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Abstract 
The objective of this research was to investigate how the decision of Brazilian 
university students to enroll (or not) in internships’ selection processes would 
be affected by the form and content of the ads published in social media. 
Thus, a qualitative research was carried out through a multiple-case study. 
Data were collected in semi-structured interviews via Skype, as well as direct 
observations of eight individuals. The category Diversions presented the most 
relevant results shedding light as to how the interviewees’ focus was shifted 
while searching for internship positions during their interviews. The title re-
fers to how distractions make students stray from their intended search for 
internship positions. Instead, social media exerts a sort of magnetism that is 
more powerful than recruiting posts and ads, attracting their attention away 
from internship openings search, making them secondary. In conclusion, di-
versions were found to become obstacles for undergraduate students when 
applying for internship positions online. 
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1. Introduction 

In the last decades, the field of Human Resource Management (HRM) has un-
dergone significant changes due to the introduction of information and com-
munication technologies (ICTs) in organizational processes. In fact, the Infor-
mation Era accelerated some organizational processes while excluded others 
considered less efficient [1]. The use of technologies in HRM became particular-
ly palpable in the last 20 years when organizations started to conduct recruit-

How to cite this paper: Halpern, C. and 
Halpern, B. (2018) Diversions: Obstacles 
for Undergraduate Students when Apply-
ing for Internship Positions Online. Open 
Journal of Business and Management, 6, 
165-182. 
https://doi.org/10.4236/ojbm.2018.61011  
 
Received: December 15, 2017 
Accepted: January 26, 2018 
Published: January 29, 2018 
 
Copyright © 2018 by authors and  
Scientific Research Publishing Inc. 
This work is licensed under the Creative 
Commons Attribution International  
License (CC BY 4.0). 
http://creativecommons.org/licenses/by/4.0/  

  
Open Access

http://www.scirp.org/journal/ojbm
https://doi.org/10.4236/ojbm.2018.61011
http://www.scirp.org
https://doi.org/10.4236/ojbm.2018.61011
http://creativecommons.org/licenses/by/4.0/


C. Halpern, B. Halpern   
 

 

DOI: 10.4236/ojbm.2018.61011 166 Open Journal of Business and Management 
 

ment and selection processes online to fill job and internship positions as fast as 
possible to ensure their market competitiveness. At the same time, individuals 
became more interested in searching for positions online, increasing competi-
tion among organizations and outsourcing companies in recruiting potential 
candidates, and ensuring their subscription to selection processes [2]. Also, so-
cial media has increasingly and progressively gained preference among candi-
dates searching for opportunities online as well as a mean of communication 
between them and the organizations [3]. In fact, the use of the internet in 
people’s daily lives and corporate recruiting confirmed the Reference [4]’s pre-
diction that the recruiting industry would become fully online. Online recruiting 
became more accessible for applicants, and website navigation more us-
er-friendly [5] and easier, thus, increasing the appeal of online job ads [6]. On-
line recruitment became one of the most advanced systems and is extensively 
used in all major organizations [7]. As a result, there was a shift in the way 
people apply for jobs and internship positions that were adapted to an online 
praxis and environment that virtually anyone could do it [8] [9]. 

Therefore, online recruiting has become more effective to a target audience 
comprised of Millennials, individuals that were born after the 1980s and who are 
best candidates for internship and trainee placements through online recruit-
ment strategies and processes [10]. In general, these individuals are more edu-
cated than those of previous generations, highly skilled users of ICTs, and fami-
liarized with the world of social media. They have also been considered the first 
digital natives, in other words, “native speakers” of the digital language [11], of-
ten concentrating their social and professional activities and relationships on 
online settings. Indeed, Millennials have experienced from early age the intense 
ICTs transformations, as well as the emergence of web 2.0 that allowed users to 
become co-creators of content and interaction on the network [12] [13] [14] 
[15]. For that reason, members of this generation are more susceptible to enter-
ing the labor market via the internet. 

While candidates for internships strive to meet the requirements for being 
admitted to such positions, organizations and recruiting teams compete for the 
attention of potential candidates employing innovative techniques to attract 
their interest and ensure their application to recruitment and selection processes 
[16] [17]. Thus, marketing strategies are considered key to the recruitment 
process. Regardless of being in the form of ads in specific websites, institutional 
videos and information spread on social media, or specially designed emails, 
among other strategies, the aim is to involve and attract potential candidates to 
the organization [17] [18]. Therefore, considering the importance that market-
ing strategies have acquired in the recruitment process, in the present study the 
researchers examined how Brazilian undergraduate students relate to social me-
dia when they look for internship positions online. 

