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ABSTRACT 

Attracting and recruiting talents is a fundamental part of talent management, a top priority to 

Human Resources Management in order to obtain and maintain sustainable strategic 

competitiveness (Morton & Ashton, 2005).   

Financial rewards are not enough to attract top talented employees anymore, and this led  

organizations to turn to non-financial attraction rewards that are more effective in attracting 

the people they want (Thompson, 2013). In this context, we see the rise of employer branding 

as a way to communicate a positive image of organizations, especially based on values and 

better practices (Srivastava & Bhatnagar, 2010).  

There is a notable increase in the interest of authenticity, as individuals and as a culture 

showing concern about not being able to be the “real me” (Erickson, 1995), and also in 

Organizational Studies (Gardner, Cogliser, Davis, & Dickens, 2011). Shortly defined for the 

purpose of this study, authenticity is not one specific value, but it is living in accordance with 

one’s own values and beliefs. Despite this increasing interest in authenticity and the need to 

understand non-financial attraction rewards, we were not able to find – so far – studies that 

tested the link between these two areas of interest. 

This research aimed to add to the literature of Talent Management, especially regarding 

Talent Attraction and Recruitment, addressing the question: is the possibility of being more 

authentic at work important for organizational attractiveness? This finding could be relevant 

to better practices of Human Resources (especially when it comes to recruitment and talent 

attraction) and also to inspire organizations and Human Resources Management to devote 

more attention to the importance of encouraging and promoting authenticity at work. 

The study followed a web-based survey experiment, with sample of 370 people in Brazil. 

Two groups randomly assigned received the same job announcement, with only one 

difference: the treatment group had one extra paragraph containing information that could 

lead to a perception that the company cares for and promotes authenticity in the workplace.  

Keywords: authenticity, organizational attractiveness, talent attraction, recruitment, talent 

management. 

 

 

 

 



 
 

 

RESUMO 

Atrair e recrutar talentos é uma parte fundamental da gestão de talentos, uma prioridade para a 

gestão de Recursos Humanos visando obter e manter competitivdade estratégica e sustentável 

(Morton & Ashton, 2005).   

Incentivos financeiros não são mais suficientes para atrair funcionários considerados talentos, 

o que levou as organizações a buscarem incentivos não-financeiros que fossem mais efetivos 

para atrair as pessoas que elas desejam (Thompson, 2013). Neste contexto, vemos a ascenção 

do employer branding como forma de comunicar uma imagem positiva das organizações, 

especialmente com base nos valores e melhores práticas (Srivastava & Bhatnagar, 2010). 

Há um aumento notável no interesse pela autenticidade, como indivíduos e como cultura 

mostrando preocupação sobre não ser “eu mesmo” (Erickson, 1995), e também na área de 

Estudos Organizacionais (Gardner et al., 2011). Brevemente definifida para o propósito deste 

estudo, autenticidade não é um valor específico, mas é viver de acordo com seus próprios 

valores e crenças. Apesar do aumento no interesse pela autenticidade e da necessidade de 

compreender incentivos não-financeiros para a atração de talentos, não encontramos – até o 

momento – estudos que tivessem testado a ligação entre estas duas áreas de interesse.   

Este estudo teve como objetivo acrescentar à literatura de gestão de talentos, especialmente no 

que se refere à atração e recrutamento de talentos, respondendo à pergunta: a possibilidade de 

ser mais autêntico no trabalho é importante para atratividade organizacional? Este achado 

pode ser relevante para melhores práticas de Recursos Humanos (principalmente quanto à 

atração e recrutamento de talentos) e também inspirar as organizações e a gestão de Recursos 

Humanos a dispensar mais atenção para a importância de encorajar e promover a 

autenticidade no trabalho.  

O estudo foi feito através de um experimento online, com amostra de 370 pessoas no Brasil. 

Dois grupos designados aleatoriamente receberam o mesmo anúncio de emprego, com apenas 

uma diferença: o grupo de tratamento tinha um parágrafo extra contendo informações que 

poderiam levar a uma percepção de que a empresa se preocupa e promove a autenticidade no 

local de trabalho. 

Palavras-chave: autenticidade, atratividade organizacional, atração de talentos, recrutamento, 

gestão de talentos.  
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1. INTRODUCTION 

Talent management is one of the major concerns for Human Resources Management in 

this century, with talents considered a source of sustainable competitive advantage (Phillips, 

2008; Schiemann, 2014). The term has gained global focus since McKinsey & Co. published 

a report in 1997 declaring what they called the “war for talent”, claiming it to be an strategic 

business challenge and a critical driver for firm performance and competitiveness (Chambers, 

Foulon, Handfield-Jones, Hankin, & Michaels III, 1998). More than ever, it is considered a 

top priority for years to come (Collings & Mellahi, 2009; DeLong & Vijayaraghavan, 2003; 

Guthridge, Komm, & Lawson, 2008; McDonnell, 2011; McDonnell, Collings, Mellahi, & 

Schuler, 2017; Michaels, Handfield-Jones, & Axelrod, 2001; Pfeffer, 2001; Phillips, 2008; 

Schiemann, 2014).  

Despite the strategic importance of an optimized talent management there is a lack of 

common understanding of what exactly the word talent means, what makes the literature on 

the topic still evolving and in need for more (Collings & Mellahi, 2009; Tansley, 2011).  

Michels et al. (2001) defined talent as the “brightests”, the sum of a person’s abilities: 

intrinsic gifts, skills, knowledge, experience, intelligence, judgment, attitude, character, drive, 

and ability to learn and grow (Michaels, Handfield-Jones, & Axelrod, 2001). David Ulrich 

defines talent as the coexistence of three factors: competence, commitment and contribution 

(Ulrich, 2007). Other authors go further and define talent as the collective knowledge, skills, 

abilities, experiences, values, habits and behaviors of all labor involved in key positions for 

the mission of the organization, including contractors, outsourced labor, and other forms of 

labor supply, besides regular employees (Schiemann, 2014), and argue that key positions are 

not necessarily restricted to the top management team but also include lower levels and may 

vary between operating units and over time (Collings & Mellahi, 2009). Overall, there is no 

single definition of “talent”, but there are different organizational perspectives, highly  

influenced by the nature of the work undertaken (Tansley, 2011). For the purpose of this 

study, talent is understood as defined by Schiemann (2014) someone who is desired by the 

company, with who the organization desires to initiate or maintain a work relationship and 

that possesses the abilities needed for the job in a broader meaning of knowledge, skills, 

experiences, values, habits and behaviors. Therefore, a first challenge to an optimal talent 
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management is to define what does talent mean for each company, what are the desired 

abilities and characteristics desired for each position, at each moment in time (Tansley, 2011).  

Having said that, an optimized talent management leads to positive important 

outcomes such as higher employee productivity, greater customer retention or purchasing, 

higher quality, higher retention of talents and desired employees, reduced regulatory or 

environmental risks, and strong operational and financial performance (Schiemann, 2014). It 

represents the effort to find, attract, develop and retain individuals who are high-performers 

and will contribute to the success of the organization (Beechler & Woodward, 2009; Ulrich, 

2007). It is the sum of activities and responsibilities associated with the management of the 

talent lifecycle, from building a talent brand that attracts the right talent to acquiring, 

onboarding, developing, managing, retaining and even recovering talent (Schiemann, 2014). 

In the midst of these activities, recruitment and selection, or finding and attracting high-

performers, represent the main effort that compose an efficient talent management (Beechler 

& Woodward, 2009; Ulrich, 2007). If we consider successful hiring as a process that help us 

find highly aligned, capable, and engaged employees, it is easier to understand how inefficient 

this practice can be (Schiemann, 2014).  

In Brazil, managers suggest that the problem in attracting and hiring talents is not 

necessarily the absence of technical qualification but, instead, lack of the appropriate soft 

skills such as “cultural fit” with the organization, lack of energy or clear career goals (Ana 

Maria Paulo dos Santos Costa, 2013). And, although we cannot confuse talent with 

educational level, if we consider that knowledge and technical skills are important factors of 

the definition of talent, Brazil’s low educational levels can be preoccupying. In 15 out of 27 

states, most individuals only have basic education; 40% of workers across the country haven’t 

completed even fundamental and 16% are functional analphabets, or have less than 4 years of 

study – and, on the other hand, 90% of new formal job positions request at least completion of 

high school (Guimarães, 2012).  

The costs of a bad recruitment and a possible resulting turnover are very high. It can 

range from around 30 percent to 2 times the employee’s annual salary, with both direct and 

indirect costs such as loss of productivity, institutional knowledge, client relationships, 

recruiting and training a replacement, team morale and stress, varying based on industry, size 

of organization and position (Erickson, Moulton, & Cleary, 2018; Fatemi, 2016).  
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The present research addresses specifically recruitment and selection. In order to be 

efficient, the process of finding and attracting high-performers encompasses building a talent 

brand able to touch people even before they are embedded in the organization (Schiemann, 

2014). This effort indicates the need to develop a superior employee value proposition with a 

compelling answer to the question: "why would a talented person want to work here rather 

than with the team next door?" (Chambers et al., 1998). This employee value proposition, 

when communicated as the employer’s unique and positive aspects through employer 

branding, would contribute to organizational attractiveness in the labor market, therefore 

helping to attract and retain potential skilled candidates, or the talents they search for 

(Edwards, 2009; Greening & Turban, 2000; Moczydlowska & Leszczewska, 2015; 

Schiemann, 2014; Tarique & Schuler, 2010).   

There is a notable increase in the interest of authenticity, both at individual and 

personal level and at organizational level (Erickson, 1995; Gardner et al., 2011). People are 

craving to “be themselves”, respected and valued for “who they are” (Erickson, 1995; Gan, 

Heller, & Chen, 2018; Gardner et al., 2011; Luthans, Youssef, & Avolio, 2007) and making 

decisions having their “true-selves-as-guide” (Kim, Christy, Rivera, Hicks, & Schlegel, 

2020). In Organizational Studies, we see the emergence of Authentic Leadership and several 

studies pointing the benefits of being authentic at work versus the prejudices of inauthenticity 

at work. 

