they 

partially show rather low values. Regarding the different channels of SNS for job-

seeking purposes, only one of the nine factors in total showed a loading smaller than 0.5 

(past use of Facebook for job-seeking: 0.47). Literature suggests to drop out indicators 

if the factor loading is lower than 0.4, because the higher the value the stronger the 

indication that a LV is actually associated with the factor (Stevens, 2009). Therefore, all 

factors were kept for further analysis. 

Then, model fit was checked for on all three models, suggesting rather unacceptable 

values. At this point, the authors will not go into detail about the scores, as the tables 

can be found in appendix 4.3 and the model was changed during the research. Blunch 

(2013) suggested to report Chi-square, Root Mean Square Error of Approximation 

(RMSEA) and Confirmatory Fit Index (CFI). 

 

As the indices were not strong, the authors adjusted the model to achieve better fit. To 

ensure reliability and validity of the models, AVEs CRs were calculated as was 

mentioned already (AVEs ≥ 0.5 and CR ≥ 0.7). Therefore, this aspect will not be 

discussed again. However, due to the poor model fit and occurring problems in the 

AMOS programme, the authors decided to change the model in accordance to the 

calculated AVE scores and to include only answers of those participants in the analysis 
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who were shown all the questions of the questionnaire and therefore answered all the 

questions. This means, the authors deleted all MVs from the model that were not 

included in the AVE and CR calculation and decreased the number of participants to 

n=332. A visualisation of the adjusted models can be found in appendix 4.4. 

 

In the next step, common method bias (CMB) was checked for to be sure that the 

dataset was not biased by anything external to the measures. Podsakoff MacKenzie, 

Lee, and Podsakoff (2003) name several possible reasons for CMB, e.g. when the 

“predictor and criterion variables are obtained from the same source or rater, whereas 

others are produced by the measurement items themselves, the context of the items 

within the measurement instrument, and/or the context in which the measures are 

obtained” (p. 881). If a study faces CMB, the greatest part of variation in responses can 

be traced back to a single factor. When collecting data through only one method, like 

the authors of this paper did, there is a risk for response bias affecting the responses 

(Podsakoff et al., 2003). Thus, testing for CMB was the next step. One possible method 

to do this is using a common latent factor (CLF) which will be added to the model and 

connected to every MV in the model. The aim of this step is to calculate the usual 

variance between all MVs, comparing them and if the variance is greater than 0.2, the 

CLF will be kept in the model when composites are imputed from factor scores. 

Testing if the measurement models’ shared variance across all the factors differs 

significantly from zero was needed. This can be done by comparing the Chi-square of 

the unconstrained model and the Chi-square of the constrained model with constraints 

to zero. As three measurement models were developed, three CMB-tests were 

performed, one for each model and the Chi-square of the unconstrained common 

method factor model was compared to the one the fully zero-constrained common 

method factor model. As iteration limits were reached with the current model, standard 

errors in regression weights was checked for in AMOS. As Ease of Use showed SE 

above 1, it was taken out from the model regarding LinkedIn. Running the model again 

showed that the iteration problem could be fixed. CMB-tests were performed and the 

outcomes can be seen in the tables below. 
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Difference test of Chi-squares for the model regarding Facebook 

  Chi-square df p-val Invariant? 

Overall Model         

Unconstrained 331,3 207     

Fully constrained 406,445 231     

Number of groups   2     

     Difference 75,145 24 0,000 NO 

Chi-square Thresholds       

90% Confidence 334,01 209     

     Difference 2,71 1 0,100   

95% Confidence 335,14 209     

     Difference 3,84 1 0,050   

99% Confidence 337,93 209     

     Difference 6,63 1 0,010   

 

 

Difference test of Chi-squares for the model regarding LinkedIn 

  Chi-square df p-val Invariant? 

Overall Model         

Unconstrained 267,533 186     

Fully constrained 356,367 209     

Number of groups   2     

     Difference 88,834 23 0,000 NO 

Chi-square Thresholds       

90% Confidence 270,24 187     

     Difference 2,71 1 0,100   

95% Confidence 271,37 187     

     Difference 3,84 1 0,050   

99% Confidence 271,17 187     

     Difference 6,63 1 0,010   
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Difference test of Chi-Square for the model regarding Xing 

  Chi-square df p-val Invariant? 