2. Recruiting Undergraduate Students Online 

Traditionally, throughout the twentieth century, recruiting was carried out through 
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advertisements published in newspapers, magazines, corporate bulletins, posters 
spread in unions, professional associations, and universities, or even on radio 
calls and television, as they reached a large number of potential candidates [19]. 
However, the advent of the internet has brought changes to all dimensions of 
people’s lives (de) constructing old paradigms of communications and relation-
ships. In the corporate realm, it provoked profound changes, establishing a new 
and closer form of company-client relationship, different from the previous one 
restricted to satisfaction surveys and contact at the moment of purchase [20]. 
The new possibilities that emerged with ICTs have proven that the traditional 
mechanisms of dissemination of information were doomed to decline or extinc-
tion. Thus, given the speed of the circulation of the information supplied by 
ICTs, the conventional means of communication have become incompatible 
with the market demands. Progressively, it requires more creativity in its design 
and the content of the message to compete with the dynamism of the images 
displayed on the portable screens that can fit in any purse or pocket. 

So, recruiting online has demanded changes of strategies to attract the target 
audience’s attention, as well as it has required a change in the HR professionals’ 
profile, requiring their mastery of the use of marketing tools and skills [17]. For 
that reason, from here on, we will redirect marketing concepts that are typically 
applied to consumers, products, and services to a context in which internship 
candidates are considered to be “consumers of selection processes” due to the 
similarities between recruiting efforts and those of attracting consumers to buy 
products and services. 

Hence, the marketing communication strategies applied to our study are 
mainly advertising, direct marketing, and social media with the aim to inform 
students about internship positions available in organizations to persuade them 
to enroll in their respective selection processes. Reference [21] explained that 
advertisements aim to raise awareness and generate knowledge on the target au-
dience about a product, service, or brand, to arouse sympathy, conviction, and 
preference among consumers. Similarly, advertisements in recruitment processes 
for internships aim to inform students about an organization, emphasizing its 
positive attributes to raise their desire to work for it, impacting on their prefe-
rence in choosing to apply for its selection process. Reference [22] found that 
repeated exposure of objects to individuals leads to increased ratings and posi-
tive perceptions about them. So, the more a student is acquainted with a com-
pany, the more positive will be his/her response to recruiting calls [23] and the 
higher the attractiveness rate to participate in their selection processes [24]. 
Therefore, companies should come up with different recruiting strategies to 
consolidate the memory of their positive attributes in the minds of potential 
candidates, leading them to apply to the selection processes. 

To that end, Reference [21] maintained that advertisements must contain spe-
cific icons, symbols, images, and languages to attract the interest of the target 
audience. In the case of recruiting undergraduate students for internships, ad-
vertisements and recruiting calls must contain elements with which Millennials 
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will identify themselves based on characteristics related to this generation 
long-described by scholars. Therefore, anything that inspires open-mindedness, 
innovation and creativity, entrepreneurship, desire of taking responsibilities and 
seeking new experiences, face challenges and change, have autonomy, flexibility, 
and offer quality of life [12] [13] [25] [26] [27] [28] [29] should attract members 
of this generation to selection processes. 

Direct marketing plays an essential part in recruiting students online because 
it uses personalized e-mails [21] [30] to reach potential internship candidates. It 
is a strategy that is favored by candidates’ information and resumes stored in 
large databases. Thus, it allows for customization in which the content of mes-
sages can be adjusted according to the position being advertised, serving the de-
sired niche [30] and facilitating HR professionals’ tasks. Also, it is particularly 
useful to attract passive candidates, that is, those that are not actively or inten-
tionally seeking for internship opportunities and that is informed about opening 
positions via alerts sent by e-mail [31]. Considering that members of the Millen-
nials generation are more prone to centralize every aspect of their lives online, 
being constantly connected, direct marketing strategies can be beneficial to cap-
ture their attention so they can become candidates in selection processes for in-
ternship positions. 