Generally described as knowing oneself and being able to behave based on what one 

knows and truly believes (one’s own set of personal characteristics and values), authenticity 

enhances the sense of power (Gan et al., 2018) and allows more transparent and satisfying 

relationships (Neff & Harter, 2002). A sense of inauthenticity, on the other hand, produces 

psychological discomfort and feelings of immorality and impurity (Gino, Kouchaki, & 

Galinsky, 2015). 

Authenticity is related to mental health, which is one of the major concerns of this 

time – and was especially aggravated during the COVID-19 pandemic. The pandemic has 

caused a parallel epidemic of fear, anxiety and depression (Hao Yao†, Jian-Hua Chen†‡, 

2020). Not only there was a raise in the number of cases of mental health disorders but, also, 

these patients are more vulnerable to infections, including pneumonia (Seminog & Goldacre, 

2013) and present increased risk of negative physical and psychological effects resultant of 

the pandemic (Cullen, Gulati, & Kelly, 2020). 
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On the side of the companies, besides the heavy burden and social exclusion when it 

comes to human suffering, the increase of mental health problems imposes high economic 

costs, impacting employee performance and engagement, rates of illnesses, absenteeism, 

accidents and staff turnover, (Avolio & Gardner, 2005; Harnois & Gabriel, 2000; Ménard & 

Brunet, 2011; Reis, Trullen, & Story, 2016; Weiss, Razinskas, Backmann, & Hoegl, 2018). 

Five of the ten leading causes of disability worldwide are mental health problems, that 

therefore constitute one of the most important causes of diseases and disability worldwide, 

and this holds true for low-income countries and rich ones, independently of age, gender and 

social strata (Harnois & Gabriel, 2000). 

In Brazil, a study performed with 1.500 young workers indicated that half of them 

were suffering from some kind of mental issue (such as anxiety and depression), 75% which 

did not share with boss or company their situation, and 61,55% not treating it. The research 

indicated a possible relation between mental health issues and a stressful work environment 

(Bigarelli, 2020). 

Although we cannot affirm a causal relationship between authenticity and mental 

health, enhancing authenticity could be a fair attempt to improve mental health and well-being 

(Emmerich & Rigotti, 2017), and this is possible through self-awareness and higher clarity 

about one’s own values, identity and emotions (Walumbwa, Avolio, Gardner, Wernsing, & 

Peterson, 2008). 

When choosing an employer to work for, the attributes of the organization that are 

considered by potential candidates are divided basically into two categories: instrumental 

attributes or those that refer to what the organization actually offers, like salary package, 

flexible schedule and location, and symbolic attributes, representing subjective and intangible 

aspects, such as business innovation degree, culture and prestige (Backhaus & Tikoo, 2004; 

Lievens & Highhouse, 2003). Studies have shown that symbolic attributes may be especially 

relevant and differentiate more an employer from its competitors than instrumental attributes 

do (Lievens and Highhouse, 2003; Srivastava and Bhatnagar, 2010) or, in other words, that 

symbolic attributes, or non-financial attraction rewards, could be more effective in attracting 

the people they want than financial rewards (Thompson, 2013). These attributes may impact 

differently the different generations, directly impacting attraction and retention strategies for 

human resources management (Backhaus, Stone, & Heiner, 2002; Reis & Braga, 2016; 

Twenge, Campbell, Hoffman, & Lance, 2010). It creates a constant need to understand the 

motives behind job decisions in order to mold effective practices. Authenticity is not a value 
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itself, but it is living in accordance with ones’s own values and beliefs. Therefore, it is 

considered – for the purpose of this research – a symbolic attribute, representing subjective 

and intangible aspects, especially regarding the culture of the company. 

Being able to choose an organization that is in line with the candidate's values, 

characteristics, skills and interests can lead to a better perception of authenticity, the feeling 

that the person could be more true to himself, since there are no conflicting values for suit. 

This “match” is crucial to success and satisfaction (Betz, Fitzgerald, & Hill, 1989; Groysberg, 

McLean, & N., 2006). A successful job performance and job satisfaction happen when there 

is congruence between individual’s characteristics and the demands, requirements and 

rewards of the organization (Betz et al., 1989). If individual career (and job) choices are made 

based on perceptions of ‘external’ or job related factors rather than the ‘internal’ factors of 

aptitudes, interests and values, a misalignment of career aspirations may occur (Coldwell & 

Callaghan, 2013). Groysberg et al. (2006) studied formerly successful GE executives (CEOs) 

in their new positions in other companies and found that executives that “matched” their new 

companies were associated with a 141% positive return, while “mismatched” executives were 

associated with a negative 39.8% return (Groysberg et al., 2006). The study also showed that 

women consider more factors than men when choosing to change jobs,  especially cultural fit, 

values and managerial style, allowing them to transition more successfully to new companies 

(Groysberg et al., 2006). 

In order for this “match” to happen, information about organizational value systems 

needs to be known. It is in this context that we see the rise of employer branding in order to 

attract desired potential employees or talents (Srivastava & Bhatnagar, 2010). The theoretical 

argument for this lies in Signaling Theory (Spence, 1973, 1974). When faced with 

asymmetrical information, one party (individuals or organizations, in this case)  must choose 

whether and how to signal that information, and the other party must choose how to interpret 

the signal (Connelly, Certo, Ireland, & Reutzel, 2011). When discussing organizational 

choice, people tend to interpret information they receive about organizations as “signals” that 

indicate what it would be like to work there, since they usually have limited access to 

information about the company (Backhaus et al., 2002). When faced with information that 

signals that the company have policies to allow and incentive more authenticity at work, the 

question is if people would prefer to work there. 
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1.1 Objective, justification and contribution 

This research performed a web-based survey experiment in order to answer the 

question: is the possibility of being more authentic at work important for organizational 

attractiveness? It aimed to understand if the possibility to be more authentic at work is a 

relevant variable of organizational attractiveness, especially for talented individuals. A 

literature review was conducted adressing the concepts of authenticity and authenticity at 

work (and their outcomes), organizational attractiveness, and how these variables are related 

or can be related to each other. The data collected through the experiment, with sample by 

convenience, was analyzed using Analysis of Variance (ANOVA) through the software SPSS. 

The expected contribution of the research is, in the first place, theoretical. Researchers 

have claimed the need to better understand organizational attractiveness for a more effective 

talent management (Edwards, 2009; Lievens & Slaughter, 2016; Sokro, 2012; Srivastava & 

Bhatnagar, 2010). This research addresses this gap, particularly adding insight from the 

perspective of recruitment and selection. Second, it can also bring a contribution to the 

practice of Human Resources Management, helping to optimize recruitment and firm 

competitiveness through better talent attraction. Third, it can contribute to inspire 

organizations and Human Resources Management to devote more attention to the importance 

of encouraging and promoting authenticity as a way to enhance mental health, well-being 

(Emmerich & Rigotti, 2017) and ethical behaviors (Avolio & Gardner, 2005; Hannah et al., 

2011; Liedtka, 2008) related to authenticity, providing and sustaining a more positive working 

environment (Ilies, Morgeson, & Nahrgang, 2005; Walumbwa et al., 2008). 

2. THEORETICAL BASIS AND LITERATURE REVIEW 

 

2.1.  Authenticity 

The concept of authenticity has been used for years in several disciplines, but 

constantly with vague or inconclusive definition. There are many things involved in the 

process of being yourself or becoming yourself or behaving in accordance with your “true 

self”. This section is dedicated to provide a review of this historical discussion about the 

definitions, antecedents and outcomes of authenticity. 
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2.1.1. Definitions and Antecedents of Authenticity 

There are mentions to the authentic or “true” self in many disciplines. Since the Greek 

Philosophy proclaimed the well-known “to thine oneself be true”,  authenticity has been 

mentioned in studies of the most diverse topics such as ethics, well‐being, consciousness, 

subjectivity, self‐processes, and social or relational contexts, and also often characterized in 

terms of its opposite, inauthenticity (Kernis & Goldman, 2006). Definitions of authenticity are 

broad and varied. They all agree at some point, though: what is authentic is not a copy, it is 

genuine, it is true. “No one can be authentic by trying to imitate someone else” (George, 

Sims, McLean, & Mayer, 2007). 

The etymology of the word authentic is traced to the Greek word authento, “to have 

full power” (Trilling, 1972). Aristotle added the view of ethics, focused on one's pursuit of the 

“higher good” that is achieved through self-realization, when the activity of the soul is aligned 

with virtue to produce a complete life (Hutchinson, 1995). Self-realization, for Aristotle, had 

to be combined with virtue. 

One especial divergence about the definitions of authenticity is that while some 

scholars consider it to be more individual or intrapersonal, meaning the extent to which one is 

true to himself or herself, others consider it to be relational, considering the extent to which 

the parties are true to the relationship (Roberts, Cha, Hewlin, & Settles, 2009). In this last 

group, we can find scholars that consider that authenticity is achieved in a relationship where 

two parties engage “with transparency and mutual commitment to understanding and 

appreciating one another’s strengths, limitations and unique social location” (Gardner, Avolio, 

Luthans, May, & Walumbwa, 2005; Kernis & Goldman, 2006; Roberts, Cha, Hewlin, & 

Settles, 2009). 

Another divergence is that while some consider it to be permanent or more an 

individual trait, others consider it to be fluid or a variable state (Roberts, Cha, Hewlin, & 

Settles, 2009). Trait authenticity is considered to be the extent to which the person is more or 

less authentic in all situations, like a characteristic of the personality of that person (Wood, 

Linley, Maltby, Baliousis, & Joseph, 2008). State authenticity is related to the sense that one 

is currently in alignment with one’s true or real self, or whether a person is more or less 

authentic in a particular moment in time, not as a characteristic but as a response to a situation 

or context (Sedikides, Slabu, Lenton, & Thomaes, 2017). Either way, considering trait or state 

authenticity, since human beings are constantly building their identities in accordance with the 
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experiences they have in life, it would be more appropriate to describe a person as being more 

or less authentic, not as being authentic or not (Erickson, 1995). 

