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SAMMANFATTNING 

Platsannonser är medveten kommunikation från arbetsgivare med avsikten att framförallt locka 

nya medarbetare, men fungerar även som marknadsföring av den rekryterande organisationen. I 

platsannonser är efterfrågan på personliga egenskaper hos den som ska anställas ett vanligt 

förekommande fenomen. Dessa egenskaper är av intresse i denna studie.  

”Personliga egenskaper i platsannonser” är en kvantitativ innehållsanalysstudie av platsannonser 

från media och kommunikationsområdet där förekomsten av efterfrågade personliga egenskaper 

är vad som analyseras. Studien syftar till att belysa hur platsannonser kan ses som strategiska i sin 

kommunikation i form av att efterfråga personliga egenskaper. Hur denna efterfråga ser ut och 

om det finns någon skillnad mellan storstad och landsbygd i Sverige kommer utredas.  

För att ta reda på vilka personliga egenskaper som efterfrågas oftast utformades ett 

kodningsschema och 654 platsannonser samlades in från Arbetsförmedlingen 

jobbförmedlartjänst Platsbanken. De 20 mest efterfrågade egenskaperna från dessa genomgick 

sedan ett chi2-test för att se om det fanns någon statistisk signifikant skillnad mellan kommuner i 

storstad och landsbygd eftersom storlek på kommun kan ha betydelse för hur arbetet utförs.   

Teorierna som studien baseras på är strategisk kommunikation och femfaktorteorin eller big five 

teorin som den heter som den heter på engelska. Dessa teorier visar på varför en platsannons kan 

ses som strategisk kommunikation och hur personlighet utgör en aspekt i rekryteringsprocessen. 

Femfaktorteorin bygger på att människans personlighet bygger på de fem faktorerna. Dessa 

faktorer består av adjektiv som beskriver personlighet, såsom t.ex. ansvarsfull, nyfiken och 

noggrann Alla människor har mer eller mindre av dessa faktorer.  

Studiens resultat visar att vissa personliga egenskaper efterfrågas mer frekvent än andra och från 

ett femfaktorteoretiskt perspektiv är vissa av dess faktorer mer förekommande än andra. Vilket i 

sin tur pekar på att platsannonser är strategisk kommunikation. Det fanns skillnader mellan 

storstad och landsbygd i vilka egenskaper som efterfrågas men likheterna var fler än olikheterna.  

Den vanligaste personliga egenskapen som efterfrågades i det insamlade materialet var 

strukturerad. Denna egenskap tillhör personlighetsfaktorn samvetsgrannhet. Att inneha mer av 

faktorn samvetsgrannhet är en bra indikation på framtida yrkesmässiga lycka, nöjdhet och 

prestation.   

Nyckelord: Platsannonser, storstad & landsbygd, strategisk kommunikation, femfaktorteorin, chi2.  

 



ABSTRACT 

Job classifieds are communication from employers to mainly attract to employees, but they also 

function as marketing of the recruiting organisation. In job classifieds are the request for personal 

characteristics of the possible new recruit frequently occurring. These characteristics are of 

interest in this study.  

“Personal characteristic in job listings” is a quantitative content analysis of job classifieds from 

the media and communication sector in Sweden, were the frequency of requested personal 

characteristics are analysed. The aim of the study is to illustrate how job classifieds can be seen as 

strategic in their communication in the form of requesting personal characteristics. How it is 

requested and if there is any difference between urban and rural municipalities in Sweden will be 

investigated. 

In order to establish which personal qualities are being requested most frequently, a coding 

scheme was designed and 654 job classifieds were collected from the Swedish public employment 

service. The 20 most requested characteristics then underwent a chi-square test to verify if there 

was any statistically significant difference between municipalities in urban and rural areas.  

The theories from which the study is based on are strategic communication and the big five 

theory. These theories support the study in why a job classified can be seen as strategic 

communication and how personality is an aspect in the recruitment process. The big five theory 

is based on that human personality is based on these big five factors. These factors consist of 

adjectives describing personality, such as e.g. Responsible, Curious and Careful All people have 

more or less of these factors. 

The result of the analysis reveals that some personal characteristics are more frequently requested 

than others and from a big five theoretical perspective, some of the factors are more requested 

than others. Which in turn indicates that job classifieds are strategic communication. There were 

differences between the urban and rural municipalities and the countryside in which personal 

characteristics that are requested, but the similarities were more striking than the differences. 

The most common requested personal characteristic in the collected data, was structures. This 

personal characteristic belongs to the big five factor conscientiousness. Having more of the 

factor conscientiousness is a good predictor in future vocational happiness, satisfaction and 

performance.  

Keywords; Job classifieds, urban & rural municipalities, strategic communication, big five theory, chi-square  
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1. INTRODUCTION 

“We are looking for you who are communicative, creative and solution oriented. You get things done, thrive in a 

coordinating role in helping where needed. Furthermore, you are an analytical, structured person with commitment 

and own inner drive. In order to succeed in the role, we see that you are extrovert, have the ability to create trust 

and you can work with different people and appreciate co-operation. We will attach great importance to your 

personal characteristics” 

From a job classified published at Platsbanken (7/3-2019, my translation) 

This is an example on how a job ad can be constructed. The creator of the ad speaks to you and 

creates an image of how you should be as a person, this is done by asking for personal 

characteristics. How employers’ express descriptions of personal characteristics as desirable traits 

as a type of strategic communication in the recruitment process is the main focus of this study. 

The example above shows how employers request personal characteristics in a job ad from the 

media and communication sector, although this is a common feature in job ads in general. The 

communication is conscious, deliberate and tells the reader how she or he should be but also 

something about how the employer works. 

Employees are vital for organisations short- and long-term success. Recruiting the right 

employees is an important strategy for organisations, not only because employees conduct the 

everyday work but also since they are representatives when not working in interactions such as 

talking with friend and families (Mills, 2002). Searching for employment and applying for jobs is 

something most of us do one or several times during our life.  

The focus in this study is the media and communication sector. Due to technology more services 

today are Internet based, with media and communication being advanced in this regard. Media is 

something, we all do in Sweden, in one way or the other (Davidsson, Palm & Melin Mandre, 

2018). Communicating is also something we do on an everyday basis. In addition, as a soon to be 

graduate from an education in media and communication, the interest in the sector is great.  

To gain employment in the media and communication sector one usually needs to fulfil some 

qualifications. Qualifications can be education, experience, personal characteristics and various 

certificates for instance driving license. Personal characteristics or traits are attributes that a 

person can hold that will increase their likeliness to gain employment, making the person 

applying for the job the right employee for the organisation. Personal characteristics can be for 
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example being curious, responsible and creative. The requested personal characteristics in job 

listings from the media and communication sector is investigated in this study.  

A common way to enter the labour market is through job classifieds. Job classifieds or job listings 

are ads strategically created by employers for the purpose of reaching possible new recruits. Job 

classifieds are also used by job seekers to gain employment. Job classifieds usually consists of 

information about the employer, duties, qualifications and information about when and where to 

apply. But job classifieds are also used to market the company (Rafaeli, 2006). 

A report by Nackademin (2018) revealed that most employers are searching for new employees 

with very similar personal characteristics. Being motivated, engaged, responsible, communicative 

and flexible was the five most sought personal characteristics regardless of job type or sector in 

Sweden. In the communication sector, the top three requested personal characteristics were being 

engaged, motivated and responsible. In the sector culture, media and design, the most sought 

personal characteristics were being motivated, engaged and responsible. The report also revealed 

that most employers are looking for diversity and uniqueness (Nackademin, 2018) which is a bit 

contradictory, since they are all looking for people with the same set of personal characteristics, 

there is also research indicating that different personalities are better suited for some jobs whilst 

others are better suited for others (Arnold, Silvester, Patterson, Robertson, Cooper and Burns, 

2004). 

This study will investigate which personal characteristics that are requested by employers in the 

media and communication sector. A comparison between urban and rural municipalities will also 

be conducted to see if there are any regional differences. The same job, for example 

communicator, have different work tasks in both specialisation and volume depending on, among 

others, the size of the municipality where the job is located. Urban municipalities usually have 

more financial resources, they can employ several communicators with different specialisations. 

Whilst in rural municipalities fewer or just one communicator is meant to perform all 

communication aspects (Lindström, 2018). This is an indication that the request for personal 

characteristics in job listings can differ depending on where the job is located. 

1.1 Background and problem 

The history of classified ads in newspapers goes back to the eighteenth century (Lorimor, 1977) 

and in Sweden job classifieds could be found in the newspaper Dagens Nyheter from the start in 

1864 (Kihlberg, 1964). Today the Internet is a frequent place where job listings can be found. Job 

listings in newspapers were normally quite short but with the Internet the length of the job listing 
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has grown (Helgesson, 2011). One element that has lengthen the job listings is the request for 

personal characteristics. When analysing job classifieds, it is possible to gain knowledge regarding 

what skills or qualifications that is wanted by the labour market and specifically which personal 

characteristics that is requested by the employers.  

The labour market and employment are often among the most important questions in elections 

in Sweden (SVT, 2018) and the labour market is something most people enter sometime during 

their lives in modern economics and the labour market is where labour is bought and sold 

(Furåker, 2009). Job classifieds or job listings are ads created by employers to reach new 

employees. In February 2019 the unemployment rate was at 6,6 % or approximately 358,000 

people in Sweden (Galte Schermer, 2019). At the same time employers are having trouble with 

finding suitable new employees and one of the reasons stated is that too few of the unemployed 

holds the right set of personal characteristics (Nordström, 2018). This is an indication that the 

personal characteristics of job seekers are of importance in the recruitment process.  

There are quite a few organisations working with recruitment and employment in Sweden. 

Arbetsförmedlingen or the Swedish Public Employment Service is one of them and it is also the 

largest one (Arbetsförmedlingen, n.d1). By examining job listings from the Swedish Public 

Employment Service from the sector of media and communication it should be possible to gain 

knowledge about which personal characteristics that is wanted in that sector.   

The job listing is a way for the employer to create an envision of the company for others and 

themselves (Helgesson, 2011). A job listing usually consist of information about the employer, 

duties, qualifications and information about when and where to apply. The qualification part and 

the requested personal characteristics is what this study is mainly focused on. This part can be 

used to attract and repulse possible recruits. It can also be used to inform stakeholders such as 

competitor, customers, employees, suppliers, shareholders, partners and owners what is needed 

to work in the organisation and what is expected by the employees (Helgesson, 2011). This 

indicates that a job listing can be seen as external but also as internal communication and 

information. In strategic communication internal and external communication is seen as unified 

(Falkheimer & Heide, 2018). This is a reason for viewing job listings as strategic communication 

by employers.  

Job listings are something most people have some kind of experience from. We have seen them, 

read them and applied to some of them. As a person you need to be this or that and you need 
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this qualification and that experience, these are phrases often found in job listings and they are of 

interest in this study. 

1.2 Purpose 

The purpose with this study is to illustrate the strategic communication in regards to what 

personal characteristics that are requested by the employers in the media and communication 

sector and to see if there are any regional differences in this sector in Sweden. To answer the 

purpose two research questions will be formulated. 

1.3 Research questions 

 Which personal characteristics are most frequently requested by the employers in the 

media and communication sector in Sweden? 

 If any, are there any regional statistically significant differences between urban and rural 

municipalities in Sweden? 

1.4 This study’s limitations 

The first limitation of the study is the choice of website. There are a few websites that are 

providing job classified. I have chosen just one but the Swedish Public Employment Service has 

the largest one and they are the biggest actor on the labour market in employment services 

(Arbetsförmedlingen, n.d1). 

The second limitation is the time period. The time period of the collected data in this study is late 

winter early spring. This time period is normally the time when seasonal employment job listings 

such as summer jobs etc are published. This might have the effect that more job listings are 

published and included in this study than it would have if another period of data collection had 

been used.  

1.5 Definitions  

Here I will present the definitions used in this study and also some clarifications to ease the 

understanding of the study. 

1.5.1 Personal characteristics 

Personal characteristics are in this study adjectives that describes personality such as responsible, 

creative, structured and committed. Such descriptions coincide well with the description the 

Swedish public employment service does, as it has listed a number of adjectives that they call 

personal characteristics that describes personality (Arbetsförmedlingen, n.d2) 
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1.5.2 Job classifieds and e-recruitment 

In this study job classifieds, job listings and job ads are used interchangeably. Job classifieds are 

as described earlier job description ads produced by employers to attract possible new recruits. 

Job classifieds are written communication. Before the Internet job classifieds could be found in 

newspapers and at the local branch of the Swedish public employment service. In newspapers job 

classifieds were short, with just a few lines of text. With the Internet the length of job classifieds 

has grown (Helgesson, 2011). This gives the creator of the job listing more space. This space is 

used to create a positive image of the company. The ad is not only used to attract possible new 

recruits but also used to market the company, influence the public and affect the existing staff 

within the company (Kaukua, 2010). This indicates that a job listing can be viewed as strategic 

communication, which will be discussed in chapter 3.1.  

E-recruitment or Internet recruitment has been growing in the last few decades, at least in 

western societies (Woźniak, 2015). There is no distinct definition of e-recruitment but it is seen as 

producing online job listings and the application and selection process is online based. 

Communication is another aspect of e-recruitment. Organisations use the Internet to 

communicate with stakeholders. Using their own website, organisations can communicate job 

listings, how it is to work for the organisation, how other employees experience working for the 

company, what the vision and goal is and so forth. E-recruitment is also seen as employers 

finding employee candidates themselves on the Internet (Woźniak, 2015). In this study e-

recruitment is seen as job seekers finding job listings online and applying to jobs online. 

