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Abstract
Purpose – This study aims to research the job search journey of Portuguese Millennials. A job search
journey is defined as the contact points between organisations and candidates throughout the job search
process and the flow of this journey.
Design/methodology/approach – Data were collected through in-depth, semi-structured interviews
with 13 individuals.
Findings – This paper shows that the contact points established by individuals during the first stage of
their job search influence the subsequent contact points chosen to gather information about the organisation
and also the journey undertaken up until the decision is made to apply for the job.
Originality/value – This research intends to contribute to the existing literature in two ways: it proposes a
new concept which is designated the job search journey, and it maps out the job search journey of Portuguese
Millennials.
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1. Introduction
As a large number of communication channels are now readily available, both the attraction
of new candidates by companies and the search for employment by candidates can be
carried out in different ways. The internet has increased the number of possible activities
that an individual can utilise for their job search (Bae & Mowbray, 2019), and consequently,
it has expanded the number of recruitment activities available for organisations. Both this
heterogeneity of communication channels and the relatively easy access to information help
simplify the decision-making process for candidates; however, they give rise to increased
difficulties for organisations (Wolny & Charoensuksai, 2014). For this reason, it is
increasingly important for companies to understand this search process well to enable them
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to position themselves and be able to capture candidates’ attention effectively (Backhaus &
Tikoo, 2004; Howardson& Behrend, 2014).

To create job awareness and attract (the right) candidates, there must be congruence
between job search and organisations’ recruitment activities (Acikgoz, 2018; Uggerslev,
Fassina, & Kraichy, 2012). When there is a lack of fit between the recruitment channels used
by individuals to search for a job and those used by organisations to search for candidates,
the outcome of the activities of both individuals and organisations tends to be ineffective in
creating “job awareness” for the right candidates.

Based on past research, Acikgoz (2018) posits that job seekers’ characteristics can
influence the type of job search activities that they carry out. This assertion is supported by
various empirical studies. For example, the results of a meta-analysis by Kanfer, Wanberg,
and Kantrowitz (2001) show that individual-level variables, such as personality, self-
efficacy, needs, and social support are significantly related to job search behaviour. Another
study by Newman and Lyon (2009) shows that demographic variables, such as age, gender
or location can influence the sources which job seekers use when searching for a job. One
individual factor which is also likely to influence the type of job search activities carried out
by job seekers is the generational group to which the individual belongs. In fact, past studies
have shown that generations differ in several work-related aspects, such as their
personalities, work values, work attitudes, teamwork and leadership preferences, career
patterns, and work-life balance (Lyons &Kuron, 2014).

The idea that generations are different is controversial. Two main arguments are
presented by human resource management researchers. The first is that, generalisations
about generations are difficult, due to the fact that the evidence available is fractured and
contradictory (Lyons & Kuron, 2014). Secondly, it is hard to separate generational effects
from age-related dynamics (Lyons & Kuron, 2014; Rudolph, Rauvola, & Zacher, 2018).
However, despite these challenges, Lyons and Kuron (2014), in their critical review of past
empirical studies, contend that generational differences are robust.

Thus, the purpose of this study is to specifically understand the route that the candidates
of the Portuguese Millennial generation follow, and the communication channels that they
use – from the moment that they recognise that they have to search for a job, up until they
receive a response regarding whether they have been selected, or not. By doing so, this study
proposes a new concept which is designated the “job search journey”. The concept of the job
search journey aims to describe the various contact points that exist between candidates and
companies throughout the job search process. The proposed concept is inspired by the field
of marketing and consumer behaviour, where the term “customer journey” or “buyer
journey” is used to describe the various points of contact between companies and customers
throughout the purchasing decision process (Rosenbaum, Otalora, & Ramírez, 2017). Just as
clients partake in a series of interactions with brands and engage in a process of gathering
information which helps themmake a purchasing decision, job candidates are also subject to
a series of interactions involving several contact points with the organisations where they
collect information that is required to enable them to submit their application and eventually
accept a job offer.

The primary use of a job search journey is to help organisations achieve a fit between job
search and the organisation’s recruitment activities, which, as mentioned above, is very
important for a successful recruitment strategy. Additionally, a job search journey can
result in recruitment companies improving applicants’ experience at the various contact
points throughout their job search process.

The choice of the Millennials generation is due to the fact that this generation is considered
to be a very attractive potential market for organisations (Kotler &Armstrong, 2018). Indeed, in
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the USA alone, Millennials comprise approximately 83 million people, and, by 2025, this
generation is estimated to represent three-quarters of the global workforce (EY, 2015).

To map the job search journey of the Portuguese Millennial generation, this study uses
the job search stages identified by Acikgoz (2018):

� job search activities and job awareness;
� information collection;
� evaluation and shortlist of possible jobs;
� application’ intention and applications;
� persuasion; and
� outcomes.

With this research, we hope to contribute to the human resources management literature in
twoways:

(1) We address the call for more research on individual characteristics which can
influence candidates’ job search strategies.

(2) We propose a new concept – the ‘job search journey’ – to refine our knowledge of
the job search strategies of job seekers.

2. Job search process and the points of contact between candidates and the
organisation
The job search process determines the set of alternatives and the job opportunities for which
an individual may choose to apply for, as well as the quantity and type of information that
can be used in decision making (Barber, Daly, Giannantonio, & Phillips, 1994). Candidates
select their methods and communication channels by taking into consideration their
suitability to their needs (Wolny & Charoensuksai, 2014) and accordingly select the best job
search strategies and communication channels used by organisations to disseminate their
job offers (Weber &Mahringer, 2008).

Based on an extensive review of the literature, Acikgoz (2018) proposes an integrated
model for job search and the recruitment of new employees, which serves as the basis for the
following sections of our literature review.

2.1 Job search activities and job awareness
During the search phase, candidates realise that they need to start their job search and
subsequently carry out a set of actions with the objective of identifying opportunities in the
job market (Acikgoz, 2018). Awareness occurs when individuals and organisations become
conscious of each other’s existence and corresponds to the time at which candidates become
aware of a particular company or job vacancy. According to Acikgoz (2018), in order for this
knowledge to take place, there must be convergence between the channels preferred by
candidates for their job search and the channels used by the companies to communicate a
particular job vacancy or its employer brand.

