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ABSTRACT

Critical discouse analysisvas used texaminehow fun is represented in job aftiem
two websitesn theInformation Techology (IT), and Oil and GagO&G) sectors The

study identifiedwo central discourses recruitment ads

Fun, asa contrdled discours@and fun a a discourse of control. Each amanifested
throughdifferent representations of furetweersectorsFun was likely incorporated in
job ads as one element of a strategic organizational impression management to attract

applicants.

Differences between ¢industriesprovided an opportunity to examiegisting

typologies in the literatur&.he typology identifies the degree to which fun is a function
of managerial controllhe examination of fun as a discoupseblematizes the

definitions and depictionsf éun in recruitment adghus demonstrating the importance of
contextualizing any study of fun in the workplace within the organizationOs sector or

industry, as well as in terms of power relationships.
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CHAPTER 1: INTRODUCTION

At first glance, fun and work almost seem contradictory concepts, at least in the
world of business. Historically, the sharp division between work and family, and between
work and pay, evolved during the industrial revolution with the shift from cottage
industry to factory work. Factories removed the worker from the home andndanized
work roles

For line workers, when at work you were a worker and nothing more. Beynon's
1975 ehnography of Ford Motors Company documented the modern version of
traditional shop floor philosophy as:

When we are at work, we ought to be at work. When we are at play we

ought to be at play. There is no use trying to mix the two. The sole object

oughtto be to get the work done to get paid for it. When the work is done,

then the play can come, but not before (Beynon, 1975, p. 26).
By the 1970s and 1980s, however, corporations such as Cadbury and Hewlett Packard
began to humanize their organizationgryorporating elements of fun into the work
environment (Fleming, 2005; Bolton & Houlihan, 2009). These organizations started to
blur the lines between personal and work life by offering company picnics, and in the
case of Hewlett Packard, OFriday beetdd (Bolton & Houlihan, 2009). This change
from the structured regime was further spurred by the recession in the 1980s, which left
organizations looking for new ways of attracting and retaining employees within budget
constraints. O... organizations fduhemselves on a desperate search fordost, high
yield mechanisms of engagement, and the idea of fun at work resurfaced with yet greater

instrumental edgeO (Bolton & Houlihan, 2009. p.568¢lled by books in the popular

press such as the OFish!@sgewhich attributed the success of the FRlaceFish



Market to its transformation into a fun working environment (Lundin, Paul, &

Christensen, 2002) placing 'fun’ center stage in business settings became fashionable.

What is fun?

What constitutes fuin the workplace? This apparently simple question has
generated multiple definitions and contrasting theories. Some studies have conceptualized
fun as a single, all encompassing concKpil(& Peluchette, 200K arl, Peluchette &

Hall, 2008; Peluchett& Karl, 2004). Other theorists have researched fun as having
multiple facets (Fluegge, 2008) providing lists of the attributes of fun (Chan 2010; Ford,
McLaughlin & Newstrom, 2003; Karl, Peluchette, Hall & Harland, 2005). An example of
this classificatiorcan be seen in research conducted by Ford, McLaughlin and Newstrom
(2003), where workplace fun was classified into: personal milestones, public celebrations
of personal milestones, social events, humour, games, competitions, community
volunteering, humaniag the boss, and other actions. According to Ford, McLaughlin,

and Newstrom (2003), Oa fun work environment intentionally encourages, initiates, and
supports a variety of enjoyable pleasurable activities that positively impact the attitude
and productiviy of individuals and groupsO (p.22). Workplace fun can encompass a vast
variety of activities that vary greatly in nature and are therefore challenging to classify.
Indeed, fun can be seen not just as activities in the workplace, but as a way of thinking.
For fun to be considered fun, it needs to be enjoyed with the right attitude (Everett, 2010).

Various definitions have emerged in an attempt to solidify the term ‘workplace fun'.
Everett (2010) notes that, Oin the context of the workplace, fun is ftiyquesd
interchangeably with such terms as humour, play, playfulness, spirit, and creativity, and it

is important to consider these terms when conceptualizing funO (p.4). This is in line with



Lamm and Meekf009) definition of workplace fun as Oplayfotil, interpersonal,
recreational, or task activities intended to provide amusement, enjoyment, or pleasureO
(614). For the purposes of this study, the definition of workplace fun proposed by
Fluegge (2008) will be adopted: OFun at work involves anyl simteapersonal, or task
activities at work of a playful or humorous nature which provide an individual with
amusement, enjoyment, or pleasureQgp.

Research on the topic of workplace fun is highly polarized. On one hand, there is
literature in supprt of workplace fun, which is highly promoted by the popular press;
and on the other hand, there is a more cynical literature confronting the negative aspects
of workplace fun. There has been a recent infilsesearch promoting fun in the
workplace, skwing the literature towards the positive effects of workplace fun, and a
corresponding neglect of the negative aspects. The proposed study is an attempt to
provide insight intdhe expressed, as well as the veiled dimensions of workplace fun as it
relatesto the recruitment of employees.

Employers structure job advertisements to provide key information to potential
employees regarding the scope of the position being filled. Job advertisememgehow
are also structured to solicit applications througpriession management. My interest in
this research topic was stimulated by an interest in this impression management,
specifically a desire to understand how Ofuinéed as a recruitment tool to both describe
a job and an organization and to create aalgle impression to facilitate recruitment.

This study is therefore structured to address the following resgaestion What is the
discourse of workplace fun in job recruitment ads in Can¥di#t?the increase of fun

and fun elements being used ib jads, it is important to understand both the positive and



negaive impacts this type of discourse may have on organizations and job seekers.

This thesis is structured as follows:

Chapter OneblIntroduction: In this chapter, | proviglan introduction to m
study. This chaptelso provides an overview tife context and intent of the study.

Chapter Two BReview of Literature: An overview of the literature is presented
in this chapter including the varying definitions of fun, conceptualization of typalagie
the research, as well as benefits and criticisms of workplace fun. This is the research
context in which this study is situated.

Chapter Three BPResearch QuestionsPresented in this chapter is the ever
arching research questmiinat frame this staly.

Chapter Four BResearch MethodologyThe design and research methodology of
the study are described in Chapter 4. | specifically discussatio@ale for discourse
analysisDiscourse analysis allows a researcher to reveal both the explicit as thell as
veiled meanings of organizational language, such as a job advertisement. The discourse
of fun is examined on multiple levels including the explicit use of the term Ofun® and
exemplars of fun embedded in advertisemdrdtso discusshe sampldrame.

Chapter Five BData Analysis: In this chapter | discuss my approach to data
analysis and include a discussmirthe assessment of qualitative research wherein |
disclose the various approachésok to warrant and validate my research claims about
the thenomena under study.

Chapter Six BFindings: Within this chapter | present my research findings



Chapter SevenbDiscussion:This chapter is dedicated to a discussion of the
findings presented in Chapter 6. Specifically, themes are reviewed and disoubese
context of existing theory and literature.

Chapter Eight - Conclusion: Provided in Chapter 8 are thmlitations of this

study and areas fortinerresearchand themplications for theory and practice



CHAPTER 2: REVIEW OF THE LITERATURE
Definitions and Typologies of fun

Due to the broad scope of workplace fun, several researchers have set out to classify and
uncoverkey elements of fun in the workplace. A study conducted by Ford et al. (2003), surveyed
572 individuals who belonged to thecety of Human Resource Management (SHRM). Ford
and his colleagues were able to identify the top three categories employees considered workplace
fun, which arépersonamilestones’, 'social events', and 'public celebrations of professional
achievements'

Karl, Pelchette and Harland (2007) developed a more comprehensive model of workplace
fun as seen from the employees' perspective. They looked at elements such as 'experienced fun'
and 'attitudes towards fun’, which addressed ‘fun appropriatenesggatye aspects to having
fun at work. According to Karl, et al. (2007), 'experienced fun' is Othe extent to which a person
perceives the existence of fun in their workplaceO (p. 415). For example, they found that
employees rated foextlated activities tbe the most desirable; and crazy and wacky activities
to be the least desirable.

McDowell (2005) proposed a theoretical model that categorized fun into four distinct
categories; socializing, celebrating, personal freedoms, and glob&latret al. (D07)
suggestedhe first three categories refer to experiences afiianvever, the last category is
more of an attitude towards fun. O... any activity can be considered play if performed with the
right attitudeO (Everett, 2010).

More recently, a studgonducted by Simon Chan (2016t out to create a typology of
workplace fun activities. Chan interviewed 10 hotel human resource officers. Chan found

workplace fun could be separated into four categories and identified as the four OSOs, which are



‘stafforiented’ (e.g., celebrate birthdays, anniversaries, extra time off), 'supervisor oriented' (e.g.,
lunch days with the supervisor, gatherings after work with the supervisor),-soeizkd’ (e.g.,
annual dinner, social barbecue, Christmas parties)saategyoriented’ (e.g., casual dress days,
organizationprovided food and refreshments, family friendly policies).

Studies such as these have provided insight into what employees interpret as workplace fun

and their attitudes towards implemented fun.

Benefits of workplace fun

Fun in the workplace can be usedaasol to increase employee motivation, productivity,
and customer satisfaction, as well as, decrease stress (Lundin, Paul, & Christensen, 2002;
McGhee, 2000) and turnover (Lundin, Paul, & Clemsen, 2002). This section will take a
deeper look into employee recruitment and retention, an employeeOs wellbeing, customer
satisfaction and profitability.

Employee Recruitment and Retention

To procure employees, it has become common practice foripagjans to express and

emphasize the positive or fun aspects of organizational culture. For example, | was recently at
the local mall and was struck by a job advertisement posted in the window of a store for a sales
associate. The advertisement used theds Ofun, exciting, and entertainingO to promote a
positive image of the workplace environment as a competitive recruitment technique.

If organizations within the same industry have comparable wages and benefits, then fun
can be used to lure the job keeaway from the competitor. A study conducted by Tews, Michel,
and Bartlett (2012), indicated this relaxed fun environment is what job see&&ysking for, at
least among recent graduaté&€beir study surveyed 374 undergraduate students who where

neaing the end of their studies and actively looking for employment. The results indicated fun



surpasses compensation and opportunities for advancement when job seekers are evaluating
advertisements. The study also indicated that fun job responsibiliti¢arandworker

interactions were even stronger predictors of applicant recruitment than organized fun (Tews,
Michel, Bartlett, 2012). OThe key practical implication of this study is that workplace fun should
be a central focus of recruiting effortsO (TeMighel, Bartlet, 2012, p.111jt least forecent
graduates.

This desire to find an organization which nurtures fun, which a few decades ago would
have been unheard of, is now a reasonable expectation and within reach for many job seekers.
Google, for gample, seems to be the benchmark for workplaceGongleallows for flexible
schedulesind promotean environment that is furelaxing and mimics one's home. For
example, they allow employees to complete-mamk errands while at work. OA Googler vgho'
pressed for time can get plenty of errands done while at workO (Lashinsky, 2007, p. 5).
Therefore, to attract and retain employees, especially younger employees, employers need to
emphasize the fun aspects of their organization to compete effectively.

Owler, Morrison and Plester (2010), used a popular search engine in New Zealand
search the word fuand found 1,970 advertisements. What was most surprising was the word
fun was used to counteract the image of some jobs as highly stressful, suebtasi®dtingO
(p.347). This search illustrates fun is being used to attract and retain employees and masks
unwanted or negative characteristics of a job. O... the fact that fun is used in such a large number
of job advertisements suggests that it is peilewed as a popular catpirase to attract
potential employees in what have been until recently, a fairly tight skilled labour marketO (Owler,
Morrison, Plester, 2010, p. 347).

Thetoo liberal useof the word fun creates expectations for potentigblegees that the



organization may not be able to provide. Barbara Plester (2009) found that one of the companies
in her New Zealand study that promoted itself as being fun for recruitment purposes had no
polices to support such a claim. Employees' viewsvin direct contrast to this recruitment

material. OThis reaction emphasizes the contradiction and missed messages apparent at [compan
name], in espousing a fun culture in their recruitment literature, while very firmly constraining

any controversial mourO (Plester, 2009, p. 589). By misrepresenting the workplace

environment, the organization could face employee resentment, higher turnover, and higher
recruitment fees due toAlitting employees.

EmployeeOs wellbeing

Research suggests fun work enaimeents lead to lower emotional dissonance and
exhaustion (Karl, Peluchette & Harland, 2007) and increased job satisfaction (Karl & Peluchette,
2006). An example of corporate leadership capitalizing on fun is Paul Spieglrrfanncer and
CEO of Beryl compnies. When morale in his company wasecline he developed and
implemented furwork cultures within his organization. Employees participate in small events,
such agiressup days, to elaborate evestsch as carnivals, where family and friends aréenv
to participate (Spiegelman, 2008). By incorporating fun into the workplace, the organization
create an enjoyable and relaxed culture, which redisteess and increasgb satisfaction.

For example, in my own experience, | worked for a compartydikeouraged fun anaad
degenerated into a hostile work environment. The work itself was easy, but the environment
made simple taskshallengingand inhibited my ability to do my job. My quality of life
decreased, as | found myself stressed during fedveork hours, which in turn led to decreased
productivity. In contrast, | acquired a job where the work was extremely demanding physically,

but the workplace environment was relaxed and fun. We participated in workplacdiglaser



barbecues and aumns, which helped to offset the strain of the job and created an environment
that was enjoyable. My stress decreased and my quality of life increased because of the positive
work environment. These examples from my personal life help to illustrate tbetémiprole an
environment can have on an employee's wellbeing ananron the productivity of the
organization.