1.5.3 Urban and rural municipalities  

To start with, a definition regarding what urban and rural municipalities are needs to be 

conducted. Rural municipalities are according to the Swedish Association of Local Authorities 

and Regions, SKL (2016) areas with a population under 15,000 people. Small towns or 

municipalities with a population over 15,000 up to 40,000 are defined as small towns. Towns or 

municipalities with a population over 40,000 up to 200,000 are defined as medium sized towns. 

Urban municipalities and big cities are areas with a population exceeding 200,000 people (SKL, 

2016). Statistiska centralbyrån (SCB) or Statistics Sweden in English is the public bureau of 

statistics in Sweden. Their statistics on populations has been used to categorise municipalities. In 

Sweden there are 4 municipalities that fill the requirements to be labelled as urban. They are in 

declining order; Stockholm (962,154), Gothenburg (571,868), Malmoe (339,313) and Uppsala 

(225,164) (SCB, 2019). In this study rural and small municipalities are combined into one label. 

The reason for this is to attain large enough samples.  
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1.6 Disposition 

In the introduction this study’s background and problem is presented. Furthermore, the purpose 

and research questions are introduced. Thereafter the limitations are illustrated and followed by 

definitions of what personal characteristics are, what job classifieds are and how urban and rural 

municipalities are defined. Previous research regarding strategic communication and personal 

characteristics are presented in the following chapter. Thereafter the theories of choice, strategic 

communication and the Big Five are presented. In the method chapter is content analysis and 

chis-square test and why they are used explained. The last chapters are result, analysis and 

discussion, conclusions and future research and last the implications for the society.  
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2. PREVIOUS RESEARCH 

This chapter presents previous research regarding strategic communication personality and labour. 

2.1 Previous research regarding strategic communication 

Strategic storytelling is a term used by Rehnberg (2014) in her dissertation about how 

organisations use storytelling as a resource in their strategic communication. The strategic 

storytelling is used in many communicative aspects by organisations for example in recruitment. 

Historically organisations have talked to the public through advertising but with strategic 

storytelling organisations are talking with the public in their advertising. Strategic storytelling is 

also used by organisations to talk internally with already existing members of the organisation. 

Strategic storytelling is utilised to embody organisation and to create alliances (Rehnberg, 2104). I 

see this as job ads being a story to make an organisation more personal and by that creating 

relationships with stakeholders.  

Fredriksson and Pallas (2015) believes that strategic communication in recruitment is a must. 

Strategic communication is used to fulfil visions and goals. Still, they found that the strategic 

communication in organisations is based on conformity, meaning that regardless of what the 

main feature of the organisation is, the communication is more or less the same (Fredriksson & 

Pallas, 2015). Nackademin (2018) found in their research that most organisations or employers 

are requesting the same personal characteristics in their job listings. Regardless of sector or job 

type the job listing is very similar.  

Hendrell (2006) investigated how adjectives are used in Swedish job ads to create an image about 

the organisation and the possible new employee. She found that the intention with the use of 

adjectives are manifold, firstly to describe how a new recruit is supposed to be and behave and 

secondly to describe how the already existing staff are behaving. Third the job ad is also used to 

influence the image the possible new recruit has about the organisation and how other 

stakeholders view the organisation. Her investigation indicates that job ads are not only used to 

acquire new staff but also to create an image about the organisation and how the employees are 

behaving and conducting their work and the use of adjectives is the way to do this. Another 

aspect she found was that the use of adjectives to describe personality differs depending on job 

type, in some job ads no request for personal characteristics could be found. She also found that 

the personal characteristic stress-resistant was an adjective that could be both good and bad to 

use since being stress-resistant might be good in stressful situations but at the same time a 

stressful environment is bad from a work environment perspective (Hendrell, 2006).  
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In her dissertation Kaukua (2010) examined requested qualifications and competencies in 

Swedish job ads. She found that personal characteristics have grown in importance as a way to 

capture qualification and competence in the last five decades. Job ads are according to Kaukua 

not only used to reach new recruits but also to market the organisation. This is done by 

describing the company in a beautified manner which makes the organisation perceived as a solid 

and sought-after employer. Job ads are seen as strategic in the sense that the communication in 

the ads is conscious and deliberate (Kaukua, 2010). 

Rafaeli (2006) has investigated job ads. According to her job ads are something that people read, 

regardless of if they are currently searching for a new job or not. People read job ads to see what 

work opportunities are existing, people read job ads to see what kind of personal characteristics 

are wanted on the labour market and also to learn what employment is. In her two studies from 

1995 and 2006 she found that people also read job ads more frequently now than earlier, this is a 

reflection of the labour market where changing jobs is something that is occurring more often. 

Employers use job ads to attract new recruits but also strategically to create an image of the 

company, this image might be honest but it might also be how organisations want their image to 

be (Rafaeli, 2006).  

Lindström (2018) investigated communicators role in rural municipalities in Sweden. He found 

that the smaller the municipality is, in population, the fewer communicators are employed. This 

gives the communicator more responsibilities but less time to specialise in any of these 

responsibilities. The role of the communicator differs a lot depending on both the employer and 

the location of the job. For employers in rural and small municipalities, it was important to focus 

more on their reputation and image than it was in urban municipalities. This is an indication that 

there can be differences in how job listings are created and also in the request for personal 

characteristics, which also indicates that job listings are strategic communication.   

2.1.1 Conclusion previous research regarding strategic communication 

Job advertisements are a form of strategic communication. Adjectives in job ads, such as personal 

characteristics, are there to create a positive image of the organisation and to find the best 

possible recruit. Job ads are read by people regardless of if they are currently looking for a new 

job, or not. Since the same job or job title includes different work tasks depending on if the job is 

located in urban or rural/small municipalities, there could be different personal characteristics 

requested in the job listings. 
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2.2 Previous research regarding personality and labour. 

Personality is of high importance in the working life (Arnold et al, 2004). Personal characteristics 

is one factor in getting employment, experience and education are others. Flexibility, both in the 

sense of performing different task but also in changing jobs is more important today than before. 

Different personalities fit differently in different workplaces. 

Orme (2008) conducted a content analysis of 180 job listings from the library sector in the UK to 

establish what kind of qualifications that was needed to get employment. By using synonyms to 

congregate words that have the same meaning she specified 59 different needs to be employable 

in the library sector. Apart from holding the right education, having experience was the most 

important qualification, but frequently requested qualifications were personal characteristics such 

as being communicative, perceptive, co-operator and flexible among others (Orme, 2008). This 

indicates that personal characteristics are of importance in the working life of librarians.   

Helgesson (2011) examined 2,746 job classifieds from 1955 to 2005 in the newspaper Dagens 

Nyheter. During this time period the society has changed from being an industrial society to an 

information society. In the industrial society one labourer had one responsibility on the assembly 

line. That has today been replaced by a multitude of responsibilities and the assembly line is 

exchanged. There is need for flexibility and co-operation today to fit on the labour market. 

Historically this change could be seen in the job classifieds, where the request for personal 

characteristics had grown both in number and frequency from the 1950´s to the 2000 (Helgesson, 

2011).  

In 2002 Judge, Heller and Mount collaborated on a meta-analysis to investigate the correlation 

between personality and job satisfaction. The Big Five theory or the five-factor model was used. 

The theory, which will be explained further in chapter 3, assess the most pertinent features of 

human personality and divides them among the five factors. The five factors are; Extroversion, 

Agreeableness, Conscientiousness, Neuroticism and Openness. Having more or less of these 

factors makes an employee more or less satisfied with her or his job. The authors could also see a 

connection between job satisfaction and job performance, meaning that a labourer that is 

satisfied with her or his job is more likely to achieve better results at work (Judge et al, 2002). 

What they found in their meta-analysis was that, having more of extroversion, agreeableness and 

conscientiousness made employees more satisfied than those with less of these factors. Having 

more of neuroticism made employees unsatisfied with their work (Judge et al, 2002). This 
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indicates that personality is important in the working life and might be one explanation to why 

personal characteristics are requested in job classifieds.   

Judge and Zapata (2015) executed a research that focused on personality and job performance. 

They used the Big Five model and they found that the preferred personality differs depending on 

job type. This is very interesting since the report by Nackademin (2018) reveals that most 

employers in Sweden wants employees with the same set of personal characteristics, but at the 

same time they all state that they are for diversity and uniqueness.  

What Judge and Zapata (2015) found was that having more of extroversion were a positive 

predictor for performance in jobs that required robust social skills and jobs that were 

competitive. Having more of extroversion were a negative predictor for jobs that required 

attention to details. Having more of agreeableness were a positive predictor for jobs that required 

robust social skills, jobs that required attention to details and jobs that required cooperation. 

Having less of agreeableness were a negative predictor for jobs that required competitiveness. 

Having more of conscientiousness were a positive predictor for jobs that required independence, 

jobs that required responsibility and dutifulness. Having less of conscientiousness were a negative 

predictor for jobs that required attention to details and handling upset people. Having more of 

neuroticism were a negative predictor for all type of jobs. Having less of neuroticism were a 

positive predictor for jobs that required robust social skills and jobs that required dealing with 

upset and or irritated people. Having less of neuroticism or being emotional stable as they call it 

is where a positive predictor for all jobs, but even a better predictor for those type of jobs 

mentioned above. Having more of openness were a positive predictor for jobs that required 

independency, innovation and creativity. Having less of openness were a negative predictor for 

jobs that required cooperation (Judge and Zapata, 2015). The five factors are related and some 

personal characteristics can be found in more than one of the factors.  

In his book, Work, happiness, and unhappiness (2007) Peter Warr, an emeritus professor in 

psychology, is trying to answer the question why some people are happy and some unhappy at 

work. Sometimes unhappiness at work is caused by the work itself, for example, an extroverted 

personality might be unhappy if shut in, in a lonely office all day but might be happy if working 

as a sales representative, meeting people all day long (Warr, 2007). Warr reports in his book that 

in general, there is a correlation between personality, happiness and work. Employees with more 

of neuroticism are more exposed to unhappiness at work whilst employees with more of 

extroversion, agreeableness and conscientiousness are more likely to find vocational happiness. 

Employees with more of openness are also more likely to be happy at work but the correlation is 
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not as clear as with extroversion, agreeableness and consciousness (Warr, 2007). Unhappiness at 

work is also connected with resigning, unhappiness at work makes employees quite their job 

(Warr, 2007).   

In her master thesis, Bromander (2012) explored the liberties an employer has in evaluating the 

personal characteristics in a possible new employee in the recruitment process in Sweden. By 

interviewing employers and examining the labour laws, such as discrimination, she found that 

employers in Sweden can put a great deal of emphasis on the personal characteristics of the 

possible new recruit. All employers in her research did just that as well, even though she found 

that some employers put more emphasis on this aspect than others. When employers where 

looking for a new sales representative, the personal characteristics was the key factor. When 

employers where looking for a new financial officer, education and experience was more 

important than personal characteristics but they were still a factor in the final hiring decision 

(Bromander, 2012).  

Matthews, Deary and Whiteman (2003) investigated personality traits. When comparing 

personality and job performance they found that the big five factor conscientiousness was the 

best factor to evaluate job performance and job proficiency. Employees with more of 

conscientiousness tended to perform their job better than others. Employees with more 

agreeableness and extroversion were also better performers yet not as clear as with consciousness 

Matthews et al, 2003).   

2.2.1 Conclusion previous research regarding personality and labour 

Personality is a factor in the recruitment process. Some of the five factors in the big five are 

better predictors of job performance and job proficiency than others. High in extroversion, 

agreeableness and conscientiousness are valid indications for how the future job performance is.   

2.3 Conclusion previous research 

Strategic communication in recruitment is important to find the right candidates. Job listings are 

strategic communication and they have a more than one purpose. The obvious purpose is to 

reach and attract possible new recruit but they are also used to market the organisation behind 

the job listing. Depending on where the job is located, the same job title can cover more or less 

responsibilities and specialisation, making an employee’s personality is important. Different 

personality types conduct the same job differently which indicates that not all personality types 

are suited for the same type of job. Having more of the big five factors conscientiousness, 
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agreeableness and extroversion seems to indicate that the job performance of the employee is 

better than those with less of these big five factors.  

2.4 Pilot study 

Prior to this study I conducted a pilot study with very similar purpose and research questions. In 

the pilot I analysed 50 job classifieds from the library sector in Sweden. From the 50 job listings 

there were 9 job listings from urban municipalities and only 4 job ads from rural municipalities. 

That is the reason for combining rural and small municipalities in this study, to obtain large 

enough samples. In the pilot, one of the research questions needed a more qualitative answer, 

that question was removed in the final study, since the chosen design required a quantitative 

approach. 
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3. THEORY 

This chapter introduces the theoretical framework of the study. Strategic communication will be presented first and 

then the Big Five theory that relate to personal characteristics.  

3.1 Strategic Communication 

Strategic communication is not a theory per se but a research and knowledge field that has grown 

in usage by scholars and professionals in the last 20 years (Falkheimer & Heide, 2018). There is 

no distinct definition of the term strategic communication and in this study the definition by 

Falkheimer and Heide will be used. Their definition is: “strategic communication as conscious 

communication activities aimed at reaching overall organizational goals” (Falkheimer & Heide, 

2018, p. 57). This definition includes both internal and external communication, since 

communication activities cannot be just one or the other. Strategic communication is used as a 

theory in this study.  

