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Abstract. E-recruitment is a field of human resources where ICT tools are frequently 
used. We popularly assume that the scope with which they are used differs between 
countries, and that technical structure is the main reason for these differences. 
However, we lack the tools to explain why e-recruitment is considered more common 
in the US than in Poland, for instance, despite similar access to the Internet among 
employees and employers in both countries. The article presents a typology of four 
levels of e-recruitment methods, as a tool for explaining the differences in the 
maturity of using e-recruitment methods in these two countries. Additionally, for each 
of the four groups of e-recruitment methods, strong and weak points are shown, and 
the keys to their successful use are described. It has been also shown that a positive 
image of a company’s brand is a necessary condition for higher levels of e-recruitment 
to be successful. A special analysis is conducted of the use of gamification and games 
for e-recruitment purposes, and examples are given of their use on each of the four e-
recruitment levels.  
 
Keywords e-recruitment, e-recruitment methods, e-recruitment in Poland, e-
recruitment in the US, gamification.  
 

 
Introduction 
 
E-recruitment (also called: online or Internet recruitment) is one of the 
fastest growing areas in contemporary recruitment (Armstrong, 2011; 
Listwan, 2010; Vătămănescu & Constantin, 2015). It is being increasingly 
used by various groups of potential employees and employers, who 
experience fewer barriers related to Internet access. However, its 
understanding by science and the development of scientifically based 
recommendations for management are hindered by the variability of its 
methods. 
 
The aim of this text is to present the four stages that can be distinguished in 
the development of e-recruitment. The possibility of using games and 
gamification by each of these four approaches is discussed and some 
examples presented. Gamification, meaning the use of games and game 
mechanisms in a non-game context (Deterding et al., 2011; Tkaczyk, 2012; 
Woźniak, 2015), is currently extremely in vogue in management and 
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particularly in human resources (HR), but its utility for the proposed 
typology of e-recruitment tools has not yet been discussed.  
 
A second goal of the text is to illustrate the classification-related problems 
in e-recruitment, and to show the real incidence of the four e-recruitment 
tools described. The proposed classification is also used to show that 
although access to the Internet is similar in Poland and the US, higher level 
e-recruitment is decidedly less widespread in Poland.  
 
The text is organized as follows: The first part describes e-recruitment and 
its potential scope in Poland. The following section distinguishes the four 
stages in the development of e-recruitment methods. The next part briefly 
presents the possibility of using games and gamification in each of the four 
e-recruitment methods. The empirical part of the text briefly describes the 
use of the four levels of e-recruitment methods in Poland and the USA. 
Readers who are interested may find a broader survey of the subject in 
another work (Woźniak, 2013). The final section contains brief conclusions.  
Previous versions of this text were delivered at the 8th International 
Conference “Business and Management” in Vilnius, Lituania and The 
International Conference of Global Economics and Governance 2014, 
Bucharest, Romania. Discussions at these conferences helped develop an 
understanding of the main theses, and the reasoning supporting them. Some 
of the theses and phrasing are similar to the older versions (Woźniak, 
2014b, 2014c). One of the consequences of these discussions was using the 
typology of four e-recruitment tools to evaluate the maturity of e-
recruitment markets (Woźniak, 2014d). The present text develops a 
different aspect of the conference discussions – the use of gamification and 
games in the four types of e-recruitment. 
 
 
Online recruitment – its definition and scope 
 
'Obtaining candidates for employment through the Internet, so-called e-
recruitment' is a dynamically developing group of recruitment methods 
(Listwan, 2010, p.120). Estimates of the current spread of online 
recruitment differ, depending on the country, economic sector, type of 
position being recruited for, and last but not least – culture and type of 
recruiting organization. Data on its spread suggests that in 2010 in the US 
3/4 of all large organizations (Stone et al., 2013, p.51) and all state 
governments (Selden & Orenstein, 2011) used e-recruitment tools of 
different types, and 2/3 of companies in Europe make use of recruitment 
portals (Zając, 2012).  
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Poland is not a leader in the use of new technologies (Runiewicz-Wardyn, 
2008; Woźniak, 2009) but organizations (similarly to other Central 
European organizations) are among the most advanced users of ICT for HR 
in Europe (Strohmeier & Kabst, 2009). For employers, Internet access has 
ceased to be a restriction on the use of online recruitment tools: according 
to the Polish Main Statistical Office, by 2011 over 95% of businesses had 
such access (further data in this area is to be found in Woźniak, 2013, 
2014a). The situation is worse for potential employees: lack of Internet 
access excludes 1/3 of Poles from taking advantage of online recruitment. 
In the remaining age groups, lack of Internet access is fairly similar and 
affects a little under 1/3 of each group (Woźniak, 2013, 2014b, c, d).  
 
Almost everyone with a higher education degree has access to the Internet; 
for those with a secondary school education, Internet access is slightly 
lower (ca. 85%); for those with a vocational education lower still (46%); 
and for those with a primary education it is considerably lower (23%) 
(Woźniak, 2013, 2014a). Although these statistics suggest that online 
recruitment is better suited for hiring persons with higher education, 
employers do not limit its use to university graduates or to persons aspiring 
to work in high-tech professions (considered a leader in this type of 
recruitment method). Proof of this may be that the most frequently 
published advertisements on recruitment websites are for employees 
without higher education (ca. 600,000 advertisements in 2011 were for 
cashiers, salespersons, and drivers – Zając, 2012), and an analysis of the 
terms of the positions offered shows that the most frequently sought 
employees are drivers and construction workers (Zając, 2012; Woźniak, 
2013). 
 
