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Abstract: By integrating several prominent theories and models in technology adoption, this study de-
velops a research model to examine the factors affecting jobseekers’ intention to use job boards. The va-
lidity and reliability of the researcher-developed instrument, the SEDA-IUQ (SEDA-Intention to Use
Questionnaire), were assessed using a combination of statistical methods. Utilizing the data collected
from 447 Iranian respondents, findings from the exploratory factor analysis provided evidence for the
five-factor solution, that is, technological innovation, functional adequacy, content accessibility, practical
utility, and reputation-seeking intention, for the 36-item SEDA-IUQ. Various relationships in the re-
search model are tested using confirmatory factor analysis and structural equation modeling. In addition
to developing a practical questionnaire that the e-recruitment researchers and practitioners can deploy
to study jobseekers’ behavioral intentions, this is the first study on job search websites’ adoption in the
Iranian context. The results support existing literature on e-recruitment adoption and extend it by demon-
strating the multidimensionality of jobseekers’ perceptions and behavioral intentions toward e-recruit-
ment.
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1 Introduction

The unemployment rate around the world is rising
dramatically during the coronavirus disease 2019
(COVID-19) pandemic, prompting more job search.
Job search websites, also called online job portals
or job boards, have drastically changed the way peo-
ple find a job (Dar and Dorn, 2018). In 2018 alone,
job applications received through job boards ac-
counted for one-fifth of all recruitments worldwide,
and in the same period, job boards caused almost half
of the global job applications (Statista, 2019).

Changing people’s mindsets and attitudes toward new
initiatives is usually not easy. However, e-recruitment
service providers are increasingly challenged to iden-
tify the antecedents of jobseekers’ intentions to use
their services. Therefore, the factors influencing

jobseekers’ acceptance and use of job boards must be
thoroughly understood (Lin, 2010).

Using efficient systems and other technological ad-
vancements such as job boards is an emerging trend
in Iran. Several successful companies and websites
have been set up specifically to advertise job opportu-
nities. Therefore, awareness of the influential factors
in the attitude and behavioral intentions of jobseekers
toward job boards can be effective in the expansion
of the nascent, yet promising e-recruitment market
in Iran, especially given the unemployment rate above
10% in the last 10 years and significance of introduc-
ing people to the labor force in times of a struggling
economy (Statista, 2022).

Though few e-recruitment studies have been con-
ducted in Iran (e.g., Afshar and Fayyazi, 2013; Kashi
and Zheng, 2013), their scope is limited and they only
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examined corporate career websites. Hence, the cur-
rent understating of online jobseeker behavior is lim-
ited and fragmented. Moreover, a theoretically
developed and empirically tested jobseeker-oriented
behavioral model focused on third-party job search
websites has not been applied in this context yet.

Since there is still a scarcity of research and
knowledge on how job boards affect the intention
to online job application among Iranian jobseekers,
this research helps address this gap by constructing
and examining a comprehensive model that can iden-
tify the factors influencing the formation of intention
to use job boards among jobseekers.

Given the unprecedented growth of technology, this
study will propose and validate the SEDA-IUQ and
a research model based on a comprehensive study
of previous studies and theoretical foundations in
technology acceptance with an exploratory approach.
This study applies the novel model and questionnaire
to a sample of Iranian jobseekers to explore how
jobseekers’ attitudes and intention to use job boards

are formed.
2 Literature review, model, and hypotheses
development

New technologies such as e-recruitment and job
boards are believed to be complex, due to which users
have uncertainty related to adopting them success-
fully (Nasreem, Hassan and Khan, 2018).

Following the rapid implementation of e-recruitment
in a global context, researchers have been looking
for models to explore how website features affect be-
havioral decisions and potential applicants’ intentions
to use online recruitment systems. Accordingly, there
are numerous studies investigating the factors predict-
ing the use of the whole e-recruitment services (e.g.,
Kaur and Kaur, 2022; Nadlifatin, et al., 2022;

Schaarschmidt, Walsh and Ivens, 2021; Chen, War-
den, and Liou, 2021; Irawan, Adiputra, and Arshanty,
2021; Woon and Singh, 2019; Priyadarshini, Sreejesh
and Jha, 2019; Carmack and Heiss, 2018; Laumer,
et al., 2018; Poudel, 2018; Zhang, et al., 2018; Al-
sultanny and Alotaibi, 2015; Febriana, 2015; Niko-
laou, 2014; Kashi and Zheng, 2013; Williamson,
et al., 2010; Kroustalis, 2009; Sylva and Mol, 2009;
Goldberg and Allen, 2008; Allen, Mahto and Otondo,
2007; Cober, et al., 2004).

While jobseekers have widely used job boards since
the 1990s to upload their resumes and apply for jobs
accordingly, the majority of studies addressing
the motivations and predictors for the adoption of job
search websites by jobseekers have been conducted
since the 2010s (Rahman and Patra, 2020; Grimaldo
and Uy, 2020; Siew, et al., 2018; Chang and Kim,
2018; Arsanti and Yuliasari, 2018; Mahmood and
Ling, 2017; Gregory, Meade and Thompson, 2013;
RoyChowdhury and Srimannarayana, 2013; Brah-
mana and Brahmana, 2013; Lin, 2010). Hence, there
is still a dearth of studies examining the factors influ-
encing jobseekers to use job boards worldwide.

To develop the research model, first, we made an ex-
tensive study on the previous research to identify the
body of observed variables revealed to affect the atti-
tude and intention to use job boards and e-recruitment.
Then we selected observable research variables and
subsequently constructed and proposed a research
model based on selected variables and several widely
accepted theories and models of e-recruitment adop-
tion.

2.1 Investigating the relevant observable
variables

Table 1 shows the variables influencing intention
to use e-recruitment and job boards that have been ex-
amined in previous studies.

Table 1. Variables influencing intention to use e-recruitment and job boards in previous research
(Source: As stated in the author column)

Author(s)

Variables

Kaur and Kaur (2022)

Word-of-Mouth (e-WOM), PU, POU, attitude
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Table 1. Variables influencing intention to use e-recruitment and job boards in previous research, cont.

