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Abstract
GENDERED CUES IN JOB ADVERTISING:
PERPETUATING OCCUPATIONAL

SEGREGATION

Stephanie Mastromoro, M.A.

The University of Texas at Arlington, 2013

Supervising Professor: Beth Anne Shelton

Current approaches within literature inadequatgplain the presence and persistence of
occupational sex segregation. In addition, litdegarch empirically examines allocation methods
as a key contributor to this phenomenon. | congigerole that allocation methods, such as job
recruitment and advertisement, play in maintairdngupational sex segregation. Specifically, |
examine the gendered nature of language used vjithiadvertisements and how this acts as a
filter for job applicants. The literature reviewtlimes material concerning occupational
segregation, gendered language, and gender ci@s adls. | reveal gaps in this literature in order
to solidify the need for more research prior tolaipng the methodology and findings of my
study. Ultimately, identifying the gendered langeag formal job advertisements contributes to a
neglected topic within gender stratification litena. Through this process | evaluate the

relationship between gendered job advertising andipational sex segregation.
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Chapter 1
Introduction to the Topic

Occupational segregation is a well-studied phenamghowever, no existing
explanation completely accounts for how genderbebjtocation methods may perpetuate labor
force segregation. For purposes of this study, patanal segregation is important because it is
an “extensive...and enduring” aspect of labor mark&tker 1997:315; Kmec 2008).
Occupational sex segregation is problematic becihpsepetuates various forms of gender
inequality, such as the pay gap, the glass cedlimjelevator, as well as traditional expectatidns o
male and female gender roles, between men and wéegrEngland, Allison, and Wu 2007;
Marini 1989; Maume 2004; Ridgeway 1997). Ineqyaiemming from occupational segregation
also has long term consequences for society. Ngtase men and women disadvantaged as
individuals, but society, as a whole, suffers beeahe labor force may not be operating as
efficiently as it could be, were it more diversehi occupational segregation can certainly be
maintained through methods beyond job allocatieoruiting is one of the first hurdles for
applicants to overcome potential stereotype anctidignation.

The presence of gendered linguistic cues withingdbertisements is understudied,
although there is research establishing how languefifects gender. In her study of male and
female language differences, Haas (1979) foundféimainized speech is more emotional,
nonassertive, and supportive due to the use ofemjsims and other politeness forms. Male
speech, on the other hand, is typically more asseand includes more commands (Haas 1979).
Similarly, types of speech, such as assertive nassertive, are often viewed differently based on
the gender of the speaker (Carli 1990). Researstalsa explored how language can associate
gender with occupations, such as law enforcemehe(Let al. 2002). For example, policeman
and waitress vs. police officer and server are @tasnof how occupational titles use language to

convey a gender bias. Language is gendered beitaizsebe associated with either sex, be



viewed as either masculine or feminine, and isfséiuently used to associate gender with
specific occupations.

Stereotypical masculine or feminine language iselyidiccepted, used, and embedded
within a society’s structure, thus it often goesaticed or corrected (Gaucher, Friesen and Kay
2011). Despite a lack of current research, theystidiender cues in job advertising is important,
especially in light of continued occupational segregation and our failure to fully understand
what maintains it. | empirically examine formal jabvertisements and explore the gendered
nature of the language used within them. Gendenegllage in job ads may be functioning as a
subtle cue that helps generate undesirable outcenwdsas occupational sex segregation. This
avenue requires further exploration and | begilayoa foundation which argues for the relevance

and necessity of this research.



Chapter 2

Literature Review

Occupational Segregation

Occupational sex segregation is defined consistémthe research literature as the
separation of men and women into different occapati{Anker 1997; Kmec 2005; Williams
1989). Historically, the index of dissimilarity hesrely shown any significant drop in the level of
occupational segregation and, although men and waresless segregated at work than in the
past, many men and women still work in either nmaléemale dominated occupations (Reskin
1993:247). Some explanations examine outcomesafpational segregation; however, | review
approaches that focus on occupational segregdself iather than consequences, such as the pay
gap (e.g. England, Allison, and Wu 2007; Marini 298vhich are beyond the scope of this
review.

Some research suggests that occupational segnegxigis due to worker choices. These
arguments advocate that men and women'’s primaeytations are different and assume that
workers perpetuate occupational segregation (AhRE7; Okamoto and England 1999; Reskin
1993). In other words, men and women prefer, chamstself-select” (Kmec 2005:322) to work
in different occupations. These “rational” decisidead men and women to acquire different
amounts and types of human capital (marketable aadities such as education, training, and
experience). Historically, this meant that womegmichoose occupations which allowed them to
remain primarily responsible for their family bytmmenalizing actions such as intermittent
working patterns, but this resulted in their plaeairin sex-traditional jobs (Anker 1997;

Okamoto and England 1999; Reskin 1993). This amprbas not been an adequate explanation
for the persistence of occupational segregatiork@Ai997; England 1982), but offers an

explanation for why men and women have differingoants of human capital. The labor market



itself also promotes or stunts the amount of hunagital gained based on the worker’s perceived
beneficial returns. Worker choice approaches fagmwthey assume that all male and female
workers rationally choose to enter a certain octtapand when they exclude other processes
which may impact a worker’s decision (Hanson arattPr991).

A second approach to explaining occupational segi@yaccounts for other’-s’ (namely
employer) actions. Employers are guilty of statatdiscrimination when they make decisions
heavily based upon and rationalized by predetemingtereotypes:

...profit-maximizing employers will reserve jobs witligh replacement

costs for the group with the greater expected privdty. Group

differences may in fact be small relative to vaoiatwithin groups; there

may be many female applicants with lower quit prigies and greater

work commitment than the average male applicant.ifBamployers are

unable to obtain this information for individual@icants, expected profits are

maximized by segregating workers by sex. The résualiscrimination because

the applicant or employee is being judged on ttsishaf knowledge about their

‘group’ rather than individual characteristics. €y and Baron 1986:762).

From this perspective, occupational segregatigeipetuated by employers and their
hiring agents. However, actions such as statistiszrimination are illegal in the U.S. and
employers are cautious about openly discriminatiteskin 1993). This results in difficulty
documenting and studying the extent of employetrdmutions to occupational segregation. It is
uncertain to what extent employers’ actions comtitaiimpact occupational segregation. This is a
major limitation and, again, potential cues geretdty employers and their hiring agents within
job allocation methods are either generalized erlowoked in this explanation.