The use of the internet in recruiting strategies demand the construction of 
websites and social media pages that will attract the attention of potential candi-
dates to persuade them to apply to selection processes. Therefore, they must be 
easy to navigate [32], available year-round, 24 hours a day, seven days a week, 
allowing instant communication between candidates and companies [18]. Or-
ganizations may use the online setting to increase their visibility and popularity, 
showcase and monitor their reputation among social media users [33]. Also, or-
ganizations can take advantage of students being frequently connected online to 
influence their perceptions about the organization through advertisements dis-
played on the internet. In effect, potential candidates will apply for the compa-
ny’s selection processes. 

In addition, social media has become one of the most powerful recruiting 
tools and a strategy that increases interaction and enables the sharing of infor-
mation between companies and potential candidates [34]. In fact, 92% of indi-
viduals with profiles on social media are Facebook users [35], which is why 84% 
of organizations currently use social media for recruiting. Also, 82% of passive 
candidates are found through social media [36] facilitating HR professionals’ re-
cruiting efforts online. 

Indeed, groups and pages designed to recruiting strategies are widespread on 
Facebook, reaching thousands of members and followers. In such cases, not only 
HR professionals but most frequently regular users advertise the positions as 
means of promoting networking among participants. So, when a user becomes 
part of one of these groups and follows one of these pages on Facebook, daily 
posts become available with jobs and internship positions ads, as well as infor-
mation about the labor market of that segment. Therefore, due to Millennials’ 
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familiarity with the internet, they are usually more prone to navigate on social 
media pages, blogs, and websites more naturally and more frequently [12] [26] 
[28] [37]. Consequently, those medias become the ideal setting for recruiters to 
find potential undergraduate students searching for internships, and attract their 
interest of becoming part of the organization. 

Besides, the fact that social media contain relevant data about their users in-
cluding personal information and preferences, demographic and geographical 
characteristics, among many others, favors the creation and dissemination of 
information to the desired audience on those medias. In fact, when a company 
has a page on social media, it can choose its target audience so that its ads and 
content are sent directly to them [38]. Thus, Facebook, for example, enables the 
company to segment the universe to which its recruiting calls will focus [39] de-
limitating the target audience’s user profile by age, education, location, among 
others, to advertise their internship positions. Therefore, those elements can 
highly contribute to HR professionals when designing strategies on social media 
to recruit undergraduate students for internship positions. 

3. Methods 

A qualitative research was conducted through the multiple-case study method 
[40] to value the subjects’ experiences allowing that information from one case 
could complement those of others, favoring a complete analysis of the data 
through the logic of replication [41]. The logic of replication implied the con-
struction of a robust theoretical framework that allows the generalization of new 
cases [40] [42]. For this reason, the multiple-case study method admits theoreti-
cal generalization to predict similar phenomena. In fact, while research based on 
surveys lead to statistical generalizations, multiple-case studies are based on 
analytical generalizations, that is, the researcher generalizes particular results to 
a broader theory [40]. 

Data collection was carried out through direct observations and individual in-
terviews because, when combined, they reveal the meaning of the experiences for 
the individuals [43]. When conducting direct observations [44], the researchers 
aimed to capture the maximum of information relevant to the context of the re-
search on site, that is, on the setting that the event occurred in real time. Thus, it 
included individuals’ situations, and behaviors, ensuring a more prolonged and 
detailed monitoring of the experiences [40]. The individual open-ended inter-
views [45] helped the researchers know the opinions, beliefs, interests, as well as 
situations experienced by the interviewees [46]. Data were collected in the envi-
ronment in which the study of the phenomenon naturally occurred [47], that is, 
in the interviewees’ homes via Skype. 

The subjects’ choice was based on the proposed profile, that is, undergraduate 
students seeking internship positions. However, the number of subjects was not 
decided a priori, but defined throughout the research, according to the research-
ers’ reflections and analysis. In other words, while data were collected and ana-
lyzed, it was possible to determine if the results satisfied the research objectives. 
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Therefore, the researchers understood that the number of cases (subjects) 
seemed to be sufficient, reaching the so-called theoretical saturation, which is, 
when new data do not add relevant information to the research [48]. 