(Source: As stated in the author column)

Author(s)

Variables

Nadlifatin, et al. (2022)

PU, POU, job pursuit attitude, subjective norm, perceived behavioral
control

Schaarschmidt, Walsh and Ivens
(2021)

Discrepant information, persuasion knowledge activation, company
response, trustworthiness

Meah and Sarwar (2021)

Data quality, reliability, recognition, networking spectrum, result
demonstrability, simplicity of navigation

Chen, Warden and Liou (2021)

Esthetic forms, recruitment information, interactive functions,
information fitness interface attributes

Khalid, et al. (2021)

Technology, attitude toward use, POU, PU

Nguyen (2021)

Computer self-efficacy, perceived privacy risk, POU, PU

Irawan, Adiputra and Arshanty
(2021)

Perceived enjoyment, POU, PU, perceived trust, attitude toward use

Rahman and Patra (2020)

Usability, user experience, performance expectancy, subjective norms,
trustworthiness

Candra, et al. (2020)

POU, critical mass, capability, perceived playfulness, PU, trustworthiness

Grimaldo and Uy (2020)

PU, POU, attitude

Woon and Singh (2019)

PU, perceived information content quality, perceived search engine
optimization

Selvanathan, et al. (2019)

POU, PU, perceived credibility

Banerjee and Gupta (2019)

Perceived quality, perceived credibility, organizational attractiveness,
age, gender, work experience, preview mode, employee testimonial,
source of advertisement

Priyadarshini, Sreejesh and Jha
(2019)

Information characteristics (relevancy, accuracy, timeliness), organiza-
tional attractiveness, attitude toward website

Carmack and Heiss (2018)

Effectiveness, past behavior, perceived behavioral control, actual
behavioral control, attitudes, subjective norms

Laumer, et al. (2018)

Performance expectancy, effort expectancy, social influence, facilitating
conditions, hedonic motivation, habit, trust, age, gender, experience,
context (jobseeker)

Poudel (2018) Performance expectancy, effort expectancy, subjective norms, objective
norms, facilitating conditions
Chang and Kim (2018) Accuracy, security, self-efficacy, individual innovation, user satisfaction,

POU, PU

Siew, et al. (2018)

Perceived compatibility, PU, POU, attitude toward use

Zhang, et al. (2018)

Outcome expectation, PU, Internet self-efficacy, POU

Arsanti and Yuliasari (2018)

Innovativeness, PU, POU, attitude

Mahmood and Ling (2017)

PU, POU, trust
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Table 1. Variables influencing intention to use e-recruitment and job boards in previous research, cont.

(Source: As stated in the author column)

Author(s)

Variables

Huang and Chuang (2016)

Task characteristics, technology characteristics, task—technology fit,
performance expectancy, efforts expectancy, social influence, facilitating
conditions, hedonic motivation, habit

Alsultanny and Alotaibi (2015)

POU, PU, perceived enjoyment, attitude toward use

Febriana (2015)

POU, PU, attitude toward use

Liyanage and Galhena (2014)

PU, POU

Kashi and Zheng (2013)

Impressions of website, impressions of hiring organization, PU, POU

Gregory, Meade and Thompson
(2013)

Website design (website usability, website esthetics), website content (job
information, organizational information), P—E fit (P-J fit, P-O fit),
attitudes toward organization, attitudes toward website

RoyChowdhury and Srimannarayana
(2013)

Perceived efficiency, user-friendliness, information provision, fairness
perception, Internet selection image

Brahmana and Brahmana (2013)

Perceived stress, POU, PU, perceived enjoyment

De Goede, Klehe and van Vianen
(2011)

P-I fit, P-O fit, assessment of website design, OI similarity

Lin (2010)

PU, POU, attitude, peer influence, external influence, subjective norm,
self-efficacy, perceived behavioral control

Williamson, et al. (2010)

Website vividness, amount of company and job attribute information
on website, firm employer reputation

Kroustalis (2009) P-O fit/P-] fit, website content (job information- organization informa-
tion), website design (website usability- website esthetics), attitudes to-
ward website, attitudes toward organization

Sylva and Mol (2009) Individual attributes (age, gender, minority status, prior experience, Inter-

net familiarity, applicant source, country), efficiency, Internet selection
image, user-friendliness, process fairness, information provision, overall
process satisfaction

Goldberg and Allen (2008)

Parasocial interaction, ease of use, usefulness, diversity statements,
engagement, attitude toward the organization

Allen, Mahto and Otondo (2007)

Organization familiarity, organization image, job information, organiza-
tion information, attitude toward organization, attitude toward website

Cober, et al. (2004)

Website fagade, jobseeker’s prior attitude toward the organization, initial
affective reactions, website system features, perception of website usabil-
ity, search behavior, familiarity, organizational image, website attitude,
jobseeker individual differences

POU: perceived ease of use
P-E: Person-Environment
P-O: Person-Organization
OL: Organization Industry

PU: perceived usefulness
P-J: Person-Job
P-I: Person-Industry
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2.2 Selecting the research observable variables

The variables of this study have been chosen by refer-
ring to the e-recruitment literature and models utilized
in jobseekers’ behavioral intentions studies. Given the
e-recruitment context of Iran and the authors’ own
first-hand experience with jobseekers’ behaviors and
concerns for more than three decades collectively,

these variables are also the most relevant for this
study. The operational definition and theoretical refe-
rence for each variable are detailed in Table 2, which
would be the basis for designing the research instru-
ment (the SEDA-IUQ) and then extracting and exa-
mining latent factors influencing intentions to use job
boards among Iranian jobseekers.

Table 2. Selected research observable variables (Source.: As stated in reference column)

Variable

The operational definition

Reference model/theory

Job board esthetics

Pleasant mental experience of the website without the
logical interventions (Moshagen and Thielsch, 2010)

Signaling theory (Spence, 1903);
TAM (Davis, Bagozzi and War-
shaw, 1989; Cober, et al., 2004);
VisAWI model (Moshagen and
Thielsch, 2010)

Job board content

The concern that the content provided is accurate, di-
verse, and up-to-date (Loiacono, Watson and Goodhue,
2002)

Signaling theory (Spence, 1903;
Allen, Mahto and Otondo, 2007)

Jobseeker A person’s belief in their ability to organize and per- A model of the antecedents of
self-efficacy form a series of actions on the Internet to perform a par- | perceived ease of use (Venkatesh
ticular task (Eastin and LaRose, 2000) and Davis, 1996)
Attitude toward Jobseekers’ perceptions of how the job board’s web Authors’ own elaboration
job board’s functionalities and technical features can assist them
functionality in purchasing or accessing the product or services they
want
Perceived Jobseekers’ belief in the ability to obtain job infor- TAM (Davis, Bagozzi and
usefulness mation, improve job effectiveness, and increase the Warshaw, 1989)

chances of finding a suitable job on the job board
(Brahmana and Brahmana, 2013)

Perceived ease
of use

User perception of the amount of effort (time and re-
sources) required to use the job board (Fabriana, 2015)

TAM (Davis, Bagozzi and
Warshaw, 1989)