An element of fun is the use of humour arsdale in reducing jobrelated stress (Martin,
2004; Boussine et al., 1999). Paul McGhee (280@gests humour can help employees deal
with change, enhance oneOs ability to lead, provide benefits to physical health, increase creative
thinking, and act as a significant stress reducer (McGhee, 2000). OHumour is one of the most
powerful stressnanagenent tools aroundO (McGhee, 2000, p. 5). At Southwest Airlines (SWA),
for example, management encourages employees to incorporate humour into their everyday
practices and in so doing, not only crekdebetter work environment for employees, but also
strergtheredthe SWA brand and services to their customérs.addition, the emphasis SWA
places on emotional expression and humour directly connects to offering an extremely
personable and fuariented brand of service qualityO (Milliman, Ferguson, Tricketdemi,
1999, p.230). Organizations are also recognizing the benefit of fun work cultures in increasing
their reputations and profits (Chan, Gee & Steiner, 2000; Whitehead, 1998). Karl et al, (2007)
showed that individuals experiencing workplace funenawer levels of workplace exhaustion
and were reported as having higher job performance. Not only is management able to use fun as
a way to attract and retain employees,fontcan be used as a way to increase employees'

overall healtrand productivity

1C



Customer satisfaction

When employees are treated well, this can trickle down to positively impact customer
satisfaction. One of the first organizations in the service industry to integrate fun into their
corporate culture was Southwest Airlines (athmexample above), which increased not only
employee satisfaction, but customer satisfaction (Freiberg & Freiberg, 1996; Lancaster, 1999).
Employees are encouraged to participate and include customers in tHeshgietd atmosphere.
Herb Kelleher, one dhe cefounders of Southwest Airlines stated, OYou have to recognize that
people are still most important. How you treat them determines how they treat people on the
outsideO (Lancaster, 1999, para. 24). This statement nicely illustrates the trickkffdotvif
employees are treated well, they will respond by treating customers equally as well.

There is a research stream in psychology called the-Oeiet] perspectiveO (Harter,
Schmidt & Keyes, 2002, p.1). Harter, Schmidt and Keyes argues that, téreveltbeing
perspective, a healthy workforce means the presence of positive feelings in the worker that
should result in happier and more productive workersO (p. 205). They further explore how
employee happiness can lead to the increase in busirtessn@s such as customer loyalty.
OPositive affect then relates to the efficient application of work, employee retention, creativity,
and ultimately the business outcomesO (Harter, Schmidt & Keyes, 2002, p. 206).

Profitability

Profitability seems to be orgé the main benefits of the incorporation of fun into the
workplace. One must not forget fun in the workplace is a tool used by organizations to increase
productivity, thus increasing the bottom line. OBy making a workplace fun and by creating a
positivework environment, employees feel more connected to the business. As a result, they

become more productive and engaged in its-teng successO (Spiegleman, 2008, p. 17). The

11



thought being, happy employees lead to increased customer satisfaction, vitwoHeads to
increased profitability.

In creating a fun work environment, an organizationOs main purpose is to increase
productivity and financial gain (Chan, Gee & Steiner, 2000; Whitehead, 1998). The goal is to
create fun environments, which will encage employees to work longer hours and more
productively. In doing this, organizations can reap the financial benefits while providing an
environment for employees that promotes soeling. Harter, Schmidt and Keyes (20G2und
that when the basic needkindividuals as provided in their framewaonlere metthe
organizatiof8 chances of success increhskhese organizations tendtiemore financially
profitable. They also discovered that employ@esl-being and job performance work together
and shold not be viewed as independent. OThe ability to promotebwaielty rather than
engender strains and mental illness is of considerable benefit not only to the employees in the

community, but also to the employerOs bottom lineO (Harter, Schmidt & Keyeg). Z0y).

Criticism of workplace fun

OFun, it seems is no laughing matter and is a very seriousdsssssue@Redman &
Mathews 2002, p. 52

This sectioraddressethe negative outcomes associated with the marketing of workplace
fun. More specificlly, thesecriticismsinclude generational issues, forms of control,
colonization of the family sphere, and differing individ@tgerpretation of fun.
Generational
There have been several studies (Karl et al., 2005; 2007; Choi & Kwon, 2011) that have
suggested that favourable attitudes towards fun result in high levels of enjoyment of workplace
fun. More specifically, focusing on the hospitality industry, Kwon (2011) drew a connection

betweernGeneration Yers profileof being funloving and their ovethexperience at work. O...

12



this study revealed that attitude toward workplace fun significantly contributes to experienced
workplace fun and, in turn, job satisfaction, and ultimately task performance and OCBIQ (p. 420
421). In other words, workplace faould be successfully used in a workplace with Generation

Y -ers.

There can be up to four generations of employees in the same workplace environment,
each with its own set of values and interpretations of what is suitable in the workplace and what
constiutes fun. What happens, then, when multiple generations are present in the same work
environment?

Lamm and Meeks (2009) studied three generational cdhbeby boomers, generation
Xers, and the millennidiéto see if generational differences moderatedrtfpact of workplace
fun on job outcome. The results indicated that workplace fun is perceived differently by each age
cohort, and that values associated with an individual's birth cohort affected the outcome of
workplace fun. (Lamm & Meeks, 2009). Theynctuded that when implementing workplace fun,
organizations should not use a blanket approach. Organizations need to consider towards whom
the fun is directed. In other words, not all individuals respond to the same application of fun in
the workplace.

This could be due in part to generational differences, which sculpt how fun is viewed and
its appropriateness in the workplace. A study conductd¢hblyand Harland (2005), asked 180
graduate students to rate nine categories of fun. The top three itaigories were outings, food
and awards. Furthermore, the study indicated gender and age impacted the ratings. An
individual's age played a significant part in overall ratings: older respondents rated activities
lower than younger respondents.

Workplace tin, then, is now being used as a tool to attract generation Y, and at the same

13



time motivate generation X. Olt does appear that the newest generation to join the workforce will
embrace funO (p. 628).
Fun as aControl

One stream of research that has entrg¢he use of fun as a form of control over
employees (Fleming, 2005; Casey, 1999; Fineman, 2006; Costas, 2012). Research conducted by
Casey (1999) argues this Onew cultureO of fun does not promote employee empowerment and
creating meaningful relationgyg but is merely a new form of control over employees. The
adoption of a fun work environment can be an attempt to elicit normative control through
indirect means such as Oplaydatand social gatherings. OWhat is specific to control through
culture mangement is how it tries to indirectly mould employee selves through instilling certain
norms, values, and beliefsO (Costas, 2012, p. 378). In other words, by dictating a fun working
environment, the organization is eliciting control by pressuring the ahogticertain cultural
norms. Peter Fleming and Andrew Sturdy (2009) showed that cultures of fun or liberal working
environments can mask underlying pressures to conform, thus leading to greater control over
employees. For example, an employee who doesngage in workplace fun can be ridiculed
and punished even if they exhibit a strong work ethic. O...liberal approach to managing employee
identities represents a form of control which is both distinct from and linked to other control
typologiesO (Fleming Sturdy, 2009, p. 577).

Thus, control disguised as fun often goes undetected or igr@neithe other hand,
Fineman (2006) suggests organizations need to be very circumspect in the use of fun when trying
to increase positive attitudes. Fun in the waaikpl can backfire if employees view OfunO as an
attempt to manipulate. OSuch programs are unlikely to succeed on the basis of universalistic

psychological prescriptions, or when they are motivated by interests that can be seen as

14



manipulative or dishors¢Q(Fineman, 2006, p. 281).

Colonization of Family

Another trend that has emerged is the attempt to blur the lines between work and family
demands in a way that benefits the organization (Othman, Yusof & Osman, 2009). The
organization as metaphorical familyas said to exhibit the same characteristics of daealy.
Themimicking ofthefamily could lead to a change in role and gender expectations. For
example, females adopting a mothering role within the organizatiam.example, the parent
(organizaibn) exerts control over the child (employee) (Costas, 2012; Casey, 1999), by creating
emotional ties to the organization (Kunda, 200®)ese emotional ties create positive and

negative working environments. Often, organizations use the terms Otearfainiy® O
synonymously Oinviting both employee and customer to Ocome join the familyOO (Casey, 1999, p
156). By pairing team and family, an organization can start to develop an environment that
depicts characteristics of team-gperation and the belongingss of family. OBoth family and

team, are, in normative conditions, positive and generative social practices. Therefore, their
deliberate installation as part of the new organizational culture fundamentally assumes their
reasonable incontestability and wmisal attractivenessO (Casey, 1999, p.156). Organizations
have created environments that provide employees with a synthetic family, which provides
companionship and caring. This type of environment, however, creates depenithetcbsw

for greater cotrol by the organization. O...the new corporate culture provides, under the
semblance of a caring teaiamily, an effective disciplinary and control apparatus that requires
employees to sufficiently contain the disintegration, or mobilization, of amboalenits
displacement into an obsessive compulsion to work and to belongO (Casey, 1999, p. 176).

Organizations try to mimic family environments by creating an artificial family in an attempt to

15



entice employees to pick work over home.

This can backfirevhen some employees pick working at home over working at the office
because they consider the OfunO aspect of work distrResmpndents in one study..
reported that fun meant a noisy office in which it was difficult to work and a significant
proporion of people reported taking work home so they could concentrateO (Warren, & Fineman,
2007 p. 99. Taking work home can produce more strain on oneOs home environment by creating
work-family conflicts (WFC).

Conversely, taking family obligations to vikocan create familwork conflicts (FWC).
The distinction between these two conflicts can be seen through the following definitions. OWFC
is a form of interrole conflict in which the general demands of, time devoted to, and strain
created by the job intefe with performing familyelated responsibilitiesO (Netemeyer, Boles &
McMurrian, 1996 p. 401). Whereas, OFWC is a form of interrole conflict in which the general
demands of, time devoted to, and strain created by the family interfere with perforankag w
related responsibilitiesO (Netemeyer, Boles & McMurrian, 1996, p. 86)e outcomes of
FWC such asabsenteeism, poor job performance and low job satisfaction (Voydanoff, 2004) are
decreased through implementation of fun work environments and tttearef family
environments. As a result, WFC such as family absenteeism, poor family role performance, and
family dissatisfaction and distress (Voydanoff, 2004) are correspondintggasedThis could
suggestorganizations are increasing employeéstattion and performance at the expense of
thefamily.

Family-fun environments at work create a type of dependency and in turn control. As the

line continues to blur, employees start to forget friends (outside of work), and their personal

interests. OThivanishing of the nework life can make individuals turn back to their work then,
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as a basis for their social life, interests and, indeedhselO (Costca, 2012, p. 387). Fleming
and Sturdy (2009) found fun in the workplace can be used as a formtafldry breaking down
the traditional work/family boundaries. OOne method in which thi:iogoative feature of fun
and playfulness is developed is through blurring the symbolic distinction that has traditionally
separated home and the formal organirefm 574). For example, an employee becomes so
absorbed in their organizational family they forget about those outside the organization.
Therefore, employees come to rely on their work life for a sense of belonging and purpose.
Organizationsnay becreatng a false sense of security through the use of thesdadiiipO
environments. As a result, organizations use this family setting as a form of employee retention.
OThat [family] sentiment is the Holy Grail for HR managers, especially today when employee
loyalty is so hard to come byO (Grant, 2005, p. 13).

Not all fun is considered equal

Everyone's interpretation and idea of fun is differenis important to have a mixture of
all types of individuals in the workplace, each bringing their ownsskiltlunique personality to
the table OThe quiet guy came up with the solution; the noisy one helped execute it. It's also
instructive for our people to see us honor their fellow employeesO (Herb Kelleher, Lancaster,
1999, para. 10).

Diversity in the workplacgoes beyond the obvious indicators such as ethnicity and
gender, and expands to personal characteristics of an individual. The quiet guy who may not
enjoy participating in workplace fun is just as valuable as the fun noisy guy. Adopting a culture
of fun in the workplace, however, may make it challenging for valuable introverted employees to
seek employment or be recognized. Places like Google opened the floodgate for other

organizations to recruit employees based on the Ofun factor.O The literaturieptaceséun has
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been largely based, however, on the assumghiaieveryone enjoys having fun in the
workplace. Owler, Morrison and Plester (2010) demonstrated that research conducted on
workplace fun assumes that fun:

1. Is a straightforward phenomenon thatans the same thing to most
people;

2. At work has positive workplace outcomes because it is desired by most
people; and

3. lIs relatively easy to introduce into a weplace. (p. 33839).
Owler et al. (2010) argue that these claims are Ountested arofiaeth@ (p. 338). This is
supported by a study by Redman and Mathews (2002) who stated, ONot all employees within an
organization wish to be funsters. OE fun was introduced into a hitherto 'normal’ organizational
cultureO (p.61). The inclusi@f fun intowork is appealinghowever care needs to be taken to
ensure that fun is appropriate for the workplace (Warren & Fineman, 2007). Joan Hamilton
(2000) captures what many people have felt when fun is forced upon them.

| am here today to speak for the vicsinThe poor downtrodden employees

yearning to go home. The paippoping, costumdating working stiffs. Those who

dream about letting certain colleagues flop straight to the floor in thebuilding,

donGworry-weOlcatchyou exercise. The spouseegeng the home front together

as MomOs or DadOs work group parties on (para. 2).
The reality of the matter is that not all employees have the time or desire to participate in
organized workplace fun. What some employees deem appropriate and enjoyalile athers
do not.

The introduction of these new fun environments blurs the lines between what is appropriate
at work and what is not. The new mentality is OanythiegO. As Buchanan (200&@arns, OThe

common practice of treating sick cultures witfua-graft\ parties, silly hats, visits from Mister

Softed\ is insulting to employees and vaguely grotesque. For fun to thrive, meaningful work,
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competent management, fair compensation and mutually respectful employees are table stakesO
(para. 4).