Overall Model         

Unconstrained 330,251 207     

Fully constrained 417,2 231     

Number of groups   2     

     Difference 86,949 24 0,000 NO 

Chi-square Thresholds       

90% Confidence 332,96 208     

     Difference 2,71 1 0,100   

95% Confidence 334,09 208     

     Difference 3,84 1 0,050   

99% Confidence 336,89 208     

     Difference 6,63 1 0,010   

 

Shared variance was significant as can be seen from the p value in the table above 

regarding Facebook. The difference between the degrees of freedoms was substantially 

different from zero, which is evidenced by the p value, meaning that there is a lot of 

shared variance. Due to the existing significant shared variance the CLF was retained. 

This means that the unconstrained CLF will be kept in the model if factor scores are 

imputed. 

Low standardised regression weights were tried to be improved by changing the 

constraints. This had no effect. Trying to take out problematic items led to an iteration 

number higher than 49 and therefore to ‘incorrect results’ as AMOS reported. However, 

the measures that were in the model were CMB corrected as far as possible. The process 

was repeated for the models relating use of SNS for job-seeking to LinkedIn and Xing. 

The tables Difference test of Chi-squares for the model regarding LinkedIn and 

Difference test of Chi-Square for the model regarding Xing show the differences of the 

Chi-squares. 

After CMB tests the final measurement model fit followed which retained the CLF. 

Deleting MVs lead to a significantly increased model fit, as can be seen in appendix 4.5. 

Values of Chi-square (Facebook: 1.593; LinkedIn: 1.438; Xing: 1.595), RMSEA 

(Facebook: 0.040; LinkedIn: 0.036; Xing: 0.042 with PCLOSE of 0.963/ 0.993/ 0.931) 

and CFI (Facebook: 0.951 LinkedIn: 0.961; Xing: 0.946) suggested good model fit 

(Blunch, 2013).  

As the CLF was retained in the model, data imputation needed to be performed. 



92 

 

When trying to impute the data, AMOS showed an error notification, not allowing this 

step. The authors were not able to solve this problem in the given time frame. Due to 

these time constraints and the fact that correlation and multiple linear regression 

analyses were performed and provided sufficient information to answer the research 

questions, the authors decided to abort the SEM. 

After data imputation, the structural model would have been set up. “The structural 

model is the hypothetical model that prescribes relationships among LVs and their 

observed variables, together with the direct arcs connecting them, and the disturbance 

error for the variables” (Nunkoo & Ramkissoon, 2011, p. 10). For this paper, three 

models would have been designed. However, as the SEM was aborted, the models could 

not be designed. In appendix 4.6 a visualisation of an exemplary model can be found, 

containing the CLF, showing the models in the stage before the actual structural model 

could have been set up. If the models would have been set up, outliers using Cook’s 

distance and multicollinearity would have been checked for between independent 

variables to ensure internal consistency using linear regression (Saunders et al., 2012). 

From this step on, control variables would have been included in the following analyses 

an. 
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4.2 Measurement models  

4.2.1 Measurement model Facebook 
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4.2.2 Measurement model LinkedIn 
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4.2.3 Measurement model Xing 
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4.3 Model fit indices 

4.3.1 Model Fit Summary Facebook 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 174 3253,833 1203 ,000 2,705 

Saturated model 1377 ,000 0 
  

Independence model 51 8013,901 1326 ,000 6,044 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model ,594 ,552 ,699 ,662 ,693 

Saturated model 1,000 
 

1,000 
 

1,000 

Independence model ,000 ,000 ,000 ,000 ,000 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model ,067 ,064 ,069 ,000 

Independence model ,114 ,112 ,117 ,000 
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4.3.2 Model Fit Summary LinkedIn 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 174 3270,758 1203 ,000 2,719 

Saturated model 1377 ,000 0 
  

Independence model 51 8091,698 1326 ,000 6,102 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model ,596 ,554 ,700 ,663 ,694 

Saturated model 1,000 
 

1,000 
 

1,000 

Independence model ,000 ,000 ,000 ,000 ,000 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model ,067 ,064 ,070 ,000 

Independence model ,115 ,113 ,118 ,000 
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4.3.3 Model Fit Summary Xing 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 174 3287,888 1203 ,000 2,733 

Saturated model 1377 ,000 0 
  

Independence model 51 8164,322 1326 ,000 6,157 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model ,597 ,556 ,701 ,664 ,695 