Another approach proposes the dichotomization oféaonomic sectors: core and
periphery. Within this dichotomy is a further digtiion between primary and secondary labor
markets which is highlighted in dual labor marketdry (Gordon 1974:43). Core and periphery

sectors are a form of “industrial stratificatiotGg¢rdon, Edwards, Reich 1982:192) and are

summarized in the following quote:



The industrial ‘core’ of the American economy isonmith large

oligopolistic firms...[that]...have high product markeincentration,

product diversification, high profit margins, caiintensiveness,

sophisticated internal labor markets, extensiveniaation, high job

skill requirements, high wage rates, and low wotkenover. The

"periphery" sector...is organized on the basis of petitive capitalism

and...[is] characterized by low profit margins, uneleyped internal labor

markets, low job skill needs, low wage rates, madion-the-job training,

and high worker turnover...While the core sector megua workforce that is

trainable and stable, the periphery requires arlfdroe that will accept inferior

working conditions, lower pay, and higher risk adrk instability. As a result,

industries in the periphery recruit those who histdly have had the weakest

position in the labor market. (Beck et al. 1980)114

The primary labor market is associated with med, exists within the core economic
sector (Mencken and Winfield 1999), whereas thesgary labor market is associated with
women, and exists within the periphery sector.rifitiely, dual labor market theory as well as
core and periphery sector distinctions suggestdbetipational segregation results because of men
and women'’s different concentrations within these labor market and sector types. This
perspective distinguishes between occupationafoates based on worker demographics, but it
does not account for the mechanisms which prompkeve to become segregated within these
two different realms. This approach only identifidsracteristics of workers and industries once
they are already segregated. Allocation methogseeursor to ending up in either of these labor
markets, are neglected.

Feminist or gender explanations argue that occoipaltisegregation reflects predominant
gender stereotypes. These approaches take a ldokeat “non-labor market variables” such as
patriarchal norms and the household division obtalinker 1997:324). These variables
determine amounts of human capital gained by mdnammen which then impacts labor force
participation patterns. Gender role socializatineory says that socialization patterns instill a
desire to conform to socially acceptable roles iwithe workplace and society. In other words,

“differences in the sexes’ socialization may cdnite to their concentration in different

occupations...” (Reskin 1993:260). Socializationalifinces shape the stereotypes associated with



men and women, masculine and feminine jobs. Mopbmantly, this perspective suggests that a
viable explanation for occupational segregatiorstsxin a mechanism which is learned during
gender socialization and trains children to assedfings such as language with different
genders. As children grow up, utilizing languag@ igendered manner, especially in relation to
gender-traditional occupations, these patternsrbedograined and perpetuated (Liben, Bigler,
and Krogh 2002). For example, specific gender cbffiees in language, such as the use of
intensifiers and verbal reinforcers, “appear téefwomen’s greater emotional expressiveness
and sociability...[perhaps] gender differences inube of intensifies and verbal reinforcers [is
due] to a gender difference in the orientation thah and women have toward others” (Carli
1990:942). Any gender difference in the orientatizet men and women have is cultivated largely
through socialization, language being one such fofrsocialization. Gendered language in job
allocation methods may impact applicants by triggeknowledge and acceptance of previously
learned stereotypes. Research on occupationalemielpful because it shows where
individuals end up in the labor market, but it does always account for the mechanisms which
prompt applicants to make that choice. Gender egplans offer promise concerning future
research examining gender socialization and geddeteallocation practices in relation to
occupational segregation, but this link has yetedully explored.

Lastly, the gatekeeping framework is relevant. megority of research on gatekeeping
either presumes gatekeepers to be human or ordysties human gatekeepers. | focus on non-
human gatekeepers (e.g. job advertisements) ane dngt a gatekeeper may also be a structurally
developed object. In reference to a gatekeepenstiton:

Gatekeepers control access to ‘benefits’ valuedtbgrs who are their ‘clients.’

... [this] access is granted, not to something owmethe gatekeeper, but to

benefits external to both the gatekeeper and tbatejjatekeeper relation...

gatekeepers control access to, but never own,ghefibs received by their
clients.” (Corra and Willer 2002:180).



A key function of a gatekeeper, whether human ar-lneman, is the control of access;
thus, gatekeepers act as filters. If gatekeepers thee power to maintain a sex-traditional work
force then they also have the power to encouragera diverse and equitable workforce.
Gatekeepers rarely serve the latter function. @uigatekeeping frameworks are limited because,
while some research examines human gatekeepersd@hnd Bell 1990; Kerekes 2006), little
research identifies non-human gatekeepers, sug asls, as functioning in the same way as
their human counterparts. Identifying non-humaregaeépers might further explain occupational
segregation because it will create accountabifityed another filter which maintains sex-
traditional workforces much like human gatekeepers.

The inability of any one of these approaches tty fekplain occupational segregation
rests partially on the lack of focus on allocatinathods. Research should further explore
allocation methods, such as job advertising, asgether filter or gatekeeper which maintains
segregation. Also, research should examine thebltween gendered socialization and responses
to job allocation processes. Existing literaturdedicient in these two critical areas.

Job Recruitment

Employers use various methods to recruit emplogeesadvertise open positions.
Literature broadly define®cruitmentas organizational practices that impact who vplg for
and accept an advertised job position (Barber 1B88augh 1992:429; Rynes 1991:4). Informal
and formal advertising are two broad categoriem@thods that are highlighted below along with
their gendered outcomes.

Skuratowicz and Hunter’'s 2004 study revealed timaigies are one method of informal
advertising for a job or occupation. A U.S. bankdisigns, photographs, and videos to advertise
newly created job positions; however, these metheate highly gendered. The bank posted signs
listing the characteristics and duties relatedhéortew position and included an image of a male or

a female; this associated gender with each jab (8kuratowicz and Hunter 2004). Existing



employees who were being rerouted into one ofwltertew job positions were shown videos
about the job in which gender was conveyed. Im#w& customer representative position video,
the bank specifically showed women in this job & as crediting the “ladies” for their
exceptional work in this position (Skuratowicz gtdnter 2004:86). In this study, gender was
visually conveyed during job advertising.

A second informal job advertising method is worehtduth recruiting. In this method,
employers rely on existing employees to advertes® job openings. This effectively reproduces
the existing labor force (Reskin 1993). Women whke uinformal methods of job search often end
up in more sex-traditional or female dominated petions as opposed to women who use
formalized methods of job search (Drentea 1998)e&motes that:

...because it is characteristically casual and uraded, recruitment

via current employee referrals grants employersrefion to consider an

applicant’s sex when hiring and gives him or herltbense to rely on sex

stereotypes when evaluating the applicant. Asdrae time, recruitment

through current employees automatically disadvaagagpplicants with no

personal ties to a workplace. (Kmec 2005:324).

Employers may use informal recruitment because waayt to reduce costs and/or rely
on current employee ability to find an accurateifgms match. Unfortunately, this often
perpetuates any existing sex segregation.

Formal advertising methods include using an inteliargy such as an employment
agency, job posting, or open recruitment (Kantéf7)9This may be done through newspaper
advertisements (Born and Taris 2010) or electradiertisements (Gaucher, Friesen, and Kay
2011). Formal methods are considered to be obgestiwce they involve more accountability of
company recruiters (Kmec 2005), but subtle cuessbape the potential pool of applicants and
affect existing levels of segregation.