Not all fun is considered fun by everyone. Indeed, many employees may consider this type
of work environment stressful. Literature on fardilyn workplaces assumes employees enjoy
working in a familylike environment, but many individuals find this type of envirenin
Oencroaches on lifeO (Costca, 2012). To fully integrate into a family work environment, the
employee is often required to reveal much of their personal life (Costca,2382). For
employees who value their personal privacy, this new fun enviranskkely a source of
anxiety. By creating fun work environments, organizations may be creating unintended stressors
and emotional exhaustion (Karl & Peluchette, 2006). Personal time and money may be spent on
acquiring costumes for dregp days or bakimp for a work function, thus taking time away from
one's family and personal life (Karl & Peluchette, 2006). Similarly, organizational and social
pressures exerted to ensure employee participation in workplace fun can be exhausting for
introverted employegsvho would otherwise be less likely to participate). Insisting employees
participate in work parties and social events during personal time can create resentment and
Oincreased woilamily conflict for those employees who would rather spend time with the
families, but feel obligated to attend wenddated eventsO (Karl & Peluche®606 p. 137.

Work and family extracurricular activities are subject to conflicting schedules. As a result,
family activities are further displaced to accommodate work.

There was no room for the ndun, norr'different’ person in the organized events.

As one agent recounted: OA woman in my team was told that she had to go to the

Away Day but she said she had family commitments, OlOm a motherQO. But she was

told ONo, we aial goingO (Fleming and Sturdy 2009 p. 578).

The exploitation of fun in the workplace may actually place greater pressures upon the workerOs

time and mental health. Employees are expected to be fun at home and work. In addition,
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managers are expectexle creative and fun in order to implement fun in the organizational

culture.
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Fun in Job Advertisements

Posting online job advertisements (ads) is becoming more common among today's
organizations in an attempt to attract gebkers. This is due, in part, to their ability to quickly
reach a wide range of individuals anywhere in the world and at minimal cost. Online job banks
(e.g., Monster.ca, Workopolis.com) house a wealth of ads and allow the user to create search
parameters to fit their specific needCompany websites also routinely display tabs listing job

opportunities.

Given this saturation of job ads, how can organizations attract the best applicants to apply
for their positions? Cober, Brown, Keeping and Levy (2004), analyzed what characteristics of an
organization's website affected whether job seekers were attracted to the positions offered. They
suggest the potential employee's initial reactions, such as to théagitéts(comprised of
aesthetics and playfulness) and the system's featfieesed the job seek@rwillingness to
engage with the website, and therefore the website's usability. Their study can be reasonably
extrapolated to job ads within job databases. These websites require usable system features and

the job ad itself needs have qualities that attract the jpdeker

Similarly, Chen and Wells (1999) asked individuals to evaluate websites using adjectives.
Three main factors were found: entertainment, informativeness and organization. Fun was used
as one of the six adjeetis under the entertainment factor. They concluded that the entertainment
factor positively correlated to attitudes projected by webgteen & Wells, 1999)OThe
guestion challenging today's entrepreneur is not whether to have a website but hown® beco

the winner in Internet competitionOhen & Wells, 1999, p. 36).

Again, this can be reasonably extrapolated to an organizations' ability to attract

competent workers in a highly competitive environment, which in turn is obviously a factor in
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that orgarzation's ongoinguccessTherefore, organizations need to appeal to the attitudes and
motivations of job seekers in their job ads to achieve effective recruitment and retention. Leary

Joyce (2004) stated,

More simply, many employers recognize witHe fun agenda the opportunity to craft

an image of OcoolO in the pursuigaithful and enthusiastic new employeas

institutional mimicry plays its hand in the growing trend of promoting workplace fun as a
recruitment tool ( as cited in Bolton & Haleén, 2009, p. 561).

Owler, Morrison and Plester (2010) used the term OfunO to search a local job search
engine and found that out of the 18,386 job ads, 8.9% mentioned fun. They also noted that fun
was used in jobs that were high stress such as debttmmie OOFunO is becoming increasingly
utilised as a recruitment strategy when advertising employment opportunities (a phenomenon
likely inspired by both the management and generation Y literature discussed earlier)O (Owler,
Morrison & Plester, 2010, p48). Owler, Morrison and Plester (2010), also address the
negative of advertising fun in job ads. Using fun as a recruitment tool can be a-cuoigad
sword with assumptions made on both sides. The employer is assuming that job seekers want fun
at work and the employees are assuming that funbéibresent at the workplace (Owler,
Morrison & Plester, 2010). So is using workplace fun as a recruitment tool a type of OfasadeO, as

Cober, Brown, Keeping and Levy (2004) label it; a means to attract, buppearbiadeliver?

What happens when organizations do not live up to their promise of fun in the
workplace? Psychological contract theory suggests that this would be a breach in the contract.
Psychological contract is defined as OE an individualOs beliaftirahobligations between that
person and another party such as an employer (either a firm or another person)O (Rousseau &
Tijoriwala, 1998, p. 679). A breach in this contract can happen when the individual believes the
organization is not fulfilling its @rt of the contract. In the case of work place fun, the employee

accepted employment based on the organization's promise of fun in the workplace. To
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complicate matters, fun may be perceived differently from the employeesO perspective than the
employer's. This suggests that even if an organization tries (but fails) to provide fun, a

perceived contract violation may still occur, particularly if the Ofun® the organisation promotes is
different from the Ofun® the individual expectsO (Owler, Morrison & Ple&tp. 349). A

study of federal government civil servants indicated that a breach in the contract OE promotes
behaviors that undermine organizational effectiveness and efficiencyO (Lemire & Rouillard,

2005 p. 160).

Organic Verses Packaged
There is a ggywing understanding among scholars that some degree of workplace fun is
desirable. | am reminded of a story recently shared with me by a family member:

Device orders of 100 units were needed to be filled over the Christmas
holidays. The staff worked thrgh the holidays and weekends, not for extra
money or some fun promised event. It was because they enjoyed what they were
doing and took pleasure out of getting a job done. They chose to make the work
fun. There is something to be said for good ole-fsgfiiment that you get from a
job well doneg(Murray, 2014).

There is a gap in the literature in regards to what employees consider fun and what
managers consider fun. Employees' perceptions can differ from managers' perceptions over many
elements of workglce environments (Marchese & Delprino, 1998; Johnson, 2000), especially
when it comes to furhere are limits as to what management considers acceptable fun in the
workplace and how management goes about providing fun or creating fun work environments.

Fun is an important part of organisational iB&hen autonomous and collective,

naturalistic and socially produced and even, at times, when part of a manufactured

‘fun’ culture. Little wonder, then, that organisations now seek to harness play in

ways thatcan be readily manag@if this is truly the aim. Yet, at the very least,

fun and laughter is spontaneous; not neatly packaged with the promise of
expected results clearly marked on the label. (Bolton & Houli®@d®9 p557)

To address this gap in théeliature] propose the typology by Bolton and
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Houlihan (2009) of Oorganic" verses "packagedO fun as a lens for analyzing workplace
fun. Is fun provided ffackaged) to the employees iretform of events, retreats, and so
on, or doesfun occurnaturaly (organically) reflectingthe attitudes of those within the

organization.

OOrganic fun is the property of those who live in it, not those who require it...O
(Bolton & Houlihan, 2009, p. 565Prganic fun is whalPlester (2009)efers to as
"genuine fun" to dscribe a natural and organic type of fun: O... genuine workplace fun is
spontaneous, contextual and has an unmanaged liberated element that defies control and
perhaps true fun occurs when the boundary is challenged" (Plester, 2009, p. 597).

Research bylEming (2005), also supports this stream of rese@plerhaps the secret of
organizational fun resides in the organic process oinsatfagement and genuine autonomy, the
onus for which would lie with workers as much as those who formally manage the360) (p.

For example, Fleming and Sturdy (2009) interviewed and observed employees for a U.S.
owned call centre based in Australia and desdritwev the organization prided itself on creating
a fun work environment for employees, by encouraging employdaiseégou.O However, the
study found fun was used as a form of4meomative control. OEvery 3F's activity we undertake
is implemented in a controlled way and adherence is manda#dityough individualism and
creativity are encouraged [...] we have onar@y attitude, but people can still be themselvesO
(Manager, cited in, Fleming & Sturdy, 2009, p. 578).

A case study of Swedish packers who worked in undesirable conditions conducted by
Stromberg and Karlsson (2009) illustrates this type of genuine aniortun. The study
describes how employees created their own workplace fun through jokes, pranks, humour,

singing, dancing, clowning, nicknames, and soGlawning and teasing was directed towards
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management and there was resistan@myoform of mandatd fun, thudetween the worker
culture and management culture. When packaged fun was introduced to the Meatpackers it was
not widely received.
Now and then employees are given amenities in the form of what is called Ofeel
good moneyO. The last time theahpacking department used this budget was
when some of the workers arranged an evening dinner cruise with a prawn buffet,

but only about half of the employees participat8ttdmberg & Karlsson, 2009, p.
637).

Similarly, a study by Redman and Mathew8(2) illustrated that when
managers demanded employees participate in Ofun initiativeO they were met with

resistance and cynicism.

Employee resistance to having fun, especially when it was seen as being
'forced’ on them ("somedays you just don't feel lilgging fun,” "it's not really
right that you should be told by management to have fun,” "there is a limit to how
much fun you can stomach sometimes") was building up amongst some employees

(p.58).
Making fun mandatory can actually detract from the paepof fun, generating resentment
instead.

Owler, Morrison and Plester (2010)gvesuggestd thatmore research needs to be
conducted in identifying the difference between organic and packaged fun.

"It would be useful to conduct research that expltnedifferences
between the fun that occurs organically in work settings (and which is promoted
by Fleming); intrinsic fun had when conducting work tasks and more peripheral

fun activities organised at work (e.g. barbeques or mad hat day)" (Owler,
Morrison& Plester, 2010, p.349).

Organizational Impression Management

The degree to which organizatgare willing to incorporate fun into the workplace is

alarmingbecauséhe use of fun in organizations is fairly new. There is a preconception that job
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ads nclude standardized, conservative terminology and information which is contradictory to
what we are seeing in some of the.ddispartments and positions have been created to
spearhead fun initiatives and manage fun (Miller, 1996). Indeed, there is aimchay

catering to organizatio@meed to compete for employees by offering to customize an employe
workplace environment to include more fun. Organizational Impression ManagenhigntgO
carried out through job ads, therefore, employers highligdt tn initiatives in their job ads in
hopes of appealing to the type of employee that will fit into @diurewhich could vary from

conservative to informal.

Impression management (IM) theory was originally used in business at an individual
level (eg., Ellis, West, Ryan, & DeShon, 2002; Bolino, 1999; Stevens & Kristof, 1995), but has
made its way into organizational level literature (e.g., Highhouse, Brooks & Gregarus, 2009;
Elsbach, Sutton & Principe, 1998; Ginzel, Kramar, & Sutton, 1992) incluirtgnhot limited to,
its use in diversity recruitment (Avery & McKay, 2008)is therefor reasonable to extete
modelof OIM to recruitmentyenerally andspecificallyto job ads. OOIM refers to any action
purposefully designed and carried out tdiahce an audienceOs perceptions of an organizationO

(Elsbach et al., 1998, p. 68).

In dissecting this definition, in the context of job ads, the action would be the creation of
the job ad and the audience would be the job seeker. Therefore, the wsaofdOfunO, or the
implication of fun in a job ad, can be used to influence the job seeker to perceive the organization
in a certain light. An organizationOs goal in an advertisement is not only to attract an individual,

but to present the organizationa positive way (Cable & Graham, 2000).

Research conducted by Rafaeli & Olive (1998) builds upon the theory of impression

management as it relates to job ads. According to Rafaeli & Olive (1998), job advertisements can
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be broken down into OpartsO: tieéestn and the embellishments. As part of the embellishments,
they proposed that job ads have two messages: Oa) a message about the ofgamization
impression management message; and b) a message about an employment opportunity in the
organizatioiN a recruiment messageO (Rafaeli & Olive, 1998, p. 347). That being said, both
messages do not have to be present in the ad (Rafaeli & Olive, 1998). Rafaeli and Oliver (1998),
metaphorically illustrated the concept of impression and recruitment messages by likening
impression management to a window and the recruitment message to a door. The window allows
you to take a peek into the organization to see what it has to offer and the door provides a way to
enter the organization. Building upon this metaphor, organimptace a light in the window

through the use of words such as OfunO to attract individuals to come to the window and
eventually open the doorhat light, however, casts shadows. One cannot always see the

shadows in the corners because of the brighindbg window. It is not until one is in the room

for awhile that one starts noticing the dust on the floor. Bringing to light the ways in which
organizations use fun to attract potential employié®ghese shadowsf any,that the current

study proposs to illuminate, as the ads are perhaps not always a realistic representation of the
organizationThe use of fun in recruitment, specifically in the initial attraction stage, will be

analyzed in the context of OIM throughout this study.
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Chapter 3: Resarch Question

The overarching research questions posadthis study were
RQ1: Are the current typologies defining the elements of workplace fun adequate to describe
the phenomenon as revealed in job recruitmer? ads
RQ2: What is the discourse of wkplace fur?

RQ3: How does impression management model apply to recruitment adueghts?
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Chapter 4: Research Methoalogy

Discourse Analysis

OTherefore, discourse analysis is not the study of language per se (as in linguistics), but
focuses on soal action that is mediated through langu&y¢Eriksson & Kovalainen,

2008,p. 15).

Discourse analysis is an effective tool with which to understand how texts, written or

verbal, influence our understanding of a situation or institution, and thereforeahape

behaviour. OESocial reality is produced and made real through discourses, and social

interactions cannot be fully understood without reference to the discourses that give them

meaningO (Phillips & Hard2002 p.3).