A precise definition of online recruitment cannot simply take use of the 
Internet as its distinguishing feature. Just as e-learning is not a matter of 
sending invitations by e-mail to trainings (Woźniak, 2009), so e-recruitment 
cannot be equated with sending invitations for interviews or rejecting 
applications via e-mail. For a recruitment activity to be considered as e-
recruitment, a ‘significant portion’ of the recruitment process must take 
place online. ICT tools not only make communication between the actors in 
business processes more effective, but also change the way in which all the 
important recruitment processes are organized – where it is possible these 
processes use ICT, but in particular, they are configured differently to 
traditional recruitment (Woźniak, 2013, 2014a). Thus e-recruitment is 
usually defined as “a way of implementing [recruitment] strategies, policies, 
and practices in organizations through a conscious and directed support of 
and/or with the full use of web-based channels” (Girard & Fallery, 2010, p. 
1). Such a definition emphasizes the use of the Internet not for peripheral 
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human resource activities, but for core recruitment tasks. In the case of 
recruitment, this signifies a web-based implementation of recruitment 
procedures, which includes locating potential candidates (labor market 
segmentation), contacting them and collecting information necessary for 
the selection process.  
 
 
Four generations of e-recruitment methods  
 
The changing use of Internet resources and growing numbers of ICT tools 
that can be used in the recruitment process have been two of the barriers 
for giving e-recruitment a precise definition. Some researchers have 
attempted to systematize the successive stages of the growing collection of 
web-based recruitment instruments, and propose differentiating the 
various kinds of e-recruitment by giving them a 'Web' prefix and successive 
numbers (Jeffrey, 2012; Woźniak, 2013), analogously to the terminology 
used to refer to the successive stages of communication modes developed 
by the Internet.  
 
Table 1. Four generations of online recruitment 
Name Distinguishing feature Type of Internet 

instrument 
Most important 
quality for the 
organization 

Web 
1.0 

Unilateral 
communication between 
company and candidate 

Company website; 
employment websites 
(wortals) 

A lot of 'recruitment' 
information can 
potentially be placed 
on one's website 

Web 
2.0 

Companies observe 
communication between 
potential candidates 

Search engines; social 
networking sites 

The possibility of 
appraising candidates 
without informing 
them of the fact 

Web 
3.0 

Multilateral 
communication between 
company, candidates, 
and groups to which 
candidates belong 

Social networking 
sites; image-building 
tools; games; blogs 

Maintenance of a 
network of brand 
ambassadors in 
various communities 

Web 
4.0 

Implementation of 
recruitment tasks by 
undefined groups i.e. 
indirect communication 
between the company 
and recruited 
(crowdsourcing) 

All the above, 
including in 
particular community 
development 
instruments and 
rewards for 
recommenders and 
(possibly) 
recommended 

A large variety of 
social groups may be 
reached with 
recruitment 
information 

Source: Table developed basing on the literature, from Woźniak (2014a, 2014b) 
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As illustrated in the table 1, initially the Internet served for the placement of 
recruitment ads analogous to those in the printed press, stating that a 
company was seeking employees (Web 1.0). In this period of online 
recruitment, the only real difference in comparison with newspaper ads 
was the opportunity for employees to search websites serving as 
employment agencies (such as Monster.com, the Polish Jobpilot.pl, or 
pracuj.pl). These services were analogous to a traditional search through 
the classified advertisements in the press.  
 
However, e-recruitment has brought about changes not only in how 
recruitment tasks are implemented, but also in the nature of these tasks 
(Woźniak, 2014a). This had already been happening in Web 1.0; currently 
larger traffic on company websites and more capacious Internet 
connections have meant that companies can put more information on their 
websites and use a richer set of methods for transmitting it – films, 
testimonials, blogs, or games. As traditional recruitment had confirmed, 
more information, richer means of transmitting it, and greater 
individualization increase the attractiveness of job offers for candidates 
(Yüce & Highhouse, 1998). 
 
Web 2.0 recruitment is connected (like everything termed Web 2.0 in the 
language used to speak of the Internet) with the use of material created 
spontaneously by participants in online communities. The plural in the term 
'communities' is important here, as – along with the emergence of the 
possibility of creating social networking sites and other forums where 
participants can express themselves and place material they have created 
themselves – the range of such sites is continually growing. By definition, 
the Web 2.0 model differs from Web 1.0 in its eradication of the difference 
between a privileged broadcaster of information and a recipient, and the 
use of content created by Internet users for the purpose of communicating 
with one another.  
 