Regarding state authenticity, Sedikides et al. (2017) defined it as the sense or feeling 

that one is in alignment with one’s true or genuine self, or being his or her real self in a 

particular moment. State inauthenticity would be the opposite, or the sense or feeling that one 

is not currently in alignment with a true or genuine self, that one is being a fake self 

(Sedikides et al., 2017). 

Wood et al. (2008) considered the person-center construct of trait authenticity defined 

as a tripartite model, where authenticity is described as “consistency between the three-levels 

of a person’s primary experience, their symbolized awareness, and their outward behavior and 

communication”. That means that authenticity starts with self-awareness of psychological 

states/emotions and deep level cognitions, followed by behaviors in accordance with this self-

awareness (which can be called “authentic living”), and the amount to which a person allows 

outside influence in his/her life. The person-centered conception was used for the construction 

of the scale of dispositional authenticity, allowing the identification and quantification of 

authenticity as an individual difference variable and incrementing empirical studies (Wood, 

Linley, Maltby, Baliousis, & Joseph, 2008). This conception is deeply rooted in the work of 

Carl Rogers (Rogers, 1959, 1961) on the theory of therapy, personality and behavior. 

According to the authors (Wood et al., 2008), in the first place, the true self is 

acknowledged as the actual psychological states, emotions, deep level cognitions and 

schematic beliefs of a person. Then comes the conscious awareness, the extent to which 

someone is able to recognize these psychological states, emotions and cognitions. Wood et al. 

(2008) argues that a perfect congruence between conscious awareness and actual experience 

is never possible, therefore there is always a certain amount of self-alienation. Self-alienation, 

according to the authors, composes the first aspect of authenticity in the scale of dispositional 

authenticity and is measured by the subjective experience of not knowing oneself or feeling 

out of touch with the true self (the higher is the level of self-alienation, the higher is the 

perceived or felt inauthenticity) (Wood et al., 2008). The second aspect of authenticity is 

called authentic living, and it comes with the congruence between the consciously perceived 

experience and the behavior itself or, in other words, being able to express emotions in a way 

that is consistent with the conscious awareness of psychological states, emotions, beliefs and 

cognitions (Wood et al., 2008). The third aspect of authenticity, in this model, is accepting 

external influence, that means that the person allows the social environment to dictate of 
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influence his/her behavior, trying to conform to the expectations of others (Wood et al., 

2008). the trait definition to develop the scale of dispositional authenticity, which we are 

going to use for this research, allowing the identification and quantification of authenticity as 

an individual difference variable and incrementing empirical studies (Wood et al., 2008). For 

the purpose of this research, we consider trait authenticity as it is defined in the scale of trait 

authenticity, summarized as knowing oneself and being able to behave based on what one 

knows and truly believes (one’s own set of personal characteristics and values). 

As social beings, the social environment affects in some degree all of the three 

components of the tripartite person-centered view of authenticity (Wood et al., 2008): self-

alienation, authentic living and accepting external influence. State authenticity can also be 

affected by social environment (Sedikides et al., 2017). For Halpin and Croft (1966), 

organizational authenticity is manifested by the degree to which the person resists personal 

change when performing their leadership and professional roles, remaining loyal to his or her 

thoughts, feelings, values and motives independently if they are in the personal or 

professional environment. Taylor (1992) talks about the difficulties of being truly authentic in 

his book, The Ethics of Authenticity. When discussing the primacy of instrumental reason in 

the Modern Age, he comments on the ways in which the demands of economic growth are 

used to justify everything, forcing managers to adopt maximizing strategies even if they don’t 

deeply agree with it (Taylor, 1992 - p.17). 

 The study of authenticity in organizations is pretty much focused to the construct of 

Authentic Leadership and its outcomes. The emergence of the concept of Authentic 

Leadership occurred in a certain way in response to events that demonstrated the need for 

more ethics and genuine capacity to respond to a challenging and constantly changing 

environment, such as ethical meltdowns, terrorism and SARS (Avolio & Gardner, 2005). The 

present research is taking place in 2020/2021, as we are facing the COVID-19 pandemic, 

requiring from leaders an unprecedent flexibility and genuine capacity to face challenges in an 

instable environment, globally, or, as suggested by Avolio and Gardner (Avolio & Gardner, 

2005): “…being able to rapidly bounce back from catastrophic events and display resiliency; 

helping people in their search for meaning and connection by fostering a new self-awareness; 

and genuinely relating to all stakeholders.” It couldn’t be more suited to our reality. 

Several studies started to bring characteristics that would be appropriate to an 

authentic leadership, such as authenticity, intentionality, spirituality, sensibility (Bhindi, N., 

Duignan, 1997), hopefulness (Begley, 2001; Luthans & Avolio, 2003) and self-knowledge 
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(Gardner et al., 2005; George, 2003; Ilies et al., 2005; Kernis & Goldman, 2006; Shamir & 

Eilam, 2005; Sparrowe, 2005). Bill George described the authentic leader as pursuing purpose 

with passion; practicing solid values;  leading with heart; establishing enduring relationships; 

demonstrating self-discipline or, simplifying it in five words: purpose, values, heart, 

relationships and self-discipline (George, 2003). For Avolio and Gardner (2005) in their 

seminal study for the conceptualization of the construct, authentic leaders have elevated self-

knowledge; are aware of their own and others values and moral perspective, knowledge and 

strengths; are aware of the context in which they operate; are confident, hopeful, resilient, and 

of high moral character (Avolio & Gardner, 2005). It is interesting to notice that being 

confident, hopeful, resilient and having high moral character are characteristics or 

components of Positive Psychological Capital or PsyCap, and these items can be successfully 

developed through interventions in the workplace and even online interventions (Chaves, 

Lopez-Gomez, Hervas, & Vazquez, 2017; Frisch, 2013; Luthans et al., 2007; Schueller & 

Parks, 2012). This last definition (Avolio & Gardner, 2005) of authentic leadership was 

advanced with the identification of four primary components of Authentic Leadership: self-

awareness, balanced processing, relational transparency, and internalized moral perspective 

(Walumbwa et al., 2008). 

2.1.2. Outcomes of Authenticity  

Humanistic models of psychotherapy have defended the hypothesis that distress and 

psychopathologies stem from incongruence between one’s self-concept and external 

experiences, or inauthenticity (Horney, 1991; May. R., 1981; Perls, 1969; Rogers, 1959, 

1961; Winnicott, 1965; Yalom, 1980). Interest has grown in the last twenty years, especially 

due to the development of the stream of Positive Psychology (Boyraz, Waits, & Felix, 2014). 

Since the creation of the scale of dispositional authenticity (Wood et al., 2008), which allowed 

greater academic consistency to empirical studies, this relationship could be tested and 

deepened. Earlier empirical studies were mostly indirect and focused primarily on one or 

another of the three facets of authenticity: self-knowledge, authentic living and accepting 

external influence (Wood et al., 2008). Overall, on a personal level, studies show positive 

correlation between authenticity and self-esteem (Goldman & Kernis, 2002; Neff & Harter, 

2002; Wood et al., 2008), sense of power (Gan et al., 2018), well-being and life satisfaction 

(Goldman & Kernis, 2002; Ryan, LaGuardia, & Rawsthorne, 2005; Wood et al., 2008), and a 

negative correlation to depression (Neff & Harter, 2002) and distress (Boyraz & Kuhl, 2015). 
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In 2002, Goldman and Kernis reported that a higher total score on their Authenticity 

Inventory (AI) were positively related to reported self-esteem level and life satisfaction and 

negatively related to contingent self-esteem (the extent to which individuals' self-worth 

depends upon meeting expectations, matching standards, or achieving specific outcomes or 

evaluations) and negative affect (Goldman & Kernis, 2002). Neff & Harter (2002) also 

concluded that people who subordinated their needs in close relationships to avoid 

confrontation, accepting more external influence, experienced increased sense of 

inauthenticity, reporting lower levels of self-esteem and more depression (Neff & Harter, 

2002). Lopez and Rice (2006) also found correlations between authenticity and relationship 

satisfaction, even after controlling for gender, self-esteem, commitment level, avoidance, and 

anxiety (Lopez & Rice, 2006). 

Wood et al. (2008) showed strong positive relation between authenticity and self-

esteem and aspects of both subjective and psychological well-being (Wood et al., 2008) and, 

with self-complexity defined as the extent to which people report multiple aspects to their 

personality, and the number and independence of these "self- aspects", Ryan et al. (2005) 

tested whether the different aspects of personality poorly integrated were responsible for a 

feeling of inauthenticity that would, in turn, lead to decreased well-being. The study showed 

that self-complexity is largely unrelated to well-being, whereas the authenticity of the self-

aspects is associated with higher well-being (Ryan et al., 2005). 

In a longitudinal study, authenticity predicted decreased distress and increased life 

satisfaction (Boyraz et al., 2014), and sense of power was also related to authenticity, showing 

an important effect of perceived authenticity on perceived power and downstream 

judgments, fostering state authenticity as a strategic means to attain power and understanding 

its dynamic nature (Gan et al., 2018). 

On a professional level, regarding authenticity at work, more positive outcomes are 

found, and also show that authenticity at work and outside work are related. One of them 

showed that state authenticity at work and at home shared a relatively strong positive 

relationship, that appeared to be mediated by the spillover of affect from one context to the 

next (Zhang, Chen, Schlegel, & Chen, 2019). Considering social context, authenticity was 

related as higher with partner, followed by friends and parents, and lowest with work 

colleagues (Robinson, Lopez, Ramos, & Nartova-Bochaver, 2013), confirming that is more 

difficult to be authentic at work than it is at home (Taylor, 1992) . Regardless which of these 
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three social contexts is considered, authenticity was a predictor for well-being (Robinson et 

al., 2013). 