Phillips and Ravasi (1998) hawtentified four major approaches to discourse analysis:

Interpretive Structuralism, Social Linguistic Analysis, Critical Discourse Analysis, and Critical

Analysis (as cited in Phillips & Hardy, 2002). However, discourse analysis should be thought of

as beilg two dimensionalAs seen in Figure 1, the first a continuum between text and context

and the second is the continuum of constructivist and critical (Phillips & H200%).
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This study adopted Critical Discourse Analysis becausestlaipproach places the greatest
emphasis on the context, rather than just an analysis of the text itself. As Fairclough & Wodak
(1997) point out, Odiscourse is not produced without context and cannot be understood without
taking context into considerationE@. 277). The study lookedat how recruitment texts are
used to represeNtthat is, socially construtworkplace environments. Consequently, Critical
Discourse Analysis is the most applicable approach in linking recruitment texts to, and

contrasting textsvith, their work environment contexts.

In addition, Critical Discourse Analysis is also focused on finding the wmagrbower
differences within text. OCritical Discourse Analysis focuses on the distal ¢bhtmatit
privileges some actors at the expemf othersEO (Phillips & Hardy, 2002, p. 26yitical
Discourse Analysisvill help illuminate any power differencéisatmay be present in the job ads.
For example, job ads stating Oneeds to work weekends and nightsO. This type of ad shows a
power diffeence between the organization and single parents who may not be able to meet this

requirement.

A discourse is not then simply a 'way of seeing’; it is always embedded in social practices
that reproduce that way of seeing as the 'truth’ of the discounggh(& & Morgan, 1991, p.
253). In adopting Critical Discourse Analysis, the hope is to provide insight into how
organizations use text in recruitment, how these texts are used to shape the overall image of the
organization, and whether this projected imagcurately reflects the actual work environment.
It is an examination of the discouraealysisof fun in recruitment ads. The goal is to unpack the
representation from a critical perspective and identify how the workplace phenomenon of fun is

best repreented to employees.
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Discourse Analysis in Job Advertisements

In conducting the literature review of fun in job advertisements, it became apparent that
research methods used to analyze job ads have focused on content analysis and experiments
(Feldman, Rarden & Hardesty, 2006; Kennan, Willard, Cekezmanovic & Wilson, 2008)
Very little discourse analysis has been conducted on job ads, even though critical discourse
analysis seems a good fit for understanding the underlying meaning behind what entegdres
in a job ad. Therefore, trrirrentstudyaddressethis gap in the research. Utilizing Chen and
Wells' (1999) entertainment factor, and looking at the playfulness and aesthetics of the ad,
emphasis will be placed on the relationship betweeadd@lepiction of the work environment

and theactual job tasks and conditions laid out in the ads.

Sampling Frame

Design
This is a qualitative research study that employs critical discourse analysis as a tool to evaluate
job advertisements. This type ofmmvasive analysis will allow for patterns to emerge from the
text. Two major Canadian online job sitesresampled: Workopolis (www.workopolis.com)
and Monsteryww.monster.ca These two sites were chosen for their high profile in the
Canadian populgrress magazines, such @snadian LivingCanadian Living 2014)which in
2014 had the second highest circulation in Canada (auditedmedia.ca, 2014) and their use in
Canadian immigration resource websites such as Canadian Immigi@sinadian immigration,
2012).

Online postings of job advertisements on these sites has become popular and has become
the norm in most business recruitment practices. A study conducted by Recruitsoft/Logos

Research examined 50 Fortune 500 companies and revealed that byngdressrecruitment
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through online ads and aptions they were able timinatemore than a week offe hiring
process (Capelli, 2001). OWith efficiency gains like these, itOs dentbat 90% of large U.S
companies are already recruiting via thiernet. Indeed, the only surprise may be that 10%
arenOtO (Capelli, 2001, p. 140).

The overarching sampling frame for this study, which was all recruitment ads on these two
online job boardsrepresentedver 500,00@ds The decision was made to naw the sample
based on industry. As discussed eartiee IT sector has been the focus of much of the
discussion of cultures of fun in the workplace in the popular press. Businesses, such as Google,
are the benchmark of fun. The decision was thus maui@tow the study to look at this key
industry.

It was also determined, in consultation with my committee, tcaagdond industry to the
sample. We chose to include Oil andsFor two reasons. FirgheO&G sectorwas(at the time)
financially stableand central to employment in several provinces, including the researcherOs
home province of Alberté&Secondthe Oil and Gas sector is seen, particularly in the Alberta
environment, as having a cultutestinctfrom that of the IT sector. It is not, padiarly, thought
of as having a fun and playful culture. The sampling frame was thus delineated as Workopolis
and Monster Canada employment advertisements in the Oil and Gas and IT Sectors in Canada
between October and November 2014.

Two preliminary seatwes were conducted in both search engines using the key word OfunO,
following the design of Owler, Morrison & Plester (2010). The purpose of this preliminary
search was to determine if the key word OfunO generated a large enough sample of job ads. The
first search was conducted in October 2014 and generated over 1000 matches in each of the

search engines using OfunO as the key term. The second search was conducted on November

32



2014. In Workopolis, the term OfunO, was entered into the search box calleghasat This
was to help eliminate the generation of partial words in Workopolis, such as "function”. In
Monster, the word fun was entered into the "include key words" box and words that included
parts of the word fun were entered into the "exclude kegs/ box. For example, "function”
and "functional” were excluded words. Samples were taken at the end of the searches to make
sure the ads still had the term fun in it. This search generated over 1000 matches in Monster and
over 1000 results in Workopolis

This large sample is consistent with the research conducted by Owler, Morrison, and
Plester (2010), wdseresults generated 1,970 job ads using the term fun from a popular New
Zealand Website. In this preliminary search, 60 ads were selected baked podgition in the
search engine queue. Because two search engines were being used, the results were reviewed to
remove duplicates. The job titles and first screen descriptions were reviewed to identify cases
where the ad was for the same job, but usdifferent title. Where ads passed this initial
screening, the researcher moved to the second screen description and printed the ad. This
preliminary screening produced a wide variety of positions across numerous industries, which
incorporated the word fun

Based on the results from the preliminary search, the sample size was large enough that no
other key words were needed to broaden the search. The challenge, however, was establishing
the sample size required for comprehensive analysis. Several stladext adopted a variety of
sample sizes from 241 to over 1000. For example, research conducted by Mathews and Redman
(1996), started with a preliminary search and coding of 80@dsbbuthen used over 1000 job
ads in the second part to their studyh&i conducting a content analysis of job ads, Kennan,

Willard, CecezKecmanovic and Wilson (2008) used a preliminary search of 50 and a final
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sample size of 400. In a study conducted by Cooman and Pepermans (2012) the final sample was
1,768; 1,234 were uden a study by Todd, McKeen and Gallupe (1995), though here the sample
frame spanned 20 years. In contrast, Huang, Kvasny, Joshi, Trauth, Mahar (2009) were satisfied
with a sample of 241. As can be seen from these examples, there is a large spresaiipléhe
sizes used and to the type of analysis they were using.
Sample

This study used sample size of 101 job ads (52 for the Information Technology and 49 for
the Oil and Gas industries) and continued wnpbint of saturation had occurred arwnew
information could be extracte@he ads in each job site queue were chosen based on random
number generation. In addition, certain ads were excluded or included from the sdbastanh
on their relevance to the study. For example, some job ad redunddragcdrand duplicate
postings for the same position were eliminat@d the other handome organizations did have
several job listings for different positiarin this case, the job ads were included because the
focus was on the job ads and not justdiganizationAs a result, the sample size after

inclusions and exclusions was 98 job ads.
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Chapter 5: Data Analysis
SevenStep Process
It is well knownthatthe processf analysis in qualitative research can vary dependimg
the researcher and whéaey aretrying to achieve (Phillips & Hardy, 2002). There is no
standardized template to work from (Phillips & Hardy, 2002). That being said, this study used a
sevenstep process as provided by Miles and Huberman (32®8%89) as aguideline. t shoutl
be noted that not all these steps were followed. Some steps were excluded or altered. As we
know from qualitative studiegnalysis is very organandtends not to follow structured steps.
1. Each job ad was read several times to help establish a gesesal of themes that were
present
2. A master data list was created for both industries and each job ad was coded
3. The term OfunO and other key terms were underlined and colour coded
a. GreenbEnergy
b. PurplebPassion
c. Yellow BFun and other key words
d. Orange- Team
e. BluebFlexibility
f. PinkDBIndependent
4. Key phrasesvere identified andlusterscreated
5. Clusters wereadu@dandlabels attache(pattern coding).
6. Generalizatioa were drawmbout the phrases in each cluster
7. Mini-theorieswere generated through wrigimemas that poseaxplanations.

8. Theorieswere integrated through developmentafexplanatory framework.
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You are

Detail orientated and customer focused
Comfortable taking ownership of your work
Ateam player with stellar communication skills
Energetic and-adaptable

Known for Strofgattention to detail
Self-directed and effective under stress

Top 10 Reasons to work at Globe Electric

¢ We are an established modern company with a huge vision

We are building an omni channel presence and distribution that offers great product and
value to home improvement shoppers all over North America

We stand on a cutting-edge technology stack

We are in the West Island of Montreal

We are growing and have real opportunities for personal and professional growth

We emp do their best by providing only the necessary guidance

We offe

We have a areal teaim spirit. "We work hard but we als ) like to have fun with team activities
We have FREE delicious hot coffee and fresh fruit every day

We have employee discounts on all our products!

These guidelines helped to organize the study and uncover the underlying themes present in the

data set. For example, when using these stefsgdilne preliminary test, a few themes started to

emerge such as: superficial vs embedded, consistency vs inconsistency, integrative vs

fragmented and paragraph groups, which continued to emerge during the remainder of this study.
| optedagainst using goftware systerto automate the coding system. However, | was

able to increase my skill in manual coding. According to Phillips and Hardy (2002), using

software helps with the amount of data collected, but it doesnprove theanalysisOEand it

certanly does not make the dgsis more 'rigorous' or 'valid (Phillips & Hardy, 2002, p. 78).
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Reliability

OThe phenomenologist chuckles, reinforced in the idea that there is no single reality to get
Oright® but cannot escape a sneaky feeling that, ity feasonable conclusions are out there
somewhereO (Miles, Huberman, Saldana, 2013, p. 293).

Reliability was addresslin this study through the use of more than one database. This was
done to document that representations of fun are integrateictcruitment ads in more than one
platform. The decision was also made to examine recruitment ads in more than one industry.
Although it is not reasonable to suggest, therefore, that the phenomenon occurs in all industries,
it can be confirmed that it is noirited to only thosemost commonly referenced in the popular
press €.9.,IT).

Validity
Validity in qualitative research looks to see if the dadeegathered and interpreted correctly. It
is concerned with credibility and transferability.

Descriptivevalidity was achieved by keeping accurate notes, and code sheets.
Interpretative validity was achieved through peer debriefing. Colleagues were asked to listen to
the develomg analysis and asked for fdetk, thus uncovering errors. In addition, my
supevisor looked over the data set, themes and codes to judge the degree to which the findings
were interpreted correctly.

To furtherassesshe validity of thesample selected in terms of "fit" with extant models,
the elements of fun were extractiedm the job adsand fitted into a typologpy McDowell

(2005) andcanotherby Chan (201pthat categorizelements of workplace fuin doing this, it
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could be seen the job ads selected for this study were aligned with previous research and were
representativef the elements of fun that are observed in an organizaiibe.results of this first

stage of analysis are discussed in the Findings seatidrsupport this validity claim.
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Chapter 6: Findings

Typology of Fun

An important first step was to ebtesh whether the use of fun in job recruitment ads was

consistent with theefinitions offun found inthe literature on fun in the workplace. The

typologies developed by McDowell (2005) and Chan (2010) eengloyed as they represented

the most developeahdmostclearly defined categorization of fun in the workpla&k the job

ads wereompared against McDowell (2005) and Chan’s (2010) classification of workplace fun.

The first six ads presented belfivthree from IT and three from O&Gare represeivie of the

larger sample.

EXAMPLE
1
(Data Set,

IT-30)

EXAMPLE
2
(Data S¢

IT- 29)

Benefits Why work at Magmic?

Full BenefitsbComprehensive medical, dental, & vision plans for you godr
family.

Free LunctDGet from food and learn at our OEat & InnovateQ sessions.
Flexible HoursDbWhether youOre an early bird or a night owl we wonOt mess w
your mojo.

Location, LocatiorDLocation is the Byward Market, easy to get to from all over:
city.

Competitive SalarppYou will get paid well to have Fun. Enough said.

Gifts bWe love givirg gifts. Onefor birthday, one for your wor&nniversary, and
more surprises.

Conference®Wat to engage the industry at a cool conference? Just ask.
Corporate RetreaBBYes, we have a retreat, in the woods on the Great Rideau L

Why Join infeTech?