In principle, in the Internet based on the Web 2.0 model, websites on which 
users communicate (such as Facebook, the Chinese RenRen and PengYou, or 
the Russian Vkontaktie) should be transparent; in other words, the only job 
of developers is to create a set of rules and regulations and then monitor 
their observation. The content of the website is created through the 
interactions of the Internet users; the website consists of exchanges of 
information between users and – in particular – exchanges of personal 
information about themselves, which is available to other members of a 
given society. 
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In this sense, we speak of Web 2.0 recruitment when a potential employer 
actively seeks material – other than job-wanted advertisements – placed by 
other users of the Internet. Characteristic Internet tools used in Web 2.0 
recruitment are: social networking sites of a private (such as Facebook) or 
professional type (LinkedIn), video platforms such as Youtube.com, virtual 
worlds of the Second-Life type, and search engines analyzing data in various 
areas of the Internet (Google). Such an understanding of Web 2.0 
recruitment therefore emphasizes sifting through material – generally 
unconnected with a search for employment – generated by potential job 
candidates (and other persons – about potential job candidates and their 
qualities), for the purpose of acquiring preselection information about them 
(allowing potentially interesting candidates to be distinguished) and 
possibly making contact. It is sometimes pointed out that, though use of the 
social media is widespread, apart from Facebook-like social sites a 
relatively low percentage of users actively create comments. It should be 
emphasized that – with the rise in popularity of social media and the 
maturing of age groups which have been brought up with them – individual 
input is on the increase: in the US 38% of 18-24 years-olds with Internet 
access have shared something created by themselves in the social media, 
compared to 15% of the 65+ group (Brake, 2013). 
 
If the definition of Web 2.0 recruitment stresses the unilateral nature of 
communication (recruiters search through the communication of various 
persons for the purpose of finding potential candidates), then the natural 
differentiator of Web 3.0 recruitment is a creation of an Internet community 
of potential employees and employer (Jeffrey, 2012, p.9). Entering into 
dialogue with Internet users – either for the explicit purpose of encouraging 
them to apply, or to create groups associated with the company so that 
these connections can be used for recruitment purposes – becomes the 
characteristic trait of a third type of communication environment, based on 
the bilateral (or multilateral) communication principles of Web 3.0.  
 
Usually, external employer branding activities are based on constructing, in 
the organization's environment, a group (or groups) with a positive attitude 
toward the organization and a greater acquaintance with its problems 
(brand ambassadors) (Woźniak, 2013). Achieving and maintaining rich 
relations between a company and groups in its environment ordinarily 
requires bilateral communication, which in large measure takes place 
online. In particular, the Internet facilitates the use of certain instruments 
suitable for gamification, which is the use of game mechanisms for various 
kinds of tasks which are not only entertainment-focused. By now classic is 
the game the Marriot Corporation uses in recruitment. It is to be found on 
the Marriot recruitment site alongside jobs offered, and involves virtually 
performing various functions related to hotel work. 
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Recommendations as to the manner of creating a company's employer 
brand go beyond using the new forms of communicating with the social 
environment – such as through Internet games, competitions, or 
emotionally loaded events. It is sometimes suggested that the content of 
communications should be fairly specific (Allen, Mahto, & Otondo, 2007) 
and that activities intended to establish the veracity of these 
communications should be included (Banerjee & Tiwari, 2013).  
 
Management of a company's employer brand means creating value for 
potential employees by using the fact that a brand has value beyond 
practical benefits and the value of an employer brand can partially be 
influenced by the company's consumer brand (Keller, 2003; Cable & 
Turban, 2003). To transfer conclusions from the field of consumer 
marketing to the 'product' of being an employer, we should note that 
creating an Employee Value Proposition requires distinguishing the 
practical traits of the offered job, such as remuneration, logistics (location, 
length, flexibility, hours, amenities, and material benefits), development 
potential and prospects for promotion, from symbolic benefits, which 
include the prestige of working for a given employer (the employer's image 
in particular groups), and the employee's sense of fit with his/her employer. 
The significance of the symbolic information needs to be stressed as, in 
comparison with functional benefits, the potential employer has greater 
latitude in shaping this part of the employer brand. 
 
Web 4.0 recruitment (Jeffrey, 2012, p.9, 13) is considered the next stage in 
the development of e-recruitment tools. It “automatizes” the search of social 
networking sites, leaving the search for appropriate candidates and 
encouraging them to apply to a crowdsourcing mechanism. In other words, 
it transfers these tasks to a group of people outside the company, without 
precisely specifying the boundaries of this group. Analogously to a company 
asking its employees to recommend potential candidates, Web 4.0 
recruitment gives this task to Internet users, based on the conviction that 
giving even a small reward to recommenders whose referral is hired results 
in Internet users undertaking the search and producing a large number of 
applicants. Thanks to a good mechanism for automatic preselection, the 
excess of applications, which was the bane of earlier e-recruitment 
methods, does not currently constitute a problem burdening recruiters with 
additional work. Among the many poor candidates, the automatic online 
preselection tools (including tests filled in on-line and computer programs 
automatically monitoring the adequacy of formal qualifications) are able to 
choose, free of cost, a small pool of candidates who will presumably possess 
a close approximation to the desired qualifications.  
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It has been emphasized (Woźniak, 2014a, c) that a prerequisite for 
successful crowdsourcing of recruitment is that the company should have a 
positive image in the eyes of the group to which the recruitment 
information will be addressed (that is, the potential recommenders and 
referrals)1. This entails the increased importance of maintaining contact 
with the social environment, including in particular the routine work of 
creating the company's image in the target group – from maintaining blogs, 
through discussions on online forums, to activity in communities of 
practitioners.  
 