Ménard and Brunet (2011) investigated and confirmed the mediating role of meaning 

of work in the relationship between authenticity at work and subjective well-being (Ménard & 

Brunet, 2011), and Van den Bosch and Taris (2018) reinforced the associations between 

authenticity at work, motivation and well-being (Van den Bosch & Taris, 2018). It is also 

related to intrinsic motivation, work ability and – negatively – to depressivity (Emmerich & 

Rigotti, 2017). Emmerich and Rigotti (2017) concluded in their study that work-related 

authenticity and healthy psychological functioning are positively reinforcing each other, and 

defended that encouraging employees to be authentic is a great opportunity for organizations 

to enhance health and performance-related indicators and prevent negative health indicators 

like depressivity (Emmerich & Rigotti, 2017). Authenticity has also shown positive relations 

to work engagement (Yagil & Medler-Liraz, 2013), job satisfaction, and performance (Metin, 

Taris, Peeters, van Beek, & Van den Bosch, 2016), and Goodwin and colleagues (2011) 

showed important evidence of impacts of acting inauthentically in turnover, emotional 

exhaustion and decreased job performance (Goodwin, Groth, & Frenkel, 2011). 

And, if authenticity enhances well-being of followers, it also positively impacts the 

well-being of the leaders (Weiss, Razinskas, Backmann, & Hoegl, 2018). Based on the 

theories of ego-depletion and authentic leadership, authentic leadership has shown to reduce 

leaders’ stress and increase their work engagement (Weiss et al., 2018). 

Authentic leadership has shown to be positively related to employee’s creativity and 

innovativeness (Müceldili, Turan, & Erdil, 2013), to the development of positive 

psychological capacities and positive ethical climate (Walumbwa et al., 2008), to heightened 

levels of follower trust in the leader, engagement, workplace well-being and veritable, 

sustainable performance (Gardner et al., 2005). It is also related to important work-related 

outcomes such as organizational commitment, follower satisfaction with supervisor 

and individual follower job satisfaction and rated job performance (Walumbwa et al., 2008), 

and also greater well-being among followers and reciprocal effects such as a most inclusive, 

ethical, caring and strength-based organizational climate (Ilies et al., 2005). 

Strategy making with more authenticity, especially the moral and ethical components 

of it, was discussed by Jeanne Liedtka (2008). She argued that more authenticity in 

organizations, specifically in strategy making, would reflect in more ethical behaviors and 

practices, creating the possibility for improving both the moral good and the business 
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outcomes of an institution simultaneously (Liedtka, 2008). Outcomes of authenticity are not 

only important for the well-being of the involved (even considering that well-being alone is 

already an extremely important outcome), but also for the construction of a more sustainable 

and ethical society. 

Although the importance of authenticity in the workplace is evident, socialization 

theory has focused on enculturating new employees, trying to make them internalize the 

values of the new organization (Cable, Gino, & Staats, 2013; Schiemann, 2014), focusing on 

organizational identity and skills training. Cable et al. tried to show (and were successful) that 

the initial stage of socialization leads to more effective employment relationships when it 

encourages newcomers to express their personal identities (be their authentic best selves) 

instead of trying to make them internalize the values of the organization, leading to higher 

customer satisfaction and employee retention (Cable et al., 2013). The outcomes are better 

when there is some level of congruence between the values of the organization and the values 

of the individuals involved (Aiman-Smith, Bauer, & Cable, 2001; Cable et al., 2013; Cable & 

Judge, 1996; Chatman, 1989; Judge & Bretz, 1992). 

2.2.  Organizational Attractiveness 

Recruitment and selection, or finding and attracting high-performers (Beechler & 

Woodward, 2009; Ulrich, 2007), is a crucial part of talent management. In 1989, Rynes and 

Barber started their article with the phrase: “Developing labor shortages are expected to 

increase the importance of applicant attraction into the next century” (Rynes & Barber, 1990). 

Rynes and Barber suggested that organizations could actively mold selected 

organizational characteristics such as ability to pay, business strategy, culture and values as a 

strategy to attract talents (Rynes & Barber, 1990), and was one of the first to address the 

applicant’s attraction through the perspective of the organization and not the perspective of 

the applicant (Rynes & Barber, 1990). Following this suggestion, Turban and Keon (1993) 

created the Scale of Organizational Attractiveness, which we are going to use for this 

research, applying an interactionist perspective to organizational attractiveness, focusing on 

person-organization fit or person-environment fit on individuals’ employment decisions 

(Turban & Keon, 1993). 

Organizational Attractiveness, according to Greening and Turban (1997) refer to the 

perceptions of image or general impressions that the organization holds by those outside the 

organization (Greening & Turban, 1997) and, since images reside at the level of perception, 
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they can change over time (Backhaus et al., 2002). According to Aiman-Smith et al. (2001), 

attractiveness refers to an attitude or expressed affect toward an organization with the desire 

to initiate some relationship, revealed when people effectively seek for an opportunity to 

participate in the selection processes in a specific organization (Aiman-Smith et al., 2001). 

Considering it is at the level of perception and can change over time, besides the fact that it 

can also change depending on the generation to which applicants belong (Parry & Urwin, 

2011; Reis & Braga, 2016; Twenge et al., 2010), there is the need to be constantly trying to 

understand these differences for a more effective talent attraction, actively creating and 

reinforcing the positive aspects of the company as an employer for a stronger organization 

attractiveness (Edwards, 2009). This approach is considered relatively new and still in need 

for development (Edwards, 2009; Lievens & Slaughter, 2016; Sokro, 2012; Srivastava & 

Bhatnagar, 2010). 

Overall, studies on organizational attractiveness agree that people consider making job 

choices based on “subjective” or internal factors comprising aptitudes, values and interests, 

and “concrete” or external factors comprising job attractiveness (job prospects, earning 

potential, non-salary benefits, work-life balance, geographic location) (Coldwell & Callaghan, 

2013), with evidences that the first group is more relevant to differentiate employers (Judge & 

Bretz, 1992; Lievens & Highhouse, 2003; Srivastava & Bhatnagar, 2010). 

One of the first studies about the factors that matters for organizational attractiveness, 

showing empirically that organizational work values significantly affected job choice 

decisions, was the seminal research conducted in 1992 by Judge and Bretz (Judge & Bretz, 

1992). The authors cite salary, promotion opportunities and type of work as the most 

important job attributes pre-tested and showed significant before their study. In their research, 

they used for “work values” the four most important values found to be important for people 

at work by Ravlin and Meglino in 1987: achievement, concern for others, honesty, and 

fairness (Ravlin & Meglino, 1987). Their research found that pay and promotional 

opportunities are in fact important determinants of job attractiveness, but three of the four 

values considered were even more determinant: concern for others, achievement, and fairness, 

constituting significant predictors of offer acceptance (Judge & Bretz, 1992). 

Lievens and Highhouse (2003) divide the attractiveness attributes between 

instrumental and symbolic attributes (Lievens & Highhouse, 2003). Instrumental attributes are 

those that refer to what the organization actually offers, like salary package, flexible schedule, 

location and others, while symbolic attributes represent subjective and intangible aspects, 
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such as business innovation degree, culture and prestige – being these lasts more effective to 

differentiate employers (Lievens & Highhouse, 2003). Backhaus and Tikoo (2004) divide the 

studies about organizational attractiveness in two streams, the first stream suggesting that job 

seekers prefer organizations where they perceive congruence between their own values and 

the organization’s primary values, and the second stream defending that other attributes of the 

organization, such as organization structure, reward systems and image of the organization are 

what influence initial organizational attraction (Backhaus & Tikoo, 2004). 

It is interesting to notice that, despite the common understanding that there are 

symbolic and instrumental attributes affecting organizational attractiveness, the major 

challenge seems to be to understand which they are, how these attributes relate to each other 

and in what degree. 

For instance, Chamberts et al. (1998) considered that executive talent pool can be 

segmented into four groups, all caring deeply about culture, values and autonomy, but each 

group differing in what it looks for in a company: possibility of growth and advancement in a 

highly successful company, compensation and career advancement over the company’s 

success or its active role in their personal development, an inspiring mission and exciting 

challenges and work-life balance (Chambers et al., 1998). Srivastava and Bhatnagar (2010) 

identified eight attributes that organizations can “offer” as an employer (global exposure, 

career growth opportunities, “caring” and “enabling” as an organization) and what the 

organization “is” (flexible and ethical, credible and fair, “product and service brand image”, 

“positive employer image”). This study is in congruence with the study of Lievens and 

Highhouse (2003) and Judge and Bretz (1992), showing that symbolic attributes may be 

especially relevant and differentiate more an employer from its competitors than instrumental 

attributes do (Judge & Bretz, 1992; Lievens & Highhouse, 2003; Srivastava & Bhatnagar, 

2010). But, again, the values considered for the studies are different, which is a challenge for 

the continuity of researches in the field (Twenge et al., 2010). 

When we consider generational values, for instance, Backhaus et al. (2009) mention 

that “evolving needs and values” of the younger generations make employee recruitment 

more challenging (Backhaus et al., 2002). Indeed, although this differences in values between 

generations have been studied for several authors (Backhaus et al., 2002; Brockner et al., 

2006; Parry & Urwin, 2011; Reis & Braga, 2016; Twenge et al., 2010), some evidences show 

that perhaps they are not that much different, or at least not as much as we think (Posthuma & 

Campion, 2009; Twenge et al., 2010). Posthuma and Campion (2009) argue that there are 
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average differences between generations, but also lots of variation within them; they found 

that many stereotypes of workers based on age are not empirically proven, such as older 

workers are more resistant to change or younger workers are more motivated by altruistic 

values at work than previous generations (Posthuma & Campion, 2009). One of the most 

interesting studies about generational differences was able to examine the work values of 

three generations across time, collecting data in 1976 (Baby Boomers), 1991 (Generation X) 

and 2006 (Generation Me), allowing to isolate generational differences from age differences 

(Twenge et al., 2010). Findings showed that there was in fact an increase in leisure values 

(opportunity for free time, vacation and freedom from supervision) over generations 

comparing Boomers and Millennials, while work centrality declined (Twenge et al., 2010). 

Extrinsic values such as status and money are higher among Generation X, a little lower 

among Millennials and the lowest among Baby Boomers. Social values (such as making 

friends) and intrinsic values (such as interesting and results-oriented jobs) are falling since 

Baby Boomers, being a little lower among Generation X and falling more among Millennials. 

Surprisingly and contradicting popular reports, altruistic work values (helping and societal 

worth) are not higher among Millennials than previous generations, it is in fact a little lower 

(Twenge et al., 2010). 