Social media networks provide organisations with increased visibility of their offer of job
vacancies and enable them to reach more qualified candidates (Prajapati, 2016). In Jansson’s
(2016) study of the Millennials generation regarding job search, LinkedIn emerged as the
preferred social media platform, due to the current relevance of this social network and the
number of job opportunities it provides. Candidates also visit websites fairly frequency of
companies about which they have some knowledge and an interest in working for. Those
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who are more likely to directly consult organisations’ websites tend to have a more or less
clear idea of where they want to work (Acikgoz & Bergman, 2016). According to Acikgoz
and Bergman (2016), organisations need to focus more on the use of job placement websites
at an early stage during the recruitment and selection process, as this medium plays an
important role in the search for offers by candidates.

State-run employment centres continue to be a popular method for looking for work
amongst Millennials (Bae & Mowbray, 2019). In the study by Addison and Portugal (2002),
consulting public employment centres was the most frequent method used, followed by
resorting to personal contacts and direct contact with the employer. Furthermore, Corcoran,
Datcher, and Duncan (1980) concluded that a large number of candidates become aware of
their current job through personal contacts.

Educational institutions often create career departments, with the aim of inserting young
people into the job market, assuming the responsibility for the professional allocation of
their students. The role of these career departments is to provide students or recent
graduates with both information regarding job vacancies and resources and advice for their
students in their quest to become better professionals, and also to encourage the
development of activities that will bring these potential candidates closer to the job market –
by organising job fairs, for example. Companies target new talent which is about to enter the
job market at job fairs by publicising job opportunities, which has a positive impact on both
organisations and candidates (Beam, 2016).

2.2 Information collection
The information collection phase occurs after the candidate has recognised the opportunities
available in the job market – based on matching the needs and desires of both the candidate
and the organisation. That is to say, as candidates proceed to search for detailed information
about previously encountered opportunities, their perception of the similarity or
dissimilarity with their desired goal influences whether they become attracted to the
potential job and the organisation and if they subsequently intend to apply for the position
(Acikgoz, 2018).

It is at this stage that it is expected that candidates use other types of channels to obtain
more detailed information about each of the identified job opportunities (Acikgoz &
Bergman, 2016). According to these authors, similar to their search activities, candidates
may resort to using tools such as social media networks and institutional websites to search
for more information. However, the form and the intention with which these digital media
are used differ. In the study by Acikgoz and Bergman (2016) regarding the use of different
social media networks in recruitment and selection, it was found that although only a small
proportion of the respondents used Facebook during the search phase of looking for job
opportunities, the use of this social media network increased during the information
collection phase. In the case of LinkedIn, the majority of respondents claimed to use this
network to encounter job opportunities, although only a small percentage of them used it to
gather further detailed information. Social media networks can still be a potential source of
information for candidates when they come in contact with employees who are currently
working for an organisation that they would like to work for (Acikgoz & Bergman, 2016). In
addition, company websites also provide up-to-date and complete information and are a
very useful channel for this information-collecting phase (Acikgoz & Bergman, 2016).

The use of online review websites (e.g. Glassdoor.com) is a recent practice, which allows
candidates and current and former employees to exchange views about the selection
process, compensation package, and the benefits offered by companies.
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University-organised job fairs provide candidates with the opportunity to have close
contact with various organisations simultaneously and to be able to obtain information
regarding the various aspects of these organisations’ professional activity (Beam, 2016).
Furthermore, job fairs allow candidates to gain a comprehensive view of the prevailing
trends in the job market (Beam, 2016).

2.3 Evaluation and shortlist of possible jobs, application’ intention, applications, persuasion,
and outcomes
After having collected information regarding the aspects that characterise the organisation
and the position for which they are applying, candidates then evaluate the strong and weak
points of each of the options, based on the information that they have previously collected
(Acikgoz, 2018). Candidates only evaluate and weigh their options at this stage, deciding
later on whether to include them in a shortlist of possible jobs. This shortlist consists of a list
of vacancies or organisations for which the candidate intends to apply. It is this list that is
the basis for deciding whether to formalise an interest in working for the organisation, or
not.

In Jansson’s (2016) study of the Millennials generation, in the cases when only one
intention is decided on during the pre-application phase, it was concluded that it was at this
point that some candidates would like to receive a contact from the organisation, to have an
opportunity to gather more information about the position to which they might apply.
Furthermore, in the same study, it was verified that, after submitting a job application,
candidates expect to receive a confirmation of receipt of their application from the company,
with electronic mail being the preferred channel for this type of contact.

The selection stages of potential candidates follow the submission of a job application by
interested candidates (Acikgoz, 2018). This stage is usually comprised of interviews, tests,
and examinations, all of which are crucial for attracting talent, as they provide candidates
with the opportunity to gather first-hand information regarding the potential future
workplace (Acikgoz, 2018). In the study by Jansson (2016), respondents indicated that it
would be useful to be contacted by a company employee during the recruitment and
selection process, to clarify any doubts.

Nowadays, it is common for psychometric tests and online assessments to be an integral
part of the recruitment and selection processes of companies. The adoption of this strategy
by companies is seen by the candidates to be preferable to a face-to-face test or interview
(Jansson, 2016). With regards video interviews, when asked about their preference for a face-
to-face interview or one via Skype, candidates preferred the former (Jansson, 2016).

The outcome phase refers to the determination and communication of the final result
after having carried out the selection process. Candidates expect to receive feedback
regarding their performance from the organisation after the final selection tests have been
carried out, be it positive or negative (Jansson, 2016). It is important for organisations to
establish this contact, for if they do not do so, they may not only lose a qualified candidate to
the competition, but they might also run the risk of damaging the image of the company
(Smith & Rupp, 2004).

Although the phases of applications’ intention, application, persuasion and outcomes are
beyond the control of candidates in terms of their choice of interaction and communication
channels with the company, it was decided to include these factors in our review of the
literature and also in the interview script, bearing in mind the exploratory nature of this
study. Figure 1 presents a summary of the communication channels most used by
Millennials at each stage of the job search process. The various stages of the job search
process are listed in the upper part of the figure, in accordance with the Acikgoz (2018)
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model. The dashed boxes represent sub-phases of the job search process, as identified in the
research of Acikgoz (2018) and Jansson (2016). Continuous-line boxes represent possible
points of contact between candidates and organisations, whilst oval figures represent
examples of communication channels.

3. Methodology
This study used a qualitative research design, based on the use of interviews as a data-
collection technique. The study is exploratory and is aimed at understanding the meanings
attributed by the interviewees and their relationships (Saunders, Lewis, & Thornhill, 2016).
Accordingly, it is not possible to make any generalisation regarding the Portuguese
Millennials generation.

