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Abstract 

To understand the extent to which gendered wording exists in job advertisements in the 

Norwegian context, and what the implications of using masculine wording in job advertisements for 

male-dominated professions could be for the recruitment of female applicants, we have carried out 

two studies. First, a pre-study was conducted to examine the existence of gendered wording in 

Norwegian job advertisements for male-dominated professions. The archival analysis of 200 ads 

showed that there is a minimal difference with a slightly higher percentage of masculine wording 

than feminine wording (H1). In both Construction and Finance a higher percentage of masculine 

language was found, whilst in the advertisements for positions within IT the number of feminine 

words was higher. However, within Transport and Logistics the distribution of gendered words was 

equal. 

Second, using an experimental design and data from 174 college-level students, we found 

that masculine wording in job advertisements for finance positions did not have a negative effect on 

job appeal ratings from females (H2). When adding the gender of the contact person no difference 

was found (H3). However, when looking at the interaction between the gender and professional 

distance of the contact person and its effect on job appeal in the context of masculine wording, an 

interesting effect was identified. In contrast to what we predicted, the findings suggest that female 

job seekers are less likely to find the job advertisement appealing when the contact person is male 

and professionally distant (H4).  

This shows that in Norwegian job advertisements cues other than language may be 

important for the recruitment of female applicants to male-dominated professions, and that further 

research is needed in this area. Practical implications and suggestions for further research of these 

findings are discussed. 

 

Keywords: recruitment; gender bias; diversity; stereotypes; recruitment and selection 
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Introduction 

Even though Norway is a leading nation when it comes to gender equality 

further effort is needed in the workplace, especially in the private sector. The 

skewed distribution of men and women in certain professions is a reality in 

Norway (Statistics Norway, 2017). In this regard, we are interested in why this 

distribution is skewed and what mechanisms might affect the proportion of 

women in typically male-dominated professions. From a business perspective, 

gender diversity is vital to any organization (Mor Barak, 2014). A Gallup study of 

over 800 business units within two companies in the retail and hospitality 

industries, found that gender-diverse teams had superior financial performance 

and were more competitive compared to single-gender teams (Badal, 2014). The 

reason for this is claimed to be the contrasting viewpoints, market insights, and 

differences in the ideas of men and women. Furthermore, Badal (2014) found that 

attracting and retaining talented women is easier when the organization is gender 

diverse. The value of gender diversity was supported by a McKinsey report from 

2015, where the top quartile of gender diverse companies was 15% more likely to 

perform better financially than the national industry mean (Hunt, Layton & 

Prince, 2015).  

Gender bias and its possible consequences have mainly been investigated 

in selection processes (e.g. Kmec, 2005; van den Brink, Brouns & Waslander, 

2006). However, growing evidence suggests that gender bias might already occur 

in the pre-application stage through cues in the job advertisements. One of the 

cues that have been previously studied is gendered wording. Research on 

gendered wording centers around the choice and use of words, and its effect on 

men and women. Research on the use of gendered wording in job advertisements 

show that different words appeal differently to men and women (e.g. Bem & Bem, 

1973; Gaucher, Friesen & Kay 2011; Mastromoro, 2013; Rho, 2016; Estrada, 

Leduc, Messer, Pookote, & Thakur, 2017). Further, female applicants are more 

discouraged from applying to positions that use a high concentration of masculine 

wording than men are in applying to positions that use a high concentration of 

feminine wording (e.g. Bem & Bem, 1973; Gaucher et al., 2011).  

The majority of research on gendered wording in job advertisements has 

been conducted in English speaking countries, such as the U.S. and Canada. 

Therefore, we are interested in whether gendered wording also exists in 
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Norwegian job advertisements, particularly the use of masculine wording in male 

dominated industries/occupations, and what the implications of this could be for 

the recruitment of female applicants. Based on previous research, we predict that 

job advertisements using masculine wording for jobs in male-dominated 

professions will be rated as less appealing by females than males, thereby 

reducing the recruitment prospects of females.  

Little empirical work has examined the possible boundary conditions (i.e., 

moderators) in the relationship between the use of gendered wording in job 

advertisements and job appeal ratings. As most job advertisements posted in 

Norway include contact information for a representative of the organization or an 

external recruiter, we will also look at the possible effects that the contact 

person’s gender and professional distance could have on job appeal ratings of 

female job applicants. In this research, professional distance refers to the 

proximity of the contact person in a job announcement for the position being 

advertised. Close professional distance is reflected in contact persons that are an 

immediate supervisor of the position, whereas far professional distance is 

reflected in contact persons in more distal and qualitatively different positions that 

could be responsible for the recruitment process (e.g., HR managers, recruiter), 

but not in managing persons in the position itself. Drawing on Social Identity 

Theory and previous research, we predict that job appeal ratings for male biased 

job advertisements will be highest among female applicants when the contact 

person is of the same gender as the potential applicant (i.e., female) and 

professionally close (e.g., team leader, manager), and lowest when the contact 

person is of a different gender (i.e., male) and professionally distant (e.g., recruiter 

or HR manager).  Thus, our research questions are: 

• Are job advertisements for male-dominated professions in Norway 

male-biased (use a high number of masculine words, or using more 

masculine words than feminine words)? 

• Does male-biased wording in job advertisements for male-

dominated professions have a negative impact on the job appeal 

ratings given by female job seekers in Norway? 

• Do certain cues about the contact person in male-biased job 

advertisements for male-dominated professions (gender, the role 
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held) have an effect on the job appeal ratings given by female job 

seekers? When are female job appeal ratings highest and lowest? 

 

The present research includes an archival analysis and an experiment, both 

aimed at increasing our understanding of why similarly qualified men and women 

would apply to different jobs. Also, this study will help us in understanding and 

being aware of potential bias in job advertisements, which may influence the gender 

balance in an organization. 

 

Literature Review 

Recruitment 

In modern organizations, a central feature is the trend of men and women 

to working in systematically divergent industries and occupations. This 

phenomenon is known as gender segregation (Perry, Davis-Blake & Kulik, 1994; 

Barbulescu & Bidwell, 2013). In the search of an explanation of this phenomenon, 

research (e.g. Bielby & Baron, 1986) has focused on the employer’s selection of 

whom to hire. However, gender segregation may also be a consequence of women 

and men’s choices in regard to which jobs they apply for (Barbulescu & Bidwell, 

2013). Thus, it may be a result of the recruitment process, which can be seen as 

the pre-application stage. Recruitment can be defined as “the process of attracting 

individuals on a timely basis, in sufficient numbers, and with appropriate 

qualifications to apply for jobs with an organization” (Mondy & Mondy, 2014, 

p.134). In this pre-application stage, the organizational attraction is mostly 

dependent on employment advertising (Barber, 1998). Despite the necessity of 

using job advertisements in recruitment, there is a lack of empirical studies of job 

ads (Jones, Shultz & Chapman, 2006). Mastromoro (2013) argue that recruitment 

is one of the first barriers for applicants to overcome potential stereotype and 

discrimination. The language used in job advertisements can be seen as the 

starting point for where social interactions between job seekers and employers 

initially occur (Rho, 2016). This is a two-way interaction where both the recruiter 

and the job seekers have biased expectations that might lead to biased evaluations 

(Ridgeway, 2011).   
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Jobs and Gender 

Job characteristics are also likely to affect whether an applicant will 

experience discrimination. Based on an integrative theory of why women possibly 

apply to other jobs than men, Barbulescu and Bidwell (2013) found that men are 

more likely to apply to finance and consulting jobs and that women are more 

likely to apply to general management positions. Women have been found to be 

less favorably evaluated than men in line jobs within a large financial service 

company, as these were seen as more strongly male-dominated positions than e.g. 

staff jobs (Lyness & Heilman, 2006). Pazy and Oron (2001) reported similar 

findings when examining high-ranking military officers and found that women 

were classified as less competent. Cejka and Eagly (1999) found that job seekers 

perceived that success in a specific gender dominated job required matching 

gender stereotypical attributes. According to Anthony (2004) nursing is an 

example of a profession that has evolved into a stereotypical female profession. 

Furthermore, she claims that gender bias contributes to perpetuating the traditional 

gender roles and is a hinder for recruiting men into the profession. The uneven 

concentration of men and women in different occupations is a fundamental 

process in social inequality, where people experience differential treatment based 

on their gender (Reskin, 1993). According to Reskin (1993), the sex composition 

of the labor force can be an indicator of the quantity of sex segregation, however, 

there has been a decline in sex segregation in many industrialized countries since 

1970. Nevertheless, due to social and economic forces, some occupations are still 

dominated by either sex (Reskin, 1993).  

Barbulescu and Bidwell (2013) argue that some of the reasons behind 

women’s preferences in job choice are the low identification they feel with 

stereotypical masculine jobs, combined with low expectations of a getting these 

jobs. Teigen (2002) propose that sex segregation in management positions can be 

explained by both supply- and demand theory. According to supply theory, the 

gender structure is created by gender differences in occupational choices and 

ambitions. The demand theory emphasizes how some organizations favor men 

whilst disfavoring women (Teigen, 2002), and propose that sex segregation in 

management positions is shaped by the gender biased recruitment practices and 

norms (Collinson & Hearn, 1996). MacIntosh (2002) claims that increased 

awareness of gender issues and avoidance of gender biased language can result in 
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empowered professionals and increased gender diversity. Lastly, the existing male 

or female stereotypical occupations may also build on the traditional division of 

labor roles, where women stayed at home while men were out working (Chon, 

1985 retrieved from Davison and Burke, 2000).  