Reputation The perceptual representation of a company’s past and TPB (Ajzen, 1988, 1991); brand
possible future actions describes the attractiveness of equity theory (Keller, 1993);
the company to all its key customers (Fombrun, 1996, the reputation quotient SM
p.165) (Fombrun, Gardberg and Sever,

2000; Cober, et al., 2004)

Attitude toward Respondent’s overall assessments regarding the use of | TAM (Davis, Bagozzi and

job board the job board (Lin, 2010) Warshaw, 1989); TPB (Ajzen,

1988, 1991)

Intention to use
job board

Assessing jobseekers’ possibility of using job board (in-
cluding job search, website membership, and resume
posting) in the present and future (Lin, 2010)

TAM (Davis, Bagozzi and War-
shaw, 1989); TPB (Ajzen, 1988,
1991)

TAM: technology acceptance model
SM: scale of measure

TPB: theory of planned behavior
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2.3 Conceptualized research framework

Based on a comprehensive literature review on e-re-
cruitment services and several well-established theor-
ies and models within technology and e-recruitment
adoption, a conceptual framework is designed to ou-
tline the hypothesized relationships between observa-
ble variables affecting the intention to use the job
boards. Furthermore, the framework will serve as
a theoretical foundation for the research model, en-
compassing the latent factors extracted subsequently.
Fig. 1 signifies our conceptualized research frame-
work.

Given the demonstrated scalability and versatility
of the technology acceptance model (TAM), it is a
well-researched model to explain most human be-
haviors (Davis, Bagozzi and Warshaw, 1989). TAM
is favorably rigorous in behavior prediction in infor-
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Hence, TAM could be an ideal theoretical foundation
for our conceptual framework intended to be applied
to an original and unprecedented research context. Se-
rving as the framework’s core, the TAM (Davis, Ba-
gozzi and Warshaw, 1989) encompasses the relation-
ships between perceived usefulness (PU), perceived
ease of use, attitude, and intention to use.

A model of the antecedents of perceived ease of use
(Venkatesh and Davis, 1996) is utilized to outline the
effect of jobseekers’ self-efficacy on the perceived
ease of use. Signaling theory (Spence, 1903) and mo-
dels proposed by Cober, et al. (2003), Allen, Mahto
and Otondo (2007), and Kroustalis (2009) imply the
relationships between job board content and esthetics
as predictors for PU. Brand equity theory (Keller,
1993; Cober, et al., 2004; Allen, Mahto and Otondo,
2007) inspires to propose the impact of reputation
on the intention to use. Ultimately, given the critical
role technical capabilities and web functionalities
play in shaping the perceptions of today’s tech-savvy
applicants, the attitude toward job board functionality
construct is incorporated into the framework.

2.4 Hypothesis development

2.4.1 Esthetics, content, and PU

Literature on IT supports that the usefulness of con-
tent on a corporate website indicates the more positive
user evaluations for that website (Venkatesh and
Davis, 1996; Davis, Bagozzi and Warshaw, 1989).
An e-recruitment website content is considered hel-
pful if it meets jobseekers’ information quality, accu-
racy, relevancy, and timeliness expectations (Allen,
Mahto and Otondo, 2007; Kroustalis, 2009; Roy-
Chowdhury and Srimannarayana, 2013; Priyadars-
hini, Sreejesh and Jha, 2019). Providing a wealth
of information about companies and job opportunities
on a job search website can reduce job uncertainty
for jobseekers and improve their evaluations of web-
site usefulness (Williamson, et al., 2010; Liyanage
and Galhena, 2014; Alsultanny and Alotaibi, 2015).

Since jobseekers’ intention to apply for a job is posi-
tively correlated with the amount and depth of speci-
fic information gathered about a job opportunity and
company (Barber and Rowling, 1993; Gregory, Mead
and Thompson, 2013; Poudel, 2018), factors such as

the website esthetics that attract the attention of job-
seekers or engage them in the website, thus leading
to a more extensive review of the website, should lead
to stronger intentions to use the website (Chen, War-
den and Liou, 2021). Stimulating positive reactions
to a job board via the website’s attractiveness can en-
courage a jobseeker to explore further to gather more
information and increase the PU of the website (Kro-
ustalis, 2009; Gregory, Meade and Thompson, 2013).
Thus, the first and second hypotheses are formulated
as follows:

Hi: Job board esthetics positively affects its PU.

Ha: Job board content positively affects its PU.

2.4.2 Jobseeker’s self-efficacy, attitude toward
job board functionality, and perceived ease
of use

Understanding the antecedents of perceived ease
of use from a theoretical perspective is important be-
cause it is crucial in determining acceptance and use.
Self-efficacy has been proposed as a key determinant
of behavioral control and successful IT implementa-
tion (Bandura, 1982). Self-efficacy is an essential pre-
dictor of job search behavior, efforts, and results (Lin,
2010) and can serve as a basis for perceptions of ease
of use (Venkatesh and Davis, 1996). Zhang, Jabuty
and Gao (2018) and Poudel (2018) have argued that
technology self-efficacy could drive jobseekers to use
e-recruitment and job boards if they believe they are
efficient enough to use them efficiently.

Technological complexity is one significant barrier
that causes non-use of the system, and users strongly
desire easy-to-use technologies (Katz and Aspden,
1997; Lin, 2010). The user’s attitude toward a new
technology dramatically impacts the positive use
of information systems (Siew, et al., 2018). A person
who perceives a technology positively will provide
a stimulus or reaction in the form of a positive value
or attitude (Arsanti and Yuliasari, 2018). Further-
more, several studies support the intuitive prediction
that overly complex websites typically have little use
for users (Goldberg and Allen, 2008). Therefore, the
following hypothesis is proposed:

Hs: Jobseeker’s self-efficacy positively affects job bo-
ard perceived ease of use.

Ha: Jobseeker’s attitude toward job board functiona-
lity positively affects perceived ease of use.
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2.4.3 Perceived ease of use and PU

Drawing on TAM, perceived ease of use creates an in-
trinsic motivation to use technology and PU creates
an instrumental motivation to use technology because
the user believes that there is a connection between
the use of technology (e.g., job board) and a desirable
outcome (e.g., finding a job) (Davis, 1989). Li and
Huang (2009) argue that PU is the primary belief fac-
tor in TAM and perceived ease of use is the second
factor in determining the behavioral intention of using
IT. To avoid the problem of “lack or deficiency”
of using a useful system, both learning and working
with it should be easy (Lin, 2010). Some empirical
tests with the TAM show that the perceived ease
of use of e-recruitment predicts its PU (Siew, et al.,
2018, Candra, et al., 2020; Khalid, et al., 2021; Nad-
lifatin, et al., 2022). Therefore, the fifth hypothesis is
formulated as follows:

Hs: Perceived ease of use (PEU) of job board posi-
tively affects its PU.