If you werenOt already convinced, here atTréoh we care about out local
community and sponsor a wealth of large and small national and local charities
We care about the mirabdy-spirit wellness of our employees too, after perks
like: Workplace yoga and wellness sessions, courtesy of a private instructor Me
chairs (and these are the real deal!) Treadmill Working stations and ergonomic
Generous professional development options (PLUS a company bag tollcgowy a
books in) Teanbuilding fun time, including fundays, talent shows, scavenger hu
and our annual celebrations (adult and kids Christmas and Summer parties) Dr
down days, casual weeks and fancy Summer working hours and vacatioh days
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EXAMPL
E3

(Data Set,

T-31)

EXAMPLE

4

(Data Set,
0G17)

EXAMPLE

5

(Data
Set,0G28)

EXAMPLE

6

(Data Set,
0G-8)

ActiveCo Perks:

¥ An Employer Who Cares

5 weeks of Paid Vacation and Flex Time for Employees
Competitive Salary

Comprehensive Benefits Package

Paid Training Plans

Social and Team Building Events such as-§) Quarterly Meetings, Wings
Nights, Potluck Lunches

Family Oriented Events such as Bowling and Summer BBQOs
Awesome Christmas Parties

Goodie Fridays

K K K K K

K K K

Here at Entero, a CAREER leads to greater challenged and opens a windc
opportunities to develop yo skills and help you reach your highest potential
Our office is a community of likeninded individuals who enjoy solving tougt
problems and accomplishing great things. Your colleagues are your friend:
enjoy a corporate culture of having fun, papi#ting in social events, and
enjoying the journey. Your work is a combination of great ideas, team effol
and achieving results to meet the needs of our clients.

Parsons offers an ethical, challenging, diverse, rewardmagfusm work
experience. Join us and become part of the enthusiastic team that compris
talented professionals who use their energy, innovation, and dedication to
deliver vital infrastructure and services to our clients and communities. We
provide competive compensation packages, attractive benefits, and great
careers. Parsons is an eqapportunity, drugfree employer committed to
diversity in the workplace. Minority/Female/Disabled/Protected Veteran/LB

An organically gravn business, we are passionate about career progressiol
offer our people unrivalled talent development programs. Rewarding succe
having fun and working in a business that supports personal wellbeing is v
the growth of our global team.

As canbe seen from Table gach element of fun listed in tBelected IT job

advertisements fit within these existing typologies. All job ads had several of the components

embedded within the advertisements. This alignment inditdaaeshel T job adsidentified in

this study are consistent with indicators of workplace fun and the definition of fun used in the

existing literature.
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Table 1- Definitions of Fun in IT Job Ads

McDowell Examples Chan (2010) Examples
(2005)
Socializing Free lunch Socialoriented Free Lunch
Corporate retrda (e.g., annual Conferences
Social/Tearrbuilding | dinner, social Corporate retreats
fun time barbecue, Employee wdhess
Fundays, talent shows| Christmas parties| Social/Tearrbuilding fun
and scavenger hunts, time
wing nights, potluck Fundays, talent shows ar
lunches scavenger hunts
Family oriented events Annual celebrations/
awesome Christmas
parties
Family oriented events
Personal Flexible Hours/Flex Staff-oriented Flexible Hours
Freedoms time (e.g., celebrate | Gifts
Employee wellness birthdays, Employee wellness
anniversaries, Fundays, talent shows ar
Dress down days, extra time off) scavenger hunts, wing
casual weeks and fanc nights, potluck lunches
dress Goodie Fridays
Summer Hours
working hours and
vacation days
5 weeks paid vacation
Celebrating Gifts Supervisor Free Lunch
Annual celebrations/ | oriented (e.qg., Corporate retreats
awesome Christmas | lunch days with | Teambuilding fun time
parties the supervisor, | Off-site quarterly
Goodie Fridays gatherings after | meetings
work with the
supervisor),
Global Fun Conferences Strategyoriented | Full-benefits
Corporate retreats (e.g., casual dres| Free Lunch
Employee wellness days, Flexible Hours/Flex time

Social/Tearrbuilding

fun time

organization
provided food anc
refreshments,
family friendly
policies).

Dress down days, casual
weeks and fancy dress
Summer Hours working
hours and vacation days
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As can be seen froifable 2, the O&G industry is less aligned witle McDowell and

Chan typologies. Characteristics are concentrated in the socializing, globabknd strategy

categories. In addition, trying to match these O&G job ads to the typologies was more

Table 2- Definitions of Fun in O&G Job Ads

McDowell (2005)

Examples

Chan (2010

Examples

Socializing

Colleagues are your
friends
Participating in social
events

Sociatoriented (e.g.,
annual dinner, socia
barbecue, Christmas
parties)

Participating in social
events

Colleagues are your
friends

Personal Freedoms

Staff-oriented (e.g.,
celebrate birthdays,
anniversaries, extra
time off)

Celebrating

Supervisor oriented
(e.g., lunch days
with the supervisor,
gatherings after
work with the
supervisor),

Global Fun

Corporate culture of
having fun

Career Progression
Talent development
Personal Wellbeing

Strategyoriented
(e.g., casual @sss
days, organization
provided food and
refreshments, family,
friendly policies).

Corporate culture of
having fun

Career Progression
Talent development
Personal Wellbeing

challenging because these ads used more general terms. These O&G ads focused on individuals’

characteristics and organizational culture. They were directed towards how the potential

employee could bring fun into the organization, or how fun was developed within the

organizational culture. This turned out to be a consistent differensedrethe O&G and IT

recruitment ads, and became an early finding of the current study, the implications of which are
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addressed in Chapter 7Although the Oil and Gas sector used OfunO differently than did the IT
sector as well as in ways that were lessisistent with extant typologies, | decided to continue
to examine representations of fun within that sector. Recognizing, however, that it was distinct

from the IT sector in this way, | chose to keep the two industrsaudiples segregated as the
findings of one sector could not be generalized into the other sector. I also, as a consequence,
adopted a comparative stance looking for and exploring differences betwsetwthsectors as
themes emerged. As a result, the emergent themes are often positioned as dichotomies.

Discourse as Impression Management

Job advertisements were analyzed in terms of structural elements. The structure revealed
the placement of fun within the hierarchy of the job ad, and whether fun is treated as elemental
or superficial Such placement was also important in determining whether the ad depicted fun as
deeply embedded throughout the organization or as constrained to only certaiactivities or

aspects
Each job ad had three to five parts:

1. information about the organization, suas a brief description of the organization.
For example, some job ads will start with Owho we areO or Owho is (name of the

company)".

2. position overview, what type of person the organization is lookinjl féor

example, “What we’re looking for,” or “the opportunityO
3. responsibilities, a brief description of what the job entails

4. qualifications, a brief description of the certifications and skills the candidate

needs to possess
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5. a brief description of benefits the organization can offer the candidaseis the
organization’s sales pitch. This is where benefits and extra perks are mentioned.

For example, OWhy work for us?0

These five elements are not mutually exclusive; they work together to form an overall image of
the posting. When integration isgsent, it allows the reader to clearly see the reflection of
workplace fun through the job ad. Some job ads used the term fun as a tagline, whereas others

used the word fun throughout the ad to create an overall picture of workplace fun.

How embedded the depictions of workplace fun were in each job ad was determined by

two elements word placement and word choice.

Word Placement

The O&G industry tended to use the word fun exclusively in one section of a,job ad
whereas, the IT industry tended to useviloed throughout the whole job ad. Fun, or elements of
fun, are usually present in two or more sections of an IT job ad. In Example 7, over 16 elements
of fun are to be found throughout this one ad. This consistency throughout the ad creates an
impressiorthat fun is integrated throughout all aspects of the workplace. We can see from the ad
that fun isdepicted agncluded in the organizationOs culture, expectations, and character.

In contrast, elements of fun were frequently exclusive to one section of the O&G job ads
and the placement varied illustrated in example 8. The isolation of the word fun from the rest
of the job ad providetheimpression that fun is present in O&G workplaces as a distinct and

separate element.

This type of word placement was found to be consistent through the comparison between

the two industriesConsequentiythe IT industry portrayfun as more integral to the IT
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workplace thann the O&G industry.

Word choice

Variations and commonalities in phrasing across industrieslex/évo noteworthy
patterns.

Formal versus asual Word choice was another aspect that differed between industries.
If we look again at Examples 1 and 2, we can see that the IT industry's use of words such as
OawesomeO and OcoolO tend to give motemiersationalist tone to job ads. Similarly, OYou
speak both fluent geek and CEO and can assess technology risk with your eyes closedO (Data
Set, IT-25) illustrates how IT industry recruitment ads often use 'you' and 'your' to speak directly
to the indivdual. In using the second person to assign these characteristics to the reader, the
applicant can actually see themselves as part of the company, and the job seems more attainable.
In addition, this example illustrates the casual tone adopted by using thatdT professionals
would use in their workplace. The point playfully made is that Oyoud need to be casual, but still
professional.

In the O&G industry recruitment ads, word choice is more traditionally professional. The
0&G industry tendo use formaterms such a®individualO andOcandidateO. For example, OThe
successful candidate will report to the Operations Supervisor and will be responsible for assiting
Project ManagersEO (Data Set, €1@). This createdistance between the organization and the
readerby implying the reades a Opotential® employee.

The appropriate wordhoicefor the IT industry may differ from what would be
appropriate for the O&G industry. If the O&G industry were to use the terms 'cool' and
‘awesome' in its recruitment adlsey might attract a completely different candidate than perhaps

the job entails; or more accurately, recruit someone at odds with the O&G industryisaggdf
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and preferred corporate culture. In contrast, those words may be completely appropriafe to the
industry's seHimage as innovative and 'outside the box'. What is seen as appropriate for one
industry is not necessarily seen as appropriate in another (quite apart from any objective measure
of that industry's actual successful personality type).

Masking. The word Ofun® was aisgularlyused to mitigate a negative word or phrase.
This masking of negative aspects of a job was present in both the IT and O&G industries. “Our
client is a very busy midized engineering company who sinfun and fastgced work
environment;” (Data Set, 0G-49) “You will have fun working with the team if you thrive in a
custometfocused, competitivget friendly environment;” (Data Set, IT-1) “Join a dynamic, fast-
paced, yet fun and casual working environment;O (Dat®&e?) “You work well in a casual
yet fastpaced team environment.O (Data Se28)YAs can be seen from these examples, the
term fun is used as a positive element to offsetffased itself a euphemism for workplaces
characterized by 'deadline stress', 'moving targets', etc. The recruitment ads appear to reflect
careful attention tphrasing to downplathe most negative aspects of the workplace through the
use of both euphemisms and the arbitrary insertion of the word fun. Fun is evoked as both an
outright denial that there is a problem (“#gstced and furll as if both were equally positiyer
as a compensatory factor ("fast-paced yet fun") that balances and so cancels out the negative.
Integration Versus Segmenéd

Word placement and word choice together give the reader a strong sense of whether the
portrayed workplace integrates or segreghtesBy choosing a conversational tone, placing the
reader immediately within the context of the position (through use of 'you', and so on), and
integrating various aspects of fun throughout the ad, the IT industry portrays itself as one in

which a culture of fun is fully integrated throwgltall aspects of the workplace. In contrast, the
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more formal tone and word choice of the O&G industry recruitment adstsacareful
segregation of the mention of fun into the single portion of the ad addressed to worker
characteristics (rather than, say, the benefits sé¢tidnich was the bare minimum for IT ads),
conveys to the potential employee a clear division between work and play activities. The O&G
recruitment ads seem to project that the O&G workplace is businesslike (that is, formal and
serious); but that this should not be mistaken for 'stuffy’ or ‘tedibus addition of the word fun
to the ad could be taken as just another example of maskingN of trying to disguise a traditional
corporate culture through its arbitrary deNidlut itsregularplacement within the section of
worker characteristics suggests that the intended message is slightly more subtle. The work may
be serious, but theeamconsists of a fun bunch of guys/gals (just like you), and consequently the
workplace is rendered bearable through its collegiditamples 8 and 9 illustrate the

integration and segmentation of job ads in IT and the O&Gsinmigs.
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EXAMPLE 8§ DIT INDUSTRY

Traction is a one of a kind company. Respectful of people's personal interests and aspirations,
with a simple mission: to bend web-based technologies to meet the needs of sales and marketing
professionals. Our clients have included 10 of the 25 largest global technology companies, local
startups on their way to greatness, and hundreds of other companies that are trying to make CRM
easier, friendlier and more valuable.

We need our stuff not to just work...but to be awesome! LEDs light up when things happen, super
speedy traffic via routing, invisible technoloegy. In fact, you'd be like Q in James Bond for us with a
huge disposition for excellence in service and delivery. We are looking for Culture fit first and
foremost followed by a demonstrated aptitude for technology.

You work well in a casual yet fast-paced team environment. You work well with others, yet have
the independence to support and drive projects. Maybe, you even like wakeboarding. We are
excited about our growing team and want top-caliber people like you to join us in this adventure.

Position Overview

As our IT Generalist, reporting to our COO and working closely with our CORE team, you will find
creative ways too keep us up and running and looking for innovative ways to support us. We need
someone who wants to deliver 5 Diamond Service to everyone in the company as well as
maintaining and developing our systems including:

« Internet/Infrastructure - Maintaining and managing all aspects of Tractions network by
managing our providers, monitoring our bandwidth, Meraki administration, addition of
CATS5e connections, cabling. Maintaining wireless network by managing the Ubiquity
disks, guest network, and ensuring only approved people are on the WiFi, others on
Guest.

« Traction's Salesforce.com Administrator: Managing the Traction Org in Salesforce and
driving the innovation and processes we have internally

« Technology - Managing and maintaining all hardware, defining specifications. Ensuring all
monitoers are running with cool dashboards/reports. Monitoring usage of software,
suggests licensing management, ensure team has what they need to SaaS, CTI
adapters, and make suggestions on peripherals. Doing cools things with our SMART
boards

« Cisco Telepheny and phones - Addition of phone lines, troubleshooting, keeping VM up
and running, awesome hold music.

« Onboarding - Set up new hardware/software and access for new hires. Walk new
employees through the setup and ensure all access is up and running in a timely manner.

« Support - Set up new hardware/software (OS/Office/Adobe/Cloud) and access for new
hires. Walk new employees through the setup and ensure all access is up and running in
a timely manner.