Stereotypes and Gender Bias 

Implicit bias refers to attitudes and stereotypes that unconsciously affects 

our judgment and impression formation, thus they can result in behavior that 

deviates from a person’s settled beliefs (Greenwald & Krieger, 2006). 

“Stereotypes are generalizations about groups that are applied to individual group 

members simply because they belong to that group, and gender stereotypes are 

generalizations about the attributes of men and women” (Heilman, 2012, p.114). 

According to ‘the lack of fit model’, men are typically described with agentic 

traits (e.g. dominant, ambitious and independent), whereas women’s stereotypical 

attributes are characterized by being communal (e.g. helpful, kind and 

understanding) (Heilman, 2012). Both genders are seen as lacking what is 

believed to be common for the other sex, in other words, descriptive gender 

stereotypes tend to be oppositional (Heilman, 2012). Broverman, Vogel, 

Broverman, Clarkson and Rosenkrantz (1972) found in their studies that 

stereotypical masculine characteristics more often are evaluated positively than 

feminine characteristics. 

When describing how men and women typically are, descriptive gender 

stereotypes are applied (Heilman, 2012). Studies have shown that descriptive 

stereotypes are found to be consistent across culture, time and context and that 

they serve as heuristics for forming impressions about people (Heilman, 2012). In 

work settings such beliefs are only problematic when negative expectations are 

related to performance, e.g. when there is a “lack of fit” between the attributes 

required to succeed in traditionally male occupations, and a woman’s attributes 

(Heilman 1983, retrieved from Heilman 2012). Further, ‘the lack of fit model’ 

suggests that these negative performance expectations; which are based on 

stereotypes, prompt cognitive distortions that form the basis of gender bias. There 

is evidence that the degree of the perceived lack of fit affects the amount of bias in 

the recruitment process (Gaucher et al., 2011).  

Prescriptive gender stereotypes describe how men and women should be, 

in terms of appropriate and inappropriate attributes and behaviors (Heilman, 
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2012). Hence, they function as norms and thus neglecting these gender 

prescriptions has consequences in terms of social disapproval and negativity 

(Rudman & Glick, 2001). Studies have found that females that violate these 

stereotypically prescribed attributes are regarded less psychological healthy, 

considered cold and are disliked (Heilman, 2012). Furthermore, the same effect is 

found to apply to men as a behavior that contradicts the stereotype often are 

perceived as passive and wimpy and are less respected (Heilman, 2012). As both 

men and women experience penalties when violating gender stereotypes, the idea 

of prescriptive gender stereotypes leading to gender bias is further supported. 

 While the phenomenon of stereotyping is widely researched in evaluations 

of others, little is known about how individuals stereotype themselves (Sinclair, 

Hardin & Lowery, 2006). When self-stereotyping, individuals see themselves as 

possessing the characteristics and behaviors that are associated with their most 

accessible social group; this is what is known as an in-group (Sinclair et al., 2006; 

Oswald & Chapleau, 2010). Individuals are members of multiple social groups, 

thus which in-group one identifies with depends on which one is relevant or 

accessible in a specific situation (Sinclair et al., 2006). When individuals 

categorize the self and others by e.g. gender, stereotyping and in-group 

preferences are the underlying mechanisms (Rho, 2016). Research also shows that 

gender bias self-stereotyping seems to have a stronger effect on women than on 

men (Lorenzi-Cioldi, 1991).  

Social Identity and Job Attraction 

Social identity theory proposes that individuals identify with and like those 

who are similar to themselves, and there are two cognitive processes that work 

together to form a social identity, namely categorization, and identification (e.g. 

Ashforth & Mael, 1989).  

The job attraction theory suggests that the personal characteristics of job 

applicants will influence how attractive they find a job (Born & Taris, 2010). 

When there is a match between the applicant’s characteristics and the job 

advertisements, the applicant is according to Born and Taris (2010) more likely to 

feel attracted to the job. Taris and Bok (1998) argue that women find job 

advertisements with a feminine profile more attractive than when the profile is 

masculine. However, this effect has not been found among male applicants (Bem 

& Bem, 1973; Taris & Bok, 1998; Gaucher et al., 2011).  
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The similarity-attraction theory proposes that individuals that are similar 

are interpersonally attracted to each other as they see themselves holding similar 

characteristics (Byrne, 1971). In the pre-application stage, applicants are more 

likely to feel attracted to the job when they identify with elements, such as the 

gender of the contact person in the job advertisement (Jackson et al., 1991; 

Johnson, Winter, Reio Jr., Thompson & Petrosko, 2008).  

Gendered wording 

Maass, Milesi, Zabbini and Stahlberg (1995) describes how language 

plays an important role in maintaining and transmitting stereotypes and uses the 

linguistic intergroup bias model to describe systematic bias in language use, and 

how this can contribute to the perpetuation of stereotypes about in-groups and out-

groups. Language can be associated with either sex and can be viewed as either 

feminine or masculine, thus it is gendered (Mastromoro, 2013). However, the use 

of stereotypical gendered language often goes unnoticed as it is widely accepted 

and embedded within the structure of a society (Gaucher et al., 2011). Social 

Dominance Theory proposes that inequalities among groups are reinforced by 

institutional-level mechanisms (Sidanius & Pratto, 2001), and further Gaucher et 

al. (2011) identify gendered wording as one of these mechanisms. Gaucher et al. 

(2011) establish that gendered wording in job advertisements, whether intentional 

or unintentional, affected gender inequality when employers announced for new 

hires. 

In Norway, it is prohibited by law (The Equality and Anti-Discrimination 

Act, 2018, §6) to use language that explicitly indicates a preference for applicants 

of a specific sex. However, as described by Rho (2016) in the US context, the 

process behind creating the advertisement may nonetheless contribute to gender 

inequality, due to implicit rather than explicit bias. Gorman (2005) found in her 

study that when the job advertisements include a great amount of stereotypically 

masculine characteristics, there was a smaller proportion of female new hires, and 

that the female proportion of new hires increased when the criteria included more 

stereotypically female traits. It has been shown that some words currently appeal 

to men and some appeal to women (Gaucher et al., 2011) and further sex-biased 

wording may actually discourage the job seekers from applying to jobs even 

though they are qualified (Bem & Bem, 1973). This was supported by Horvath 

and Sczesny (2016) who argues that are less likely to apply for leadership 
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positions when the wording in the ads are masculine loaded. Gaucher et al. 

(2011), argued that this tendency may be explained by female job seekers 

perception of fit within a certain area, and identified belongingness as a mediator 

between masculine wording and job appeal. When masculine wording is 

prominent in job advertisements, women’s perception of belongingness also tends 

to decrease. In line with the work of Bem and Bem (1973), this indicates that 

gendered wording has a greater effect on women than men. 

 

Theory and Hypotheses 

The existence of gendered wording in Norway  

Based on previous research on masculine and feminine words and gender 

differences in the language, Gaucher et al. (2011) developed a list of words that 

appeal to either men or women (Appendix A). Some of the words associated with 

male stereotypes are leader, competitive, dominant, individualistic, and 

committed; while examples of feminine stereotypic words are support, 

understand, interpersonal, ambitious, and assertive. Further, Gaucher et al. (2011) 

examined the existence of gendered wording in job advertisements in Canada. 

Their results indicated that job advertisements in male-dominated occupations, 

such as plumbers, mechanics, and computer programmers, contained a larger 

amount of masculine words compared to the presence of feminine words in 

female-dominated occupations, such as nurses, HR, and bookkeepers. However, 

as far as we know, the existence of gender biased wording have not been 

investigated in Norwegian job advertisements. A certified translation of Gaucher 

et al.’s (2011) word list from English to Norwegian has been conducted by Master 

Management Norge AS (Appendix B). Thus, we expect to find evidence for the 

existence of gendered wording in Norwegian job advertisements, and we 

hypothesize as following: 

 

H1: Job advertisements within male-dominated professions in Norway 

contain more masculine words than feminine words.  

The effect of gendered wording 

Bem and Bem (1973) investigated whether gendered wording led to 

discrimination in the recruitment process. Their findings indicate that sex bias in 
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job advertisements does discourage both men and women from applying to “sex-

opposite” jobs. When the job advertisement was manipulated to include large 

numbers of masculine words, only 5% of the participating women were interested 

in the job. When considering men, the findings indicated that as much as 30% 

were interested in the job, even though the job advertisement were manipulated by 

feminine wording (Bem & Bem, 1973). Thus, gendered wording seems to have a 

greater impact on women than men. A similar study was conducted by Estrada et 

al. (2017), whom found that re-wording of job advertisements by including more 

feminine words, increased the likelihood of women to apply. However, in contrast 

to Bem and Bem’s (1973) findings, Estrada et al. (2017) found that the increase in 

feminine words in the job advertisement did not have an effect on the number of 

male applicants. Rho’s (2016) findings indicate that when the wording is 

masculine, females show less interest in the advertised job. Further, Gaucher et al. 