There is no consensus in the literature regarding the age group of the population to
which the Millennials generation belongs (Ng & Johnson, 2015; Doster, 2013). Typically,
the Millennials, who are also known as “Generation Y” or “GenY”, are the generational
cohort born between the early 1980s and the mid-1990s to 2000 (Rudolph, Rauvola, &
Zacher, 2018). In this research, the study’s population were all individuals of the
Millennial generation, of age 19–36 (Twenge, Campbell, Hoffman, & Lance, 2010), who
were currently residing in Portugal, and who were either looking for a job at the time, or
had carried out a job search process during the last two years (Table 1). Following
Weiss’s (1994) strategy of maximising the coverage of respondents, we sought to obtain a
sample that was as diversified as possible in terms of gender, level of education, and
employment status. The convenience sample is composed of 13 individuals, 9 females
and 4 males, aged between 21 and 26 years. The distribution of the highest level of
completed schooling of the respondents ranges from secondary education (three
respondents), bachelors (seven respondents) and masters (three respondents). Their
employment situation varies from student-worker attending a trainee programme (four
respondents), part-time student-worker (one respondent), full-time student-worker (one
respondent), employed (six respondents) and job-seeking student (one respondent). All

Figure 1.
Summary of
Millennials’most
commonly used
contact points at each
stage of the job
search process
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Name Sociodemographic data

Interviewee 1 Age: 23 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment status: student worker attending a trainee programme
Education: Bachelors in Management, and enrolled in the Masters in Marketing

Interviewee 2 Age: 24 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment status: student worker attending a trainee programme
Education: Bachelors in Management, and enrolled in the Masters in Economics

Interviewee 3 Age: 23 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment Status: employed
Education: Bachelors in Management, and enrolled in the Masters in Marketing

Interviewee 4 Age: 23 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment Status: employed
Education: Masters in Management, with specialisation in International Business
Strategy

Interviewee 5 Age: 24 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment Status: employed
Education: Masters in Finance

Interviewee 6 Age: 23 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment status: student worker attending a trainee programme
Education: Bachelors in Human Resources Management, and enrolled in the Masters
in Human Resources Management

Interviewee 7 Age: 26 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment status: part-time student-worker
Education: Enrolled in the Bachelors in Management

Interviewee 8 Age: 23 years old
Nationality: Portuguese
Area of residence: Funchal
Employment status: employed
Education: High School diploma

Interviewee 9 Age: 21 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment Status: employed
Education: High School diploma

Interviewee 10 Age: 23 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment status: student worker attending a trainee programme Education:
Bachelors in Management, and enrolled in the Masters in Marketing

(continued )
Table 1.

Sample description
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respondents resided in the Lisbon area of Portugal at the time of the study, except for one,
who lived in Funchal, Madeira.

The interview questions (available upon request to the authors) were chosen based on the
literature review. The second author carried out all the interviews, which thus avoided
variance between interviewers due to differences in experience and the method of
conducting the interview. All respondents signed an informed consent form, which
explained the scope and objectives of the study and assured them the confidentiality and
anonymity of the information collected, and clarified that no benefits were to be granted for
participating in the study. The interviews lasted between 30 and 90min and were recorded
and transcribed.

Respondents were asked to present and requested their socio-demographic information.
All the interviewees were asked the same open questions, in accordance with the interview
script (Appendix 1). The questions were divided into six blocks, in line with the Acikgoz
(2018) model, namely:

(1) job search activities and job awareness;
(2) information collection;
(3) evaluation and shortlist of possible jobs;
(4) application’ intention and applications;
(5) persuasion; and
(6) outcomes.

Each phase was described in full to the interviewees. For each phase, the respondents were
asked about:

� the sources and information channels used;
� the reasons for their use; and
� the interactions that they have had with organisations throughout their job

searches.

Name Sociodemographic data

Interviewee 11 Age: 24 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment status: full-time student-worker
Education: Bachelors in Communication, and enrolled in the Masters in Marketing

Interviewee 12 Age: 24 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment Status: employed
Education: Masters in Human Resource Development Policies

Interviewee 13 Age: 24 years old
Nationality: Portuguese
Area of residence: Lisbon
Employment Status: job-seeking student
Education: Bachelors in Management, and enrolled in the Masters in MarketingTable 1.
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Following a directed approach to qualitative content analysis (Lune & Berg, 2017), all
comments (where applicable) were categorised according to the theoretical framework of
Acikgoz (2018). The coding of the comments followed the tripartite process suggested by
Richards (2015) of descriptive, by topic, and analytical coding. All comments were selected
and grouped into “themes” which reflect the meaning attributed by the respondents
(Appendix 2).

4. Presentation of the results
Job search activities and job awareness: during the interviews, all respondents said that they
used social media networks as a search tool for job opportunities. The main reason why
social media networks are used so much at this stage is because this medium can condense
numerous job vacancies of several organisations into one place, while simultaneously
providing easy contact with each of the organisations.

The social media network of choice for identifying job opportunities was LinkedIn,
which was used by 11 of the 13 respondents. One respondent said that his search was
essentially conducted through LinkedIn – which provides a broader view of all the
opportunities available in the market, more quickly. [. . .] “as it is a tool which ends up
showing the same offers that are on a company’s own website” (Interviewee 2, 24 years old,
Bachelors graduate). Contrary to this idea that LinkedIn is the best tool to look for a job,
Interviewee 1 (a 23 years old Bachelors graduate) stated that, despite using LinkedIn to
search for jobs, this social media network. [. . .] “ends up having many vacancies which are a
bit dubious and starts to be an impractical platform to look for a job, as many vacancies are
posted, too many of which are vacancies at anonymous companies – which makes the
search confusing”. Facebook is also one of the networks mentioned, although it is used less
frequently for this purpose, having only been used by four of the respondents (31 per cent).

Company websites is the second-most-used method in this stage, which was mentioned
by 12 of the 13 respondents. Interviewee 2 (24 years old, Bachelors graduate) says that. [. . .]
“as these were companies that knew that they are recognised as being good companies to
work for (. . .) as I knew the name of these companies, I decided to look for them directly.”

Seven respondents (54 per cent) mentioned that employment websites were used at this
stage. This channel is often associated with its advantage of being a way of getting to know
a large number of vacancies simultaneously. However, respondents report some
disadvantages of using this medium: such as the fact that there is often no specific
information about who the employer is, neither the requirements being sought, and also the
fact that many websites do not offer the option of filtering the search by education area,
which makes the experience less friendly.