« Sourcing - the best deals on the planet for the coolest stuff!

« Any other things we dream up - cause we definitely do make our dreams reality

We're locking for the creative type, someone who could...for example:

Convert our 1972 Coke machine into a Cloud enabled beverage dispenser - cool eh!
Figure out how to deliver gifts remotely via the longest Lego powered train ever!
Inventory incredible cool stuff that will just make our office 'hum’ with efficiency and fun!
Rewire our 1974 Airstream's sound system - CEO not so good at that apparently...

L L I
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EXAMPLE 9 BO&G INDUSTRY

General Manager, Saskatchewan -2 vizis - 26-eb
Nickpoint - Calgary, AB

At Nickpoint Environmental Senvices Inc. we specialize in providing Western Canada's oll and gas
industry with dependable pre-construction planning and defensible regulatory compliance
approvals.

Nickpoint is seeking a General Manager to lead our business development in Saskatchewan and
oversee all office administrative functions, including staffing and operations. The successful
candidate will have a degree(s) in Biology, Environmental Science, Engineering, Environmental
Management or a similar discipline, and have 15 years' experience in relevant upstream oil and gas
environmental consulting experience. This position requires strong leadership and motivational
skills with the ability to develop positive working relationships in a team environment.

You:

Have a university degree

Can assess and develop project scope of work with approprate details

Possess a thorough understanding of Saskatchewan environmental regulatons
Are a member in good standing with an applicable professional association
Co-ordinate and execute project work efficiently and cost-effectively

Develop standard operating procedures, review safe work practices and training
Have strong leadership and mentoring abilities

Oversee preparaton of technical reports for clients, regulatory agencies or contractors
Can meet tight deadlines while providing leadership and support to our team
Have strong problem solving skills

Will act as a haison between our clients, regulatory agencies, contractors, and
landowners

Have the ability to plan and organize tight deadlines and tasks to meet client
requirements while providing leadership and support to our team

L L

If your core values are aligned with:

Fun

Team

Service +1

Growth

Work Smart
Technical Excellence
Stakeholder Return

Then with Nickpoint you can expect:

Competitive salary

Flexible working hours

Support for continuous education

Substantial opportunites for professional development
A comprehensive and superior benefits package
Access to our Profit Sharing Program
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Fun Defined Through IT Job Ads
A key characteristiof IT job ads was a distancing from a traditional perception of the
corporate, as characterized by bureaucracy and bottomTinesds presented themselves as a
deviation from the norms of corporate life and used this characteristic as a perk to working with
them OThis is a great opportunity to escape from the shackles éb@aeng micromanagement
and be given the freedom to @hat you do besh your own styleO (Data Set;Z¥). OOur
careers page should give a pretty good idea of what to expect here; a fun, open and modern
environment that is about as far from OcorporateO as you can get. We believe that creating an
awesomavorkplace is the best way to ensure that we deliver great service to our clientsO (Data
Set, IT-22).
This shift away from the dominanbrporateculture is fuelled by the use of fun in the
workplace. The IT industry's concept of fun is well defined lig lighich indicate what an
individual can expect if they decide to work for that organization. Even the placement of these
lists was interestinghey were most frequently foura the benefits or extra perks section of the
ad,the headers suggest thiaatfun was being provided in the workplace to distinguish these
organizations from their competitors and from standard corpooaies
To help illustrate this we will look at three examples from three different job ads
(examples 1, 2, and 3):
Benefits Why work at Magmic?
Full BenefitsbComprehensive medical, dental, & vision plans for you and yc
EXAMPLE 1 family. X )
Free LuncibGet from food and learn at our OEat & InnovateO sessions.
(Data Set, IT  Flexible _HoursDWhether youOre an early bird aright owl we wonOt mess witl
your mojo.
30) tLhOeCiitSn’ LocatiorbLocation is the Byward Market, easy to get to from all ove

Competitive SalaryYou will get paid well to have Fun. Enough said.
Gifts BWe love giving gifts. One for birthday, one fgour work anniversary, anc
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EXAMPLE 2
(Data Set, IT

29)

EXAMPLE 3

(Data Set, IT
31)

more surprises.

Conference®Wat to engage the industry at a cool conference? Just ask.
Corporate RetreaBBYes, we have a retreat, in the woods on the Great Ridealt
Lake

Why Join infeTech?

If you werenOt already convinced, here atTigich we care about out local
community and sponsor a wealth of large and small national and local charit
We care about the mirabdy-spirit wellness of our employees too, and offer
perks like: Workplace yogand wellness sessions, courtesy of a private instrus
Massage chairs (and these are the real deal!) Treadmill Working stations an
ergonomic chairs Generous professional development options (PLUS a com
bag to carry all your books in) Teadnuilding fun time, including fundays, talent
shows, scavenger hunts and our annual celebrations (adult and kids Christrr
Summer parties) Dress down days, casual weeks and fancy Summer workin
hours and vacation days.

ActiveCo Peks:

An Employer Who Cares

5 weeks of Paid Vacation and Flex Time for Employees
Competitive Salary

Comprehensive Benefits Package

Paid Training Plans

Social and Team Building Events such as-€i# Quarterly Meetings,
Wings Nights, Potluck Lunches

Family Qriented Events such as Bowling and Summer BBQOs
Awesome Christmas Parties

Goodie Fridays

K K K K K K

K K K

These examples exhibit elements of fun consistent with previous research, such as

McDowell (2005) and Chan (2010), who each created distinct categories of fura{@ed.,T

page48-49). Similarly, Karl, et al. (2007)noted that individuals consider food-related activities

to be an integral part of workplace fun, and was a frequeelementn IT jobs ads, as illustrated

in the three examples above.

By including elements of fun in job ads, employers are using organizational impression

management (OIM) to appeal to prospective employees and in turn benefit from the positive
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outcomes of workplace fun: recruitment, retention, employee wellbeing, customer satisfaction
and profitability. Fun can be so deeply rooted in IT organizations that it becomes a pillar or
mantra for all employees. “Have Fun - Our mantra is to work hard, play hard, and have fun. We
also find ways to relax and unwind, with beer bashes, team events and lunches” (Data Set, IT-
24).

Fun Defined Through O&G Job Ads

Unlike the IT industry, it became apparent that the O&G industry considers fun to be part
of the actual work environment and not an added perk. Fun is considered by O&G to be related
to the personal characteristics of employees and the culture of the organization. The O&G
industry suggests the candidate brings fun to the workplace. As can be seen by examples 4, 5 &
6, the element of fun is not provided for individuals N it’s more a social aspect that the
prospective employees would help create within the organization. The prospective employee is
promised a culture of fun; personal growth, teamwork and one's skills are what make the job fun.

Here at Entero, a CAREER leatsgreater challenged and opens a window t
opportunities to develop your skills and help you reach your highest potent
Our office is a community of likeninded individuals who enjoy solving tougt
EXAMPLE problems and accomplishing great things. Your colleague your friends, wh
4 enjoy a corporate culture of having fun, participating in social events, and
(Data Set enjoying_ th_e journey. Your work is a combination_of great ideas, team effol
0G-17) " and achieving results to meet the needs of our clients.

Parsons offers an ethical, challenging, diverse, rewarding, and fun work
experience. Join us and become part of the enthusiastic team that compris
talented professionals who use their energy, innovation, and dedication to
EXAMPLE  geliver vital infrastucture and services to our clients and communities. We
S provide competitive compensation packages, attractive benefits, and greai
(Data careers. I_Darsons is an equaportgnity, drugre_e employer committed to
Set,0G28) diversity in the workplace. Minority/Female/Disabledbtected Veteran/LBGT
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EXAMPLE An organically grown business, we are passionate about career progressic

6 offer our people unrivalled talent development programs. Rewarding succe
(Dgg;et, having fun and working in a business that sutgpersonal wellbeing is vital t

the growth of our global team.

BENEFITS

¥ Competitive Salary

¥ Company stock options
EXAMPLE ¥ Health, dental, and vision benefits

7 ¥ Fun, passionate, and skilled-aorkers

¥ Free drinks and foods + fun eveatsvorkplace, Xbox Competitions

(Data Set, ¥ Great office environment at the heart of downtown Calgary
0G-48) ¥ Easy access to public transport

Further, the definitions of fun in examples 4, 5 and 6 are directly related to increasing the
employeesO knowledge and job perfeweaThe ads present a corporate culture within the
organization that fosters fun as long as it is related to the job and contributes to the success of the
organization.

Example 7 at first appears to be the exception to O&G trends: the type of list@desen
in example 7 is more consistent with characteristics from job ads within the IT industry. On
closer examination, however, this makes sense because it is actually an ad for a software
engineer position, albeit within the O&G industry.

Thus, IT uses fun as a way to entice a potential employee by providing a variety of fun
elements and promises of enjoyment, whereas, O&G is looking for an individual to bring

elements of fun into the workplace N it is not provided, but emerges spontaneously.
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Differing Discourses of Fun: Organic verses Packaged

An analysis of job advertisements reveals that the O&G industry employment ads portray
an organic type of fun. They depict fun as being developed within the organizations. For
example OYou receive developmentdbgh your career and work with a dynamic team that are
proud and passionate about what they do and enjoy having fun too!O (D&&-SetOFor 25
years, we have been creating value for our clients and opportunities for our people, by
challenging the stas quo, looking after each other, having fun, and building great things
together!O (Data Set, C&S).

Conversely, Opackaged funO or Oofficial funO is fun that is mandated (Bolton & Houlihan,
2009). The IT industry's employment ads portray this type offanexample, OThere is a free
lunch!! It is every Monday at PeopleToGo. We have created a fun team based environment that,
if you like that stuff, will make it a pleasure to come to work each day and of course we offer a
competitive salary and lucrativ@mpensation planO (Data Set5Ml). OWe offer: a flexible
health care spending account, fun activities, and Friday happy hour. We work over one of the
best coffee shops in the city and get a great discount. Most importantly, we havefaridiudf
areserious about doing great work for our clientsO (Data S&0)[TThis is fun forced upon
employees by upper managememig's direct supervisor or peefs illustrated in Table 3,

packaged and organic fun can be seen on a continutimvavying degreesf implementation

and control.
Table 3BContinuum of Organic versus Packagedrun
Bolton &
Houlihan | Organic Fun € ----------m-mmmmm oo - Packaged Fun
(2009)
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Differing Discourses of' Team" and "Entrepreneur™”

Both the IT and O&G industry recruitment ads used the terms 'team' and ' entrepreneur’,
but closer examination reveals differences in how these industries depict team and individual
work. In looking at team and entrepreneur, it uncovers the social aspects of fun. How individuals
interact within an organization can illuminate what type of fun is used to foster a team or
entrepreneurial environment. For example, if an organization is fostering teamwork, they may
focus on more social fun.

In the IT industry, the ads indicate a desire to recruit individuals with an entrepreneurial
spirit to be part of a team. Employees are depicted as having autonomy within the team and the
opportunity to breakout of this team as needed. Management is portrayed as encouraging
discussion, brainstorming and thinking 'outside the box'. The ads represented management-
initiated fun as fostering a creative environment wherein IT professionals can fully express
themselves and thereby push the boundaries of team. It is understood in these ads that pushing
boundaries is how innovations are created.

You like thinking “outside the box™, are not afraid of ambiguity, let no
technology obstacle stand in your way and are a motivated self-starter. The

successful applicant will be a strong team player and will thrive in a start-up

environment where flexibility is essential and delivering rock solid, customer

focused solutions are paramount (Data Set, IT-24).

In this job ad, the prospective employee needs to work within a team, but have the ability
to tackle challenges on their own initiative. “You work well with others, yet have the
independence to support and drive projects” (Data Set, IT-28). There is limited supervision, with
the expectation of autonomous professionals seeing assigned projects through to successful

completion. For example, “We do not believe in placing unrealistic and over-bearing KPLs on

your day-to-day running of your desk; instead, we trust your ability and give you the tools,
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space, and resources to do your job effectively and efficiently” (Data Set, IT-27).

In the O&G recruitment ads, candidates are encouraged to be part of a brotherhood. O&G
professionals are depicted in the recruitment ads as part of a collective team or pod, where output
1s measured from the pod rather than each individual.

We seek brilliant, hardworking people who want to be part of a growing team and fun

environment where leading edge technology and solutions are created and successfully

commercialized. Each member is empowered to learn, grow and share his or her

knowledge and experience. Together, we are TRUE, BRILLANT and we MAKE
THINGS HAPPEN! (DATA SET, OG-43)

The O&G recruitment ads emphasize the need for individuals who are the right fit, or can
be ‘moulded’ into the right fit. For example, note how this ad explicitly states, “To develop
people to work together to create value for the Company’s shareholders by doing it right with fun
and integrity” (Data Set, OG-18). This example speaks to individuals being shaped into their role
within the company and doing it with a smile. Some O&G recruitment ads mention the need to
fit into a team, but with the tone that any appropriately qualified individual could be slotted into
the position. “Our client is a very busy, mid-sized engineering consulting company who run a
fun and fast-paced work environment. They are currently looking for an intermediate structural
Engineer to join their expanding team” (Data Set, 1A). The emphasis is therefore on fitting the
candidate to the prexisting structures of the organization, in contrast to the more individualistic
values dominant in IT ads.

Under qualifications, O&G ads may also ask for “Experience managing projects with
minimal or no supervisionO (Data Set,-@®. Candidates are told they need to be able to
complete assigned tasks on their own, much as in the IT ads, but unlike IT, there is no suggestion
of pushing boundaries. Theamis entrepreneurial, rather than the individual. OOur team
operates with an entrepreneurial attitude, a strong reputation for quality, a rich history of success

and a strategic plan for continued growth” (Data Set, 0G-47). In O&G ads, emphasis is placed
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on the performance of the collective rather than the individual. This emphasis on the cbllective
and the more limited interpretation of individumitiative as merely the ability to work
unsupervisel projects a higher expectation of conformity within the O&G industry.