Job allocation processes whether formal or inforaff@ct the sex composition of a labor

force; thus, they are critical to helping explaotopational segregation. Bem and Bem (1973) and

Gaucher et al. (2011) found that the wording ofgdertisements impacted who would be more



likely to apply for a job. Job ads using stereatgbimasculine or feminine language may signal to
applicants which gender would best fit or be moedcame in the job. This is discriminatory if it
alienates a particular group from applying. Exigtiiterature suggests that gendered allocation
methods may be contributing to the perpetuatiaherathan the elimination, of occupational
segregation.

Gender Cues in Job Ads

Research exploring gendered cues within job raoeiit is important, because
recruitment is a “transition” point (Moore 1995;Wall 1987:731). Social dominance theory
(Sidanius and Pratto 1999) states that institutiteneel mechanisms exist to “reinforce and
perpetuate existing group-based inequality” (Gauehal. 2011). Job advertisements are
institutional-level barriers to job applicants aegresent the first phase of potential
discrimination. With this in mind, it is importatd view these ads as filters that reflect the
gendered condition of the larger organization stifation. This is another reason why formalized
job ads cannot be neglected when attempting taméte when and how discrimination may be
occurring during the recruitment process.

Gender cues vary based on the type of recruitmaingtexamined. As discussed,
informal methods of job recruitment are more likedycontain obvious gendered cues than formal
methods, which are subject to more legal and saciebuntability. | illustrate how gendered cues
still exist withinformal methods of job recruitment and advertising. Belaliscuss three studies
that are relevant to this specific focus.

The most dated study that relates to this topicaeesiucted by Bem and Bem in 1973.
They examined three job recruitment situations ficlv they tried to determine the effects of
word choice on job seekers. They exposed subjedtsde types of job advertisements: sex-
biased, sex-unbiased, and sex-reversed “affirmaiitéen” job advertisements meant to appeal to

job seekers who were not normally recruited inmalvertised jobs. They found that sex-biased



job advertisements discouraged men and women fpplyiag to sex-opposite jobs, but in
situations where the advertisements were sex-uathjas specifically stated that the employer
was an affirmative action employer, women were eiglg likely to apply for jobs where women
are underrepresented. This study demonstrated éxviased advertising creates and perpetuates
gendered preferences, but gender unbiased adrgrtigay help alter these preferences (Bem and
Bem 1973:16). Their experiments discovered a tatiom between use of masculine and
feminine stereotyped language and job-applicaqtareses by asking respondents to indicate their
willingness to apply for various job advertisemertthough, willingness to apply and actual
application are different, interest in applying yiced a way to further explore how gendered
language might impact an applicant. Bem and Beri3l8oncluded that their methods, due to
lack of exposure to actual discrimination by apgtits, likely underestimated the extent to which
sex-biased advertisements impacted their respondedy.

Another example is provided by Born and Taris (Q0&ho conducted a study where
they examined the impact of the wording of emplogtragvertisements on a student’s
willingness to apply for a job. They discoveredttfeanale students were more inclined to apply
for jobs with a more feminine job profile (a prefilisting stereotypical feminine characteristics);
however, males were not significantly impacted kgtas profile, whether stereotypically
masculine or feminine. Gender cues within job atisements may impact who applies for a job,
especially if one sex is more sensitive to gendetex$ as was indicated in this study since female
students decisions were more greatly impactedjbi’a profile than male students. The use of
gendered language or characteristics in a job gieiger may lead to the perpetuation of a sex-
traditional workforce because it may encourage rhahwomen especially, to apply for a job in
which they perceive a better fit with traditiona@ngler stereotypes.

The most recent and notable piece of research ekagnjendered cues within job

advertisements was conducted in 2011 by Gauchiesédfr, and Kay on Canadian electronic job

10



advertisements. Gaucher et al. (2011) were intdastthe “institutional-level contributors to
gender inequality” (110) since much of the reseamme on women’s underrepresentation in
male-dominated fields has been at the individualleThe institutional- or structural-level
variables are often so imbedded that many overibein (Deutsch 2006) and may be acting as
barriers to women’s entrance and participation alesdominated occupations. They found that
gendered terms in job advertisements affected pgores about the job and who would most
likely be in and welcome to the job. This was retbto the sex composition of the job itself. Their
results showed that masculine wording in job adsenents leads to less anticipated feelings of
belonging and job interest among women, whichkislyi to perpetuate gender inequality in male-
dominated fields. In post-experimental briefingsitlsubjects never attributed their job
advertisement responses to the gender-stereotyparding. While these discriminatory
outcomes may be unintended (Gaucher et al. 201):4® are still problematic and should be
addressed.

Gaps in the Literature

This literature is a helpful starting point for exaing gendered cues in job advertising,
but Fernandez and Sosa (2005) caution that mutirea#xisting data used to study gender
segregation in the workplace are collegyedt-hire Kmec’s 2005 study used information on a
company’s last hire to determine the impact of nizmtional practices upon the segregation of an
occupation. These data are limited in their abtlityhelp researchers identify the gender sorting
mechanisms present jime-hire processes (Fernandez and Sosa 2005). Althoughamisofs
identified post-hire have theoretical importanaapeical research should identify the pre-hire
gendered mechanisms in job recruitment simply bezditile research examines pre-hire
mechanisms without using post-hire data. Thisnsagor drawback to existing literature.
Literature also neglects to thoroughly examineghedered cues within job advertising that are

not being curtailed by legal and social effortshsas gendered language. While overt feminine or

11



masculine language is generally avoided by mostpemies, there are still lapses in awareness
concerning language that is highly associated &iitier men or women.

Prior research suggests the continued existengerwfered cues within job recruitment,
but there are limitations to the existing literatuFew studies examine the presence of gendered
cues in U.S. job advertisements. Gaucher et al(P0sed Canadian data for their study and Born
and Taris (2010) conducted their study on Dutchleympent data. The one study that was
completed using U.S. data was published in 1978 Bw presence of subtle gender cues and
their impact may have changed in the last 35 years.