2.4.4 Perceived usefulness and attitude toward
job board

Research on the use and acceptance of technology in-
dicates that usefulness perceptions are a crucial indi-
cator of attitudes and intentions of users to engage or
accept new technologies, and most users, when using
new technology, are goal oriented (Davis, 1989;
Kashi and Zheng, 2013). Similarly, PU shows the vie-
wpoint as per which belief related to technology usage
improves performance. Moreover, both PEU and PU
collectively lead to shaping the factor of attitude (Na-
sreem, Hassan and Khan, 2018). In the context of e-
recruitment services, PU reflects the jobseeker’s be-
lief in obtaining up-to-date career information, impro-
ving job search effectiveness, and increasing the
chances of finding a good job (Cober, et al., 2003; Lin,
2010). Consistent with previous studies, this study tre-
ats PU as a critical determinant of attitude; this leads
to the sixth hypothesis, which is formulated as fol-
lows:

He: The PU positively affects the jobseeker’s attitude
toward the job board.

2.4.5 Job board’s reputation and intention
to use

While there is compelling evidence to support the
claim that website features influence jobseekers’ atti-
tudes and behavioral intentions, it can be argued that
jobseekers do not shape their behavioral intentions in
“social isolation” (Van Hoye, et al., 2019; Poudel,
2018). Brand equity theory suggests that consumers
prefer to associate with products or services offered
by strong brand organizations (Keller, 1993).
Previous research on reputation indicates that it
affects the effectiveness of tactics influencing target
behavior (Williamson, et al., 2010). In the e-recruit-
ment context, mass media advertising on online em-
ployment may raise jobseckers’ awareness and
interest. These organizational influences can encou-
rage jobseekers to use job boards (Lin, 2010). As
Kashi and Zheng (2013) recommended, this study in-
corporates the reputation construct to examine whet-
her it affects jobseekers’ adoption behaviors.
Therefore, the seventh hypothesis is formulated as
follows:

H7: The job board’s reputation positively affects the
jobseeker’s intention to use the job board.

2.4.6 Attitude toward job board and intention
to use

According to the theory of reasoned action (TRA) and
TAM, behavioral intentions are the most critical
approximate predictors of actual user behavior in any
given system (Fishbein and Ajzen, 1975; Davis, Ba-
gozzi and Warshaw, 1989; Kashi and Zheng, 2013).
The intention to use construct is a useful mechanism
to understand why jobseekers respond to recruitment
efforts, such as job boards (Nadlifatin, et al., 2022).
Cober, et al. (2004) argue that attitudes toward a re-
cruitment website can be directly related to applicant
attraction, and their model for web-based recruitment
suggests that attitude toward the website is an instant
predictor of applicant attraction. Previous studies in-
dicate that attitudes toward use directly affect the in-
tention to use e-recruitment systems and services
(Siew, et al, 2018; Carmack and Heiss, 2018;
Priyadarshini, Sreejesh and Jha, 2019; Grimaldo and
Uy, 2020; Irawan, Adiputra and Arshanty, 2021; Kaur
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and Kaur, 2022). Therefore, the eighth hypothesis is
formulated as follows:

Hs: The jobseeker’s attitude toward the job board po-
sitively affects the intention to use it.

3 Methodology

3.1 Instrument development

The main instrument for collecting primary data in
this study is a survey questionnaire. The questionnaire
consists of three sections as follows:

e The first section consists of a brief note about job
boards and research, while asking the respondent
if they have used a job board before.

e The second section includes four questions about
the demographic characteristics of the respon-
dents, including gender, age, education level, and
employment status.

e The third section contains 36 items designed to
measure observable variables, with the respondent
specifying the extent of agreement with each sta-
tement on a seven-point Likert-type scale (from
strongly disagree: 1 to strongly agree: 7).

Authors decided to design, validate, and employ a re-
searcher-developed questionnaire for several reasons.
Firstly, all the questionnaires and items suggested
in e-recruitment literature mainly focused on the per-
spective of management, behavioral, and psychologi-
cal sciences and lacked a focus on computer science
and IT; secondly, due to the fascinating speed of tech-
nology growth, the user’s expectations are constantly
evolving, so the conventional technology adoption
measures are lacking in terms of technical terms
for job boards and employment websites.

Hence, using the opinion of practitioners and acade-
mics in the e-recruitment and human resource (HR)

management fields and based on the conceptual fra-
mework, from the perspectives of behavioral scien-
ces, human—computer interaction, and especially
the quality of the website, the relevant items have
been constructed to create the proposed questionnaire.
Appendix A lists all of the survey items in the SEDA-
IUQ questionnaire.

3.2 Assessing validity

The face and content validity of the questionnaire was
confirmed through the opinions of several academic
and HR experts and the calculation of the Content Va-
lidity Index (CVI) and Content Validity Ratio (CVR)
coefficients. Construct validity was assessed using
exploratory factor analysis (EFA) of the data obtained
from the distribution of the questionnaire among 200
jobseekers. As a result, Kaiser-Meyer-Olkin (KMO)
values for all items were higher than 0.7, confirming
the adequacy of this index for each item of the que-
stionnaire. Bartlett index was also significant
(14,939.39) at P <0.01, indicating the adequacy of the
matrix.

3.3 Assessing reliability

The reliability of the questionnaire was tested using
Cronbach’s a in a preliminary study among 30 parti-
cipants, leading to values above 0.6 for all variables.
Hence, the reliability of the questionnaire was confir-
med. Moreover, Cronbach’s o was estimated separa-
tely for each of the extracted latent factors after
the final implementation of the questionnaire.

As shown in Table 3, Cronbach’s o values were hi-
gher than the minimum cutoff score of 0.7, indicating
that the questionnaire has the necessary reliability.

Table 3. Cronbach’s a for latent factors (Source: Authors’ work)

Factor Cronbach’s a coefficient
Reputation-seeking intention to use 0.82
Practical utility 0.79
Technological innovation 0.78
Functional adequacy 0.79
Content accessibility 0.77
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3.4 Sampling and data collection procedure

A Google Docs-based online questionnaire was distri-
buted via several professional social networking web-
sites, online communities, and emails to potential
Iranian participants to collect data at different times
and platforms. Participation in the survey was com-
pletely anonymous, voluntary, and random, based
on ethical considerations. Since this study sought
to generalize the results from a total statistical popu-
lation, and Morgan’s table suggested 384 as the num-
ber of samples, data collection was ceased after
collecting 500 completed questionnaires.