Strategic communication is a development and linkage from three other more established and 

usual research areas in communication, namely public relations, organisational communication 

and marketing communication (Falkheimer & Heide, 2018). Public relations were initially used to 

protect an organisation in times of trouble. These days public relations is seen as building positive 

relationships with its stakeholders. Organisational communication was from the beginning the 

same as internal communication, that is, the managements communication to the staff. It was 

also seen as the oral culture within the organisation. Today it is used as a theoretical framework 

to understand organisations and their mechanisms. Marketing communication was initially 

focused on making costumers buy products by influencing them with communication. Today 

customers are seen as assets that a company wants to have a valuable and solid relationship with. 

Following and interacting on social media is seen as valuable relationship (Falkheimer & Heide, 

2018). 

Strategic communication is all these three research areas in one. Employees are vital for an 

organisations success and the employees are the most important ambassadors within the 

organisation. Strategic communication is used in organisations to bolster and or modify identity, 

this is who we are or this is who we want to be (Falkheimer & Heide, 2018).  

Being strategic in recruitment is essential for organisations prosperity. Therefore, the 

communication in the recruitment process needs to be strategic. But for many organisations the 

strategy in recruitment is to do as others do (Fredriksson & Pallas, 2015). This is coinciding with 
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the report from Nackademin (2018) that most employers look for the same type of new 

employee.  

According to Falkheimer & Heide (2018) an organisation is not a finished product but rather an 

always changing production. They say that there can be no organisation without communication, 

the communication is the key. Communication can build meaning, create trust and reputation. 

Recruiting is a change, new staff might be employed or already existing staff be relocated, either 

way is it a change. A job listing is communication that describes what is expected of an employee. 

The communication in the job ad produce meaning.  

According to Kirk Hallahan (2015) strategic communication starts with examining conditions, for 

example the need for new employees. A goal for an organisation can be to expand, to do this, 

new employees are needed. By communicating this, in a job listing, the goals can be reached. 

Hallahan (2015) says that there is a close relationship between targets, goals and communication. 

Malin Lindelöw (2016) see employees as an organisations most valid asset and recruiting new 

employees is a highly important task that need special attention. Erroneous recruiting is costing 

organisations large amount of money every year. Different work situations, depending on who 

the employer is and where they are located, put different emphasises on the demands of the 

employee even if they have the same work title. Strategic recruiting is the key to success in 

recruiting the right employee. Strategic recruiting starts when the need for recruitment or 

organisational development emerge. Which is a regularity on the contemporary labour market. 

An analysis, for example a swot-analysis, can be conducted to see if recruiting new employees is 

what is needed or if rearranging of existing staff is enough. If recruiting new employees is what is 

needed the strategy begins. What does the organisation want from the new employee, what is the 

new employee supposed to do, what goals will our new employee help us reach and what 

responsibilities will our new employee have? These are questions that need to be addressed. 

When the questions have been answered, a profile of qualifications will be set up. This profile 

includes education, experience and personal qualifications such as personal characteristics. When 

this is completed, a job ad is created which is based on the profile of qualification. The ad is 

supposed to attract the right candidates and exclude the wrong ones. (Lindelöw, 2016). This is an 

indication that job listings can be seen as strategic communication and this communication can 

differ depending on where the job is located and who the employer are. 

Arnold et al (2004) reports in their book Work Psychology that not all people have the same 

suitability for the same job. Different personalities are better suited for some jobs whilst others 
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are better suited for others. The recruitment process needs to find and select the right candidate 

for the position. This is realised through analysis of what the forthcoming position is and requires 

and what competencies and skills is required to fill this position. This is then strategically 

communicated in the following job listing. Recruiting is a strategic decision that requires time and 

care which for small organisations is difficult since they do not recruit often and do not have a 

dedicated recruitment team (Arnold et al, 2004). 

3.2 The Big Five 

The theory of the big five originates from Gordon Allport’s (as cited in De Raad, 2000; Friedman 

& Schustack, 2013; Lindelöw, 2016) work on personality psychology that started in the 1930´s. 

His trait theory that came from him reading a dictionary and marking around 18,000 words that 

described the human personality and behaviour. He then grouped these words into three 

categories. These three categories were the base of human personality. The three categories were 

cardinal traits, primary traits and secondary traits. Cardinal traits are the most extensive and 

salient ones. Primary traits are more common than the cardinal traits but not as salient. Secondary 

traits are situation bound, they occur in specific and demarcated situations, for example when a 

person is under a lot of stress (Arnold et al, 2004; Friedman & Schustack, 2013).  

Raymond Cattell (as sited in Moxnes, 2008; Friedman & Schustack, 2013; Lindelöw, 2016) used 

Allport’s list and reduced it into 4,500 words that he then reduces into 171 bipolar personality 

descriptive adjectives. From this list created Cattell in 1945 12 personality factors or personality 

traits, he extended this to 16 in 1966. 12 of the 16 traits came from other people describing a 

person’s personality and 4 came from when a person described her or himself (Moxnes, 2008; 

Friedman & Schustack, 2013; Lindelöw, 2016).   

In 1949 was Cattell’s 12 traits reshuffled by Donald Fiske (as cited in Goldberg, 1995; Moxnes, 

2008) who had analysed Cattell’s work and found that these his traits could be grouped into 5 

factors. Fiske’s 5 factors where; Factor 1 Confident self-expression, Factor 2 Social adaptability, 

Factor 3 Conformity, Factor 4 Emotional control and Factor 5 Inquiring intellect. This was the 

birth of the big five (Goldberg, 1995; Moxnes, 2008).  

McCrae and Costa (as cited in Warr, 2007; Friedman & Schustack, 2013) redeveloped Fiske’s 5 

factors in 1985 and labelled them; Extroversion, Agreeableness, Conscientiousness, Neuroticism 

and Openness. These are today widely recognised and used to comprehend human personality. 

All people have more or less of all these 5 factors or traits (Matthews et al, 2003; Moxnes, 2008). 

Here will a short presentation of what having more or less of these factors means.   
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Extroversion 

People that has more of the trait extroversion are usually described by others or themselves as for 

example; eager, powerful, energetic, intense, sociable and outgoing. People with less extroversion 

are described as for example; timid, withdrawn, quiet and cautious. Introverted is another way of 

describing people with less of the trait extroversion (Matthews et al, 2003; Warr, 2007; Friedman 

& Schustack, 2013). 

Agreeableness 

People that has more of agreeableness are described as helpful, humanitarian, kind and co-

operative. People with less of agreeableness can be described as contentious, unkind, frigid and 

selfish (Matthews et al, 2003; Warr, 2007; Friedman & Schustack, 2013). 

Conscientiousness 

People with more of conscientiousness are describes as trustworthy, structured, reliable, 

meticulous and careful. With less of conscientiousness people are described as hasty, unruly, 

impulsive and unreliable (Matthews et al, 2003; Warr, 2007; Friedman & Schustack, 2013). 

Neuroticism 

People with more of neuroticism are usually describes as anxious, stressed, pessimistic, emotional 

and temperamental. With less of neuroticism people are described as stress resistant, cool, 

optimistic and natural leader (Matthews et al, 2003; Warr, 2007; Friedman & Schustack, 2013).  

Openness 

Openness is sometimes called openness to culture, intellect or experience. People with more of 

openness is usually described as creative, imaginative, independent, flexible and curious. People 

with less of openness can be described as perfunctory, analytical, shallow and routine liker 

(Matthews et al, 2003; Warr, 2007; Friedman & Schustack, 2013). 

When examining the requested personal characteristics or traits and then comparing them with 

the big five it might be possible to see what kind of personality is wanted by employers in the 

media and communication sector in Sweden. Usually personality tests are used to determine one’s 

personality, it is common that organisations in the recruitment process ask possible new 

employees to conduct a personality test. The test will reveal which of the five factors a person has 

more or less of (Arnold et al, 2004).  
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3.2.2 Critique of the Big Five 

Even if the big five is valuable in assessing personality and it uses traits to define personality it is 

not the same as it can predict job performance, neither are its five factors broad enough to 

portray the totality of human personality. The best way to predict job performance is to let 

candidates conduct work related tasks either at interviews or prior to interviews (Arnold et al, 

2004).  

3.3 Conclusion theory 

Strategic communication in the recruitment process is communication that attracts the right 

candidates and dismiss the wrong ones. Job ads are used for this purpose but also to market the 

company. The communication describes the organisation and what is expected of the new 

recruit. To attract the right candidates, personality is perceived as an important factor. For 

different professions, the tasks can vary depending on the location of the employer. Meaning that 

for example communicators in rural/small municipalities usually have more responsibilities but 

less specialisation, their work covers more communication aspect than in urban municipalities 

where specialisation is more frequent.  
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4. METHOD 

In this chapter, the procedures conducted to answer the research questions of the study are described. Population and 

samples are presented. Validity, reliability and generalisability is discussed as well as ethical considerations. 

4.1 Choice of method 

The study´s research questions are guiding in the choice of method. The research questions in 

this study are:  

 Which personal characteristics are most frequently requested by the employers in the 

media and communication sector in Sweden? 

 If any, are there any regional statistically significant differences between urban and rural 

municipalities in Sweden? 

I have chosen to list and count the requested personal characteristics in a number of job ads from 

the media and communication sector in Sweden. I will then compare job ads from urban with 

rural/small municipalities in Sweden. To research which personal characteristics that are 

requested in job classifieds from the media and communication sector content analysis is used.  

The design of this study is based on counting and comparing words which makes the content 

analysis quantitative. 

4.1.1 Content analysis  

This study was conducted through a quantitative content analysis. The purpose of the study is to 

illustrate the strategic communication in regards to which personal characteristics that are 

requested by employers in the media and communication sector and compare the frequency of 

word between urban and rural municipalities. Specific content (here words related to personal 

characteristics) in analysis units is what is counted. That makes quantitative content analysis a 

useful method. When conducting a content analysis, the content that are being analysed have to 

be some sort of communication, it can be oral, written or visual communication (Neuendorf, 

2017). Job classifieds are written communication.  

The method of choice has in this case also been inspired by text mining as it has elements that 

are very similar to text mining since the analysis is based on searching for specific words, personal 

characteristics, in texts and categorising them and their frequencies in different regions. Specific 

words can be viewed as keywords, making it a comparative keyword analysis (Seale & Tonkiss 

2018). Text mining uses tools to gather data, all data in this study has been gathered manually, 

making text mining a non-applicable method to use.  
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The content analysis in this study is nomothetic, which means that the intent is to try to 

generalise the findings (Neuendorf, 2017). The intent is also to summarise the findings, this is 

another aspect that points to this study being quantitative. Mass messaging is seen as messages 

created for a similar public. Content analysis implies that the study is based on comparable 

information with a number of units of analysis that can be quantified and analysed in numbers. 

Furthermore, is the quantitative content analysis used to measure different aspects individually 

and compare these relations to others. This is exactly what this study is about, counting and 

comparing words and their relation between urban and rural/small municipalities.  

4.2 Population and Sample 

4.2.1 Population 

According to Neuendorf (2017) the population is the total number of units that is interesting for 

the research. The population in this study is job listings, written in Swedish, containing a specified 

place of work, in this case a municipality, published on the Internet and representatives of the 

media and communication sector in Sweden, during a specific time. A census sample of totally 

654 listings were collected.  

4.2.2 Sample and data collection 

The job listings, which is the sample, in this study was collected at two different occasions. The 

reason for two separate collection periods was to gain large enough sample. During the first 

occasion, job listings published between 15 of February and 10 of March 2019 were collected. 

During the second occasion was job listings published between 15 of March and 29 of March 

2019 collected. All available job listings were collected during the two different occasions. Job 

listings published at the Swedish public employment service are removed from the site when the 

application date for the job has passed. Some job listings have longer and some shorter periods 

of application, which makes it impossible to verify if all job listings published during this time 

was collected or not, but all available job listings were collected.  

In this study the sample is a census sample since all available job listings during the specific time 

period has been gathered (Neuendorf, 2017).  

4.2.3 The choice of professions 

The Swedish public employment service, or Arbetsförmedlingen in Swedish, is the employment 

website where all the job listings has been gathered from. When searching for jobs in their search 

engine various choices can be made. They have pre-set categories, one is called culture, media 

and design. That category did not contain job listings from the profession of communicators. 
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That profession could be found in the category of administration, economy and law. Since the 

focus of this study is on personal characteristics within the media and communication sector, the 

profession of communicators needed to be added. The profession of communicators was added 

to the category of culture, media and design.  

Within the category of culture, media and design there are professions that are not directly 

connected to the media and communication sector. Such professions are for example priests, 

cantor, actors, musicians and others. These professions have not been selected in this study. The 

main focus was listings connected to media and communication. This was a bit troublesome and 

as can be seen in the next section some professions that have made it into this study are a bit 

questionable. 

4.2.4 The final list of professions 

The media and communication professions, variable 1 in the coding scheme, in this study are as 

follows in a non-descending order; Market analyst, Project Manager, Art director, Librarian, 

Market Communicator, Digital imaging technician, Market researcher, Technical communicator, 

Marketer, Journalist, Graphic designer, Corporate communicator, Prop master, Copywriter, Web 

designer, Webmaster, Curator, Designer, Communicator, Photographer, Bid manager, PhD, Web 

manager, Editor, Communication strategist, Scriptwriter, Lightning designer, Market consultant, 

Decorator, Electrician film/tv, Technical director, Location coordinator, Software developer, 

Press officer, Game designer, Public relation manager, archivist, translator and interpreter. Some 

of these professions are questionable if they can be counted as media and communication jobs. 