It should also be noted that crowdsourcing-based recruitment does not 
solve the problem of how to reach those people who are not currently 
searching for a job, if the competencies sought for are not of a purely formal 
nature (i.e, qualifications). Research into crowdsourcing shows that tasks 
suitable for crowdsourcing (that is, those that have a significant probability 
of being outsourced to indeterminate performers) have the following traits: 
the problem is easily defined and presented; the knowledge needed for its 
solution is not very accessible in the decision-makers' environment; the 
crowd is large and part of it is motivated and possesses the knowledge 
necessary to resolve the problem; the solution is easy to appraise as to 
quality; and communications technologies are cheap (Afuah & Tucci, 2012, 
p.356). From the recruitment viewpoint, it can be observed that the search 
for persons having specialized, but formally defined, qualifications (for 
instance, the ability to use IT tools, certified by course, work or 
participation in a project of the appropriate type), is easier for 
crowdsourcing than the search for persons with specific character profiles 
or competences (Woźniak, 2014a, c).  
 
The table below illustrates the pros and cons of the four generations of e-
recruitment tools. 
 
Table 2. Four generations of e-recruitment tools and their conditions of use 

Name Advantages Disadvantages When to use 
Web 1.0 – own 
website 

A wealth of information 
about the company may 
be presented on one’s 
own website 

The need to attract 
visitors and keep the site 
updated 

When traffic on the 
company website is 
abundant 

Web 1.0 – portals 
for candidates 
seeking jobs 

Simpler to search 
through candidates’ 
CVs collected in one 

Most of the cvs are no 
longer applicable; they 
are limited in scope 

For ease in recruiting 
young people 

                                                           
1 This is why some authors use the term “friends of the company referrals” for Web 4.0 

recruitment (or, to be more precise, for the crowdsourcing of recruitment, whether the Internet is 

used for this or not) (Sullivan 2014). Hoye (2013) has stressed that more negative 

recommendations are made when an employer pays for referrals, so we can assume that the 

situation is similar with crowdsourcing referrals. 
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(vertical or 
domain-specific 
portals) 

place (mainly from students) 

Web 2.0 – 
scanning with the 
use of search 
engines 

Quick access to 
information about a 
given candidate 

Breach of privacy; 
information specially 
prepared by the 
candidate may be taken 
for real; identification 
hindered in the case of 
common surnames 

Always when gathering 
initial information for 
further verification 

Web 2.0 – 
scanning 
communities to 
find potential 
candidates 

Completely new 
(unknown) people may 
be identified; places in 
the web where desired 
candidates gather may 
be identified 

Labor intensive Always when there are 
no good ideas about 
where to find desirable 
candidates 

Web 3.0 An occasion to 
strengthen company 
image and surround 
oneself with different 
kinds of supportive 
communities 

Labor intensive; the 
need to develop new and 
innovative ways of 
attracting communities 

Always to develop 
company image; as a 
recruitment tool when 
trying to reach chosen 
(narrow) segments of 
the work market 

Web 4.0 Reaches a wide and 
varied audience 

The need to develop 
company image in 
various target groups 
and maintain relations 
with brand ambassadors 
 

For companies with 
recognizable brands or 
with a good reputation, 
needing to find 
candidates with specific 
qualifications 

Source: classification developed by the author, based on literature from Woźniak 
(2013) 

 
 
Gamification and its uses in recruitment 
 
The obvious benefits of using higher level e-tools (such as users’ referrals 
obtained through crowdsourcing) are: lower costs, quicker access to 
applications, and being able to reach a broader group of less typical 
candidates. These are possible if the company has managed to secure 
substantial traffic on its website, but also if it has a wide and differentiated 
group of ambassadors. One of the more economical ways of influencing 
Internet users, which fulfills these conditions, is gamification – the use of 
game-related mechanisms to stimulate interest in a particular website. The 
term “more economical” to describe activities which often include the 
development of computer games may seem unexpected. We should 
remember however that the alternative to using entertainment-type games 
to stimulate interest in a website is developing blogs for communication 
purposes, and organizing events (such as concerts) in the real world 
(though the one does not exclude the other). 
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Popular views associate gamification with collecting points, winning badges 
for missions accomplished and developing a community of players who 
compare their own achievements and those of others in contests proposed 
by the organizer (Wozniak, 2015). From the perspective of the latter’s goals, 
however, if game mechanisms are used, both their chosen elements (i.e., 
gamification de facto or narrowly comprehended gamification) (Detering et 
al., 2011; Hamari, Koivisto & Sarsa, 2014), as the whole game (gamification 
in its broader sense) (Niewęgłowski, 2012; Tkaczyk, 2012; Herger, 2014) 
may be used. The structure of these goals differs, although the overt goal is 
usually encouraging potential players to participate in the game. A further 
goal for the creator of the game may be accruing benefits from increased 
sales or – as in the case of gamification systems used in recruitment – 
presenting a warmer company image, or stimulating interest in its job offer.  
From the perspective of its utility for recruitment purposes, it is worth 
differentiating between gamification in its narrower sense and 
entertainment games. The latter in a natural manner provokes players’ 
activity, as the game itself is assumed to stimulate their interest. The 
underlying assumption is that the game is of a high quality (i.e. it absorbs 
the player through its structure), independently of its content, which is an 
obvious oversimplification. However, it is easier to find absorbing games, 
than absorbing gamification structures, as experience with creating games 
is by now rich enough for it to be relatively simple to reach a minimal level 
of quality (a significant component of which is creating players’ 
involvement). 
 