Segregation Prior to Job Search

Some factors segregate men and women prior toghaich for a job. Within higher
education there are male and female dominatedsfigidtudy. Science, technology, engineering
and mathematics (STEM) fields are heavily male cataed (Kohlstedt 2004) while “soft”
sciences (e.qg. liberal arts) are female domindtedamine job ads for engineers and registered
nurses, both of which are gender segregated acediyrand occupationally. Women have begun
to enter more male-dominated fields, but their peeg has been small (Catalyst 2013; Frehill
1997; Ransom 1990). On the other hand, males haenore success steadily entering female-
dominated fields (Kmec 2008). Although the segregabccurring within academia will impact
the pool of applicants looking for a career in thespective fields, neither of these realms is
totally gender-segregated. In other words, thezenaale nurses (Kmec 2008) and female
engineers (Bix 2004) who also will be looking fob§ in these fields. It is these individuals who
will be impacted by the gendered nature of job aisements. If the individuals attempting to
enter opposite sex-dominated occupations are lskseguraged by gendered job allocation
methods, then there is little hope for reducing®xg amounts of occupational sex segregation in
these realms. Gendered barriers should be elintnateducation, since they do limit the amount

of men and women who would even be available tdyafop a job, but even if they are removed,

12



individuals will still face them in their future lposearch. Occupational segregation is not only
impacted by the number of people qualified forjtte(i.e. those with the appropriate educational
background), but also by those being allowed teretit is this process of gendered filtering

through qualified applicants that is the focushi$ study.
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Chapter 3
Goals of Current Research

There is a lack of research utilizing U.S. dataxamining job allocation methods as well
as little recent research based on U.S. data.rkaddhese gaps by utilizing current U.S. data for
analysis and comparing the results to Gaucher’st28111 study (the most recent and relevant
piece of research on this topic). | also seekearty distinguish between pre-hire and post-hire
data in my study as this has also been shown tadtrfindings. | examine data that applicants
view prior to actual application for the job in erdo locate gendered cues within the first phase
of the allocation process. By using data that rartta@ same whether or not the applicant actually
applies for or accepts the job, | eliminate anytyhiie bias that might occur as a result of using
only the data that result in the successful apfitinao and acceptance of the job.

The majority of occupational segregation explametifail to consider the segregating
potential of job ad language. My research is getoe@rd highlighting this additional
mechanism. | seek to further understand how geddsgres are used within job advertising and

speculate about how they may contribute to thegiagtion of occupational sex segregation.
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Chapter 4
Methodology

Quantitative portions of my research resemble trgant analysis conducted by Gaucher
et al. (2011) who suggested, in accordance witlasdominance theory, that some factors are so
structurally embedded that they are overlookecdhkymajority of society. Their research
examined the presence of gender cues (coded maseuid feminine words) within job
advertisements and applicant response to these cues

Their content analysis utilized electronic job &ml$ook for evidence of gendered
language. They hypothesized, as do I, that jobrideenents for positions within male-dominated
fields would contain more masculine wording tharuldgob advertisements for female-
dominated jobs. Gaucher et al. (2011) analyzedrads Canada’s leading job search websites and
they chose six male-dominated and five female-dateihjobs to perform a content analysis of 60
electronic/online job advertisements per occupafidreir selection of job ads was not random;
they chose the first job ads to appear on the wehsi

| focus only on ads for engineers and registeredasurather than analyzing ads for 11
different occupations. Both of these were includgdsaucher and were chosen based on the 2007
U.S. Department of Labor report on median weekhyiegs for specific jobs and occupations. |
utilize the same index of coded masculine and femiwords that Gaucher et al. (2011) used for
their content analysis (See Appendix A). | chosetttio most popular job websites in the U.S.:
CareerBuilder.com and Monster.com (http://www.elbansom 2012). Both websites are fully
accessible to those with internet access and atloneto copy and paste text into another
document for more efficient analysis. Electronib pavertisements were only pulled from these
two websites.

I non-randomly selected the first 50 job ads fartheaccupation from each website for a

total of 200 job advertisements: 100 registeresingrjob ads and 100 engineering job ads. To

15



avoid duplicating ads, possible since the samertidement may be included on both websites, |
conducted quota sampling. This sampling was useduse it allowed me to collect the same
number of ads per job. In addition, a minimum arakimum word length was established in
order to somewhat standardize the size of the golb sampled only ads with word counts
between 150 and 550. No other restrictions wereegplas other restrictions may have impacted
what gendered content was discovered.

| analyzed the job ads for the amount of total coderds present as well as the
breakdown of masculine and feminine coded wordsanfiative data were entered into SPSS
statistical software with every variable numerigalbded. Variables included each individual
coded word as listed in Appendix A, the numbergrssil to each collected job ad, industry type
(manufacturing or service), whether or not thetatesl equal opportunity employment
(EEOE/EOE) in any form, the month the job ad watected, the website the ad was collected
from, and minimum level of education required adext within the ad. Minimum education meant
that if an ad stated, for example, an Associatetgele OR a Bachelor’s degree would be
acceptable | coded for the Associate’s degree shatewas the lower/minimum education
requirement. | did not code any ads for educagaelltwice. This information was further broken
down by job ad type and education level. This dia@s not allow for extensive multivariate
analyses; therefore, the quantitative results pteseare in basic frequency and cross-tabulation
tables. These numerical data are provided priméoilypasic descriptive and exploratory
purposes; however, one hypothesis was tested aipoetion of this analysis was replicating
Gaucher’s 2011 study.

In addition, the job ads are coded and discussatitatively. | approached the ads
inductively when analyzing them qualitatively andde no predictions about how gender would

be conveyed. | coded phrases and terms withinotn@gls which may also indicate gender in
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addition to and apart from the quantitative resu#itsombination of basic frequency statistics with

these qualitative analyses provide a fuller pictfreow gender is being conveyed.
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Chapter 5
Findings and Discussion

Using both quantitative and qualitative methodolpgyvides a big picture of how
gender may be portrayed within electronic job @&dsimple word count incompletely reflects the
context in which coded words are used; thereforpjaditative analysis provides needed
clarification of the role of gender in job ads. Tdeantitative findings are discussed first to
provide a general “feel” for the language used wnithe job ads. Beyond testing and comparing a
simple hypothesis, the only purpose of these figglis to be descriptive. Once the quantitative
results are outlined, the qualitative findings discussed.

Quantitative Overview

The quantitative analysis partially replicates Gaarcet al.’s’ (2011) analysis of gendered
language in job ads. Basic frequencies provide wordts and describe the language used. Coded
words are isolated as a gendered cue regardlgéssiotontext. In their analysis, Gaucher et al.
(2011) did not elaborate on the context in whicetbwords were being used. After analyzing
my results, a word-context comparison between mgysand Gaucher et al.’s would have been
helpful. Context proves to be an important factordome words because they may not have been
used to signal gender, as was assumed in Gau@tdrisstudy. In my analysis of 200 job ads,
overall | find more feminine words than masculinerds. | identify 584 masculine words and 665
feminine words for a total of 1,249 gendered wordike table in Appendix B displays the number
of times each coded word is discovered in the pid a

Although my analysis uses the categories employe@ducher, one word, identified as
feminine by Gaucher et al., reflects a varietyadif @xpectations that cannot all be appropriately
categorized as feminine. Various forms of the waspon*are used, but one use is particularly
problematic. In many job adse'sponsibilities is followed by an itemized list of areas for whic

the successful applicant would be responsiblenésd instances, the root form ofSpon*” does
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not help identify a feminine word. To assess thpdat of the different usesspon*reflects, | ran
comparison analyses to examine how much the resitisd depending on whether or not
respon*was included. All quantitative findings discusseitl excluderespon*.Listed below are
the top 3 masculine and feminine words used i2@0l job ads.