Personal contacts play an important role in identifying employment opportunities and
were used by 10 of the 13 respondents. Several respondents, such as Interviewee 5 (24 years
old, Masters graduate), report that “I frequently ask whether there are job vacancies [. . .]”.

The services of higher education institutions’ career departments are used by 10
respondents (77 per cent of the respondents). In the perspective of Interviewee 2 (24 years
old, Bachelors graduate), this method is useful. [. . .] “to bring together companies, faculties,
and students – as it is a way for faculties to gain recognition by their students and
companies as well, and also to improve the communication of their course offer and their
recruitment, respectively.”

Information collection: social media networks are mentioned by 7 of the 13 respondents
as having been used at this stage, with a preference for LinkedIn (4 respondents) and
Facebook (2 respondents). The respondents say that when they use social media networks to
gather information about organisations, they mainly try to find out how many employees

Job search
journey of
Portuguese
Millennials

61



the organisation has, who these employees are, and what actions they routinely carry out
with the objective of dynamising the company.

With regards the topic of social media networks, we asked whether the respondents
followed the pages of organisations in social media networks that are explicitly dedicated to
attracting talent – to which 8 of the 13 respondents responded positively. Respondents
consult such pages in the hope of: “[. . .] finding out whether job vacancies are available”
(Interviewee 1, 23 year old, Bachelors graduate); finding information about “[. . .] events that
have to do with employees and news about new things that they do [. . .] whether they win
prizes” (Interviewee 3, 23 years old, Bachelors graduate), and “[. . .] reading the testimonies
of young people who have just started talking about their experience” (Interviewee 4,
23 years old, Masters graduate). For this purpose, Facebook (used by 6 respondents) was
revealed to have a higher success rate than LinkedIn (used by 5 respondents).

Consulting employee reviews of organisations on the various digital platforms was not
mentioned by any of the respondents. However, one of the respondents, Interviewee 13
(24 years old, Bachelors graduate), referred to using customer reviews at this stage of the job
search process, because she “does not want to work for a company that mistreats its clients”.

Job fairs are infrequently used as a channel at this stage of information gathering, and
were only mentioned by 2 of the 13 respondents. However, for those respondents who
mention having used it, they were satisfied with the amount of information capacity that
this tool enabled them to collect [. . .] “job fairs are good – because people are there who can
explain”, Interviewee 6 (23 years old, Bachelors graduate).

Evaluation and shortlist of possible jobs: evaluation by candidates who comprise the
sample population was shown to be continuous and individual for each vacancy. That is to
say, candidates identify the vacancies, collect information about them, and simultaneously
evaluate the data that they collect – applying it immediately if the vacancy is in their
interest. Out of the 13, 10 respondents described that they had carried out a continuous
evaluation throughout all the phases, rather than just dedicating a specific phase to this
evaluation [. . .] “when I see a vacancy, I evaluate whether to put myself forward as a
candidate, or not. I do not make a comparison, as [. . .] I may then throw away an
opportunity if I assume that another job is going to be better, and then it may not even be
so.” (Interviewee 4, 23 years old, Masters graduate).

Regarding the preparation of a shortlist of possible job opportunities, only one
respondent claims to have done this, although this respondent’s list was not prepared as an
evaluation and comparison of vacancies, but rather for the pupose of the organisation and
planning of application deadlines. [. . .] “I literally wrote a list of possible vacancies to which
I could apply, even though certain vacancies were not yet open on that specific date,
although they would open soon” (Interviewee 10, 23 years old, Bachelors graduate).

Application’s intention and applications: The vast majority (10 of the 13 respondents)
consider it important that organisations display willingness to clarify doubts before
candidates submit their application. According to Interviewee 12 (24 years old, Masters
graduate), this contact is important [. . .] “to understand whether or not we identify with the
vacancy and if it meets our expectations – as this also saves the company time in
recruitment, because they can manage expectations better.” With regards, the preferred
channel for making this type of contact, email and telephone were the most common – with
both beingmentioned by 5 respondents.

Once the application has been submitted by the respondents, which is mainly carried out
on companies’ websites, or by using company e-mails, the candidates prefer to utilise
platforms or contacts which are directly related with the companies, rather than use
intermediaries – such as employment websites – where often the route of the application
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process is unknown. The submission of an application through a company website is mainly
done through the filling out of application forms which are available online. [. . .] “these were
mostly platforms of this kind, where you had several fields to fill in, and where you had the
chance to attach your curriculum” (Interviewee 6, 23 years old, Bachelors graduate) – or by
creating profiles within the websites themselves [. . .] “PwC, EY, and Daimler all make you
create a profile inside their page, where you can place all of your documents – all your
information, and thus they have access to your information directly on their page”
(Interviewee 5, 24 years old, Masters graduate). The tendency is thus for this contact to be
made by digital means.

Nine respondents report having received an e-mail from organisations confirming receipt
of their application – for at least one of the job search processes that they have experienced.
The vast majority (8 respondents) affirm that even though it is automatic, they find this
contact to be useful, as they can see whether their application has been effectively
submitted. With regarding how this contact should be made, more than half of the
respondents (7) who consider this information to be advantageous prefer to receive the
information by email.

Persuasion:The vast majority of respondents (12) affirm that it is useful for companies to
get in contact during the recruitment and selection process, to clarify any doubts that may
arise during the selection tests. The preference is for this contact to be made by telephone
(mentioned by 6 respondents), followed by e-mail (mentioned by 5 respondents). The reason
given for the need for the contact to be made by telephone is mainly the creation of greater
proximity. According to Interviewee 2 (24 years old, Bachelors graduate), in the case of an
email [. . .] “this creates a certain distance and does not allow for such a good connection.”
Those who prefer to be contacted by e-mail say that this helps keep the process more
professional and, according to Interviewee 3 (23 years old, Bachelors graduate), a telephone
call would be [. . .] “too intrusive”.

All respondents stated that the selection stages allow them to gather important
information about the company they are applying for, especially if this selection is carried
out in person. The contact that is had with the employers throughout the selection stages
allows the candidates to collect information which otherwise would not be possible to
collect. For this stage involves much more than just searching for information on the
organisation’s digital channels – for it represents an opportunity to briefly experience
getting to know the organisation’s environment. According to the respondents, this contact
can even make them change their minds about wanting to work in a specific place, as stated
by Interviewee 3 (23 years old, Bachelors graduate) [. . .] “we do not take long to gain a
perception of a place – we soon have a perception of the people who work there, at least of
their face when they are working which shows whether they are content, or not; we gain a
different impression of the place andwe can imagine ourselves working there, or not”.