One of the researchers published a post on Facebook inviting undergraduate 
students to participate in the study. Fourteen individuals volunteered, though 
eight became available to be interviewed and observed: five undergraduate stu-
dents and three recently graduated. Although the post was clear about asking for 
undergraduate students as volunteers, the researchers decided to include the 
newly graduated ones because they were eager to share their experiences as can-
didates to internship selection processes. Also, even though the research call re-
quired that the interviews should take place at the person’s house or university, 
some volunteers asked if they could occur via Skype. Thus, eight individuals 
were observed and interviewed via Skype, with an average duration of 30 to 90 
minutes. 

The interviewees were studying Civil Engineering, Psychology, and Journal-
ism. The others had just graduated in Communication, Advertising, and Mar-
keting. Their ages ranged from 21 to 24 years old. Although two of the recent 
graduates had already had internship experiences, at the time of the survey, they 
were unemployed. All four undergraduate students were taking internships at 
the time of the interview, but three were in search of new opportunities. 

During the interviews, the subjects were told to comment on their decisions to 
choose (or refuse) to navigate in specific recruitment websites, media, and social 
networks, in the course of their internet inquiries. The interviewees were in-
structed to point the positive (or negative) aspects related to the form and con-
tent of the ads that attracted them. They were oriented to navigate freely in 
search of internship positions as if they were alone so that the researchers could 
capture their movements on the network realistically. 

As the interviewees chose to use specific domains online, as well as they de-
cided to know more about an internship position, the researchers asked them 
about the reasons that led them to make each decision. So, the interviews were 
conducted spontaneously based on the subjects’ choices and opinions [40]. The 
spontaneous nature of the interviews required that the researchers were aware of 
new elements that could appear and be added to their findings during the 
process. Also, the results were recorded, including personal comments from the 
researchers, constituting a descriptive and reflective stage of the research [49]. 

Interviewees signed an informed consent authorizing their participation in the 
research that would guarantee confidentiality regarding their identities and their 
right to non-response or interrupt their participation. Also, they consented that 
the interviews and observations were recorded and, later, transcribed [47]. The 
institutional credentials of the researchers, the objectives of the research, and the 
transparency of the procedures were clarified when the consent form was pre-
sented [44] [47]. To ensure the participants’ confidentiality and anonymity their 
names were changed into pseudonyms. 
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Data interpretation was carried out using the Peircean abduction [50] of the 
particular categories that emerged in the discourse of the subjects. Thus, there 
were no pre-established categories. The method of abduction analyzed data in 
Communication developed by [51] which allows the creation of an interpretive 
framework. Also, this method organizes the data and reveals pieces of evidence 
which may not be noticeable in the subjects’ interviews. 

4. Results 

The findings revealed five main categories. This article focuses on presenting 
one of them which was named Diversions. The research found that the intervie-
wees were often distracted, putting the search for internship positions in second 
place. Instead, they prioritized other activities. Most of them engaged in activi-
ties such as forwarding messages, texting through Whats App and Messenger, 
scrolling their timelines on Facebook, liking, commenting, and sharing posts, 
downloading videos, movies, and files, in addition to checking their emails and 
tweets on Twitter. They interrupted the interviews to speak (in person) predo-
minantly with their mothers, as well as other relatives. Thus, Diversions is a cat-
egory that unveils a peculiar attitude of the interviewees as to how their focus 
shifted during the interviews, expressed in the distractions that led them to stray 
from their search for internship positions to do other things, particularly online. 
Following are some of the interviewees’ statements about the websites and social 
networks they kept open during the interviews. It is interesting to note that they 
checked these media several times, indicating an intense connection with them: 

I have some open tabs, like esoteric sites, Facebook, Messenger. I have my cell 
phone turned on because of WhatsApp. I’m also reading Harry Potter’s fanfic-
tions. And Twitter is also open. (Fred, 24, recently graduated). 

I have many tabs open! Netflix, my email, downloading videos and, oh, Face-
book, of course [laughing]! I always open many tabs! (Thiago, 23, recently grad-
uated). 

I’m checking my email, and my Facebook is open. I’m always checking it out, 
taking a look at the updates and notifications, especially on Facebook [laughing]. 
(Luana, 21, Psychology major). 

Wow! [laughing] I’m surprised to see that I have so many tabs open at the 
same time! Facebook, email, Twitter, MANY [emphatic] open tabs. I’m down-
loading movies too. (Gabriela, 23, Journalism major). 

Those statements exemplify the intense interconnectivity that members of this 
generation have in common. The interviewees demonstrated great familiarity 
with ICTs, mainly with social media in general. In addition, their ability to mul-
titask especially on the internet [12] [26] [28] [37] [52] was clear, demonstrated 
with the several browser tabs opened and in use during the interview. 

