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ABSTRACT 

Many services that are provided rely on the unpaid work of volunteers but finding 

volunteers can be challenging. Previous research has found positive associations of extraversion and 

agreeableness with a willingness to volunteer. While individuals with certain personality 

dimensions seem to naturally gravitate to volunteering roles, there is potential to broaden the pool 

of volunteers by investigating whether it is possible to make volunteering appeal to more than just 

highly agreeable and extraverted people. Research in traditional organisational recruitment settings 

has shown that organisations can use recruitment materials to target people with certain 

characteristics; and perhaps a similar principle can be applied in volunteer organisations. The 

current set of studies explore the relationship between personality, person environment (PE) fit, and 

volunteer attraction. In particular, the studies aim to investigate how individuals’ personalities 

interact with the characteristics of volunteer roles and volunteer organisations to affect attraction to, 

and fit within, volunteer roles and organisations. In this dissertation, I will investigate whether and 

how other personality dimensions may be linked to volunteer fit and attraction. Two sets of 

relationships are investigated, one between personality dimensions and volunteer organisation 

attraction and fit, and the other between personality dimensions and volunteer role attraction and fit. 

Personality is examined as a predictor of perceived PE fit, which is proposed to mediate the 

relationship between personality and attraction. Further, the role of organisational values is 

examined as a moderator of the relation between personality and perceived fit to the organisation, 

such that certain personality dimensions will exhibit stronger relations with PE fit when the 

organisation espouses certain values. By understanding the relationship between personality and 

attraction, recruitment materials may be designed in ways that serve to increase the amount of 

people attracted to volunteer, attract people with specific personality dimensions, and increase fit. 

First the thesis will provide a review of the previous relevant research in the domains of fit, 

attraction, individual differences, organisational differences, and present the theoretical model 

driving the thesis. In the first study, I test the model in a sample of current volunteers, specifically 
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investigating the influence of their work characteristics and the values of their organisation on their 

PE fit within the context of their volunteer role and organisation. In the next two studies, the thesis 

experimentally tests participants’ attraction to advertisements that differ on their organisational 

values and work characteristic content. Finally, the overall discussion will summarise and 

contextualise the importance of the findings from each study in terms of theory as well as practice 

and application. The overall trend in this dissertation is that people tend to be more attracted to 

organisations advertised as having particular organisational values and work characteristics. 

Organisational values and work characteristics did not act as moderators between personality and 

PE fit contrary to predictions, nevertheless people tend to be more attracted to particular 

organisational values, and the presence of work characteristics in advertisements has a varying 

effect on attraction depending on whether the advertisement is for a paid or volunteer role. With 

these results, this dissertation extends the literature on PE fit theory through examining different 

ways PE fit can be conceptualised (i.e., through personality and the characteristics of jobs and 

organisations), how these conceptualisations influence attraction, and whether PE fit differs across 

paid and volunteer contexts.  
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CHAPTER 1: OVERVIEW CHAPTER 

Research Context 

Many essential community services delivered across the world rely on the contributions of 

unpaid workers, or volunteers. Globally, 970 million people are estimated to volunteer, with an 

economic impact equivalent to USD$1.348 trillion or 2.4% of the global economy (Diez de Medina, 

2017). In Australia, the economic value of volunteer work has been estimated to be AU$43 billion 

(Australian Bureau of Statistics, 2017). 

Volunteering Australia (2019) defines volunteering as “time willingly given for the common 

good and without financial gain”. In Australia, volunteers contribute enormously to the delivery of 

emergency services, education, environment, and community welfare (Volunteering Australia, 

2017). Delivering many of these services would not be possible without the work of volunteers, but 

finding and retaining volunteers can be challenging for organisations. Although many Australians 

volunteer, the rate at which people volunteer appears to be decreasing over time. In 2010, 

Australian Census data showed that almost 6.1 million Australians volunteered; four years later, this 

had decreased to 5.8 million (Australian Bureau of Statistics, 2017). Similar trends have been 

demonstrated in the United States, with the national volunteering rate at a fifteen year low of 24.9%  

in 2015 (Grimm & Dietz, 2018).   

Organisations that utilise volunteers, also known as volunteer involving organisations 

(VIOs), face the dual challenge of attracting volunteers who possess the skills or abilities suitable 

for the role, as well as satisfying their needs in order to retain them in the organisation 

(Volunteering Australia, 2016). At the same time, potential volunteers would benefit most from 

choosing an organisation that has the environmental affordances (i.e., volunteer activities, role or 

organisation characteristics) to satisfy their motivations to volunteer (Stukas, Worth, Clary, & 

Snyder, 2009). Studer and von Schnurbein (2013) argue that the successful coordination of 

volunteers (i.e., gaining, orientating, retaining, and organising volunteers) requires that 

organisational settings (e.g., volunteer management practices and instruments, organisational 
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features etc.) are carefully assessed and aligned to the needs of the volunteers, organisation, and 

society at large.  

Often, the first step to recruiting volunteers is to attract them to the organisation (Schneider, 

1987). Similar to paid employment, the decision to volunteer does not usually occur spontaneously. 

People generally seek out opportunities to help and may spend considerable time deliberating 

whether they will volunteer, for how much time they will volunteer, for how long they will 

volunteer, and for whom (Snyder & Omoto, 2008). Many volunteer opportunities involve long-term 

time commitments as well as personal and social costs (Snyder & Omoto, 2008). Therefore, it is 

important to understand the factors that influence people’s decisions to volunteer in order to be able 

to influence their attraction to volunteer roles and organisations.  

Research has identified many different factors that contribute to the decision to volunteer, 

including personal dispositions, demographic characteristics, and social contexts (Wilson, 2012). 

Factors associated with increased likelihood of volunteering in Australia include being: female, 

aged between 45-54 years, partnered with dependent children, born in Australia, employed part time 

work, and living outside of capital cities (Segbedzi, 2015). People are also more likely to volunteer 

if their parents volunteered in the past (Bekkers, 2007), have completed a higher education (Wilson, 

2012), and have relatively higher income (Wilson, 2012). For a review of the antecedents of 

volunteering see Wilson (2012).  

Penner (2004) argued that the decision to volunteer is not made lightly or by impulse and 

can also be influenced by persuasive appeals and other activators of volunteering (e.g., loss of a 

loved one to a disease, natural disaster, etc.). Thus, Penner posits that, as social scientists, we should 

aid organisations to develop techniques and strategies to increase the number of people who want to 

volunteer in order to find solutions for social problems. The purpose and contribution of this 

dissertation is to further understand what contributes to people’s experience of fit within volunteer 

roles and organisations and how we can attract more people who will fit well through targeting 

advertising materials. 
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Person Environment Fit Theory 

Person environment (PE) fit theory offers one lens through which to examine the problem of 

attracting volunteers. PE fit refers to the extent to which a person is compatible with a work 

environment, based on the characteristics of both the person and the environment (Kristof-Brown, 

Zimmerman, & Johnson, 2005). One way to characterise a person (P) is through personality, and 

previous research has found certain personality dimensions to be linked to an increased likelihood 

of volunteering (Carlo, Okun, Knight, & de Guzman, 2005; Elshaug & Metzer, 2001; B. M. Smith 

& Nelson, 1975). Similarly,  environments (E) — for the purposes of this dissertation, the 

environments of volunteer ‘jobs’ and VIOs themselves — can be characterised through different 

aspects such as work characteristics of jobs and the values that different organisations espouse 

(Cable & Edwards, 2004; Grant & Parker, 2009). The current thesis combines these two 

perspectives by examining how individuals’ personalities interact with the characteristics of 

volunteer roles (i.e., work characteristics) and volunteer organisations (i.e., organisational values) to 

affect fit experienced by volunteers in relation to their roles and VIOs. Therefore, my first research 

aim is:  

Research Aim 1: Investigate the moderating effects of job and organisational differences on 

the relationship between volunteers’ personality and their experienced person environment 

fit. 

It is important to consider both job fit and organisational fit when considering organisation 

attraction as role advertisements often signal organisational values and characteristics of the role (de 

Cooman & Pepermans, 2012), therefore, potential applicants may consider how well they fit within 

the wider organisation, as well as how they will fit in the particular role (Cable & DeRue, 2002). 

Research on attraction and retention has suggested that job applicants are evaluated and offered 

roles, based in part on their fit with an organisation (Chatman, 1989; Judge & Cable, 1997). Studies 

also indicate that individuals may ‘self-select’ out based on their perceptions of fit (i.e., the extent to 

which they anticipate fitting) with the organisation to which they are applying (Judge & Cable, 
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1997; Rynes, 1992; Schneider, 1987). Kristof-Brown et al. (2005) proposed that attraction and 

selection processes should in fact select against individuals who would experience poor fit with the 

organisation. Conversely, in practice, organisations need to hire based on a candidate’s 

qualifications and skills, therefore, how the candidate fits with the job. Van Vianen's (2018) review 

on PE fit posits that different kinds of fit vary in their strength of fit-outcome relationships. Where 

PJ fit most strongly relates to career satisfaction, job satisfaction and occupational commitment, PO 

fit most strongly relates to organisational identification, organisational commitment, and perceived 

support. Therefore, it appears that both job and organisation fit appear to be important for attraction, 

selection, and retention in different roles and organisations. Therefore, research aim 1 will be 

broken down more specifically by (a) fit with the job and (b) fit with the organisation. 

According to the Theory of Purposeful Work Behaviour (TPWB) by Barrick, Mount, and Li 

(2013), work characteristics interact with people’s personal agendas that derive from their 

personalities to determine whether people experience meaningfulness in their jobs. Barrick et al. 

(2013) proposed a model that demonstrates the relationship between personality and task and social 

characteristics. Barrick et al. propose that personality acts as the driving force of behaviour, 

whereas the situation (i.e., job characteristics) serves as a moderator. Research aim 1 will be using 

the TPWB (Barrick, Mount, & Li, 2013; further explained in Chapter 5) to guide which work 

characteristics are linked to which personality traits.  

Research Aim 1a: Investigate the moderating effect of work characteristics on the 

relationship between personality and person job fit.  

Research on personal values has found that two personality traits, namely honesty-humility 

and openness to experience are linked to the 10 personal values established by Schwartz (Pozzebon 

& Ashton, 2009). The current research aims to test whether the relationships Pozzebon and Ashton 

found between personality and individual values also exists between personality and the values of 

an organisation someone volunteers or works for, and whether this interaction influences a person’s 
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PO fit. The links in research aim 1b will be guided by research conducted by Pozzebon and Ashton 

(2009; further explained in Chapter 6). 

Research Aim 1b: Investigate the moderating effect of organisational values on the 

relationship between personality and person organisation fit.  

Attracting Volunteers 

If a VIO wishes to expand its volunteer pool, potential applicants first need to be attracted to 

the organisation or role. Research in traditional organisational recruitment settings (i.e. paid 

employment) has shown that organisations can use recruitment materials to target people with 

certain characteristics (Stevens & Szmerekovsky, 2010); and in this thesis, I investigate whether a 

similar principle can be applied to volunteer roles. For instance, emphasising particular qualities or 

characteristics of a volunteer role or a VIO itself in recruitment materials may be appealing to 

individuals who possess characteristics that are likely to lead to good fit in the role or organisation. 

Emphasising these particular qualities may attract more people to volunteering generally, as well as 

particular people who are going to fit well. Previous research has investigated the manipulation of 

recruitment materials to assess the attraction of different personalities to paid roles (Stevens & 

Szmerekovsky, 2010)—some studies have manipulated recruitment materials to signal different 

aspects of organisational culture (similar to values; e.g., Judge & Cable, 1997) while others have 

signalled organisational characteristics (similar to work characteristics; e.g., Carless & Imber, 

2007). Other studies have also manipulated advertisements through signalling organisational 

success and support in advertisements of volunteer roles to influence attraction (Boezeman & 

Ellemers, 2008). To date, however, studies have yet to experimentally test whether manipulating 

organisational values and work characteristics in volunteer role advertisements can increase 

attraction, generally, or among applicants with specific personality characteristics. To address this 

gap in the literature, the current research aims to investigate the pathways between personality and 

attraction by manipulating the expression of organisational values and work characteristics. 

Therefore, my second research aim is: 
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Research Aim 2: To evaluate whether signals in volunteer advertisements describing work 

characteristics and organisational values can affect the attraction of people to these 

advertisements, as a function of these people’s personalities. 

Paid and Volunteer Work Contexts 

Although past research has investigated the influence of work characteristics on fit, 

attraction, and other outcomes in paid and volunteer work contexts (e.g., Millette & Gagné, 2008; 

Zacher, Dirkers, Korek, & Hughes, 2017), few known studies have yet to directly compare the 

mechanisms that drive applicant attraction in paid and volunteer work settings. Yet, the mechanisms 

that drive attraction to a role will likely depend on whether the role is paid or unpaid, as people may 

consider different factors during the decision-making process. For instance, some aspects known to 

play a role in job attitudes (e.g., compensation, security, and advancement opportunities) for paid 

employees may not be relevant for volunteers (Boezeman & Ellemers, 2009), who may put a 

stronger emphasis on other factors during decision-making (e.g., values, social interaction 

opportunities) (Clary et al., 1998). Additionally, a person’s motivation to volunteer often differs 

from their motivation to go to work every day (Studer & von Schnurbein, 2013), and further, 

previous research has found that personal values operate differently for employees and volunteers 

(Newton & Mazur, 2015). For these reasons, it is important to compare attraction in a paid work 

setting to a volunteer setting in order to determine whether different approaches need to be 

considered when recruiting volunteers rather than paid employees. To the extent that differences 

exist, the literature on attracting people to paid roles may not generalise to volunteer role settings. 

Therefore, my third research aim is:  

Research Aim 3: To investigate whether the paid versus volunteer work context moderates 

the relationship between role/organisational differences (values and work characteristics) 

and attraction to roles described in advertisements. 
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Thesis Overview 

To further understand the factors that contribute to people’s experience of fit within 

volunteer roles and organisations, and to examine how organisations can attract people who will fit 

well with the organisation, the thesis is structured as follows: 

Chapter 1, the current chapter, provides a brief research context and rationale for the studies 

conducted in this thesis, as well as research aims. In Chapters 2 through 5, I review the relevant 

background theoretical and empirical research. Chapter 2 discusses person environment (PE) fit 

theory, the overarching theory that I use to explain some of the mechanisms by which organisations 

attract new members. Chapter 3 discusses characteristics of the person (P) that can vary, namely 

personality: how personality is structured, different personality models, and personality’s impact on 

behaviour. Chapter 4 discusses characteristics of the environment (E) that can vary, namely jobs 

through work characteristics and organisations through organisational values. The final review 

chapter, Chapter 5, discusses how the relationship between personality traits and PE fit may differ 

depending on different role and organisational characteristics; that is, some characteristics fit well 

with some traits but less well with other traits. In Chapter 5, a model is proposed (see Figure 1.1) 

that charts the relationships between personality dimensions and fit in different roles and 

organisations. The model has two contexts, the first “Job” context (in blue), focuses on job related 

variables, namely work characteristics, and how these might interact with personality to impact fit 

between a person and a job. The second, “Organisational” context (in green), examines organisation 

related variables, specifically organisational values, and proposes that they interact with personality 

to affect fit with the organisation. The word “context” is used here to refer to the different parts of 

the model, but both contexts are referring to an individual’s perception of fit, whether it is in 

relation to a job or an organisation. The model includes the link between PE fit and attraction but 

the studies in this dissertation will not be directly testing this link but rather using PE fit as a 

framework to explain how the person and the environment interact to increase attraction. 
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To meet the research aims, Chapters 6 and 8 describe three empirical studies. Chapter 6, 

which reports Study 1 and addresses research aim 1, tests the overall model among a large sample 

of current volunteers, investigating the combined influence of their work characteristics, 

organisation’s values, and personality on their experienced person environment (PE) fit within the 

context of their volunteer organisation. Specifically, the study investigates the interactive effects of 

personality and work characteristics on person job fit, as well as personality and organisational 

values on person organisation fit. In Chapter 7, I switch the focus from experienced fit among 

volunteers to anticipated fit among potential volunteer applicants. In doing so, I extend the model 

presented in Chapter 5, discussing how anticipated PE fit can lead to attraction to different roles and 

organisations. Specifically, I describe how the theory of PE fit and attraction selection attrition 

theory can be applied to study volunteer applicant attraction. Chapter 8 contains two studies that 

will test parts of the extended model and addresses research aims 2 and 3. This chapter reports on 

two policy-capturing studies that examine the relationship between personality and role attraction. 

In particular, the studies aim to understand how individuals’ personalities interact with the 

characteristics of roles (i.e., work characteristics) and organisations (i.e., values), as described in 

role advertisements, to affect attraction to roles. The studies in this chapter also examine whether 

attraction effects differ across paid versus volunteer work contexts.  

Finally, Chapter 9 summarises and contextualises the importance of the findings from each 

chapter in terms of theory as well as practice and application. The overall trend in this dissertation is 

Individual Differences 

Personality 

Organisational Differences 

Job Characteristics 

Organisational Values 

Attraction 

Job 

Organisation 

Person Environment Fit 

Person Job Fit 

Person Organisation Fit 

Study 1 Study 2 & 3 

Figure 1.1. Combined attraction and fit model with studies indicated. 
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that work characteristics and organisational values may not moderate the relationship between 

personality and PE fit, rather people tend to be more attracted to specific organisational values. 

Further, the presence of work characteristics in advertisements has a varying effect on attraction 

depending on whether the advertisement is for a paid or volunteer role. With these results, this 

dissertation extends the literature on PE fit theory through examining different ways PE fit can be 

conceptualised (i.e., through personality and the characteristics of jobs and organisations), how 

these conceptualisations influence attraction, and whether PE fit differs across paid and volunteer 

contexts.    
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CHAPTER 2: PERSON-ENVIRONMENT FIT THEORY 

Finding volunteers that fit with the organisation and the job is a challenge many 

organisations face. Studer and von Schnurbein (2013) argue that in order to successfully coordinate 

volunteers (i.e., gaining, orientating, retaining and organising volunteers), it is imperative that 

organisational settings (e.g., volunteer management practices and instruments, organisational 

features, etc.) are carefully assessed and aligned to the needs of the volunteers, as well as the needs 

of the organisation and society at large. The current chapter will discuss interactionism, followed by 

person environment (PE) fit theory, which represents the overarching theory used to explain some 

of the mechanisms by which individuals fit with jobs and organisations. Along with this theory, 

there are several others that are highly relevant and complement PE fit theory, namely the theory of 

work adjustment and social identity theory which will also be discussed.  

Interactionism 

For almost a century researchers believed that a person’s behaviour was only influenced by 

either the situation/context they were in, or their own personal demeanour (e.g., personality) 

(Schneider, 1987). Situationist theories focused on environmental determinants, in contrast, person-

based theories focused on people’s individual differences. It was only in the late 1960s and early 

1970s that debates began about which was more accurate (Schneider, 1987).  

The idea that the environment determines behaviour started as early as 1968 with the theory 

of situationism from Walter Mischel (Mischel, 1968). Mischel has long been associated with the 

idea of situationism, which proposes that people behave in a particular way based on the situation 

they are in. Situationism has been highly debated for a long time between individual/trait oriented 

psychologists such as Freud and Cattell, and situationists, following the traditions of Watson and 

Skinner, who were more convinced of environmental determinants of behaviour. Despite Michel’s 

oft cited work on situationism, it appears that Michel himself claims that his work has been largely 

misinterpreted (Mischel, 2009), that if one is to read his book directly, different conclusions would 
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be made. His book does argue that it is important to study the behaviours in the context they occur, 

for example:  

“Although it is evident that persons are the source from which human responses are evoked, 

it is situational stimuli that evoke them, and it is changes in conditions that alter them. Since 

the assumption of massive behavioural similarity across diverse situations no longer is 

tenable, it becomes essential to study the difference in the behaviours of a given person as a 

function of the conditions in which they occur” (1968, p. 296). 

However, Mischel also argues that previous experiences mould a person’s behaviour and 

how they react to new situations, therefore one could argue that a person’s exposure to different 

contexts shape that person and influences how they react to different situations in the future. In that 

sense, even Mischel was not arguing that the situation was the only important element in predicting 

behaviour, as he also said:   

“… it is important to include the subject’s own phenomenology and constructs as data 

sources since he construes, abstracts, and experiences behaviour as well as performing 

overtly, just as much as the psychologist who tries to study him…The search, then, is not for 

generalized response predispositions and response consistencies, but rather for unique 

stimulus meanings manifested by the cognitive, emotional, and behavioural reactions that 

the stimuli evoke from the person in particular contexts.” (1968, p. 300). 

 From this quote, just a few pages later, it can be gathered that Mischel was not arguing that 

it is only situations that matter for behaviour, but the person acting within a situation and all their 

previous personal experiences combine to influence how they react in that situation. Therefore, it is 

equally important to study individual differences when considering the causes of particular 

behaviour within a context. In response to the situationist versus trait psychology debate, Bowers 

(1973) proposed an interactionist model where both the context and the person within that context 

are considered. Schneider (1987) built on Bowers’ model arguing that environments are a function 
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of people behaving in them. Schneider believed that it is the interaction of people within an 

environment that creates the behaviour.  

The idea that a person’s outcome is shaped by the interaction of their own characteristics 

and those of the environment began with the work of Kurt Lewin in 1936. He stated that, “even if 

all the laws of psychology were known, one could make a prediction about the behaviour of man 

only if in addition to the laws the special nature of the particular situation were known”, ( p. 11) 

meaning that it is impossible to predict people’s behaviour without also understanding the context 

within which that behaviour occurs. Adding to that idea, Lewin emphasised that  “Every 

psychological event depends upon the state of the person and at the same time on the environment, 

although their relative importance is different in different cases.” (Lewin, 1936, p. 12). Lewin came 

up with the formula B = f (PE), where behaviour is a function of the person and the environment. 

Lewin heavily emphasised the need to consider human behaviour outside of a vacuum, meaning in 

the real world, where this behaviour actually occurs. For these reasons, the theories discussed in this 

dissertation will focus on an interactionist perspective, therefore, not only on the context of a job or 

an organisation, but the interaction of individual differences within these contexts and how they 

interact together to influence people’s behaviour. 

In interactional psychology, one popular approach to investigating person environment fit 

has been via a statistical interaction between a person’s characteristics and those of the environment 

(Kristof-Brown et al., 2005). In other words, according to this approach, known as Person-

Environment Fit (or PE fit) theory, situations can be viewed as moderators of personality-outcome 

relationships (e.g., Colbert, Mount, Harter, & Barrick, 2004; Turban, Ngo, & Chow, 2001).  

Person Environment Fit Theory 

The extent to which a person is compatible with a work environment on a set of 

characteristics is referred to as Person Environment (PE) Fit (Kristof-Brown et al., 2005). PE fit can 

be conceptualised in relation to different environments (Greguras, Diefendorff, Carpenter, & 

Tröster, 2014). Examples of different environments in which fit has been conceptualised include: 
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person vocation fit, person job fit, person organisation fit, person team fit, and person supervisor fit 

(Greguras et al., 2014). Current PE fit theory posits that the environment (E) component can span 

across different hierarchical levels of an organisation, including fit to a supervisor, to the job, to a 

group, or to the organisation (Ostroff & Schultz, 2007; Ostroff & Zhan, 2012). It is important to 

consider both job fit and organisational fit when considering fit in recruitment as it highlights that 

employees need to fit both the job and the organisation (Cable & DeRue, 2002). As this dissertation 

will be focusing on fit in different roles and in different organisations, person job and person 

organisation fit will be investigated. Although other types of fit may contribute to a volunteer’s 

long-term commitment to an organisation or role, such as the person being in a team that is well 

suited for them (i.e., person-group fit) or having a supervisor that suits them well (i.e., person-

supervisor fit), the current research is focussed on initial attraction to volunteering, thus focusing on 

person job and person organisation fit. 

Furthermore, research on PE fit has been conceptualised in two different ways. These ways 

are based on the idea of complementary fit and the other on supplementary fit (Muchinsky & 

Monahan, 1987).  

Complementary Fit 

Complementary fit refers to when a person possesses skills or qualities that are desirable to 

an organisation, or the reverse, when what the organisation possesses can satisfy the needs of the 

person. In other words, complementary fit occurs when the needs of the environment are fulfilled 

by the individual, or vice versa. The basis of good fit in complementary fit occurs when there is a 

“mutually offsetting pattern of relevant characteristics between the person and the environment” 

(Muchinsky & Monahan, 1987, p. 272).  

Complementary fit can be further divided into needs-supplies fit and demands-abilities fit. 