Regarding the holding of interviews, the preference is for it to be carried out in person,
with 12 of the respondents sharing the opinion of Interviewee 12 (24 years old, Masters
graduate), who said that in this way the interview [. . .] “allows us to know better the
opportunity itself and also enables us to get to know each other better and to create more
empathy with the recruiter”. Resorting to digital contact to carry out an interview is seen by
the respondents to be impersonal and does not permit a true understanding of each party.

Outcomes: the vast majority of the respondents (10 of the 13) replied that when they are
selected, they like this result to be transmitted in a more individual and personalised way.
Their preference is for a telephone call [. . .] “I think it makes more sense to inform the
candidate by a telephone call, as this is the potential start of a closer and more personal
contact with someone from the company” (Interviewee 1, 23 years old, Bachelors graduate).
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In the opinion of all the respondents, when candidates are not selected, it is expected
that, at least, this information be transmitted to the candidate. However, according to
the respondents, the tendency is for companies to simply not get back in touch with the
unselected candidates. In the opinion of the respondents, this information should be
transmitted by e-mail (8 respondents), or by telephone (3 respondents). In addition,
more than half of respondents said they would welcome feedback from the company as
to why they were not selected, and how they could improve [. . .] “I think it is always
beneficial for the person to know why it did not go well, what happened, and why the
company made that decision” (Interviewee 2, 24 years old, Bachelors graduate). The
communication of not being selected and the way that this is done is extremely
important from the viewpoint of the candidate, and, according to 12 of the 13
respondents, this can even influence the cadidatés future interest in re-applying to the
company, because [. . .] hx201C;if the company does not say anything when people are
selected for the job, people soon get the idea that the company does not have any
consideration for its employees.” (Interviewee 3, 23 years old, Bachelors graduate).

5. Discussion of results and conclusions
The main objective of this study is to map the route and communication channels used by
the Millennial generation in the job search process. In response to this objective, the “job
search journey” (Figure 2) is presented for the PortugueseMillennial generation.

Figure 2 illustrates that during carrying out job search and job awareness activities, the
first point of contact with the organisation that is chosen by respondents tends to influence
their subsequent contact points. For example, on one hand, those respondents who, during
the first stage of their job search, identify employment opportunities on social network sites,
on employment websites, or through higher education institutions, follow one of two routes:
the immediate submission of their application, when they already know the organisation, or
a search for the company in search engines, if they do not know the organisation, which
leads to visiting the company website to gather information about the company’s activity –
to enable them to decide whether to submit their application, or not. On the other hand, those
respondents who use their personal contacts as a source of knowledge of employment
opportunities follow one of two alernative routes:

Figure 2.
Job search journey for
Portuguese
Millennials
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(1) If they already know the organisation, they submit their application immediately.
(2) If they do not know the company in question, then they make use of their personal

contacts who work for the company and/or who informed them of the job
opportunity, to know more about the organisation prior to submitting their
application.

Finally, those individuals who find employment opportunities through companies’ websites
tend to decide on the spur of the moment whether to submit their application, or not – as
they tend to only directly visit websites of companies where they could see themselves
working.

During the information collection stage, in cases where job vacancies are not found on
social network sites or through personal contacts, and when candidates do not know the
organisation, respondents also visit the social networks of the company – after having
visited the company website. Often, even during this stage, social network sites are the
preferred medium for contacting friends and/or acquaintances who are currently working
for, or have previously worked for the organisation.

The application phase is essentially carried out by means of e-mails or on organisations’
websites. During both the persuasion and outcome phases (which includes the selection
tests, which are either conducted online or in person, and also the communication of the
recruitment outcome by the organisation), the organisation’s principle means of contact with
the candidate is by telephone (in the case of selection) and by e-mail (in the case of non-
selection).

The evaluation phase by the candidate is a constant throughout the job search process.
Candidates evaluate the organisation in several ways, ranging from the way that the
company communicates their job vacancies, through to the way that their selection or non-
selection decision is communicated. Even after the submission of their application,
candidates evaluate their subsequent contacts with the organisation, as well as the way that
the job search process is carried out, including the selection stages, and even the corporate
atmosphere and organisational environment, should these steps be performed in person.

Accordingly, the interview process shows that both the initial contact with the company
and whether the candidate already knows the company, or not, will later define the contact
points that follow – and therefore the importance for organisations to understand the fine
details of the job search process. Organisations need to adapt the way that they carry out
their recruitment and selection processes, as they possess knowledge of the ways and the
points of contact which candidates commonly use throughout the course of job searches.

Consequently, the first step should be to create a company website for the
communication of job vacancies and for the disclosure of the way of working of
the organisation, and also detail the functional and symbolic attractions of working for the
company, especially as this was one of the most-mentioned media throughout the interviews
during the various stages of the job search process. According to Chaker (2018), it is
important for companies to define their employer value proposition well, i.e. the set of
benefits, associations, and values which positively influence both candidates and employees,
by making the most of their career website and through promoting the value proposition in
such a way that captures the attention of potential candidates. Preparation for interviews
shows that what candidates are looking for when visiting career websites is, above all, very
detailed information about the company’s business, as well as its mission, vision, and
values, and also the testimonies of current or former employees, together with more detailed
information about the job vacancy.
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The creation of a social network page which is exclusively dedicated to attracting talent
also proves to be important from the point of view of the candidate. This type of page leads
to a greater engagement between both parties, as it is here that the candidates have the
opportunity to closely follow all the initatives of the organisation and can demonstrate their
liking of the posts that communicate these initiatives and place questions more directly
(Chaker, 2018). Therefore, to capture the attention of the Millennial generation, companies
must principally take every opportunity to effectively communicate the available job
vacancies. It is not enough to just post them on the company’s website – they should also
always be mentioned in the social network pages, as most candidates do not consult
company websites frequently. Companies must also invest in the publication of content
which is related to their events and activities – both externally, to their clients, and
internally, to their employees – and also in sharing news, interesting facts, and
achievements of the organisation. Another important aspect for candidates is the
opportunity to have access to testimonials from employees about their experience working
for the company. It is important for organisations to share this content, both on social
networks and on company websites, as it represents an opportunity to publicise their value
proposition (Chaker, 2018).