It is worth differentiating between games based on their content. Where the 
content requires a player to take on the role of an employee in a particular 
company, participation in the game may develop knowledge about the work 
context and give a more realistic job preview2. If playing this role requires 
the player to carry out tasks analogous to those an employee carries out3, 
not only the actor learns more about his or her fit with the employee role, 
but the HR department may also benefit from this information. 
 
We need to remember, however, that playing a game is not equivalent to 
taking a part in an Assessment Center – even if events or tasks in the game 

                                                           
2 Delivering realistic job previews (RJP) are an important group of HR recruitment activities, 

aimed at changing applicants’ inaccurate expectations about the job. “The basic premise upon 

which the use of an RJP is based is that many job applicants have inaccurate perceptions of 

positions for which they are applying. Given that many employers try to make themselves appear 

to be a good place to work, these applicant expectations generally are inflated” (Breugh, 2008, 

p.105), and the risk for voluntary turn-over is high. 
3 As we can see, this description encompasses a wider category of games than those which are 

analogous as to content – not only the content, but also a single activity may be analogous.  
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reflect those that are critical for the job; the actor’s behavior in the game is 
not necessarily indicative of how s/he would behave in everyday life 
(Woźniak, 2015). Playing the game has its own dynamics, and how players 
carry out their roles is only a (weak) approximation of how they would 
perform their professional roles. Players frequently apply a “game logic” 
when personifying a character, rather than an “everyday logic” and realize 
goals they would not normally choose in normal life. Hence information 
about behavior during a game may be unreliable and burdened with error, 
i.e., if the player can perform in a given way in the game, s/he will probably 
be able to do so in real life, but not the other way round. It also stress that 
not carrying out some task in the game does not mean it will not be carried 
out in real life, when both motivation and thoroughness may be higher. As 
we can see, a hidden assumption of this reasoning is that there is no control 
over the player’s complete dedication to playing the game. If the player’s 
identification with the role played were complete, then his or her behavior 
(though not necessarily goals) during the game would be similar to his or 
her behavior in real life. This argument is stronger still in the case of 
gamification, where actors – as a general rule – identify more weakly with 
roles played than in games.  
 
It is worth noting that gamification encompasses several structures of 
varying levels of complication and similarity to games (Woźniak, 2015a). In 
the simpler variants, only a few mechanisms from entertainment games are 
introduced. Using scores for completing tasks is one such game-related 
mechanism – successive rounds ensuing from scores obtained, potential 
competition between participants or against oneself, planning activities in 
the context of points (and therefore position in rankings) that may be won. 
A fundamental factor for the effectiveness of the gamification process is 
immediate feedback (shown by scoring of results, or more precisely – 
players’ behavior). The possibility of comparing one’s own results with 
those of others (usually results charts using some form of graphic imagery 
which encourages striving for “closure”, such as progression matrices or 
progress bars showing how advanced the player is in achieving his or her 
mission) is an important reinforcer of motivation in gamification. As these 
examples show, small changes in how the results of traditional competitions 
are presented turn these into gamified activities, while the goals remain the 
same.  
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Table 3. Using games and gamification in the four levels of Internet recruitment 

Tool Description Tasks Benefits 
Practical 
examples 

Entertainmen
t games in 
Web 1.0 

Company places 
entertainment 
games on its 
website 

Increases traffic, 
attractiveness of 
website and owner’s 
image. If game has 
elements showing 
character of the job, 
job pre-orientation (a 
realistic job preview) 
is possible, and job 
image can be 
enhanced. If game is 
highly attractive for 
chosen groups, image 
of company or branch 
may be enhanced and 
become an element of 
group culture. 

Relatively 
cheap, low risk 
activity. 
Low possibility 
of huge 
success. 

Games used by 
Marriott Hotels 
and the US Army 
(2002) (cf. 
Woźniak, 2015). 
VirtualCareer 
Game or 
PowerBands used 
by Reckitt 
Benckiser (2012 – 
cf. Woźniak 2013, 
p.135). 

Gamification 
systems in 
Web 1.0 

Company 
organizes 
gamification-type 
competition on 
its website 
(supported by 
information 
elsewhere on the 
Internet). 

Creating warmer 
image. 
Selection of ambitious 
candidates which 
allows them to believe 
they have won in a 
difficult competition (a 
socializing procedure). 

Preselection 
and socializing 
activity. 

Selection: compare 
stage 1 in the “Bro 
Game” (below). 
Related to image: 
“Lep lepieje”4 
(Woźniak, 2013). 

Games and 
gamification 
as a tool in 
Web 2.0 

Observing results 
obtained in 
games and 
competitions 
organized by 
others. 

Preselection and 
selection of people 
with potential in a 
given area (a source of 
names). 

A wide range of 
activities which 
can be 
indicative of 
skills the 
potential 
candidate 
possesses. 

Offering jobs to 
winners of contests 
in different areas – 
e.g. computer 
programming – 
and collecting 
information about 
results of contests 
and open source 
activities (cf. 
Herger, 2013, 
p.61). 

Games as a 
tool in Web 
3.0 

Observing results 
and players’ 
behavior in 

Situations appropriate 
for selection purposes 
are arranged, and 

Situations 
currently 
considered of 

E.g. Talentcubed5 
(cf. Woźniak, 
2015). 