Table 5-1 Most Frequently Used Masculine and Femiil/ords

Masculine Words Feminine Words
Lead* Support*
27% 37%
(N=159) (N=166)
Analy* Understand*
19% 17%
(N=112) (N=74)
Compet* Commit*
14% 9%
(N=80) (N=39)
Other Other
40% 37%
(N=233) (N=164)
100% 100%
(N=584) (N=443)

These words appear more frequently than any ottadword listed in Appendix A and
it is interesting to note how different the ternme tom each other. For example, variations of the
feminine wordsSupport* Understand* andCommit*are softer terms implying emotion,
sensitivity, and relational abilities. On the othend, variations of the masculine wotasad*,
Analy*, andCompet*denote strength of mind. While there are more aimsly gendered words
that were not found in any of the coded ads, thesés, in addition to being used the most
frequently, also represent traditional notions efider. As discussed before, emaotional words are
associated with women while strong and assertivelsvare associated with men (Haas 1979).

The frequent presence of the coded words listddble 5-1 suggest that not only are words that
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convey gender being used within job advertisemdntisthe gendered words frequently used are
associated with traditional notions of masculirtyd femininity.

Statement of Equal Opportunity Employment

Table 5-2 displays the findings concerning whetiremot a job advertisement states if
the employer is equal opportunity or not.

Table 5-2 All Job Ads and Statement of EEOC

Enger Registered Nurse T-Value
Stated EEOC 20% 23% 514
N<20) (N=23)
No EEOC 80% 7% 514
N=80) (N=77)
100% 100%
N=100) (N=100)

A two-tailed t-test shows no significant differeroetween the amount of times EEOC is
stated in job ads for engineers and registerecesut$nfortunately, not even 25% of the job ads
state EEOC. It is unknown how this might compamsg other occupations or if this finding
would be consistent, but this finding does not appe indicate gender.

Education and Gendered Words

The majority of engineering ads state that theiagpt is required to have a Bachelor’s
degree while the majority of registered nurse aitieedid not state any minimum level of
education required or were unclear about what w@gsired. To explore whether or not this
indicates gender, | examine the median number @édavords by the stated level of education

required. This is broken down by occupational tgpd is displayed in Table 5-3.
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Table 5-3 Median Number of Coded Words by Minim&mount of Education Required

Engineer Registered Nurse Overall
Associate’s Degree 5 3 4
And Lower (N=3) (N=12) (N=15)
Bachelor's Degree 7 5 6
And Higher (N=74) (N321 (N=95)
Other@ 6 5 6.5

(N=23) (N=67) (N=90)

(N=100) (N=100) (N=200)

aLevel of education required was either uestar unclear.

One finding requires attention. Engineering adsarioequently state that a Bachelor’s
degree or higher level of education is requiredevRiegistered Nurse Ads more frequently did
not state a minimum level of education requirenagrare unclear. Despite there being
comparable numbers of job ads within these categpvi4 vs. 67, Engineering ads contained a
higher median number of total coded words. Regasddé coded word type (masculine vs.
feminine), the fact that Engineering ads, spedificgtating a minimum education level of a
Bachelor’s degree or higher, contain a higher nredfacoded words is interesting. One might
assume that occupations advertising for jobs irckvhigher levels of education are required
would use less gendered language, perhaps dughertsocial awareness. These data suggest
otherwise and may be more support for Gaucher’st(@D11) claim that gendered language is
still such an embedded mechanism within the satiakture that it goes unnoticed. This finding
requires further exploration.

Educational differences may be able to explairfitiding that Registered Nurse ads less
frequently stated a minimum level of education. $ituy programs have certifications not

equivalent to a 4-5 year Bachelor’'s degree ancbeactompleted in shorter periods of time. Due to
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this ability, job ads for registered nurses maystate a minimal degree requirement since a
degree, per se, is not required to meet the aatifin of a registered nurse.

Masculine and Feminine Wording across Occupations

Table 5-4 shows support for my comparison hyposhesit job ads for male-dominated

occupations will contain more masculine wordingtifemale-dominated job ads.

Table 5-4 Total Coded Words across Engineer andskRegd Nurse Ads

Engineer Registered Nurse T-Value
Masculine Words 64% 49% 47333
(N=357) (N=227)
Feminine Words 36% 51% -1.484
(N=205) (N=238)
100% 100%
(N=562) (N=465)

*p < .05

After removing all instances of the word resporame gap appears in the number of
masculine and feminine wording between the twoypdg. There are 152 more masculine words
after removing all variations of respon* from theafyses. The difference in number of feminine
words is small before and after accounting for o@$pA difference of 130 words appears in the
number of masculine words between engineers aristeegd nurse ads. A one-tailed t-test shows
a significant difference between the number of makse words in engineering and registered
nurse ads (p = .03). Perhaps the number of femimords is not what may be acting as a gender
trigger for applicants, but rather feminine words @s a baseline.

Meaning, feminine wording is always present to s@xtent, but this is not true of

masculine words. The larger difference betweemthabers of masculine words suggests that this
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may be what is acting as a gender signal to appbadue to more variation in the number of
masculine words. This will be discussed furthethia following section.

Discussion

Overall, the primary finding supports my hypothesisd that of Gaucher et al. (2011),
because my job advertisements for a male-domir@tedpation (engineering) contain more
masculine words than do job ads for registeredasuis addition, the fact that there is no
significant difference in number of feminine wotagjob ad type supports another finding of
Gaucher. They, too, found no difference in presarideminine words across job advertisements
for male- and female-dominated occupations (Gauehat. 2011:113). This finding suggests that
feminized words may not be what signals gendethé&afeminine words may be acting as a
standard baseline and the number of masculine woaysbe signaling gender since there is
greater variation in the number of masculine woWtighin both male- and female-dominated job
ads, the number of feminine words is consistené fAtmber of masculine words is much higher
in job ads for engineers, whereas registered ragdsalid not have a significantly greater number
of feminine words.

If job ads for male-dominated occupations more heanilize words that convey
masculinity, they may be more likely to attract bgants that mirror the existing work force. This
possibility may be less likely for female-dominajetd ads due to little variation in feminine
wording and may reflect a female-dominated occop&iwillingness to accept male applicants.
Some research argues that factors such as payalitggiive women more incentive to want to
enter male-dominated occupations; however, theme such incentive for men (Kmec 2008).
While this may be true, this does not mean thatlerdominated occupations are less receptive to
male applicants entering.

Some research links the feminization of an occopatiith outcomes such as lower pay

and occupational prestige (England 1992; SteinB6f). Regardless of the accuracy of this
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belief, if female-dominated occupations are mocepéive to male applicants because of the
belief that greater male entrance will decreassatmegative outcomes, than this may contribute
to the greater variation in masculine wording asfjob ads for different occupations. A higher
concentration of masculine wording in male-domidgtd ads may reflect the occupation’s un-
receptiveness to female applicants regardlessaf goalifications. In contrast, if female-
dominated jobs maintain the assumption that thearoé of more male applicants will positively
impact factors such as the pay or occupationatigeesf the job, they may be less likely to utilize
terms that are attractive to either sex in ordartoourage the entrance of males.