Both industries, then, are seeking individuals who will fit into their team. They both
suggest that an entrepreneurial attitiglgnportant for the employee to be able to work
independently to overcome problems or complete a task. The difference lies in if the
entrepreneurial spirit is expressed as part of a team or individually. In the IT ads, the term is used
to encourage each mer of the group to push boundaries to break new ground, thus fostering
innovation. In the O&G ads, by contrast, the entrepreneurial spirit is expressed within the
collective to reach goals initiated by theganizationFun can be used in both theseustlies to
help foster an entrepreneurial or team environment which is reflected in the job ads.

Differing Discourses of "Flexibility" and " Family"

Attention to flexibility and work/life balance B@rown in popularity. The ability of an
employee to balare work and life has become an essential expectation of any corporate culture.
A study by Bourhis and Mekkaoui (2010), for example, evaluated the impact of -faiigiy
practices (FFP) on job seekers. The results indicated job ads that highlightgdranadion's
flexible scheduling and personal leaves rated the highest in attractiveness. Bourhis and Mekkaoui
therefore argued that even smaller organizations that lack the funds to implemestédege
family-friendly activities still need to include s® sort offlexibility in their job ads.

There is no standardized concept of workplace flexibility, however. In comparing the IT
and O&G industries, there were distinct differences.

In the IT industry, fun and family seem to be confabuladiedther wads,fun is

provided tocreae the work environment damily-substitute rather than famifyiendly. Many
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fun activitiesare familyunfriendly because they ka time away from onks family. Based on the
job adsthelT industryseemsbe recruiting youngingles andthe company isfferingto bea
substitute family that provides the support and fun that one would normally gebrieds
family. OA positive, fun and casual work environment; highly supportive, faiféyand resukt
driven culture; and a cernient office location in GastownData Set, 1T15,1). If we look at
Examples 1, 2, and8 the use ofunis integrated into the benefits including going away on
cool conferences and retreats wotie'sfamily substituteThis creates an overall imagetbe
organization and the appearance of a failiily setting. Muchasthese events may bring one's
coworkes closer as a familguch activitiegake time away from one's home life and one's
actualfamily.

In the O&G industry adthe term ‘flexibility'wassometimesoupled with fixed work
schedulegor creating on@ own work schedulén several job ads, there seemed to be a conflict
between work schedule, flexibility and work/life balance. For example, one ad states, OShifts,
10/10 shift rotation worikg 12 hours per day, Ghrs OT each rotation (10 days)O yet it boasts
Onhours are reasonable, home life is encouraged and remuneration is competitiveO (Data Set, OG
37). In this example, home life is encouraged, but only after these long hours arbemet. T
priority of work over family is clear in that the organization gramts10 days withone'sfamily
if onegives up 10 days witlone'sfamily.

In another example, the job descriptions clad@flexibility to maintain an excellent
work/life balance@nd yetrequiresO50% to 75% travel time, travel at short notice, and working
long hours in remote locationsO (Data Set;4BJ5The worker can go home and wait when
she/he is not needed, but must respond at short notice. The working conditions desdhilsed by

ad are not so mudtexibleas they areunpredictable the changeability ifocused on
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managementOs needs and natéleels of thevorker. Clearly Oflexible hours€dunds bettethan
Oat our beck and calit thatis what the ads reallycalling for.

Similarly, thisad for aMaterials Handlestates, Bours are reasonable, home life is
encouraged® (Data Se©G-38). Thenit continues to state, OSucessful candidates will work
Night shift of Monday through Thursday at 11.5 hours/shiftO (Data 638D

References to work/life balance in these ads attempt to mask the negatives of the job by
suggesting that there are compensatibatbalance them. A work scheduleteh plushours a
dayand night shiftsis masked by emphasizing ttheeedays df in a row, high wages, benefits,
and a promise of a fun worlg environment. The reality that the ten days off afikely days
playing catch up on sleep, chores, and relationships damaged by being away during key events
(birthdays, school plays). Theference to work/life balance in these ads gives assurances of
personal freedom and famifyiendly policies that are intended to mask the obvious drawbacks
to the position, including the significant, ongoing disruption to family life incurred by frequent
absence.

The IT industry ads make similar appeals, masking the assimilation of family time by the
promise of fun times at work. IT companies offer weekend events, retreats, social gatherings and
family barbecues, etc., in an attempt to mirror activitiaditionally done in a family setting.

These activities then erode actual personal and family time, with the end results likely similar to
those in the O&G industry. They both have the same effect of taking away from family, but are
represented differentlto appeal to their specific demographic. These contrasting industges
different representations of fun to reach the same goal: the assimilation of family time into work

time, and the priorization of work over family.
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CHAPTER 7: DISCUSSION

Discour® analysis explores the explicit and the veiled dimensions of text. Employment
recruitment advertisements are a constructed representation of a business. They are constructed
to provide job applicants with an impression of the business as well as poeseuaéljifications
and job tasks. As discussed in the literature review, fun is presented in popular press and
academic literature as an aspect of organizational culture of growing importance and prevalence.
The findings of my study support that fun is @knt in recruitment postings on online job
boards. My findings furthesupport thathe discourse of fun is embedded in these job
advertisements both in terms of how fun is presented within the structure of the advertisements
and how fun is used as gresentation of corporate culture within these atiese dimensions
of fun, analyzed in the findings section, are illustrative of fun@méolled discourse. The
presentation of fun within job ads, as well as the representations of the organizatfon as
worksite are constructed as a form of impression management. Fun is not only a controlled
discourse, its also aliscourse of controlyhereby fun is used within job ads to mask less
appealing aspects of the job and to reinforce limiting and pallgrdiscriminating
organizational norms. These two dimensions of discourse are used to explicate the research
findings as dominant discourses of fun within job advertisements.

Fun as a Controlled Discourse

Fun is integrated more fully within the job adtisements in the IT sector and multiple
elements of fun are presented therein. Fun is embedded through both word choice and word
placement. Fun is used to describe the organizgimtrayal of the ideal candidaterovide an
overview the positiondentify qualifications and summarize the benefits of employment with

the organization. Word choice is casual (€geek”);candidates are addressed directly (eise
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of the pronoun "you?)and fun is seen as relevant to all dimensions of the recruipneocol
and, arguably, the work/worksite therealteat least in terms of how the organization is being
presented to the potential applicants.

Fun is less integrated within the job advertisements in the O&G sector. The terminology
is formal (e.g.the term'candidate” is usedjun is principally mentioned as a core value of the
recruitN something that s/he will bring to the job and often appears as part of a list or as if tacked
on without an attempt at explanation or integration. As suchndt ithe or@nization's
responsibility. It is the employees' responsibiliun is something "that can happgnit is not
presented as elemental to organizational life.

The finding that fun in the IT job advertisemdstand not in the O&G advertisements
is fully integrated into theéescriptionf both the job responsibilities atite work environment
in IT was seen in the earliest phase of the analgsring which | applied tw models of
workplace fun (Cha@010 and McDowell, 2005). These researchers had cateddum based
on casualness or formality of the activity, in the case of McDowell, and in terms of the
orientation or the focal point of the activity, in the case of Chan. The findings showed that there
was considerable fit of the data to these two mo@aasistent with the above discussion of the
integrated nature of fun in IT, exemplars were provided in the advertisements that showed fun of
many different varieties represented in all aspects of the organizational life. Employees had, for
example, opportuties for socializing (Chan) and soc@liented normandatory gatherings
(McDowell). Whilst some activities focused on the employee and the availability of personal
freedoms (Chn), there were also supervismientedor structured activities (McDowell).

Exemplars of every dimension of both models were integrated within the job advertisements for

IT.
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This wasnotthe case for O&Ghoweverwhere fewer exemplars were provided and fell
exclusively into categories of activities requiring empla@etive grsonal engagement (such
as taking part in social events) or activities that are arguably moreriagked than play
oriented (e.g.taking part intalent developmergrograms).This finding was consistent with the
subsequent analysshiowing degree ahtegrationof fun within the adthrough word choice and
structure.

Examination of exemplars of fun used by the businesses also lent support to the model
developed by Bolton and Houlihan (2009) defining fun as either organic or packaged. The IT
sector proided exemplars of fun that covered both dimensions. Employees engage in fan that
spontaneous and emerges through a corporate culture of play. They also engage in activities that
are organizationally determined and, perhaps, even mandated, such esteogdeeats. The
0O&G sector may (and almost certainly does) have employees participate in structured events
such as corporate retreats, but does not represent these activities as dimensions of fun in the job
advertisements.

Three different models of wopkace fun were therefore used in the findings section to
make sense of the structure of fun in job advertisements. Do these models taken together,
however, offer any insights regarding the structure/control of the discourse of fun in job
advertisements? lyaring the models results in the following integrated model of workplace fun.
Bolton and Houlihan's dichotomy becomes a continuum upon which difiexentplarsof
Chan's and McDowell's categories of ftan beplaced. The greater the degree of organinatio
foci (Chan, 2010) and the greater degree of structuring (MeDo2007), the more packaged

(Bolton and Houlihan2009) the activity becomes. The dimension of Global Fun (McDowell,
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2005) was removed from this model because, as discussed in therbteeataw, it has been
interpreted to be more attitudinal than activity oriented.

Table 4 Organic Verses Packaged Fun

Bolton &
Houlihan | Organic Fun € ----------m-mmmmm oo -> Packaged Fun
(2009)
Chan Socialoriented | Staf-Oriented Supervisor Strategy
(2010) Oriented Oriented
McDowell | Socializing Personal Freedor Celebrating
(2005)
IT Job ¥ Free lunch ¥ Summer hours¥ Talent shows ¥ Social
Advertisem ¥  Goodies Friday¥ Vacation days ¥ Family- Team
ents Fun Days ¥ Flexible oriented eventy  building
¥ Potluck hours/Flex ¥ Gifts ¥ Retreats
lunches time ¥ Christmas ¥ Conferences
¥ Employee Parties
wellness ¥ Scavenger
¥ Dress down hunts
days Causal
weeks
O&G Job ¥ Colleagues are¥ Career
Advertisem|  your friends development
ents ¥ Corporate ¥ Talent
culture of development
having fun ¥ Personal Well
¥ Career being
Progression
¥ Talent
development
¥ Personal
Wellbeing
¥ Social events

The different industries presediffering images of fun to both refletheindustry's
corporate norms and the desired skills and qualities saugjfine employee candidate. As
illustrated in the findings section, the @&ndustry focuses on the team structure of its
worksites. Employees are expected to generita environment as they work closely with

others. Fun within this context is therefanore organic and employdeven.IT employeesare
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presented witla greater number of structured fun activities to create engagement. Both
industriesas reflectedhrough their job advertisements, use fun to structure employee
interaction.

Representatias of fun embedded within job advertisements also serve the function of
managing potential employeesO impression of the firm. The word Ofun® was regularly used to
mitigate a negative aspect of the job. This masking of negative aspects of a job wasmresent
both the IT and O&G industries. OFunO being linked with descriptors suchpasddst
environment@emonstratéow fun is used to downplay more negative/stressful aspects of the
workplace. Representations of fun are presented to cancel out, or dpwhelaegative.

Fun is, therefore, a controlled discourse. Representations of fun are used to create
positive workplace impressions and mask the undesirable. Descriptors of fun embedded within
the ads reveal the degree of organizational control ovexcthaties. There are significant
differences between industries in terms of the degree to which fun is represented within the ads
as well as in terms of how fun is managed within the organization itself in terms of purpose and

structure.
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Fun as a Discouse of Control

Most job ads list the obvious knowledge, skills, attitudes and certifications rdiufre
Osurface qualificatiofsbut many also try to get at the subtler, underlining, OotherO
characteristics. The references to fun in recruitment ads enagdd to weed out certain age
groups, for example. As mentioned earlier, there can be up to four generations of employees
working in the same workplace environment, which suggests all four generations may be looking
at the same job ads. Lamm & Meeks (20f@ind that each generation perceives and values
workplace fun dferently, so this likelyapplesto the recruitment process. If employers promise
Friday beer nights or ski weekends in their recruitment ads, it is reasonable to assume that this
would seve as a disincentive to older, more settled candidates who may have ongoing family
responsibilities. These candidates may meet the Osurface® qualifications, but fail to fit these
OotherO requirements of the corpordtere By extension, the constructiof fun and fun
candidates is highly gendered. Females with children would find it challenging to meet after
work obligations. Other family priorities take precedence over workplace activities. Also, by
attracting individuals with beer it can be seen gsrader specific drink. For example, beer is
associated with men and women are associated with wine.

PersorJob (RJ) and Perse@rganization (FO) theorymay apply here. B fit is defined
as Othe match between an applicant and the requirements fafia jsié2 (KristofBrown,
2000, p. 643). In comparison;®is Othe compatibility between people and organizations that
occurs when at least one entity provides what the other needs, they share similar fundamental
characteristics, or bothO (Kristof, 1996, 45) In other words, OWhereas) Fit is relevant to
an individualOs compatibility with a specific jobQHit pertains to how an individual matches

an organizationOs values, goals, and missionO (Lauver & Hristof, 2001, p. 455). In the
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context d job ads, PJ can be viewed, as the Osurface® qualificationsGuaderthe Ootherd
qualifications.

Research in this area has supported the notion that the more a personOs attributes and
values are in line with the organization the more success thedudi will have, and in turn the
more successful the organization will be. Cable & Judge (1996) found that job €Pe®ers
perceptions predicted the job selection. In addition, their results suggest that there is more
emphasis on® fit than on PJ fit. Furthe research in this area may be beneficialrioovering
more insight intdhow PO and PJfit is used in joladvertisementsnd how it may vary
between industries.