Needs-supplies fit refers to the extent to which an environment satisfies the needs, wants, or 

preferences of an individual (Kristof, 1996). Needs refer to the desires of a person which can 

include personal goals, interests, and values. Supplies refer to the benefits, reinforcers and payoffs 



14 

 

that are provided by the environment, examples are role clarity, pay, autonomy and challenge 

(Ostroff, Shin, & Feinburg, 2002). Alternatively, demands-abilities fit refers to the extent to which 

the individual has the knowledge, skills, abilities, and other characteristics necessary to meet the 

demands of the environment (Kristof, 1996). Abilities refers to the individual’s education, their 

experiences, abilities, intelligence and aptitudes. Demands reflect characteristics of the work 

environment such as task requirements, workload, and ability requirements (Ostroff et al., 2002). 

Person Job (PJ) fit is most often conceptualised in terms of complementary fit (Edwards, 1991). 

Person Job Fit 

PJ fit refers to the fit between a person’s characteristics and the characteristics of the tasks or 

job that is performed at work (Kristof-Brown et al., 2005). In this way, demands-abilities fit 

describes the extent to which the demands from the organisation are met by the abilities of the 

employee. Needs-supplies fit, represents the extent to which the needs of the employee are satisfied 

by what is supplied by the organisation (Kristof-Brown et al., 2005). Research has found that when 

PJ fit is operationalised as need-supplies fit, it has a stronger relationship to attitudinal outcomes 

than demands-abilities fit does (Kristof-Brown et al., 2005).  

PJ fit is largely built on the theory of work adjustment (Dawis & Lofquist, 1984; van 

Vianen, 2018) which posits that a job is satisfying when organisations and individuals have made 

adjustments to increase the amount of correspondence between individuals and the environment. 

This correspondence is a relationship where the individual and the organisation are mutually 

responsive, with the person fulfilling the requirement of the organisation and the organisation 

fulfilling the requirements of the person. The process by which the person is continuously seeking 

to achieve and maintain this correspondence with the organisation is referred to as work adjustment 

(Rounds, Dawis, & Lofquist, 1987). Therefore, PJ fit may increase over time in relation to the 

length of time a person has been in a particular role.  
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Supplementary Fit 

Alternatively, supplementary fit refers to the extent to which the characteristics of a person 

and an organisation are similar or matching rather than complimentary, for example, where there is 

a match on goals, attitudes, personality, or values (Cable & Edwards, 2004; Kristof-Brown et al., 

2005; Muchinsky & Monahan, 1987). Researchers of supplementary fit often investigate it by 

studying the congruence in values between the person and the organisation (Kristof, 1996). Value 

congruence refers to the extent to which the values of a person are similar to the values of an 

organisation (Kristof, 1996).  

Person Organisation Fit 

Person organisation (PO) fit is often measured through the lens of supplementary fit. Kristof 

(1996) defines PO fit as the extent to which a person and an organisation are compatible when (a) 

one party provides what the other party requires (i.e., complementary fit), or (b) they have similar 

essential characteristics (i.e., supplementary fit), or (c) both. Different lenses are used to study how 

organisations differ and how individuals differ (i.e., personality, values, goals), and PO fit is 

measuring the correspondence between them. That is, even though organisations are not sentient 

beings, they are still considered to have or enact different values, cultures, and personalities. Many 

studies have investigated fit through the individual values and the cultural values of an organisation, 

and the effect this value congruence has on outcomes such as attitudes, turnover, stress, 

performance, and organisational attraction (Kristof-Brown et al., 2005; Ostroff, 2012). Through a 

meta-analysis by Kristof-Brown, Zimmerman, and Johnson (2005), results indicated that value 

congruence exhibits the strongest relationship with PO fit (ρ = .51) compared to personality 

congruence (ρ = .08) and goal congruence (ρ = .31).  

Individuals prefer to work for organisations that shares their values (Chapman, Uggerslev, 

Carroll, Piasentin, & Jones, 2005; Schneider, 1987). Social identity theory (Tajfel & Turner, 1979) 

posits that there are three stages of developing a social identity, which leads to “in-group” and “out-

group” comparisons. The first stage is categorisation, where individuals categorise objects and 
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people in order to better identify and understand them, for example, identifying someone as a 

student, Australian, and a university graduate, etc. The next stage is social identification where 

people adopt the identity of groups they have categorised themselves as belonging to. In doing so, 

they begin to act in ways they believe this group would act. The final stage is social comparison, 

where people tend to compare the group they belong to with other groups. An individual may be 

more attracted to organisations they see as matching their social identity. Therefore, people may 

want to join organisations that they think reflect what their ‘group’ values. When studying value 

similarity among friends, K. Lee et al. (2009) found that values are an important part of people’s 

social relationships, where they assume people close to them have similar values and tend to create 

relationships with people who have similar values to themselves. Previous research has 

recommended that organisations provide information about their values when trying to recruit 

people to their organisation so that people can better assess their PO fit beforehand (Carless, 2005). 

Person Environment Fit Principles 

PE Fit theory is built on three basic principles (van Vianen, 2018). Van Vianen (2018) 

reviewed the empirical research testing these three principles. The first principle proposes that the 

fit between a person and the environment is itself a stronger predictor of individual outcomes (e.g., 

job satisfaction, performance), than either the characteristics of the person or the environment alone. 

For the first principle, about 50% of the studies investigating PO and PJ fit demonstrated significant 

nonlinear associations between fit attributes and outcomes. These results demonstrate that there is 

incremental value in testing non-linearity and fit to predict outcomes, over direct person or 

environment attributes only. Therefore, supporting this principle half the time. For these reasons, I 

focus on the interaction of person attributes with environment attributes on different outcomes.  

The second principle proposes that outcomes are better when the environmental attributes 

match with an individual’s attributes, regardless of the level of these attributes. For example, having 

a match where both the person and the environment possess an attribute to a small degree, for 

example, both the person and the organisation have little regard for tradition. For the second 
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principle, research generally supports that, for both PO and PJ fit, high levels of matching attributes 

are important, that is fit occurs when the attribute is highly important for both the person and the 

environment. To a somewhat lower degree, all fit levels (i.e., low, medium, high) were important 

for different outcomes, meaning matches where the attribute is not important or only somewhat 

important to both the person and environment. Therefore, in this thesis the focus will be on high 

level matches, where the person highly values the attributes that are also important in a particular 

environment.  

The third and final principle proposes that a discrepancy between the environment’s 

attributes and a person’s attributes will reduce positive outcomes, regardless of the direction of the 

disparity. That is, if an individual experiences too much of a particular aspect of the environment, 

for example, if the individual values some degree of structure, but is given extremely high levels of 

structure, the individual will suffer just as much as if they were receiving not enough structure. 

Finally, for the third principle, some PJ fit research provides support for the idea that both excess 

and deficiency are similarly harmful. For PO fit, some research supports both being equally 

harmful, while other studies found that deficiency is worse than excess. All three principles have 

been tested in various ways, and the kind of PE fit that is measured, meaning either PJ or PO fit, can 

affect how much variance is explained in different outcomes. Therefore, both PJ and PO fit are 

considered in this thesis.  

Comparing Different Types of Fit on Outcomes 

As research on supplementary and complementary fit had often been conducted separately, 

Cable and Edwards (2004) investigated how the two types of fit work in tandem and how they 

operated differently. In their study, they used psychological need fulfilment and value congruence 

to represent complementary and supplementary fit respectively. Cable and Edwards (2004) found 

that both complementary and supplementary fit importantly influence employees’ work attitudes, 

where both fits were equally predictive of the same attitudes across work dimensions and outcomes. 

Therefore, the authors found that there are two different processes that underlie both 
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complementary and supplementary research traditions; people become dissatisfied when their 

psychological needs are not met by the environment, but people also become dissatisfied when their 

values are incongruent with those of the organisation. Additionally, they also found strong 

relationships between psychological needs and person values as well as between supplies and 

organisational values, thus complementary and supplementary fit are interrelated but still contribute 

independently to outcomes. In a meta-analysis by Kristof-Brown et al. (2005) PO and PJ fit had a 

correlation of .58, but the authors also pointed out that despite the relatively high correlation, 

different types of fit differentially predicted various outcomes. A study by Cable and DeRue (2002) 

examining 3 different types of fit: PO fit, needs-supplies, and demands-abilities fit found that needs-

supplies was the strongest predictor of job-related outcomes such as job satisfaction and 

occupational commitments. 

In the study by Cable and Edwards (2004) previously mentioned, they found that an optimal 

match appeared to predict better outcomes in terms of value congruence, representing 

supplementary fit. That is, when there is not too much or too little of a particular value, such as 

authority, outcomes are better. This result differed for need-supplies fit, which was more in line 

with complementary fit, where employees were not adversely affected if they received a higher than 

necessary amount of supplies from the organisation. For example, receiving “too much” pay by 

receiving a pay raise. That is, for supplementary fit it is more important to achieve the optimal 

amount; whereas for complementary fit there appears to be a threshold where above a certain 

amount of organisational supplies the outcomes are generally positive.  

When studying existing employees, research on fit tends to focus on how a person currently 

fits with the organisation that the person is in. However, in the context of recruitment, the 

experienced fit is impossible to assess and instead the focus must be on how a person thinks they 

might fit with an organisation before potentially joining it (Ostroff & Zhan, 2012; Yu, 2014). 

Anticipated fit refers to the latter, the amount of fit a person anticipates they could have with an 

organisation were they to join it, in this case at the attraction phase. Previous research has found 
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that applicants’ attraction to an organisation can be predicted by their anticipated fit, (ρ = .46; 

Chapman et al., 2005). Individuals pick an organisation to work for based on their anticipated fit 

with the job and the organisation (Judge & Cable, 1997); whereas their experienced fit influences 

their turnover decisions (Cable & Judge, 1996).  

Measuring Person Environment Fit 

One notable challenge in synthesizing the literature on PE fit is that fit has been 

operationalised or measured in many different ways. Kristof-Brown et al. (2005) categorised fit in 

terms of the differing cognitive processes that are required. A direct assessment of a person’s 

compatibility with the environment is thought of as perceived fit (Kristof-Brown et al., 2005; 

Kristof, 1996). Studies measure direct fit through a person’s own personal experience of fit (their 

“direct” perceived fit) using self-report items. Subjective fit describes cases when fit is assessed 

indirectly by comparing the person and the environment as rated by the person themselves, but the 

measures of the person and the environment are separate. Subjective fit is measured using a 

person’s perceived discrepancy indirectly by asking the participant to report two criteria, for 

example, between the amount of something they have and the amount they want. Finally, objective 

fit is assessed through the indirect comparison of the person and the environment that are reported 

from different sources than the person. Studies calculate the discrepancy indirectly between 

measured personal attributes and the measured environmental attributes rated by someone else (van 

Vianen, 2018). Therefore, PE fit can be measured both directly and indirectly (Kristof, 1996).  

In Kristof-Brown et al.'s (2005) meta-analysis, they found direct measures to be an 

important moderator of PJ and PO fit effects, where direct measures generated stronger results than 

indirect measures. A meta-analysis by Verquer, Beehr, and Wagner (2003) also found the largest 

effect sizes with the outcome when using direct measures. It has been debated whether perhaps 

indirect measures are more accurate since they do not suffer from common method bias and may be 

measured at different times, reducing the impact of artificial biases (Kristof-Brown et al., 2005); 

alternatively, it is often argued in interactional psychology that a person can only be influenced by 
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fit with the environment in terms of how they perceive it (Caplan, 1987). Therefore, my research 

will focus on a person’s own direct perception of their fit.  

Volunteering and Fit 

Some previous research has examined the relationship between volunteer fit and different 

outcomes, namely, turnover. Van Vianen et al. (2008) investigated the relationship between PE fit 

and volunteer satisfaction, affective commitment, and turnover intentions. In their study Van 

Vianen et al. focused on volunteers’ personality fit, measured by combining participants’ own 

personality ratings with their perceptions of the prototypical volunteer, and culture fit, which was 

measured by comparing participants’ culture preferences and their perceptions of the volunteer 

organisation’s culture. Although they found turnover was mainly predicted by gender and social and 

value motives, personality fit was related to satisfaction and affective commitment to the 

organisation. Additionally, results indicated that satisfaction and affective commitment were 

negatively correlated with turnover, and there was no direct relationship between personality fit and 

turnover. Despite these findings it is important to consider one limitation to this study was the 

average tenure of the volunteers was 7 years, thus those that have been within the organisation for 

such a duration are unlikely to take the decision to leave lightly, and if they leave, it may be for 

reasons other than fit. Van Vianen et al. proposed that it could be that volunteering at that particular 

organisation becomes part of a person’s self-concept and they develop a volunteer role identity over 

time if they have positive experiences in that organisation. Therefore, it may be harder to leave the 

organisation even if fit has changed over time. Van Vianen et al. also found that many of the 

volunteers that did want to leave were involved in caregiver roles, where they may have 

experienced burnout. Therefore, the relationship between fit and turnover in volunteering may be 

more straightforward at the beginning of a volunteer’s tenure rather than when someone has been at 

the organisation for a long period of time.  

Additional research by Scherer, Allen, and Harp (2016) investigated the relationship 

between volunteer PO fit, burnout and turnover. In their study, they found that poor volunteer fit 
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was positively related to burnout, burnout was related to intentions to quit, and burnout mediated 

the relationship between poor volunteer fit and intentions to quit. Therefore, PO fit is also very 

important in a volunteer setting as when fit is lacking volunteers are more likely to experience 

burnout and more likely to leave the organisation. This relationship further supports the link 

between PO fit and turnover (Kristof-Brown et al., 2005), thus recruiting volunteers who fit well 

with the organisation should lead to volunteers staying longer. The following chapters will discuss 

how a person can vary (P), how an environment can vary (E), and how people and environments 

interact to influence PE fit.  
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CHAPTER 3: PERSON 

 In order to recruit volunteers who are going to fit with the role and the organisation, it is 

important to acknowledge that people vary quite considerably in many dimensions. Accordingly, it 

is unlikely that one single recruitment strategy will appeal equally to each person. Although much 

could be gained from studying the full gamut of individual differences, the focus for this thesis will 

be on non-cognitive psychological individual differences, namely, personality. This chapter will 

discuss personality, how personality is structured, different personality models, and personality’s 

impact on behaviour.  

Personality 

Personality can be defined as patterns of thought, emotion, and behaviour that are relatively 

stable over time, that are of a psychological nature, and can provide reasons for a person’s 

behaviour (Funder, 2012; Mount, Barrick, Scullen, & Rounds, 2005). Most personality definitions 

will state that personality characteristics are usually stable and enduring, have structure, vary 

between individuals, and in the absence of strong situational influences will play a large role in 

guiding behaviour (Roberts, 2009).  

Several studies have investigated the extent to which personality is stable over time, over 6 

years a person’s personality is on average correlated .83 with their personality 6 years prior (Costa 

& McCrae, 1988), when looking as far as 50 years apart this correlation drops to .25 (Haan, 

Millsap, & Hartka, 1986). Despite traits being indicative of the individual, personality psychologists 

have not claimed that behaviour can be determined solely on personality, without considering the 

situational context (McCrae & Costa, 1996; Roberts, 2009). When the study of personality first 

started, it was thought that because personality is stable a person ought to react the same across 

different situations, although potentially in a different manner from how other people would react. 

A basic cursory observation of people reveals that this is not the case and that it is also important to 

consider the context that the behaviour is exhibited in (Roberts, 2009) as proposed by the 

interactionist perspective, where people and their environment are constantly interacting (Bowers, 



23 

 

1973). Therefore, personality does appear to change over time, but relatively slowly, and people’s 

personalities interact with the environment. This thesis seeks to use personality as a lens through 

which to understand why, where, and for whom people volunteer.  

The study of personality began as early as 1884 when Sir Francis Galton consulted a 

dictionary to determine how many personality-descriptive terms existed. He was also interested in 

the amount of overlap shared in the meanings between the terms (Goldberg, 1993). This approach is 

considered a lexical approach and Galton is considered one of the first to use it (Goldberg, 1993). 

The ‘lexical hypothesis’ proposes that any individual differences or traits that are considered 

important by people are, or will be, encoded in language (Goldberg, 1981). Galton’s lexical 

exploration was then continued more empirically by Allport and Odbert (1936) and further studied 

by Hans Eysenck, Raymond B. Cattell and many others (Goldberg, 1993; McCrae & Costa, 2008).  

Two of the more dominant personality models are the Five Factor Model and HEXACO. I 

review these models below. 

Five Factor Model 

The structure of personality has been conceptualised in various ways. The most commonly 

researched taxonomy of personality factors is the Five-Factor Model (FFM) which has organised 

personality dimensions into five trait dimensions (Parks-Leduc, Feldman, & Bardi, 2015). The FFM 

emerged from the lexical tradition in personality research. In order to determine a structural 

representation of words or phrases that describe personality (i.e., personality descriptors), research 

has been conducted on how the descriptors relate to each other (Goldberg, 1993). One of the first 

researchers to test how personality descriptors related to each other was Thurstone in 1934 when he 

gave 1300 participants 60 adjectives they could pick to describe a person they knew. Through 

measuring the correlations among the adjectives, he determined there were 5 factors that 

encompassed the adjective set. Research following Thurstone’s has also found evidence of a five 

factor model through more complex analyses (see Goldberg (1993) for a review). Through the 

lexical approach, the five factors to emerge from the English language (described in Table 3.1) are: 



24 

 

Openness to experience (i.e., in some variants of FFM labelled intellect), Conscientiousness, 

Extraversion, Agreeableness, and Emotional stability (i.e., the opposite pole of Neuroticism).  

According to the five factor model, traits are organised in a hierarchical structure, where the 

five broad higher order characteristics can be split into narrower lower order ones (Markon, 2009). 

For example, in one version of the Five Factor Model the higher order trait of Conscientiousness 

can be split at the facet level to responsibility, orderliness, endurance, and methodical. These facets 

are also further broken down into specific question sets for each facet. Similarly, research has found 

that the FFM can be further categorised into two meta-traits know as alpha and beta (Digman, 

1997). Alpha encompasses agreeableness, conscientiousness, and emotional stability, whereas beta 

is composed of extraversion and intellect (i.e., openness to experience). Some researchers advocate 

for the “Big One” believing in a general factor of personality (Musek, 2007). For the purposes of 

this thesis the focus will be at the dimension level (e.g., openness to experience, extraversion, etc.).  

Table 3.1.  

Five-Factor Model of Personality 

Construct Description: The extent to which individuals tend to be . . . 

Openness to experience . . .curious, intellectual, imaginative, creative, innovative, and 

flexible (vs. closed-minded, shallow, and simple) 

Conscientiousness . . .organized, responsible, dependable, neat, efficient, and 

achievement-oriented (vs. disorganized, lazy, irresponsible, 

careless, and sloppy) 

Extraversion . . . sociable, talkative, optimistic, ambitious, assertive, reward-

seeking, outgoing, and energetic (vs. introverted, shy, reserved, 

quiet, and unadventurous) 

Agreeableness . . .helpful, good-natured, cooperative, sympathetic, trusting, and 

forgiving (vs. rude, selfish, hostile, uncooperative, and unkind) 

Emotional stability . . . calm, self-confident, stable, resilient, and well-adjusted (vs. 

neurotic, nervous, insecure, fearful, and anxious) 

Note. Table from Parks-Leduc et al. (2015) 
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Personality Beyond the Five Factor Model 

Although the FFM is the most commonly researched taxonomy of personality dimensions 

(Parks-Leduc et al., 2015) and has attracted some consensus among personality researchers by the 

late 1990s (Ashton & Lee, 2007), its use is not ubiquitous. Indeed, there are researchers who 

propose that the evidence from lexical work instead suggests the existence of six personality 

dimensions rather than five (e.g., Ashton & Lee, 2007).  

Although evidence has been replicated suggesting personality can be summarised by five 

factors, Ashton and Lee (2007) argue that the methods used to test its replicability were flawed. 

Studies replicating the FFM across different cultures had used the same variable sets from original 

lexical studies. However, these variable sets were chosen for the context of the original culture, and 

were not necessarily appropriate for use in other cultures. The result was an increased likelihood 

that five factors would emerge each time. In contrast, Ashton and Lee believed it would be more 

appropriate to use variable sets indigenous to the cultures being studied, as words representing 

differences in personality may vary from culture to culture.  

Based on the idea that personality should be studied lexically in different countries and 

cultures, research findings cross-culturally from Ashton and Lee (2007) proposed that there are 

actually six main personality dimensions; these traits form the HEXACO model. These traits are 

honesty-humility, extraversion, agreeableness, conscientiousness, openness to experience, and 

emotionality (i.e., variant of emotional stability/neuroticism).  

Although many of these traits have similar names to those in the FFM, the content for some 

of the traits varies slightly. Three of these dimensions are very similar, openness to experience, 

conscientiousness and extraversion. According to Ashton, Lee, and Visser (2019) extraversion, 

conscientiousness and openness to experience correlate highly across the BFI-2 and HEXACO (r > 

=.79) and are quite similar in content (K. Lee, Ashton, Morrison, Cordery, & Dunlop, 2008). People 

who have high scores in openness to experience tend to be inquisitive about various domains of 

knowledge, freely use their imagination in everyday situations, become absorbed by the beauty of 
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art and nature, and may become interested in unusual ideas or people. People who are highly 

conscientious tend to be very organised, disciplined, and strive for perfection and accuracy in what 

they do, and are careful when making decisions. Extraverted individuals tend to enjoy social 

interactions and gatherings, have confidence when leading groups of people, have positive feelings 

about themselves, and tend to feel enthusiastic and energetic.  

Agreeableness and emotionality are less strongly correlated across inventories (i.e., r =.59 

and .62) and vary in their content. The HEXACO agreeableness trait at its negative/low pole, 

includes content related to anger and hostility, which the FFM agreeableness does not include (K. 

Lee et al., 2008). According to the HEXACO definition, people high on agreeableness tend to 

forgive other’s wrongdoings, do not judge others harshly, compromise and cooperate with others, 

and have control of their tempers. HEXACO emotional stability differs from FFM because its 

content includes sentimentality, dependence and anxiety vs. bravery and toughness, and thus 

deviates from the social desirability problem that the FFM’s neuroticism versus emotional stability 

presents (K. Lee et al., 2008). According to the HEXACO definition, individuals who are high on 

emotionality tend to fear physical dangers, respond to life stresses with anxiety, need emotional 

support from others, and feel empathetic towards others and have sentimental attachments to them 

(Ashton & Lee, 2007).  

A sixth personality factor, and the one that most differentiates HEXACO from the FFM is 

honesty-humility. Individuals who are low on honesty-humility tend to manipulate others for 

personal gain, are more likely to break rules for their own profit, feel a strong sense of self-

importance, and will use flattery to get their way; individuals who are high on honesty-humility are 

less likely to manipulate others for their own gain, avoid breaking rules and are not interested in 

extravagant wealth and luxuries, and do not feel a need for special entitlement for higher social 

status (Ashton & Lee, 2007). Research has found that low honesty-humility has been linked to anti-

social behaviours such as sexual harassment (K. Lee, Gizzarone, & Ashton, 2003), lower scores on 

integrity tests, and making unethical business decisions (K. Lee et al., 2008). As volunteering is 
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considered a “prosocial behaviour” and has been previously predicted by personality (Penner, 

2002), and low honesty-humility predicts anti-social behaviour (e.g., K. Lee et al., 2008), it is 

possible that high honesty-humility could help predict prosocial behaviour.  

Personality and Behaviour 

 Extensive research has been conducted on personality and various outcomes. Studying 

personality is important in understanding behaviour, as personality dimensions can predict essential 

outcomes that include health, mortality, marital satisfaction, and occupational success just as well as 

intelligence and socioeconomic status (Roberts, 2009), or as pertaining to this thesis, volunteering 

activity (e.g., Elshaug & Metzer, 2001).  

Personality and Volunteering   

Research has investigated the individual differences that determine participation in 

volunteering, which has revealed some links between volunteering and personality dimensions (e.g., 

Matsuba et al., 2007; Penner, 2002). Most of the research investigating the relationships between 

personality and volunteering have used the FFM or sub facets of the FFM dimensions. One of the 

first and few literature reviews on personality and volunteering was by Allen and Rushton (1983) 

who found that in many studies volunteering was more common for individuals who were higher in 

efficacy (internal locus of control), morality, emotional stability, self-esteem, and empathy.  