All these researches reinforce the challenges for talent management and talent 

attraction: in order to attract the “right” people for your organization, it is important to know 

not only what talent means to your organization and what characteristics it is desired for each 

position at each time, but also to align and communicate the values that compose the culture 

of the organization to better attract these talents and, as it was clear, it is not that easy to find 

out. 

When people are applying to a job in an organization, it is expected that they compare 

their personal standards with the requirements of the organization as a signal that they could 

be their true selves at work (Bandura, 1990; R. Wood & Bandura, 1989). Because people are 

faced, in this situations, with asymmetrical information (Backhaus et al., 2002), through 

Signaling Theory, they must interpret signals that organizations communicate (Connelly et al., 

2011) in order to evaluate the potential “match”. One way to communicate to this potential 

employees is through Employer Branding (Sokro, 2012). 

But people consider not only similar or compatible values when choosing an 

organization: they also consider the possibility to express their own values (Kahn, 1990; 

Shamir, 1991), whatever they are, in consistency with the concept of authenticity. Katz and 
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Kahn (1966) referred to it as “expressing in words and acts one’s important values and thus 

identifying oneself and maintaining a satisfactory self-image” (Katz & Kahn, 1966). 

Therefore, instead of searching for the “right” values, that can differ so much between people, 

ages, generations… perhaps looking for the impact of allowing anyone to just be more of who 

they are could be a considerable alternative. 

Therefore, the hypothesis is that, when faced with information communicating that the 

organization value who they are, their values and beliefs and makes an effort to promote an 

authentic environment at work, people would be more attracted and more prone to accept an 

offer made from this company. 

 

H1= perceived authenticity at work positively impact ratings of organizational 

attractiveness 

3. METHODOLOGICAL APPROACH 

In order to understand if the possibility of being more authentic inside and 

organization causes an impact on organizational attractiveness, this study performed a cross 

sectional web-based survey experiment (Saunders, Lewis, & Thornhill, 2009). 

Experimental investigation is especially appropriate to studies that aim to establish 

causal relationships between two or more variables (Jackson & Cox, 2013). In this case, the 

objective was to establish or test a causal relationship between authenticity at work 

(independent variable) and organizational attractiveness (dependent variable). Survey 

experimentation has been more easily used for social scientists with the significant 

improvement in the infrastructure available to conduct such experiments: the internet (Jackson 

& Cox, 2013). A web-based experiment survey tends to be used for research as it allows the 

collection of a large amount of data from a sizeable population in an economical way, 

providing a quantitative description of trends, attitudes and/or opinions of a population with 

the intent of generalizing from the sample to the population, and the fact that it allows larger 

samples than field or laboratory experiments provides statistical power to detect even modest 

effects (Jackson & Cox, 2013; Saunders et al., 2009). 

The data obtained through experimental investigation are standardized, which allows 

easy analysis and comparison through descriptive and inferential statistics, and can also 

suggest possible relationships and models of these relationships between the variables 

(Creswell, 2014; Saunders et al., 2009). 
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For administering the survey experiment questionnaires, an online software tool was 

used (Survey Monkey). This software also allows to design the questionnaire, collect, enter 

and, in some cases, analyze the data, which is also recommended when performing a survey 

as strategy (Saunders et.al, 2009). 

The experiment had two groups randomly assigned through SurveyMonkey. Since the 

sample was collected in Brazil, the language used for the questionnaire is Portuguese. The 

control group’s survey contained a job announcement for a fictitious company (a management 

consultancy firm) without providing any information about policies that incentivize 

authenticity. The treatment group’s survey presented the same job announcement, but this 

time with additional information about the company’s efforts to provide a more authentic 

environment, showing to care about employee’s authenticity, with sentences carefully though 

based on the scale of dispositional authenticity (Wood et al., 2008). The announcement was 

carefully designed to be attractive to different areas and levels of seniority, and includes 

information about the company and the industry. The announcement also contained what the 

company was seeking and what it offered for employees in general. 

The only difference between the surveys of the two groups was the information about 

the company’s efforts to provide a more authentic environment and its concern to employees 

authenticity, with sentences created based on the scale of dispositional authenticity (Wood et 

al., 2008). 

A manipulation check was used in order to assure validity of the manipulation or, in 

other words, to test if the manipulation had the desired effect: that people understood that 

working for that company would allow them to be more authentic or to behave more 

authentically. The manipulation consisted of three sentences placed right below the job 

announcement, to which respondents should answer as if they were working for the company 

in the announcement, based on a seven-point Likert-type scale, being 1 to “totally disagree” 

until 7 to “totally agree”: 

· “I would always stand by what I believe in”;  

· “I would be true to myself in most situations”  

· “I would live in accordance with my values and beliefs”.  
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3.1. Sample and data collection 

The sample was chosen by convenience, through LinkedIn and other professional 

groups, between October and December of 2020. LinkedIn is the largest business-oriented 

social network in the world, maintaining a membership of more than 575 million individuals 

worldwide and more than 34 million in Brazil (Osman, 2020). Although many recruiters and 

human resources professionals and LinkedIn itself consider its members as active jobseekers, 

or people actively searching for jobs at the present moment, and also passive jobseekers, those 

who are currently employed and theoretically not seeking a career change, Dekay arguments 

that the majority of members registered at LinkedIn (94,5%) are job seekers, even if currently 

employed individuals that are interested in obtaining information about new career 

possibilities and prepared to act upon these opportunities (Dekay, 2009). Being attracted to an 

organization and actually accepting a job offer or having the desire to pursue a job in that 

organization are not the same thing and should be treated as different constructs, although 

researchers often blend them (Aiman-Smith et al., 2001). Since we are considering 

organizational attractiveness, LinkedIn seem s to be a great place to consider for the sample. 

A consent form was presented right before the questionnaire according to the rules of 

the Institution to which the researcher belongs, indicating the general reasons for the study 

and certifying the anonymity of respondents. At the end of the questionnaire, there was an 

authorization check (agree; not agree) to the participance. 

The control and treatment groups were randomly assigned through SurveyMonkey, in 

a total of 370 questionnaires answered; 188 people (50,81%) composed the treatment group 

and received the questionnaire with the manipulation, and 182 (49,19%) composed the control 

group, receiving the questionnaire without the manipulation. Tax of completion of the 

questionnaire was 68% and the mean of time for completion was 7 minutes. A pretest of 50 

questionnaires was previously administered in order to check possible inconsistencies. 

3.2. Measures, control variables and characteristics of respondents 

3.2.1. Organizational Attractiveness 

After being exposed to the announcement, organizational attractiveness was rated in both 

groups by the five-questions of the Organizational Attractiveness Scale (Turban & Keon, 

1993), measured on a seven-point Likert-type scale. The scale was translated to Portuguese by 
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the author using the Brislin method (Brislin, 1986) and Cronbach’s ∝ of this scale was 0.859 

for the control group and 0.887 for the treatment group.  

 3.2.2. Control variables 

In the first place, the Scale of Dispositional/ Trait Authenticity (Wood et al., 2008) 

was used as control. The scale is composed by a total of 12 sentences that should be measured 

on a seven-point Likert-type scale, four of them positive (e.g. “I live in accordance with my 

values and beliefs”) and eight of them negative (e.g. “I don’t know how I really feel inside”). 

The scale was translated to Portuguese by the author using the Brislin method (Brislin, 1986), 

Cronbach’s ∝ of this scale was 0.823 for control group and 0.783 for treatment group. 

Both groups received the survey (appendix 1) with demographic questions containing 

age, sex/gender, ethnicity, marital status, whether has children or not, level of education, and 

years of professional experience. Respondents were also asked to answer individual and 

family income, whether is employed in the moment or not, and whether occupies a 

managerial position in the moment or not. 

Age, gender and ethnicity has previously showed correlation with authenticity (Wood 

et al., 2008). Age and gender has also shown correlation with organizational attractiveness 

(Backhaus et al., 2002; Brockner et al., 2006; Groysberg et al., 2006; Parry & Urwin, 2011; 

Reis & Braga, 2016; Twenge et al., 2010). The other questions aimed other findings. 

Managers have the tendency to feel more confident in expressing themselves when compared 

to non-managers (Kraus et al., 2011), and that is why we controled for this variable too. The 

other variables were tested as control. 

 3.2.3. Characteristics of the respondents 

The experiment had a total of 370 respondents. From this total, 52,12% composed the 

control group and 47,88% composed the treatment group. Specific characteristics of each 

group are addressed as follows. 

3.2.3.1. General characteristics 

The respondents were given three options concerning sex/gender: male, female or I’d 

rather not to answer. In the control group, 50,53% are female, 48,94% are male and 0,53% 
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preferred not to answer, with Z = 0,687 and p = 0,408 ( p > 0,05, showing no significant 

difference between groups regarding sex/gender).  

In the control group, 53,97% have children, and 52,43% in the treatment group, with Z 

= 0,120 and p = 0,729. 68,09% of the control group are in management position, while 

56,76% of the treatment group are in the same situation, with Z = 5,345 and p = 0,021 (in this 

case, there was difference between groups, with p < 0,05). 73,54% of the control group and 

71,20% of the treatment group are currently employed, with Z = 0,179 and p = 0,673. The 

only characteristic that showed significant difference between control and treatment group 

was if the person is currently in management position.  

3.2.3.2. Age 

Age of the respondents are configured in the groups according to table 1. The majority 

of respondents in both groups are between 26 and 45 years old (69,31 in the control group and 

72,97 in the treatment group). There was difference between groups, with Z = 4,696 and p = 

0,031 ( < 0,05).  

Table 1  
Age  

 
Percentage (%)       

Age 18-25 26-35 36-45 46-55 >  55 

Control group 7,94 24,34 44,97 17,46 5,29 

Treatment group 9,73 34,59 38,38 14,05 3,24 

  
 

          

3.2.3.3. Marital status 

The majority of respondents in both groups are married or are in a stable union (65,61 

in control group and 63,24 in treatment group), followed by not married (27,51 and 31,55), 

with Z = 0,719 and p = 0,397.  
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Table 2  
Marital status 

 
Percentage  (%)      

Marital Status not maried married/stable union separeted/divorced widower 

Control group 27,51 65,61 6,88 0,00 

Treatment group 31,35 63,24 4,86 0,54 

 

3.2.3.4 Color and ethnicity 

More than eighty percent of the respondents in both groups are white, followed by a 

minority of brown (“pardo”), with Z = 1,122 and p = 0,290.  