The only requirement for completing the questionna-
ire was the experience of using a job board. If the re-
spondent had no experience, he/she would not be
allowed to complete the questionnaire, in order
to avoid misleading data and obtain the most reliable
data possible. Incomplete questionnaires and unwil-
lingness to answer the questionnaires were considered
exit criteria, and after separating incomplete question-
naires, 447 questionnaires entered the statistical ana-
lysis, leading to a response rate of 89% for the study.
Respondents were 82.6% male, 89.8% employed,
and most were in the age range of 3140 years.

4 Results

This study utilized EFA to extract the latent factors
in the collected data and evaluate the instrument’s
construct validity, and confirmatory factor analysis
(CFA) to examine and validate the relationships be-
tween extracted factors. Furthermore, using the data
collected from Iranian jobseekers, various relations-
hips between latent factors in the research model were
tested through structural equation modeling and path
analysis techniques.

4.1 Extracting the latent factors (via EFA)

EFA through Statistical Package for the Social Scien-
ces (SPSS) was used to extract and identify the factors
affecting the intention to use job boards among Ira-
nian jobseekers. The following steps were taken
for that purpose:

1) The possibility of factor analysis on the data: Since
factor analysis requires a large sample size, the
adequacy of sampling was tested using the Kaiser—
Meyer—Oaklin index (0.86) and the significance
of the Bartlett’s sphericity test (chi-statistic doub-
led to 14,939.30 at the level of P < 0.01); thereby,
results indicated that the conditions for factor ana-
lysis are met.

2) The number of factors: The number of selected
factors directly impacts the model results; hence,
according to the Kaiser’s rule (1960) (the number
of factors must be extracted with a specific value
equal to or greater than 1) and Howard’s rule
(2016) (the percentage of cumulative changes
of the extracted factors should be at least 60%) and
consistent with the previous studies, five factors
were extracted.

3) The factor rotation method: Factor rotation is used
to facilitate the interpretation and naming of
extracted factors. The varimax method establishes
the highest correlation between the explanatory
variables and the factors (Beavers, Iwata and Ler-
man, 2013). As a result of varimax rotation, five
factors with eigenvalues greater than 2 were
extracted, which can explain 59.56% of the total
variance. The figures related to eigenvalues, per-
centage of variance, and cumulative variance are
presented in Table 4.

Table 4. Factors, variance percentage, and eigenvalues (before rotation)
(Source: Authors’ own research)

Factors Eigenvalues Variance percentage Cumulative variance
percentage
1 8.23 33.10 33.10
2 3.20 9.71 42.81
3 2.93 6.32 49.13
4 2.92 5.30 54.43
5 2.80 5.12 59.56
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4) Naming and interpreting factors: After examining
and separating factors with factor loadings higher
than 0.6, factors are named based on their underly-
ing structure and shared features. Five factors were
named as follows:

Factor 1: The items clustered under this factor consist
of the job board’s content (four items) — possessing
the highest factor loading (0.73) as well, esthetics (2),
attitude toward job board functionality (2), jobsee-
ker’s self-efficacy (1), and attitude toward job board
(1). Factor 1 focuses significantly on the quality, va-
riety, and accuracy of job board content and the ease
of access and use of its content and features; it is thus
named content accessibility.

Factor 2: The items clustered under this factor consist
of the job board’s esthetics (2) — possessing the hi-
ghest factor loading (0.78) as well, reputation (2), at-
titude toward the job board (2), and PU (1).
Innovation in various aspects such as design, services,
and user interface is a common component of all items
of this factor. Thereby, Factor 2 is named technologi-
cal innovation.

Factor 3: The items clustered under this factor consist
of the job board’s PU (2) — possessing the highest fac-
tor loading (0.73) as well, attitude toward job board
functionality (2), perceived ease of use (2), and atti-
tude toward job board (1). Notably, most items under
this factor reflect the usefulness and comprehensive-
ness of the job board’s services, information, and ca-
pabilities. Therefore, Factor 3 is named practical
utility.

Factor 4: The items clustered under this factor consist
of the job board’s reputation (3) — possessing the hi-
ghest factor loading (0.66) and intention to use (4), re-
flecting the correlation and significant impact of
reputation and trust on the intention to use a job board.
Factor 4, therefore, is named reputation-seeking in-
tention to use, which is indeed the study’s dependent
variable.

Factor 5: The items clustered under this factor consist
of the job board’s perceived ease of use (2) — po-
ssessing the highest factor loading (0.71), jobseeker’s
self-efficacy (3), and PU (1), focusing on the ease of
use and adequacy of job board in training and guiding
jobseekers. Thereby, Factor 5 is named functional
adequacy.

4.2 Modifying the hypotheses for the latent fac-
tors

Since hypotheses Hi—Hs were proposed for the rela-

tionships between observable variables, they should

be modified for the extracted latent factors. First, di-

rect impacts of each of the four factors on the depen-

dent factor (reputation-seeking intention to use) were

hypothesized as H 1—H a:

H'1: Job board technological innovation positively
affects its reputation-seeking intention to use.

H'2: Job board content accessibility positively affects
its reputation-seeking intention to use.

H's: Job board practical utility positively affects its
reputation-seeking intention to use.

H 4: Job board functional adequacy positively affects
its reputation-seeking intention to use.

Furthermore, extending on the literature review ela-
borated in Section 2.4 (hypothesis development for
observable variables) and the items clustering in each
factor (see Section 4.1), six hypotheses are proposed
as follows:

e Esthetics, content, and PU: As hypothesized in
Section 2.3.1, both esthetics and content are si-
gnificant antecedents of PU; hence, the fifth and sixth
hypotheses are formulated as follows:

H's: Job board technological innovation positively
affects its practical utility.

H'e: Job board content accessibility positively affects
its practical utility.

e Perceived ease of use and PU: As hypothesized in
Section 2.3.3, perceived ease of use positively affects
PU; hence, the seventh hypothesis is formulated as
follows:

H'7: Job board functional adequacy positively affects
its practical utility.

4.3 Measurement model evaluation

In order to test the modified hypotheses for the latent
factors, the path analysis method has been used.
The perquisites for using path analysis are elaborated
below. As shown in Table 5, a linear relationship be-
tween predictor and dependent variables was confir-
med by forming the correlation matrix of latent
factors.
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Table 5. Correlation matrix of latent variables (Source. Authors’ own work)

Latent variables 1 2 3 4 5
1. Reputation-seeking intention to use 1
2. Practical utility **0.72 1
3. Technological innovation **0.69 **0.57 1
4. Functional adequacy **0.65 **0.54 **0.46 1
5. Content accessibility **0.64 **0.58 **0.39 **0.39 1
**P <0.01

Furthermore, Table 6 shows a Durbin—Watson value
of 2.02, which satisfies the condition (the ideal range
1.5-2.5); hence, the error term is independent and ful-
fills the assumption. Finally, the normality of the data

was evaluated and satisfied by the Kolmogorov—
Smirnov test (see Table 7).