When personality has been studied as a predictor of volunteering, it has been conceptualised 

in different ways. An approach taken in some studies is to identify elements of personality that can 

combine to form a “prosocial personality” (PSP) (e.g., Penner, Fritzsche, & Craiger, 1995). PSP 

originated by identifying personality dimensions that were correlated with prosocial behaviour; this 

research eventually led to the development of a two-factor model of PSP. The first factor in the PSP 

model is other-oriented empathy, which primarily concerns prosocial thoughts and feelings (Penner 

et al., 1995). People who score high on other-oriented empathy are predisposed to feel cognitive and 

affective empathy, concern, and responsibility for the welfare of others. The second PSP factor is 

helpfulness, which represents the tendency to report a history of helpful behaviour and relatively 
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reduced self-oriented discomfort when someone else is in extreme distress. PSP was examined in 

terms of its relation to the FFM and a positive correlation was found between other-oriented 

empathy and agreeableness (r = .52). By contrast, the correlation between agreeableness and 

helpfulness was non-significant (Penner et al., 1995). Penner (2002) found that people who 

volunteered scored significantly higher on both aspects of PSP, compared to those who did not 

volunteer. Research has yet to examine the relationship between personality and volunteering 

activity through the lens of HEXACO. Thus, honesty-humility might provide an additional way 

predict prosocial behaviour. 

In contrast to the PSP framework, other studies of personality and volunteering have 

combined the FFM personality domains into three mixed profiles, namely resilient, under-

controlled, and over-controlled (e.g., Matsuba et al., 2007). In this latter frame, resilient 

personalities are characterised by agreeableness, extraversion, and openness, the over-controlled 

type is typically high in neuroticism, and the under-controlled type is defined by dominance and 

restlessness, and a lack of concern for others (Asendorpf, Borkenau, Ostendorf, & Van Aken, 2001; 

Matsuba et al., 2007). Matsuba et al. (2007) found that “resilient” personalities, meaning 

personalities predominantly high in extraversion, agreeableness, and openness, were related to 

volunteering activity 

A third approach to the study of personality and volunteering, and the focus of this thesis, is 

to examine the correlates of major personality dimensions. Research has shown that when FFM  

factors were examined independently, high levels of certain personality traits—namely,  

Extraversion and Agreeableness—were positively associated with willingness to volunteer (Carlo et 

al., 2005; Elshaug & Metzer, 2001; B. M. Smith & Nelson, 1975). People who are highly 

extraverted may be more likely to volunteer because they tend to feel confident leading and 

addressing groups and enjoy social interactions and gatherings (Elshaug & Metzer, 2001); 

volunteering often involves meeting new people and sometimes leading them (Carlo et al., 2005). 

Additionally, extraversion has been linked to being active (K. Lee & Ashton, 2012; McCrae & 
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Costa, 1999), which may be an important discriminator between people who want to help and 

people who take the initiative to actually do it. Agreeableness is thought to be associated with 

volunteering because it is positively related to altruistic behaviours and engagement in other 

prosocial behaviours (Graziano & Eisenberg, 1997; McCrae & Costa, 2008). As certain 

personalities are more likely to volunteer, for example extroverts, organisations may find it difficult 

to find volunteers who want to engage in roles that may be better suited for people with other 

personality traits or levels of those traits (e.g., introverts). The aim of the current research is to 

explore how volunteer organisations may be able to attract more people generally, by advertising 

characteristics that may appeal to the type of people they would want onboard but who are not 

already attracted to volunteering. In this thesis, I will be using the FFM and elements of the 

HEXACO personality inventory to determine which traits may influence volunteering behaviour by 

interacting with characteristics of an organisation or role to influence fit and ultimately attraction.  
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CHAPTER 4: ENVIRONMENT 

In order to recruit individuals as volunteers who are going to fit, it is important to 

acknowledge that environments can vary quite considerably in many dimensions. The chapter will 

begin by discussing how environments, namely the job environment and the organisation 

environment, can vary. Specifically, this chapter will discuss how jobs can vary on their work 

characteristics, and how organisations can vary on the values they espouse.  

Work Characteristics 

 Hackman and Lawler (1971) determined that in order for employees to experience internal 

work motivation, a job needs to have the following three characteristics: (1) provides the employee 

with intrinsically meaningful and/or worthwhile outcomes, (2) allows employees to feel personally 

responsible for meaningful and identifiable portions of work, and (3) provide feedback regarding 

the employee’s performance effectiveness.  

 Hackman and Oldham (1975) identified five work/job characteristics that would satisfy 

these three needs. Hackman and Oldham (1975) found that these five different work characteristics, 

when present in the workplace, lead to employees experiencing high levels of positive work 

outcomes (see Figure 4.1). The five work characteristics are: skill variety (the extent to which the 

job requires a variety of activities to carry out the work), task significance (the extent to which the 

job substantially impacts the lives of other people), task identity (the extent to which the job 

requires a whole and identifiable piece of work to be completed), autonomy (the extent to which the 

job provides independence, freedom and discretion), and feedback from the job (the extent to which 

conducting the work provides clear and direct feedback about performance effectiveness).  

Mapped onto the three dimensions Hackman and Lawler (1971) proposed, three 

characteristics, namely skill variety, task identity, and task significance, lead to experienced 

meaningfulness, whereas autonomy leads to experienced responsibility, and feedback leads to 

knowledge of the results of performance. According to Hackman and Oldham’s Job Characteristic 

Model (JCM: Hackman & Oldham, 1976) when these five work characteristics are present positive 
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personal and work outcomes increase, such as internal work motivation, performance and job 

satisfaction. The extent to which all the following conditions are met refers to the Motivating 

Potential Score (MPS): (a) the job should be high on at least one (hopefully more) of the three 

characteristics leading to meaningfulness (b) the job is high on autonomy, and (c) the job is high on 

feedback.  

Since the inception of the JCM, despite intense interest in work characteristics and how 

work can be designed, research investigating the measurement of job characteristics has been 

incomplete, narrow and problematic (Morgeson & Humphrey, 2006). Over time, it became evident 

that work varied in more ways than originally described by the JCM (Grant & Parker, 2009). Work 

can also vary in terms of ‘knowledge’ characteristics such as job complexity, problem-solving, 

information processing, and specialisation, and in terms of physical characteristics such as 

equipment use, physical demands, ergonomics, and work conditions (Grant & Parker, 2009; 

Morgeson & Humphrey, 2006). Consequently, the JCM was expanded to include additional 

Figure 4.1. The Job Characteristics Model from Hackman and Oldham 1976. 
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characteristics that address the technological and social advances that have occurred in the context 

of the workplace (Grant & Parker, 2009).  

Building on existing research, Morgeson and Humphrey (2006) developed a comprehensive 

measure called the work design questionnaire (WDQ). Work design refers to the structure of jobs 

that are performed by employees; it focusses on the work—meaning the tasks and activities 

completed by employees on a daily basis for the organisations they work for (Oldham & Fried, 

2016). To develop the WDQ, Morgeson and Humphrey reviewed the work design literature and 

identified key work characteristics and measures previously used. The work characteristics where 

then placed into three different categories: motivational, social, and contextual. The motivational 

category contains the work characteristics initially proposed by Hackman and Oldham (1975) where 

high levels of these characteristics will make jobs more motivating and satisfying. This category 

was further divided into two categories: work characteristics that reflect the task, and those that 

reflect knowledge requirements of work. The social category reflects the broader social 

environment that work is performed within. Finally, the contextual category refers to physical and 

environmental contexts that the work exists in. The WDQ was then administered to 540 job 

incumbents in 243 different job titles. Results demonstrated support for a 21 factor solution 

(Morgeson & Humphrey, 2006). The current research will be using the work characteristics from 

the WDQ.  

 Meta-analytic evidence has provided support for the influence of work design on reducing 

turnover, where job characteristics predict turnover over and above compensation, leadership and 

relationships, the work environment, or individual characteristics (D. Allen, Bryant, & Vardaman, 

2010; Grant, 2012). One theory proposes that work characteristics may moderate the relationship 

between personality and experienced meaningfulness leading to outcomes such as satisfaction 

(Barrick et al., 2013). In this dissertation it will be investigated whether work characteristics 

moderate the relationship between personality and fit.  



33 

 

Attributing Humanlike Characteristics to Organisations 

 Much like humans, groups of humans, namely organisations, can vary in many observable 

ways. Employees have a tendency to anthropomorphise their organisations, meaning they attribute 

humanlike characteristics to organisations based on how their organisations treat them (Rhoades & 

Eisenberger, 2002). One way in which individuals attribute humanlike characteristics to 

organisations is through organisational values.  

Values 

Not only can people have personalities attributed to them, but values can also be attributed 

to people as well as organisations. Where jobs can vary on work characteristics, organisations can 

vary on the values that they espouse. Organisational values refers to the systems of values guiding 

how organisational resources should be used and how people within that organisation should act 

(Cable & Edwards, 2004). In order to understand organisational values, values in general, which 

can also be attributed to people, will first be discussed. 

History of Values 

 Not only do people vary on their personality, they also vary in what they value. For 

example, some people value tradition a great deal (e.g., following long standing conventions), while 

others can value self-direction (e.g., being able to make their own choices). ‘Values’ is a concept 

that is often discussed in the psychological literature and yet is not consistently defined. According 

to Rokeach (1973), the idea of values is a ‘core’ concept that spans all the social sciences; he 

believed that any problem social scientists might be interested in would deeply implicate ‘human 

values’ somehow. Rokeach made five assumptions about the nature of values, these were: (1) the 

total number of values a person has is relatively small, (2) there exists a set of values all people 

everywhere can have, the extent to which each value is important to a particular person varies (3) 

values are organised into value systems, (4) the antecedents of values can be traced back to culture, 

society and its institutions, and personality, and (5) the consequences of values can be seen in 

almost all phenomena that social scientists would deem worthy of investigating and understanding.  
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 Early research on values began by examining people’s values, or objects’ value (Rokeach, 

1973). An example of the latter perspective is B. F. Skinner’s denial that people have values, and 

argued instead that “the reinforcing effects of things are the province of behavioural science, which, 

to the extent that it is concerned with operant reinforcement, is a science of values” (1971, p. 104). 

Arguably, it could be these reinforcing effects that ultimately create the values within a person. By 

contrast, other researchers have argued for a more persons-have-values perspective, such as 

Rokeach (1973), Allport, Vernon, and Lindzey (1960) and Maslow (1964). Rokeach (1973) defined 

a value as “An enduring belief that a specific mode of conduct or end-state of existence is 

personally or socially preferable to an opposite or converse mode of conduct or end-state of 

existence.” (p. 5). He defines a value system as “An enduring organisation of beliefs concerning 

preferable modes of conduct or end-states of existence along a continuum of relative importance.” 

(p. 5) 

 Despite his use of the word “enduring”, Rokeach also mentioned that part of understanding 

values is also acknowledging that a person’s values, that is, which value is prioritised can change 

over time. Priorities remain relatively stable over time but are capable of reordering as an outcome 

of changes in culture, society and personal experiences. For example, the value of ‘universalism’, 

which is the appreciation and protection of the welfare of people and nature, may become 

increasingly important to people as climate change becomes more concerning.  

 Although there are several different frameworks of values, Schwartz (1992) Value Theory is 

the most widely known. This theory began as a way to define a universal psychological structure of 

human values with the aim to theoretically specify (a) the dimensions or facets needed to define 

human values, (b) the varying content domains that people from all different cultures would likely 

distinguish, (c) marker values for each domain, and (d) the structural relations among different 

domains of values (Schwartz & Bilsky, 1987). As there are potentially an infinite number of values 

that could be studied, there are practical and theoretical benefits in identifying a limited number of 
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values that are recognised in various groups and that can be used to identify people’s priorities 

(Schwartz, 1994).  

Schwartz’s Value Theory was derived from 40 samples over 20 different countries in order 

to capture values that are universal to all individuals and societies (Schwartz, 1992). Schwartz 

(1994) defines values as (1) beliefs, (2) that relate to desirable end states or modes of conduct (3) 

that transcend specific situations (4) and guide the evaluation or selection of people, behaviour, and 

events, and (5) are ranked based on the importance of one value compared to another; a person’s 

ranking ultimately forms his/her system of value priorities. Schwartz and Bilsky (1987) posited that 

the primary content of a value is the type of goal or motivational concern that is expressed by it. 

They derived a universal typology to represent the different contents of values by arguing that 

values represent three universal requirements of human existence: the needs of individuals as 

biological organisms, requisites of coordinated social interaction, and survival and welfare needs of 

groups. From these three universal human requirements, eight distinct motivational types of values 

were derived: prosocial, restrictive conformity, enjoyment, achievement, maturity, self-direction, 

security, and power. Schwartz (1992) modified this theory by further testing and re-examining the 

original motivational types and reconstructing some of the definitions. From this, came 10 different 

values: self-direction, stimulation, hedonism, achievement, power, security, conformity, tradition, 

benevolence, and universalism. These 10 values are individually defined in Table 4.1.  

Cross-cultural research from 97 samples in 44 countries was able to recreate Schwartz’s 

findings, supporting the 10 distinct values and their relationships to each other (Schwartz, 1994). 

Additional research supports the presence of 10 values, for example, Schwartz and Boehnke (2004) 

who conducted a confirmatory factor analysis with 23 samples from 29 countries (N = 10,857) that 

verified that the 10 factor structure replicated across many samples from different countries.  
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Table 4.1.  

Schwartz’s Ten Values and their Descriptions. 

Value  Description 

Power Social status and prestige, control, or dominance over people and resources 

Achievement Personal success through demonstrating competence according to social 

standards 

Hedonism  Pleasure and sensuous gratification for oneself 

Stimulation Excitement, novelty, and challenge in life 

Self-direction Independent thought and action—choosing, creating, exploring 

Universalism Understanding, appreciation, tolerance, and protection for the welfare of 

all people and for nature 

Benevolence Preservation and enhancement of the welfare of people with whom one is 

in frequent personal contact 

Tradition Respect, commitment, and acceptance of the customs and ideas that 

traditional culture or religion provide. 

Conformity Restraint of actions, inclinations, and impulses likely to upset or harm 

others and violate social expectations or norms. 

Security Safety, harmony, and stability of society, of relationships, and of self 

  

Structure of Values 

According to Schwartz (1992), values form a circular motivational continuum, which is 

shown in Figure 4.2. Values that are near each other on the circle are more likely to be positively 

related and compatible whereas values that are opposite each other on the circumplex are more 

likely to be negatively related, or in opposition to each other (Schwartz, 2015). For example, 

someone who highly values benevolence is likely to also highly value universalism but is not likely 

to value achievement highly.  
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Values can be further categorised into two broad axes, or four higher order values; they can 

either be on one side of the openness to change versus conservation axis, or they can be on one side 

of the self-transcendence versus self-enhancement axis (Schwartz, 1994). According to Schwartz 

and Boehnke (2004), this particular categorisation of the values is not necessarily better than any 

other categorisation that groups together adjacent values, as the circle is a continuum, the groupings 

themselves are arbitrary and can be used by researchers in whichever way suits their research 

question. The particular groupings in Figure 4.2 are used by Schwartz (1992; 1994) to explain the 

structure more simply and are the groupings that will be used in this thesis.  

The openness to change versus conservation axis addresses the conflict between values that 

support independence of thought, feelings, and actions and readiness for change versus values that 

support self-restriction, order, preservation of the past, and resistance to change. The openness to 

change domain includes the values cluster of self-direction, stimulation, and hedonism. The 

conservation domain contains the values cluster of tradition, security, and conformity.  

The self-transcendence versus self-enhancement axis addresses the conflict between values 

that support concern for the welfare and interests of others versus values that support the pursuit of 

one’s own interest and the relative success and dominance over other people. The self-

transcendence domain contains the values cluster of benevolence and universalism. The self-

enhancement domain contains the values cluster of power and achievement. Although hedonism 

shares elements of both broader axes it is predominantly closer to the openness to change domain 

(Schwartz, 2015).  

The circumplex can also be divided into 2 categories: values on the left side, social focus, 

deal with how a person socially relates to others and affects their interests whereas values on the 

right side, personal focus, deal with how a person expresses their personal interests and 

characteristics.  
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Figure 4.2. Values circular motivational continuum by Schwartz (2015) 

A substantial amount of research has been conducted using Schwartz theory of basic human 

values, and most of this research has been undertaken at the level of the 10 basic values, or the four 

higher order values that the main theory has proposed (Schwartz et al., 2012).  

Stability of Values 

 As previously mentioned, Rokeach (1973) discussed values as relatively enduring, but he 

also stated that part of understanding values is acknowledging that a person’s values can change 

over time. Research on the stability of values over time has been inconclusive in the sense that the 

results of longitudinal studies differ depending on how change is operationalised and what time 

frames and ages are observed (Vecchione et al., 2016). Some studies have found that values can 

change due to cultural influences, socialisation, development tasks, role requirements and personal 

experiences (Bardi & Goodwin, 2011; Goodwin, Polek, & Bardi, 2012; Knafo & Schwartz, 2003; 

Vecchione et al., 2016).  

Furthermore, values can change in different ways; research has looked at rank-order 

stability, mean level change, stability of within-person value hierarchies, and patterns of intra-

individual change (Vecchione et al., 2016). Rank-order stability is measured by investigating the 

correlations of values at two times points. Research has found relatively high rank-order stability in 

various samples, for example a study over 3 years of New Zealanders (N = 3962) found value 



39 

 

priorities were highly stable, with the exception of conservation values which decreased after age 

50 for women (Milfont, Milojev, & Sibley, 2016). Generally, women and older adults tended to 

place a higher emphasis on the value clusters of self-transcendence and conservation, whereas men 

and younger individuals placed a greater emphasis on self-enhancement and openness to change 

value clusters.  

Mean level change refers to investigating the changes in mean importance of the 10 values 

in groups over time. Findings from research on mean level change over time appears to differ 

depending on the country where the study is conducted (Vecchione et al., 2016), in an Australian 

sample, only the value of hedonism changed, a statistically significant mean increase of .21 (t(134) 

= 2.17, p = .03) was observed over the two year period (Bardi, Lee, Hofmann-Towfigh, & Soutar, 

2009).  

Stability for within-person value hierarchies refers to the relative importance of values 

within a person, making up their value profile, which refers to the trade-off between more and less 

important values which influence people’s perceptions, attitudes and behaviour (Schwartz, 1994). 

Many studies have found values to be relatively stable over time, and some studies have found 

values can change in circumstances involving salient events and/or changed life situations, for 

example, moving to very different countries, divorce, or the death of a spouse (Bardi et al., 2009; 

Lönnqvist, Jasinskaja-lahti, & Verkasalo, 2011). Despite these findings, previous research has 

found, and Sundberg (2016) emphasises, that these findings are the exceptions not the norm. For 

this reason, Sundberg conducted a study investigating within-person stability of people’s values 

hierarchy after time in a war zone. In a sample of Swedish soldiers (N = 320) before and after a 6-

month tour of Afghanistan, Sundberg (2016) found that the hierarchy stability of values was quite 

high. Therefore, even in times of high stress and life altering experiences, values can still remain 

quite stable.  

Finally, patterns of intra-individual value change refers to the consistency of the Schwartz' 

(1992) motivational circle of values, where adjacent values change in the same direction and those 
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on the opposite side of the circle change in opposing directions over time. Research by Bardi, Lee, 

Hofmann-Towfigh, and Soutar (2009) examined intra-individual value change longitudinally and 

found that it mirrored the structure of the motivational circle over time. Therefore, values within the 

motivational structure are stable over time.  

Conflicting Values 

 Although values, and values as part of the motivational circle, are relatively stable, people 

can have multiple values, some of which are incompatible with others, and therefore in a given 

situation, people may experience conflict between these values and hence express ambivalent 

attitudes. Previous studies have shown that when people have opposing values that are both relevant 

to a common situation, they can become ambivalent (Maio, 2010). For example, people may feel 

that eating meat is a good source of nutrition and provides variety in their diets but at the same time 

feel that it is morally wrong to kill animals and feel it is bad for the environment. A study showed 

that individuals who were more ambivalent meat eaters ate less meat than meat eaters who did not 

have conflicting values in terms of consuming meat (Berndsen & van der Pligt, 2004). Results such 

as these have been shown for many different topics where people’s values can be in conflict and 

lead to ambivalent attitudes towards issues (Maio, 2010). Alternatively, people seem to experience 

much less conflict when values are closer to each other on the values circumplex (Maio, 2010). 

Values and Behaviour 

 As values are a summary of peoples’ goals and priorities, they are often investigated as 

proximal predictors of attitudes and behaviour. Previous research has found values to be related to 

many different specific outcomes including pro-environmental behaviour, coping strategies, and 

attitudes towards smoking (Pozzebon & Ashton, 2009), as well as predicting choices people will 

make during social dilemmas (Sagiv, Sverdlik, & Schwarz, 2011). Schwartz (2015) discusses five 

mechanisms that link values to behaviour.  

The first mechanism proposes that for values to influence behaviour, the values would first 

need to be activated. Values that are more important tend to be more front of mind and are therefore 
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activated more often. When people have been thinking about values in some context, their values 

tend to have a greater influence on their behaviour. For example, Sagiv, Sverdlik, and Schwarz 

(2011) found that when participants completed a values survey immediately before participating in 

a social dilemma game, their actions aligned more with their values compared to those who 

completed the values survey after playing the game.  

The second mechanism posits that the value in question needs to be relevant to the 

behaviour in order to be influential over it. Past experiments have shown that when people have 

previously thought about tangible or typical ways of applying their values then their values are 

more likely to influence their behaviour (Maio, 2010). For example, if a person needs to dispose of 

an object, they may be more likely to recycle it if they have thought about their value of 

universalism and different ways they can help the environment.  

The third mechanism states that values have an influence on behaviour because they are 

motivators for pursuing valued goals. In other words, behaviours or actions are more attractive if 

they promote or protect an individual’s valued goals. The fourth mechanism states that the more 

important a value is, the more likely a person is to create action plans to express it (Gollwitzer, 

1996). The last mechanism is that values influence people’s attention, perception, and interpretation 

of situations. For example, an offer for a promotion at work can be perceived by someone as an 

opportunity for greater self-direction or as a risk to their value of conformity and security which 

they have in their current job, depending on their values, and how they interpret the situation, this 

will influence what line of action they choose (Schwartz, 2015). For this reason, understanding 

someone’s values can possibly provide insight into how they might react to different job 

advertisements that emphasise different values.  

The influence of values on behaviour can also vary depending on the temporal proximity of 

the behaviour in question (Eyal, Sagristano, Trope, Liberman, & Chaiken, 2009; Fischer, 2017). 

According to Fischer (2017), because values are essentially desirable goals and are abstract beliefs 

this makes them more suitable for more temporally distant goals or events that are not constrained 
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by feasibility or practicality. For example, a study by Eyal et al. (2009) found that values were 

better predictors of future situations that were temporally distant rather than near future situations 

that would be happening relatively soon. Therefore, values are likely to be better at predicting 

broader behaviour rather than narrow specific behaviours, and thus, in relation to this thesis, more 

likely to be related to attraction to roles as the job the person chooses will impact their long-term 

future.  

Despite evidence of a relationship between values and behaviour, Bardi and Schwartz 

(2003) argue that values may only influence behaviour when that behaviour is a result of a 

conscious decision. For example, people may not consider their values before they quickly interrupt 

a friend who is talking (power), or decide to order a decadent dessert (hedonism), but values may 

have an influence on behaviours people do out of habit, since the behaviour was likely to start with 

a conscious decision. Bardi and Schwartz found that stimulation and tradition strongly relate to the 

behaviours that express them, and hedonism, universalism, power and self-direction relate 

moderately, whereas security, conformity, achievement, and benevolence only marginally relate. 

Choosing which role or organisation to join is usually the result of a conscious decision, therefore 

values should relate to anticipated fit and job and organisation attraction.  

Research has also been conducted investigating the relationship between values and 

occupation choice (Knafo & Sagiv, 2004). Knafo and Sagiv classified roles based on the Holland's 

(1973) typology of work and used the Portrait Value Questionnaire (Schwartz et al., 2001) in order 

to assess individuals’ values. They found that certain occupations tend to attract people that harbour 

relatively high levels of particular values. For example, they found a positive correlation between 

environments that tend to be quite social and the values of benevolence and universalism and a 

negative correlation with power and achievement. This result regarding environments and values 

also supports the nature of the circumplex model, where, for example, if something is positively 

associated with the self-transcendence side (i.e., benevolence and universalism) then it is likely to 

be negatively associated with the self-enhancement side (i.e., power and achievement).  
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Similarly, research has examined whether people’s chosen degrees are related to their 

values. A study investigated the values of business school students compared to those in a 

professional school of social work (Arieli, Sagiv, & Cohen-Shalem, 2016). Arieli et al. found that 

students in each school corresponded with the values that each respective website advertised, 

meaning that the business school tended to attract students who valued power and achievement to a 

relatively greater extent and universalism and benevolence to a lesser extent, whereas the opposite 

was true of students attracted to the school of social work. In the study, Arieli et al. also compared 

first year business school students to those who were close to finishing their business degrees, to see 

whether, over time, the values the business school had tried to teach regarding ethical and prosocial 

values impacted the students’ values. Ultimately, the changes in students over their degrees was 

minimal, speaking to the relative stability of values over time. In this study, Arieli et al. (2016) 

emphasise the importance of attracting people with the desired values from the beginning in order 

to recruit people with the desired values in the school. This lesson can also be applied to hiring 

people in the workplace or finding the right volunteers, as values are not easily changed it is 

important to recruit the right people at the beginning.  