Table 3  
Color and Ethnicity 

 
Percentage (%)         

Color/ethnicity white black brown yellow indigenous other 

Control group 82,54 1,59 11,64 3,70 0,00 0,53 

Treatment group 85,87 1,63 9,78 2,72 0,00 0,00 

 

3.2.3.5. Educational level 

All the alternatives for educational level considered either complete or still attending 

that level. Most of the respondents in both groups have completed or are attending to a post-

graduation, or at least have a bachelor’s degree. These two groups together (bachelor and 

post-graduate) compose 84,13 percent in the control group and 75,13 percent in the treatment 

group. There was no significant difference between control and treatment groups, with Z = 

0,135 and p = 0,714.  

Table 4  
Educational level 

 
Percentage (%)         

Education level* elementary high school bachelor post-graduate master phD 

Control group 0,00 0,53 22,75 61,38 12,70 2,65 

Treatment group 0,00 1,62 30,81 44,32 15,14 8,11 

*complete or attending             



29 
 

 

3.2.3.6. Professional experience 

Respondents were asked to answer their professional experience in years. Most of the 

respondents in both groups have more than 15 years of professional experience. In this case, 

there was difference between the groups, with Z = 0,4,395 and p = 0,037 ( < 0,05). 

Table 5 
Professional experience 

 
Percentage (%)         

Professional experience* 0 <1 1 to 5 5 to 10 10 to 15 > 15 

Control group 1,06 1,59 11,11 12,17 21,69 52,38 

Treatment group 1,62 1,62 14,06 18,92 22,16 41,62 

*in years             

3.2.3.7. Individual and familiar income 

The sample showed a high economic level of the participants. When it comes to 

familiar income, 38,62 percent of the respondents in the control group pointed more than 20 

minimum wages per month, with 33,51 percent of treatment group in the same situation, with 

Z = 2,333 and p = 0,128. Regarding individual income, more than 75 percent of the 

participants pointed more than five minimum wages per month, in both groups, with Z = 

2,418 and p = 0,121. The individual and familiar income was rated in terms of minimum 

wages per month, considering the minimum wage in Brazil as R$ 1.045,00 (one thousand and 

forty five reais) at the time of the research.  

Table 6  
Individual and Familiar income 
 Percentage (%)         
Individual income* 0 to 1 1 to 3 3 to 5 5 to 10 10 to 20 >  20 
Control group 8,99 8,47 10,58 25,93 24,87 21,16 
Treatment group 7,03 13,51 16,22 22,70 27,57 12,97 
Familiar income*             
Control group 0,53 3,17 8,47 16,40 32,80 38,62 
Treatment group 1,08 5,41 9,73 18,38 31,89 33,51 

* in minimum wages/ monthly 
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3.3.  Statistical Analysis 

Data collected was analyzed using one-way ANOVA (Analysis of Variance), with the 

software SPSS. ANOVA is the typical method for analyzing data obtained in a basic two-

group experiment or a randomized design with two levels, constituting a formal explanatory 

framework to explain dependent variable scores (Huitema, 2011). Pearson Correlation was 

used to indicate which variable had correlation with Organizational Attractiveness and a post 

hoc Test of Between-Subjects Effect was performed in order to assure that there was 

significant difference between the control and the treatment group regarding the variables that 

had shown significant.  

4. RESULTS 

One-way ANOVA (Analysis of Variance) between the means of Organizational 

Attractiveness (Turban & Keon, 1993) in the control and in the treatment groups showed no 

significant difference, meaning that the hypothesis was not supported (p > 0,050), as shown in 

Table 7. 

Table 7  
ANOVA for Organizational Attractiveness between groups 

 
          

ANOVA Sum os squares df Mean Square F Sig. 

Between Groups .895 1 .895 1.692 .194 

Within Groups 194.645 368 .529   

Total 195.540 369    

  
 

          

In other words, Ho=organizational attractiveness is positively related to perceived 

authenticity at work presented a F = 1.692 and a p = 0,194 (p > 0,050), offering no support for 

Hypothesis 0.  

Nevertheless, Table 8 and Table 9 shows that when controlling for age there was a 

significant positive correlation (.102*, p = 0,050), same for whether the person is currently 

employed (.137**, p = 0.008, that is, p < 0,01), and there was a negative correlation regarding 

education level (-.109*, p = 0.36, or p < 0,050).  
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Table 8  
Correlations 

 
 
Table 9  

Significant correlations at level <0.050 
Correlations Organizational Attractiveness Sig. (2-tailed)          N 

Age .102* .050 370 

Education Level  -.109* .036 370 

Currently Employed .137** .008 369 
*correlation is significant at the 0.05 level (2-tailed) 

** correlation is significant at the 0.01 level (2-tailed) 
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In order to confirm if there are differences between control and treatment groups 

regarding these variables, this result was followed by a post hoc Test of Between-Subjects 

Effect. Results showed that, although these three variables have shown impact on 

Organizational Attractiveness, only one of them showed significant effect between the groups 

(control and treatment): whether the person is currently employed or not (Z = 4,535, p = 

0,011, that is, < 0,050). Results are shown in Tables 10, 11 and 12.  

Table 10  
Test of between-subject effects: Age and Organizational Attractiveness 
           

Source 
Type III Sum of 

Squares df Mean 
Square Z Sig. 

Corrected Model 2,691a 2 1,345 2,56 0,079 
Intercept 930,709 1 930,709 1771,179 <0,001 
Age 1,796 1 1,796 3,417 0,065 
Group 0,652 1 0,652 1,241 0,266 
Error 192,849 367 0,525   
Total 9821,280 370    
Corrected Total 195,540 369    

a. R Squared = .014   (Adjusted R Squared = .008)     
      

 
Table 11  
Test of between-subject effects: Educational Level and Organizational Attractiveness 
           

Source 
Type III Sum of 

Squares df Mean 
Square Z Sig. 

Corrected Model 3,166a 2 1,583 3,02 0,05 
Intercept 448,334 1 448,334 855,306 <0,001 
Educational Level 2,271 1 2,271 4,332 0,038 
Group 0,832 1 0,832 1,586 0,209 
Error 192,374 367 0,524   
Total 9821,280 370    
Corrected Total 195,540 369    
a. R Squared = .016   (Adjusted R Squared = .011)     
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Table 12  
Test of between-subject effects: Currently employed and Organizational Attractiveness 
             

Source 
Type III Sum 

of Squares df Mean 
Square Z Sig. Partial Eta 

Squared 
Corrected 
Model 4.723a 2 2,361 4,535 0,011 0,024 

Intercept 930,471 1 930,471 1787,048 <0,001 0,83 
Currently 
Employed 3,774 1 3,774 7,249 0,007 0,019 

Group 1,064 1 1,064 2,044 0,154 0,006 
Error 190,567 366 0,521    
Total 9789,920 369     
Corrected Total 195,290 368     

a. R Squared = .024 (Adjusted R Squared = .019)       
 

After analysis, results showed that the perception of authenticity only influences 

organizational attractiveness for currently employed people. We discuss the results in the next 

section (5).  

 

5. DISCUSSION 

This study aimed to understand if authenticity was a relevant variable of 

organizational attractiveness. The hypothesis was not supported, meaning that results showed 

that authenticity was not relevant for organizational attractiveness overall, but there was 

relevance when it comes to individuals that are currently employed. The discussion is 

deepened in this section.  

5.1. Theoretical contribution and implications 

The research aimed to test if perceived authenticity at work positively impact ratings 

of organizational attractiveness. We expected that people would feel more attracted to a 

company that communicates that people are valued for who they are, a company that allows 

people to express their own values and beliefs, in consistency with the concept of authenticity. 

Overall, the treatment was not effective. It means that the group that received the job 

announcement with information that signals this commitment to employees’s authenticity did 

not rate organizational attractiveness higher than the group that received the job 

announcement without this information. Other factors perhaps spoke louder to this 
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population: financial rewards, segment, size and geographical location or distribution of the 

company and the fact that it is a remote job. More than that, people may think it is not that 

good to be “themselves” at work. When the level of authenticity was studied in different 

contexts, authenticity was related as higher with partner, followed by friends and parents and 

lower with work colleagues colleagues (Robinson et al., 2013). Organizational authenticity or 

authenticity at work is understood as the degree to which the person behaves in consistency 

with his or her thoughts, feelings, values and motives, independently if they are in the 

personal or professional environment, resisting personal change when performing 

professional roles (Halpin & Croft, 1966). Charles Taylor defended in 1992 (p.17) that the 

demands of economic growth are used to justify everything, forcing managers to adopt 

maximizing strategies even if they don’t deeply agree with it (Taylor, 1992 - p.17).  

But although we didn’t confirm the hypothesis for the general population, the research 

showed relevance for those who are currently employed, and it turns our finding into an 

interesting one. These also called “passive candidates”, people who are present on LinkedIn 

and who compose our sample, are shown to be particularly desirable for companies, research 

professionals and placement agencies (Dekay, 2009). For these people, perceived authenticity 

at work is relevant when choosing to leave their present jobs for another one. Previous 

research has shown that when individuals have fewer options of getting a job, communicated 

values (such as Corporate Social Responsibility) had less impact on organizational 

attractiveness (Albinger & Freeman, 2000), going in the same direction as our findings: if a 

person is already employed, perceived values can speak louder tha other attributes of the 

organization.  