(2011) found that people tend to assume that an occupation is more male-

dominated when the wording in the job advertisement is masculine and that 

women find these jobs less appealing than men. 

Based on these previous findings we expect that masculine wording in job 

advertisements will affect job appeal ratings given by female job seekers in 

Norway. Specifically, in male-dominated professions, we expect that when job 

advertisements us a large number of masculine words, job advertisements will be 

less appealing to women. Therefore, we hypothesize the following:  

 

H2: Male-biased job advertisements for jobs in male-dominated 

professions are less likely to appeal to females than males. 

Gender of the contact person 

Previous research has provided evidence that applicants of the same 

gender as the recruiter is more likely to get hired, due to in-group preferences 

(Gorman, 2005). People feel more comfortable with and are more likely to trust 

and attribute positive characteristics to members of their own in-groups and are 

thus more likely to favor them (Brewer & Brown, 1998). However, researchers 

have also hypothesized that the gender of the recruiter may affect job applicants 

during the recruitment process. Liden and Parsons (1986) discovered that 

particularly female applicants were more positive towards female recruiters. 

According to Rho’s (2016) study, applicants are more likely to be of the same 
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gender as the contact person specified in the job advertisement. Taylor and 

Bergmann (1987) on the other hand found that female applicants felt less attracted 

to jobs when the recruiter was female and was less likely to accept the job. 

However, this effect was not found among male applicants (Taylor & Bergmann, 

1987). Estrada et al. (2017) also investigated the effect of the contact person’s 

gender on job applicants’ intentions to apply for the advertised job but did not find 

any significant effect. Earlier research conducted by Barber and Roehling (1993) 

also show that individuals ignored recruiter variables such as gender and position.  

Due to the limited evidence and inconsistent findings on the effects of the 

contact person’s gender on potential job applicants, the current study will explore 

this further in the context of masculine wording in Norwegian job advertisements. 

Based on in-group preferences and the similarity attraction theory, we expect that 

a job will be less appealing when the contact person is of the opposite sex of the 

job seeker. Thus, we developed the following hypothesis:  

 

H3: Male-biased job advertisements for jobs in male-dominated 

professions are less likely to appeal to females when the contact person in 

the job announcement is male than female. 

Professional closeness of the contact person 

Some researchers suggest that the gender of the contact person affects the 

job applicants in the recruitment process and argue that applicants are more likely 

to be of the same gender as the contact person (Liden and Parsons, 1986; Rho, 

2016). However, little is known about other aspects of the recruiter; for instance, 

professional position, that might influence job seekers in the pre-application stage.  

Carless and Wintle (2007) investigated the effect of internal versus 

external recruiters on job applicants. They argued that due to the increased use of 

external HR functions, such as recruitment, it is important to understand how the 

function of the recruiter might affect perceived attraction to the workplace. 

However, their findings did not show any significant difference in applicant 

attraction when the contact person (recruiter) was internal versus external. On the 

other hand, it is shown that line recruiters are perceived more positively than HR 

recruiters among job applicants (Fisher, Ilgen, & Hoyer, 1979; Taylor & 

Bergmann, 1987).  
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Due to limited research on aspects of the recruiter, the present study will 

explore this further and look at the interaction between the gender and the 

professional closeness of the contact person and its effect on females’ job appeal 

ratings of male-biased job advertisements within male-dominated professions. 

Based on the similarity-attraction theory we expect that when the applicant hold 

similar characteristics as the contact person, such as gender and similar 

professional function, the advertisement is more likely to be appealing. Further, 

we expect these cues to trigger self-stereotyping based on in-group preferences. 

As research shows that gender bias self-stereotyping have a stronger effect on 

females than males (Lorenzi-Cioldi, 1991), we expect the interaction between 

contact gender and professional closeness to have a larger effect on females than 

males. Specifically, we expect that male-biased job advertisements for jobs in 

male-dominated professions will be more likely to appeal to females when the 

contact person is professionally close (team leader or manager) and of the same 

gender as the potential applicant (i.e., female) than when the contact person is 

professionally close but of a different gender (i.e., male). Further, when the 

contact person is professionally distant and of the opposite gender as the potential 

applicant we expect that the advertisement is less likely to be appealing.  

 

H4: Contact person professional distance interacts with contact person 

gender, such that male-biased job advertisements for jobs in male-

dominated professions are more likely to appeal to females when the 

contact person is professionally close and female than when the contact 

person is professionally close and male. 

 

Study 1: Pre-study - The Existence of Gendered Wording 

In study 1, we examine whether job advertisements within male-

dominated occupations in Norway contain more masculine words than feminine 

words (H1). To investigate the existence of gendered wording, and the 

overrepresentation of masculine words as compared to feminine words, we 

conducted an archival analysis. Based on the list of gendered words developed by 

Gaucher et. al (2011) which has been translated to Norwegian by an authorized 

translator (Appendix B), we analyzed job advertisements within typically male-

dominated occupations in Norway. 
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Method  

By using descriptive content analysis, we identified the percentage of 

gendered wording in existing online job advertisements. To conduct the language-

analysis we used the linguistic software NVivo. 

Sample    

As finn.no and nav.no are among the most popular websites for job search 

in Norway, this is where we collected the ads. We retrieved an overview of 

occupations that present the proportion of men and women in various sectors in 

2016 (Statistics Norway, 2017). Based on this graphic and the categorization of 

the occupations on the job search websites we picked out the four sectors that 

were the most male-dominated; construction and industry, finance, information 

and communication, and transport and logistics. All of the ads were randomly 

selected based on the following criteria; they are full-time positions, the job 

location is in Norway, and the ad is written in Norwegian. Based on these criteria, 

fifty ads from each of the four sectors were selected, which gave a total of 200 ads 

for the language-analysis. 

Analysis 

We registered all the gendered words from Gaucher et al. (2011) in 

NVivo, and then ran our collection of ads through the program to see if any of the 

gendered words were found. In order to increase the accuracy of the analysis we 

had to edit all of the ads. We removed all the basic information such as permanent 

employment (in Norwegian; fast ansettelse) and the application deadline. Also, 

thirteen of the words from Gaucher et al. (2011) appeared to have a different 

meaning than intended, hence they were removed (see Appendix C). The NVivo-

analysis gave all the ads a percentage score which indicates how much of the total 

words in the advertisement were either masculine or feminine.     

Results 

Hypothesis 1 

Based on previous research (e.g. Bem & Bem, 1973; Gaucher et. al, 2011; 

Mastromoro, 2013; Rho, 2016; Estrada et. al, 2017), we expected the job 

advertisements obtained from male-dominated industries to contain a greater 

proportion of masculine than feminine words.  
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As expected, the results indicate that there is a slightly higher percentage 

of masculine wording in job advertisements within male-dominated industries, 

compared to the percentage of feminine wording (H1). However, the difference in 

the percentage of feminine and masculine wording was minimal. Taking all 

industries into account, the average proportion of masculine words was found to 

be 0,62%, compared to the average proportion of feminine wording which were 

found to be 0,59%, indicating a minimal difference in the presence of feminine 

and masculine wording.  

         Looking at every single industry, differences in the presence of gendered 

wording were identified. The highest percentage of male biased wording was 

found in Construction (0,75%). In the same industry, there were identified 0,58% 

female biased wording. The same tendency was found in Finance, with a higher 

percentage of masculine (0,69%) than feminine wording (0,55%). Within IT, on 

the other hand, the results indicate a higher percentage of feminine wording 

(0,63%), compared to masculine wording (0,50%). When looking at Transport 

and Logistics, the results showed that the average percentage of masculine and 

feminine wording were equal (0,58% and 0,58%). 

  

Table 1 

Gendered Wording in Norwegian Job Advertisements  

 
Number 

of 

words 

in the 

job ads 

(mean) 

Number 

of 

feminine 

words 

(mean) 

% 

feminine 

wording 

Number 

of 

masculine 

words 

(mean) 

% 

Masculine 

wording 

Number 

of 

gendered 

words 

(mean) 

% 

Total 

Finance 382,38 2,12 0,55% 2,64 0,69% 4,76 1,24% 

Transport & 

Logistics 

342,02 1,98 0,58% 1,98 0,58% 3,96 1,16% 

IT 473,54 2,96 0,63% 2,36 0,50% 5,32 1,12% 

Construction 271,64 1,58 0,58% 2,14 0,79% 3,72 1,37% 

Total (mean) 367,4 2,16 0,59% 2,28 0,62% 4,37 1,19% 
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Discussion and Conclusion 

  In line with previous research, the findings provide support that job 

advertisements for male dominated professions in Norway contain more 

masculine words than feminine words, particularly in the finance and construction 

industries. In these industries, job advertisements contained substantially more 

masculine words than feminine words.  