Values and Volunteering 

Values have also been linked to prosocial behaviour. According to Schwartz (2010) the 

values most often associated with prosocial behaviour are universalism, benevolence, conformity, 

security and power. Universalism entails the concern for the welfare of all people, whereas 

benevolence primarily focusses on the welfare of the in-group. In contrast, conformity motivates 

prosocial behaviour in order to avoid negative outcomes for one’s self. The values of security and 

power are most often in opposition with prosocial behaviour. The motivation behind security is to 

maintain a stable and protective environment where the emphasis is on one’s own security rather 

than that of others. The motivation of power is to have dominance over others and the 

accumulations of resources in order to self-serve often at the expense of others. Empirical research 

investigating the link between values and formal volunteering found significant positive 
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relationships between benevolence, universalism and volunteering, and slightly smaller but still 

positive links between hedonism and achievement with volunteering (Plagnol & Huppert, 2010).  

 Although research has found evidence supporting a relationship between personal values 

and volunteering, I will focus on how organisational values influence people’s fit within 

volunteering organisations.  

Organisational Values 

Organisational values refers to the group of values that guide the use of organisational 

resources and guides how people within that organisation should behave (Cable & Edwards, 2004). 

When the values of a person are similar to the values of an organisation it can be said that there is 

value congruence between the person and the organisation (Kristof, 1996). For example, as in a the 

study conducted by Arieli, Sagiv, and Cohen-Shalem, (2016), where different university 

departments emphasised different values; the business school emphasised power and achievement 

and the school of social work emphasised benevolence and universalism. 

In order to measure how well a person’s values match that of an organisation (i.e., value 

congruence), Cable and Edwards (2004) developed the Work Values Survey (WVS), a values 

inventory based on Schwartz's (1992) circumplex model of values. Other measures of 

organisational values/culture exist (e.g., Organisational Culture Profile; O’Reilly III, Chatman, & 

Caldwell, 1991), but for the purposes of this thesis the focus will be on the WVS as it was 

developed to correspond with Schwartz’s values.  

The WVS is a work-specific values survey developed in order to address some issues in 

using the original Schwartz model in a workplace context. The first issue is that Schwartz’s scale 

addresses many areas that are not applicable in a work context, for example, items asking about “a 

spiritual life”, “honouring parents and elders”, or “mature love” (Cable & Edwards, 2004). 

Although these items might occasionally relate to very niche jobs, for the typical organisation these 

items are most likely irrelevant.  
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Cable and Edwards (2004) evaluated the WVS measure using confirmatory factor analysis 

to form a multi-item scale for each of the values. Similar to Schwartz’s circumplex, the WVS model 

values are organised around two main axes, openness to change versus conservation and self-

transcendence and self-enhancement. The WVS model identifies eight core work values: altruism, 

relationships, pay, security, authority, prestige, variety and autonomy. Using the WVS can give 

better insight into how a person’s values might relate to the environment they work in or could 

work in and could potentially be used to identify environments that a person is better suited for. The 

following chapter will discuss how the person and the environment interact to influence fit.  
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CHAPTER 5: THE INTERACTION OF PERSON AND ENVIRONMENT 

It has now been established that people can vary on their personality and environments, 

namely jobs and organisations, can vary on their job characteristics and organisational values 

respectively. This chapter will discuss the ways that the relationship between personality and PE fit 

(i.e., PJ and PO) may be moderated by different role and organisational characteristics (i.e., work 

characteristics and organisational values). The chapter will first discuss the relationship between 

personality and PE fit in relation to the job context followed by the organisational context.  

Job Context 

When considering PE fit in relation to the job context (Figure 5.1), the model focuses on 

how the characteristics of the job interact with personality dimensions to influence person job (PJ) 

fit. As explained in Chapter 2, PJ fit refers to the fit between a person’s characteristics and the 

characteristics of the tasks or job that is performed at work (Kristof-Brown et al., 2005). The 

concept of fit suggests that individual differences influence which work characteristics are most 

valued by a given person (Morgeson & Campion, 2003; Parker, 2014). Therefore, the following 

section will discuss how the characteristics of a job moderate the relationship between personality 

and PJ fit.  

The Interplay of Personality and Work Characteristics on Person Job Fit 

In terms of describing a job, Goštautaitė and Bučiūnienė (2010) propose that the JCM 

complements PE fit theory, offering a clearly defined taxonomy to operationalise the environment 

part of person environment fit. Previous research has investigated the effect of the FFM personality 

Individual Differences 

Personality 

Organisational Differences 

Job Characteristics 

Person Environment Fit 

Person Job Fit 

Study 1 

Figure 5.1. Job context with studies indicated. 
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inventory on outcomes such as job satisfaction (Judge, Heller, & Mount, 2002), job performance 

(e.g., Barrick & Mount, 1991), and occasionally incorporates some job characteristics (Mount, 

Barrick, & Stewart, 1998), but it has rarely investigated PE fit as an outcome. Some research has 

been conducted on the relationship between personality and job characteristics and its impact on job 

satisfaction with varying results (e.g., Judge, Bono, & Locke, 2000; Thomas, Buboltz, & 

Winkelspecht, 2004), but most of these studies do not use the FFM to investigate personality which 

is how personality will be conceptualised in this thesis.  

As an exception, Ehrhart (2006) conducted a study investigating the interactions between 

personality and job characteristic beliefs on PJ fit. Job characteristic beliefs are people’s perceptions 

or expectations about the attributes of a particular job. In her study, the job characteristic beliefs 

investigated were customer interaction, organisational interaction, and complexity. Ehrhart found 

extraversion significantly interacted with customer interaction and organisational interaction beliefs 

(i.e., interaction with other members of the organisation), agreeableness with customer interaction 

beliefs, and emotional stability with complexity beliefs to predict PJ fit. Therefore, this study 

provides evidence that some job characteristic beliefs, customer interaction, organisational 

interaction and complexity, seem to be especially important to people with high levels of 

extraversion, agreeableness, and emotional stability, for determining fit.  

As discussed above, research has been conducted on personality and work characteristics 

and their influence on different outcomes. The theory of purposeful work behaviour (TPWB) 

proposes specific links between the FFM personality dimensions and work characteristics that lead 

to experienced meaningfulness and better work outcomes such as job satisfaction (Barrick et al., 

2013). Previous research has shown support for people experiencing meaningfulness when they 

optimise their PJ fit (Tims, Derks, & Bakker, 2016). Links have also been found between job 

satisfaction and PE fit (Edwards, 1991; Saks & Ashforth, 1997, 2002). Yet, research has yet to be 

conducted on the moderating effect of the work characteristics proposed by Morgeson and 

Humphrey (2006) (used in the TPWB) on the personality and PJ fit relationship. The current 
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research will be using the TPWB as a guide for proposing which work characteristics will moderate 

the relationship between particular personality dimensions and PJ fit.  

Theory of Purposeful Work Behaviour.  

People with different personalities may find some characteristics more desirable than others. 

According to Barrick, Mount, and Li's (2013) TPWB, work characteristics interact with people’s 

personal agendas that derive from their personalities to determine whether people experience 

meaningfulness in their jobs. Humphrey, Nahrgang, and Morgeson (2007) reviewed the work 

design literature and found that the strongest mediator of the relationships between motivational 

characteristics and work outcomes is experienced meaningfulness. As previous research has 

demonstrated that PJ fit can lead to experienced meaningfulness (Tims et al., 2016), and the 

relationships between personality and work characteristics may be a valuable indicator as to 

whether or not people perceive whether they will fit with the job, the current research will extent the 

literature by investigating PJ fit rather than meaningfulness as an outcome.  

The TPWB has organised different personality and work characteristic interactions into four 

categories by the motivational strivings or fundamental goals that they would satisfy. According to 

Self Determination Theory (SDT) there are three innate psychological needs everyone has to 

varying extents that, when satisfied, lead to enhanced motivation and mental health, and if not 

satisfied can lead to diminished motivation and well-being (Deci & Ryan, 2000). These three needs 

are: need for competence, autonomy, and relatedness. Need for competence refers to the need to 

feel competent and masterful. Autonomy refers to people’s need to feel volitional and like the agent 

of one’s behaviour. Finally, relatedness, referred to as communion in Barrick et al.’s theory, refers 

to the need to feel connected with others. The four TPWB categories include the three SDT needs 

plus a fourth need/fundamental goal: striving for status. Both SDT and PE fit theory highlight the 

importance of people’s needs satisfaction and motivation (Greguras, Diefendorff, Carpenter, & 

Tröster, 2014). One study found that particular personality dimensions are linked to different needs, 

agreeableness with communion striving (β = .18, p < .05), conscientiousness with accomplishment 
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striving (β = .48, p < .01) and extraversion with status striving (β = .39, p < .01) (Barrick, Stewart, 

& Piotrowski, 2002).  

Barrick et al. (2013) proposed a model that illustrates the relationship between personality 

and task and social characteristics (for definitions see Table 5.1.). Barrick et al. propose that 

personality serves as the driving force of behaviour, whereas the situation (i.e., defined in the work 

context by the work role characteristics) serves as a moderator.  

Table 5.1.  

Definitions of Job Characteristics in the TPWB. 

Job Characteristic Definition 

Social support Provides more opportunities for advice and 

assistance from others 

Interdependence The extent to which working on the task requires 

relying on others and that others rely on the 

individual to be able to complete their own work 

Interaction outside organisation Employees are required to communicate and 

interact with people external to the organisation. 

Power The extent to which a job provides opportunities to 

lead others and to achieve influence or dominance 

over others 

Task significance The extent to which the job influences the work or 

lives of others 

Feedback from others The extent to which other people in the organisation 

provide information about performance 

Autonomy The extent to which the job allows independence, 

freedom, and discretion to make decisions, schedule 

work, and choose work methods.  

Task variety The extent to which the job requires the employee 

to perform a range of tasks 

Task identity The extent to which the job involves a whole piece 

of work from beginning to end 

Feedback from job or another The extent to which the job, coworker, boss or other 

person, provides clear and direct information about 

how effective an individual’s performance is.  

Some previous studies have tested parts of the TPWB with varying outcomes (Frieder, 

Wang, & Oh, 2018; Hurst, Simon, Jung, & Pirouz, 2019; R. W. Smith & Denunzio, 2020; Yuan, Li, 

Xu, & Huang, 2018). Frieder et al.'s (2018) study tested whether people who had personality trait 

levels that fit outdoor sales jobs (conscientiousness, openness to experience, and extraversion) 
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would experience more meaningfulness, and as a result achieve better job performance. Results 

indicated that individuals with person-job congruent traits experienced more meaningfulness, 

providing some initial evidence regarding the validity of the TPWB. The study by Smith and 

Denunzio (2020) relates more directly to the topics investigated in this thesis. Smith and Denunzio 

(2020) tested whether the interactions between personality and work characteristics as proposed by 

TPWB, explain motivation (i.e., engagement) and performance (i.e., organisational citizenship 

behaviours and counterproductive workplace behaviours). Smith and Denunzio found several of the 

predicted trait and situation interactions in line with TPWB explained variation in worker’s 

engagement, and that purposeful and meaningful goal strivings could help explain variation in 

individual’s organisational citizenship behaviours (i.e., prosocial behaviour) and counterproductive 

workplace behaviours. Smith and Denunzio’s and Frieder et al.’s findings provide some support for 

the TPWB, where certain job characteristics will appeal to people with goal-congruent personality 

dimensions, and lead to increased meaningfulness and job performance. Previous research has 

found that an antecedent of experienced meaningfulness can be PJ fit (Tims et al., 2016). Despite 

previous research having tested various different portions of the TPWB, research has yet to be 

conducted on the moderating effect of work characteristics within the WDQ (used in the TPWB) on 

the personality and PJ fit relationship, therefore the following research aim is proposed:  

Research Aim 1a: Investigate the moderating effect of work characteristics on the 

relationship between personality and person job fit.  

Study 1 will test whether people experience higher PJ fit when their volunteer roles 

comprise higher levels on work characteristics that correspond to the individual’s personality, as per 

the TPWB. These proposed links will be further explained in Chapter 6.  
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Organisational Context 

When considering PE fit in relation to the organisational context (Figure 5.2), the model 

focuses on how the characteristics of an organisation interact with personality dimensions to 

influence person organisation (PO) fit and attraction. As discussed in Chapter 2, PO fit is the extent 

to which a person and an organisation are compatible when (a) one party provides what the other 

party requires, or (b) they have similar essential characteristics, or (c) both (Kristof, 1996). Previous 

research has measured PO fit in various ways, such as through personality, goals and values 

(Kristof, 1996). Thus far, the most common way to investigate PO fit has been through the lens of 

value congruence; that is, by measuring the extent to which a person has matching values to the 

values held by the organisation (Judge & Cable, 1997; Kristof, 1996). Therefore, the following 

section will discuss how the characteristics of an organisation moderate the relationship between 

personality and PO fit.  

The Relations of Values with Personality 

In this thesis it is proposed that the values of an organisation interact with a person’s 

personality to influence PO fit. First, the relationship between personality and personal values will 

be discussed, followed by how this relationship might manifest between personality and the values 

of an organisation.  

Although Schwartz’s personal values have been found to be almost universal as values are 

found to be structured similarly across culturally diverse groups, the importance people attribute to 

different values differs substantially (Schwartz, 2015; Schwartz, 1994) and can vary by personality 

Individual Differences 

Personality 

Organisational Differences 

Organisational Values 

Person Environment Fit 

Person Organisation Fit 

Study 1 

Figure 5.2. Organisational context with studies indicated. 
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(e.g., Pozzebon & Ashton, 2009). The similarities and differences between values and personality 

dimensions has been widely debated. Some researchers believe that personality dimensions and 

values are measuring very similar constructs, some believe they are just loosely related components 

and others believe they are distinct and separate constructs (Parks-Leduc et al., 2015).  

There are several conceptual differences existing between values and personality (Anglim, 

Knowles, Dunlop, & Marty, 2017; Parks-Leduc et al., 2015). Values describe broad life goals or 

motivations that are important to people, are rather stable, and guide their judgments, perceptions, 

and behaviour (Rokeach, 1973; Schwartz, 1992). According to Roccas, Sagiv, Schwartz, and Knafo 

(2002) personality dimensions are enduring dispositions whereas values are enduring goals. While 

traits describe what people are like, values describe what people think is important. For example, an 

individual may value achievement but may not be characterised by being high achieving, or 

contrarily, they may be high achieving but do not necessarily regard achievement as important. In 

line with this idea, Roccas, Sagiv, Oppenheim, Elster, and Gal (2014) found that people tend to be 

more satisfied with their values than their personality dimensions and that they perceive their values 

to be closer to their ideal selves than traits. Values and personality are similar in that they are 

enduring traits that tend to change slightly with age (McCrae et al., 2000; Roccas et al., 2002).  

Some researchers believe that values are primarily culturally based, meaning the importance 

of particular values may be more or less prominent in different cultures, whereas traits are more 

biologically based (Parks-Leduc et al., 2015). Early study on the topic has also tried to separate 

traits and values as representing temperament and character respectively (Allport, 1937).  

Values and personality have been seen by some as both being elements of a broader concept 

of personality but in different frameworks (Parks-Leduc et al., 2015). Other researchers see 

personality as being primary and values as being secondary (Rokeach, 1973; Vecchione, 

Alessandri, Barbaranelli, & Caprara, 2011), where personality is believed to be rooted in genetics 

and are at the roots of behavioural tendencies, which in this case would influence values (McCrae & 
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Costa, 2008). Researchers may also see the two as being dynamic, where one influences the other 

and vice versa (Parks-Leduc et al., 2015).  

Values also differ from personality in how research about them should be interpreted. When 

interpreting scores on values it is important to note that people do not base their decisions on 

whether they see a value as important, but whether or not that value is more important compared to 

other values they might have. For this reason, it is recommended to control for mean importance of 

all values that are assessed (Parks-Leduc et al., 2015; Schwartz, 1992) as has been addressed by J. 

A. Lee, Soutar, & Louviere, (2008) by using forced choice, best-worst measurements.  

Recent research has also been conducted on the longitudinal relationship between 

personality and values (Fetvadjiev & He, 2019). The longitudinal study by Fetvadjiev and He 

(2019), found that personality dimensions were more stable than values, and that although there 

tended to be bidirectional effects between personality and values, personality predicted values more 

strongly than values predicted personality, and personality tended to be a better predictor of well-

being and self-esteem.  

Research has also found meaningful links between higher-order personality dimensions, 

alpha and beta, and the four higher-level value types proposed by Schwartz, where alpha 

(agreeableness, conscientiousness, and emotional stability) predicts conservation values positively 

and openness to change values negatively and beta (extraversion and openness to experience) had 

the opposite results (Vecchione et al., 2011). Previous research found a correlation between the 

personality dimension openness to experience and the values of self-direction (Roccas, Sagiv, 

Schwartz, & Knafo, 2002), and research found that when self-direction was separated into thought 

and action, this link only remained for the thought facet (Caprara, Schwartz, Capanna, Vecchione, 

& Barbaranelli, 2006; Schwartz et al., 2012).  

Pozzebon and Ashton (2009) stated that in line with the values proposed by Schwartz, the 

personality dimensions of honesty-humility and openness to experience are the most related to the 

Schwartz’s values. In terms of the four broad categories that values can be divided into, the 
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personality dimensions that most align with these two are openness to experience for openness to 

change versus conservation, and honesty-humility for self-transcendence versus self-enhancement 

(K. Lee et al., 2009; Pozzebon & Ashton, 2009). In this dissertation, I will be investigating whether 

these links may translate to organisational values.  

Another distinction between personality and values is discussed by Roccas et al. (2002) who 

proposed that values are fundamentally cognitive whereas personality dimensions can vary to the 

extent to which they are affective or cognitive based. Roccas et al. found that values were better 

predictors of cognitively based outcomes and personality dimensions were better at predicting 

affectively based outcomes. Building on this idea, a meta-analysis by Parks-Leduc et al. (2015) 

found that personality dimensions that were more cognitively based had stronger links to values 

than personality dimensions that were more affectively based.  

Based on the results from Parks-Leduc et al. (2015), it appears that people high on 

cognitively based dimensions such as Openness to experience and to a lesser extent Agreeableness, 

are more likely to be influenced by values, which may mean they would be more influenced by the 

values that an organisation has. Additionally, a meta-analysis by Fischer and Boer (2015) found the 

strongest correlations between openness to experience and the conservation value dimension and 

with agreeableness and the transcendence value dimension across differing countries. These results 

show some support for K. Lee et al.'s (2009) findings regarding the personality dimension of 

openness to experience being linked to the openness to change vs conservation axis of values.  

The meta-analysis by Parks-Leduc et al. (2015) does not report on whether the personality 

dimension of honesty-humility demonstrates the same relationships that K. Lee et al. (2009) found 

as this meta-analysis only focused on FFM inventories which do not include the honesty-humility 

factor. Also important to note is that there are differences in the way Agreeableness is defined and 

measured in the FFM and in HEXACO, despite honesty-humility having no direct counterpart in 

the FFM inventory, certain aspects of this trait are captured within the FFM’s Agreeableness factor 

(Ashton et al., 2019). Therefore, it is not surprising that people high on Agreeableness were more 
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likely to be influenced by values as honesty-humility has been linked to the self-transcendence and 

self-enhancement spectrum on the Schwartz values circumplex, thus supporting the results 

found by K. Lee et al. (2009).  

Parks-Leduc et al. (2015) argues that the honesty-humility factor within the HEXACO 

inventory taps largely into the values of benevolence, tradition and universalism as adjectives used 

to define honesty-humility are “Sincere, honest, faithful/loyal, modest/unassuming, fair-minded” 

(Ashton & Lee, 2007, p. 154). In the Schwartz Values Survey, “honest” and “loyal” are both items 

used for the value of benevolence, “humble” is used for the value of tradition, and “fair-minded” 

appears to fit the universalism value (Parks-Leduc et al., 2015; Schwartz, 1992). K. Lee et al. 

(2009) found that when comparing sets of friends, people tend to become close to others who have 

the same values as them and also tend to have similar levels of openness to experience and honesty-

humility, which are strongly related to values. In this thesis we will investigate how the personality 

dimensions of openness to experience and honesty-humility interact with organisational values to 

influence PO fit.  

The Interplay of Personality and Values on Person Organisation Fit 

It is possible that people are drawn to, join, and experience greater fit with organisations that 

have organisational values (i.e., environment) that appeal to their own levels of openness to 

experience and honesty-humility (i.e., person). PO Fit is often measured through value congruence, 

but it has also been measured through personality (Kristof-Brown et al., 2005). This section will 

discuss how personality and the values of organisations may interact to influence PO fit. 

Some previous research has investigated the influence of organisational culture on fit and 

attraction. Judge and Cable (1997) investigated the moderating effect of organisational culture 

preference on the relationship between personality and both fit and attraction. In this study 

organisational culture was conceptualised through a values congruence lens. Judge and Cable found 

that most of the hypothesised links were significant: Neuroticism had a negative relationship with 

Innovative and Decisive cultures, Extraversion had a positive link to Aggressive and Team-oriented 
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cultures and a negative relationship with Supportive, Openness had positive relationships with 

Innovative and Detail-oriented, Agreeableness had negative relationships with Aggressive, 

Outcome-oriented, and Decisive and positive with Supportive and Team-oriented, finally 

Conscientiousness had a negative relationship with Innovative and positive with detail-oriented and 

outcome-oriented. Although not the only source, Judge and Cable concluded that personality is an 

important source of someone’s personal work values. The authors posit that as personality 

dimensions are more easily observed than individual values, organisational recruiters may be able to 

better judge whether potential applicants will fit their culture by considering the applicants 

personality. For this reason, I will focus on personality as a predictor of fit. 

As previously mentioned, a study by Pozzebon and Ashton (2009) found two personality 

dimensions (i.e., honesty-humility and openness to experience) mapped onto Schwartz 10 values 

circumplex. Hence, each value can potentially be linked with a specific personality dimension. 

Pozzebon and Ashton (2009) tested how personal values might align with personality dimensions in 

order to predict behaviour. In their study, Pozzebon and Aston used the HEXACO personality 

inventory. They found that both personality and values provided incremental validity beyond what 

was provided by one domain on its own. Additionally, in terms of the values proposed by Schwartz, 

they found that the personality dimensions of honesty-humility and openness to experience were the 

most related to the Schwartz’s values, particularly to the higher order values. Honesty-humility as a 

trait refers to the tendency for people low on this trait to manipulate others for personal gain, are 

more likely to break rules for their own profit, feel a strong sense of self-importance, and will use 

flattery to get their way; individuals who are high on honesty-humility are less likely to manipulate 

others for their own gain, avoid breaking rules and are not interested in extravagant wealth and 

luxuries, and do not feel a need for special entitlement for higher social status (Ashton & Lee, 

2007). Individuals who are high on openness to experience tend to be curious, intellectual, 

imaginative, creative, innovative, and flexible, whereas those low on this trait tend to be closed-

minded, shallow, and simple (Parks-Leduc et al., 2015).  
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As previously stated, the personality dimensions that most align with the four broad 

categories that values can be divided into are openness to experience for openness to change versus 

conservation, and honesty-humility for self-transcendence versus self-enhancement (K. Lee et al., 

2009; Pozzebon & Ashton, 2009). Based on their findings, Pozzebon and Ashton (2009) proposed 

that future research should examine the extent to which values can predict behaviours that are 

related to particular personality dimensions, where behaviours that would be expressions of 

honesty-humility and openness to experience would be predicted well by values.  

As previously discussed, according to social identity theory, people are inclined to join 

organisations that they think reflect what their ‘group’ values (Tajfel & Turner, 1979). Some 

empirical evidence has demonstrated support for the relationship between organisational values and 

job choice (Judge & Bretz, 1992). Further, Judge and Cable (1997) found that personality is an 

important source of organisational values. Therefore, to further examine the relationship between 

personality dimensions and values in a work/volunteer context, Table 5.2 displays the relationships 

found by Pozzebon and Ashton (2009) between personality dimensions and higher order values, as 

well as how Schwartz’s values were translated into work values by Cable and Edwards (2004). 