Furthermore, despite the subjects revealing they preferred receiving intern-
ship positions’ openings advertisements via e-mail, their behavior demonstrated 
that they center all their activities—social, personal, professional, and enter-
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tainment—on Facebook, suggesting a need to remain in a familiar setting that 
we called Comfort Zone. Indeed, some of them were already online on their Fa-
cebook pages before the interview started. Most of them preferred this social 
media as a search tool for being a Comfort Zone for entertainment, information 
search, and chatting. Only one respondent said that instead of looking for in-
ternship positions through Facebook groups, he preferred to find them through 
asking his classmates and instructors. Seven respondents demonstrated familiar-
ity with the use of the social network, in particular, Facebook, as can been seen 
from the following statements: 

Since I’m already on Facebook [laughing], the first thing to do is to look for 
internship positions’ ads in the group. (Vitoria, 21, Journalism major). 

Facebook is the first place I look for internships. In general, these recruitment 
websites don’t show as many results as Facebook. There are so many people ac-
cessing it. For example, in this group [for internship ads] alone there are 13,000 
members. So, that’s the first place I look! (Gabriela, 23, Journalism major).  

Facebook is my first choice, you know? [laughing] Mainly because I’m famili-
ar with it. Second, it’s already open in a separate tab. Then I go to my universi-
ty’s webpage to look for internships as I have been doing since I started looking 
for internships (Thiago, 23, recently graduated). 

Clara and Julia also expressed that Facebook embodies a comfort zone where 
one has “everything” he/she needs when looking for internships, instead of ex-
ploring other sites online: 

Facebook and Google are all I need; they have everything. It’s kinda funny, 
but I actually think it’s easier to find things on Facebook. I type “communication 
internship positions,” and I skim through the groups. (Clara, 23, recently gradu-
ated). 

I don’t look elsewhere! What for?! Facebook has everything! (Julia, 22, Jour-
nalism major). 

Subjects’ statements revealed that they were very familiar with ICTs, online 
media, and social networks. During the interviews, not only did they keep many 
browser tabs opened, but they also rapidly migrated from one site to the other 
without carrying out a more accurate and careful analysis. This behavior sug-
gests that they were more prone to experiences that could connect to their im-
mediate interests than to invest in applying for internship positions. Gabriela’s 
comments may indicate to which extent the notifications require a prompt re-
sponse, requiring all her attention: 

I’m downloading another TV show, checking my emails and now I’m going 
through my tabs to click on all notifications [on Facebook and Twitter]. I mean, 
I do everything at the same time! Don’t mind me; it’s just that I have an issue 
with notifications. When one [notification] pops-up, I MUST [emphatic] check 
it out. I MUST [emphatic] see it! (Gabriela, 23, Journalism major). 

Interviewees’ reactions suggested that they have an agile, impatient, and even 
agitated way of behaving online. In effect, they found it hard to tolerate extended 
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applications in recruiting websites that would deter them from being free to en-
joy other activities online, that is, those considered more pleasant than intern-
ship application: 

I have to log in every single time. It’s very annoying! This recruiting site 
doesn’t save my information! So, I avoid going there since it will demand the log 
in every time I visit it. If Facebook or Twitter or YouTube did the same, I 
wouldn’t check those websites as often either. It’s kinda lazy of me, I reckon! If 
there were a simple tweak to the website, allowing the user to remain logged in, 
it would make it so much easier. Also, their website is quite clunky. I don’t think 
it’s very intuitive, and it’s quite all over the place. (Fred, 24, recently graduated). 

When studying surveillance through ICTs, Reference [53] highlighted that 
immediacy has come to govern how Millennials understand and negotiate their 
internet experience, outweighing any other concerns the participants could have 
had. Although there has been an expansion of online recruitment with the mul-
tiplication of specialized websites [2], the interviewees showed little interest in 
them. Conversely, Facebook was their primary choice to search for internship 
positions, feeling “at home” to provide the academic and professional informa-
tion they needed. 

Oh, Facebook is way easier! I can access it on my phone anytime. I wake up, 
and I’m already there. Also, Facebook groups are good because they are almost 
like a word of mouth of everyone in my College. It makes me feel more com-
fortable knowing that whatever is being shared has to do with the guys I follow, 
with my friends and my interests. (Julia, 22, Journalism major). 