However, compared to the study conducted by Gaucher et.al (2011), the 

evidence for male bias in job advertisements more generally across the four male-

dominated industries included in the study is weak. Although the results indicate 

that masculine wording exists in Norwegian job advertisements, it does not 

indicate any significant mean difference in the use of feminine- and masculine 

wording. However, it must be taken into account that some of the translated words 

did not seem to have the same meaning in Norwegian as in English. We removed 

thirteen words from the list conducted by Gaucher et. al (2011), and this might 

have had an effect on the low percentage of gendered wording identified in the 

Norwegian job advertisements in this sample.         

As the associations to words might be different in various languages, it 

would be interesting to investigate gendered and biased wording in the Norwegian 

language itself, as one may be able to develop a specific list of words associated 

with feminine and masculine traits in Norway. Further, the present pre-study is 

limited to identify the existence of gendered wording in male-dominated 

occupations, it would therefore also be interesting to investigate this in female-

dominated occupations.  

 

Study 2: Effects of Gendered Job Advertisements 

As study 1 indicates, there is a slightly higher percentage of masculine 

wording in job advertisements within male-dominated industries. In study 2, we 

therefore wanted to investigate the effect, or lack of effect, of male-biased 

language in job advertisements on job appeal ratings given by potential female job 

applicants. Hence, in this study, we tested Hypothesis 2-4 that focus on the effects 

of gendered wording on job appeal ratings given by and the interactive effects of 

contact person gender and professional distance on this relationship.  
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Method 

In order to investigate and test our hypotheses, we have chosen a 

quantitative approach, using an experimental design. Bryman and Bell (2015, 

p.53) argue that “true experiments tend to be very strong in terms of internal 

validity”. The experiment is conducted based on previous research on gendered 

wording and how this affects job seekers (Bem and Bem, 1973; Gaucher et al., 

2011; Rho, 2016). As we want to compare behavior between different 

experimental conditions we chose a between-subject design, where participants 

were exposed to one of four treatment conditions (Charness, Gneezy & Kuhn, 

2012) that we explain further in the section on procedures. 

Participants 

197 first-year business students participated in the experiment, which was 

integrated and conducted in lectures for a course in Organizational Psychology. 

This course is mandatory for all first-year bachelor students, hence participants 

represented thirteen different study programs (table 2). Business students are 

valuable for exploring gender bias in the recruitment process for jobs in male-

dominated professions, as many are likely to enter jobs where women have 

traditionally been underrepresented. The students voluntarily attend the lectures 

and were not aware of the experiment beforehand. There was no compensation for 

participating in the experiment. 

 

Table 2 

Distribution of Participants  

Measure Item Frequency Percentage 

Gender Female 86 43,7% 

 Male 111 56,3% 
 Total 197 100% 

Study Program  Bachelor of Business 

Administration 

4 2% 

 Creative Industries Management  3 1,5% 

 Relator 2 1% 
 Entrepreneurship  6 3% 

 Finance 6 3% 

 International Marketing 9 4,6% 

 Communication Management 3 1,5% 

 Marketing Management 23 11,7% 
 Retail Management 2 1% 

 Economy (siviløkonom) 31 15,7% 

 Economy and Administration 102 51,8% 

 Economy and Business Law  6 3% 

 Total 197 100% 

Age 18-21 114 57,9% 

 22-25 59 29,9% 

 26-29 15 7,6% 

 30+ 9 4,6% 
 Total 197 100% 
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Procedure 

The Qualtrics Survey Software (Qualtrics) was used both for constructing 

the experiment and collecting data. We made sure that our study was approved by 

Norwegian Centre for Research Data (NSD) before we began the data collection, 

and the approval can be found in Appendix D. According to Kahneman (2011) 

one may increase the reliability of the results by conducting the survey in the 

mother tongue of the participants. Following this suggestion, the study was 

conducted in Norwegian.  

Before accessing the study materials in Qualtrics, the participants got a 

brief introduction to our study. Participants were told our research question was 

about how organizations can ensure high quality in their recruitment process. 

However, to avoid revealing our true intent of the study, which was the effect of 

implicit gender bias in job advertisements, information was kept rather limited. 

Once they came into the study platform, participants were randomly 

assigned to one of four experimental conditions, through the randomization 

feature in Qualtrics. The four treatment conditions represented the different 

configurations of the contact person’s gender (male vs. female) and the 

professional distance of this contact (near vs. distant), as specified in Table 3. 

Male-bias was consistent across conditions, through the use of masculine 

wording, as is explained further in the paragraphs below. 

 

Table 3 

Experimental conditions  

Contact person gender 

1. Male, Close 2. Male, Distant 

3. Female, Close  4. Female, Distant 

 
Contact person professional distance 

 

Participants had approximately twelve minutes to go through the study 

materials in Qualtrics. Within each condition, participants were presented with 

three job advertisements to read and a total of twelve survey questions.  

The three job advertisements that study participants were presented with 

during the experiment were created based on existing advertisements within 

finance, consulting, and insurance, found on the job search websites finn.no, and 

nav.no. These sectors were chosen as they are seen to be relevant for business 
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students. The purpose of using three different ads, and not just one, was to control 

for possible preferences participants could have for a particular job, based on tasks 

or company information. Based on social identity theory and brand awareness 

research, people are more likely to feel attracted to familiar companies (Turban, 

Lau, Ngo, Chow, and Si, 2001). Therefore, fictive company names were applied, 

in order to remove associations with real companies. Due to feasibility, we 

shorted the ads to include 190-200 words, each included a company description, 

job description, and qualifications. By using the linguistic software NVivo, we 

identified and removed all female-biased words from the advertisements, while 

adding male-biased words from the list of gendered words developed by Gaucher 

et al. (2011). Each advertisement contained 13 male-biased words. Lastly, to 

minimize the risk of the participants understanding the experiment, we gave each 

ad a slightly different layout. This linked back to how the study was presented to 

students before they accessed the study materials. 

In going through the job advertisements, participants assigned to condition 

1 or 2 were presented with male contact persons: Eivind V. Holm, Martin Dale, 

and Anders Haugen, while participants assigned to condition 3 or 4 were 

presented with female contact persons: Eline Holm, Martine Dale, and Alexandra 

Haugen. Further, participants assigned to condition 1 or 3 were presented with 

contact persons who were professionally close, including a Team-Leader 

(teamleder), Head of Customer Centre Department (avdelingsleder kundesenter), 

or Head of Procurement Department (avdelingsleder innkjøp), while participants 

assigned to conditions 2 or 4 were presented with professionally distant contact 

persons, including a Consultant - Recruitment and Selection (konsulent - 

rekruttering og seleksjon), HR-worker (HR-medarbeider ), or Recruitment 

Consultant (rekrutteringskonsulent). Table 4 summarizes the contact details 

provided for each job advertisement between conditions. 

 

Table 4 

Contact details by condition 

Condition Job Ad 1 Job Ad 2 Job Ad 3 

1. Eivind V. Holm 

Teamleder, Client Service 

Martin Dale 

Avdelingsleder kundesenter bedrift 

Anders Haugen 

Avdelingsleder innkjøp 

2. Eivind V. Holm 

Konsulent, rekruttering og seleksjon 

Martin Dale 

HR-medarbeider 

Anders Haugen 

Recruitment Consultant 

3. Eline Holm 

Teamleder, Client Service 

Martine Dale 

Avdelingsleder kundesenter bedrift 

Alexandra Haugen 

Avdelingsleder innkjøp 

4. Eline Holm 
Konsulent, rekruttering og seleksjon 

Martine Dale 
HR-medarbeider 

Alexandra Haugen 
Recruitment Consultant 
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Two questions referring to the contact person in each job advertisement 

were included to ensure that the participants actually took note of the contact 

person details. Further, questions were included to capture participants ratings of 

job appeal for each advertisement and their interest in applying for each position. 

A suspicion check item was added at the end of the survey to check whether 

participants suspected the true intent of the survey. In this check, participants were 

asked what they believed had affected their perception of the job advertisements 

(Gaucher et al. 2011) and were asked to write their answer in a text box below. 

None of the participants mentioned either gendered wording, language or gender 

more generally.  

Measures 

Job Appeal 

Job appeal was measured with Gaucher and colleagues’ (2011) 6-item 

scale, which we translated to Norwegian. As Berkanovic (1980) indicate that any 

translation of materials needs to be carefully conducted to ensure the quality of the 

material, the items were translated back-and-forth. The items were scored on a 7-

point likert-scale ranging from 1 (totally disagree) to 7 (totally agree).  

 

Table 5 

Translation of 6-item scale  

English Norwegian 

“This job is appealing” “Denne stillingen appellerer til meg” 

“I think I could enjoy this job” “Jeg kunne trives i denne jobben” 

“This is not a job I would want” (reverse coded) “Dette er ikke en jobb for meg (reverse coded)” 

“This company would be a good employer” “Dette er en god arbeidsgiver” 

“This job looks interesting” “Denne jobben virker interessant” 

“This company seems like a great place to work” “Dette virker som et bra sted å jobbe” 

 

Control Variable  

As the course in Organizational Psychology is mandatory for all first-year 

students, different study areas are represented in the lectures. To control for 

alternative explanations for the variable Job Appeal we used Study Area as a 
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control variable. This way we were able to control whether the choice of study 

program affected the degree of appeal of the advertised jobs for the participants. 