 Previous research has examined variables similar to those in the organisational level model 

by investigating personality, person organisation fit, and organisational attraction, but has not 

proposed this exact model including the moderating role of organisational values (as conceptualised 

through the Schwartz values) between personality and organisational fit. Rather than directly 

comparing PO fit through individual’s values and that of the organisation (i.e., value congruence), 

or, people’s personality and that of the organisation (i.e., personality congruence), we are measuring 

individual personality and organisational values and hypothesizing links based on the findings of 

Pozzebon and Ashton (2009), as research supports the notion that personality tends to predict values 

(Fetvadjiev & He, 2019) and values tend to map onto the personality dimensions of openness to 

experience and honesty-humility (Pozzebon & Ashton, 2009). The current research aims to test 

whether the same relationships Pozzebon and Ashton found between personality and individual 
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values exists between personality and the values of an organisation someone volunteers or works 

for, and whether this interaction influences a person’s PO fit, therefore, the following research aim 

is proposed:  

Research Aim 1b: Investigate the moderating effect of organisational values on the 

relationship between personality and person organisation fit.  

Table 5.2. Linking personality dimensions to work values.  

Personality 

dimension 

Higher Order 

Value 

Underlying Values Work Values 

Survey 

High Honesty-

humility 

Self-Transcendence Universalism Altruism 

Benevolence Relationship with 

others 

Low Honesty-

humility 

Self-Enhancement Achievement Pay 

Power Prestige 

High Openness to 

Experience 

Openness to Change Self-direction Autonomy 

Stimulation Variety 

Low Openness to 

Experience 

Conservation Conformity/Tradition Authority 

Security Security 

 

In this thesis, I will explore the influence of the values of an organisation on the relationship 

between people’s levels of openness to experience and honesty-humility on their PO fit. Study 1 

will test whether people experience higher PO fit when their volunteer organisation has values that 

correspond to their personality.   
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CHAPTER 6: THE INTERACTION OF PERSONALITY WITH VALUES AND WORK 

CHARACTERISTICS ON FIT 

The current study investigates which combinations of personality dimensions and job 

characteristics and organisational values lead to higher experienced fit in volunteers. The aim of the 

present study is to test the previously presented model with the two different contexts, job and 

organisational, with PE fit as an outcome. Two sets of relationships will be tested, how personality 

and work characteristics interact and influence person-job fit (i.e., job context), as well as how 

personality and organisational values interact to influence person-organisation fit (i.e., 

organisational context).  

Person Environment Fit 

 As previously discussed in Chapter 2, person environment (PE) fit refers to the extent to 

which a person is compatible with a work environment on a set of characteristics (Kristof-Brown et 

al., 2005) and PE fit can be conceptualised in relation to different environments (Greguras, 

Diefendorff, Carpenter, & Tröster, 2014). In this dissertation, I will be focusing on fit in different 

roles and organisations, the focus will be on person job and person organisation fit. It is important 

to consider both job fit and organisational fit when considering organisation attraction as it gives a 

larger overview of attraction, can predict different outcomes, and highlights that employees need to 

fit both the job as well as the organisation (Cable & DeRue, 2002). 

PE fit emphasises that fit varies across people as a function of the person and the 

environment. One of the aims of the current study is to test the idea that different people will react 

differently to varying situations. 

Trait Activation Theory  

Previous theories have proposed mechanisms to explain how and why personalities and 

situations interact. One such theory is trait activation theory. According to trait activation theory 

individuals express their traits when they are in a context with trait-relevant situational cues (Tett & 

Burnett, 2003). Therefore, individuals who are in roles that contain work characteristics or 
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organisational values relevant to their personalities may be more expressive with their relevant 

personality traits in that work environment. The current study will investigate whether perceived fit 

is higher when people have higher levels of personality dimensions relevant to the context (job and 

organisational characteristics).  

Job Context 

 As discussed in Chapter 4, the job context focuses on how the characteristics of the job 

interact with personality dimensions to influence person job (PJ) fit. PJ fit refers to the fit between a 

person’s characteristics and the characteristics of the tasks or job that is performed at work (Kristof-

Brown et al., 2005).  

As mentioned in Chapter 4 and 5, research has found that different jobs or roles can vary on 

the work characteristics that they have, for example, how much task variety or autonomy a person 

has in a role. People with different personalities may find some work characteristics more desirable 

than others. Goštautaitė and Bučiūnienė (2010) propose that the Job Characteristics Model (JCM) 

complements PE fit theory, offering a clearly defined taxonomy to operationalise the environment 

part of person environment fit. According to Barrick, Mount, and Li's (2013) theory of purposeful 

work behaviour (TPWB), work characteristics interact with people’s personal goals that derive from 

their personalities to determine whether people experience meaningfulness in their jobs. 

Specifically, Barrick et al. propose that certain work characteristics interact with specific 

personality dimensions to determine behaviour.  

TPWB proposes that the proposed goals are derived from a person’s personality. For 

example, a person high on agreeableness and emotional stability will likely be striving for 

communion/relatedness. Therefore, to experience meaningfulness in their job, they need social 

support, interdependence, and interaction outside the organisation. In PE fit terms, the individual 

will experience greater fit when the organisation supplies these characteristics to meet the needs as 

derived from their personality. Although the current study will not be measuring strivings/goals, 
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personality and work characteristics will be grouped into the different “strivings” Barrick et al. laid 

out.  

Barrick et al. (2013) proposed a model that illustrates the relationship between personality 

dimensions and job characteristics for each of the motivational strivings they have proposed (see 

Table 6.1). Some previous research has tested parts of the TPWB with varying outcomes (Frieder et 

al., 2018; Hurst et al., 2019; R. W. Smith & Denunzio, 2020; Yuan et al., 2018). Frieder et al.'s 

(2018) study provided some initial evidence regarding the validity of the TPWB as a predictor of 

meaningfulness. Furthermore, Smith and Denunzio found several of the predicted trait and situation 

interaction in line with TPWB explained variation in worker’s engagement, and that purposeful and 

meaningful goal strivings could help explain variation in individual’s organisational citizenship 

behaviours and counterproductive workplace behaviours. Smith and Denunzio’s and Frieder et al.’s 

findings afford some support for the TPWB, in that certain job characteristics will appeal to people 

with goal-congruent personality dimensions, and lead to increased meaningfulness and job 

performance. Furthermore, a previous study has found that increased PJ fit can lead to higher 

experienced meaningfulness (Tims et al., 2016). Despite previous research having tested different 

portions of the TPWB, research has yet to be conducted on the moderating effect of the work 

characteristics proposed by Morgeson and Humphrey (2006) (used in the TPWB) on the personality 

and PJ fit relationship.  

In the current study, the TPWB is used as a guide to predict which work characteristics will 

interact with which personality dimensions to influence a person’s PJ fit. The present research tests, 

in a volunteer setting, whether the presence of particular work characteristics, as proposed by the 

TPWB, is related to increased PJ fit for people who have higher levels of the corresponding 

personality dimensions.  

Table 6.1. Needs, Personality dimensions and linked Job Characteristics adapted from 

Barrick et al. (2013) 

Needs Personality dimensions Job Characteristics (supplies) 

Striving for communion Emotional Stability 

Agreeableness 

 

Social support 

Interdependence 

Interaction outside organisation 
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Striving for status Extraversion 

 

Power 

Task significance 

Feedback from others 

 

Striving for autonomy Openness to Experience 

Extraversion 

 

Autonomy 

Task variety 

 

Striving for achievement Conscientiousness  

Emotional Stability 

Task identity 

Feedback from job or another 

   

Striving for Communion. The first motivational striving, striving for communion, refers to 

an individual’s motivation to get along with others and gain acceptance in personal relationships. 

Previous research has indicated that agreeableness and emotional stability are the most related to 

striving for communion (Barrick et al., 2002; Mount et al., 2005; Traupman et al., 2009). The work 

characteristics that are proposed to enable the satisfaction of this striving are social support, 

interdependence and interaction outside the organisation. These three characteristics provide 

individuals with opportunities to cooperate with others at work in harmonious ways (Barrick et al., 

2013). As proposed by Barrick et al. (2013), an individual who is high on agreeableness and 

emotional stability may experience more meaningfulness in a role that involves work characteristics 

such as social support and interdependence. Theoretically, these work characteristics would enable 

the satisfaction of people’s need for communion. Thus, Barrick, Mount, and Li (2013) hypothesised 

that people who are higher on the personality dimensions of agreeableness and emotional stability 

are more likely to experience meaningfulness and be satisfied in roles involving social support, 

interdependence and interaction outside of the organisation.  

 Research has yet to be conducted on the moderating effect of the work characteristics in 

Morgeson and Humphrey's (2006) Work Design Questionnaire (used in the TPWB) on the 

personality and PJ fit relationship. Therefore, the current research will be using the TPWB as a 

guide for proposing which work characteristics will moderate the relationship between particular 

personality dimensions and PJ fit, and thus the following hypothesis is extended: 
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 Hypothesis 1: The positive relationship between the personality traits of agreeableness and 

emotional stability with PJ fit is stronger for individuals who experience higher levels of 

social support, interdependence, and interaction outside the organisation. 

Striving for status. Striving for status refers to an individual’s motivation to gain influence, 

power and prestige. Previous research has indicated that extraversion is the best personality 

predictor of leadership (Judge, Bono, Ilies, & Gerhardt, 2002) and leadership is usually associated 

with gaining power (Barrick et al., 2013). As extraverts are ambitious by nature, they enjoy 

engaging in activities that are important and high impact (i.e., task significance), which often 

garners the attention of others. Prior research has found that extraversion is directly related to 

wanting power and dominance (Barrick et al., 2002; Mount et al., 2005; Traupman et al., 2009). 

Additionally, extraverts are likely to see feedback as a way to compare themselves to others, which 

can foster competition and garner more attention (Barrick et al., 2013). The work characteristics 

that are proposed to enable the satisfaction of this striving are task significance, power, and 

feedback from others. These three characteristics provide opportunities for individuals to achieve 

higher status (through task significance), influence others (power), and compare themselves to 

others to determine their status (feedback) (Barrick et al., 2013).  

As proposed by Barrick et al. (2013), an individual who is relatively high on extraversion 

may experience more meaningfulness in a role that involves work characteristics such as task 

significance, power, and feedback from others. Theoretically, these work characteristics would 

satisfy their need for status, which may be more highly prioritised among individuals who are high 

on extraversion compared to those who are low on this trait. Given these links, the following 

hypothesis is extended: 

Hypothesis 2: The positive relationship between the personality trait of extraversion with PJ 

fit is stronger for individuals who experience higher levels of power, task significance, and 

feedback. 
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Striving for autonomy. Striving for autonomy refers to an individual’s motivation to have 

control over what they do, when they do it, and how they do it. Previous research has indicated that 

those who are high on extraversion, and even more so openness to experience, desire autonomy 

(Mount et al., 2005). People who are high on openness to experience are imaginative, curious, and 

broad minded (Barrick & Mount, 1991), and thus have a preference for working with ideas, 

working in contexts that are not clear or well defined and enjoy engaging in divergent thinking 

(Barrick et al., 2013), which autonomy allows for. Similarly, people who are high on extraversion 

are ambitious, energetic and enjoy rising in power or influence (Mount et al., 2005), thus may enjoy 

more autonomy. The work characteristics that are proposed to enable the satisfaction of this striving 

are autonomy and task variety. These characteristics allow for high autonomy and a range of 

different tasks, which allows for divergent and creative mental activities (Barrick et al., 2013). 

Theoretically, these work characteristics would satisfy their need for autonomy, which may be more 

highly prioritised for individuals who are high on extraversion and openness to experience 

compared to those who are low on these traits. Barrick et al. hypothesised that people higher on the 

personality dimensions of openness to experience and extraversion are more likely to experience 

meaningfulness and be satisfied in roles involving autonomy and task variety. Given these links, the 

following hypothesis is extended: 

Hypothesis 3: The positive relationship between the personality traits of openness to 

experience and extraversion with PJ fit is stronger for individuals who experience higher 

levels of autonomy and task variety. 

Striving for achievement. Finally, striving for achievement, refers to an individual’s 

motivation to finish work in a careful, efficient, and timely manner and is characterised by a focus 

on getting things done. Previous research has indicated that conscientiousness and emotional 

stability are related to the tendency to strive for achievement (Barrick et al., 2002; Mount et al., 

2005). The work characteristics that are proposed to enable the satisfaction of this striving are task 

identity, feedback from others, and feedback from the job. These characteristics allow the individual 
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to be aware of their performance relative to others as well as organisational expectations (Barrick et 

al., 2013). As proposed by Barrick et al. (2013), an individual who is high on conscientiousness and 

emotional stability may experience more meaningfulness in a role that involves work characteristics 

such as task identity, feedback from others, and feedback from the job. Theoretically, these work 

characteristics would satisfy their need for achievement, which may be more highly prioritised for 

individuals who are high on conscientiousness and emotional stability compared to those who are 

low on these traits. Given these links, the following hypothesis is extended: 

Hypothesis 4: The positive relationship between the personality traits of conscientiousness 

and emotional stability with PJ fit is stronger for individuals who experience higher levels of 

task identity, feedback from the job, and feedback from others. 

Organisational Context 

The organisational context focuses on how the characteristics of an organisation interact 

with personality dimensions to influence person organisation (PO) fit. PO fit is the extent to which a 

person and an organisation are compatible when (a) one party provides what the other party 

requires, or (b) they have similar essential characteristics, or (c) both (Kristof, 1996). Previous 

research has measured PO fit in various ways, such as through personality, goals and values 

(Kristof, 1996). The most common way to measure PO fit is through the lens of value congruence, 

meaning measuring the extent to which a person has matching values to that of the organisation 

(Judge & Cable, 1997; Kristof, 1996). Where jobs may vary on work characteristics, organisations 

tend to vary on the values that they espouse (see Chapter 2). Organisational values refer to the 

systems of values that guide how organisational resources should be used and how people within 

that organisation should behave (Cable & Edwards, 2004). 

Measures have been developed to test the PO fit between a person and an organisation by 

measuring the values of both the person and the organisation separately and testing the congruence 

between them (van Vianen, 2018). One measure, the Work Values Survey, translated Schwartz 

values to be directly applicable to organisations (Cable & Edwards, 2004). The organisational 
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values used in the WVS have the similar corresponding content to the Schwartz 10 values and also 

map onto the same circular structure (Cable & Edwards, 2004). A study by Pozzebon and Ashton 

(2009) found two personality dimensions (i.e., honesty-humility and openness to experience) 

mapped onto Schwartz 10 values circumplex. Hence, each value can potentially be linked with a 

specific personality dimension. The current study investigates whether PO fit is higher when people 

are volunteering for organisations that have values that correspond to their personality dimensions.  

Pozzebon and Ashton (2009) tested how personal values might align with personality 

dimensions in order to predict behaviour. In their study, Pozzebon and Aston used the HEXACO 

personality inventory which varies slightly from the Big Five personality inventory, for a discussion 

on personality inventories see Chapter 3. They found that both personality and values provided 

incremental validity beyond what was provided by one domain on its own. Additionally, in terms of 

the values proposed by Schwartz, they found that the personality dimensions of honesty-humility 

and openness to experience are the most related to the Schwartz’s values, in particular to the higher 

order values.  

In terms of the four broad categories that values can be divided into (see discussion in 

Chapter 4), the personality dimensions that most align with these two are openness to experience for 

openness to change versus conservation, and honesty-humility for self-transcendence versus self-

enhancement (K. Lee et al., 2009; Pozzebon & Ashton, 2009). Based on their findings, Pozzebon 

and Ashton (2009) suggested that future research examine the extent to which values can predict 

behaviours that are related to specific personality dimensions, where behaviours that are 

expressions of honesty-humility and openness to experience would be predicted well by values.  

To further examine the relationship between personality dimensions and values in a 

work/volunteer context, Table 6.2 displays the links found by Pozzebon and Ashton (2009) between 

personality dimensions and higher order values, as well as how Schwartz’s values were translated in 

work values by Cable and Edwards (2004). The current research aims to test whether the same 

relationships Pozzebon and Ashton found between personality and individual values exists between 
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personality and the values of an organisation someone volunteers for, and if this interaction 

influences a person’s PO fit. PO Fit is often measured through value congruence, but it has also 

been measured through personality (Kristof-Brown et al., 2005). Rather than directly comparing 

individual’s values and that of the organisation, we are measuring individual personality and 

organisational values and hypothesizing links based on the findings of Pozzebon and Ashton 

(2009). 

Table 6.2. Linking personality dimensions to work values.  

Personality dimension Higher Order 

Value 

Underlying Values Work Values 

Survey 

High Honesty-humility Self-Transcendence Universalism Altruism 

Benevolence Relationship 

with others 

Low Honesty-humility Self-Enhancement Achievement Pay 

Power Prestige 

High Openness to 

Experience 

Openness to Change Self-direction Autonomy 

Stimulation Variety 

Low Openness to 

Experience 

Conservation Conformity/Tradition Authority 

Security Security 

Notes. Italicised work values were not measured in this study.  

To test whether personality dimensions interact with organisational values to influence PO 

fit the following hypotheses are proposed.  

Honesty-humility. Previous research has found honesty-humility to be linked to the value 

spectrum of self-transcendence versus self-enhancement (K. Lee et al., 2009; Pozzebon & Ashton, 

2009). Previous experimental research has found humility to predict positive, other-oriented 

behaviour that is generous, helpful, and altruistic (Exline & Hill, 2012; LaBouff, Rowatt, Johnson, 

Tsang, & Willerton, 2012), thus humility is linked to altruism. Hilbig, Thielmann, Wührl, and 

Zettler (2015) has also found support for honesty-humility being related to benevolence through an 
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experimental study, thus honesty-humility is likely related to the corresponding work value 

‘relationship with others’ (Cable & Edwards, 2004). More recently, Krumrei-Mancuso's (2017) 

research suggests intellectual humility is linked to altruism, benevolence and universalism, as well 

as less power seeking. As previous research has measured PO fit through personality congruence 

and value congruence (Kristof-Brown et al., 2005) but not together, the following hypotheses 

propose that when organisational values that appeal to the corresponding personality dimensions are 

present in the organisation, PO fit will increase. Therefore, two hypotheses with honesty-humility 

will be proposed.  

Self-transcendence. High levels of honesty-humility were found to be linked to self-

transcendence values (Pozzebon & Ashton, 2009). According to Cable and Edwards (2004) the 

corresponding work values for self-transcendence would be altruism and relationships with others. 

Therefore, the following hypothesis is proposed:  

Hypothesis 5a: Volunteers higher in levels of honesty-humility will have higher PO fit in 

organisations that value altruism and relationships with others. 

Self-enhancement. Low honesty-humility levels were found to be linked to self-

enhancement values (Pozzebon & Ashton, 2009). According to Cable and Edwards (2004) the 

corresponding work value for self-enhancement would be prestige. Therefore, the following 

hypothesis is proposed: 

Hypothesis 5b: Volunteers lower in levels of honesty-humility will have higher PO fit in 

organisations that value prestige. 

Openness to Experience. Previous research has found openness to experience to be linked 

to the value spectrum of openness to change versus conservation (K. Lee et al., 2009; Pozzebon & 

Ashton, 2009). This is similar to previous findings with the Big Five personality inventory, where 

openness to experience had positive significant relationships with stimulation and self-direction and 

had a significant negative relationship to conformity and tradition (Olver & Mooradian, 2003). 

Therefore, two hypotheses with openness to experience are proposed.  
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Openness to change. High levels of openness to experience were found to be linked to 

openness to change values (Pozzebon & Ashton, 2009). According to Cable and Edwards (2004) 

the corresponding work values for openness to change would be autonomy and variety. 

Additionally, previous research has indicated that those who have high levels of openness to 

experience desire autonomy (Mount et al., 2005). Therefore, the following hypothesis is proposed: 

Hypothesis 6a: Volunteers higher in levels of openness to experience will have higher PO fit 

in organisations that value autonomy and variety. 

Conservation. Low levels of openness to experience were found to be linked to conservation 

values (Pozzebon & Ashton, 2009). According to Cable and Edwards (2004) the corresponding 

work value for conservation is authority. Therefore, the following hypothesis is proposed: 

Hypothesis 6b: Volunteers lower in levels of openness to experience will have higher PO fit 

in organisations that value authority. 

 People with certain personalities (i.e., person) are more likely to volunteer, and volunteers 

with different personalities may experience better fit in different kinds of jobs and organisations 

(i.e., environment), therefore, it may be possible that PE fit is higher when particular work 

characteristics or values are present that appeal to particular personalities. PE fit has been linked to 

increased satisfaction, performance, and reduced turnover (Kristof, 1996). Thus, through finding 

what characteristics lead to higher experienced fit for people with particular personalities, it may be 

possible to recruit volunteers who will experience higher fit, therefore will be more satisfied, 

perform better, and will be less likely to quit. This study aims to test which work characteristics and 

which values interact with personality dimensions that lead to higher fit in volunteers.  

Method 

The present study will investigate characteristics of jobs and organisations that may interact 

with personality to influence volunteers’ person environment (PE) fit. Two sets of relationships will 

be tested, how personality and work characteristics interact and influence PJ fit, as well as how 

personality and organisational values interact to influence PO fit. 
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Participants and Procedure 

 Participants in the study were recruited from the Values Project that measured the 

personalities and values of 6651 Australian residents. A subset of 3955 people were asked if they 

engaged in volunteer activities, which was defined as “time willingly given for the common good 

and without financial gain” (Volunteering Australia, 2019). Among this subsample, 1809 indicated 

they volunteered. These participants were invited to complete the survey online through the survey 

platform Qualtrics six months after participating in the Values Project and were selected for 

inclusion based on whether they volunteered at least 60 hours a year. Altogether, 400 people 

completed the survey, but 5 participants were removed who indicated they volunteered more hours 

in a year than physically possible. Participants’ mean age was 56.08 years (SD = 14.31), with ages 

ranging from 18 to 75 years, and 50.9% were female. Per year participants volunteered an average 

of 237.93 hours (SD = 508.21), and the average number of years participants had volunteered at the 

organisation was 8.09 years (SD = 9.56).   

Participants reported on their personality in the original Values Project survey. Participants 

were subsequently asked in the current study whether they volunteer at least 60 hours a year, then 

they reported on their honesty-humility, volunteer work characteristics, the values of their volunteer 

organisation, PJ fit and PO fit, the presentation of the measures were counter-balanced. The survey 

asked participants how many hours they volunteered in a year and how many hours they 

volunteered in the last month.  

Measures 

Volunteering activity. Participants were asked about their volunteering activity, for 

example, “Please describe in a few sentences what your responsibilities in that volunteering role 

are”. Questions pertaining to participants’ volunteering included: the organisation they volunteered 

for, how long they have been volunteering for that organisation, the name and a description of their 

role, how much longer they planned on volunteering with that organisation, what attracted them to 
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that organisation, how many hours a year they volunteer with that organisation, and how many 

hours they volunteered with that organisation in the last month.  

Work Values Survey (WVS). To assess work values Cable and Edwards' (2004) 15-item   

scale was used. The work values of pay and security were not included in this study as they are not 

relevant in a volunteer context. Participants were asked how important they perceived the values to 

be to their volunteer organisation. Responses were measured using a 5-point Likert scale ranging 

from 1 (Not at all important) to 5 (Extremely important). The Cronbach’s alpha for values when 

assessed for the self and the organisation respectively were: altruism .83, .88, relationship with 

others .91, .92, prestige .84, .80, authority .84, .89, variety .85, .88 and autonomy .79, .90.  

Big Five Inventory-2 (BFI-2). To assess participants’ personality for the job context, the full 

BFI -2 (Soto & John, 2016) was used as it was collected prior to the current study as part of the 

larger Values Project. This measure consists of 60 items (12 items for each personality domain) 

with response options on a five-point scale (1= disagree strongly, 5 =agree strongly). A sample item 

of this scale is “Stays optimistic after experiencing a setback”. The Cronbach's alphas of the five 

personality domains were: openness to experience.73, conscientiousness .81, extraversion .66, 

agreeableness .80, and negative emotionality .88. The current study contains use of the BFI-2 (Soto 

& John, 2016) in areas where honesty-humility is not implicated, and a combination of the honesty-

humility scale from the HEXACO-60 (Ashton & Lee, 2009) and the remaining scales from BFI-2 

when honesty-humility and openness to experience are relevant to the research questions. 

Honesty-humility. To assess personality for the organisational context, the openness to 

experience scale was used from the BFI-2, as this information was already available. To assess 

participants’ honesty-humility, the 10-item scale for honesty-humility was used from the HEXACO 

60-item personality inventory (Ashton & Lee, 2009). A sample item of this scale is “I would never 

accept a bribe, even if it were very large.” Responses were measured using a 5-point Likert scale 

ranging from 1 (Strongly disagree) to 5 (Strongly agree). The Cronbach’s alpha value was .74.  
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Person Environment Fit. To assess person environment fit, Cable and Derue's (2002) 3-

item scale for person organisation fit and 7-item scale for person job fit, for assessing both needs 

supplies and demands abilities fit, were used. Responses were measured using a 5-point Likert scale 

ranging from 1 (Strongly disagree) to 5 (Strongly agree). A sample item of this scale is “My 

personal values match the values and culture of my volunteer organisation”. The Cronbach’s alpha 

values for person organisation fit was .89 and for person job fit was .90.  