Saturated model 1,000 
 

1,000 
 

1,000 

Independence model ,000 ,000 ,000 ,000 ,000 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model ,067 ,064 ,070 ,000 

Independence model ,116 ,113 ,118 ,000 
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4.4 Adjusted measurement models 

4.4.1 Adjusted measurement model Facebook 
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4.4.2 Adjusted measurement model LinkedIn 
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4.4.3 Adjusted measurement model Xing 
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4.5 Model Fit Indices CMB corrected 

4.5.1 Model Fit Summary Facebook CMB corrected 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 112 287,570 187 ,000 1,538 

Saturated model 299 ,000 0 
  

Independence model 46 2298,884 253 ,000 9,086 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model ,875 ,831 ,952 ,933 ,951 

Saturated model 1,000 
 

1,000 
 

1,000 

Independence model ,000 ,000 ,000 ,000 ,000 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model ,040 ,031 ,049 ,963 

Independence model ,156 ,150 ,162 ,000 
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4.5.2 Model Fit Summary LinkedIn CMB corrected 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 113 267,533 186 ,000 1,438 

Saturated model 299 ,000 0 
  

Independence model 46 2363,930 253 ,000 9,344 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model ,887 ,846 ,963 ,947 ,961 

Saturated model 1,000 
 

1,000 
 

1,000 

Independence model ,000 ,000 ,000 ,000 ,000 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model ,036 ,026 ,046 ,993 

Independence model ,159 ,153 ,165 ,000 
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4.5.3 Model Fit Summary Xing CMB corrected 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 117 330,251 207 ,000 1,595 

Saturated model 324 ,000 0 
  

Independence model 48 2553,655 276 ,000 9,252 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model ,871 ,828 ,947 ,928 ,946 

Saturated model 1,000 
 

1,000 
 

1,000 

Independence model ,000 ,000 ,000 ,000 ,000 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model ,042 ,034 ,051 ,931 

Independence model ,158 ,152 ,164 ,000 
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4.6 Example of the model before setup of structural model
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Appendix 5 Mediation analysis 

5.1               Relationship between personality traits and use of SNS for job-seeking 

Based on the literature in chapter 2.3 one could also hypothesise that there is a 

significant relationship between personality traits and use of SNS for job-seeking 

purposes is tested based on the findings accounted from the questionnaire. To be more 

specific, five hypotheses could be drawn analogous from existing literature as the 

following: 

 

H7a: There is a significant positive relationship between Openness and use of SNS for 

job-seeking purposes among German students. 

 

H7b: There is a significant negative relationship between Conscientiousness and use of 

SNS for job-seeking purposes among German students. 

 

H7c: There is a significant positive relationship between Extraversion and use of SNS for 

job-seeking purposes among German students. 

 

H7d: There is a significant negative relationship between Agreeableness and use of SNS 

for job-seeking purposes among German students. 

 

H7e: There is a significant negative relationship between Neuroticism and use of SNS 

for job-seeking purposes among German students. 

 

5.2 Pearson correlation 

The last Pearson correlation analysis that was computed as a pre-step of the linear 

regression analysis in this study analyses the relationship between personality traits and 

use of SNS for job-seeking purposes. As mentioned in chapter 4.2 the questionnaire 

accounted for the past job-seeking behaviour, passive job-seeking and intended job-

seeking of three SNS, i.e. Facebook, LinkedIn and Xing. The computed variable use of 

SNS for job-seeking was taken and builds the base for this correlation.  
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Pearson correlation between personality traits and use of SNS for job-seeking 

Personality traits 

 

Openness  

Conscientiousness 

Extraversion 

Agreeableness 

Neuroticism  

Correlation coefficient (r) 

Use of SNS for job-seeking 
 

 -0.061 

 0.052 

 0.044 

0.029 

-0.111* 

Sig. (2-tailed) 

 
 

0.268 

0.343 

0.429 

0.602 

0.043 

Notes. n = 386.*p < 0.05, 2-tailed.  

 

From the results shown in the table above, it can be seen, that the absolute values of the 

correlation coefficients between the personality traits openness, conscientiousness, 

extraversions, agreeableness, neuroticism and use of SNS for job-seeking are in the 

range of 0.0 and 0.2. The correlation coefficient of neuroticism is statistically significant 

at 0.05 level of significance (Pearson’s r(386)= -0.111) which indicates a weak negative 

relationship towards use of SNS for job-seeking purposes (Choudhury, 2009 & 

Turkmen, 2013). The remaining correlation coefficients are not statistically significant 

on a conventional level of significance.  