                                                           
4 The 2012-2013 Żywiec Breweries “Lep lepieje” campaign: Over a period of 56 days, Internet 

users created “better than”s (“lepieje”, a literary form introduced by the poet Szymborska). “Better 

Żywiec than …” (henceforth termed a “Better than” in the game regulations) is a short, often 

nonsensical, grotesque or perverse poem written for the purposes of the competition. In two 

verses, the poem compares two options in an absurd alternative; the first verse commences with 

“Better …”, and the second with “than …”. “Better … than can have a maximum of 80 characters, 

and the verses can but do not have to have 8 syllables each. Over 700 thousand of them were 

written.  
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games containing 
tasks analogous 
to those tested 
using AC 
(indicative of 
competencies 
sought), or to 
significant 
challenges in 
everyday work. 

more comprehensive 
information 
concerning motivation 
behind behavior in 
such situations is 
gathered. 

critical 
significance for 
the success of 
the 
organization 
can be tested. 
Hypotheses can 
be verified by 
repeating the 
test situation 
several times. 

Gamified 
contests and 
communicatio
n activities as 
a tool in Web 
3.0 

Gamification is 
used in classic 
employer 
branding 
activities – such 
as the exchange 
of points for a 
trophy (e.g. 
tickets to a 
sponsored 
concert) – to 
encourage the 
development of 
fan clubs. 

Increasing readiness to 
participate in an 
image-warming 
activity. 
Real-life activities are 
part of the contest and 
can be taken into 
consideration. 

Stimulating 
activity 
through 
organizational 
forms that are 
adjusted to 
young people. 

The Bro Game, 
recruiting 
candidates for the 
Beerlovers.pl 
portal.6 

Games as a 
tool in Web 
4.0 

Entertainment 
type game in 
which additional 
resources are 
obtained when a 
correct command 
is given. 

If the task is relatively 
simple for players, the 
group of candidates 
increases. 

Increased 
number of 
referrals in 
chosen 
segments of the 
work market. 

None. 

Gamified 
forms of 
activities as a 
tool in Web 
4.0 

Points are 
collected for 
tasks, leading to 
valuable prizes. 

Recommenders may 
become interested in 
cooperation on a 
permanent basis. 

Increase in 
attractiveness 
of 
recommending, 
with the costs 
of individual 
referrals 

Points are 
collected as a 
reward for 
referrals according 
to the value of the 
position7 

                                                                                                                                               
5 Start-up in Great Britain offering employer games which may be used for preorientation of 

candidates (similar to the Marriot Hotel and the US Army games), which however also create a 

report on player competencies as secondary data for selection (Weeks, 2013). 
6 The game has 3 stages: 1. A quiz that checks editing knowledge and skills, organized as a 

journey of avatars, which are created by candidates on the website. Typical recruitment questions 

are also asked (alongside the knowledge test). 2. Traditional AC and trips to the brewery. 3. 

Interview (after: http://nowymarketing.pl/a/2062,gra-o-bro-socialowa-rekrutacja-do-portalu-dla-

milosnikow-piwa-beerlovers-pl-wystartowala) (1.07.2014). 
7 The system used in Hay Polska, where employee referrals are rewarded in points 

(hrpolska.pl/hr/narzedzia/grywalizacja-w-firmie-odpowiedzi-na-kryzys-zaangażowania-

zespołu.html) (15.05.2015) – generalization for crowdsourcing may meet with trust-related 

difficulties (as financial reward is delayed). 
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retained on a 
low level. 

Source: classification developed by the author, based on literature cited in Woźniak 
(2015, 2013) 

 
 
Four generations of e-recruitment in the US and Poland 
 
This part of the text is devoted to checking if the four types of e-recruitment 
tools are less common in Poland than in the US. We would like to verify the 
following hypotheses: 
H1. Higher than first level e-recruitment tools are less common in Poland 
then in the US. 
H2. The largest companies in Poland use higher levels of e-recruitment tools 
no less frequently than is common in the US. 
 
The second hypothesis based on the assumption that HR processes in big 
enterprises are on an equal level, and thus implement the US standards of 
management. As discussed above, competencies required in higher levels of 
e-recruitment are available on the Polish business market, so there is no 
clear reason why big companies do not utilize them, at least for mimetic and 
employer brand reasons. We will verify this hypothesis by referring to two 
types of data – the State Main Statistical Office reports on information 
society in Poland (GUS, 2014) and observations of 300 www sites of the 
largest Polish enterprises (Wołodźko, 2014). 
 
An obvious method of verifying the first hypothesis should be checking 
statistical data. As official statistical data does not present such detailed 
information, a main source of data can be the business sector, and in 
particular – consultancy reports. However, this source is not objective, as 
consultants have their own interests in presenting new tools as ones in 
common use, to create a bigger market demand for them. The second 
shortcoming of this source is usually the non-representative character of 
the survey and inadequate generalizations. Additionally, empirical data 
from branch reports on e-recruitment practices is very diverse, and much 
easier to obtain for the US than for Poland. Web searches yield several 
reports (the most important being Bullhorn and Jobvite for the US, and for 
Poland – Agora 2010, Pracuj.pl 2012 and interaktywnie.com 2011, as well 
as some scientific research on e-recruitment). We chose periods where 
some comparisons between Poland and the US were possible. 
 