The use of personal contacts throughout the various stages of the job search was
frequent. Organisations should bear in mind the importance that employees have in
recommending the company that they work for to friends, family and/or acquaintances.
Employees of an organisation should be recognised as being a credible source of first-hand
information regarding how a particular organisation actually works. According to Petrone
(2015), it is easier for the public to believe that a certain company is in fact a good place to
work if such feedback actually comes from an employee.

In conclusion, this exploratory study suggests that those contact points that exist
between candidates and organisations throughout the job search process follows a pattern
of a set of possibilities (which we called the “job search journey”). The recognition and
mapping of this pattern by organisations can help them improve the effectiveness of their
recruitment strategies, by facilitating the use and management of specifically targeted
recruitment channels.

6. Limitations
While these findings advance our understanding of the job search activities of the job
seekers, there are some limitations that need to be considered. First, although this study
represents a relevant step in extending the knowledge provided by previous research on job
search activities, the retrospective responses associated with contact points can contain
memory lapses. Future studies would benefit from a research design which follows each
individual’s job search journey from the very beginning. Second, the study’s sample is a
convenience sample, and therefore the interpretation of the results has to be treated with
caution. Finally, the sample is composed mainly of individuals who reside in Lisbon, which
may not represent the entire Portuguese population of Millennials. Future research should
address this issue, including through the use of representative samples.

7. Future research opportunities
Although this study presents preferred points of contact for the Portuguese Millennials
generation, carrying out more empirical studies would be useful to complement and validate
our results. On one hand, such research could extend our study to other generations, or to
other groups of individuals, such as those with different levels of education. On the other
hand, Acikgoz (2018) suggests in his paper that the characteristics of candidates influence

EJMS
25,2

66



their job search activities, which in turn influence the entire job search process. In our view,
these same characteristics can influence the job search journey. In addition, it would be
interesting to see how organisations could improve candidates’ experience throughout the
whole job search journey. Finally, it would also be useful to explore how this job search
journey takes place in other countries and in other cultures.
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Appendix 1

Phase Sub-phase Questions

Warm-Up
questions

Sociodemographic
data

1. I kindly ask you to introduce yourself by stating your name and
talking a little bit about you and about your academic and
professional career.
2. What city do you live in?
3. How old are you?
4. What is the highest academic level you have completed? What is
your field of study?

Employment status 5. What is your current professional status?
6. (If employed) How did you hear about your current job?
7. (If not employed) Are you currently actively looking for a job?
8. (If ‘yes’) How long have you been looking for a job? How many
applications have you submitted? To which companies?
9. (If ‘no’) Have you been looking for a job during the past two years?
For how long? How many applications did you send? To which
companies? What was the last recruitment process you went through?

Attraction Job search activities
and job awareness

In this first phase, we will focus on the moment you decided that you
wanted to start your job search, even though you were not aware of any
job vacancy or specific employer.
10. Describe this process. What was the first thing that you did when
you decided you wanted to start your job search? And after that?
What sources did you search for job opportunities?
11. When you started looking for a job, were there any particular
companies that came to your mind as potential employers or places
where you would like to work? What do you think led you to consider
these companies?
12. By focussing on Company X, to which you indicated that you
submitted your CV, please recall the time when you became aware
that there was a possibility of employment with this company. How
did happen? Where did you find out about this vacancy? Has this
happened with the other companies to which you have sent your CV?
13. In your opinion, and according to your experience, where and how
should organisations advertise their job offers to reach the younger
generation?

Information collection This phase refers to the moment when the existence of a company or job
vacancy is discovered and includes the collection of more detailed
information about this opportunity.
14. When you knew about the job opportunity in company X, what did
you do next? Did you search more about the position and the
company? Describe how you carried out this search, and which
sources you used.
15. Was the process similar for all the companies which you applied
to? Is this what you usually do? Have you ever used a different
process? Describe this process please.
16. What do you consider to be the major influence on how you
idealise the company that you would like to work for?
17. In a recruiting process, do you think it is important for companies
to keep their websites and social network pages up-to-date with
relevant content? Why?

(continued )
Table A1.
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Phase Sub-phase Questions

Selection Evaluation and
shortlist of possible
jobs

This is the stage when, after collecting information about vacancies and
employers, candidates evaluate the strengths and weaknesses of each of
the options for which information has been previously collected, and
then they decide whether or not to include these in their list of potential
employment opportunities.
18. Thinking about your job search process, how did you evaluate the
information collected?
(Did you evaluate your options one-by-one as you collected the
information about each one, or did you first gather information about
all the potentially interesting options you found and then evaluated
them by comparing them to each the information about all the
available options, and then decide which ones to send your CV to?)
What do you usually do in general?
19. What criteria do you consider to be the most important when
choosing your next job?
20. Thinking about your last job search, describe what happened after
identifying, analysing, and evaluating a number of job vacancies or
employers

Application intention
and Applications

From the shortlist of potential employers, there are intentions of
application, which may or may not materialize.
21. Before submitting your application, do you consider that it is
important to have prior contact with the organisation, in order that
you can ask questions about the position? Why? How would do you
prefer this contact to be made?
22. Please describe how your application process to Company X went,
to which you sent the CV. How did you physically submit your CV to
the company?
23. Is this what you usually do? Have you ever opted for a different
process? Please describe this process.
24. Did you receive any contact from any of the companies that you
applied to immediately after submitting your application? What kind
of contact was this? How was it made?
25. Thinking about how communication between companies and
candidates is carried out, what do you think an organisation should
do, right from the moment when an applicant submits their
application, through to the time they are called, for example, for an
interview or another type of selection test, to convey a good image of
the company to the candidates?

Attrition Persuasion This phase encompasses all interactions carried out between the
applicant and the company which are persuasive attempts by both
parties to be the selected candidate or a chosen organisation, including
interviews and psycho-technical tests, etc.
26. Thinking about the selection process you experienced for company
X, please describe in detail all the contacts that existed between you
and the company during all the stages of the recruitment process.
Please describe each of the steps of recruitment.
27. Did the recruitment stages or contacts differ for any of the
companies to which you sent the CV? If ‘yes’, please describe how.