5.3 Multiple linear regression 

 

In order to test the hypotheses H7a-e in relation to the control variables, the regression 

coefficients, openness (β=-0.012, p=0.516); conscientiousness (β=0.005, p=0.837), 

extraversion (β=0.002, p=0.920), agreeableness (β=0.013, p=0.609), neuroticism (β=-

0.042, p=0.056) were evaluated as shown in the table below.  

From the results of the regression analysis the authors can analyse that the coefficients 

are not statistically significant in either of the personality traits. The conclusion which 

can be drawn from this is that the null hypotheses regarding all personality traits (H7a-e) 

are failed to be rejected because the significance is higher than p < 0.05.  
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Multiple linear regression analysis with use of SNS for job-seeking as dependent variable 

 Unstandardised coefficient (β) Sig.  

Independent variables  

Openness  -0.012 0.516 

Conscientiousness 0.005 0.837 

Extraversion 0.002 0.920 

Agreeableness 0.013 0.609 

Neuroticism  -0.042 0.056 

Control variables  

Age 0.028 0.348 

Gender 0.160 0.511 

Engineering
1
 -1.163** 0.000 

Linguistic and cultural studies
1
 -0.196 0.683 

Mathematics and natural sciences
1
 -0.744 0.140 

Medical studies
1
 -0.635 0.319 

Social sciences and education
1
 -1.128** 0.000 

Other studies
1
 -0.647 0.055 

Master
2
 0.657** 0.007 

Diploma
2
 0.956 0.122 

Magister
2
 0.574 0.778 

State Examination
2
 -0.448 0.411 

PhD
2
 0.071 0.936 

Notes. n = 386. **p < 0.01. R
2
 = 0.071. 

1
In comparison to the excluded variable Law and economic studies. 

2
In comparison to the excluded variable Bachelor. 

 

In regards to the control variables, the table above shows a significant negative 

relationship between engineering students and use of SNS for job-seeking (ß= -1.163, 

p=0.000) and between social sciences and education studies and use of SNS for job-

seeking (β=-1.128, p=0.000) in comparison to the excluded variable law and economic 

studies. Furthermore, is noticeable that there is a significant positive relationship 

between Master students and use of SNS for job-seeking (ß=0.657, p=0.007) in 

comparison to Bachelor students. 

Comparing the adjusted R
2
 values of the multiple linear regression without the control 

variables (R
2
=0.005) with the adjusted R

2
 of the same regression including the control 

variables (R
2
=0.071) one can see that 6.6 percent of the variance of use of SNS for job-

seeking (dependent variable) can be explained by the control variables whereas 0.5 

percent of the variance of use of SNS for job seeking (dependent variable) can be 

explained by the personality traits (independent variable). 
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5.4 Mediation effect 

In the conceptual framework, chapter 2, one can notice that there are three main 

variables involved in this study. This leads to the question whether a mediation effect of 

one of the variables functioning as independent variables occurs. Mediation can be 

defined as “effect of an exposure on an outcome through a mediator” ((Huang & Pan, 

2016, p. 402).  

 

In this particular study attitude towards SNS may have the function of a mediator due to 

the fact that it appearance may have influence on the relationship between the 

independent variable (personality traits) and the dependent variable (use of SNS for job-

seeking purposes, as visualised in the figure below.  

 

 

 

The figure includes two models, firstly the mediator in the model is excluded and the 

second model included the mediator. The numbers at the path ways show the β 

coefficients of the regression analysis between each variables without the control 

variables. Path c’ displays the β coefficient of personality traits in the multiple linear 

regression analysis with the mediator functioning as second independent variable.  
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When comparing path c with path c’ it appears that there is no mediation effect, 

meaning that attitude towards SNS does not function as mediator in this study. In order 

for a mediation effect to appear the difference in the β coefficients of path c and path c’ 

must be significantly dissimilar (Huang & Pan, 2016). However, as can be seen in the 

figure above the β coefficient of path c (β=-0.005) and the β coefficients of path c’ (β=-

0.007) are highly similar. 

 