At Lund’s university they have researched at 2 different times what media and communication 

graduates are working with and what their profession is (Doona, 2013). The list of professions in 

this study is similar to theirs, they also believe that studies in media and communication open 

doors to many different professions  

4.2.5 Preparations  

I have chosen to investigate requested personal characteristics in job listings from the media and 

communication sector in Sweden. I decided to gather the job ads manually and use copy and 

paste to transfer the requested personal characteristics in the job listings into an excel sheet. To 

do this a clear and easy to understand coding scheme was created. There were some criteria and 

they were that the job listing needed to be written in Swedish and it needed to have a specified 

municipality.  
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4.2.6 Coding scheme 

In my excel sheet, eight (8) different categories (variables) were initially created and put in 8 

different columns. They were Professional title, Municipality, Code, Characteristics, Private, 

Public, Employer and Ad title. This information is found in every single job ad.  

The professional title is the profession (variable 1), for example communicator and web designer 

(as string variable). Municipality is the location of the job (variable 2). Municipality was needed to 

be able to separate the job ads size wise.  

After collecting all the job ads, a code (variable 3) was given to the job ads depending if it was an 

urban, medium, small and rural. They got the variable values 1, 2, 3 and 4 respectively. 

Characteristics (variable 4) was the initially combined requested personal characteristics in the job 

ads. More information about this below.  

Private (variable 5, dichotomous 1=yes and 0=no and public (variable 6, dichotomous 1=yes and 

0=no) was created to separate private and public employers. This was something that could be 

used to further the analysis but, in the end, these categorise was not used. Employer (variable 7, 

string variable) was the name of the employer. This was used to identify the job ad in the 

database if needed. The same applies to the category and last column Ad title (variable 8).   

The requested personal characteristics (variable 4) in the job listings were first all copied into 

separate row cells in a column, meaning that one cell could contain one or several personal 

characteristics. After gathering all job listings these cells could then be copied into NVivo to 

conduct a word count. Most job listings had a section where the request for personal 

characteristics could be found. Usually it was described as this; As a person you are: and then 

followed by for example personal characteristics such as Independent, Flexible and Committed. 

In some occasions have phrases been adjectivized. For example, if a job listing contains the 

phrase you are good at cooperation, you are good at teamwork, you appreciate co-operation, co-operation comes 

natural for you or co-operation is obvious to you those have been made into the adjective co-operator. 

4.2.7 Synonyms 

Many personal characteristics in job listing are synonyms. For example, productive and effective 

are synonyms. Words that are synonyms have been merged into one word. In appendix 1 can all 

phrases that have been made into adjectives and synonyms that have been merged be found. I 

have used the book; Stora synonymordboken (Strömberg, 1998) to merge the different synonyms. 

This means that in the cells containing personal characteristics now could have the same personal 

characteristics more than one time. In the same appendix can also the translation from Swedish 
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to English be found, Norstedts engelska ordbok (Blank 2005) has been used. In appendix 2 can the 

104 words and their frequency be found. 

4.3 The gathered job classifieds 

654 job listings in total was gathered. 38 of them contained no request for personal 

characteristics. That leaves 616 job listings to analyse. 275 of them came from urban 

municipalities. 228 came from medium seized municipalities and 113 came from small and rural 

municipalities. The 616 job listings containing request for personal characteristics are the units of 

analysis in this study (Neuendorf, 2017).  

131 of the 616 job listings had a profession, variable 1 in the coding scheme, connected to 

communicator. Such as for example market communicator and communicator officer. This was 

the most common profession. 86 of the job listings had a profession connected to librarian. This 

was the second most common profession. Marketer, graphic designer and web designer where 

the third, fourth and fifth most common professions. 

4.3.2 Word frequency count 

NVivo was used to count the frequency of words, which was needed to answer the first research 

question. After the word frequency was conducted it was possible to see which personal 

characteristics that was most frequently requested by the employers in the media and 

communication sector in Sweden during the time of data collection. The 20 most requested 

personal characteristics were chosen to represent this. These were converted into string variables, 

were the occurrence in frequency in every single job ad were charted.  

4.3.3 Preparations for comparing urban and rural/small municipalities  

From the original coding scheme, the cells containing personal characteristics were copied into a 

new Excel sheet and from NVivo the 20 most requested personal characteristics were copied into 

the same Excel sheet. The cells of the first column contained the personal characteristics. The 

first row of the 20 next columns contain each of the 20 most requested personal characteristics 

(variables 1-20). I then counted all of the 20 different personal characteristics individually by 

marking how many times they occurred in each cell. For example, structured which was the most 

requested personal characteristic was counted in all the gathered job listings and marked if it 

occurred zero, one or more times.  

When this was completed, a descriptive statistical analysis could be performed in SPSS, which is 

an analytical statistical computer program. In this study descriptive statistics have been used in 

SPSS. The descriptive statistics in this study reveals the frequency or how many times a single 
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personal characteristic occurs, the mean which is the number of times a personal characteristic is 

occurring per job listing and finally standard deviation which is a measure of the spread based on 

the mean (Field, 2013).  

A Chi-Square test was performed to verify if there are any differences between urban and rural 

areas in the requested personal characteristics in the job listings in Sweden and if these 

differences are statistically significantly different. The test was performed to illustrate if the 

differences or the similarities in the compared regions should be emphasised in the collected 

sample and not with the primarily attention to generalise to a broader scope. The test was suitable 

to answer the second research question. 

4.3.4 Chi-Square test 

A Chi-Square test is used to examine differences in two or more separate samples or categories 

and to verify if the differences are significant or not. It is a non-parametric method that is suitable 

when the groups or categories of comparison are differently sized (Vejde, 2002; Arnold et al, 

2003). The Chi-Square test in this study is very suitable for research question number 2: If any, 

are there any regional statistically significant differences between urban and rural municipalities in 

Sweden? 

 The two competing hypotheses that is used to answer this research question is: 

 H0= There is no difference in how often the word characteristic is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities 

 H1= There is difference in how often the word characteristics is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities. 

If there are no statistically significant difference in how often the characteristic occurs, then 

hypothesis 0 stands. If there is a statistically significant difference in how often the characteristic 

occurs, then hypothesis 0 is rejected and hypothesis 1 is accepted, (Thurén, 2007).  

Characteristics in this case will be the different personal characteristics that is requested in job 

ads. After the first research question has been answer, there will be a list of which personal 

characteristics that is most frequently requested in job listings from the media and 

communication sector in Sweden. The top from that list will be Chi-Square tested.  

The degrees of freedom (df) are used to verify if the result from the Chi-Square test is statistically 

significantly different (Vejde, 2002). To calculate the (df) the formula is (columns – 1) * (rows -1) 

= df Vejde, 2002). In this study only 3 degrees of freedom are applicable. The level of 
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significance in this study is 0,05 which is the widely accepted level in research. The level gives a 

list of critical values (Vejde, 2002). The critical value (cv) is number that the Chi-Square test result 

is compared to. If lower than the (cv) than H0 or hypothesis 0 is true, if higher than the (cv) than 

H1 or hypothesis 1 is true.  

Table 1 - The degrees of freedom and their critical value 

df cv 

1 3,84 

2 5,99 

3 7,82 

 

Table 1 presents the degrees of freedom (df) and their belonging critical value (cv). 

4.4 Operationalisation  

With a clear, objective and reliable coding scheme was the job listings gathered and with a clear 

coding scheme could also the purpose of the study be answered (Neuendorf, 2017). 

Variable 4 (characteristics) in the coding scheme contains all the different requested personal 

characteristics in the job listings, to answer the first research question “Which personal 

characteristics are most frequently requested by the employers in the media and 

communication sector in Sweden?” these characteristics was counted in NVivo. When this 

was completed the 20 most requested personal characteristics could be tabulated and then paired 

with the belonging big five factor. With this information was it possible to establish the mutual 

order of the different factors and answer the first research question. 

I am using public and official statistics from statistics Sweden (SCB, 2019) to group the different 

sized municipalities according to the SKL (2016) classification. This will allow me to compare 

urban and rural/small municipalities which is needed to answer the second research question.  

Variable 2 (municipality) and variable 3 (code) in the coding scheme was used to separate the 

different sized municipalities, when this was completed the ground to answer second research 

question “If any, are there any regional statistically significant differences between urban 

and rural municipalities in Sweden?” was laid. Variable 4 (characteristics) was once again 

counted in NVivo but this time urban and rural/small municipalities was counted individually. 

When this was completed the 20 most requested personal characteristics in each of the 2 

different municipality groups, urban and rural/small, could be listed and paired with the 
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belonging big five factor. With this information was it possible to establish the mutual order of 

the different factors. The 20 most requested personal characteristics was also chi-square tested to 

verify if there were any statistically significant difference in the use of them in urban and 

rural/small municipalities, which was needed to answer the second research question.  

The coding scheme contained 8 variables, to answer the research questions only variable 2, 3 and 

4 was used. Variable 1 (professional title) was used to count the different profession, variable 5 

(private), variable 6 (public) was not used at all, variable 7 (employer) and variable 8 (ad title) was 

used to be able to locate the different job listings in the database if needed. 

4.4.1 Validity, reliability and generalisability 

Validity 

Achieving validity in research is accomplished by measuring what is set out to measure (Thurén, 

2007).  

I am researching requested personal characteristics in job listings within the media and 

communication sector. I use Arbetsförmedlingen to collect the job listings and I use a synonym 

website to merge words. I would say that I do measure what I set out to measure (Thurén, 2007). 

But when I merge words, I also lower the differences between job listings, different words are 

different even if they mean the same thing. I do believe that is a small factor but it is still a factor 

to consider. 

Reliability 

Reliability is a measurement of how well what is set out to measure is measured (Thurén, 2007). 

Since I am including a list with how different personal characteristics has been merged, another 

researcher using that list can do the same research as I have with the same results (Thurén, 2007).   

Generalisability 

The list of merged words can be used for all job sectors in Sweden so from that perspective is the 

future result possible to generalise to a broader population. But since I am only interested in 

media and communication jobs, the level of generalisability to other areas than media and 

communication is not such a big concern to me. To start with I will be very transparent in what I 

do and how I am doing it. As discussed earlier I will make a appendix of all words that I have 

compiled and a list, as can been above, of which jobs that have been selected and deselected. 

Transparency is key in research (Nylén, 2010).     
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4.5 Method critique  

I have combined several words that mean the same. I have used Strömberg’s stora 

synonymorbok (1998) or the great synonym word book to do this. I want to research the 

differences in requested personal characteristics in job listings, so when I use synonyms to 

combine words, I might miss some differences, different regions in Sweden might use synonyms 

of a word. All job listings have been gathered manually and the wanted information in them have 

been collected by hand instead of using a computerised technique, which could increase the risk 

of error, but I have double checked the information used, so I am fairly confident that this study 

represents what it sets out to represent. 

4.6 Ethical considerations 

Research ethics are mainly concerning the relation between research and ethics when humans, 

animals and the environment are researched and how these are protected when research is 

conducted and humans, animals or the environment are the research subjects (Vetenskapsrådet, 

2017). The material used in this study are texts, namely job listings, the texts in this study are also 

public. All information in the job listings are made public by the creator of the ad, the 

organisation, themselves and published on a public website. No organisation will be named in 

this study. There are still a few considerations needed, I have created two databases in this study 

that I will handle with care (Ess, 2014). The first one is the actual 654 job listings, they have been 

saved as pdfs, they will all be deleted after the completion of this study. The second database is 

the excel sheet which contains the municipality where the job is performed, the job title, the 

requested personal characteristics, the employers name and the title of the ad. The reason for 

keeping the name of the employer is to be able to locate the actual job ad among the pdfs if 

necessary. This database will also be deleted after completing this research.  
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5. RESULT 

In this chapter is the result of the study presented. The result section reveals which personal characteristics that are 

requested by employers in the media and communication sector and also the differences between urban and rural 

municipalities.  

5.1 Pre-result presentation 

Just over 5 % or 38 of the job listings had no request for personal characteristics, no analyses of 

them have been done. This is still an interesting finding but since I have nothing to compare with 

is it impossible to conclude if 5 % is high, low or a normal number or if it depends on the job 

type.  

In total from the 616 analysed job listings in this study, there were 3,135 personal characteristics 

requested. That gives an average of approximately 5 requested personal characteristics per job ad. 

From 275 urban municipality job ads, there were 1,424 requested personal characteristics in total, 

which gives an average of approximately 5,2 requested personal characteristic per ad. From 113 

rural and small municipalities, there were 556 requested personal characteristics in total, which 

gives an average of 4,92 requested personal characteristics per job ad.  

3,135 was the total number of times characteristics were requested from the 616 job listings. 104 

was the number of different personal characteristics requested. This data has been gathered by 

using the analytical computer program NVivo.  

5.2 Requested personal characteristics 

Which personal characteristics are most frequently requested by the employers in the media and 

communication sector in Sweden? 