It’s so much easier! If you’re already on Facebook, all the time, you end up 
seeing the ads. Why should I look elsewhere? Everyone I know is on Facebook. 
One can access it from all kinds of devices, literally from everywhere. So, it’s very 
effective! Also, Facebook gives me what I need. I can find internship opportuni-
ties; I can be closer to my Professors that often offer curricular practical training, 
things I really need to learn. I think Facebook handles all of that pretty well. 
(Luana, 21, Psychology major). 

C’mon, I’m on Facebook every single day. Actually, I’m on Facebook all the 
time! It’s good for practically everything. I can watch videos, news, message 
people and even search for internship positions. (Fred, 24, recently graduated). 

Facebook is a fascinating tool for everyone looking for an internship, really! 
You can find awesome companies offering positions! (Vitoria, 21, Journalism 
major). 

I do search on Google and Facebook. But my preference is Facebook, for sure! 
It’s easier to find everything. My main criterion when choosing a group to join 
in is always the number of members that are on it. I feel it gives more credibility 
to it. (Clara, 23, recently graduated). 

Only one of the interviewees, Ronaldo, was focused on the interview without 
opening any website or social media. When asked if he was doing any other ac-
tivity on the internet, he reported that he had no interest in looking at other 
non-recruiting websites. 
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Therefore, the category Diversions stood out not only because it could be 
present in almost all the interviews, but also because of the way and intensity 
that these kinds of distractions occurred. The interviewees’ statements revealed 
that responding to notifications was a priority over looking for and applying to 
internship positions, regardless of being instant messages, posts on Facebook, 
online request for events, among many others. It must be stated that some ac-
tions could not be captured in speeches, since it was common for the intervie-
wees to continue to describe their reasoning and opinions about each website, 
internship position, or its advertisement, while were looking at their Facebook 
wall, status updates from their friends, commenting and sharing posts, videos, or 
photos to name a few. When asked how they were able to keep their eye on a 
website or ad while rolling Facebook pages with “news,” subjects said they were 
able to do multiple things at the same time, as elucidated by Fred: 

I can do everything at the same time. I can talk to you while I’m on Facebook. 
It is as if I’m looking at everything and at nothing at the same time! (Fred, 24, 
recent graduate). 

The importance of this statement lies in the fact that members of the Millen-
nials generation tend to be more interconnected with the rest of the world due to 
their familiarity with the ICTs. Also, it relates to their ability to deal with a sig-
nificant amount of information at the same time and to be prone to multidiscip-
linary interests [12] [26] [28] [37]. Also, it exemplifies the paradox of being on-
line because being connected to “everything” and “nothing” at the same time 
seems to indicate an existential void to which internet users are subjected to and 
submerged, a striking feature of the modern-day life presented by Reference 
[54]. Also, it proved the fugacity of the online connections between subjects and 
the websites they visited. Therefore, each time the interviewees closed a tab of 
their search for internship positions, it revealed that their interest was not in the 
search, but instead of being connected to their interests. Also, as social media 
constitute a new paradigm of interconnection between people [55], it explains 
why the subjects’ relationship to those medias were more involving and engag-
ing than the content of internship positions’ ads themselves. In other words, the 
power of being connected to social media was stronger to the interviewees than 
their content. 

5. Discussion 

There are many reasons why candidates can be distracted when faced with on-
line recruitment, named Diversions, deterring them to focus on the experience 
of searching for openings and applying for internship positions online. On the 
one hand, Facebook, Twitter, YouTube, and other social media may distract and 
entertain them up to the point that one may not succeed to accomplish the ap-
plication itself. On the other hand, it is undeniable that the web-based recruiting 
system and online application enlarged recruiting efficiency, for being us-
er-friendly and for providing vast information about job and internship posi-
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tions, widely used by both recruiters and job seekers across the world. Scholars 
have pointed out that users are more within reach of recruiters thanks to the 
ample possibilities of recruitment offered by the media and social networks [3] 
[16] [17] [18]. Nevertheless, throughout the interviews, it became evident that 
despite the expansion experienced by online recruitment in recent years and the 
incorporation of marketing strategies employed to capture the attention of in-
ternet users, the virtual environment was more engaging than the content of the 
internships openings per se. In fact, online social networks became a new para-
digm of interconnection between people [55]. 