Whether or not feminine words act as a baselingémdered language used
within job ads requires further exploration, indhgiactual applicant responses to these ads, in
order to determine impact. Other findings discudsa@, such as stated level of education, also
require further exploration in order to determimavtthese patterns may convey gender across

broader samples. | now turn my attention to thditatave findings.

Quialitative Themes

Gaucher et al. (2011) did no qualitative analy$igheir electronic job ads for further
context of coded words or other patterns of languallich may indicate gender. A qualitative
analysis adds depth to the cursory quantitativéiriigs and provides insight into other ways that
gender may be conveyed. | approached the ads imdlyctvhen qualitatively analyzing them
which allowed me to simply code themes prior tauasgag a gender bias. Once themes were
coded, they were analyzed for their gendered pateRbur categories of themes emerge that
indicate gender and are discussed as they appbathirengineer and registered nurse ads. All
four themes are discussed or framed differentlhiwithe two ad types. The fours themes involve
discussions of: flexibility, benefits, employee @gaition, and characteristics of a desirable

employee.
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Flexibility

Job ads for both engineers and registered nursessdi the concept of flexibility; albeit
differently. The term flexibility, once coded foomtext, appears to mean two different things for
engineering and registered nurse ads. Engineedadrame flexibility as a job requirement placed
on the future worker, thus leading to a sense akyife incompatibility. Job ads for registered
nurses framed flexibility as a perk or benefithd job that contributes to work-life balance.

Engineer Ads: Work-Life Incompatibility

Engineering ads frequently mention that the apptishould be “flexible.” For example,
one ad states that “Candidates must be able to avigkible schedule including nights and
weekends as required...” Another ad states thas ixpected that [workers] work off-shifts as
needed to support the functions of [the job’s] fo@ther statements include requiring “24/7”
availability, willingness to travel (or simply stiag) a travel percentage requirement), and thaether
is “expected overtime.” Flexibility, by virtue oking a requirement placed on the worker, is not
discussed as a benefit of the job.

Registered Nurse Ads: Work-Life Balance

Registered nurse ads emphasize flexibility as k, pemefit, or “luxury” of the job or
occupation. Statements of “work-life balance” goedfically used in conjunction with
discussions of flexibility within the job. One athtes “You can schedule your work around
everything else in your life instead of the othenyaround.” Another ad describes workers as
“enjoying the freedom of a flexible schedule.” Dinghese statements, flexibility is framed as a
positive concept because it is presented as aarofftat benefits the worker.

Discussion

Ultimately, flexibility is presented as a restrwior filtering component of engineering

jobs, but a positive benefit of registered nurdesjd describe flexibility as a filter for enginaey
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ads since it is presented as an unfortunate oiseapgaspect of the job; an occupational hazard.
On the other hand, flexibility is a recruiter f@gistered nurse ads because it is presented as a
helpful and attractive aspect of the occupationil®fiscussions of flexibility in engineering ads
most likely narrow the applicant pool, flexibility registered nurse ads has the potential to
broaden the applicant pool by making the job m@ealing.

These varying conceptions of flexibility may sigg&inder based on traditional notions of
what men and women look for in a job. As discugsediously, some research has explained
occupational segregation by looking at worker chsidResearch focusing on worker choice
assumes that men and women'’s primary orientatmmstk are different and that these different
orientations are the source of occupational segjmmgéAnker 1997; Kmec 2005; Okamoto and
England 1999; Reskin 1993). Hanson and Pratt (182Md that a higher percentage of women
preferred “nonwage” job attributes such as jobiBigity; 73 percent of women to 56 percent of
men (246). Although Hanson and Pratt’s study iseshat dated, if women in the labor force are
still assumed to be primarily responsible for tamily sphere, as evidenced through phenomena
such as the “second-shift” (Hochschild 1989), thiplains why flexibility continues to be more
important to women than to men. This may partiakplain why female-dominated job ads
continue to emphasize flexibility as a benefitlaf fob. Not only is flexibility an attribute that
women have historically been found to desire mbamtmen, but the greater frequency in its
appearance in female-dominated job ads betraygahéered nature of the job and who is being
recruited. Engineer job ads did not focus on thiscept nearly to the extent that registered nurse
ads suggesting that this is not a job attributérten are as concerned with or value as highly
(Hanson and Pratt 1991).

Benefits

My job ads rarely failed to discuss benefits of jite Often, the formatting is similar

across job ads; benefits are listed somewheregbtighted in a separate paragraph. Again, this
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theme is discussed differently by occupational tygregineering ads more frequently promise
tangible benefits, whereas registered nurse adstteemphasize the intangible benefits of the job.

Engineer Ads: Tangibility

Tangible benefits commonly discussed in engineemjds include examples such as: “If
hired, you'll receive...free food, massages on Frigayd much more!” Another ad states that the
company offers “sponsored functions: lunches, hdapays, etc.” Other tangible benefits include
a gym membership and a car allowance.

Registered Nurse Ads: Intangibility

Registered nurse ads more frequently use adjecivas as “friendly,” “caring,”

“positive,” “warm,” “family-friendly,” “flexible,” and “fun” to describe the work environment.
These descriptions of the work environment or piidéno-workers are specifically listed in a
“benefits” section of the job ad. One ad states ‘Wéek together as a team...and are dedicated to
fostering an environment where...members are trdédedamily.” Other benefits include having
an emotionally rewarding career. For example, tfievyould give the worker the “ability to...feel
good at the end of the day.” This theme overlaph thie notion that the job would give the
worker the ability to “enrich” and “make a differmnin” the lives of patients and clients. The job
is a “privilege.” All of these benefits are intabtg and emotionally-based..

Discussion

The notion of tangibility vs. intangibility is naine that is found in literature discussing
gender cues in job ads or in reference to berlefies] in job ads. While these two concepts may
not necessarily be gendered, there is room forudgian about gender since these two types of
benefits are so obviously split between engineeaimd) registered nurse ads. Engineering ads,

unlike registered nurse ads, never state an enadti@mmefit to the job, instead focusing more on

material aspects that an applicant can rely orser @bjective factor theory says that applicants
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choose a job after evaluating attributes and vacaharacteristics of the job (Behling, Labovitz,
& Gainer 1968; Chapman et al. 2005:929). Chapmah efso found that:

...women placed more weight on job characteristicklass weight on fairness

perceptions than did men in determining the aftraness of the job—

organization...Women used information about job ctimrstics (e.g.,

location...) more than men in determining the attvactess of the

position...women may be more likely than men tdksaé positions that offer a

location or benefits that minimize conflicts witther life roles (e.g., spouse,

parent). (2005:936-939).