The result of this study reveals which personal characteristics within job listings from the media 

and communication sector that are most frequently requested. This will be done in a few 

different manners. First, the most requested personal characteristics from all of the job listings 

will be presented and then urban and rural/small municipalities will be presented separately. The 

most frequently requested personal characteristics will also be paired with the associated big five 

factor, this will reveal which of the factors that is most requested. The distribution of the mean 

between urban and rural/small municipalities will also be presented. 
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Table 2 - Descriptive statistics of the 20 most requested personal 
characteristics in all of the (n=616) job listings from the sector of media and 
communication 

 Swedish Word Characteristic Frequency Mean Std. Deviation 

1. Strukturerad Structured 250 0,41 0,64 

2. Självgående Independent 249 0,40 0,51 

3. Samarbetare Co-operator 210 0,34 0,47 

4. Driven Driven 167 0,27 0,44 

5. Flexibel Flexible 134 0,22 0,43 

6. Ansvarsfull Responsible 131 0,21 0,42 

7. Kommunikativ Communicative 126 0,20 0,41 

8. Kreativ Creative 124 0,20 0,40 

9. Noggrann Meticulous 116 0,19 0,40 

10. Initiativtagare Initiator 113 0,18 0,39 

11. Utåtriktad Extrovert 112 0,18 0,43 

12. Serviceinriktad Service Minded 97 0,16 0,37 

13. Engagerad Committed 95 0,15 0,36 

14. Prestigelös Prestige less 90 0,15 0,39 

15. Lyhörd Perceptive 85 0,14 0,35 

16 Positiv Positive 78 0,13 0,34 

17. Nyfiken Curious 76 0,12 0,33 

18 Lösningsorienterad Solution Oriented 66 0,11 0,31 

19. Analytisk Analytic 63 0,10 0,31 

20. Relationsbyggare Relationship Builder 56 0,09 0,29 

 

Structured and independent are the most requested personal characteristics within the 616 

analysed job listings with a frequency of 250 and 249 respectively, together with co-operator at 

210 they are the three that passes the 200 mark. This is followed by driven (167), flexible (134), 

responsible (131), communicative (126), creative (124), meticulous (116) and initiator (113) which 

are the ten most requested characteristics in the table of most requested personal characteristics 

in the media and communication sector in Sweden. Mean is the number of times a characteristic 

is occurring in the job listing. Structured occurs 0,41 times per job listing. In chapter 6 is the 

analysis of the result discussed thoroughly.   
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5.2.1 The request for personal characteristics in all job listings from the big five 

perspective 

The 20 most requested personal characteristics from all of the 616 job listings will here be paired 

with the respective big five factor. 

Extroversion 

The following personal characteristics belong to the factor extroversion: 

Driven, Communicative, Extrovert, Service Minded, Positive and Relationship Builder. 

These 6 personal characteristics totalised gave the number 636.  

Agreeableness 

The following personal characteristics belong to the factor agreeableness: 

Co-operator, Flexible and Prestige less. 

These 3 personal characteristics totalised gave the number 434.  

Conscientiousness 

The following personal characteristics belong to the factor conscientiousness: 

Structured, Responsible, Meticulous, Committed, Perceptive and Solution Oriented 

These 6 personal characteristics totalised gave the number 743. 

Neuroticism 

The following personal characteristics belong to the factor neuroticism: 

No request for personal characteristic belonging to the factor neuroticism. 

Openness 

The following personal characteristics belong to the factor openness:  

Independent, Creative, Initiator, Curious and Analytical 

These 5 personal characteristics totalised gave the number 625. 
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Table 3 - The 20 most requested personal characteristics paired with 
associated big five factor from all of the (n=616) job listings 

Characteristics Big Five Factor Amount 

Driven, Communicative, Extrovert, Service Minded, Positive 

and Relationship Builder 

Extroversion 636 

Co-operator, Flexible and Prestige less Agreeableness 434 

Structured, Responsible, Meticulous, Committed, Perceptive 

and Solution Oriented 

Conscientiousness 743 

- Neuroticism 0 

Independent, Creative, Initiator, Curious and Analytical Openness 625 

 

In all (n=616) job listings were conscientiousness the most requested big five factor in the table 

of the 20 most requested personal characteristics with 743. 6 different characteristics belongs to 

this factor. Extroversion, openness and agreeableness was second third and fourth with 636, 625 

and 434 respectively. No request for any personal characteristic belonging to the factor 

neuroticism was found in the table of the 20 most requested personal characteristics.   
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5.3 Requested personal characteristics in urban and rural/small 

municipalities 

In this section will a figure of the distribution of the mean first be presented followed by tables 

with descriptive statistics from (n=275) urban job listings and (n=113) rural/small job listings. 

 

Figure 1 - Mean distribution of personal characteristics in urban (=275) and 
rural/small (=113) municipalities job listings 

In figure 1 the distribution of the means is visualised. The blue bars represent urban 

municipalities and the orange/brown bars represent rural/small municipalities. The mean is the 

number of times the personal characteristics occurs within the job listings. As can be seen there 

are bigger differences in some of the personal characteristics than in others. This will further be 

analysed in section 5:4 where the result of the chi-square test will be presented.  
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Table 4 - Descriptive statistics of the 20 most requested personal 
characteristics in urban municipalities from (n=275) job listings 

 Swedish Word Characteristic Frequency Mean Std. Deviation 

1. Strukturerad Structured 132 0,48 0,69 

2. Självgående Independent 108 0,39 0,50 

3. Samarbetare Co-operator 94 0,34 0,48 

4. Driven Driven 73 0,27 0,44 

5. Flexibel Flexible 61 0,22 0,42 

6. Ansvarsfull Responsible 60 0,22 0,42 

7. Kreativ Creative 52 0,19 0,39 

8. Kommunikativ Communicative 50 0,18 0,39 

9. Noggrann Meticulous 49 0,18 0,40 

10. Initiativtagare Initiator 46 0,17 0,37 

11. Utåtriktad Extrovert 45 0,16 0,43 

12. Nyfiken Curious 43 0,16 0,36 

13. Prestigelös Prestige less 42 0,15 0,36 

14. Serviceinriktad Service Minded 37 0,13 0,34 

15. Lösningsorienterad Solution Oriented 36 0,13 0,34 

16. Lyhörd Perceptive 35 0,13 0,33 

17. Engagerad Committed 34 0,12 0,33 

18. Positiv Positive 34 0,12 0,34 

19. Analytisk Analytical 34 0,12 0,34 

20. Resultatinriktad Result Oriented 26 0,09 0,29 

 

These are the twenty most requested personal characteristics from the (n=275) job listings in 

urban municipalities. Here as it was in the list of the total 616 job listing from all municipalities, 

structured is the most requested personal characteristic. It is followed by independent, co-

operator, driven and flexible, which is the same as in table 2. There are some differences between 

this table and the table 2 where the 20 most requested personal characteristics in all (=616) job 

listings were presented. But since the focus is to compare urban with rural/small municipalities 

no further analysis of these differences will be made. 
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Table 5 - Descriptive statistics of the 20 most requested personal 
characteristics in rural/small municipalities from (n=113) job listings 

 Swedish Word Characteristic Frequency Mean Std. Dev 

1. Samarbetare Co-operator 52 0,46 0,50 

2. Strukturerad Structured 45 0,40 0,64 

3. Självgående Independent 42 0,37 0,49 

4. Kommunikativ Communicative 28 0,25 0,43 

5. Driven Driven 26 0,23 0,42 

6. Ansvarsfull Responsible 25 0,22 0,44 

7. Serviceinriktad Service Minded 25 0,22 0,44 

8. Kreativ Creative 23 0,20 0,40 

9. Engagerad Committed 22 0,19 0,40 

10. Flexibel Flexible 22 0,19 0,40 

11. Utåtriktad Extrovert 21 0,19 0,41 

12. Noggrann Meticulous 20 0,18 0,38 

13. Prestigelös Prestige less 20 0,18 0,49 

14. Initiativtagare Initiator 19 0,17 0,38 

15. Relationsbyggare Relationship Builder 18 0,16 0,37 

16. Lyhörd Perceptive 17 0,15 0,36 

17. Positiv Positive 12 0,11 0,31 

18. Analytisk Analytical 10 0,09 0,29 

19. Stresstålig Stress Resistant 9 0,08 0,27 

20. Nyfiken Curious 9 0,08 0,27 

 

These are the twenty most requested personal characteristics from the (n=113) job listings in 

rural/small municipalities. The first three requested personal characteristics are the same as in 

table urban table 4 but in different order. The fourth, communicative, differs with 4 spots and 

the fifth, driven, with one. The sixth most requested personal characteristic, responsible, is the 

same in both tables. This is also the case for extrovert, prestige less and perceptive. The 

remaining requested personal characteristics are in different places in both of the tables. Result 

Oriented is in the urban table whilst not existing in the rural/small one and stress resistant is in 

the rural/small table whilst missing in the urban table. 

In section 5.4 these differences will be investigated further to verify if there is any significance.  
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5.3.1 The request for personal characteristics in job listings from the big five 

perspective in urban and rural/small municipalities separated  

5.3.2 Urban Municipalities 

The 20 most requested personal characteristics from the 275 urban job listings will here be paired 

with the respective big five factor. 

Extroversion 

The following personal characteristics belong to the factor extroversion: 

Driven, Communicative, Extrovert, Service Minded and Positive. 

These 5 personal characteristics totalised gave the number 239.  

Agreeableness 

The following personal characteristics belong to the factor agreeableness: 

Co-operator, Flexible and Prestige less 

These 3 personal characteristics totalised gave the number 197.  

Conscientiousness 

The following personal characteristics belong to the factor conscientiousness: 

Structured, Responsible, Meticulous, Committed, Solution Oriented, Perceptive and Result 

Oriented. 

These 7 personal characteristics totalised gave the number 372. 

Neuroticism 

The following personal characteristics belong to the factor neuroticism: 

No request for personal characteristic belonging to the factor neuroticism. 

Openness 

The following personal characteristics belong to the factor openness:  

Independent, Creative, Initiator, Curious and Analytical 

These 5 personal characteristics totalised gave the number 283. 
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Table 6 - The 20 most requested personal characteristics paired with 
associated big five factor from the (n=275) urban job listings 

Characteristics Big Five Factor Amount 

Driven, Communicative, Extrovert, Service Minded and 

Positive 

Extroversion 239 

Co-operator, Flexible and Prestige less Agreeableness 197 

Structured, Responsible, Meticulous, Committed, Solution 

Oriented, Perceptive and Result Oriented 

Conscientiousness 372 

- Neuroticism 0 

Independent, Creative, Initiator, Curious and Analytical Openness 283 

 

In (n=275) urban job listings were conscientiousness the most requested big five factor in the 

table of the 20 most requested personal characteristics with 372. 7 different characteristics 

belongs to this factor. Openness were the second most requested factor with 283, 5 

characteristics belongs to this factor. Extroversion were the third most requested factor with 239, 

5 different characteristics belongs to this factor. Agreeableness were the fourth and last requested 

factor in urban municipalities with 197, 3 different characteristics belongs to this factor. No 

characteristic belonging to neuroticism was found in the table of the 20 most requested personal 

characteristics. 

 

5.3.3 Rural/small Municipalities 

The 20 most requested personal characteristics from the 275 urban job listings will here be paired 

with the respective big five factor. 

Extroversion 

The following personal characteristics belong to the factor extroversion: 

Driven, Communicative, Extrovert, Service Minded, Positive and Relationship Builder. 

These 6 personal characteristics totalised gave the number 130.  

Agreeableness 

The following personal characteristics belong to the factor agreeableness: 

Co-operator, Flexible and Prestige less 
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These 3 personal characteristics totalised gave the number 94.  

Conscientiousness 

The following personal characteristics belong to the factor conscientiousness: 

Structured, Responsible, Meticulous, Perceptive and Committed. 

These 5 personal characteristics totalised gave the number 129. 

Neuroticism 

Stress Resistant was the only personal characteristic belonging to neuroticism and it occurred 9 

times. Stress resistant belong to having less or lack of neuroticism, which is an indication that 

neuroticism still is a non-desirable characteristic. 

Openness 

The following personal characteristics belong to the factor openness:  

Independent, Creative, Initiator, Curious and Analytical 

These 5 personal characteristics totalised gave the number 103. 

 

Table 7 - The 20 most requested personal characteristics paired with 
associated big five factor from the (n=113) rural/small job listings 

Characteristics Big Five Factor Amount 

Communicative, Driven, Service Minded, Extrovert, 

Relationship Builder and Positive 

Extroversion 130 

Co-operator, Flexible and Prestige less Agreeableness 94 

Structured, Responsible, Committed, Meticulous and 

Perceptive 

Conscientiousness 129 

Stress Resistant Neuroticism 9 

Independent, Creative, Initiator, Curious and Analytical Openness 103 

 

In (n=113) urban job listings were extroversion the most requested big five factor in the table of 

the 20 most requested personal characteristics with 130. 6 different characteristics belongs to this 

factor. Conscientiousness were the second most requested factor with 129, 5 different 

characteristics belongs to this factor. Openness were the third most requested factor with 103, 5 
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different characteristics belongs to this factor. Agreeableness were the fourth most requested 

factor with 94, 3 different characteristics belongs to this factor. Neuroticism were the fifth most 

requested factor with 9, 1 characteristic belongs to this factor.  

In table 2 all (n=616) job listings and in table 4 (n=275) urban job listing no request for a 

personal characteristic belonging to neuroticism were found. In table 5 (n=113) rural/small job 

listings were stress resistant which belongs to neuroticism found.  

 

5.4 Regional differences 

If any, are there any regional statistically significant differences between urban and rural 

municipalities in Sweden? 