The constant need for organizations to remain competitive has made talent 

management a top priority more than ever before. Offering better financial reward packages 

in no longer enough (Thompson, 2013). Generational differences in talent attraction are an 

issue  (Parry & Urwin, 2011; Reis & Braga, 2016; Twenge et al., 2010) that requires  full 

attention from companies, and COVID-19 pandemic has made that even more evident, with 

the experience of home-working influencing preferences for work in the future – both for 

employers and employees (Heejung, Seo, Forbes, & Birkett, 2020). As a theoretical 

contribution, the present study aimed to address this gap for a constant an more profound 

understanding of factors that comprise Organizational Attractiveness, as claimed by several 

authors (Edwards, 2009; Lievens & Slaughter, 2016; Sokro, 2012; Srivastava & Bhatnagar, 

2010), particularly adding insight from the perspective of attraction and recruitment.  
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If we consider that “passive candidates” or people that are currently employed and not 

actively searching for another job can be especially desired (Dekay, 2009), the perception of 

authenticity at work can constitute an effective strategy for recruiting, fostering organizational 

competitiveness by attracting the desired talented individuals. 

Our results reinforced the signaling theory by demonstrating that people interpret 

organizational external communication, such as a job announcement, as signaling messages or 

clues indicating what it would be like to work for that firm. We assumed for this study that 

the company’s initiatives comprising employee’s authenticity at work is a signal of the values 

of the company and, therefore, they can be used as part of “employee value proposition”. This 

suggests that it may be useful for organizations to strongly consider the messages they use in 

recruiting processes, enhancing its employer branding that serves as a differentiation between 

them and other companies (Sokro, 2012). In order to achieve this employer differentiation and 

become an employer-of-choice, firms may use these strategies to provide a more authentic 

environment in their marketing programs and recruitment branding, communicating the 

benefits of working in a culture that aims to protect and develop their employees as a form of 

internal Corporate Social Responsibility, not only focused in developing authenticity for a 

better productivity and performance, but also for providing a more positive working 

environment (Ilies et al., 2005; Walumbwa et al., 2008), concerned with employees mental 

health and well-being (Emmerich & Rigotti, 2017), besides a more ethical environment and 

behaviors (Avolio & Gardner, 2005; Hannah et al., 2011; Liedtka, 2008) – especially during 

these challenging times.  

But, same way that an efficient talent management requires the definition of the 

concept of talent for each organization, perhaps indeed the best way to enhance authenticity in 

the workplace is not to try to reinforce authenticity in general but, instead, to clearly define 

what are the main values of that company in particular, reinforce its culture, and provide all 

the efforts in recruitment and selection for attracting people that already have fit with this 

values and culture – and then communicate this efforts. It will be easier for these employers to 

“be themselves”, since what they are is already what the company aims. And, if we consider 

the interactional model of person-organization fit, that posits that there is interchangeable 

influence between the values of the organization and the employee (Chatman, 1989), the 

presence of these more authentical employers will lead to a more authentical behavior overall. 

This holds true especially for the recruitment and selection of authentic leaders, since it is 

shown that they help to improve authenticity of followers (Avolio & Gardner, 2005; Leroy, 
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Anseel, Gardner, & Sels, 2015). And, after all, it would be easier to provide more effective 

employment relationships in the initial stages of socialization if the company could in fact 

encourage new employees to express their personal identities, instead of trying to make them 

internalize values of the organization that perhaps don’t even match theirs (Cable et al., 2013). 

5.2.  Study limitations and future studies 

Some limitations and indications for further studies on the topic should be noted. The 

first limitation of the research is that the sample chosen by convenience always can be biased. 

The groups were not identical, presenting significant differences when it comes to age, 

professional experience and if the person currently holds a management position. Instead of 

focusing in one particular segment, the sample obtained through LinkedIn and other 

professional groups aimed a more generical approach, but it may be valuable to explore 

specific segments and even other countries.  

In this study, the majority of respondents were white (more than eighty percent) and 

showed high educational level and high familiar and individual income. Diversity was not 

reached, and perhaps we could have interesting findings studying if authenticity at work could 

influence organizational attractiveness for minorities, perhaps as a way to improve Diversity 

Management, especially regarding attractiveness and recruitment in organizations.  

The study took place during the COVID-19 pandemics, when people naturally are 

reconsidering their choices in life and in their professional lives (Heejung et al., 2020). These 

consequences and interferences, of course, need more studies, including in relation to 

authenticity. Especially, if and how people find it possible to be authentic in the online 

environment. Since the job announcement used for this study claimed the company to be 

remote since always, this is an important question and perhaps a limitation.  

The method used in this research, specifically quantitative, does not explain how the 

decision process happens and other variables considering in the decision-making process, 

what indicates the need for further studies.  

The scale of Organizational Attractiveness (Turban & Keon, 1993) addresses 

organizational attraction as an attitude or expressed general positive affect toward an 

organization, viewing this organization as a desirable entity with which to initiate some 

relationship (Reis et al., 2016). It is different from job pursuit intention, where there is an 

active intention to pursue a job within this organization (Rynes & Barber, 1990). This is a 
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possibility of development for future studies, to identify not only organizational attractiveness 

but to go deeper into job pursuit intentions.  

Another suggestion is to address the possibility to be more authentic at work as an 

important factor for employee retention, with a consequent drop on turnover. Considering the 

results of the present study that the possibility to be more authentic at work showed relevant 

to people that are currently employed, it could be interesting to understand if they lack this 

possibility to be more authentic in their organization.  

Work values can only influence decisions when they are perceived. Employer 

branding is the strategy used for this, through the “sum of a company’s efforts to 

communicate that it is a desirable place to work” (Berthon, Ewing, & Hah, 2005), giving 

identity and distinctiveness to the organization as an employer, and also aiming to motivate, 

engage and retain its current employees (Srivastava & Bhatnagar, 2010). The present study 

used a fictional job announcement, created for the specific purpose of the experiment. Future 

research could consider how people obtain important information about the companies, and 

how much they rely on them, considering reputation and perceived authenticity of the 

company itself (if the organization “walk the talk”).  One suggested possibility (among 

several others possible) to test is to consider using perceived authenticity allowed for different 

organizational cultures, such as the four types of perceived organizational culture 

(hierarchical, clan, market, and adhocracy) that has shown to influence employees’ 

authenticity (Reis et al., 2016). Hierarchy and market cultures, perceived to emphasize 

stability, order and control are negatively related to authenticity (Reis et al., 2016). One 

experiment could test job attractiveness for these four different cultures, with different 

announcements, testing the mediating role of perceived authenticity involved. Other 

suggestion is to reinforce in communication about the company’s efforts made in recruitment 

and selection policies for obtaining higher person-organization fit. Qualitative research could 

also help to deepen the understanding of how perceived authenticity could impact 

organizational attractiveness, and job decisions, and also the consequences of perceived fit on 

individuals once they are already inside the organization.  
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8. APPENDIX 1  

8.1. Complete questionnaire (Portuguese) 

Job announcement – control group 

Imagine que você se depare com o seguinte anúncio de emprego abaixo (fictício). Após lê-lo 

atentamente, por favor responda às perguntas posteriores, de acordo com a escala. 

A Turning Point está buscando novos talentos. Está buscando você!  

Enquanto o resto do mundo está aprendendo a conviver com o trabalho remoto pela primeira 

vez, na Turning Point isso é o normal. Nesses tempos que são de incertezas para muitos, 

continuamos investindo e crescendo, com uma plataforma de tecnologia, programas de 

treinamentos e processos de negócios maduros que tornam o trabalho remoto ainda melhor 

que o convencional.  

A Turning Point é uma empresa líder em consultoria de negócios nos mais diversos 

segmentos, em operação em mais de 15 países pelo mundo e com mais de 10.000 

funcionários. Com sede em Nova Iorque, temos escritórios nas principais capitais mundiais 

como Londres, Paris, Munique e Tókio, onde auxiliamos nossos clientes nas suas tomadas de 

decisões mais importantes. A Turning Point está sempre na ponta de novas tendências, 

negócios, processos e metodologias de trabalho que podem trazer crescimento aos nossos 

clientes. Temos diversas oportunidades empolgantes, cada uma com uma perspectiva e 

abordagem de trabalho únicas.  

Explore nossas vagas e encontre a sua próxima função nas áreas de Engenharia, Finanças, 

RH, Comunicação, Marketing, Operações, Vendas, Suporte ou Gerenciamento de Produtos na 

Turning Point.  

O que oferecemos:  

· Salário e benefícios atrativos, acima do mercado 

· Um trabalho interessante e desafiador 

· Processos inovadores para produtos e serviços de alta qualidade 

· Ambiente de trabalho ético e positivo 

· Excelentes oportunidades de crescimento e desenvolvimento de carreira 

· Oportunidades de compartilhar seus conhecimentos e aprendizados com outras 

pessoas 

· E, claro, trabalhamos remoto desde sempre! 
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1) Job announcement – treatment group 

Imagine que você se depare com o seguinte anúncio de emprego abaixo (fictício).Após lê-lo 

atentamente, por favor responda às perguntas posteriores, de acordo com a escala. 

A Turning Point está buscando novos talentos. Está buscando você!  

Enquanto o resto do mundo está aprendendo a conviver com o trabalho remoto pela primeira 

vez, na Turning Point isso é o normal. Nesses tempos que são de incertezas para muitos, 

continuamos investindo e crescendo, com uma plataforma de tecnologia, programas de 

treinamentos e processos de negócios maduros que tornam o trabalho remoto ainda melhor 

que o convencional.  

A Turning Point é uma empresa líder em consultoria de negócios nos mais diversos 

segmentos, em operação em mais de 15 países pelo mundo e com mais de 10.000 

funcionários. Com sede em Nova Iorque, temos escritórios nas principais capitais mundiais 

como Londres, Paris, Munique e Tókio, onde auxiliamos nossos clientes nas suas tomadas de 

decisões mais importantes. A Turning Point está sempre na ponta de novas tendências, 

negócios, processos e metodologias de trabalho que podem trazer crescimento aos nossos 

clientes. Temos diversas oportunidades empolgantes, cada uma com uma perspectiva e 

abordagem de trabalho únicas. Aqui, nós valorizamos você. 

Acreditamos que cada pessoa busca expressar sua individualidade para o mundo, vivendo e 

comunicando seus valores e crenças. Queremos que você se expresse também no seu trabalho. 