Work Characteristics. To assess volunteers’ volunteer work characteristics (i.e., not their 

paid work characteristics), Morgeson and Humphrey's (2006) work design questionnaire was used. 

The work characteristics measured were adapted for a volunteer work setting by replacing words 

such as “job” with “volunteer role”. Responses were measured using a 5-point Likert scale ranging 

from 1 (Strongly disagree) to 5 (Strongly agree). The work characteristics respective Cronbach’s 

alpha value are: skill variety .79, (3 items), feedback from others and job (together), .84, (4 items), 

feedback from others .84, (2 items), feedback from volunteer job .74, (2 items), interaction outside 

organisation .87, (4 items), interdependence .69, (3 items), social support, .80, (6 items), task 

identity, .80, (2 items), task significance, .85, (4 items), task variety, .89, (3 items), and autonomy, 

.91, (7 items). As TPWB also specified power as a work characteristic, items were adapted from the 

Sense of Power Scale (8 items) by Anderson, John, and Keltner (2012). Responses were measured 

using a 5-point Likert scale ranging from 1 (Strongly disagree) to 5 (Strongly agree). The adapted 

power scale had a Cronbach’s alpha of .66. Therefore, a factor analysis was conducted and two 

items here removed. This led to a final Cronbach’s alpha value of .80 (6 items). 

Analytical Strategy 

 Two sets of hypotheses were tested based on the two contexts of the model previously 

described in this study. In order to test the job context hypotheses, moderated regressions were 

conducted to determine the interactive effects of personality and work characteristics on person-job 

fit. In order to test the organisational context hypotheses moderated regressions were conducted to 

determine the interactive effects of personality and organisational values on PO fit. Step 1 of the 
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analysis included the IVs; in Step 2 the interactions were added. Variables were standardised prior 

to testing the interactions. These analyses were conducted in SPSS (version 24). See Table 6.3 for a 

summary of the hypotheses.  

Table 6.3. Summary of Hypotheses   

Job Context Personality dimensions Task Characteristics Outcome 

1 Emotional Stability 

Agreeableness 

 

Social support 

Interdependence 

Interaction outside 

organisation 

PJ fit 

2 Extraversion 

 

Power 

Task significance 

Feedback from others 

PJ fit 

3 Openness to Experience 

Extraversion 

Autonomy 

Task variety 

PJ fit 

4 Conscientiousness  

Emotional Stability 

Task identity 

Feedback from job or 

another 

PJ fit 

Organisational 

Context 

Personality dimensions Work Values  Outcome 

5a High Levels of Honesty-

humility 

Altruism 

Relationship with others 

PO fit 

5b Low Levels of Honesty-

humility 

Prestige 

 

PO fit 

6a High Levels of 

Openness to Experience 

Autonomy 

Variety 

PO fit 

6b Low Levels of 

Openness to Experience 

Authority PO fit 

     

Results  

Job Fit Results 

 Table 6.4 outlines descriptive statistics and inter-correlations of the variables included for 

the job context. Important to note is that PJ fit has a relatively high reported average (M = 4.2) out 

of a maximum 5, which may cause ceiling effects, reducing the ability to find significant 

interactions. The table demonstrates a few moderate correlations between personality traits. This 

may be due to the entire sample comprising of volunteers who are more likely to have particular 
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personality traits (e.g., Elshaug & Metzer, 2001). Additionally, there are moderate to strong 

correlations (Cohen, 1988) between work characteristics with the outcome of PJ fit, namely, task 

identity, task significance, feedback from job or other, power, and social support. Results of the 

moderated regression analyses predicting job fit are displayed in Table 2 below. Step 1 includes the 

personality dimensions and work characteristics relevant to the particular hypothesis and step 2 

includes the hypothesised interactions.  
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Table 6.4.  

Means, Standard Deviations, and Zero-Order Correlations for Job Context Variables 

Variable Mean SD 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 

Personality                   

1. Extraversion 3.21 0.64 (.66) 
               

2. Agreeableness 3.88 0.60 .30 (.80) 
              

3. Conscientiousness 3.89 0.66 .33 .48 (.81) 
             

4. Negative Emotionality 2.60 0.78 -.39 -.45 -.38 (.88) 
            

5. Openness to Experience 3.64 0.61 .32 .36 .21 -.21 (.73) 
           

Work Characteristics                   

6. Social Support 3.93 0.58 .02 .22 .13 -.06 .01 (.80) 
          

7. Interdependence 3.32 0.87 .07 -.03 -.02 .08 -.09 .25 (.69) 
         

8. Interaction Outside 

Organisation 
3.30 1.01 .09 .05 -.01 -.05 -.05 .28 .26 (.87) 

        

9. Power 4.54 0.86 .23 .18 .23 -.29 .14 .35 .02 .09 (.80) 
       

10. Task Significance 3.83 0.79 .16 .20 .14 -.07 .09 .39 .26 .52 .23 (.85) 
      

11. Feedback From Others 3.18 1.02 .03 -.02 .01 .08 -.12 .43 .23 .27 .17 .33 (.84) 
     

12. Autonomy 3.71 0.77 .16 .04 .11 -.16 .04 .28 .17 .18 .42 .31 .12 (.91) 
    

13. Task Variety 3.75 0.81 .18 .07 .09 -.05 .02 .36 .44 .33 .23 .40 .30 .40 (.89) 
   

14. Task Identity 3.83 0.79 .09 .16 .14 -.10 .08 .39 .15 .04 .24 .21 .23 .36 .20 (.80) 
  

15. Feedback from job or other 3.35 0.83 .06 .01 .04 .04 -.09 .47 .25 .29 .19 .37 .92 .19 .36 .31 (.84) 
 

Outcome                   

16. Person Job Fit  4.17 0.67 .06 .24 .21 -.12 .16 .47 .03 .11 .39 .32 .29 .27 .29 .31 .35 (.90) 

Notes. N = 395. For all |r| ≥ .10, p < .05. For all |r| ≥ .13, p < .01. Cronbach's coefficient alpha is provided along the diagonal in parentheses.  
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Table 6.5. 

Regression Results Testing the Effect of Personality Dimensions × Job Characteristics 

on PJ fit 

Predictors  SE r2 

Hypothesis 1    

 Step 1    

    Intercept 4.14 .03  

    Emotional Stability  .02 .03 .00 

    Agreeableness  .13* .03 .01 

    Social Support   .46*** .03 .18 

    Interdependence -.08 .03 .01 

    Interaction outside organisation  .00 .03 .00 

 Step 2    

    Intercept 4.13 .03  

    Emotional Stability  .03 .03 .00 

    Agreeableness  .13* .03 .01 

    Social Support   .46*** .03 .17 

    Interdependence -.06 .03 .00 

    Interaction outside organisation -.02 .03 .00 

    Emotional Stability × Social Support  .01 .03 .00 

    Emotional Stability × Interdependence -.08 .03 .00 

    Emotional Stability × Interaction outside organisation  .05 .04 .00 

    Agreeableness × Social Support -.02 .04 .00 

    Agreeableness × Interdependence -.01 .04 .00 

    Agreeableness × Interaction outside organisation  .04 .04 .00 

Hypothesis 2    

 Step 1    

    Intercept 4.18 .03  

    Extraversion -.06 .03 .00 

    Power  .34*** .03 .11 

    Task significance  .20*** .03 .04 

    Feedback from others  .20*** .03 .03 

  Step 2    

    Intercept 4.16 .03  

    Extraversion -.07 .03 .00 

    Power  .33*** .03 .10 

    Task significance  .22*** .03 .04 

    Feedback from others  .19*** .03 .03 

    Extraversion × Power  .08 .03 .01 

    Extraversion × Task significance  .10* .03 .01 

    Extraversion × Feedback from others -.10 .03 .01 

Hypothesis 3    

  Step 1    

    Intercept 4.15 .03  

    Openness to experience  .17** .03 .03 

    Extraversion -.07 .03 .00 

    Autonomy  .19*** .03 .03 

    Task variety  .23*** .03 .04 

 Step 2    

    Intercept 4.14 .03  

    Openness to experience  .15** .03 .02 
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    Extraversion -.05 .03 .00 

    Autonomy  .20** .04 .03 

    Task variety  .24*** .04 .04 

    Openness to experience × Autonomy -.04 .03 .00 

    Openness to experience × Task variety  .00 .03 .00 

    Extraversion × Autonomy  .04 .03 .00 

    Extraversion × Task variety  .10 .03 .01 

Hypothesis 4    

  Step 1    

    Intercept 4.13 .03  

    Conscientiousness  .15** .03 .02 

    Emotional Stability  .06 .03 .00 

    Task Identity  .20*** .03 .03 

    Feedback from job or other  .29*** .03 .07 

  Step 2    

    Intercept 4.13 .03  

    Conscientiousness  .15** .03 .02 

    Emotional Stability  .03 .04 .00 

    Task Identity  .20*** .03 .03 

    Feedback from job or other  .29*** .03 .07 

    Conscientiousness × Task Identity -.05 .04 .00 

    Conscientiousness × Feedback from job or other  .04 .03 .00 

    Emotional Stability × Task Identity  .05 .03 .00 

    Emotional Stability × Feedback from job or other -.06 .03 .00 
Notes. *p < .05;**p < .01; ***p < .001.  = standardized regression coefficient, SE = standard error, r2 = 

part correlation squared. Intercepts are unstandardized coefficients.  

 

Hypothesis 1. Multiple regression analysis was used to test whether the interactions 

between the personality dimensions of emotional stability and agreeableness and the work 

characteristics of social support, interdependence and interaction outside the organisation predicted 

PJ fit, results are reported on the final step, R2 = .26, F(11,383) = 12.23, p = .497, R2 = .010. The 

main effects of agreeableness ( = .13, p = .013) and social support ( = .46, p = <.001) on PJ fit 

were significant, whereas the main effects of emotional stability and interdependence were not. No 

interactions were statistically significant. Therefore, hypothesis 1 was not supported.  
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Hypothesis 2. Multiple regression analysis was used to test whether the interactions 

between the personality dimensions of extraversion and the work characteristics of power, task 

significance, and feedback from others predicted PJ fit, R2 = .26, F (7,387) = 19.49, p = .017, R2 = 

.020. The main effects of power ( = .34, p = <.001), task significance ( = .20, p = <.001), and 

feedback from others ( = .20, p = <.001) on PJ fit were significant, whereas extraversion was not. 

There was a significant interaction between extraversion and task significance ( = .10, p = .047). 

Figure 6.1 plots task significance as a moderator of the relation between Extraversion and PJ fit, 

high and low points were selected at +/- 1 SD around the mean. As shown in Figure 6.1, task significance 

strengthens the positive relationship between extraversion and PJ fit. Individuals who report lower 

task significance are more likely to experience lower PJ fit when they are high on the trait of 

extraversion than people who are low on this trait. Alternatively, individuals who report high task 

significance who are high on extraversion do not differ on PJ fit compared to those who are low on 

extraversion. Individuals who report high task significance consistently have higher PJ fit than those 

with low task significance. This result partially supports hypothesis 2. 
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Figure 6.1. Task Significance as a moderator of the relation between Extraversion and PJ fit. 
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Hypothesis 3. Multiple regression analysis was used to test whether the interactions 

between the personality dimensions of openness to experience and extraversion and the work 

characteristics of autonomy and task variety predicted PJ fit R2 = .16, F(8,386) = 8.91, p = .165, 

R2 = .014. The main effects of openness to experience ( = .17, p = .002), autonomy ( = .19, p = 

<.001), and task variety ( = .23, p = <.001) on PJ fit were significant, whereas extraversion was 

not. No interactions were statistically significant. Therefore, hypothesis 3 was not supported.  

Hypothesis 4. Multiple regression analysis was conducted to test whether the interactions 

between the personality dimensions of conscientiousness and emotional stability and the work 

characteristics of task identity and feedback from job or other predicted PJ fit R2 = .20, F(8,386) = 

12.33, p = .726, R2 = .004. The main effects of conscientiousness ( = .15, p = .003), task identity 

( = .20, p = <.001), and feedback from job or other ( = .29, p = <.001) on PJ fit were significant, 

whereas emotional stability was not. No interactions were statistically significant. Therefore, 

hypothesis 4 was not supported.  

Organisation Fit Results  

Table 6.6 outlines descriptive statistics and inter-correlations of variables included for the 

organisational context. Important to note is that PO fit has a relatively high reported average (M = 

4.3) out of a maximum 5, which may cause ceiling effects, reducing the ability to find significant 

interactions. It can be seen that, a few correlations appear to be moderate to strong (Cohen, 1988) 

between organisational values. This may be due to the entire sample comprising of people in VIOs, 

which may contain similar organisational values to each other. There is a moderate correlation with 

the outcome PO fit and altruism, as these are all VIOs and participants are most likely altruistically 

giving up their time without renumeration this correlation may not be surprising. Additionally, it is 

important to note, that the sample mean for honesty-humility is fairly high at 3.98 (out of 5), where 

in a large university population (N = 1126) the mean was 3.23 (K. Lee & Ashton, 2009), this high 

mean may impede the ability to find significant interactions. 
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  Results of the moderated regression analyses predicting organisation fit are displayed in 

Table 6.7 below. Step 1 includes the personality dimensions and organisational values relevant to 

the particular hypothesis and step 2 includes the hypothesised interactions.  

Table 6.6.  
Means, Standard Deviations, and Zero-Order Correlations for Organisational Context Variables 

Variable Mean SD 1 2 3 4 5 6 7 8 9 

Personality    
        

1. Honesty-humility 3.98 0.65 (.74) 
        

2. Openness to 

Experience 
3.64 0.61 .25 (.73) 

       

Organisational Values   
       

3. Altruism 4.01 0.89 .16 .03 (.88) 
      

4. Relationship 

With Others 
3.37 1.03 -.05 -.11 .45 (.92) 

     

5. Prestige 2.80 1.03 -.28 -.24 .20 .45 (.80) 
    

6. Authority 3.49 1.00 .00 -.06 .34 .47 .46 (.89) 
   

7. Variety 3.06 1.00 -.16 -.18 .36 .57 .53 .43 (.88) 
  

8. Autonomy 3.14 0.98 -.12 -.18 .29 .53 .45 .23 .64 (.90) 
 

Outcome           
 

9. PO Fit 4.25 0.73 .27 .15 .45 .21 -.02 .18 .10 .09 (.89) 

Notes. N = 395. For all |r| ≥ .10, p < .05. For all |r| ≥ .13, p < .01. Cronbach's coefficient alpha is 

provided along the diagonal in parentheses. 

Hypothesis 5a. Multiple regression analysis was conducted to test whether the interactions 

between high levels of honesty-humility and the work values of altruism and relationships with 

others predicted PO fit R2 = .25, F(5,389) = 26.26, p = .179, R2 = .007. The main effects of 

honesty-humility ( = .21, p = <.001), and altruism ( = .40, p = <.001), on PJ fit were significant, 

whereas relationships with others was not. No interactions were statistically significant. Therefore, 

hypothesis 5a was not supported.  

Hypothesis 5b. Multiple regression analysis was conducted to test whether the interactions 

between low levels of honesty-humility and the work value of prestige predicted PO fit R2 = .08, 

F(3,391) = 11.40, p = .098, R2 = .006. The main effect of honesty-humility ( = .28, p = <.001) on 
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PJ fit was significant, whereas prestige was not. No interactions were statistically significant. 

Therefore, hypothesis 5b was not supported.  

Hypothesis 6a. Multiple regression analysis was used to test whether the interactions 

between high levels of openness to experience and the work values of variety and autonomy 

predicted PO fit R2 = .04, F(5,389) = 3.32, p = .818, R2 = .001. The main effect of openness to 

experience ( = .18, p = .001) on PJ fit were significant, whereas variety and autonomy were not. 

No interactions were statistically significant. Therefore, hypothesis 6a was not supported.  

Hypothesis 6b. Multiple regression analysis was conducted to test whether the interactions 

between low levels of openness to experience and the work value of authority predicted PO fit R2 = 

.06, F(3,391) = 7.72, p = .690, R2 = .000. The main effects of openness to experience ( = .16, p = 

.001) and authority ( = .18, p = <.001) on PJ fit were significant. No interactions were statistically 

significant. Therefore, hypothesis 6b was not supported.  

Table 6.7. 

Regression Results Testing the Effect of Personality Dimensions × Organisational 

Values on PO fit 

Predictors Step 1  SE r2 

Hypothesis 5a     

 Step 1    

    Intercept  4.25 .03  

    Honesty-humility (high levels)  .21*** .03 .04 

    Altruism  .40*** .04 .12 

    Relationships with others  .04 .04 .00 

 Step 2    

    Intercept  4.24 .03  

    Honesty-humility (high levels)   .22*** .03 .04 

    Altruism   .39*** .04 .11 

    Relationships with others   .06 .04 .00 

    Honesty-humility × Altruism   .07 .04 .00 

    Honesty-humility × Relationships with others -.10 .04 .01 

Hypothesis 5b    

 Step 1    

    Intercept 4.24 .04  

    Honesty-humility (low levels) .28*** .04 .07 

    Prestige .06 .04 .00 

 Step 2    

    Intercept 4.23 .04  

    Honesty-humility (low levels)  .30*** .04 .08 

    Prestige  .06 .04 .00 
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    Honesty-humility × Prestige -.08 .03 .01 

Hypothesis 6a    

 Step 1    

    Intercept 4.21 .04  

    Openness to experience (high levels)  .18** .04 .03 

    Variety  .09 .05 .01 

    Autonomy  .06 .05 .00 

 Step 2    

    Intercept 4.22 .04  

    Openness to experience (high levels)  .18** .04 .03 

    Variety  .08 .05 .00 

    Autonomy  .06 .05 .00 

    Openness to experience × Variety  .03 .05 .00 

    Openness to experience × Autonomy  .00 .04 .00 

Hypothesis 6b    

 Step 1    

    Intercept 4.22 .04  

    Openness to experience (low levels)  .16** .04 .02 

    Authority  .18*** .04 .03 

 Step 2    

    Intercept 4.21 .04  

    Openness to experience (low levels)  .16** .04 .03 

    Authority  .19*** .04 .03 

    Openness to experience × Authority -.02 .03 .00 
Notes. *p < .05;**p < .01; ***p < .001.  = standardized regression coefficient, SE = standard error, r2 

= part correlation squared. Intercepts are unstandardized coefficients.  
 

Discussion 

 The present study investigated characteristics of jobs and organisations that may interact 

with personality to influence PE fit. The study contained a model with two contexts based on job fit 

and organisation fit, investigating job characteristics for the first and work values for the latter.  

Work Characteristics and Job Fit 

In order to test interaction effects between particular work characteristics and personality 

dimensions on PJ fit, the TPWB was used as a guide for hypothesis development. Out of the 17 

potential interactions, only one of the hypothesised interactions was significant, partially supporting 

hypothesis 2, but several unpredicted main effects emerged.  

Hypothesis 2 tested whether extraverted volunteers experience higher PJ fit in roles with 

higher levels of three job characteristics: power, task significance, and feedback from others. This 

effect was only significant for task significance, where lower levels of task significance negatively 
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affected the PJ fit of individuals who were relatively more extraverted. This result suggests that all 

volunteers benefit from high task significance, but the PJ fit of people high on extraversion is 

negatively influenced the most when task significance is low. Therefore, as volunteers are more 

likely to be high on agreeableness and extraversion (Elshaug & Metzer, 2001), volunteer roles that 

afford lower levels of task significance may be at a higher risk of having less satisfied volunteers, 

which may lead to higher turnover.  

 The significant main effects of work characteristics on PJ fit in order of size of squared 

semi-partial correlations were: social support (r2 = .17), power (r2 = .11), task variety (r2 = .04), task 

significance (r2 = .04), task identity (r2 = .04), feedback from job or other (r2 = .03), autonomy (r2 = 

.03), and feedback from others (r2 = .03). A meta-analysis has shown that PJ fit is highly correlated 

with job satisfaction (r = .56), organisational commitment (r = .47), and intentions to quit (r = -.46) 

(Kristof-Brown et al., 2005). Morgeson and Humphrey (2006) observed correlations between many 

work characteristics and job satisfaction. Therefore, the job characteristics linked to high job 

satisfaction by Morgeson and Humphrey may also be linked to higher PJ fit. These work 

characteristics were autonomy, task variety, task significance, task identity, feedback from job, 

social support, and interaction outside the organisation all having positive correlations with job 

satisfaction ranging from correlations of .13 (i.e., task identity) to .53 (i.e., decision-making 

autonomy). Not all the same work characteristics that were significantly correlated to job 

satisfaction in Morgeson and Humphrey's (2006) study, predicted PJ fit in our study. The work 

characteristics that were not significantly correlated in Morgeson and Humphrey’s study, which 

were also measured in our study, were interdependence, and feedback from others. It could be that 

in volunteer settings these work characteristics are particularly important for volunteers to feel like 

they fit with their role. The work characteristics that were not significantly linked to PJ fit were 

interdependence and interaction outside the organisation. Interdependence was also not significant 

in Morgeson and Humphrey’s study when predicting job satisfaction, but interaction outside the 

organisation was. It appears that volunteers prefer to feel they have social support and power, while 
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being able to do their work without depending on others or having to interact with people outside 

the organisation, as arguably they are already meeting many new people through their volunteer 

organisation.  

Although many people volunteer, the reasons why people volunteering can vary. According 

to Clary et al. (1998) there are six different functions that volunteering can serve. These functions 

are: values (to be able to express one’s values in relation to altruistic and humanitarian concerns for 

others), understanding (to use skills that might otherwise go unused and/or to acquire new learning 

experiences), social (opportunities to strengthen social ties or to engage in activities viewed 

favourably by important others), career (to gain career-related experience, or maintain career-

relevant skills, and increase job prospect), protective (to address personal problems or reduce 

negative feelings about oneself), and enhancement (to increase self-esteem and grow and develop 

psychologically) (Clary et al., 1998; Finkelstein, 2008). Different reasons for volunteering can be 

related to different volunteering outcomes such as tenure and frequency (Stukas, Hoye, Nicholson, 

Brown, & Aisbett, 2014). Stukas et al., (2014) found that people who volunteered for other-oriented 

reasons (e.g., values, understanding, etc.) were more likely to report high levels of well-being, 

satisfaction, and intentions to continue volunteering. Alternatively, those who volunteered for self-

oriented reasons (e.g., career motives) were more likely to report lower well-being and poorer 

outcomes. Although people’s reasons for volunteering was not measured, it may be that for some 

people the reasons that motivate them to begin volunteering drive what kind of work characteristics 

would increase their experienced fit in their role. For example, it could be that if they volunteer for 

a career motive that they may benefit from receiving feedback and task variety in their roles. The 

main effect of social support on PJ fit was the largest, those who volunteer because of a social 

motive may find social support to be an important factor in experiencing fit. It may be that the 

social motive is one of the main reason most people volunteer, although this was not the case in a 

previous study that found values and understanding to have the highest averages among university 

students at a major university in the southeast United States (Gage & Thapa, 2012). Similarly, 
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people might volunteer due to a protective motive, where power, task significance, and autonomy 

may be quite important. Future research could be conducted investigating which work 

characteristics are most compatible with different motives for volunteering.  

 The personality dimensions that demonstrated associations with PJ fit were agreeableness, 

conscientiousness and openness to experience. Previous research has found agreeableness to be a 

predictor of volunteering in general (Elshaug & Metzer, 2001). As only those who already 

volunteer were surveyed, the personality dimensions linked to higher PJ fit mean that those higher 

on agreeableness, conscientiousness, and openness to experience, are more likely to experience 

higher PJ fit than volunteers lower on these dimensions. Targeting these personality dimensions 

may be an area recruiters may want to focus on if they want to increase the likelihood that their 

volunteers stay longer, although since we had volunteers who have already volunteered a while we 

can only comment on its effect on PJ fit and not tenure directly, therefore personality dimensions on 

volunteer tenure may be an area for future research.  

 This study used part of the TPWB as a guide to test personality and work characteristics 

interactions in a volunteer setting, in the current study PJ fit was studied as the outcome of interest 

rather than the TPWB’s proposed meaningfulness. As only one of the interactions was significant 

there is minimal support for using this theory in a volunteer setting with PJ fit as an outcome. It may 

be possible that people can experience PJ fit without experiencing meaningfulness and that different 

results would have occurred had we measured meaningfulness.  