In this section will the result of the Chi-Square test be presented. The Chi-Square test is used to 

verify if the differences that occurs are statistically significant (Vejde, 2002). The result of the 

twenty most requested personal characteristics will be presented here. First structured and co-

operator, which will be fully presented, then will a summary of the others be presented. 
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Table 8 - Chi-Square test of the personal characteristic structured 

The occurrence of 

structured per job ad 

URBAN RURAL TOTAL   

0 171 75 246   

1 79 31 110   

2 22 6 28   

3 3 1 4   

TOTAL 275 113 388   

      

 Urb ob f Urb ex f Rur ob f Rur ex f  

0 171 174,36 76 71,64  

1 79 77,96 30 32,04  

2 22 19,85 6 8,15  

3 3 2,84 1 1,16  

      

 Obs Exp Obs-Exp Times Itself Times/Exp 

 171 174,36 -3,36 11,29 0,06 

 79 77,96 1,04 1,08 0,01 

 22 19,84 2,16 4,62 0,23 

 3 2,84 0,16 0,03 0,01 

 76 71,64 4,36 19,01 0,27 

 30 32,04 -2,04 4,16 0,13 

 6 8,15 -2,15 4,62 0,57 

 1 1,16 -0,16 0,03 0,02 

Observed chi-square  1,30 

 
5.4.1 Table 8 Explained 

Table 6:1 has 6 columns and 23 rows. Row 2 – 5 presents how many times the personal 

characteristic structured occurs 0, 1, 2 or 3 times in urban and rural job ads. Row 8 – 12 presents 

how many times the personal characteristic structured occurs and how many times it is expected 

to occur 0, 1, 2 or 3 times in urban and rural job ads. Our observed frequency for the urban 

municipalities can be seen in column 2 and the headline Urb ob f is an abbreviation for urban 

observed frequency. This is the number of times the personal characteristic structured is 
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occurring in urban job listings. Our expected frequency for the urban municipalities can be seen 

in column 3 and the headline Urb ex f is an abbreviation for urban expected frequency. This is 

the number of times the personal characteristic structured is expected to occur in urban job ads. 

The same applies to Rur ob f and Rur ex f which are abbreviations for rural observed frequency 

and rural expected frequency. 

The urban expected frequency is calculated by multiplying the total number of urban job ads, 

which is 275 with total number the personal characteristic structured occurs 0, 1, 2, or 3 times in 

both urban and rural job ads. The word structured (or its synonyms) occurs 0 times in 247 job 

ads in total, which also means 0 number of times in urban and rural job listings. Structured 

occurs 1 time in (79+31) 110 job ads in total, 2 times in (22+6) 28 job ads in total and 3 times in 

(3+1) 4 job ads in total. This mean that for 0 is the expected frequency calculated as follows:  275 

* 246 is divided with the total number of frequencies, or how many times structured occurs 0, 1, 

2 or 3 times in urban and rural job ads, which is 388. The equation is; 275 * 246 / 388 = 174,36 

this is the number of times the personal characteristic is expected to occur 0 times in urban job 

listings. The same procedure is then performed for 1, 2 and 3 for both urban and rural job ads. 

Column 2 – 6 and row 14 – 22 is where the final calculation is performed. Obs is observed, Exp 

is expected, Obs-Exp is observed minus expected and Times Itself is the difference from the 

observed minus expected multiplied with itself. Times/Exp is times itself divided by expected. 0 

in this case is observed 171 times, expected 175,06 times, observed minus expected is 171 – 

174,06 = -3,36, -3,36 multiplied with itself is -3,36 * -3,36 = 11,29, 11,29 / 174,36 = 0,06. (All 

number has been rounded off to contain 2 decimals.)  

In row 23 are all the Times/Exp totalised, and this is the observed Chi-Square result. For 

structured is the observed Chi-Square 1,30.  

In table 6:1, the Chi-Square test on the personal characteristic structured there are 2 columns that 

are counted in (df) the columns that are counted are the urban and rural columns, not the 

totalised column. This means that there are 2 columns. There are 4 rows in the table 5. These are 

0, 1, 2 and 3. To calculate the (df) the equation is (2-1) * (4-1) = 1 * 3 = 3. The (df) is 3 which 

gives the (cv) of 7,82.  

The Chi-Square test result for structured is 1,30. That means that the observed Chi-Square is 

1.30.  The hypotheses to verify if this result is a statistically significant differences in how the 

personal characteristics is used in job listings between urban and rural areas are: 
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 H0= There is no difference in how often the word structured is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities 

 H1= There is difference in how often the word structured is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities. 

1,30 is lower than 7,82 which means that H0 or hypothesis 0 stands. There is no statistically 

significant difference between the use of the personal characteristic structured in urban and rural 

municipalities. There is no difference in how often this characteristic is requested.  

Table 9 - Chi-Square test of the personal characteristic co-operator 

The occurrence of co-

operator per job ad 

URBAN RURAL TOTAL   

0 181 61 242   

1 94 52 146   

TOTAL 275 113 388   

      

 Urb ob f Urb ex f Rur ob f Rur ex f  

0 181 171,52 61 70,48  

1 94 103,48 52 42,52  

      

 Obs Exp Obs-Exp Times Itself Times/Exp 

 181 171,52 9,48 89,8704 0,52 

 94 103,48 -9,48 89,8704 0,87 

 61 70,48 -9,48 89,8704 1,28 

 52 42,52 9,48 89,8704 2,11 

Observed chi-square  4,78 

 

The Chi-Square test result for co-operator is 4,78. That means that the observed Chi-Square is 

4,78. The hypothesis to verify if this result is a statistically significant differences in how the 

personal characteristics is used in job listings between urban and rural areas are: 

 H0= There is no difference in how often the word co-operator is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities 

 H1= There is difference in how often the word co-operator is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities. 
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To calculate the (df) the equation is (2-1) * (2-1) = 1 * 1 = 1. The (df) is 1 which gives the (cv) of 

3,84. 4,78 is higher than 3,84 which means that H=0 is rejected and H=1 or hypothesis 0 is 

accepted. Regarding the personal characteristic co-operator, there is a statistically significant 

difference between urban and rural municipalities. Co-operator is more frequently requested in 

rural/small municipalities than in urban municipalities.  

5.4.2 Regional differences summarised   

Here will first all the chi-square tested personal characteristics be presented in a tabulated form 

followed by a more meticulous presentation of the 5 personal characteristics that had a 

statistically significant difference. 

Table 10 - The summarisation of all 20 personal characteristics with the Chi-
Square result, (cv) and which of the two hypotheses that the result is 

 Swedish Word Characteristic Chi-Square Cv Hypothesis 

1. Strukturerad Structured 1,30 7,82 H0 

2. Självgående Independent 0,85 5,99 H0 

3. Samarbetare Co-operator 4,78 3,84 H1 

4. Driven Driven 0,29 3,84 H0 

5. Flexibel Flexible 2,06 5,99 H0 

6. Ansvarsfull Responsible 0,45 5,99 H0 

7. Kommunikativ Communicative 2,78 3,84 H0 

8. Kreativ Creative 0,14 3,84 H0 

9. Noggrann Meticulous 0,91 5,99 H0 

10. Initiativtagare Initiator 0,00 3,84 H0 

11. Utåtriktad Extrovert 2,64 5,99 H0 

12. Serviceinriktad Service Minded 5,49 5,99 H0 

13. Engagerad Committed 3,27 3,84 H0 

14. Prestigelös Prestige less 14,62 5,99 H1 

15. Lyhörd Perceptive 0,35 3,84 H0 

16 Positiv Positive 0,23 3,84 H0 

17. Nyfiken Curious 4,06 3,84 H1 

18 Lösningsorienterad Solution Oriented 3,86 3,84 H1 

19. Analytisk Analytic 1,07 5,99 H0 

20. Relationsbyggare Relationship Builder 7,54 3,84 H1 
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From the 20 most requested personal characteristics were there no statistically significant 

difference in 15 and a statistically significant difference in 5. In 5 of 20 the hypothesis 0 or H0= 

There is no difference in how often the word characteristic is occurring in job ads depending on if 

the job ad is concerning urban or rural municipalities is rejected and the hypothesis 1 or H1= 

There is difference in how often the word characteristic is occurring in job ads depending on if the 

job ad is concerning urban or rural municipalities stands.  

5.4.3 The differences in personal characteristics  

Here will the five personal characteristics that had a significant statistical difference be presented. 

Co-operator 

Co-operator was the first statistically significant difference in the 20 most requested personal 

characteristics in job ads from the media and communication sector in Sweden. Co-operator is a 

personal characteristic that is found more frequently in job ads from rural/small municipalities 

than in job ads from urban municipalities. Co-operator belongs to the big five factor 

agreeableness.  

The Chi-square test of co-operator was 4,78. The (df) was 1 which has the (cv) 3,84. The 

hypothesis 0 or H0= There is no difference in how often the word co-operator is occurring in job 

ads depending on if the job ad is concerning urban or rural municipalities is rejected and 

hypothesis 1 or H1= There is difference in how often the word co-operator is occurring in job ads 

depending on if the job ad is concerning urban or rural municipalities stands.  

Prestige less 

Prestige less was the second statistically significant difference found. Prestige less is more 

frequently requested in job ads from rural/small municipalities than in urban municipalities. 

Prestige less belongs to the big five factor agreeableness.  

The Chi-Square test of the personal characteristic prestige less was 14,62. The (df) was 2 which has 

the (cv) 5,99. The hypothesis 0 or H0= There is no difference in how often the word prestige less is 

occurring in job ads depending on if the job ad is concerning urban or rural municipalities is 

rejected and hypothesis 1 or H1= There is difference in how often the word prestige less is 

occurring in job ads depending on if the job ad is concerning urban or rural municipalities is 

accepted. 
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Curious 

Curious was the third statistically significant difference found. Curious is more frequently found 

in job ads from urban municipalities than in job ads from rural/small municipalities. Curious 

belongs to the big five factor openness.  

The Chi-Square test of the personal characteristic curious was 4,06. The (df) was 1 which has the 

(cv) 3,84. The hypothesis 0 or H0= There is no difference in how often the word curious is 

occurring in job ads depending on if the job ad is concerning urban or rural municipalities is 

rejected and hypothesis 1 or H1= There is difference in how often the word curious is occurring 

in job ads depending on if the job ad is concerning urban or rural municipalities stands. 

Solution oriented 

Solution oriented was the fourth statistically significant difference found. The personal 

characteristic solution oriented is more frequently requested in job ads from urban municipalities 

than in rural/small municipalities. Solution oriented belongs to the big five factor 

conscientiousness. 

The Chi-Square test of the personal characteristic solution oriented was 3,86. The (df) was 1 which 

has the (cv) 3,84. The hypothesis 0 or H0= There is no difference in how often the word solution 

oriented is occurring in job ads depending on if the job ad is concerning urban or rural 

municipalities is rejected and hypothesis 1 or H1= There is difference in how often the word 

solution oriented is occurring in job ads depending on if the job ad is concerning urban or rural 

municipalities stands. 

Relationship builder 

Relationship builder was the fifth statistically significant difference found. Relationship builder 

was a more requested personal characteristic in job ads from rural/small municipalities than in 

urban municipalities. Relationship builder belongs to the big five factor extroversion.  

The Chi-Square test of the personal characteristic relationship builder was 7,54. The (df) was 1 

which has the (cv) 3,84. The hypothesis 0 or H0= There is no difference in how often the word 

relationship builder is occurring in job ads depending on if the job ad is concerning urban or rural 

municipalities is rejected and the hypothesis 1 or H1= There is difference in how often the word 

relationship builder is occurring in job ads depending on if the job ad is concerning urban or rural 

municipalities stands. 
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6. ANALYSIS AND DISCUSSION 

In this chapter will the result be analysed and discussed on the basis of the theories, namely strategic communication 

and the big five.  

6.1 The request for personal characteristics in job listings as strategic 

communication 

The request for personal characteristics is common, from 654 total collected job listings, 616 

contained requests for personal characteristics. That is approximately 95 %. In total were there 

requests for 3,135 personal characteristics and there were 104 different ones. This is an indication 

that some personal characteristics are more requested than others, which has been presented in 

the result chapter.  

Falkheimer and Heide (2018) view strategic communication as intentional communication 

exercises that will lead to reaching the goals of the organisation. As was presented in the result 

chapter most job listings contain similar request for personal characteristics. That is in line with 

the part about strategic communication, that strategic communication tends to be more likewise 

than unique (Fredriksson & Pallas, 2015) It is also in line with the report from Nackademin 

(2018), which revealed that most job listings requests the same set of personal characteristics, but 

there are some clear differences in the request for personal characteristics in job listings 

depending if they are from urban or rural/small municipalities, which will be further discussed 

later in the chapter.   

Both Kaukua (2010) and Helgesson (2011) reported that it has become more and more common 

to request personal characteristics. That is also an indication that it is strategic to request personal 

characteristics. Judge et al, (2002), Warr (2007) and Judge and Zapata (2015) have investigated 

personality in relation to work happiness and work performance. They all confirm that 

personality, in this case as personal characteristics, are of importance. This, I believe, is also an 

indication that the request for personal characteristics in job listings are a strategic decision by the 

employers.  

Structured which is the most requested personal characteristic in this research could be found 

250 times within the 616 analysed job listings. This is a clear indication that requesting structured 

as a personal characteristic is both a deliberate and conscious decision, and not a coincidence. 