If one can be distracted during the application process online, conversely, 
many aspects contribute for a person to stay focused on recruiting online sys-
tems. The websites greater usability, style, content, and speed play a significant 
effect on users’ attitudes and intentions [5]. The vastness of possibilities, paths, 
and relationships on social media causes individuals to be swept away by the 
multisensory dynamics of the internet and magnetized by the propagandistic ac-
tions. 

Besides, social network sites (SNS), like Facebook, attract users because they 
enable potent social capitals. One of the first definitions of social capital was 
proposed by Reference [56] as “the aggregate of the actual or potential resources 
which are linked to possession of a durable network of more or less institutiona-
lized relationships of acquaintance and recognition (p. 51).” More than ever, 
Facebook provides its users with tools that increase their abilities to enlarge their 
social networks, consequently, producing a significant context that allows for 
social capital exchanges [57]. Moreover. 

“Facebook serves as a powerful platform for not just asking for help but also 
providing help, gaining access to information, coordinating with one’s Friends, 
and accessing Friends of Friends through networks ties. Each of these processes 
contributes to the complex, multi-faceted, and rich tapestry of interactions that 
help people feel that they have access to important social resources.” ([58], p. 
1119). 

In addition, it could be seen that the interviewees’ statements indicated the 
intense interconnectivity, one of the characteristics that make up the members of 
Millennials’ generation. However, it should be argued if Diversions would evi-
dence a “lack of focus” or a “multi-focus.” Besides, this behavior seems to be 
peculiar to Millennials who are believed to have different attitudes related to 
their work and careers, mainly when compared to their older co-workers [59]. 
Nevertheless, it must be taken into consideration that the matter “Millennials” 
should move beyond generational stereotyping, like Reference [60] had cau-
tioned in her studies, chiefly to a more accurate, context-sensitive advice about 
cross-generational communication. 

Another aspect that should be emphasized is that the interviewees expressed 
that their desire to be recruited can be ephemeral. Rather than being recruited or 
not, they aimed to be connected to the media more than being recruited as 
demonstrated by how promptly they interrupted the search for internship posi-
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tions to post, react to content they saw online, send messages, indicating that 
they were more attracted by other activities, mainly those displayed on Face-
book. 

The interviewees revealed that the search for internship positions transcended 
the form and content of the advertisements. Reference [61]’s assertion that the 
medium is the message helps to understand the primary relationship between 
the subjects and the media, particularly with Facebook. So, they showed that 
they have a more significant connection with the medium, that is, with social 
media than with online internship postings in e-recruitment websites, or rather 
with the message because the medium itself has a unique meaning. 

In effect, this research confirmed that the interviewees actually “lost” their 
focus, distracting themselves with other topics of interest. Being “plugged” into 
multiple links can be equal to having no real connections at all, evidencing the 
fugacity of this sort of relationships. The category Diversions may be signaling 
the actual priority of these individuals and, therefore, they would not mean di-
version or a sort of deviation. Conversely, the search for internships would be 
relegated to a secondary plane. Apparently, their first interest would be to re-
main online and connected, neglecting other alternatives constantly. Therefore, 
one can be connected to “everything” and, paradoxically, to “nothing” at the 
same time, indicating that internet users may experience an existential void and 
shallow relationships. This is a remarkable trait of the software-based modernity 
which became “light” and “liquid,” transforming the human condition. “Liquid-
ity” and “fluidity” are metaphors used by Reference [54] to express the nature of 
the present phase in the history of modernity. Modernity’s essential attribute 
from which all other characteristics follow is the changing relationships between 
space and time. As Reference [54] stated, “Velocity of movement and access to 
faster means of mobility steadily rose in modern times to the position of the 
principal tool of power and domination (p. 9).” 

Nowadays, power has become exterritorial, not restrained by space or con-
trolled by a central facility like the Panopticon – an institutional building design 
for a prison – a metaphor used by Reference [62] to illustrate the operation of 
power and surveillance in contemporary society. In between the lines lies the 
matter of power of influence. In other words, how human resources will capture 
one’s attention in a noisy environment up to the point that a person will become 
an applicant after a click of the mouse. “The study of power on social media is 
complex as attention is relational, temporal, and contextual. […] Power becomes 
fluid as it is assigned and reassigned through interactions on social media” ([63], 
p. 1). 