(continued )Table A1.
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Phase Sub-phase Questions

28. During the selection tests, when there are technical and
psychotechnical tests, do you prefer that these are carried out in
person at the company’s premises, or do you prefer to do it online?
Why?
29. When you are selected for an interview with a potential employer,
do you prefer this be carried out in person at the company’s premises,
or do you prefer to do this online? Why?
30. What do you do to prepare for a job interview? What tools or
sources do you use?
31. Do you like to receive the contact of the person responsible for the
recruitment process of the organisation, in order that you can ask
questions about the process itself? If so, how do you like this contact to
be made?
32. Do you think that the contact between candidates and companies
during the recruitment and selection process, whether in person or not,
always allows you to gather information which is important for your
decision to work at a particular location? If “yes”, how? If “not”, why?

Outcomes Outcomes are the results of the job search process, which may be either
being selected or not being selected for the vacancy.
33. Going back to the selection process that you experienced with
company X, describe what happened from the moment you completed
all the selection phases, up until you were informed whether you had
been selected, or not.
34. Did the same process occur with the other companies? has anyone
made you aware of the outcome of your job application in a different
way? how?
35. In cases when you have not been selected, what do you expect the
recruiting company to do? is that what happens in reality?
36. Do you expect the company to transmit the decision regarding
whether you have been selected, or not, in a different way? How?
37. Do you think that the way the company deals with the
communication of the results of a recruitment and selection process
influences the company’s image? How? Why? Do you feel that this can
influence your future interest in re-applying to the same company, or
even, if selected, your decision to accept an offer? Table A1.
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Appendix 2

Category Subcategory Interview excerpts

Job search
activities and job
awareness

Social network
sites

“[LinkedIn] it is a way for me to be aware of some vacancies, and in
fact, there are certain opportunities every week.” (Interviewee 5, 24-
year-old); “LinkedIn Jobs was also where I looked for opportunities.”
(Interviewee 6, 23-year-old); “Sometimes I also looked at a few pages
on Facebook where companies had pages for careers - for example,
Nestlé Careers.” (Interviewee 4, 23-year-old); “I’m on Facebook in a
group of my Masters class, where people sometimes place
opportunities.” (Interviewee 6, 23-year-old); “[Facebook] I put a like
in certain pages, for example, in the ekonomista.pt, which sometimes
launched publications with job offers.” (Interviewee 10, 23-year-old)

Company
websites

“Being companies that I recognised as being good companies to
work for – this was interesting, as they seemed to fit in with what I
was looking for – a more innovative and dynamic company.
Knowing the names of these companies, I decided to search or them
directly.” (Interviewee 2, 24-year-old); “Sometimes, I would
sporadically go to a company to see whether there were any open
opportunities (such as L’Oréal), and I’d try and search, as these are
companies that mean the most to me.” (Interviewee 5, 24-year-old);
“This was my first reaction, so to speak, as I didn’t know where to
look. So there it is, I mean to say, I wanted to see if the companies
with a better reputation had something that interested me, or
whether they offered a job that I wanted and which I could
obviously apply for.” (Interviewee 11, 24-year-old)

Personal contacts "I frequently ask if there are vacancies and they then tell me ‘yes’
and they send me the job specification.” (Interviewee 5, 24-year-old);
“People talked about opportunities and I would see what it was and
then apply for it if it was in my interest.” (Interviewee 6, 23-year-old);
“ I talked to my friends who were in the companies and asked: Look,
do you guys need anyone?’” (Interviewee 12, 24-year-old).

Job fairs "I went to the ISEG [Lisbon School of Economics and Management]
job fair, which was of value to better understand what was available
in the job market. I think that taking notice of the vacancies that
exist is one of the options.” (Interviewee 1, 23-year-old); “Often the
people themselves [employees] were not aware of the vacancies that
their company had, and it seemed more a matter of brand awareness
than properly publicising the company as a place to go to work.”
(Interviewee 4, 23-year-old); “I went to a job fair once at ISCTE
[University Institute of Lisbon]. By the way, I also went to one at
ISEG once –mainly just to be aware of the companies that were in
contact with universities.” (Interviewee 5, 24-year-old)

Higher education
institution

"In my ISEG institutional email I received alerts of what companies
were looking for.” (Interviewee 1, 23-year-old); “The first thing I did
was to look at the university platforms, both of ISCTE and NOVA
[Universidade Nova de Lisboa]. This is where I began to explore and
discover what currently existed in the market.” (Interviewee 4, 23-
year-old)

Job centres "At the moment I am registered at the Job Centre as unemployed, in
case something appears.” (Interviewee 8, 23-year-old); “For example,
I always worked in stores and customer service and there was a time
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when I received a proposal for a training course that had to do with
aesthetics.” (Interviewee 7, 26-year-old); “In terms of helping to find
a job, it does not help at all.” (Interviewee 12, 24-year-old)

Information
collection

Internet search
engines

At this stage, prior to applying for a job, I just looked for the location
of the company on Google, which is an important factor for me in a
job search.” (Interviewee 1, 23-year-old); “I knew what the business
was, but I did not know whether the business would be just that, or
whether it had more areas. I searched a little bit more about the
history, location, mission, and values of the company.” (Interviewee
10, 23-year-old)

Company
websites

if we’re talking about a company that I do not really know, for
example, there was a particular case of a small consultancy, then I
would search the name of the consultant before applying. . . .What
does it do? . . . for as I did not know the company – I had never heard
of it; I went direct to the company’s website.” (Interviewee 5, 24-
year-old); “There were other companies where I saw a job, but I did
not know the company, and then I would search what the company
did, to see if it was in my interest. By looking at the website it was
more or less easy to judge whether it was great, or whether it was
not great, and whether it could be good for working in Human
Resources – or not.” (Interviewee 6, 23-year-old); “I looked and went
to the website - I was literally searching everything – as well as
anything else there was to find on the website.” (Interviewee 12, 24-
year-old)

Social network
sites

“In these cases, what I tried to do was – which is another important
feature of LinkedIn – to see whether there was anyone who works
there whom I knew – which I might not have knowledge about, due
there being a recent change.” (Interviewee 2, 24-year-old);
“Especially LinkedIn, and sometimes also the Facebook page of
companies – to see whether they were dynamic companies, or if they
had events. . . ..” (Interviewee 4, 23-year-old)

Personal contacts I think that if we have a friend or relative who works for a company
and who really gives us a very positive perspective on what it’s like
to work in that company, then we can be influenced by that person.”
(Interviewee 2, 24-year-old); “When my closest friends started
working, I wondered if they liked being at their company, based on
the conditions they had.” (Interviewee 3, 23-year-old); “ If I knew
someone who worked for the company, I would sometimes ask them
for some kind of feedback . . .” (Interviewee 4, 23-year-old)