The control variable was divided into three categories which were as following: 1 

= Bachelors of Business Administration (BBA), Finance, Economics 

(siviløkonom), Economy and Administration, and Economy and Business Law, 2 

= Entrepreneurship, International Marketing, Marketing Management, and Retail 

Management, and 3 = Relator, Communication Management, Creative Industries 

Management. The studies within category 1 and 2 are seen as most relevant for 

the advertised jobs, as these studies are specialized in business. 

Demographic Variables  

To be able to compare the responses between females and males, 

participants were asked to provide their gender, given the choice of male or 

female. Also, to reduce the possibility for the participants to understand the 

experiment, we also included a question about their age. However, age has not 

been used in the analysis.  

Statistical Analysis 

SPSS 25 was applied to conduct statistical analysis and to test the 

hypotheses. Furthermore, to test moderation between variables the 2-way 

unstandardized Excel-template with simple slope estimates provided by Jeremy 

Dawson was applied.  

Outliers and Exclusion 

Our initial sample size consisted of 197 participants in total. In the dataset, 

the variable “duration in seconds” shows the time used to answer the 

questionnaire. The data points below 200 (seconds) lie at the low end of the series 

of values (approximately 3 minutes) and can be considered outliers. Also, as the 

participants were given 12 minutes (720 seconds) to finish the survey, the data 

points above 720 lies at the high end of values and are also considered outliers. 

After removing the outliers, the mean is 404,8 seconds.  

Further, we excluded responses from the students in certain study areas 

(creative industries management, realtors (eiendomsmegling), and communication 

management (kommunikasjonsledelse)) as the ads were not considered to be 

appealing for these students. This left us with a sample size of 174 participants. 
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Due to signs that participants were fatigued by the time they were 

presented with the third job announcement, we also excluded this advertisement 

from later analyses. Fatigue was indicated by low internal consistency scores on 

the Job Appeal measure for Job Ad 3, whereas internal consistency scores were 

adequate for Job Ad 1 and 2. 

Exploratory Factor Analysis and Reliability Analysis 

The measurement for Job Appeal consisted of 6-items from Gaucher, 

Friesen, and Kay (2011). As it is a multi-item measure, the validity and reliability 

of the Job Appeal measure was tested using exploratory factor analysis (EFA) and 

reliability analysis.  

When constructs are conceptually close, item contamination represents a 

challenge, and the discriminant validity might be threatened (Kuvaas, Buch & 

Dysvik, 2016). As EFA show how the items load on the non-hypothesized factors 

(Kelloway, 1995) it was used to ensure discriminant validity (Hurley et al. 1997). 

We conducted principal component analysis and promax rotation method on the 

multiple scale items across the three job advertisements and the four treatment 

conditions to decide the item retention. The rules of only considering items with 

factor loadings above 0.50 (Nunnally & Bernstein, 1994) and cross-loadings 

below 0.35 (Kiffin-Petersen & Cordery, 2003) was applied.  

The EFA revealed that items 3, 5, and 6 from the Job Appeal measure did 

not show a consistent loading pattern and did not meet the criteria of factor 

loadings above 0.5 and cross-loadings below 0.35 across the job advertisements 

and treatment conditions. Therefore, we ran the analysis again including only item 

1, 2, and 4 of the Job Appeal measure and the EFA showed that all factor loadings 

were above 0.50, and there were no cross-loadings above 0.35.  

Further, to test the internal consistency of the Job Appeal measure was 

tested using reliability analysis. The reliability analysis confirmed that item 1, 2, 

and 4 had good reliability and that the reliability coefficient increased when items 

3, 5, and 6 were removed from the measure. Thus, the validity and reliability of 

the six-item scale were not consistent with the study conducted by Gaucher et al. 

(2011), and instead the Job Appeal variable was computed based on items 1, 2, 

and 4. 
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Results 

In this section, the data analysis and results referring to hypotheses 2-4 

will be presented sequentially.  

Hypothesis 2 

In order to test Hypothesis 2, a one-way ANOVA was used to determine if 

there exists a statistical difference in the mean value of “Job Appeal” between 

females and males for each of the job advertisements included in the study. The 

test found no statistically significant difference in job appeal between male and 

female participants for Job 1 (F(1,172)=.014, p=.905) or Job 2 (F(1,172)=1.342, 

p=.248), across conditions. The results indicate that the male-biased job 

advertisements presented to study participants were not less likely to appeal to 

females than males. Accordingly, Hypothesis 2 was not supported. 

Hypothesis 3 and 4 

Both Hypothesis 3 and 4 were tested using multiple linear regression 

modeling. To test Hypothesis 3, the dependent variables (Job Appeal_Job 1; Job 

Appeal_Job 2) were regressed onto Contact Gender, with study area as the control 

variable. To test the moderation predicted in Hypothesis 4, Contact Distance and 

the interaction term (ContactGender*ContactDistance) were entered in separate 

steps into the regression model. Analysis were conducted after splitting the file 

based on gender, such that results would be presented for females and males 

separately. Analysis were conducted after splitting the file based on gender, such 

that results would be presented for females and males separately. 
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Table 6a  

Coefficients (Job 1, Female sample) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 6b 

Coefficients (Job 2, Female Sample) 

 

 

 

 

 

 

 

 

 

 

 

 

 

The ANOVA table shows that model 1 and model 3 are significant at a 5% 

level for job 1 p<.05, but not for job 2. Model 3 with the interaction between 

contact gender and contact distance accounted for significantly more variance 

than just contact gender (R2 change = .065, p=.022) for job 1.   
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Findings show that the coefficient for Contact Gender in model 1 (H3) was 

insignificant for Job 1 (B=-.254, p=.369) and Job 2 (B=-.206, p=.561 ) among 

female study participants. However, in model 3 (H4), the interaction term was 

significant in the regression equation for Job 1 (B=-1.284, p<.05), but not for Job 

2 (B=-.42, p=.559) in the female sample. For the male sample, no significant 

interaction effect was found. Thus, hypothesis 3 and 4 was not supported.  

We further inspected the moderating pattern of the significant interaction 

coefficient found in Model 3, Job 1 by plotting the interaction using the 2-way 

unstandardized Excel template with simple slope estimates provided by Jeremy 

Dawson (Jeremy Dawson, 2018). The results of this analysis indicate that there is 

no significant difference in Job Appeal among female study participants when 

Contact Gender is Female, regardless of if the contact person is professionally 

distant or not. However, when Contact Gender is Male, Job Appeal among female 

study participants is significantly lower when the contact person is professionally 

distant (i.e., an HR manager). The simple slope of the Contact Distance - Job 

Appeal was negative and significant when Contact Gender was Male (Gradient of 

simple slope =-,85, p<.05). Thus, a significant interaction between the gender and 

professional closeness of the contact person was identified.  

 

Figure 1 

2-way unstandardized Excel template with simple slope estimates 
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Discussion  

Based on the experiment conducted in study 2, the present study does not 

provide any evidence of differences in job appeal among female and male 

applicants, when the job advertisement was male-biased. These findings 

contradict the work of Gaucher et al. (2011), as well as Bem and Bem (1973), Rho 

(2016), and Estrada et al. (2017). Thus, the results of the present study suggest 

that gendered wording does not affect potential applicants in Norway. One 

potential explanation for these results is that gender biased words and its 

associated gender stereotypical traits may not be the same in the Norwegian 

language as in the English language. This is in line with the findings in study 1, 

which indicated that the proportion of masculine words only slightly differed from 

the proportion of feminine words in job advertisements obtained from male-

dominated occupations. As the list of gendered words that were used in both study 

1 and study 2 were obtained from previous research and translated to Norwegian 

by an authorized translator, it must be taken into consideration that there might be 

other words that are more specifically associated with one or the other gender in 

the Norwegian language. 

Due to the increased focus on gender equality in the Norwegian society, 

another explanation is that women are less affected by what traditionally has been 

considered as male-dominated and female-dominated occupations. The decrease 

in sex-segregation in some occupations is according to Reisel and Teigen (2014) 

due to changes in women’s choice of occupation, and that more and more women 

are entering typically male-dominated study programs (e.g. engineering, finance, 

IT, and other technical fields). This indicates that whether people are interested in 

a job or not, lies in their choice of education. Thus, the effect of the wording alone 

in the job advertisement might decrease. 

When testing for the effect of the contact person’s gender on job appeal in the 

context of masculine wording, no significant effect was found. Thus, the study 

does not provide any evidence for the effect of the gender of the contact person, 

holding everything else constant. However, when adding professional closeness of 

the contact person, the findings showed an interesting effect. The results indicated 

that the gender and professional closeness of the contact person accounted for 

significantly more variance than when just looking at the gender of the contact 

person alone. The findings suggest that there is no significant difference in job 
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appeal among women when the contact person in the job advertisement is female, 

regardless of the professional closeness. When the contact person is male on the 

other hand, job appeal among women seems to be significantly lower when the 

contact person is professionally distant (e.g. HR manager or recruiter consultant). 

These findings contradict our hypotheses and suggest an interaction that is 

opposite of what we expected. 