Some of the American data, which comes from research on large 
representative groups, suggests that e-recruitment methods from Web 1.0 
to Web 3.0 are in general use by companies. For example, data recently 
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published by the firm Bullhorn shows that HR directors and recruiters from 
the US and all other Anglophone countries declare that they put recruitment 
advertisements on the LinkedIn site (the US – around 85%, the rest of the 
world – 75%), on Facebook (the US – around 25%, the rest of the world – 
17%) and Twitter (the US – around 50%, the rest of the world - 28%) 
(Bullhorn, 2012). Only 9% of employers in the US stated that they did not 
use social media for recruitment (Jobvite, 2010). 
 
We do not have representative data on e-recruitment use for Poland. The 
report cited below is based on Internet users only, and the samples are 
incidental and relatively small (ca. 100 representatives of employers). But 
by and large, job seekers in Poland declare that they use the Internet for 
every job search. Already in 2010 almost 100% of respondents stated that 
they had gone to websites and portals with employment offers in looking 
for work, and they ascribed the greatest effectiveness in obtaining it to such 
sites (at the level of personal recommendations, i.e., more than 2/3 chose 
them as being effective – report from Agora research on a test sample of 
1200 Internet users, see the description in Woźniak, 2013). 
 
According to data found in Polish branch reports, higher level e-recruitment 
may soon be standard in Poland, at least for large enterprises 
(interaktywnie.com 2011). However, even from these reports it is obvious 
that personnel departments in Poland use social networking communities 
to gather information about a specific candidate who was earlier identified 
as potentially interesting through Google-type searches. In research by the 
portal pracuj.pl, as many as 46% of the representatives of personnel 
departments indicated that verifying information contained in a CV on the 
basis of information that can be found about a candidate on the Internet is 
the recruitment practice that has the most chance of becoming universal in 
the next two years. For comparison, according to the American data 
published in the years 2006-2008, around 20-25% of employers surveyed 
declared that they had used social networking sites to verify information 
about candidates, while 40% stated that such a use would probably be 
introduced in the coming year (see the bibliographic references in Woźniak, 
2013). The only trend that was more often mentioned by the respondents 
was the introduction of first-stage e-recruitment (62%): this may be 
interpreted as announcing job offers online and preselection on the basis of 
tests and automatic methods of appraising applications.  
 
It should be mentioned that activity on social networking sites is rather a 
spontaneous activity by human resources employees than a routine 
recruitment procedure for employers. In 2011, 77% of the studied Polish 
employers stated that they had not previously conducted any activities on 
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Facebook, and only 17% had conducted branding activity there, publishing 
their profiles as employers. Recruitment actions using Facebook were 
conducted by 5% of employers, although it is not known whether 
respondents, in choosing such an answer, were thinking of collecting 
information about candidates or only promoting recruitment or internship 
offers on the site. Only 2% of respondents stated that they obtained 
candidates thanks to contextual advertising (Pracuj.pl, 2012, p.14)8.  
 
An even more optimistic approximation can be found in the scientific 
literature. Wawer and Muryjas (2011, p.116), for example, based on a 
questionnaire with 105 employers from the poor regions of Poland 
(Lubelskie), stated that 56% employers put job offers on their websites, 
49% on recruitment sites (wortals) and 27% on social networking websites. 
However, representative research based on 19,000 companies (18% of all 
companies in Poland with over 10 employees) conducted by the Polish Main 
Statistical Office in 2014 shows that only 2/3 of enterprises have their own 
website (no increase from 2010) – 91% large companies, 85% medium and 
only 61% small ones. Only in the group of medium companies is the 
increase is larger than 3%9. A company website is used primary for offering 
information about the company’s products (product catalogues – 60%). For 
recruitment purposes (“Advertisement of open job positions or online job 
application”), only 16% companies use their own websites (no change from 
2013). There are big differences in this respect between large and small 
companies, and between sectors – 63% of the large companies offer 
openings on their websites, 30% - medium companies and 12% - small 
companies. An increase since 2013 is only in the group of large enterprises 
(by 5%). Sector-wise, companies using their own website for recruitment 
purposes are: ICT (47%), professional, scientific and technical activities 
(26%), financial and insurance activities (30%), construction and 
accommodation/catering are among the smallest in this respect 
(respectively – 11% and 14%) (GUS, 2014, p.65-67). The websites created 
by companies are relatively simple – in 2013, research on websites of the 
300 biggest enterprises in Poland showed that Internet applications were 
possible in only 49% cases (44% ask for email applications, which do not 
make automatic preselection possible), testimonials were present on 15% 
of websites but information about the CEO on 1/3 (the CEO’s photo on 28% 
and his/her name on 37%) (Wołodźko, 2014). 
 
This data shows that a fundamental tool – the company’s website – is 
standard only for large enterprises. Nothing strange that usage of social 

                                                           
8 E-survey among 510 HR workers – client of one of biggest Polish wortals pracuj.pl. 
9 This survey is a part of Eurostat research – average for EU is 73%, highest in Finland (94%), 

lowest in Romania (46%). 
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media – the base for e-recruitment of higher levels – is so infrequent. 19% 
of all companies declare usage of social media (40% of large ones, 25% of 
medium ones and 17% of small ones). The increase between 2013 and 2014 
is 10%, 5% and 2% respectively. The survey analyses some other social 
media, such as blogs (used by 3% in total, 12% in large companies), 
multimedia content-sharing websites (9% for total, 24% for large), Wiki 
tools (3,5% for total, 10,5 for large) (GUS, 2014, p.69), but low percentage 
and imprecise definitions of terms in question in everyday speech suggests 
that this data shows only that their usage is low. It should be stressed that 
the increase in the scope of e-recruitment methods in Poland is very slow. 
The spread of recruitment with the help of a company's own employees or 
crowdsourcing is still at an early stage in both countries (i.e. Poland and the 
US). It should be clearly noted that the use of higher e-recruitment tools 
depends not only on actual access to technical instruments and personnel 
departments' competence in their use, but above all on the needs created by 
the local labor market. India has a difficult labor market in the IT segment, 
and thus constitutes a good testing ground for new recruitment practices. 
Apparently, as many as 57% of the employers studied there used 
recruitment practices based on crowdsourcing (Woźniak, 2013). 
 