Evaluation and
shortlist of
possible jobs

Continuous
assessment

I would see the vacancy, and if I was interested, I would apply for it
immediately. I did not collect information on all of the vacancies, but
rather chose the ones to which to send my application . . .. No, I sent
it immediately.” (Interviewee 13, 23-year-old); “As I look at a
vacancy, I evaluate it – and then apply for it . . .. or not. I do not
make a comparison by job offer” (Interviewee 4, 23-year-old); “I
made such an assessment, but this was done, as I was applying for
various things and looking for opportunities.” (Interviewee 2, 24-
year-old)
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Evaluation
criteria

“I did not separate the issue of candidate and consumer – I was
much more interested about the consumer issue.” (Interviewee 1, 23-
year-old); “Perspectives of the future, in other words, whether to stay
in the company, the opportunity to know the company, and to be
able to perceive what is going on in the company, rather than being
merely fixed in an area.” (Interviewee 2, 24-year-old); “The balance
between work and personal life – as I think a job from nine to six is a
bit outdated.” (Interviewee 3, 23-year-old); “At this time, there is no
doubt that it is financial security – and the ability to progress.”
(Interviewee 5, 23-year-old)

Application’
intention

Pre-application "Having a pre-application contact to clarify any issues was
important . . .. This was important, as it would give you a sense of a
certain interest in the company by the candidates and also
demonstrated taking some care with regard to the candidates.”
(Interviewee 1, 23-year-old); “This is important, as we often have an
idea of a job vacancy, or internship, or even of the company itself
that is not correct – for if we had prior contact we could make an
evaluation which we tend to only do after an interview.” (Francisca
Mendonça, 23-year-old); “I think it would be beneficial to know the
company a little bit more – for then we can ask questions without
having to wait for a first interview – to see if we identify with the
vacancy, or not.” (Interviewee 12, 24-year-old)

Application “In the case of José de Mello [company], after hearing that they had
opened applications through ISEG’s institutional e-mail, I then went
to their website to submit my application.” (Interviewee 1, 23-year-
old); “In the case of Playstation [company], I sent my application
through the ISEG job search application.” (Interviewee 1, 23-year-
old); “I also applied for some vacancies through LinkedIn.”
(Interviewee 2, 24-year-old); “In the case of Samsung [company], I
sent my application directly to a university colleague by email.”
(Interviewee 2, 24-year-old); “Companies usually have their own
email address for receiving applications.” (Interviewee 7, 26-year-
old)

Post-application "Most consultants have a ‘no-reply’ email, where they tell me:
Thanks for your application. Please do not reply to this email. We
are going to review and then get in touch with you. Therefore, you
more or less have the notion that your application has been
received.” (Interviewee 5, 24-year-old); “The answer is very
important, even if it is automatic – just for the person to know that
their curriculum has reached its destination.” (Interviewee 6, 23-
year-old); “By e-mail they told me that they had received my
application, and that they were going to analyse it and that they
would soon give me feedback.” (Interviewee 13, 23-year-old)

Persuasion Selection tests "I prefer this to be done online, because I think it’s a good way for
them to do a sort, which takes up little time and also turns out to be
a facilitator.” (Interviewee 2, 24-year-old); “From my point of view,
I’d rather the test was online – as we are a little more intimidated in
person, and are more nervous, and we ended up not showing what
we really should have shown.” (Francisca Mendonça, 23-year-old);
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“I think there is no need to go directly to the company just to do tests
that can be perfectly done online – at home.” (Interviewee 12, 24-
year-old)

Interview “I think this is another kind of contact, for a company when having
face-to-face contact, is showing that she has more time to dedicate to
you.” (Interviewee 4, 23-year-old); “Psycho-technical tests, or is that,
or is not . . . now in the interview I think that being face-to-face
makes it possible for the person who is interviewing to get to know
you better and also enables me and the candidates to explain
themselves better, to express them better.” (Interviewee 6, 23-year-
old); “In-person – because it allows us to know better the
opportunity itself and also allows us to create more empathy with
the recruiter.” (Interviewee 12, 24-year-old)

Contact during
the phases

“I think it is important that we have access to a company contact
during the selection tests, in order that the candidates can see where
the recruitment is, or to learn about information that we forgot to
ask about at the time of the interview.” (Interviewee 1, 23-year-old);
“I think this is important, as I may have some questions, or could
fail to ask them during the interview, or decide later that there is a
need for further explanation.” (Interviewee 4, 23-year-old)

Outcomes Being selected When I am the selected candidate, I think that it makes more sense
to be informed by a ‘phone call, as this is a closer and more personal
contact with a company when a person starts.” (Interviewee 1, 23-
year-old); “An email is a more impersonal thing – which can be used
to establish another type of relationship.” (Interviewee 4, 23-year-
old); “By telephone, because it is more personal and it is better to
start having this contact as we are going to have to integrate with
the company.” (Interviewee 7, 26-year-old); “I think that being
selected should be done with greater proximity, so to speak. When I
say more proximity, I means maybe by telephone.” (Francisca
Mendonça, 23-year-old)

Non-selection I think companies should always give feedback. I would say that
feedback is never negative, as it is always positive. I think it is
always helpful for the person knowing why it did not go well.”
(Interviewee 2, 24-year-old); “In the case of Mobipium [company], the
fact that I did not have an answer at all, influenced me to never
apply for a vacancy there.” (Interviewee 2, 24-year-old); “They can
send me an email saying that I was not selected, but what I want is
feedback, as I care about why I was not selected.” (Interviewee 4, 23-
year-old); “If they do not tell me anything, it’s very unlikely that I’ll
ever re-apply to the company.” (Interviewee 6, 23-year-old) Table A2.

Job search
journey of
Portuguese
Millennials

75

mailto:sandraoliveira@iseg.ulisboa.pt

	The job search journey of Portuguese Millennials: a qualitative exploratory study
	1. Introduction
	2. Job search process and the points of contact between candidates and the organisation
	2.1 Job search activities and job awareness
	2.2 Information collection
	2.3 Evaluation and shortlist of possible jobs, application’ intention, applications, persuasion, and outcomes

	3. Methodology
	4. Presentation of the results
	5. Discussion of results and conclusions
	6. Limitations
	7. Future research opportunities
	References