Previous research suggest that line managers often are perceived more 

positively than HR-managers or recruiters (Fisher et al., 1979; Taylor & 

Bergmann, 1987;). This is in line with the findings of the present study, which 

suggests that the closer the contact person is to the advertised position the more 

likely the advertisement is to be appealing. Further, the findings suggest that 

potential female job seekers are less interested in a job when the contact person is 

both male and professionally distant. This may be explained by the similarity-

attraction theory, as there is a lack of match between both personal characteristics 

(gender) and the feeling of closeness to the potential employer or manager 

(professional distance).  

  In sum, the results obtained from the present study is quite surprising, as it 

contradicts earlier research. As no significant effect of masculine wording on job 

appeal among females was identified, the results of this study indicate that 

gendered wording does not have the same effect in the Norwegian language as in 

English. Furthermore, findings suggest that the gender of the contact person has a 

negative effect on female applicants, only when this person holds a position that is 

professionally distant. Thus, the present research contributes with the 

identification of a possible boundary condition. However, further research is 

required to establish evidence for this effect. As far as we know, this is the first 

study about gendered wording in Norwegian job advertisements it calls for further 

research on its existence and effects.  

 

Practical Implications 

We have explored whether implicit gender bias (in terms of gendered 

language) and the gender and distance of the contact person in job advertisements 

have an effect on females’ job appeal ratings for jobs in male-dominated 

professions. Even though the present research does not provide us with any 

evidence for the effects of male-biased wording in the Norwegian context, the 
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findings from study 1 suggest that job advertisements in male-dominated 

occupations to some degree are male-biased in terms of the wording. Therefore, 

managers should be aware of the wording they use in job advertisements, 

especially in male-dominated occupations. By making sure that the language in 

the advertisement includes less biased wording, one can avoid indirect gender 

discrimination and ensure gender-neutral advertisements.  

 Furthermore, this study suggests that women react less favorably to male-

biased job advertisements when the contact person is male and professionally 

distant. This suggests that companies should list an immediate manager as the 

contact person, as this near professional distance seems to be more appealing to 

potential applicants regardless of the gender of the contact person. This way one 

can avoid losing well-qualified candidates in the pre-application phase. Although 

the present study provides limited evidence on gender bias in the job 

advertisement, it serves as a valuable theoretical contribution, as it extends the 

literature on potential gender bias in the way language is used in the recruitment 

process.  

 

Limitations and Future Research 

Despite the important practical implications of this current research, some 

limitations should be considered when interpreting the results. In our pre-study, 

the ads we retrieved for transport and logistics were all relatively short and 

contained few personal characteristics. This may have had an impact on the 

number of gendered words in these ads. Also, we did not account for varieties of 

words, such as ambitious or ambition, and therefore the ads might have included a 

higher number of gendered words than identified in the analysis. As we used the 

translated work of Gaucher et al. (2011) in Norwegian when looking for gendered 

words in the Norwegian language, one should consider that other words or 

synonyms may be more used in Norway. Future research should therefore 

investigate what concepts are used in Norwegian job ads and see if they are 

included in Gaucher et al.’s (2011) scheme.  

Further, in the second study, the use of fictive company names may have 

influenced the job appeal for the participants, even though we tried to make the 

advertisements as realistic as possible. Also, some participants may not have taken 
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the situation seriously, especially those who were not active job seekers, nor 

interested in the topic.  

We also did not randomize the order of the questions after each of the three 

advertisements. Due to this, participants may have realized what was waiting next 

and only skimmed through the ads looking for answers to these questions.  

To strengthen our findings, we should have looked at advertisements that 

were feminine worded or applied a neutral condition to our survey. However, this 

is something that can be conducted in future research. Also, we have only 

controlled for the study area, other variables that could have been interesting is 

preferences and interests of participants, the layout of the advertisements, and 

work tasks, hence this is another research opportunity.  

Furthermore, future research should be aware of whether or not the 

participants are actual job seekers, as one may assume that job seekers would be 

easier to manipulate. Even though we tried to frame our advertisements to be 

interesting for the participants, they were first-year students and we had no 

guarantee they were active job seekers.  

 

Conclusion 

Research on the effects of mechanisms in the recruitment process has 

increased over the last forty years. Hereunder language in the job advertisements, 

and gender of the recruiter and potential applicants. However, knowledge about 

these different aspects of Norwegian job ads should be increased as this 

knowledge is beneficial for organizations, recruiters, and job seekers. 

Organizations clearly benefit from being gender diverse, and both previous 

research and this current study show that being aware of the crafting of job 

advertisements may have an effect on who applies to various jobs.  

The present study does not provide any evidence that gendered wording 

alone affects job appeal. Our findings suggest that the gender and professional 

closeness of the contact person has a significant effect on female job seekers in 

the context of masculine wording. Therefore, we conclude that gendered wording 

may be of less significance in the Norwegian language and that cues such as 

gender and professional closeness of the contact person may be of greater 

importance. Thus, further investigation of such cues is necessary to establish 

evidence of their effects and significance. As far as we know, this is the first study 
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investigating gendered wording in Norwegian job advertisements, and further 

research on gender bias in the Norwegian language is therefore required. The 

present study, together with both previous and future research may contribute to 

more gender-neutral recruitment and less indirect gender discrimination. 
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 Appendices 

Appendix A: List of Gendered Words from Gaucher et al. (2011) 
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Appendix B: List of Gendered Words translated to Norwegian 
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Appendix C: Words removed from Study 1 

 

Masculine:  

• Decisive = bestemmende/avgjørende/fast  

• Lead = leder/ledende/ledertype/foregangsfigur  

• Courage* = mot/Modig 

• Active = aktiv/handlende 

• Force* = kraft/makt/styrke/tvang/tvinge 

• Independen* = uavhengig/uavhengighet/selvstendig 

 

Feminine:  

• Commit* = forplikte/engasjere/avtale/forpliktelse  

• Interpersonal = mellommenneskelig/gjensidig 

• Considerate = hensynsfull/omtenksom/gjennomtenkt/ansvarlig  

• Sensitiv* = følsom/fintfølende/nærtagende/var/kjenslevar  

• Communal = fellesskap/felles/offentlig/samhold 

• Quiet* = stille/lavmælt/fordringsløs  

• Kind = snill/vennlig, imøtekommende/god/hensynsfull/elskverdig/velvillig/kjærlig  

 

Bold words = removed words 

* See appendix B 
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1.0. Introduction 

The skewed distribution of men and women in certain professions is a reality in 

Norway (Statistisk Sentralbyrå, 2016). In this sense, we are interested in why this 

distribution is skewed and what mechanisms that might affect the proportion of 

women in typical male-dominated professions. From a business perspective, gender 

diversity is vital to any organization (Mor Barak, 2014). A gallup study of over 800 

companies in the retail and hospitality industries, found that gender-diverse teams had 

superior financial performance and were more competitive compared to single-gender 

teams (Badal, 2014). The reason for this is claimed to be the contrasting viewpoints, 

market insights, and ideas that men and women have. Furthermore, attraction and 

retention of talented women is easier when the organization is gender diverse (Badal, 

2014). The value of being gender diverse was supported by a McKinsey report from 

2015, where the top quartile of 366 public companies were 15% more likely to 

perform better financially than the national industry mean (Hunt, Layton & Prince, 

2015).  

Gender bias and its possible consequences has mainly been investigated in 

selection processes (e.g. Kmec, 2005; van den Brink, Brouns & Waslander, 2006). 

However, there is also growing evidence that gender bias often occurs already in the 

pre-application stage through cues in the job advertisements. Knowledge about male 

and female job seekers’ preferences can be useful, as it indicates whether one or both 

genders find the job appealing (Barbulescu & Bidwell, 2013). The present study 

increases the understanding of why similarly qualified men and women would apply 

to different jobs.  

Research on gendered wording centers around the choice and use of words and its 

effect on men and women. Specifically, gendered wording has been investigated in 

terms of job advertisements with focus on how different words appeal differently to 

men and women (e.g. Bem & Bem, 1973; Gaucher, Friesen & Kay 2011; 

Mastromoro, 2013; Rho, 2016; Estrada, Leduc, Messer, Pookote, and Thakur, 2017). 

While there is growing evidence that the use of masculine language in job 

advertisements discourage female applicants, little empirical work has examined the 

possible boundary conditions (i.e., moderators). Even though there is evidence for the 

existence and effect of gendered wording in job advertisements, this has mainly been 

studied in English speaking countries, such as the U.S and Canada. Therefore, we are 
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interested in whether this effect also occur in in the Norwegian context. Additionally, 

we will investigate other cues, such as the gender and professional distance of the 

contact person.  

Thus, our research question is: 

  

What triggers in job advertisements affects the decision of female job seekers to 

not apply to a male-biased job advertisement in Norway? 