Communication by organisations that is deliberate and conscious is strategic. Requesting the 

personal characteristic structured will help the organisation reach its goals. In their study 
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Fredriksson and Pallas (2015) found that strategic communication, amongst others, in 

recruitment, in organisations is distinguished rather by similarities than differences. When 

comparing urban municipalities with rural the similarities are more striking than the differences, 

which also is an indication that the request for personal characteristics in job ads are strategic.  

In their meta-analysis Judge et al (2002) found that having more of the factor’s extroversion, 

agreeableness and conscientiousness made employees more satisfied with their job. More satisfied 

employees were also more productive workers (Judge et al, 2002). Structured is a personality trait 

that belongs to the factor of conscientiousness. Structured is also the most requested personal 

characteristics in the media and communication sector in Sweden. This is a clear indication that it 

is a strategic decision to request the personal characteristic structured in job listings, since this will 

attract possible new employees that are more satisfied with their work which in the prolongation 

increases their productivity. The strategic decision to list structured as a requested personal 

characteristic is accomplished through communicating this in the job listing.  

An organisation that request the personal characteristic structured in their job listings, might also 

do this to market the organisation, which is something Rafaeli (2006) and Hendrell (2006) found 

in their research. An organisation that asks for structured employees can be seen as if the 

organisation itself is structured. A structured organisation is in order.  

Stress resistant which could be found on position 19 in table 3:2 the 20 most requested personal 

characteristics from rural/small municipalities, is a questionable personal characteristic to 

emphasise in job listings. This is also something Hendrell (2006) found in her research, that in 

stressful situations is it good to be stress resistant but at the same time stress is seen as bad from 

a work environment perspective. This is probably more correct today, a time when stress is often 

discussed. Perhaps employers in urban municipalities are more strategic and aware of this than 

their counterparts in rural/small municipalities, since they do not request this personal 

characteristic as often as employers from rural/small municipalities do. 

Rafaeli (2006) found in her job ad research that job ads are read by people regardless of if they 

are currently seeking new employment or not. Employers use job ads to strategically create an 

image of the organisation and an image of how the new employee is supposed to be. Rehnberg 

(2014) investigated how organisations use storytelling in their strategic communication. This was 

among other communication aspect used in recruitment, she calls this strategic storytelling. The 

strategic storytelling is used to create relationships with stakeholders. Hendrell (2006) also 

researched job ads to see how adjectives in the job ad is used to create an image of the 
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organisation and the possible new recruit. Kaukua (2010) research qualifications and 

competencies in job ads, she found that personal characteristics had grown in importance as a job 

qualifier and that organisations used job ads to market the organisation and reach possible new 

recruits. The communication in the job ad was deliberate and conscious, which makes it strategic.  

Strategic communication in the recruitment process is communication that attracts the right 

candidates and dismiss the wrong ones. Requesting personal characteristics in job listings is 

exactly this, some characteristics are desirable others are not.   

Being strategic in the recruiting process is something Lindelöw (2016) is proclaiming. The same 

job can differ, in how it is performed and which tasks are associated with it, depending on who 

the employer is and where to job is located. This is also something Lindström (2028) is discussing 

that working in rural municipalities differs from working in urban municipalities. The question is 

if the differences found in this study is due to the difference in how the job is performed and 

were it is located or if the differences exist for some other reason. Without performing a more 

qualitative study, where the job listings in fully are examined, is it hard to answer this question, 

but I will try in section 6.2.4.  

6.2 The request for personal characteristics in job listings from the big 

five perspective 

Here will the personal characteristics in the collected job listings be paired with their associated 

big five factor, first is all 616 job listings presented followed by 275 urban and 113 rural/small 

municipalities  

6.2.1 Personal characteristics in all of the 616 job listings from the different 

factors 

Extroversion and Conscientiousness 

Extroversion and conscientiousness were the factors behind most personal characteristics from 

the list of the 20 most requested personal characteristics. 6 of each of the 20 came from these 

factors. Extroversion and conscientiousness were two of three factors that Judge et al (2002) 

found to make employees more satisfied with their work. They could also see a connection 

between job satisfaction and job performance, more satisfied employees gave better employee 

performance, which also Matthews et al (2003) found whilst Warr (2007) reported that more of 

extroversion made employees happier. Having more of conscientiousness were a positive 

predictor for jobs that required independence and jobs that required responsibility and 
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dutifulness. More of consciousness was also reported by Warr (2007) as a good predictor for 

happiness of the employee and by Matthews et al (2003) as a good predictor for job performance 

and vocational interest. 

Extroversion and consciousness were the factors behind most personal characteristics from the 

list of the 20 most requested personal characteristics. 6 of each came from this factor. Adding up 

the 6 different characterises from the factor consciousness gave the number 734. This makes 

consciousness the most commonly requested big five factor. Adding up the 6 different 

characteristics from the factor extroversion gave the number 636. This makes extroversion the 

second most requested big five factor.  

Openness  

Openness was the factor behind the third most commonly personal characteristics from the list 

of the 20 most requested personal characteristics. 5 came from this factor. Having more of 

openness is a positive predictor for jobs that required independency and creativity (Judge and 

Zapata, 2015). The most common profession in the 616 job listings were related to 

communicator, whilst marketer, graphic designer and web designer were the third, fourth and 

fifth most common professions. Being independent and creative are probably not negative in 

those professions. Adding up the 5 different personal characteristics belonging to openness gave 

the total amount of 625. This makes the big five factor openness the third most requested one. 

Agreeableness 

Agreeableness was the factor that had the fourth most commonly requested personal 

characteristics from the list of the 20 most requested personal characteristics. 3 of the 20 came 

from this factor. Agreeableness was one of the three factors Judge et al (2002) found to make 

employers more satisfied with their work. Having more of this factor was also something that 

made employees happier (Warr, 2007) and bettered their job performance (Matthews et al, 2003). 

More of agreeableness was good for jobs that included co-operation (Judge et al, 2002; Matthews 

et al, 2003). Adding up the three personal characteristics belonging the big five factor 

agreeableness gave the amount of 434. This makes agreeableness the fourth most requested big 

five factor in job listings from the media and communication sector in Sweden.  

Neuroticism 

No request for personal characteristics that belongs to the factor neuroticism could be found in 

the 20 most requested personal characteristics. Warr (2007) reported that having more of the 
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factor neuroticism correlated with unhappiness at work. The personal characteristic stress 

resistant could be found on the position number 25 of the list of 104 requested personal 

characteristics in total. Being stress resistant is having less of the factor neuroticism. This was a 

good predictor for jobs that included handling upset and angry people (Judge et al, 2002). Having 

more of neuroticism was in general, negatively correlated with job performance (Matthews et al, 

2003).  

Judge et al (2002) and Warr (2007) reported that extroversion, consciousness and agreeableness 

were the three big five factor that was best at predicting satisfaction, performance and happiness 

at work. In the table of the 20 most requested personal characteristics in all of the 616 analysed 

job listings came 15 of the 20 came from these three big five factors.  

 

6.2.2 Personal characteristics in the 275 urban job listings from the different 

factors 

Conscientiousness  

In urban job listings were conscientiousness the factor that had most associated personal 

characteristics from the list of the 20 most requested personal characteristics. 7 of the 20 came 

from this factor. When adding up the 7 different personal characteristics the sum was 372 which 

make this factor the most requested one, the same as in the table of all the 616 job listings. The 

personal characteristic result oriented belongs to the factor conscientiousness. This characteristic 

was only present in the urban table of the 20 most requested personal characteristics, whilst 

missing in the total and rural/small municipality tables.  

Having more of conscientiousness was a good predictor for, happiness, satisfaction and 

performance at work (Warr, 2007; Judge et al, 2002; Matthews et al, 2003). The seven personal 

characteristics in the table of the 20 most requested personal characteristics are all belonging to 

having more of conscientiousness.  

Openness and Extroversion  

Openness and extroversion were the factors that had second most associated personal 

characteristics in job listings from urban municipalities. 5 of 20 characteristics each came from 

this factor. When adding up the characteristics associated with openness the sum was 283. This 

make openness the second most requested factor in urban municipalities. Adding up the 
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associated characteristics of extroversion the sum was 239, which make the factor extroversion 

the third most requested one in urban municipalities.  

Having more of openness was a decent predictor for happiness at work (Warr, 2007). 

Independent, creative, initiator, curious and analytical belong to having more of openness.  

Having more of extroversion was a good predictor for performance, happiness and satisfaction at 

work (Matthews et al, 2003; Warr, 2007; Judge et al, 2002). The five requested personal 

characteristics belong to having more of extroversion. 

Agreeableness 

Agreeableness had 3 associated personal characteristics in the 20 most requested personal 

characteristics in job listings from urban municipalities. When adding up the different 

characteristics the sum was 232 which make agreeableness the fourth most requested factor.  

Having more of agreeableness at work was from a happiness, satisfaction and performance 

perspective a good predictor (Warr, 2007; Judge et al, 002; Matthews, 2003).  

Neuroticism  

In the 20 most requested personal characteristics in job listings from urban municipalities no 

characteristic associated to neuroticism was found.  

15 of the 20 most commonly requested personal characteristics comes from the three big five 

factors, extroversion, conscientiousness and agreeableness, that Judge et al (2002) and Warr 

(2007) reported were the best at predicting performance, happiness and satisfaction at work.  

 

6.2.3 Personal characteristics in the 113 rural/small job listings from the 

different factors 

Extroversion 

In job listings from rural/small municipalities extroversion was the factor that had most 

associated characteristics. 6 of 20 were associated with this factor. Adding up these 6 

characteristics gave the number 130. This make extroversion the most requested big five factor in 

job listings from the media and communication sector in Sweden in rural/small municipalities. 

More of extroversion were a good predictor for happiness, satisfaction and performance at work 

(Warr, 2007; Judge et al, 2002; Matthews et al, 2003). 
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Conscientiousness  

Conscientiousness had 5 associated which is third of the big five factors. Adding these 5 different 

characteristics up gave the number 129 which make the factor Conscientiousness the second 

most requested one.  

Having more of conscientiousness was a good predictor for, happiness, satisfaction and 

performance at work (Warr, 2007; Judge et al, 2002; Matthews et al, 2003). The five personal 

characteristics in the table of the 20 most requested personal characteristics are all belonging to 

having more of conscientiousness.  

Openness 

Openness had 5 associated characteristics from the 20 most requested personal characteristics in 

job listings from rural/small municipalities. These 3 different characteristics gave the sum 103. 

This make openness the third most requested big five factor. Having more of openness was a 

decent predictor for happiness at work (Warr, 2007). 

Agreeableness 

3 of the 20 most requested personal characteristics are associated with the big five factor 

agreeableness. 94 was the added-up number of the 3 characteristics. This make agreeableness the 

fourth most requested big five factor in job listings from rural/small municipalities. The three 

characteristics all belongs to having more of agreeableness, which is a god indicator and predictor 

for satisfaction, happiness and performance at work (Judge et al, 2002; Warr, 2007; Matthews et 

all, 2003). 

Neuroticism  

The personal characteristic stress resistant was placed 19 in the table of the 20 most requested 

personal characteristics in job listings from rural/small municipalities. It was requested 9 times 

within the 113 job listings. Having less of neuroticism was a positive predictor for jobs that 

required robust social skills and jobs that required dealing with upset and or irritated people. 

Having less of neuroticism or being emotional stable as they call it is was a positive predictor for 

all jobs, but an even better predictor for those type of jobs mentioned above (Judge and Zapata, 

2015). Being stress resistant is associated with having less of neuroticism.  
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14 of the 20 most requested personal characteristics comes from the three big five factors, 

extroversion, conscientiousness and agreeableness, that Judge et al (2002) and Warr (2007) 

reported were the best at predicting performance, happiness and satisfaction at work.  

6.2.4 Differences between urban and rural/small municipalities 

In job listings from urban municipalities were conscientiousness the most requested big five 

factor, followed by openness as the second most requested factor and extroversion as the third 

most requested factor. In rural/small municipalities were extroversion the most requested big 

five factor, followed by conscientiousness as the second and openness as the third most 

requested big five factor. Agreeableness were the fourth most requested big five factor in both 

urban and rural/small municipalities. No request for a personal characteristic that is associated 

with neuroticism could be found in the 20 most request in job listings from urban municipalities. 

In rural/small municipalities could stress resistant be found.  

In job listings from urban municipalities the personal characteristics curious and solution 

oriented were statistically significant more frequently requested than in job listings from 

rural/small municipalities.  

In job listings from rural/small municipalities the personal characteristics co-operator, prestige 

less and relationship builder were statistically significant more frequently requested than in job 

listings from urban municipalities.  

Both Lindelöw (2016) and Lindström (2018) discusses the difference in work tasks depending on 

who the employer is and where they are located. In rural/small municipalities are communicators 

fewer, meaning that their work tasks cover more communication aspects than in urban 

municipalities where specialisation is more frequent. This indicates that communicators in 

rural/small municipalities are broader in their awareness but has less depth or expertise in the 

different work tasks. In urban municipalities are the knowledge of the communicator deeper in 

their specific speciality.  

Being curious might be good from this perspective, to gain knowledge curiosity is good. More 

people usually mean more opinions, being solution oriented is good from this perspective. This 

could be the reason for curious and solution oriented being statistically significant more 

requested in urban municipalities.  