If women are likely to weigh benefits, such as itkéity or a “family-friendly work
environment”, more heavily than men, and if femddeninated jobs expect that benefits of this
nature will be attractive to applicants, this magicate their expectation for female applicants.
This may be related to the connection between ematiabor requirements and female-
dominated occupations. The term “emotional labtefrs from research done by Arlie
Hochschild in her book, The Managed Heart in 1288 refers to “the management of feeling to
create a publicly observable facial and bodily Bigg (1983:7). Female-dominated occupations,
such as nursing, require extensive emotional |@idorris and Feldman 1996). If the perception
of emotional gratification as a benefit can be eyd in the job ad, this may be done to appeal to
applicants who are similar to existing workers: veamThese two benefit types may convey
something about the dominating gender in that catop, or about the employers’ desired
applicants.

Employee Recognition

Both types of job ads contain statements of em@ageognition by the hiring company.
Engineering ads praise their employees by rewariieqn with commodities. Registered nurse

ads praise their employees by recognizing indivigludust like job benefits, employee

recognition is more likely to be tangible for emggrs and intangible for nurses.
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Engineer Ads: Material Rewards

Engineering ads validate their employees througteri@ recognition which often
includes financial rewards. One ad promises “Faryeard work, you will be rewarded with an
offer that will include an aggressive base sal#gbdther states that “We understand our
employees work hard, so you will receive a competibase salary and an annual performance
bonus and a generous benefits package.” Work effmte so than the worker, is primarily
recognized either monetarily or through other matédrenefits, as seen in the previous section.

Registered Nurse Ads: Non-Material Rewards

Registered Nurse ads not only recognize employiéfesahtly, they contain more
instances of employee recognition than engineexdsydo. Registered nurse ads appeal to an
intangible method of recognizing employees. Fomgxe, one ad states that “You are not just a
number when you work with Integrated Healthcareu hecome a part of our family. We pride
ourselves on developing long-term relationship$ witr valued staff- you are the secret to our
success!” In addition, employees are describedhasrely appreciated, “respected,” and
“valued.” Compensation and other material benefitsoccasionally described as a reward for a
handful of registered nurse ads, but this is nefghttern. Employees are validated and praised
through worker recognition, rather than the workl anbsequent financial or material reward.

Discussion

Employee recognition occurs in different ways antants across engineering and
registered nurse ads. Engineering ads tend toepeamployee work by promising financial or
material rewards. Registered nurse ads praise gegddy describing ways in which the worker
is valued. Registered nurse ads also contain mgtarices of employee recognition than
engineering ads do. These differences may reflntgred notions about what men and women
“need” to feel valued or respected. Also, the greqtiantity of times that registered nurse ads

recognize employees may reflect gendered ideas dlomumuch emotional support is needed by
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workers in this field (predominantly women). Thetiern requires further exploration as themes
of this nature have not been explicitly studie@xisting literature on gender cues in job ads.

Desirable Employee

Both engineering and registered nurse job ads comfrmation that states or implies
worker characteristics that the hiring company didésirable. Engineer ads emphasize traits such
as independence, self-motivation, and creativiggiRered nurse ads emphasize characteristics
such as compassion and positivity.

Engineer Ads: Independent, Self-Motivated, and Grea

Engineering ads emphasize traits, such as selivatan, as desirable. One ad states that
a desirable worker will be: “proactive, driven tacel, and get things done on time.” Another ad
states that the job “requires a self-starter.” Bdse workers should also contain a “get-it-done
attitude.” Independent is another adjective fredqyarsed to describe a desirable worker; workers
should have “the ability to work independently."h@t traits fall, broadly, into a category of
creativity. Examples of this include being an “@afitthe-box thinker” and the ability to be
“innovative.” These three qualities are all desedilas desirable in a future engineering employee.

Registered Nurse Ads: Compassionate and Positive

Registered nurse ads describe desirable emplogepositive” people. The desirable
worker will have a “Positive attitude and [be] tr@dager to help families with sensitive issues.” In
addition, positivity should be displayed, not oakya character trait, but also as support toward th
hiring organization. Other desirable traits are passion and empathy. Workers “must be
empathetic” and have a “passion to continuallytgoextra mile.” Other ads combine these two
traits. For example, “As a Registered Nurse, \iital that you have a passion for providing the
best in nursing care and also display [a] posiind professional attitude at all times.” These two

traits are the most commonly cited in reference tiesirable registered nurse.
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Discussion

Both types of job ads list qualities or charactait$ that are desirable in a worker.
Engineering ads emphasize the importance of beibependent, self-motivated, and creative.
Registered nurse ads focus on compassion andvitysitiraits listed in registered nurse ads
reflect feminine gender stereotypes; for example stereotypes of women as compassionate and
empathetic (Haas 1979) are more interpersonakskidlt are less focused on in engineering ads.
“A number of researchers have noted that, in génetamen tend to exhibit a social-emotional or
relational orientation in interactions with othengiereas men tend to exhibit a more independent
and unemotional orientation (Chodorow, 1978; Distein, 1977; Eagly, 1987; Gilligan, 1982;
Miller, 1976)" (Carli 1990:943). Marini (1990) nctehat expressive traits are often associated
with females which supports how this requiremerintdrpersonal skills may be a feminine
gender cue based on historical or traditional gestiFeotypes.

Summary and Future Research

These four themes, flexibility, benefits, employeeognition, and characteristics of a
desirable employee are present in both types oc&gs) however, each theme is framed differently
by occupation. Literature is deficient discussiegesal of these topics in reference to job
recruitment and how these themes may perpetuatiegesh outcomes.

The most obvious gendered theme that is consigtiéimprior research is “flexibility.”
Multiple studies have documented flexibility asheit being more desirable for women, or, at
least, assumed to be more desirable for womend@&bigledly lesser amount of interest in this
option for males, especially in male-dominated jdtighlights the fact that women are still
primarily responsible for the home sphere. Thuspiany women, work must still accommodate
family pressures and needs. Discussions of flaiitak a positive work benefit are not surprising
when considering the expectations of female workérgas, however, unexpected to see such an

opposite conception of flexibility within engineeg ads. Lack of discussion about flexibility as a
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benefit did not seem unusual given what existitegditure discusses about male- and female-
dominated occupations, but to use flexibility d8tar was interesting. This finding conveyed
gender in a traditional sense because notionggibility appeared to be based on traditional
ideas concerning men and women'’s expectations.

The categories of “benefits” and “employee recdgnitreflect gender in similar ways.
Registered nurse ads discussed benefits and reealgemployees intangibly while engineering
ads discussed benefits and recognized employegiblignThis overarching pattern of tangibility
vs. intangibility, material vs. non-material, istrome that has appeared in the research literature
discussing gender cues in job advertising. The gebids is not necessarily due to the fact that
these two types of benefits and forms of emplogeegnition are present, but that tangibility and
intangibility are so clearly dominating one typeaaf over the other. This suggests that discussions
of benefits and methods of employee recognition b&gccurring in different ways and for
gendered reasons. This, too, requires further eaiém and documentation.