Table 6. Durbin—Watson (DW) test results (Source. Authors’ own study)

DW statistic value
Practical utility on reputation-seeking intention to use 2.17
Technological innovation on reputation-seeking intention to use 2.02
Functional adequacy on reputation-seeking intention to use 2.02
Content accessibility on reputation-seeking intention to use 2.02
Table 7. Kolmogorov—Smirnov (K-S) test results (Source: Authors’ study)
Reputation-see- Technological | Functional Practical Content
king intention . : o oy o1
innovation adequacy utility accessibility
to use
K-S Z value 1.60 1.24 1.68 2.28 1.77
Significance level 0.01 0.02 0.007 0.0001 0.004

Several fit indices (e.g., Comparative Fit Index (CFI),
Root Mean Square Error of Approximation
(RMSEA), Incremental Fit Index (IFI), Normed Fit
Index (NFI), Non-Normed Fit Index (NNFI)) have

been used to ensure the model is appropriate to test
hypotheses regarding causal relationships between la-
tent factors. As shown in Table 8, all of these fit indi-
ces are acceptable.

Table 8. Fit indices of the measurement model (Source: Authors’ study)

Model-fit index NNFI NFI CFI RMR GFI RMSEA y2/df
Measurement 0.92 0.92 0.93 0.14 091 2.13 0.03
model

Recommended >0.90 >0.90 >0.90 <0.5 >0.90 >0.1 <5
value

Result Acceptable | Acceptable | Acceptable | Acceptable | Acceptable | Acceptable | Acceptable
df: degrees of freedom;  GFI: Goodness of Fit; RMR: Root Mean Square Residual
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4.4 Structural model evaluation

and hypotheses testing results

After approving the measurement model of research
constructs (latent factors), the research model was fur-

ther evaluated by estimating the structural relations-
hips among the research constructs using structural
equations modeling in LISREL software. Fig. 2 also
depicts the results of the structural model analysis.

Technological
Innovation

Functional H'7(0.39)

Adequacy \

. >

H's (0.50)

Content
Accessibility

Hr’ (0.40)

Hs* (0.12)

Reputation-seeking
Intention to Use

Practical Utility

Figure 2. The research model (and path analysis results) (Source: Authors’ own work)

As shown in Table 9, all the hypothesized paths, ex-
cept for that linking content accessibility and functio-
nal adequacy to reputation-seeking intention to use
(H'2and H's, respectively) were significant (P <0.01).
Hypotheses H’1 and H’s were supported, and the re-
sults confirmed that both technical innovation and
practical utility had a significant positive effect on re-

putation-seeking intention to use job boards. Further-
more, the results confirmed that practical utility per-
ceptions toward a job board depend on technical
innovation, content accessibility, and functional
adequacy of job boards, supporting the hypotheses
H's, He’, and H7’. Fig. 3 shows the standardized esti-
mate coefficients diagram for the model.

Table 9. The results of path analysis for the hypothesized paths (Source: Authors’ own research)

Standardized Sienificance
Hypothesis Hypothesized paths estimate gl;evel t-value Result
coefficient

H Technology innovation to reputation- 0.40 P<0.0l | 1157 | Accepted
seeking intention to use

H> Cont’ent 'acces.51b111ty to reputation- 0.01 P <005 030 Rejected
seeking intention to use

Hs Pracn.cal utility to reputation-seeking 0.52 P <0.01 8.40 Accepted
Intention to use

H's Functional adequacy to reputation- 0.04 P<005 | 084 | Rejected
seeking intention to use

Hs Te?ghnology innovation to practical 0.12 P <0.01 441 Accepted
utility

H's Content accessibility to practical utility 0.50 P<0.01 18.84 Accepted

H~ Functional adequacy to practical utility 0.39 P<0.01 13.93 Accepted
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Figure 3. The results of significance and standard estimation coefficients for the hypothetical relationships
between latent factors (Source: Authors’ own study)

The goodness-of-fit statistic of the research model is
presented in Table 10. Comparison of fit indices with

their corresponding recommended values provided
evidence of a good model fit.

Table 10. Goodness-of-fit statistics of the research model (Source: Authors’ study)

Index Value Recommended value Result
x? 1.76 <2 Fitness of model
P-value 0.19 >0.05 Fitness of model
RMSEA 0.0001 <0.05 Fitness of model
NFI 0.96 >0.95 Fitness of model
CFI 0.96 >0.9 Fitness of model
GFI 0.97 >0.9 Fitness of model
5 Discussion and Kim (2018) found, accuracy, security, self-effi-

5.1 Discussion of key findings

While our findings support IT adoption literature and
previous studies anchored on jobseekers’ behavioral
intentions toward e-recruitment systems and services,
this study represents some novel insights into e-re-
cruitment adoption through its exploratory design
leading to several multidimensional factors that sig-
nificantly depict antecedents of behavioral intentions
of jobseekers.

A strong correlation between the two variables of job-
seeker’s (computer) self-efficacy and perceived ease
of use in the functional adequacy factor is in line with
the model of the antecedents of perceived ease of use
(Venkatesh and Davis, 1996). Furthermore, as Chang

cacy, and perceived ease of use had a positive effect
on PU, which is in line with our finding that content
accessibility and functional adequacy positively affect
practical utility. Moreover, our findings support
previous studies indicating that jobseekers’ percep-
tions of technological capabilities and functionalities
and self-efficacy in using job boards are important
competence-related variables, in turn affecting their
adoption intentions (Khalid, et al., 2021; Nguyen,
2021; Woon and Singh, 2019; Zhang, etal., 2018; Lin,
2010; Cober, et al., 2004).

Content accessibility, functional adequacy, and tech-
nological innovation were found to have a significant
impact on practical utility, which in turn influences
reputation-seeking intention to use. This finding sup-
ports previous studies by indicating that when
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jobseekers perceive easier and catchier access to ac-
curate, relevant, and timely information and more
self-efficacy and technology empowerment and inno-
vation associated with adoption, they feel more deter-
mined to exploit job boards (Meah and Sarwar, 2021;
Chen, Warden and Liuu, 2021; Woon and Singh,
2019; Priyadarshini, Sreejesh and Jha, 2019; Roy-
Chowdhury and Srimannarayana, 2013; Williamson,
et al., 2010; Kroustalis, 2009; Cober, et al., 2004).
The results are similar to those of Poudel (2018), re-
vealing that usefulness, technology self-efficacy, per-
ceived enjoyment, ease of use, and attitude toward
websites drive jobseekers to apply for jobs through
online recruitment.