People share messages on a social network but can only pay attention to a 
portion of the information they receive. Therefore, online recruitment is com-
pelled to dispute for peoples’ attention with an infinite number of means that are 
continuously available. Usually, information travels from an individual to their 
immediate social circle and then quietly fades away [64]. As Reference [63] 
pointed out, “The problem, though, isn’t having a voice. It is being heard. The 

https://doi.org/10.4236/ojbm.2018.61011


C. Halpern, B. Halpern 
 

 

DOI: 10.4236/ojbm.2018.61011 177 Open Journal of Business and Management 
 

inconvenient truth about social media is that most tweets, photos, and videos 
simply wither in the perpetual onslaught of information (p. 1).” 

6. Conclusion and Recommendations 

The researchers concluded that their study had achieved its primary goal, that is, 
of understanding how Brazilian undergraduate students relate to social media 
while looking for internship positions online. The objective was achieved insofar 
as the multiple-case study method, applied through open-ended individual in-
terviews and direct observations of the subjects responded the question as to 
whether their decision to enroll (or not) in internships’ selection processes 
would be affected by the form and content of the ads published in social media. 

In fact, the chosen research method allowed the interviewees to expose their 
choices, opinions, interests, and anxieties freely, revealing the elements that re-
sponded to the research problem and the proposed objective. It should be noted 
that there was no significant difference between the narratives of the interviewed 
students and the ones that had just graduated because they belong to the same 
generation and age group, as well as they shared the same interests, behaviors, 
and language. 

The limitations of this study suggest that further investigations should be car-
ried out with other groups, with different demographic characteristics, for ex-
ample. The researchers also recommend studies that could compare face-to-face 
observations with the interviews that were carried online via Skype. Perhaps the 
physical presence of the researchers along with the interviewees could bring val-
uable additional information to new investigations. 

Also, it is possible that there was a bias on the part of the researchers regard-
ing their final decision to interview the subjects via Skype because they were too 
part of the same generation that feels familiar with having most aspects of their 
lives handled online. Therefore, the lack of absolute neutrality in the way the re-
searchers’ conducted their studies, they accepted the subjects’ request to be in-
terviewed online for a matter of practicality. Consequently, the researchers 
agreed to be part of the subjects’ ethos online in which ephemeral, accelerated, 
and disposable relationships prevail. 

The results indicated that the subjects may or may not become candidates of 
selection processes for internship positions, despite the marketing efforts and 
strategies to capture their short attention in a highly involving and engaging en-
vironment such as those of social media. The navigation became the protagonist 
as the recruitment of potential candidates became uncertain, at the mercy of an 
improbable click. Thus, the competition was not between organizations and 
their ads for internship positions, but rather the online environment itself, 
mainly Facebook wherein individuals’ subjectivity is objectified and as it gained 
a status of real existence in their lives. 

Consequently, organizations should not rely solely on using recruiting strate-
gies or marketing tools to capture their target audience, but rather to dispute 
their attention online, among news, controversial discussions, memes, photos, 
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among other distractions that seem more attractive and fun than searching for 
and applying to internship positions. Therefore, it seems that recruiting websites 
need to focus on strategies on Facebook to contact and capture their audience’s 
attention to increase the chances of application. 

Indeed, the extensive incorporation of social media in people’s and organiza-
tions’ everyday life has enlarged the spectrum of choices and pathways, increas-
ing recruiters’ competition for candidates’ restricted attention. At first, recruit-
ment expanded with the use of social media as a tool, reaching individuals 
without apparent barriers. Nevertheless, obstacles have arisen, notably the dis-
pute with other information on the internet. 

“The abundance of information to which we are exposed through online so-
cial networks and other socio-technical systems is exceeding our capacity to 
consume it. Ideas must compete for our scarce individual and collective atten-
tion. As a result, the dynamic of information is driven more than ever before by 
the economy of attention, first theorized by Simon.” ([64], p. 1). 

In this sense, online recruiters should consider the limited attention of their 
target audience when designing recruiting strategies online, as well as the dif-
ferent degrees of influence of information spreaders [65]. Despite the advance-
ments in marketing technology that enhanced the intrinsic quality of the infor-
mation advertised, recruiting still faces the challenge to struggle for internet us-
ers’ attention, particularly those of students, online while waiting for a click. 
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