Themes surrounding “desirable employee” criteriidate gender based on traditional
stereotypes about feminine and masculine traitss&tharacteristics are more indirectly
gendered as they could arguably relate to theifedlf. For example, creativity may be more
necessary for an engineering position, whereas assipn and empathy may be more necessary
for a registered nurse position. Although thesistralate to the job, they have also been
associated differently with men and women, histilyjc Gaucher et al. (2011) also specified these
terms as gendered in their list of coded words fggeendix A) which provides more support for
the conclusion that these characteristics convedee

Future research should continue to qualitativelyare job ads to explore how language
conveys gender to potential applicants. This regumnore than simply analyzing ads, but also
applicant response to ads. This study is limiteitisimbility to determine how the qualitative

themes might be interpreted by job applicants ahdtler or not these themes would impact the
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decision to apply for the job. Also, these thentesrmt overtly or consistently studied in the
existing literature, which made establishing sorfithem as gender biased difficult. More
research on how each of these themes may indieatdeg would be helpful in further clarifying
how hiring organizations may be subtly cueing gentlkere is far too little research on the topics
of gendered language usage, current methods o&fgaim recruitment (e.g. internet advertising),
and gendered cues in job advertising. Multiple faoé these three areas should be explored in
order to define a broader understanding of thesetgion between these three topics and their

impact upon the labor force and workers.
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Chapter 6
Conclusion

Occupational sex segregation remains a problemqphoomenon in the labor force
because it perpetuates various forms of gendeuaiig between men and women. Although
occupational sex segregation is highly studiedphisand current explanations fail to completely
explain its persistence. This is due, in part, lack of focus and study on the role that recruittne
and job-allocation methods play in maintaining q@ational sex segregation. Research has
discussed the difference in gendered outcomeddiratl vs. informal job advertising creates for
applicants, but little research has continued fae how formal methods of job recruitment still
contain gender bias. Some researchers, such ah&atal. (2011) argue that this may be
because gender bias exists in mechanisms thab aleeply embedded that they often go
unnoticed, much less recognized as problematicexample of one such gendered mechanism is
language.

Various forms of language have been and continle tassociated with either men or
women. Gendered language usage is modeled forsauthy children during critical periods of
socialization; therefore, it becomes embedded essllikely to be recognized as problematic.
Utilizing language in a gendered manner becomemalpexpected, and perpetuated. When
gendered language is used in job ads, it presesubtie danger to applicants, especially those
seeking jobs in occupations dominated by the oppasix. The use of gendered language may
trigger knowledge and acceptance of previously elded gender stereotypes which may impact
an individual’s decision to apply for the job (Ghecet al. 2011). A shift to become more gender
neutral in language socialization will be gradimait it is necessary.

While attracting and hiring the “best” applicargshe touted goal of many labor force
organizations (Chapman et al. 2005:928), this gdlhjo unmet in many situations where job ad

language maintains a gender bias, whether inteadadintended. The labor force is a prominent
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social structure that shapes the lives and expsggeaf men and women in various ways.
Unfortunately, the labor force is often a breedingund for inequality between male and female
workers by perpetuating outcomes such as occuatix segregation. Research should seek to
discover how these outcomes can be prevented thritnegstudy of variables such as job
recruitment and allocation methods. While workees/raxperience discrimination and inequality
at any level of participation in the labor forceducing gender bias in some of the first
interactions an individual has with the labor fo(db advertising) may be one of the first steps in
minimizing inequality.

If gender diversity is desired, labor force orgatians must be gender neutral in all
aspects of their organization. If the very firstrpepf-contact a potential applicant has with a
hiring organization conveys gender in such a way ithprevents an applicant from applying, the
organization has not only prevented diversity, al have also excluded the candidate that
would have best fit the job. This is highly probkeim, but resulting inequality will continue to
persist if awareness is not raised toward the exé&t of subtle mechanisms, such as gendered

language, creating a gender bias within job adsiadi
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Appendix A

Coded Masculine and Feminine Words
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Masculine Words:

Feminine Words:

Active
Adventurous
Aggress*
Ambitio*
Analy*
Assert*
Athlet*
Autonom*
Boast*
Challeng*
Compet*
Confident
Courag*
Decide
Decisive
Decision*
Determin*
Dominant
Domina*
Force*
Greedy
Headstrong
Hierarch*
Hostil*
Implusive
Independen*
Individual*
Intellect*
lead*

Logic
Masculine
Objective
Opinion
Outspoken
Persist
Principle*
Reckless
Stubborn
Superior
Self-confiden*
Self-sufficien*
Self-relian*

Affectionate
Child*
Cheer*

Commit*

Communal
Compassion*

Connect*

Considerate
Cooperat*
Depend*
Emotiona*
Empath*
Feminine
Flatterable
Gentle
Honest
Interpersonal
Interdependen*

Interpersona*
Kind
Kinship
Loyal*
Modesty

Nag
Nurtur*
Pleasant*

Polite

Quiet*

Respon*

Sensitiv*
Submissive
Support*

Sympath*
Tender*
Together*

Trust*
Understand*
Warm®*
Whin*

Yield*

Note.The asterisk denotes the acceptance of all letigmhens, or numbers following its appearance.
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Appendix B

Sum of Masculine and Feminine Words Found
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Sum of Masculine and Feminine Words Found. (N=200)

Active
Adventurous
Aggress*
Ambitio*
Analy*
Assert*
Athlet*
Autonom*
Boast*
Challeng*
Compet*
Confident
Courag*
Decide
Decisive
Decision*
Determin*
Dominant
Domina*
Force*
Greedy
Headstrong
Hierarch*
Hostil*
Implusive
Independen*
Individual*
Intellect*
Lead*

Logic
Masculine
Objective
Opinion
Outspoken
Persist
Principle*
Reckless
Stubborn
Superior
Self-Confiden*
Self-Sufficien*
Self-Relian*

Total

15
0
5

- =
=
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o~

~ ©

Hoa'woooool—‘OO
(o]

(o))
©

CMOO(_,|-|oc:,":\>ooc>()‘loOo

584

Affectionate
Child*
Cheer*

Commit*

Communal
Compassion*

Connect*

Considerate
Cooperat*
Depend*
Emotiona*
Empath*
Feminine
Flatterable
Gentle
Honest
Interpersonal
Interdependen*
Interpersona*
Kind
Kinship

Loyal*

Modesty

Nag
Nurtur*

Pleasant*

Polite

Quiet*
Respon*

Sensitiv*
Submissive
Support*
Sympath*
Tender*
Together*

Trust*
Understand*
Warm*
Whin*

Yield*

w
H
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Noooow\‘
N
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665
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Note.When all instances a&spon*are removed, there are 443 feminine words.
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