Consistent with the theory of brand equity and previ-
ous studies suggesting reputation, trust, image, and
organizational brand as predictors of behavioral inten-
tions toward e-recruitment websites (e.g., Cober,
et al., 2004; Williamson, et al., 2010; Allen, Mahto
and Otondo, 2007; Lin, 2010, Mahmood and Ling,
2017; Irawan, Adiputra and Arshanty, 2021;
Schaarschmidt, Walsh and Ivens, 2021; Rahman and
Patra, 2020; Candra, et al., 2020), our findings support
this contention and extend the e-recruitment literature
by revealing multidimensionality of reputation-seek-
ing intention to use factor. The strong correlation be-
tween reputation and intention to use circuitously
highlights the impact of network effect, social influ-
ence, and trust in decision-making.

Consistent with TAM (Davis, 1985; Davis, Bagozzi
and Warshaw, 1989) and previous studies (e.g., Siew,
et al., 2018, Candra, et al., 2020; Khalid, et al., 2021;
Nadlifatin, et al., 2022), this study revealed a robust
relationship between PU and ease of use, which are
being clustered under one factor named practical uti-
lity that, in turn, affects e-recruitment adoption inten-
tions.

Furthermore, this study revealed the strong influence
of attitude on job pursuit intention, since attitude
items were reflected in nearly all the latent factors in-
fluencing behavioral intentions identified through
EFA. This finding is in line with the TAM2 (Venka-
tesh and Davis, 2000), which omits the attitude con-
struct in their model because PU and perceived ease
of use are two fundamental attitudinal beliefs of TAM
that lead to a positive or negative attitude in an indivi-
dual.

Technological innovation and practical utility re-
vealed a substantial effect on reputational-seeking in-
tention to use. While the latter finding is widely
supported in the previous studies (Kaur and Kaur,
2022; Nadlifatin, et al., 2022; Nguyen, 2021; Candra,
etal., 2020; Selvanathan, et al., 2019; Chang and Kim,
2018; Zhang, et al., 2018; Kashi and Zheng, 2013;
Brahmana and Brahmana, 2013), none of the primary
models of technology acceptance and previous studies
have theoretically incorporated and empirically tested
technology innovation as an influential factor on
adoption intention variables such as the intention to
use, attraction, or attitude toward e-recruitment ser-
vices. A possible explanation could be the unprece-
dented pace of technology advancements and digital
transformation that makes innovation an integral and
inevitable part of each E-business (including e-re-
cruitment) service provision.

5.2 Theoretical contributions

As Lin (2010) argued, e-recruitment adoption models
without considering jobseekers’ perceptions would be
incomplete and potentially misleading. In support
of his argument, this study develops a research model
that successfully applies several well-established
models and theoretical frameworks in the e-recruit-
ment adoption realm to investigate online job search
behavior in a novel context.

While previous studies have only examined the effect
of one-dimensional variables such as PU and ease
of use or reputation, content, or esthetics on the atti-
tude or behavioral intentions toward e-recruitment
and job search websites (e.g., Cober, et al., 2004; Al-
lan, Mahto and Otondo, 2007; Goldberg and Allen,
2008; Kroustalis, 2009; Lin, 2010; Williamson, et al.,
2010; de Goede, van Vianen and Klehe De Geode,
2011; Gregory, Meade and Thompson, 2013; Kashi
and Zheng, 2013; Brahmana, and Brahmana, 2013;
Alsultanny and Alotaibi, 2015; Huang and Chuang,
2016; Mahmood and Ling, 2017; Zhang, 2018; Siew,
et al., 2018; Arsanti and Yuliasari, 2018; Grimaldo,
and Uy, 2020; Schaarschmidt, Walsh and Ivens, 2021;
Nadlifatin, et al., 2022), using an EFA approach, this
study has revealed the multidimensionality of the la-
tent factors discovered through its exploratory appro-
ach. This phenomenon implies that, for instance,
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a combination of perceptions of ease of use and use-
fulness and attitudes toward job boards (as practical
utility factor), rather than just each of these variables
independently, directly influences the intention to use
job search websites.

Based on a comprehensive study of technology accep-
tance models and previous studies in the e-recruitment
adoption, this study reveals that due to the rapid tech-
nological change, the dimensions of jobseekers’ per-
ceptions and attitudes toward e-recruitment systems
are also evolving rapidly. Nowadays, users make ob-
jective and subjective multidimensional evaluations
when deciding or providing feedback on attitudes and
intentions to use technologies (particularly e-recruit-
ment systems and job boards).

Overall, this study contributes to both theory and ap-
plication. At the conceptual level, the research find-
ings support technology acceptance models in online
recruitment and show their applicability to jobseek-
ers’ reactions to websites and the need to update and
consider factors based on innovation and technology
growth that reflect users’ expectations and jobseekers.
This study highlights the role of the technological in-
novation factor, which consists of innovation in de-
sign, services, and content, in the perceptions of
reputation-seeking intention to use, reflecting the im-
portance of innovation and creativity and timeliness
in technology deployment, which could boost user in-
tentions toward e-recruitment ventures.

From an e-recruitment perspective, this study makes
a significant theoretical contribution by developing,
validating, and implementing a researcher-developed
questionnaire, the SEDA-IUQ, that incorporates be-
havioral science and HR management perspectives
with ideas based on the website quality and human—
computer interaction. The SEDA-IUQ can serve as
a comprehensive and multi-perspective evaluation
of behavioral intentions toward job boards, overco-
ming the limitations of previous scales and question-
naires.

5.3  Practical implications

This study offers valuable insights into the entire e-re-
cruitment industry, including corporate recruitment
websites, third-party job boards, and job search plat-
forms. It directly contributes to the e-recruitment

and third-party job boards to make them more effec-
tive and valuable for their users, highly customer
driven, and constantly addressing the concerns and
demands of jobseekers in a global context.

For practitioners, particularly e-recruitment service
providers, this study could be helpful because it ad-
dresses the factors influencing the intention
of jobseekers for online job applications, enabling
them to design and administer job boards and corpo-
rate recruitment websites effectively. This study sug-
gests that jobseekers prefer attractive job boards with
an innovative approach to design, service delivery,
and content to other job search resources. Our results
also indicated that practical utility plays a vital role
in determining behavioral intentions toward job
boards; hence, e-recruitment service providers should
seek to provide plenty of useful features, services, and
capabilities.