Co-operation and relationship building are always important but it might be even more important 

when working in rural/small municipalities since there are fewer people living and working there. 
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For, for example, communicators working in rural/small municipalities where less specialisation 

is possible since one or few communicators are responsible for all communication aspects the 

need for being prestige less might grow. With less possibilities for specialisation and lack of 

expertise the need for humbleness grows, meaning that the communicators in rural/small 

municipalities do the best they can, but with the lack of expertise that might exist in urban 

municipalities. 
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7. CONCLUSION AND FUTURE RESEARCH  

In this chapter the conclusions are presented based on the study’s research questions. Suggestions for future research 

and finally criticism of the study will also be presented. 

The purpose of the study is to illustrate the strategic communication in regards to what personal 

characteristics are requested by the employers in the media and communication sector and to see 

if there are any regional differences in this sector in Sweden. 

7.1 The research questions to answer the purpose was: 

Which personal characteristics are most frequently requested by the employers in the media and communication 

sector in Sweden? 

If any, are there any regional statistically significant differences between urban and rural municipalities in Sweden? 

 

7.1.1 Which personal characteristics are most frequently requested by the 

employers in the media and communication sector in Sweden? 

Structured (250), independent (249), co-operator (210), driven (167) and flexible (134) were the 5 

most frequent requested personal characteristics. They were followed by responsible (131), 

communicative (126), creative (124), meticulous (116), initiator (113), extrovert (112), service 

minded (97), committed (95), prestige less (90), perceptive (85), positive (78), curious (76), 

solution oriented (66), analytical (63) and relationship builder (56).  These 20 most frequently 

requested personal characteristics were requested 2,438 times altogether.   

The study revealed that employers are very similar in their request for personal characteristics in 

the sector of media and communication. In total there were 104 different personal characteristics 

requested in the 616 job listings. The total added up number of personal characteristics where 

3,135 and 2,438 came from the 20 most requested ones.  

When pairing the top 20 requested personal characteristics in job listings from the media and 

communication sector in Sweden with the associated big five factor the following could be seen. 

Extroversion had 6 personal characteristics on the top 20 list. Those 6 different personal 

characteristics added up altogether was 539. Agreeableness had 3 personal characteristics on the 

top 20 list. Those added up altogether was 434. Conscientiousness had 6 personal characteristics 

on the top 20 list. Those 5 added up altogether was 743. Neuroticism had 0 personal 

characteristics on the top 20 list. Openness had 5 personal characteristics on the top 20 list. 

Those added up altogether was 625. This means that conscientiousness was the factor that was 
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most requested of the big five factors, from the 616 analysed job listings from the media and 

communication sector in Sweden. It was followed by extroversion, openness and agreeableness. 

Previous research that has been presented in this study together with the result of this study is 

indicating that the request for personal characteristics are a consciously and deliberate decision.  

According to Falkheimer and Heide (2018) is conscious communication with the purpose of 

reaching organisational goals, strategic communication. Requesting personal characteristics in the 

recruitment process is achieved through strategically communicating this in the job listing. 

7.1.2 If any, are there any regional statistically significant differences between 

urban and rural municipalities in Sweden? 

In total could 5 statistically significant differences be found in the 20 most frequently requested 

personal characteristics in urban and rural municipalities. Prestige less were more frequently 

requested in job listings from rural/small municipalities than in job listings from urban 

municipalities. Solution oriented were more frequently requested in job listings from urban 

municipalities than in job listings from rural/small municipalities. Co-operator were more 

frequently requested in job listings from rural/small municipalities than in job listings from urban 

municipalities. Curious were more frequently requested in job listings from urban municipalities 

than in job listings from rural/small municipalities. Relationship builder were more frequently 

requested in job listings from in rural/small municipalities than in job listings from urban 

municipalities, but the result indicates that there are more similarities in the request for personal 

characteristics than differences in job listings from urban or rural/small municipalities. 

In job listings from employers in urban municipalities were the statistically more important to be 

curious and solution oriented than it was in job listings from rural/small municipalities. Solution 

oriented and result oriented were two personal characteristics that was found in the table of the 

20 most requested personal characteristics from urban municipalities that could not be found in 

the same rural/small municipalities table. Result oriented was not present in the table of the 20 

most requested personal characteristics in all of the 616 job listings. Therefore, no chi-square test 

has been performed of that personal characteristic.  

In job listings from employers in rural/small municipalities there were statistically more 

important to be a co-operator, prestige less and a relationship builder than it was in job listings 

from employers in urban municipalities. The personal characteristic relationship builder was not 

present in the table of the 20 most requested personal characteristics in urban municipalities, 

neither was stress resistant. They were both present in the table of the 20 most requested 
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personal characteristics in rural/small municipalities. Stress resistant was not in the table of the 20 

most requested personal characteristics in all of the 616 job listing, for that reason no chi-square 

test of stress resistant has been performed.  

To work in urban or rural municipalities does not seem to differ much from a personal 

characteristic or personality perspective. But in rural/small municipalities was it more important 

to be a co-operator, prestige less and a relationship builder. Whilst it was more important to be 

curious and solution oriented in urban municipalities. This means that there are differences 

depending if the job listing comes from an urban or rural/small municipality, even if the 

similarities are more striking than the differences. Apart from the discussion in the previous 

analysis section no further discussion regarding these differences will take place.  

 

The two research questions in this study was: 

Which personal characteristics are most frequently requested by the employers in the media and communication 

sector in Sweden? 

If any, are there any regional statistically significant differences between urban and rural municipalities in Sweden? 

They were both answered, tables with the most frequently requested personal characteristics were 

presented and after performing Chi-square tests 5 statistically significant differences between 

urban and rural/small municipalities were found.  

With the result I have, it would be interesting to dig deeper. Perhaps in the future.  

 

7.2 Future research  

Job classifieds are a way into the labour market for many job seekers. The job classified provides 

information about the employer, work tasks, qualifications and information about when to start, 

salary and how to apply. This study has only focused on one section of the qualification part 

namely personal characteristics. It would be interesting to compare the work tasks in the ads and 

the requested personal characteristics and see if they correlate.  

There is multitude of personal characteristics, still there are not that big variation in the requested 

personal characteristics in this study. There seems to be some universal personal characteristics 

perceived as suited for almost every type of job.  

It would be very interesting to dig deeper into the work tasks that is described in the job 

classifieds and then compare the tasks with the requested personal characteristics to see if the 
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requested personal characteristics really are best suited for the work task. And if the differences 

found between urban and rural/small municipalities depends on the actual work task in the 

different municipalities. 

7.3 Criticism of the study 

This study has only gathered job listings from the Swedish public employment service. There are 

other organisations working with employment. Recruitment is also taking place on social media 

such as LinkedIn, where applying with one’s account is sometimes enough. I have not 

investigated if the same emphasis is put on personal characteristics when organisations publish 

job classifieds on LinkedIn and let job seekers apply directly with their profile account. 

The list of synonyms, which can be found in Appendix 1, is not a meticulous as I wish it had 

been, and if I would redo this study again more emphasis would be put on creating an 

unquestionable list. There are a few characteristics more that could have been synonymised, 

which could have had a slight effect on the result. But since I include the list of synonyms, the 

transparency is full.  

Lack of intercoder reliability test 

An intercoder reliability test is a measurement of the difference in different coders coding. This 

difference is supposed to be limited and the agreement between the different coders should be 

high (Neuendorf, 2017). In this study I am the only coder so no intercoder reliability can be 

achieved. This means that I do not know if, another coder followed the coding scheme, she or he 

would get the same result as me. This is less good from a reliability perspective. If I had a chance 

to redo this study at least a second coder would test my coding scheme and my list on synonyms.  
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8. IMPLICATIONS FOR SOCIETY AND WORK LIFE 

To conclude this essay, I discuss its results and conclusions from a social and / or professional perspective. 

 

This study has revealed that there are more similarities than differences in the request for 

personal characteristics in job listings in the media and communication sector in Sweden. There 

seems to be some personal characteristics that is almost universal. This might have the 

implication that some people or job seekers are missed since all people do not have the same 

personal characteristics. Job seekers might not apply to jobs they feel they do not have the right 

personal characteristics for. Research has also shown that different jobs require different personal 

characteristics, which this study has revealed is not the case since more of the same personal 

characteristics are requested than different ones.  

This study is only focusing on the media and communication sector but since it is in line with 

previous research can it be used for other sectors as well. It is important for employers to be as 

strategic as possible in their recruitment communication, but not strategic in the sense that 

possible new recruits are excluded before even applying. When requesting personal characteristics 

in job listings, employers should make sure that these characteristics really are needed do perform 

the job, especially in these days when recruiting in general is difficult.   

Diversity among the employees, might be a good thing. Both from a development of the 

organisation but also from a societal perspective, with more inclusion than exclusion. 
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APPENDIX 1: The list of synonymised words and their 
translation 

 Antal 

synonym som 
används i studien 

synonymer, fraser 
  

Engelska 

1. 250 Strukturerad ordningsam, organiserad, metodisk, systematisk, strategisk, planerande Structured 
2. 249 Självgående självständig, personlig  Independent 
3. 210 Samarbetare bra på att samarbeta, samarbetsvillig, tycker om samarbete Co-operator 
4. 167 Driven har ett inre driv, drivande  Driven 
5. 134 Flexibel smidig, anpassningsbar  Flexible 
6. 131 Ansvarsfull ansvarstagande, tycker om ansvar  Responsible 
7. 126 Kommunikativ    Communicative 
8. 124 Kreativ kreatör, påhittig, har en kreativ ådra  Creative 

9. 116 Noggrann detaljorienterad, punktlig, omsorgsfull  Meticulous 

10. 113 Initiativtagare initiativrik, tar egna initiativ  Initiator 
11. 112 Utåtriktad social, öppen, sällskaplig  Extrovert 
12. 97 Serviceinriktad serviceminded, servicemedveten, servicekänsla Service Minded 
13. 95 Engagerad    Committed 
14. 90 Prestigelös opretentiös, ödmjuk   Prestige less 
15. 85 Lyhörd    Perceptive 
16. 78 Positiv optimistisk   Positive 

17. 76 Nyfiken frågvis   Curious 

18. 66 Lösningsorienterad lösningsfokuserad   Solution Oriented 
19. 63 Analytisk analyserande   Analytical 

20. 56 Relationsbyggare relationsskapare   Relationship Builder 
21. 45 Resultatinriktad resultatfokuserad, resultatdriven, resultatorienterad Result Oriented 
22. 44 Lagspelare teamspelare, teamplayer  Team player 

23. 42 Målmedveten fokuserad, framåtsträvande, beslutsam, målfokuserad, målstyrd, målinriktad Purposeful 
24. 40 Idérik idéstark, idékläckare, idégivare  Ingenuitive 
25. 33 Stresstålig kan hantera stress   Stress Resistant 
26. 32 Problemlösare    Problem Solver 
27. 32 Effektiv produktiv, arbetsam   Efficient 
28. 31 Pedagogisk    Pedagogical 
29. 30 Prioriteringsbenägen bra på att prioritera, prioriteringsförmåga  Prioritising Prone 
30. 25 Trygg stabil   Assured 
31. 20 Innovativ nytänkande    
32. 17 Utvecklingsorienterad    
33. 17 Energisk driftig, dynamisk, handlingskraftig   
34. 16 Affärsmässig kommersiell    
35. 16 Kvalitetsmedveten     
36. 15 Tålmodig tålig, uthållig    
37. 14 Inspiratör     
38. 13 Ledare     
39. 13 Lugn samlad    
40. 11 Kundfokuserad kundmålmedveten    
41. 11 Lättlärd Snabblärd, läraktig    
42. 11 Proaktiv     
43. 11 Professionell sakkunnig    
44. 10 Motiverad     
45. 9 Snabb     
46. 9 Ambitiös     
47. 8 Entusiastisk passionerad    
48. 8 Modig orädd    
49. 6 Glad     
50. 6 Kontaktsökande     
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51. 5 Yrkeskunnig     
52. 5 Pragmatisk praktisk, jordnära, saklig   
53. 5 Förändringsbenägen    
54. 5 Tydlig     
55. 5 Hjälpsam     
56. 4 Administrativ     
57. 3 Snabbtänkt     
58. 3 Yngre     
59. 3 Kunnig     
60. 3 Allmänbildad     
61. 2 Mogen     
62. 2 Trevlig     
63. 2 Beslutsam     
64. 2 Handlingskraftig     
65. 2 Logisk     
66. 2 Artig     
67. 2 Tillmötesgående     
68. 2 Inkluderande     
69. 2 Generös     
70. 2 Samordnare     
71. 2 Stödjare     
72. 2 Pålitlig     
73. 2 Detaljorienterad     
74. 2 Empatisk     
75. 2 Helhetsmedveten     
76. 2 Förtroendeingivande     
77. 2 Uppmärksam     
78. 1 Hårdarbetare     
79. 1 Värdeskapare     
80. 1 Prestationshöjare     
81. 1 Tävlingsinriktad     
82. 1 Visionär     
83. 1 Arbetsvillig     
84. 1 Ärlig     
85. 1 Vältalig     
86. 1 Ifrågasättande     
87. 1 Offensiv     
88. 1 Taktisk     
89. 1 Humoristisk     
90. 1 Läraktig     
91. 1 Spontan     
92. 1 Konsultativ     
93. 1 Glädjespridare     
94. 1 Envis     
95. 1 Hemtam     
96. 1 Intresserad     
97. 1 Multikompetent     
98. 1 Säljande     
99. 1 Kämparanda     
100. 1 Samhällsintresserad    
101. 1 Äldre     
102. 1 Genuin     
103. 1 Delaktig     
104. 1 Självsäker     

 