 

2.0. Literature Review 

   

2.1. Gender and jobs 

Based on an integrative theory of why women possibly apply to other jobs 

than men, Barbulescu and Bidwell (2013) found that men are more likely than women 

to apply to finance and consulting jobs, and that women are more likely to apply to 

general management positions. Women have been found to be evaluated less 

favorably than men in line jobs in a large financial service company, as these were 

seen as more strongly male-dominated positions than e.g. staff jobs (Lyness & 

Heilman, 2006). Pazy and Oron (2001) reported similar findings when examining 

high-ranking military officers, and found that women were classified as less 

competent. The low identification women experience with stereotypical masculine 

jobs, and low expectations of job offers in such jobs, are some of the reasons behind 

women’s preferences in job choices (Barbulescu & Bidwell, 2013). In other words, 

they established that the job seekers’ gender and the gender stereotypicality of the job 

affected their expectations about getting a job offer. According to Anthony (2004) 

nursing is an example of a profession that has evolved into a stereotypical female role. 

Furthermore, she claims that gender bias contributes to perpetuating the traditional 

gender roles, and is a hinder for recruiting men into the profession. MacIntosh (2002) 

claims that increased awareness of gender issues and avoidance of gender biased 

language can result in empowered professionals and increased gender diversity. Cejka 

and Eagly (1999) found that job seekers perceived that success in a specific gender 

dominated job required matching gender stereotypical attributes.  

Segregation is a fundamental process in social inequality, as groups 

experience differential treatment based on their characteristics (Reskin, 1993). 

Furthermore, sex segregation refers to the concentration of men and women in 
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different occupations (Gross, 1968). According to Reskin (1993), the sex composition 

of the labor force, the superiority of occupational distinctions and the sizes of 

occupations, can be indicators of the quantity of sex segregation, however there has 

been a decline in sex segregation in many industrialized countries since 1970. But, 

due to social and economic forces, some occupations are still dominated by either sex 

(Reskin, 1993). Teigen (2002) propose that sex segregation in management positions 

can be explained by both supply- and demand theory. According to supply theory, the 

gender structure is created by gender differences in occupational choices and 

ambitions. The demand theory emphasize how some organizations favour men while 

disfavouring women (Teigen, 2002), and propose that sex segregation in management 

positions is shaped by the gender biased recruitment practices and norms (Collinson 

& Hearn, 1996).  

In modern organizations, a central feature is the trend for men and women to work 

in systematically divergent industries and occupations, this is known as gender 

segregation (Barbulescu & Bidwell, 2013). In search for an explanation to this 

phenomenon, research has focused on the employer’s selection of whom to hire. 

Nonetheless, gender segregation may also be a consequence of women’s and men’s 

choices about which jobs to apply to. Thus, it may be a result of the recruitment 

process, which can be seen as the pre-application stage. Recruitment can be defined as 

“the process of attracting individuals on a timely basis, in sufficient numbers, and 

with appropriate qualifications to apply for jobs with an organization” (Mondy & 

Mondy, 2014, p.134). Mostomoro (2013) argue that recruitment is one of the first 

barriers for applicants to overcome potential stereotype and discrimination. The 

language used in job advertisements can be seen as the starting point for where social 

interactions between job seekers and employers initially occur (Rho, 2016). This is a 

two-way interaction where both the recruiter and the job seekers have biased 

expectations that further will lead to biased evaluations (Ridgeway, 2011). 

 

2.2. Gendered Wording 

Language can be associated with either sex, and can be viewed as either feminine 

or masculine, thus it is gendered (Mastromoro, 2013). However, the use of 

stereotypical gendered language often goes unnoticed, as it is widely accepted and 

embedded within the structure of a society (Gaucher, Friesen and Kay, 2011). Social 

dominance theory (SDT) propose that inequalities among groups are reinforced by 
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institutional-level mechanisms (Sidanius & Pratto, 2001), further Gaucher et al. 

(2011) identify gendered wording as one of these mechanisms. Gaucher et al. (2011) 

establish that gendered wording in job advertisements, whether intentional or 

unintentional, affected gender inequality when employers announced for new hires. 

In Norway, it is prohibited by law (The Equality and Anti-Discrimination Act, 

2018, § 6) to use language that explicitly indicates a preference for applicants of a 

specific sex. However, as described by Rho (2016) in the US context, the process 

behind creating the advertisement may nonetheless contribute to gender inequality, 

due to implicit rather than explicit bias. Gorman (2005) found in her study that when 

the job advertisements include a great amount of stereotypically masculine 

characteristics, there was a smaller proportion of female new hires, and that the 

female proportion of new hires increased when the criteria included more 

stereotypically female traits. It has been shown that some words currently appeal to 

men and some appeal to women (Gaucher et al., 2011) and further sex-biased wording 

may actually discourage the job seekers from applying to jobs even though they are 

qualified (Bem & Bem, 1973). Horvath and Sczesny (2016) supports these results and 

found that women were less likely to apply for leadership positions when the wording 

in the ads were masculine loaded. Gaucher et al. (2011), argued that this is due to 

female job seekers perception of fit within a certain area, and identified belongingness 

as a mediator between masculine wording and job appeal. When masculine wording is 

prominent in job advertisements, women’s perception of belongingness also tends to 

decrease. In line with the work of Bem and Bem (1973), this indicates that gendered 

wording has a greater effect on women than men. Maass, Milesi, Zabbini, Stahlberg 

(1995) describes how language plays an important role in maintaining and 

transmitting stereotypes and use the linguistic intergroup bias (LIB) model to describe 

systematic bias in language use, and how this can contribute to the perpetuation of 

stereotypes about in-groups and out-groups.  

 

2.3. Stereotypes and Gender Bias 

Implicit bias refers to attitudes and stereotypes that unconsciously affects our 

judgement and impression formation, thus they can result in behaviour that deviate 

from a person’s settled beliefs (Greenwald & Krieger, 2006). Heilman (2012) defines 

stereotypes as “generalizations about groups that are applied to individual group 

members simply because they belong to that group”. Whereas gender stereotypes are 
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beliefs about how women and men typically are. According to Heilman (2012) and 

“the lack of fit” model men are typically described with agentic traits (e.g. dominant, 

ambitious and independent), whereas women’s stereotypical attributes is characterised 

by being communal (e.g. helpful, kind and understanding). Both genders are seen as 

lacking what is believed to be common for the other sex, in other words descriptive 

gender stereotypes tend to be oppositional (Heilman, 2012). Furthermore, studies 

have proved that descriptive stereotypes are found to be consistent across culture, 

time and context, and that they serve as heuristics for forming impressions about 

people (Heilman, 2012). Thus, people can be viewed based on the gender group to 

which they belong, hence the impression may not fit the person. In work settings such 

beliefs are only problematic when negative expectations are related to performance, 

e.g. when there is a “lack of fit” between the attributes required to succeed in 

traditionally male occupations, and a woman’s attributes (Heilman 1983, retrieved 

from Heilman 2012). Further, the model suggests that these negative performance 

expectations, which are based on stereotypes, prompt cognitive distortions that form 

the basis of gender bias. There is evidence that the degree of the perceived lack of fit 

affect the amount of bias in the recruitment (Gaucher et al., 2011). 

Prescriptive gender stereotypes describe how men and women should be, in terms 

of appropriate and inappropriate attributes and behaviors (Heilman, 2012). Hence, 

they function as norms, and thus neglecting these gender prescriptions has 

consequences in terms of social disapproval and negativity (Rudman & Glick, 2001). 

Studies have found that females that violate these stereotypically prescribed attributes 

are regarded less psychological healthy, considered cold and are disliked (Heilman, 

2012). Furthermore, the same effect is found to apply to men as behavior that 

contradicts the stereotype often are perceived as passive and wimpy and are less 

respected (Heilman, 2012). As both men and women experience penalties when 

violating gender stereotypes, the idea about prescriptive gender stereotypes leading to 

gender bias is further supported.  

People also tend to see themselves based on their membership in any number of 

social groups. This is what Sinclair, Hardin and Lowery (2006) refers to as self-

stereotyping, a function of cognitive associations and social-identity salience. While 

the phenomenon of stereotyping is widely researched in evaluations of others, little is 

known about how individuals stereotype oneself (Sinclair et al., 2006). When self-

stereotyping, individuals see themselves as possessing the characteristics and 
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behaviours that are associated with the in-group (Oswald & Chapleau, 2010). This 

gender bias self-stereotyping seems to have a stronger effect for women than for men 

(Lorenzi-Cioldi, 1991).  

When two individuals categorize the self and the other by e.g. gender, 

stereotyping and in-group preferences is the underlying mechanisms (Rho, 2016). 

According to shared reality theory, the shared perspective held among people within a 

social group is a result of constrained individual beliefs and interpersonal connections 

(Sinclair et al., 2006). Hence, the “shared reality” structures individual beliefs and 

social relationships, and individuals see themselves as they do since significant others 

share their self-views. This activation and use of interpersonal relationships was 

supported by Hinkley and Andersen (1996) whom found that self-evaluation changed 

in transference with a new person. In line with the cognitive accessibility theory, the 

stereotype one applies to oneself depends on the most accessible social group 

membership (Sinclair et al., 2006). Based on the shared reality theory, Sinclair et al. 

(2006) further propose that the relationship between stereotypes and self-stereotypes 

are mediated by the perceived evaluation of significant others. 