Another crucial practical finding was that jobseekers’
behavioral intentions toward job boards may be
driven by how they perceive the technological inno-
vation and practical utility associated with job boards.
Indirect effects on behavioral intentions were found
through content accessibility and functional ade-
quacy. Therefore, job board developers and adminis-
trators are projected to focus on technological
innovation (in design, content, features, and services),
practical utility, functional adequacy, and content ac-
cessibility to differentiate themselves from competi-
tors in the market.

Employing an innovative and creative approach to de-
sign and development coupled with presenting practi-
cal, accessible services and facilities may raise
awareness and interest among jobseekers. These ef-
forts may significantly affect jobseekers’ behavioral
intentions and encourage them to exploit job boards,
leading to a steady flow of qualified applicants.

Results from this study have shed light on the online
job search behavior of today’s jobseekers who consi-
der several variables (such as esthetics, usefulness,
ease of use, self-efficacy, reputation, and attitude) si-
multaneously when forming perceptions and inten-
tions toward the usage of online recruitment systems.
Specifically, website esthetics exceed the traditional
concepts of esthetics (limited to design) and address
innovation from several dimensions of design, servi-
ces, content, and facilities. Both E-recruitment system
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developers and HR experts can utilize our findings
to improve the effectiveness of their activities.

5.4 Limitations and future research

Despite the comprehensiveness of the proposed mo-
del and its empirical support and fascinating insights
that this study offers to the e-recruitment and job bo-
ards’ adoption literaturg. The findings should be care-
fully considered, given the limitations in concepts,
methods, scope, and sample size. First, the study uti-
lized a cross-sectional measurement method, limiting
the ability to observe and make definitive conclusions
about causal relationships between research variables.
Therefore, longitudinal data could provide a more
transparent basis for the transient causal relationships
suggested by the proposed research model. The se-
cond limitation is the reliance on survey data through
self-report measures. While self-reporting in this type
of study is widespread, future studies that collect data
through various sources and methods could produce
critical insights and implications for the e-recruitment
adoption context.

The present study focused only on the context of one
country, so to make the research results more gener-
alizable, it is recommended to apply the research
model to other countries and cultures, leading to
cross-cultural studies. Furthermore, despite the com-
prehensiveness of the model, the variables studied in
the present study cannot explain all the influencing
variables in the attitude and intention to use job
boards, which can provide an opportunity for further
and complementary studies. Despite these limitations,
this study contributes to e-recruitment research by
taking a crucial step toward filling the gap in this pop-
ular, but scarcely investigated research field in the Ira-
nian e-recruitment context.

6 Conclusion

Although e-recruitment and job boards have been ex-
tensively studied in the technology adoption litera-
ture, very few related studies have been done in the
Iranian context in this field, where job boards are
a highly used medium of finding a job. Traditional job
search is scarcely practiced widely due to the ad-
vancement of technology and infrastructure. There-
fore, this study has been conducted to understand
Iranian jobseekers’ online job search behavior.

This study sought to draw on the previous literature
and the theoretical foundations and models of technol-
ogy acceptance by successfully developing, testing,
and applying a model for predicting behavioral inten-
tions of jobseekers toward job boards and also design-
ing, validating, and applying a researcher-developed
questionnaire to contribute to the literature of e-re-
cruitment and human—computer interaction.

Utilizing an EFA approach to discover latent variables
affecting behavioral intentions that direct measure-
ments could not detect, it is observed that jobseekers’
e-recruitment adoption intentions are influenced by
technological innovation, content accessibility, func-
tional adequacy, practical utility, and reputation-seek-
ing intention to use. This study proposes a new model
to explain the factors that shape jobseekers’ adoption
intentions to use job search websites. Moreover, rela-
tionships between the model components indicate the
multidimensionality of each latent variable influenc-
ing the intention to use. A possible explanation for this
phenomenon could be demographic changes, unprec-
edented technological revolution, and the continu-
ously expanding body of knowledge, skills, and
expectations of jobseekers toward online job search
systems, for example, job boards.



84

Seyedeh Samaneh SEYEDI, Abolfazl DARROUDI, Manijeh HAGHIGHINASAB

7 Appendix A. SEDA-IUQ: The proposed questionnaire
(Source: Authors’ elaboration)

Variables

Questions

Job board esthetics

b=

All pages of this job board possess a kind of unique beauty.

I like the composition of multimedia and texts on this job board.

The organization of pages in this job board is clear.

The graphic aspect of this job board did not interrupt my focus and made it easier
to use.

Job board content

This job board publishes diverse job opportunities.

The information provided by this job board can easily be understood.
This job board’s vocabulary and writing style are consistent and clear.
The job description in this job board is accurate and comprehensive.

Jobseekers’ self-efficacy
in job board

The homepage of this job board immediately guides me to my desired destination.

. I can easily find my desired information on this job board through trial and error.
. When using this job board, the error messages clearly show how to fix errors.
. In my opinion, most people quickly learn how to use this job board.

Attitude toward job board
functionalities

15.
16.

. This job board can be adapted to all browsers and devices.
. Various functions provided by this job board — such as sign up, job search, and job

application — are well integrated.
I like integrating different functions with social media in this job board.
The search engine on this job board extracts accurate information quickly.

Perceived usefulness
of job board

17.
18.
19.

20.

This job board provides me with updated job opportunities.

Overall, this job board offers valuable services and information.

The additional facilities provided by this job board had many useful applications
for me.

I do not have to look for other job search resources using this board.

Perceived ease of use
of job board

21.
22.

23.

24.

Creating a user account on this job board is simple.

The variety of search options on this job board makes finding my desired job
opportunities easier.

This job board’s navigation tools and tags direct me quickly to my desired destina-
tion.

The comprehensibility of this job board content makes its use more accessible to
me.

Job board reputation

25.

26.
27.
28.

In my opinion, this job board is a reliable recruitment portal both for jobseekers
and employers.

Famous employers publish their job opportunities using this job board.

In my opinion, this job board tends to be an innovator rather than an imitator.
Licenses, awards, and testimonials of jobseekers and employers reassure me to use
this job board.

Attitude toward job board

29.
30.

31

I consider this job board user-friendly.
This job board offers innovative services.

. The overall organization of this job board is clear and understandable for all.
32.

This job board has all functions and capabilities I expect to have.

Intention to use job board

33.

34.
35.
36.

I intend to register on this job board to get informed about the most current job
opportunities in my field of expertise.

I intend to apply for job opportunities published on this job board.

I intend to continue using this job board till I find my ideal job.

I intend to recommend using this job board to friends and acquaintances.
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