It is also possible that the TPWB is better suited for the workplace rather than a volunteer 

role. Van Vianen, Nijstad, and Voskuijl (2008) argued volunteers may experience higher fit when 

first taking on a role compared to a paid job, as volunteers have more options and are unlikely to 

volunteer somewhere they do not believe they will fit. Alternatively, people seeking paid 

employment may not have the option to wait to find the perfect fit when seeking a job. Further, as 

volunteers do not rely on their roles economically, they have more freedom to quit if they do not 

experience adequate fit (van Vianen et al., 2008). Therefore, it may not be possible to use the 
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TPWB to predict PJ fit for those who are already volunteering regularly, as PJ fit may be relatively 

high already, meaning it may be harder to identify mismatches in personality and work 

characteristics if most people match quite well.  

It may also be the case that in a volunteer setting people have the luxury of being able to be 

pickier in terms of the type of roles they take on, and only choose roles that they thoroughly enjoy. 

For this reason, it is possible that we have a restriction of range and a ceiling effect on PJ fit, as 

people who do not enjoy the volunteer role are not likely to stay in it for very long. This can be seen 

by the high reported average PJ fit (M = 4.2) out of a maximum 5. As we only accepted participants 

who had volunteered at least 60 hours for the same organisation, in order to ensure they were well 

acquainted with the work characteristics of the role, we also likely limited the sample to people who 

were presumably happy enough in their roles to stay in them for that length of time.  

Furthermore, the theory of work adjustment proposes that job satisfaction arises when 

organisations and individuals make adjustments to increase the amount of correspondence between 

individuals and the environment (Dawis & Lofquist, 1984). This correspondence refers to a 

relationship where the individual and the organisation are mutually responsive, with the person 

fulfilling the requirement of the organisation while at the same the organisation is fulfilling the 

requirements of the person. Work adjustment refers to the process by which the person is 

continuously seeking to achieve and maintain this correspondence with the organisation (Rounds et 

al., 1987). Therefore, it is possible that PJ fit increases over time relative to the length of time an 

individual has been in a particular role. Thus, by only choosing participants who have been in their 

roles for at least 60 hours we may have chosen participants who have higher PJ fit than individuals 

who would have only just started volunteering at an organisation.  

Additionally, multiple tests were conducted on the same sample thus increasing the 

possibility of familywise error. Future research should test the links proposed by the TPWB in a 

wide range of paid workers and volunteers, ranging from volunteers who have just started to those 

who have been volunteering with the same organisation for quite some time.  
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Values and Organisation Fit 

In order to test interaction effects between personality dimensions and values on PO fit 

hypotheses were derived from Pozzebon and Ashton (2009). None of the interactions were 

significant, but several main effects emerged.  

As previously mentioned, research has found a link between people’s values of benevolence 

and universalism with volunteering (Plagnol & Huppert, 2010). In terms of work values, these two 

values translate to altruism and relationship with others. Supporting Plagnol and Huppert's (2010) 

findings, was a main effect between an organisation valuing altruism and a volunteer’s PO fit. This 

result may be because people are not likely to experience good fit when volunteering for an 

organisation that does not appear to be “of service to society” or “contributing to humanity” as the 

altruism items indicate. Alternatively, this may not always be the case, as Clary et al. (1998) found 

six different functions of why people volunteer, and one of these motives is career progression. An 

individual may not prioritise how altruistic an organisation is if they are volunteering to obtain work 

experience. As people who are only volunteering to progress their career may only volunteer for a 

short period to add it to their CV and move on, and our data was screened for individuals who have 

been volunteering with the same organisation for at least 60 hours, this may be the reason we have 

such a large link between altruism and PO fit. One of Clary’s six functions is values, it is defined as 

focusing on the opportunities provided by volunteering for people to express their values related to 

altruism and humanitarian concern for others (Clary et al., 1998). Therefore, the strong main effect 

of the work value of altruism on people’s PO fit is perhaps to be expected. Similar to the idea of PE 

fit, Stukas, Worth, Clary, and Snyder (2009) found that when volunteers’ motives (i.e., person) are 

paired with features of the environment that allow the engagement of these motivations, volunteers 

are more satisfied and likely to continue volunteering in the future. Future research could be 

conducted to measure people’s reasons for volunteering to further understand the relationship 

between organisational values and PO fit. Alternatively, this may be due to the high levels of 
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honesty-humility in this sample (3.98), which may indicate that volunteers tend to have higher 

levels of this personality dimension.  

An unexpected positive main effect was between authority and PO fit. A possible 

explanation for this effect is that individuals who volunteer in organisations with clear hierarchy 

and authority might experience better socialisation within the volunteer organisation as there is a 

clear chain of command, therefore they may be more organised in many aspects that comes to 

volunteer management and experience better fit. Arguably by having clear authority the volunteer is 

probably more likely to know who they can go to within the organisation for support.  

Both honesty-humility and openness to experience had main effects on PO fit. Although 

previous research has generally found extraversion and agreeableness to be a predictor of 

volunteering behaviour, one study investigated personality and volunteering by combining the big 

five personality domains into three mixed categories, namely resilient, under-controlled, and over-

controlled (e.g., Matsuba et al., 2007). In this latter frame, resilient personalities are characterised 

by agreeableness, extraversion, and openness, the over-controlled type is typically high in 

neuroticism, and the under-controlled type is defined by dominance and restlessness, and a lack of 

concern for others (Asendorpf et al., 2001; Matsuba et al., 2007). In their research Matsuba et al. 

(2007) found that individuals who had “resilient” personalities, meaning one predominantly high in 

extraversion, agreeableness, and openness was related to volunteering activity. This research 

indicates that openness to experience can lead to more volunteering. It may be that people who 

volunteer tend to be high on openness to experience and therefore people high on this trait 

experience higher PO fit as the organisation contains many people similar to themselves. People 

who are higher on openness to experience may experience more PO fit as they are more open to 

new places and experiences, therefore transition more easily into a volunteer environment with new 

people.  

It may be that people higher on honesty-humility are more likely to experience high PO fit 

as they are greed avoidant and believe in fairness (K. Lee & Ashton, 2004), therefore they may feel 
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like giving back to the community if they themselves are doing well. Additionally, they may be 

surrounded by other volunteers who are also similar which can increase supplementary fit. This 

result supports previous research which has found a link between honesty-humility and prosocial 

behaviours (e.g., Exline & Hill, 2012; LaBouff, Rowatt, Johnson, Tsang, & Willerton, 2012).  

 As volunteer organisations are more likely to espouse values such as altruism and less likely 

to promote values such as prestige, it is important to test volunteer organisations which vary on the 

values that they promote. It may also be beneficial to compare both working and volunteering 

samples to see whether the relationships for both PJ and PO fit change when the context varies as 

certain characteristics or values may be more important in a working context than a volunteering 

one or vice versa. This will be tested with attraction in the subsequent studies in this thesis.  

Conclusion 

The present study investigated characteristics of jobs and organisations that may interact 

with personality to influence PE fit. Task significance was found to moderate the relationship 

between extraversion and PJ fit. Additionally, main effects were found for the work characteristics 

of social support, power, task significance, feedback from others, autonomy, task variety, task 

identity and feedback from job/other on PJ fit and main effects were found for the organisational 

values of altruism and authority on PO fit. Although only one of the predicted interactions was 

significant, the unpredicted main effects that emerged provide some indication as to which work 

characteristics and values can lead to higher PJ and PO fit in volunteers
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CHAPTER 7: ATTRACTION 

Recruiting and retaining volunteers is a challenge many organisations face. The current 

chapter will explore the different mechanisms by which volunteer involving organisations (VIO) 

attract new members and the mechanisms which help retain volunteers in the organisation for 

longer. Organisations face the challenges of not only attracting volunteers who possess the skills or 

abilities suitable for the role, but also satisfying their needs in order to retain them in the 

organisation (Volunteering Australia, 2016). At the same time, people considering whether they 

want to volunteer must choose which organisation will be suitable to meet their needs. Applicant 

attraction can be studied through the lens of a set of models that fall under the general auspices of a 

PE fit theory. Along with PE fit theory, attraction selection attrition theory will be discussed as it is 

highly relevant and complements PE fit theory.  

Attraction Selection Attrition Theory 

 To ensure VIOs can meet their goals, these organisations need to attract and retain 

volunteers. One theory that encompasses the full cycle of attraction and retention is the attraction 

selection attrition framework. This thesis will be primarily focused on attraction and fit, but the 

theory of attraction selection attrition will be discussed in order explain attraction in relation to the 

full process of employee recruitment and retention. Schneider (1987) proposed the attraction 

selection attrition (ASA) framework to explain why people are attracted to organisations, how they 

are selected, and why they stay or leave. Schneider suggested that it is the people who are attracted 

to the organisation, selected by the organisation, and who remain in an organisation, that determine 

the composition of an organisation.  

Attraction 

The first process of the ASA framework, attraction, concerns the idea of people being 

differentially attracted to organisations based on their own interests and personality, and that 

environments reflect the people within it (Schneider, 1987). Organisations are created by founders 

who have particular characteristics and goals. These founders “create” an image of what 
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characteristics their organisation has. Through creating this image, organisations develop a 

reputation, which then attracts those who share these characteristics.  

The current thesis will focus primarily on attraction. Empirical studies have been conducted 

which support the attraction hypothesis. Chapman, Uggerslev, Carroll, Piasentin, and Jones (2005) 

conducted a meta-analysis on the correlates of applicant attraction and based their review of the 

empirical literature on several prominent recruitment theories and models. These six main 

predictors they examined were: job and organisational characteristics, recruiter characteristics, 

perceptions of the recruitment process, perceived fit, perceived alternatives, and hiring 

expectancies. Chapman et al.’s meta-analysis revealed that four of the six were significant 

predictors of application attraction outcomes, these were job and organisational characteristics, 

perceptions of the recruitment process, perceived fit, and hiring expectancies. Chapman et al. 

(2005) also found the similarity between a person and an organisation, (i.e., person organisation fit) 

predicted job-organisation attraction (ρ = .46) and job pursuit intentions (ρ = .62). Furthermore, 

according to the ASA theory, those who are attracted to the organisation are more likely than those 

who are not to attempt to join that organisation (Schneider, 1987). 

Selection 

Among those who have applied to join, only those who are deemed successful through a 

selection process will be invited to join. The selection process is often engineered to ensure only 

those who share the desired characteristics will be accepted in. Schneider posits that organisations 

tend to hire individuals who may have different competencies and skills, but share similar personal 

attributes, such as personality. Naturally, an organisation will require people with varying skills to 

take on different roles within the company in order to be successful. People differ on their personal 

attributes and differ in the competencies they possess, but people are multidimensional and are not 

defined by one single characteristic and thus can be conceptualised as a profile of their personal 

attributes. In this way, organisations can select people who match on many desired personal 

attributes whilst also identifying those who have the necessary competencies (Schneider, 1987).  
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Attrition 

Finally, attrition refers to the concept that those who do not “fit” in an environment tend to 

leave. Individuals who do not share the organisation’s desired characteristics but were selected 

nonetheless, will realise over time that they do not “fit” and will eventually leave, or be asked to 

leave.  

The ASA framework explains the cycle of why people are attracted to an organisation or 

job, how they are selected, and why they leave (Schneider, 1987). Overall, the framework proposes 

that (a) organisations are defined by the people who are attracted to the organisation, selected by the 

organisation and who stay with the organisation; (b) due to the ASA cycle organisations can 

become homogenous and unadaptable to change; and (c) during difficult financial times, 

organisations can remain viable by attracting, selecting, and retaining employees who are externally 

oriented and future oriented (Schneider, 1981).  

In the ASA theory there is an assumption that people are interacting with the environment, 

this is an example of what the theory of interactionism proposes. According to the first A in the 

ASA framework, people are attracted to work environments that they perceive are similar to their 

own personal characteristics (Schneider, 1987); in PE fit terms, individuals who are attracted to an 

organisation are anticipating a strong person environment fit as they see themselves as compatible 

with a work environment based on a set of characteristics. Both theories can be considered 

interactionist as they consider both the individual and the context/environment as influencing 

behaviour.  

Attraction, Person Environment Fit, and Outcomes  

 Kristof-Brown et al. (2005) discussed the different implications PJ and PO fit have in terms 

of the ASA model, this section will discuss PJ and PO fit in relation to attraction and different 

outcomes.  

Many studies have explored anticipated (i.e., pre-entry) and perceived (i.e., post-entry) PE 

fit and different outcomes (Kristof-Brown et al., 2005). PE fit and its many environmental sub-
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dimensions (e.g., PO fit) have been linked to various outcomes, such as organisational attraction, 

organisational commitment, job choice, task performance, job satisfaction, organisational 

performance, psychological well-being, and turnover intentions (Cable & DeRue, 2002; Cable & 

Judge, 1996; Greguras & Diefendorff, 2009; Kristof-Brown et al., 2005; Kristof, 1996; Ostroff, 

1993) at different levels (e.g., task, organisational, individual, etc.; Greguras, Diefendorff, 

Carpenter, & Tröster, 2014). 

A study by Carless (2005) showed support for the notion that people’s perceptions of PO 

and PJ fit influenced their attraction to the organisation at different stages of the selection process. 

In her study, both PO and PJ predicted perceptions of the organisation as a desirable place to work 

prior to and during selection, but only PJ fit predicted job acceptance intentions. Carless’ study only 

assessed the attraction of people who had already applied to join a particular organisation. 

Therefore, all participants were already sufficiently attracted to the organisation to have applied, 

thus restricting the range of attraction limiting the generalisability of this study as it cannot apply to 

all potential applicants. These results demonstrate that although PO and PJ fit concepts are similar, 

they are investigating different constructs and may vary in their influence on different outcomes. 

Assessing both PO and PJ fit provides a more realistic account of their individual influence on 

organisation attraction and intentions to accept an offer. 

Judge and Cable (1997) posited that, when attempting to identify desirable places to work, 

job seekers will consider how well they will fit in organisations offering positions. In doing so, 

however, the job seekers are often faced with limited information because they will not have had 

access to the inner workings of an organisation nor much personal contact with current members of 

that organisation. Thus, job seekers will likely have to rely on their own subjective evaluation of 

their likely fit, rather than being able to consider objective information to make this evaluation. 

Results of the study indicated that both subjective and objective fit were related to organisational 

attraction, but neither were related to accepting job offers. Despite a relationship between fit and 

attraction and a relationship between attraction and job offer acceptance, the authors posit that the 
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lack of relationship between fit and job offer acceptance may be due to the small number of job 

offers made and the sample only including people who had applied for the jobs, and therefore 

already had a relatively high level of attraction to the organisation.   

It has been suggested by Judge and Cable (1997) that job applicants are evaluated and 

offered roles based on their PO fit (Chatman, 1989; Judge & Cable, 1997) and that people will self-

select out based on their perceptions of fit with the organisation they are applying to (Judge & 

Cable, 1997; Rynes, 1992; Schneider, 1987). The model Kristof-Brown et al. (2005) proposed 

suggests that, in principle, attraction and selection processes should weed out people who would 

experience poor PO fit, but in practice, organisations need to hire based on a candidate’s 

qualifications, therefore, PJ fit should be more prominent in hiring decision (Kristof-Brown et al., 

2005). Therefore, assuming hiring decisions are made based on good information about candidates’ 

qualifications and skills, all employees should experience relatively high demands-abilities PJ fit, 

but not everyone will necessarily experience high PO fit. If a new hire’s demands-abilities PJ fit is 

low, they may have the opportunity to take on extra training or be demoted, but someone with low 

PO fit is more likely to leave the organisation rather than change their values.  

According to a review by van Vianen (2018) different kinds of fit vary in their strength of 

fit-outcome relationships. PJ fit is most strongly related to career satisfaction, job satisfaction and 

occupational commitment, whereas PO fit is most strongly related to organisational identification, 

organisational commitment, and perceived support.  

Through the meta-analysis by Kristof-Brown et al. (2005), strong evidence suggests that 

different kinds of fit explain different outcomes, and thus one measure of “overall fit” would not be 

as informative. The results indicated anticipated PJ fit has strong positive correlations with 

organisational attraction (.48), and perceived PJ fit has strong positive correlations with job 

satisfaction (.56) and organisational commitment (.47), and a strong negative correlation with intent 

to quit (-.46). In terms of PO fit, there were strong correlations with anticipated PO fit and 

organisational attraction (.46), as well as with perceived PO fit and job satisfaction (.44) and 
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organisational commitment (.51) and a moderate negative correlation with intent to quit (-.35). It is 

important to note that PJ and PO varied in terms of which better predicted different elements about 

people staying in the organisation: intent to quit (PJ: -.46, PO: -.35), tenure, (PJ: .18, PO: .03) and 

turnover (PJ: -.08, PO: -.14). Kristof-Brown et al. suggested that individuals with weaker fit with 

the job might still have the opportunity to adjust or even change their roles within an organisation, 

whereas people with low fit with the organisation do not have that option and will eventually leave, 

making PO fit a better indicator of turnover. Therefore, the relevance of different conceptualisations 

of fit are context dependent and measuring different types of fit may be necessary when attempting 

to capture different job-related outcomes. For the purposes of this thesis we are interested in both PJ 

and PO fit, as we are investigating how people are attracted to and fit within their roles as well as 

their organisation and what factors influence both types of fit.  

Personality and Attraction 

Previous research has investigated the relationship between people’s attraction to job roles 

and their personality (e.g., Judge & Cable, 1997; Van Hoye & Turban, 2015; van Vianen, Nijstad, 

& Voskuijl, 2008). Some research has been conducted using policy capturing studies (e.g., Stevens 

& Szmerekovsky, 2010). A policy capturing study consists of presenting participants with multiple 

realistic scenarios to assess dependent variables such as intentions and behaviours. By 

systematically varying the different components of the scenarios that are presented it is possible to 

determine which components have the most impact on an individual’s decision making. Stevens and 

Szmerekovsky (2010) conducted a policy capturing study to investigate whether specific 

personalities could be attracted to a job if details were included in the job advertisements about the 

type of personality recruiters were looking for. Stevens and Szmerekovsky researched the 

personality dimensions of conscientiousness, openness to experience, and extraversion. Participants 

were shown seven advertisements containing different personality descriptors and rated the extent 

to which they were attracted to each advertisement. The results mostly supported Stevens and 

Szmerekovsky’s hypothesis. Advertisements containing content related to conscientiousness 
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increased attraction for those who were more conscientious and similarly for content related to 

openness to experience, those that were more open to experience were more attracted. However, 

results indicated people who were higher on extraversion were more attracted to any of the 

advertisements shown, not just those that asked for extraverted people. Overall, these results 

support the notion that advertisements can be used to attract people with particular personality 

dimensions, with the exception of extraversion, as people high on this trait are already more likely 

to want to apply. Chapter 8 of the thesis will include two policy capturing studies where the content 

of role advertisements will be altered to investigate its influence on attracting particular 

personalities. These studies will alter organisational values and work characteristics to determine 

whether people are more attracted to advertisements that signal values and characteristics that 

appeal to their personality.   

PE Fit and Attraction 

Through policy capturing studies, research has demonstrated that fit influences attraction to 

organisations (Cable & Judge, 1994; Judge & Bretz, 1992; Judge & Cable, 1997; Turban & Keon, 

Thomas, 1993). Previous research has also found that applicants’ attraction to an organisation can 

be predicted by their anticipated fit, (ρ = .46; Chapman et al., 2005). Kristof-Brown et al.'s (2005) 

meta-analysis revealed that PJ fit (ρ = .48) and PO fit (ρ = .46) influence organisational attraction 

fairly strongly. In a meta-analyses by Uggerslev, Fassina, and Kraichy (2012) they investigated the 

strength and variance accounted for by seven categories of recruitment predictors across different 

organisations and multiple recruitment stages on applicant attraction. The seven categories studied 

were: work characteristics, organisational characteristics, recruiter behaviours, recruitment process 

characteristics, perceived fit, perceived alternatives, and hiring expectancies. They found perceived 

fit to be the strongest relative and unique predictor of applicant attraction.  

Another study has investigated how the FFM dimensions moderate the relationship between 

organisational attributes (e.g., organisational size, level of internationalisation, pay mix, and level of 

centralisation) and the attractiveness of organisations to potential applicants (Lievens, Decaesteker, 
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Coetsier, & Geirnaert, 2001). In their study, Lievens et al. found that higher levels of openness to 

experience were associated with increased attraction to multinational organisations, and higher 

conscientiousness was linked to higher attraction to large organisations. Despite not measuring PO 

fit directly, this study was framed by the authors as related to the PO fit literature, where the 

interaction between personality and organisational characteristics are related to anticipated fit which 

in turn is related to attraction. Many studies have found the interaction between a person and 

environment characteristics predict attraction and Ehrhart (2006) posits that fit can be thought of as 

an unseen mediator, where the interaction between the characteristics of a person and the 

environment lead to perceptions of fit, which in turn lead to attraction.  

The model includes the link between PE fit and attraction but the studies in this dissertation 

will not be directly testing this link but rather using PE fit as a framework to explain how the person 

and the environment interact to increase attraction. As can be seen in Figure 7.1, Study 1 

investigated PE fit as an outcome, and studies 2 and 3 will be using attraction as an outcome. 

Manipulating Attraction 

To increase attraction, organisations need to think about how to use recruitment materials 

effectively. Essentially, recruitment materials are used as marketing strategies for employers to 

increase the number of applicants they receive (Slaughter & Greguras, 2009) and marketing 

strategies are also needed in order to recruit volunteers (Haski-Leventhal & Meijs, 2011). Past 

research has altered recruitment materials to attract people with particular personality dimensions 

(Stevens & Szmerekovsky, 2010). In this dissertation I will be investigating whether we can signal 

Individual Differences 

Personality 

Organisational Differences 

Job Characteristics 

Organisational Values 

Attraction 

Job 

Organisation 

Person Environment Fit 

Person Job Fit 

Person Organisation Fit 

Study 1 Study 2 & 3 

Figure 7.1. Combined model with studies indicated. 
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different organisational values and work characteristics to manipulate attraction to different role 

advertisements. 

Previous research conducted in traditional organisational recruitment settings has 

demonstrated that organisations can target people with certain characteristics using recruitment 

materials (Stevens & Szmerekovsky, 2010); it is possible a similar principle can be used for 

volunteer roles. This may be accomplished by mentioning specific qualities or characteristics of the 

volunteer role or organisation that may appeal to particular personality traits that are likely to 

experience good fit in the role or organisation. Earlier research has explored manipulating 

recruitment materials to assess attraction of different personalities to paid roles (Stevens & 

Szmerekovsky, 2010), other studies have used organisational culture (similar to values; e.g., Judge 

& Cable, 1997), and some have investigated organisational characteristics (similar to work 

characteristics; e.g., Carless & Imber, 2007). Research by Boezeman and Ellemers (2008) has also 

influenced attraction through signalling organisational success and support in advertisements of 

volunteer roles. A gap in the literature exists in experimentally testing whether manipulating 

organisational values and work characteristics in volunteer role advertisements can increase 

attraction. Such research would indicate whether it is possible to influence attraction with various 

characteristics and thus allow VIOs to be better able to attract people to the organisation that are 

going to fit well. This research therefore aims to investigate the pathways between personality and 

attraction through manipulating the expression of organisational values and work characteristics. 

Research Aim 2: To evaluate whether signals in volunteer advertisements describing work 

characteristics and organisational values can affect the attraction of people to these 

advertisements, as a function of these people’s personalities. 

Study 2 and 3 will advertise different organisational values and work characteristics to 

determine whether people with corresponding personalities are more attracted to the role and 

organisation.  



99 

 

Attraction to Paid Work Compared to Volunteer Work 

There is an important distinction between attraction to paid roles and attraction to volunteer 

roles. One of these main distinctions is the reasons why people work or volunteer. Pearce (1983) 

found that people’s motivations differ depending on whether they have a paid or unpaid role, 

namely that volunteers are more likely to be motivated by social interaction and service to others, 

compared to employees. Johns (2006) also emphasised the importance of context in research; a 

model may work perfectly well in one context but fail to find any significance in another.  

When applicants are considering whether to apply for a job they may consider many 

different factors. For example, previous research has demonstrated that the early signaling of 

organisational features such as job requirements, developmental opportunities, organisational 

culture, benefits, and compensation are related to a potential recruit’s sense of organisational fit 

(Gardner, Reithel, Cogliser, Walumbwa, & Foley, 2012; Judge & Cable, 1997; Verquer et al., 

2003). For volunteers, some of these factors may not be applicable. Different aspects that are known 

to play a role in job attitudes for paid employees, such as compensation, security and advancement 

opportunities, may not be applicable to volunteer contexts (Boezeman & Ellemers, 2009). 