Oferecemos treinamentos e ferramentas de desenvolvimento e autoconhecimento de forma 

consistente, de forma que você possa cada vez mais ser você mesmo, se conhecer cada vez 

mais, saber como se sente e defender aquilo em que acredita, ser verdadeiro e conseguir viver 

de acordo com suas crenças e valores. Tudo isso em um ambiente ético e de muito respeito. 

Isso é fundamental para nós.  

Explore nossas vagas e encontre a sua próxima função nas áreas de Engenharia, Finanças, 

RH, Comunicação, Marketing, Operações, Vendas, Suporte ou Gerenciamento de Produtos na 

Turning Point.  

O que oferecemos:  

· Salário e benefícios atrativos, acima do mercado 

· Um trabalho interessante e desafiador 

· Processos inovadores para produtos e serviços de alta qualidade 
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· Ambiente de trabalho ético e positivo 

· Excelentes oportunidades de crescimento e desenvolvimento de carreira 

· Oportunidades de compartilhar seus conhecimentos e aprendizados com outras 

pessoas 

· E, claro, trabalhamos remoto desde sempre! 

 

2) A partir do anúncio acima, responda às seguintes questões:  

· Eu me esforçaria muito/ exerceria grande esforço para trabalhar nesta/ para esta 

empresa. 

· Eu estaria interessado/a em me candidatar para uma vaga nesta empresa.   

· Eu gostaria de trabalhar nesta/ para esta empresa. 

· Eu aceitaria uma proposta de emprego desta empresa.  

· Eu não estaria interessado/a na empresa, exceto como último recurso. 

 

3) A partir do anúncio acima, considerando que você trabalhasse nesta empresa, responda 

às seguintes questões de acordo com a escala:  

· Sempre defenderia aquilo em que acredito 

· Seria verdadeiro comigo mesmo/a na maioria das as situações 

· Viveria de acordo com as minhas crenças e valores 

 

4) Responda às perguntas abaixo sobre você, de acordo com a escala:  

· Eu acho que é melhor ser você mesmo/a do que ser popular 

· Eu não sei ao certo como realmente me sinto 

· Eu sou fortemente influenciado/a pelas opiniões dos outros 

· Eu geralmente faço o que outras pessoas me dizem para fazer 

· Outras pessoas me influenciam fortemente 

· Eu sinto que me conheço muito bem 

· Eu sempre defendo aquilo em que acredito 

· Eu sou verdadeiro/a comigo mesmo/a na maioria das situações 

· Eu me sinto desconectado/a de mim mesmo/a, do meu “eu verdadeiro” 

· Eu vivo de acordo com as minhas crenças e valores 
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· Eu me sinto alienado/a de mim mesmo/a 

 

5) Age 

· 18-25 

· 26-35 

· 36-45 

· 46-55 

· Acima de 55 

 

6) Sexo/gênero 

· Feminino 

· Masculino 

· Outro/prefiro não responder 

 

7) Escolaridade (completo ou cursando) 

· Ensino fundamental 

· Ensino médio 

· Ensino superior 

· Pós-graduação 

· Mestrado 

· Doutorado 

 

8) Cor/etnia 

· Branca 

· Preta 

· Parda 

· Amarela 

· Indígena 

· Outros 

 

9) Estado civil 

· Solteiro 
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· Casado(a)/ união estável 

· Separado(a)/divorciado(a) 

· Viúvo(a) 

 

10) Tem filhos? 

· Sim 

· Não 

 

11) Experiência profissional (em anos) 

· Nenhuma 

· Menos de um ano 

· De 1 a 5 

· De 5 a 10 

· De 10 a 15 

· Mais de 15 

 

12) Qual sua renda individual mensal, considerando o salário mínimo vigente no Brasil 

em 2020 de R$ 1.045,00 (mil e quarenta e cinco reais) 

· 0 a 1 salário 

· De 1 a 3 salários 

· De 3 a 5 salários 

· De 5 a 10 salários 

· De 10 a 20 salários 

· Mais de 20 salários 

 

13) Qual sua renda familiar mensal, considerando o salário mínimo vigente no Brasil em 

2020 de R$ 1.045,00 (mil e quarenta e cinco reais) 

· 0 a 1 salário 

· De 1 a 3 salários 

· De 3 a 5 salários 

· De 5 a 10 salários 
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· De 10 a 20 salários 

· Mais de 20 salários 

 

14) Você está empregado no momento? 

· Sim 

· Não 

 

15) Profissionalmente, você ocupa (atualmente ou na última posição – caso esteja 

desempregado) cargo de gestão de pessoas/ liderança? 

· Sim 

· Não 
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8.2. Complete questionnaire (English) 

Job announcement – control group 

Imagine that you are faced with the following job advertisement below (fictitious). After 

reading it carefully, please answer the following questions, according to the scale. 

Turning Point is looking for new talent. It's looking for you! 

While the rest of the world is learning to live with remote work for the first time, at Turning 

Point this is normal. In these times that are uncertain for many, we continue to invest and 

grow, with a technology platform, training programs and mature business processes that make 

remote work even better than conventional. 

Turning Point is a leading company in business consulting in the most diverse segments, 

operating in more than 15 countries around the world and with more than 10,000 employees. 

Headquartered in New York, we have offices in major world capitals such as London, Paris, 

Munich and Tokyo, where we assist our clients in their most important decision-making. 

Turning Point is always on the cutting edge of new trends, businesses, processes and work 

methodologies that can bring growth to our customers. We have several exciting 

opportunities, each with a unique perspective and approach to work. 

Explore our vacancies and find your next role in the areas of Engineering, Finance, HR, 

Communication, Marketing, Operations, Sales, Support or Product Management at Turning 

Point. 

What we offer: 

· Attractive salary and benefits, above the market 

· Interesting and challenging work 

· Innovative processes for high quality products and services 

· Ethical and positive work environment 

· Excellent opportunities for growth and career development 

· Opportunities to share your knowledge and learning with others 

· And, of course, we work remotely since always! 

1) Job announcement – treatment group 

Imagine that you are faced with the following job advertisement below (fictitious). After 
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reading it carefully, please answer the following questions, according to the scale. 

Turning Point is looking for new talent. It's looking for you! 

While the rest of the world is learning to live with remote work for the first time, at Turning 

Point this is normal. In these times that are uncertain for many, we continue to invest and 

grow, with a technology platform, training programs and mature business processes that make 

remote work even better than conventional. 

Turning Point is a leading company in business consulting in the most diverse segments, 

operating in more than 15 countries around the world and with more than 10,000 employees. 

Headquartered in New York, we have offices in major world capitals such as London, Paris, 

Munich and Tokyo, where we assist our clients in their most important decision-making. 

Turning Point is always on the cutting edge of new trends, businesses, processes and work 

methodologies that can bring growth to our customers. We have several exciting 

opportunities, each with a unique perspective and approach to work. Here, we value you.  

We believe that each person seeks to express their individuality to the world, living and 

communicating their values and beliefs. We want you to express yourself in your work too. 

We offer training and development tools and self-knowledge in a consistent way, so that you 

can increasingly be yourself, get know yourself more and more, know how you feel and stand 

by what you believe in, be true to yourself and be able to live according to your beliefs and 

values. All of this in an ethical and respectful environment. This is critical for us. 

Explore our vacancies and find your next role in the areas of Engineering, Finance, HR, 

Communication, Marketing, Operations, Sales, Support or Product Management at Turning 

Point. 

What we offer: 

· Attractive salary and benefits, above the market 

· Interesting and challenging work 

· Innovative processes for high quality products and services 

· Ethical and positive work environment 

· Excellent opportunities for growth and career development 

· Opportunities to share your knowledge and learning with others 

· And, of course, we work remotely since always! 
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2) From the announcement above, answer to the following questions: 

· I would exert a great deal of effort to work for this company.  

· I would be interested in applying for a job with the company.  

· I would like to work for the company.  

· I would accept a job offer from this company.  

· I would not be interested in the company except as a last resort.  

 

3) From the announcement above, considering that you worked for this company, answer 

the following questions according to the scale: 

· I would always stand by what I believe in  

· I would be true to myself in most situations 

· I would live in accordance with my values and beliefs  

 

4) Answer the questions below about yourself, according to the scale: 

· I think it is better to be yourself, than to be popular. 

· I don’t know how I really feel inside. 

· I am strongly influenced by the opinions of others. 

· I usually do what other people tell me to do. 

· I always feel I need to do what others expect me to do. 

· Other people influence me greatly.  

· I feel as if I don’t know myself very well. 

· I always stand by what I believe in. 

· I am true to myself in most situations. 

· I feel out of touch with the ‘real me.’ 

· I live in accordance with my values and beliefs. 

· I feel alienated from myself. 

 

5) Age 

· 18-25 

· 26-35 

· 36-45 

· 46-55 
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· More than 55 

 

6) Sex/gender 

· Female 

· Male 

· Other/ I’d rather not to answer 

 

7) Education Level (complete or still attending) 

· Elementary school 

· High school 

· Bachelor  

· Post-graduation  

· Master 

· PhD 

 

8) Color/ethnicity 

· White 

· Black 

· Brown/ parda 

· Yellow 

· Indigenous 

· Other 

 

9) Marital State 

· Single 

· Married/ stable union 

· Separeted/divorced 

· Widower 

 

10) Do you have children? 

· Yes 



57 
 

 

· No 

 

11) Professional experience (years) 

· None 

· Less than one year 

· Between 1 and 5 

· Between 5 and 10 

· Between 10 and 15 

· More than 15 

 

12) What is your individual monthly income, considering the minimum wage in force in 

Brazil in 2020 of R$ 1.045,00 (one thousand and forty-five reais)? 

· 0 to 1  

· 1 to 3  

· 3 to 5  

· 5 to 10 

· 10 to 20  

· More than 20  

 

13) What is your familiar monthly income, considering the minimum wage in force in Brazil 

in 2020 of R$ 1.045,00 (one thousand and forty-five reais)? 

· 0 to 1  

· 1 to 3  

· 3 to 5  

· 5 to 10 

· 10 to 20  

· More than 20  

 

14) Are you currently employed? 

· Yes 

· No 
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15) Professionaly, do you currently (or in the last position in case you are unemployed) hold 

a management/ leadership position?  

· Yes 

· No 

 

 

 