The use of gamification on the Polish market started around 2010, when the 
first start-ups offering products for marketing purposes were established10. 
In 2013, at least 5 companies offering gamification products were active on 
the Polish market, but no recruitment project is known. On the US market, 
several dozen companies are active (among them: Badgeville, Bunchball, 
Gygia czy Bigdoor), and some of them already have a capitalisation of 50 
million US$ (Cybulski, 2014). The reader may find a long list of examples in 
Herger’s book (2014). 
 
However, some data gives different estimates of the universality of e-
recruitment even in the United States. For instance, CareerXroads SOH 
2/2012 notes that only 20% of persons hired in the course of the last year 
by the companies it studied came from recruitment company websites, and 
10% came from the companies' own websites. Such statistics testify that the 
spread of e-recruitment is occurring gradually in the United States as well. 
 

                                                           
10 “In the US, gamification started to be popular in 2010, with the launching of such companies as 

Bunchball or Badge Ville. In Poland, the interest in gamification also began in 2010, when several 

companies, among them Gamfi conducted their first project for the PROSTO brand and the mobile 

operator Play” (Cybulski, 2014) [Cybulski is one of the owners of Gamfi]. It is not easy to be a 

pioneer in Poland –M.Herger mentions (2014) a Polish company which has a platform enabling 

similar gamification projects to be created on the same software for different applications. In 2014, 

it went bankrupt (private communication of JW with Greg Pietruszyński, one of the cofounders). 
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Conclusions 
 
Online recruitment is the fastest developing area in the application of 
Internet technology to managing human resources. The continual variability 
of the instruments used in this field hinders a theoretical understanding of 
its specifics. The aim of this paper was to propose a typology to narrow this 
gap in the scientific understanding of e-recruitment. 
 
This text has presented the differences in online recruitment methods by 
distinguishing four stages of e-recruitment development, together with an 
indication of the conditions that safeguard success in the use of a given type. 
An assessment of the application of e-recruitment methods in Poland and 
the US was proposed, using this typology. The proposed classification 
allows us to show – based on statistical data from consultancy reports and 
the Polish Main Statistical Office – that although access to the Internet is 
similar in Poland as in the US, higher level e-recruitment is decidedly less 
widespread in Poland. 
 
The scientific contributions of this paper are as follows: 
1. Proposing a typology of recruitment methods. 
2. Describing determinants of the successful use of each of the four 
generations of tools. 
3. Showing the utility of the proposed typology by assessing the scope of e-
recruitment practices in Poland and the US. 
4. Analyzing the possibility of using gamification and games at each of the 
four levels of e-recruitment. 
5. Opening a new field of research based on the proposed typology and level 
of e-recruitment maturity. 
 
It should be emphasized that the author’s conclusions in this article are 
based on a specific kind of data on Internet users in Poland and in the US, 
namely consultancy reports. Despite how increasingly widespread access to 
the Internet is in both Poland and the US, studies based on Internet users’ 
opinions do not take into account large social groups or the companies who 
work mainly with these groups. 
 
This fact creates the most important limitation of this study. The Internet has 
created a division into two societies – in-the-net and out-of-the-net – which 
are organized by different principles. The study is devoted to the first type of 
society, and its conclusions should not be generalized for the whole labor 
market. Even in the case of in-the-net reality, an important limitation of the 
study is created by the kind of data it is based on: e-surveys of opinions and 
not structuralized observation of activities. Being advanced in the usage of 
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new technologies is an important status factor, so the opinions are under the 
stress of social pressure. Data cited in the last paragraph of section 5 may 
prove this suspicion – at least partially – true. It would be a strong limitation 
of presented data as a description of actual practice, however – not as the 
description of potential usefulness of the different e-recruitment tool. 
 
This last remark shows the most important new avenue for further research. 
Assuming that we know how to apply e-recruitment tools, what are the 
factors – taking into account organization, labor market segment and 
country – that favor their use, and what factors hinder it. This type of 
research needs more data from different markets, which would allow large 
enough groups of variables to be compared and conclusions concerning 
interrelationships to be drawn. 
 
A second avenue for further research is getting a better understanding of 
factors which facilitate the use of each e-tool. The text stresses the role of 
company websites as the place where almost all activity takes place, but this 
is not enough by far. Low competency of HR departments and the lack of 
need for better recruitment procedures are obvious obstacles for the 
application of any new tool, even if its usage is technically already possible. 
But why are some tools in use earlier than others? Is this purely incidental, 
or is it based on ease of usage? A better understanding of the psychological, 
social and economic factors which are important for develop introduction of 
some of the e-recruitment tools will support our knowledge about the 
dynamics of new technology usage, which is still based on the old and 
simplistic Technology Acceptance Model (Davis, Bagozzi & Warshaw, 1989). 
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