  Social identity theory propose that individuals identify with and like those who 

are similar to themselves (Ashforth & Mael, 1989). According to the similarity-

attraction view, demographic similarity, such as gender, leads to a perception of 

behavioural similarity, which further leads to interpersonal attraction. Jackson, Brett, 

Sessa & Cooper (1991) argues that this effect will be prominent in recruitment 

processes, as job seekers are more likely to be attracted to organizations where 

members are similar to themselves. 

 

3.0. Theory and Hypotheses 

3.1. The Existence of Gendered Wording  

Based on previous research on masculine and feminine words and gender 

differences in the language, Gaucher et al. (2011) developed a list of words that 

appeals to either men or women (Appendix A). Some of the words associated with 

male stereotypes are words such as leader, competitive, dominant, individualistic, and 

committed, while examples of feminine stereotypic words are support, understand, 

interpersonal, ambitious, and assertive. This list provide evidence for the existence of 

gendered (or sex-biased) words in the English language, and the Norwegian company 

Master Management Norge AS, translated the list to Norwegian when creating the 
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psychological test “OPTO” which is certified by DNV GL (Appendix B). However, 

the existence of gender bias words has not been investigated in job advertisements in 

Norway. As the list developed by Gaucher et al. (2011) have been certified translated, 

we expect to find evidence for the existence of gender bias words in Norwegian job 

advertisements, thus we hypothesize as following:  

H1: Job advertisements within male-dominated occupations contain more 

masculine words than feminine words. 

 

3.2. The Effect of Gendered Wording 

In 1973, Bem and Bem (1973) investigated whether gendered wording led to 

discrimination in the recruitment process. Their finding indicates that sex bias in job 

advertisements does discourage both men and women from applying to “sex-

opposite” jobs. When the job advertisement was manipulated to include a large 

number of masculine words, only 5% of the participating women were interested in 

the job. When considering men, the findings indicated that as much as 30% were 

interested in the job, even though the job advertisement were manipulated by 

feminine wording (Bem & Bem, 1973), Thus, gendered wording seems to have a 

greater impact on women than men. A similar study was conducted by Estrada, 

Leduc, Messer, Pookote, and Thakur (2017), whom found that re-wording of job 

advertisements, by including more feminine words, increased the likelihood of 

women to apply. However, in contrast to Bem & Bem’s (1973) findings, Estrada et al. 

(2017) found that the increase in feminine words in the job advertisement did not 

have an effect on the number of male applicants. Based on the identified sex-biased 

words, and building on Bem and Bem’s (1973) findings, Gaucher et al. (2011) 

examined the existence of gendered wording in job advertisements in Canada. The 

results indicated that job advertisements in male-dominated occupations, such as 

plumber, mechanic, and computer programmer, contained a larger amount of 

masculine words compared to the presence of feminine words in female-dominated 

occupations, such as nurse, HR, and bookkeeper (Gaucher et al., 2011). Further, they 

found that people have a tendency to assume that an occupation is more male-

dominated when the wording in the job advertisement is masculine, and that women 

find these jobs less appealing than men. This was also later confirmed by Rho (2016). 

Based on these findings, we expect that gendered wording in job advertisements will 

have an effect on female job seekers interest in applying for a position in Norway, and 
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that there is a direct relationship between the gendered wording and job interest. 

Specifically, we hypothesize as following: H2a: Female job seekers are less likely to 

apply for a position when the job advertisement is male-biased. H2b: Female job 

seekers are more likely to apply for a position when the job advertisement is unbiased 

(neutral).  

 

3.3. Gender of the Contact Person 

Previous research has provided evidence that applicants of the same gender as the 

recruiter are more likely to get hired, due to in-group preferences (Gorman, 2005). 

However, the research on the effect of the recruiter’s gender on job applicants is 

limited. The most prominent research of this specific issue was conducted by Rho 

(2016). In her study, she found that applicants are more likely to be of the gender of 

the contact person specified in the job advertisement (Rho, 2016). A similar study 

was conducted by Estrada et al. (2017), but their findings did not show a significant 

effect of the gender of the contact person. Based on the limited evidence of the effect 

of the contact person’s gender in the pre-application phase, the current research will 

explore this further in typically male dominated occupations. We expect the gender of 

the contact person to moderate the effect of gendered wording on job interest. Thus, 

we developed the following hypotheses:  

H3a: Female job seekers are less likely to apply for a position when the contact 

person is male.  

H3b: Female job seekers are more likely to apply for a position when the contact 

person is female. 

 

3.4. Professional closeness  

Rho’s (2016) study provides evidence that job seekers are more likely to show 

interest in the job, when they are of the same gender as the contact person. 

However, little is known about other aspects of the recruiter that might influence 

job seekers in the pre-application stage. Sinclair et al. (2006) provides evidence 

that the perceived expectations of close versus distant others can serve as the basis 

self-stereotyping and counter stereotypical thinking. Individuals tends to evaluate 

the opinions of close others as more important and more accurate than distant 

others (Sinclair et al., 2006). Thus, one expects distant others to evaluate oneself 

based on stereotypical thinking, while close others do not. Taking this into 
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account, we expect both the gender of the contact person and the perceived 

expectations of professional closeness to the contact person to influence women’s 

interest in the job. When the contact person is female and close in terms of 

professional distance, we expect a positive effect on female job seekers job 

appeal. Thus, we expect female and close contact persons to trigger counter-

stereotypical beliefs and promote female applicant interest in a position, even 

when the advertisement is male-biased. Specifically, we expect professional 

closeness together with the gender of the contact person to moderate the effect of 

gendered wording on job appeal. To investigate this, we developed the following 

hypotheses:  

H4a: Female job seekers are less likely to apply for a position when the 

contact person is male and close in terms of professional closeness. H4b: 

Female job seekers are more likely to apply for a position when the contact 

person is female and close in terms of professional closeness.  

 

4.0. Method 

Based on the research conducted by Bem and Bem (1973), Gaucher et al (2011), 

Rho (2016), we will conduct a quantitative analysis, consisting of one archival 

study and one experiment, in order to investigate the existence of gendered 

wording in Norwegian job advertisements and the effect of gendered wording on 

potential job seekers. Additionally, we will test two moderators; gender of the 

contact person and the professional distance of the contact person.  
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4.1. Study 1: Archival Analysis 

To examine the existence of gendered wording in Norwegian job 

advertisements, we will analyse existing job advertisements. By using descriptive 

content analysis, we will investigate the percentage of gendered wording in 

existing online job advertisements. 

Sample 

The sample of job advertisement will be selected based on typically male 

dominated occupations (e.g. finance). The job advertisements will be obtained 

from the two largest job search websites in Norway, Finn.no and NAV, from the 

last month. We expect to collect between 150-200 job advertisements.  

Analysis 

After the job advertisements are collected, we will analyse each job advertisement 

text and identify the number of gender biased words in accordance with the list 

developed by Gaucher et al. (2011), translated to Norwegian by Master 

Management Norge AS. Using content analysis each advertisement will get 

feminine and masculine scores, relative to the total number of words in the job 

advertisement text.  

 

4.2. Study 2: Experiment 

To examine the effect of gendered wording on female job seekers interest 

in applying for the advertised job, we will conduct an experiment, using within-

subjects design. The experiment will contain eight treatment conditions, 

representing the different configurations of wording (masculine versus neutral), 

contact person (male versus female), and professional distance of this contact 

(near versus distant).  
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Sample  

The sample will consist of undergraduate business students in Norway. 

These students are valuable for exploring gender bias, as they are likely to enter 

jobs where women have traditionally been underrepresented. The sample will be 

randomly assigned to the eight different treatment conditions, each containing 

three different job advertisements to contain for any personal work preferences.   

Procedure 

Participants will be told that the study examine a topic that is not 

obviously related to psychology or gender bias. Further, each participant will be 

provided an URL to the experiment. First, they will be asked to specify their 

gender, age and their academic major. Then, the manipulated job advertisements 

will be presented one-by-one and the respondents are asked to rate their interest in 

applying for each position. Additionally, to further mislead the focus of the 

research topic, one or more questions regarding their future careers will be added 

between each ad. 

Analysis 

In the analysis male-participants will be excluded, as we are interested in 

the effects of male-dominated language on women.  

 

5.0. A plan for master’s thesis progression - 2018 

• January 15th: Hand in “preliminary thesis report” 

• Week 3: Send application to NSD 

• Week 3 + 4: Study 1 - Archival Analysis 

o Collect advertisements from male-dominated occupations. 

• Week 5, 6, 7: Study 1 - Archival Analysis 

o Analysis of gendered language 

o Writing out the findings. 

• Week 8, 9, 10, 11, 12: Study 2 - Experiment 

o Develop the experiment material 

o Conduct the experiment 

• Week 13: Easter break 

• Week 14 + 15: GRA2236 Creativity in Individual, Group and 

Organization 

• Week 16 + 17: Analysis and results 
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• Week 18 + 19: Exam prep 

• Week 20, 21, 22, 23: Analysis and results 

• Mid June - Mid July: Hand in first draft of Master’s thesis to Elizabeth 

(supervisor) 

• Mid July - Mid August: Read through final draft, proof reading by 

acquaintances and make any corrections. 

• Sometime between 15.08.18 and 01.09.18: Hand in final master’s thesis 
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