Thus, the types of fun promoted in these job ads may represent a subtle generational
discrimination. By adopting a casual tone (‘cool’ and 'awesome’) and listwagkasocial
activities and aftework gatherings in their ads, the IT industry is signalling its interest in
attracting young, unattached workers with few outside interegtguwt ever having to say so
explicitly. The O&G recruitment ads' more formal tone and emphasis on helping workers
manage the unavoidable disruptions to family life may correspondingly leave the positions more
open to older workers with family responsitiéls. The O&G ad3presentation of fun as
something that emerges spontaneously out of the collegiality of\paatstherefore under the
control of the employee and within the confines of working Héwegher than something
imposed by management and intnglon the employees' off hours, speaks to a more
generationally inclusive workforce.

P-O fit is important, of course, but organizations need to recognize that diversity can also
be important to avoid groupthink. Organizations therefore need to undeitstaingplications

for diversity when recruitment ads reference fun. Owler, Morrison and Plester (2010) looked at
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the assumptions organizations make about Ofun® in the workplace, and their findings are likely to
apply equally to the use of fun in recruitmeds. When employers create job ads which
reference fun they are likely assuming;
¥ All job seekers will interpret references to fun in the same way; job seekers share the
employers' understanding of what constitutes appropriate fun.
¥ A p(_)sitive workplace enronment will occur because people prefer a positive work
environment;
¥ referenceg to workplace fun can easily be inserted into job ads with limited or no
repercussions
These assumptions become more apparent when comparing I'&&dhQustries,
becauseltese industries represent differing views on what constitutes appropriate fun. In O&G,
employers tend to look for experienced (and therefore older) individuals for high level positions.
Consequently, these ads do not use weekend trips, beer days, giftsteesdto lure recruits.
These incentives could be appropriate for an IT organization, leswaarticularly for startups,
where employers may be looking for younger (nmoedleablé workers.
So why do organizations use fun in their job ads? Althowsgially understood in terms
of making the job more attractive by outbidding competing employers in promoting a positive
work environment, closer examination renders this explanation inadequate. If, as is readily
demonstrated in the literature, the interpretation of fun is so broad that it can be interpreted very
differently by potential employees.aisimply inserting the minimum reference to fwecessary
to remain competitive is not a sufficient explanation.
As demonstrated in tHendingssection, one faction of the inclusion of references to a
fun or family-like/family-friendly environment is simply to mask or compensate for negative
aspects of the job. This is again an insufficient explanation, however, because not all potential

candidates will respond in the same way to the vision of fun on offer. The impact of including

fun in these ads is therefore broader and more varied.
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Given that candidates will likely respond differently to different presentations of fun, the
image of fun chosen by the employer is likely strategic and purposeful. The employer is likely to
project that image of fun and family-like/family-friendly policies that most closely reflects that
organization's corporate culture. Organizations naturally look for candidates who are the 'right fit'
with the existing corporate culture. When employees are hired who are not a good fit with the
culture, they can disrupt the organization, resign in frustration, or may even have to be removed.
Such disruptions and turnover represent concrete costs to the organization, and a recruitment
failure. Successful selection is therefore improved if the ad itself can pre-screen applicants by
attracting only those potential employees who not only fit the job requirements (P-J), but also the
corporate culture (P-O).

Given that age, gender, and personality cannot be directly included in a job posting, fun
and family-like/family-friendly policies are used in their place. Fun serves to attract people with
the P-O appropriate characteristics.

Both the IT and @G industries, then, use fun to attract the type of individual who will
fit into their respective cultures, while alienating those thought not a good fit.

Family

The more organizations blur the line between work and family, the more demands there
are on the employees, and the more work-family conflicts (WFC) and famikwork conflicts
(FWC) will likely arise. As a result, organizations may seek to recruit employees based on their
ability to accept the organization's definition of work/family éimereforecreatgob ads hat
reflect this preferenc&he IT industry uses trips andfun events! birthdays (work)
anniversarie thatmight normallybe celebrateth a familycontextas a way to attract potential

employees. By the same token, such ads are likely to tdieaadidates with children or other
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responsibilities outside workpr whomsuch trips on family time would henacceptable.

Corporationsare limited by what they can ask for in job afgecifying marital status,
age, gender, and so on would make disicration against other jequalified candidates too
explicit. The addition of fun to recruiting ads, on the other handpmplishes the same end
without the appearance of unfair discrimination. Indeed, it becomes the appteargisn not
to applyfor aposition where the work environment is depicted as one they would find unsuitable,
rather than the employer's decision not to hire.

Thisinjectionof fun into job ads is not arbitrary. It is a strateior theO&G industry,
claims of flexibility and gun work environment seem to contradiog actual working
conditions specified, smanagemertias seenthevalueof using OIM to mask the negative
aspects othe work. Further, even granting that the work and working conditions may be
undesirable, recrtihent ads can still claim that the work environnhetite collegiality of the
team and firrl can still be funcanstill be a positive.

In the IT industry the use of fun has become normagéilreost mandatory; firms compete
to recruit the best aratightestby promising the best packaged fdmere may, however, be
more going on than simple competition for job candidates.

Offering concierge services, as Google does for example, not only implies a level of
luxury and indulgence that out bids competitors, b& arovides the supports one might
otherwise expect from one's family. Thianizatiordepics servicessuchaspicking up the
employee's dry cleaning as famfiyendly or as enhancing the employee's lifesiyleecause it
freestheemployee from choresdhmight otherwise consume personal tifilee question then
becomes, does the employee actually benefit frortinieethusfreed up, or does this merely

allow the organizatioto raise expectations tie employee? In an industry where few workers
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are paicby the houl but are evaluated instead on their ability to finish projects to deadline,
whatever that takésone ca be excused for suspecting managementeayorking on the
assumption thahetime-savedwill accrue toan organizatiomather than to themployee.

Similarly, the work demographic most likely to benefit from fun perks are young, single,
white males without responsibilities outside of work. Making work ac®itained family
where the team is the focus not onlypodduction, butlsoof play and emotional support,iols
the worker more tightly to the firm, amday allow work to more effectively colonize personal
hours. Socializing with peers and supervisors not only builds team spirit, but allows workers
additional networking opportunitig¢s discuss work task solutions, and to gain direct, immediate
access tohesupervisor's ear. Although beyond the scope of the current study, the question
certainly arises whether the afwork fun activities depicted in recruitment adetruly after
work, or merely an extension wfork.

Thisis notto say that wonglace fun is nobeneficialor enjoyable. On the contrary,
workplace fun has many benefits as discussed earlier. It should not be overlooked that
organizations have a bottom line that needset met. The use of fun in job amsa strategic tool
to increase profitabilitys entirely appropriatédDeconstructing these ads, however, does allow
one to identify issues to provide a more balanced portrait of the use and misuse of fun in

recruitmentads.
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CHAPTER 8: CONCLUSION
Contribution to Theory

The purpose of this study was to see lomwwas represented in job ad#is study
illustrateshow thediscourseof fun and its strategic usa recruitment ads varies between
industries The consistentifferences between IT and O&G definitions and depictions of fun in
recruitment ads demonstrates the importance of contextualizing any study of fun in the
workplace within the studied organization's particular sector or industry. Structural differences
between industries likely dictate differing labour needs, corporate cultures, and therefore
definitions and implementations of fun within the workpla@ech structural differences have
previously been largely overlooked in the literature, with authors irigigeneralizability to all
workplaceswhen findings likely only applietb the sector(s) included inatstudy.

The discourse of entrepreneurship digémarkedly between the Bind O&Gsectos. In
the IT sector, recruitment ads conveyed the expent#ietindividual workers were to
demonstrate initiativeutside of their team and work group. In &G sector by contrast,
entrepreneurship wads be exressed through the achievements of the #&l#mough beyond the
scope of the current study, thisaagraises the question of whether understandings of
entrepreneurship, like fun, vary by industry and sector.

On the other handhoth industries appeared to incorporateifujpb ads as one element
of a strategi®©rganizationAlmpressiorManagement tottact applicants that would not only
meet job requirements but also fit irte existing corporate cultureh& inclusion of fun in IT
ads likely served to discourage applications from those with commign(®uch as family
obligations) outside of worki.he provision of fun activities outside work hours likely allows the

IT sector to increase the colonization of meork hours.On the other handhe depiction of fun
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in O&G ads likely permitted applitians from an older demographownplaying the alrety

heavy and explicit time commitments required of employees in this skctmrth industries,
references to fun, flexibility and fam#yiendly work-environments oftemaskeda lack of

flexibility, predictability, undesirable job characteristics, &achily-unfriendly policies

Recruitment ads therefore use fun in a strategic effortgdar@zational Impressiollanagement,

a confirmation of the application of OIM to recruitment ads and a logical extension of the work
of Avery & McKay (2006).

A new typdogy was created by addir@plton & HoulihanOs (2009prganic¢ versus
"packagetifun categoriego the pre-existing typologie®f fun by McDowell (2005) and Chan
(2010).The typology identifies the degree to which fun is a function of managerial control:
packaged fun, representing adies defined, initiated, and dictated to workers by management;
verses organic fun, velneinfun emerges spontaneously from within the collegialitthefivork
enviornment. Packaged fun may represent a higlgree of margerial controj organic fun is
workerinitiated or worketcontrolled. Using the Chan, McDowell, and Bolton & Houlihan
models to examine illustrative examples of specific activities and benefits from job ads (Table 3)
demonstrates that there is a continwafrpackaged to organic fun, reflective of a continuum of
managerial/employee control.

This study contributes tine body of knowledgen the area of workplace fuit
demonstrates that fun has extended beyond theeadffio the recruitment process. Irddibn, it
illuminated some negative aspeat$un and the parit plays incontrolling employees and

discrimination.
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Limitations

First, data wasollected fromwo popular jobposting websitesAlthough such sites are
widely used by employers, it igsible that some firms may prefer more traditional posting
methods (newspapers, industry newsletters) and that this could have biased the sample. One
could speculate that online job forums are more likely to appeal to IT managers (who are by
definition immersed in online culture) than O&G managers (who may be perpetuating more
traditional habits of recruitment) and that this could have influenced the results. The finding that
the O&G sector was more formal in its wording of ads, more restrictive in isnalséefinition
of fun, andmore likely to use fun to mask the negatives of the job and working conditions,
however, suggests that it is unlikely that a firm too conservative to post on online employment
sites would turn out to be more radical than thas&ided in the sample.

Secondthis study was limited to what waspresented in the job gaghich maynot
reflect the actual characteristicstbé jobor workplace.Recruitmenids ardikely to be a
strategically worded, carefully managed impressionoev anorganizationwishes to present
itself. Although an organization's sathage may be highly revealing, it is important to keep in
mind thatstatements abounharganization'sun work environment represent claims, not facts
verifiable by the reseaher.

Third, the currenstudyhad no way to take intaccount theviews ofajob applicant
Recruitment ads necessarily represent the views of management, and any discussion of candidate
response is necessarily speculative. Nevertheless, it is reasttnabéeime the adampled
represent a successful format, or presumtigdy wouldhaveevolved in some other direction as
earlier ads failed to attract sufficient candidBtes, conversely, attracted too many of the wrong

candidatesBut deconstructing thads can only suggest which demographic may be attracted or
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repelled by the specific categories of fun depicted; there is no way to me&suoe how many
read the ads, what percentage responded, and who did not and why.

Fourth, discourse analysis is Bgsarily subjectivahe themes of this study were based
on interpretationsecessarilynfluenced bymy comprehension dhe literatureand
interpretation of the data

Neverthelesshie job ads selected were compared to previous reseagagedhe
relevance and validity of the studyhemesaturally emerged using Miles and Huberman (1994,
p. 87-89) guidelines for discourse analysis, which | followed rigorougtgthemes were
consistenamong jobs adwithin the sample@ndacrossoth jobpostingwebstes Although not
generalizabldeyond the two industries examined without further rese#irethemes discussed
providereasonable grounds pursue thatuture research.

Further Research

First, although there has been some research addressing thet admpeeckaged verses
organic fun (Stromberg & Karlsson, 2009), the area remains wnesearched. The current study
clearly demonstrates the need to explore the differences in packaged verses organic approaches
to fun across different industries and sextdlthough it is tempting to speculate on how the
nature of the work performed in the IT and O&G sectors shaped their differing approaches to fun,
further research is needed to demonstrate the connection between sector charactetisécs and
interpretaibn and adoption of fun in the workplace.

Secondit would be beneficial to extend beyond the organiz&tiparspective on
workplace fun and delve into employegsrceptions. It can be argued that fun in jobs ads is a
form of contro] howeverworkers mg have no objections t@ Ofunéhvironmentand accept

control as inevitable and appropriai® quote Becker (2012, p. 67).for employees, an
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exciting and enjoyable work experience is far preferable to a dull and onerous work experienceO
Tracking anndividual through the process of job selection, hiring and training would help to
illuminateif the fun depicted in job ads is an accuraeresentation dhe workplaceorif OIM
is merelya mask foundesirable work environments and manageoakrol This in turn would
help illuminate the benefits of fun in the workplace, and perhaps the differing perspecjokes of
applicant, employees and management

Third, this leads back to the questions posed by Owler, Morrison and Plester
(2010) "What are # differences between intrinsic and extrinsically motived fun?" and
"What workplace conditions make it possible for fun to naturally occur at work?" (p.
329). It would therefore besefulto applythe typologies suggestedtims study to other
industriesto help improve OIMrecruitment processgand work environmentgpecific

to other industries
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