Therefore, people considering volunteer roles may have a stronger emphasis on different factors, 

such as organisational culture which often can encompass values (O’Reilly III et al., 1991).  

The motivation a person has to volunteer often differs from their motivation to go to work 

(Studer & von Schnurbein, 2013). Additionally, research has indicated that the reasons people 

volunteer can also differ (Clary et al., 1998). According to Clary’s Volunteer Functions Inventory 

(VFI) there are six different reasons people volunteer, these reasons range from the ability to 

express one’s altruistic and humanitarian values to progressing their career. As values is one of the 

six different reasons people volunteer, it is possible that values are more pertinent to a volunteer 

context than a paid work context.  

Van Vianen, Nijstad, and Voskuijl (2008) have argued that fit when starting a volunteer role 

is likely to be higher than it would be in the workplace as volunteers have more options and are 
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unlikely to volunteer somewhere they do not think they will fit, whereas paid workers may not have 

the luxury to hold out for the perfect fit when seeking employment. Therefore, how a person selects 

where to volunteer is likely very different than how they choose a paying job. Van Vianen et al. 

propose this effect can be explained by ASA, as the authors assume that personality homogeneity of 

volunteers would be stronger, and volunteers are not bound to their job for economic reasons like 

paid employees are. Therefore, volunteers stay because they fit well, not to receive a paycheck. 

Furthermore, previous research has indicated that behaviour may differ between workers in the non-

profit sector compared to those in a for-profit sector, where it may be that those in the for-profit 

sector are primarily driven by financial incentive and those in the non-profit sector are primarily 

driven by societal change (Newton & Mazur, 2015).  

Newton and Mazur (2015) compared the influence of values on job-related attitudes (i.e., 

job satisfaction and intention to stay) between employees and volunteers in the same organisation. 

In their study, they investigated values using the Competing Values Framework (Kalliath, 

Bluedorn, & Strube, 1999) as well as some additional items regarding altruism values. Newton and 

Mazur found that personal values operated differently for employees and volunteers. For 

employees, person ratings of different value types were generally not predictive of job-attitude 

outcomes, with the exception of Internal Process values (one of the four values in the CVF), which 

is related to stability, dependability, equilibrium and reliability in the workplace. For volunteers, 

contrary to expectations, having values was related to lower job-related attitudes. The authors 

emphasise that for volunteers, it is more detrimental to job satisfaction when personal values exceed 

perceived organisational values. They suggest that this effect may be due to volunteers’ intrinsic 

motivations not being satisfied in this scenario and that the effect may be amplified because 

volunteers do not have contractual obligations to consider. Thus, if values are more important for 

volunteer satisfaction, and values can be a motive for volunteering, it may be that values are more 

impactful on attraction in a volunteer setting than in a paid work setting. 
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Important to note is that in Newton and Mazur's (2015) study, values were measured on a 1 

to 5 Likert scale meaning that all values could be rated as equally high. This approach differs from 

J. A. Lee et al.'s (2008) best-worst scaling approach that requires participants to pick one worst and 

one best value out of the sets they are shown, and therefore there is no opportunity for ceiling 

effects or acquiescence bias. Furthermore, with the values measures they used (i.e., the CVF plus 

the additional items regarding altruism values), they found the addition of the altruism values 

provided more insight towards the differing job-related attitudes and suggested future research 

needs to take account of a broader set of values. The research in this thesis uses a best-worst scaling 

approach and a broader set of values. 

Although studies investigating the influence of work characteristics on fit, attraction, and 

other outcomes have been conducted in paid work as well as volunteer work contexts (e.g., Millette 

& Gagné, 2008; Zacher, Dirkers, Korek, & Hughes, 2017), previous research has not compared the 

two directly. Attraction to a role may vary depending on whether the role is paid or unpaid as 

different factors may be considered. Some aspects that are known to play a role in job attitudes for 

paid employees, such as compensation, security and advancement opportunities, may not apply for 

volunteers (Boezeman & Ellemers, 2009). Therefore, potential volunteers may put a stronger 

emphasis on other factors. Additionally, the motivation a person has to volunteer often differs from 

their motivation to go to work every day (Studer & von Schnurbein, 2013) and previous research 

has found that personal values operate differently for employees and volunteers (Newton & Mazur, 

2015). For these reasons, it is imperative that the current research compare attraction in a paid work 

setting to a volunteer setting in order to determine whether different approaches need to be taken 

when recruiting volunteers rather than paid employees. The current research will compare attraction 

in a paid work setting to a volunteer setting in order to determine whether recruiting individuals to a 

role or organisation using different organisational values and work characteristics varies depending 

on the context. 
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Research Aim 3: To investigate whether the paid versus volunteer work context moderates 

the relationship between role/organisational differences (values and work characteristics) 

and attraction to roles described in advertisements. 
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CHAPTER 8: THE INTERACTION OF PERSONALITY WITH VALUES AND WORK 

CHARACTERISTICS ON ATTRACTION 

Various essential community services that are delivered across the world rely on the 

contributions of volunteers, or unpaid workers. However, attracting volunteers proves increasingly 

challenging. The current studies examine how individuals’ personalities interact with the 

characteristics of volunteer organisations (i.e., values) and the influence of volunteer roles (i.e., 

work characteristics) on attraction to role advertisements. Building on the previous study, the 

current studies investigates how the different elements of P and E influence attraction to different 

advertised roles across different organisations. To explain how these different elements work 

together a discussion of person environment fit, signaling theory, attraction, organisational values, 

personality, and work characteristics will be presented.  

Person-Environment Fit  

Person Environment (PE) Fit theory posits that individuals who are attracted to an 

organisation are anticipating a strong person environment fit (Kristof-Brown et al., 2005). 

According to PE Fit theory, individuals will experience increased positive outcomes (e.g., job 

satisfaction) when their personal disposition is compatible with the environment in which they are 

(Kristof-Brown et al., 2005).  

Two types of fit are generally distinguished: anticipated fit and perceived (or experienced) 

fit. Anticipated fit refers to the amount of fit a person anticipates they will have with an organisation 

were they to join it, in this case at the attraction phase. Alternatively, perceived fit refers to the fit a 

person experiences as a member of an organisation; this is the fit people might consider at the 

attrition phase, potentially leaving if their perceived fit is weak. The current two studies are 

concerned with anticipated fit as a mechanism to explain how individual differences interact with 

organisation and role characteristics to influence an individual’s attraction to a volunteer or work 

opportunity.  
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Research has found that anticipated fit influences attraction (Cable & Judge, 1994; Judge & 

Bretz, 1992; Judge & Cable, 1997; Turban & Keon, Thomas, 1993). In order to assess attraction, it 

is important to consider what individual characteristics and organisational or role characteristics 

might influence an individual’s anticipated fit within a role or organisation. Research on non-

cognitive individual differences is often focussed on personality (e.g. Mccrae et al., 2000). 

Whereas, organisations are often characterised by the values they espouse (e.g., Cable & Edwards, 

2004), roles are often broken down by the work characteristics that distinguish them (e.g., 

Morgeson & Humphrey, 2006). Therefore, in the following studies the focus will be on individual 

differences of personality and the organisational differences of values and work characteristics.  

Signaling Theory and Attraction 

In order to attract an individual to an organisation, the organisation must think strategically 

about how they will recruit people. Signaling theory is often used to explain how information or 

signals about an organisation’s characteristics, which are revealed during the recruitment process, 

can influence applicant attraction to an organisation (Rynes, 1991; Spence, 1973). In the absence of 

information about the characteristics of an organisation, potential job applicants will form 

impressions of the organisation based on the information and signals conveyed by the organisation 

itself during recruitment activities (Celani & Singh, 2011; Rynes, Bretz, & Gerhart, 1991). Rynes, 

Bretz, and Gerhart (1991) conducted a study on recruitment activities on job choice to investigate 

what factors influence a person’s decision making. The authors found that all participants (N = 41) 

reported that job/work characteristics were important factors contributing to positive assessments of 

initial fit with the organisations they were considering. In their study, Rynes et al. considered 

job/work characteristics to be factors such as perceived training, advancement opportunities, and 

geographic location. Therefore, conveying the characteristics of the work in a positive way in 

recruitment materials can be an important way to attract more applicants. In this dissertation, I will 

be using work characteristics (conceptualised slightly differently) to signal messages in 

advertisements to influence attraction. 
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According to Celani and Singh (2011) the greater the extent to which being a member of an 

organisation that is recruiting appears to be relevant to a person’s social identity, the more likely 

that person is to infer a larger number of positive inferences from the organisation’s recruitment 

activities, and therefore have a more positive view of the organisation. Furthermore, the more 

positive inferences a person has about an organisation, the higher the likelihood that they will 

identify with the recruiting organisation, which in turn will lead to stronger attraction. Therefore, in 

line with PO fit theory (Kristof-Brown et al., 2005), when a person perceives an organisation to 

possess similar qualities to themselves they are more likely to be attracted to that organisation.  

Supporting signaling theory, a meta-analyses by Chapman et al. (2005) found that an 

organisation’s image is a strong predictor of job-organisation attraction (ρ = .48) and job pursuit 

intentions (ρ = .51). An organisation’s image can be defined as a whole and vivid impression held 

by a person or group about an organisation, which is a result of sense-making by the person or 

group and the communication the organisation has fabricated and projected of itself (Hatch & 

Schultz, 1997). Therefore, how an organisation tries to portray itself, and how individuals interpret 

the signals sent by the organisation, makes up the organisation’s image, and it strongly predicts how 

attracted individuals will be to the organisation. Additionally, supporting ASA theory, Chapman et 

al. (2005) found that how similar a person is to an organisation, (i.e., PO fit) also predicted job-

organisation attraction (ρ = .46) and job pursuit intentions (ρ = .62). A study by Carless (2005) 

showed support for the notion that people’s anticipated PO and PJ fit influenced their attraction to 

the organisation. Therefore, how an organisation portrays itself, and how similar a person perceives 

themselves to be to an organisation, influences their level of attraction. The current studies aim to 

determine whether signals that are sent about an organisation’s values and work characteristics can 

influence the attraction of people with particular levels (i.e., high or low) of certain personality 

dimensions.  

Lievens and Highhouse (2003) argue that organisational attraction is a function of two types 

of information that individuals derive from an organisation’s brand: instrumental attributes and 
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symbolic meanings. Taken from marketing theory, instrumental attributes refer to product-related 

attributes, describing the item, or in this case the organisation, in objective, physical, and tangible 

attributes. In terms of an organisation, then, this would refer to characteristics of the job role and 

organisation, such as, opportunities for advancement, pay, task demands, location, or benefits 

(Lievens & Highhouse, 2003). Symbolic meanings refer to non-product related attributes, 

corresponding to subjective and intangible attributes that derive from how someone perceives a 

product and make inferences about it, and is often linked to people’s desire to enhance their image, 

express themselves, or maintain their self-identity. Symbolic attributes convey information through 

imagery and trait inferences that the applicant may perceive about an organisation. Applicants may 

perceive particular traits (e.g., prestige, innovativeness) from an organisation and therefore be 

attracted to that organisation. In their study, Lievens and Highhouse (2003) found that trait 

inferences (i.e., symbolic meanings) accounted for incremental variance (Δ R2 = .175) over job and 

organisational attributes (Δ R2 = .162) (i.e., instrumental attributes) in predicting the attractiveness 

of an organisation. They also found it was easier to differentiate organisations based on trait 

inferences than it was with job and organisational attributes. The present research will investigate 

how the presence of instrumental attributes, in this case work characteristics, and symbolic 

meanings, in this case values, in advertisements influence attraction. In the current studies the 

organisational image that is signalled to participants through different advertisements will be 

manipulated in order to test its effect on attraction.  

Individual Differences in Personality and Volunteering 

Research has shown that high levels of certain personality traits—namely,  Extraversion and 

Agreeableness—are positively associated with willingness to volunteer (Carlo et al., 2005; Elshaug 

& Metzer, 2001; B. M. Smith & Nelson, 1975). Although some people may be predisposed to 

volunteer, there is potential to broaden the pool by investigating whether volunteering can be made 

more appealing to others who do not necessarily have high levels of extraversion or agreeableness. 

Research in traditional organisational recruitment settings has shown that organisations can use 
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recruitment materials to target people with certain characteristics (Stevens & Szmerekovsky, 2010), 

and it is possible that a similar principle can be applied to volunteering contexts. This could be 

achieved by highlighting specific qualities or characteristics of the volunteer role or organisation 

which appeal to people who are low on agreeableness and extraversion but high on other traits. 

Additionally, some volunteering roles or organisations may be better suited to people who are not 

highly extraverted and/or agreeable. Therefore, the current research aims to investigate the 

pathways between personality and attraction to volunteer roles with different work characteristics 

and organisational values, with the ultimate goal of attracting people to roles who are going to fit 

well. 

Organisational Values 

Organisational values refers to the systems of values that guide how organisational resources 

should be used and how people within that organisation should act (Cable & Edwards, 2004). When 

the values of a person are similar to the values of an organisation it can be said that there is value 

congruence between the person and the organisation (Kristof, 1996). Research has provided some 

evidence that individuals tend to choose organisations that espouse values that reflect their own 

(Arieli et al., 2016; Bardi, Buchanan, Goodwin, Slabu, & Robinson, 2014). Similarly, research has 

examined whether people’s chosen degrees and jobs are related to their values.  

Previous research has found positive associations between people’s personal values and the 

values of the organisations they are in. It has been debated whether these links are due to people 

being attracted to organisations that have values that match their own (i.e., self-selection), or 

whether people’s values change over time to match those of the organisation there are in (i.e., 

socialisation) (Bardi et al., 2014). For example, research has examined whether people’s chosen 

degrees are related to their values. A study investigated the values of business school students 

compared to those in a professional school of social work (Arieli et al., 2016). Arieli et al. found 

that students in each school corresponded with the values that each respective website advertised, 

meaning that the business school tended to attract students who valued power and achievement 
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(self-enhancement) to a relatively greater extent, and universalism and benevolence (self-

transcendence) to a lesser extent, whereas the opposite was true of students attracted to the school 

of social work. In the study, Arieli et al. also compared first year business school students to those 

who were close to finishing their business degrees, to see whether, over time, the values the 

business school had tried to teach regarding ethical and prosocial values impacted the students’ 

values. Ultimately, the changes in students over their degrees was minimal. In this study, Arieli et 

al. (2016) emphasises the importance of attracting people with the desired values from the 

beginning in order to recruit people with the desired values in the school. One issue with this study 

is that they did not test longitudinally whether an individual’s values changed over time, at least not 

to the full length of the degree.  

Similar studies, that conceptualised values slightly differently with extrinsic (e.g., financial 

success) and intrinsic values (e.g., community contribution), found values changed slightly over the 

course of a law degree. Sheldon and Krieger (2004) found the values of law students became more 

extrinsic over time, specifically decreasing in community service values and increasing in 

appearance and image values. Sagiv and Schwartz, (2000) compared university students who 

studied either business or psychology. In their relatively small sample (business n = 40, psychology 

n = 42) they found that the hypothesised relationship between matching values and wellbeing was 

generally supported but the relationship was stronger in the business school sample. Therefore, 

where personal values match those of the organisation, well-being increases.    

Additionally, Bardi et al. (2014) conducted several studies investigating values in predicting 

both vocational and educational choice. In their vocational study, Bardi et al. found that the values 

of people who had just become police officers differed from those held among the general 

population, and that these values remained fairly stable even after training, thus providing some 

evidence for value self-selection rather than value socialisation. Similarly, in their study on values 

and educational choice they investigated the differences between business and psychology students 

over their three-year degrees. Results supported values self-selection, and only partially supported 
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value socialisation. Therefore, although values may change slightly over time based on the 

environment someone is in, research more strongly supports the idea that people will choose 

environments that match their values. This present study will investigate how the interaction 

between people’s individual differences and the values of their organisation influences their 

attraction to an organisation.  

In order to assess the values of an organisation, Cable and Edwards (2004) created the Work 

Values Survey (WVS) which translated the 10 Schwartz values into work values. Their measure 

compares the congruence between an individual’s values and the values of the organisation. Similar 

to Schwartz’s circumplex, the WVS model values are organised around two main axes, openness to 

change versus conservation and self-transcendence and self-enhancement. In the current studies 

four advertisements were created to reflect the values within each of the four quadrants of the 

circumplex.  

 Goede, Van Vianen, and Klehe (2013) conducted a policy capturing experimental study on 

PO fit perceptions by signaling different organisational values. Participants were asked to take the 

perspective of a job seeker and were presented with a series of profiles representing different 

organisations. In their study, Goede et al. posit that people’s perceptions of their PO fit derives from 

a balanced weighing of information they have about organisational values that they find attractive, 

those that they find aversive, and those that they are relatively neutral about.  

Goede et al. predicted that participants would experience increased fit with organisations 

that displayed organisational values that they found attractive. Results demonstrated significant 

relationships between all three different value congruence relationship types (i.e., attractive, 

aversive, and neutral) and PO fit, where attractive values contributed the most and aversive values 

had a negative relationship with PO fit. Goede et al.’s findings suggest two things. First, that job-

seekers PO fit perceptions are unique as not every organisational value has the same appeal to each 

person or the same influence on their fit perceptions. Secondly, an individual’s attraction to a 

particular organisational value appears to be more important for their fit perception than whether 
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that value actually matches the level or fits with the value that person has. Therefore, PO fit 

perceptions are less likely to be influenced by matching levels of values with the organisation on 

neutral or aversive values. For example, fit perceptions would not increase if both the person and 

the organisation are neutral about upholding the value of tradition, but fit would increase if both 

parties found that value attractive. These results suggest that PO fit perceptions are most influenced 

by values people are attracted to.  

Personality and Values 

Although personality and values can both be individual differences, according to Roccas, 

Sagiv, Schwartz, and Knafo (2002) personality dimensions are enduring dispositions whereas 

values are enduring goals. Personality traits describe what people are like, while values describe 

what people think is important. A person can value achievement but may not be characterised by 

being high achieving, or alternatively, they may be high achieving but do not regard achievement as 

important. Further, Roccas, Sagiv, Oppenheim, Elster, and Gal (2014) found that people tend to be 

more satisfied with their values than their personality dimensions and that they perceive their values 

to be closer to their ideal selves than traits. Therefore, personality may be a more realistic reflection 

of who someone is, rather than who they desire to be.  

Previous research most commonly conceptualises PO fit through value congruence, 

measuring the match of the values of a person to that of the organisation (Kristof-Brown et al., 

2005). Contrarily, research by Fetvadjiev and He (2019) found that personality dimensions were 

more stable than values, and that personality predicted values more strongly than values predicted 

personality. In a study about the influence of organisational culture on fit and attraction, Judge and 

Cable (1997) concluded that personality is an important source of someone’s personal work values. 

Further, many organisations have mission statements, which describe and communicate the purpose 

of the organisation to all stakeholders (Kemp & Dwyer, 2003), and reflect the organisational 

culture, expressing the core values of the organisation (Babnik, Breznik, Dermol, & Širca, 2014). 

As personality is a more accurate reflection of who someone might actually be, can predict values, 
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and is more stable than values, (Fetvadjiev & He, 2019; Roccas et al., 2014), and organisations are 

often described in terms of their organisational values (Babnik et al., 2014), the current research 

will use organisational values in advertisements to target people with specific levels of personality 

traits. In the following studies, it is predicted that attraction will be higher when participants are 

shown advertisements containing values that should be attractive to particular personalities.  

In terms of the 10 values proposed by Schwartz, Pozzebon and Ashton (2009) stated that the 

personality dimensions of honesty-humility and openness to experience are most related to the 

Schwartz’s values. In terms of the four broad categories that values can be divided into, the 

personality dimensions that most align with these two are honesty-humility for self-transcendence 

versus self-enhancement, and openness to experience for openness to change versus conservation 

(K. Lee et al., 2009; Pozzebon & Ashton, 2009).  

People who have high levels of honesty-humility are less likely to manipulate others for 

their own gain, avoid breaking rules and are not interested in extravagant wealth and luxuries, and 

do not feel a need for special entitlement for higher social status; alternatively, those with low levels 

of honesty-humility have a higher tendency to manipulate others for personal gain, are more likely 

to break rules for their own profit, feel a strong sense of self-importance, and will use flattery to get 

their way (Ashton & Lee, 2007). A person who is high on the trait of honesty-humility is more 

likely to have the values of universalism and benevolence (Pozzebon & Ashton, 2009), reflecting 

the definition of honesty-humility, in that people who are high on this trait do not wish to harm 

others nor care for gaining material goods; alternatively, someone who is low on honesty-humility 

is more likely to have the values of power and achievement (Pozzebon & Ashton, 2009), reflecting 

the desire for self-importance and personal gain.  

Individuals who are have high levels of openness to experience tend to be curious, 

intellectual, imaginative, creative, innovative, and flexible; alternatively, with low levels of this trait 

tend to be closed-minded, shallow, and simple (Parks-Leduc et al., 2015). A person who has high 

levels of openness to experience is more likely to have the values of self-direction and stimulation 
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(Pozzebon & Ashton, 2009), reflecting the tendency of those high on this trait to be curious and 

creative and wanting to experience new things. Alternatively, someone with low levels of openness 

to experience is more likely to have the values of tradition, conformity and security (Pozzebon & 

Ashton, 2009), reflecting the preference for experiences that are simple and with little variety. 

In summary, the brief review above shows that people vary on the values they possess and 

the levels of their personality dimensions, yet the values they possess can be linked to the 

personality dimensions of honesty-humility and openness to experience (Pozzebon & Ashton, 

2009), and organisational values can derive from people’s personalities (Judge & Cable, 1997). As 

people perceive the highest PO fit with organisations that signal values they find attractive (Goede 

et al., 2013), this study explores whether being high on traits that are related to these particular 

values will increase attraction to the role. Therefore, it will be investigated whether signaling the 

corresponding organisational values in an advertisement will interact with the corresponding 

personality dimension to increase attraction (see Table 8.1 for links between traits and values). For 

example, where someone high on honesty-humility would be more attracted to an advertisement 

containing the organisational values of universalism and benevolence.  

Table 8.1. Linking personality dimensions to values.  

Personality dimension Higher Order Value Underlying Values 

High Honesty-humility Self-Transcendence Universalism 

Benevolence 

Low Honesty-humility Self-Enhancement Achievement 

Power 

High Openness to 

Experience 

Openness to Change Self-direction 

Stimulation 

Low Openness to 

Experience 

Conservation Conformity/Tradition 

Security 
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Work Characteristics 

As explained in Chapter 4, research has indicated that different jobs or roles can vary on the 

work characteristics that they have. Work characteristics can be classified into three different 

categories: motivational (including the original 5), social, and context (Morgeson & Humphrey, 

2006). The motivational category comprises of the work characteristics proposed by Hackman and 

Oldham (1975), where higher levels of these characteristics lead to jobs that are more motivating 

and satisfying. The broader social environment that work is performed within is reflected in the 

social category. Whereas the environmental and physical contexts that the work exists within is the 

contextual category. Both the motivational and social characteristics have been found to be 

significantly related to work motivation, job attitudes and job performance (Humphrey et al., 2007). 

In the present studies the work characteristics of autonomy (Study 2) and social support 

(Study 3) will be manipulated in order to examine their influence on advertisement attraction. 

Autonomy is defined as the extent to which an individual’s job allows for independence, freedom, 

and the ability to make decisions, schedule work, and choose what methods to use when performing 

tasks (Morgeson & Humphrey, 2006). The work characteristic of social support was added later by 

Morgeson and Humphrey (2006) as a work characteristic under the new subsection of Social 

Characteristics. Social support is defined as the extent to which a job provides the opportunity for 

assistance and advice from others, as well opportunities for friendship (Morgeson & Humphrey, 

2006). In the section that follows, specific hypotheses relating to the discussed concepts will be 

proposed. 

The Present Research 

The current research is comprised of two studies to investigate the relationship between 

personality and attraction to advertisements for paid and volunteer roles. The project aimed to 

understand how personality interacts with the characteristics of organisations (values), as well as the 

influence of roles (work characteristics), on attraction to advertisements. Research of this kind can 

help to inform the development of recruitment materials intended to increase the number of people 



114 

 

who apply for volunteer positions, as well as attract people with certain personality dimensions. 

Participants in each of the two studies were shown advertisements that varied in terms of 

organisational values and work characteristics. The following studies are the first to investigate 

organisational and role attraction through the interactions between personality and organisational 

values, and the influence of work characteristics, together across both volunteer and paid 

conditions. 

Personality, Organisational Values, and Attraction 

As previously stated, research has found links between particular personality dimensions 

and specific values. When discussing the four broad categories that values can be divided into, the 

personality dimensions that most align with these two are honesty-humility for self-transcendence 

versus self-enhancement, and openness to experience for openness to change versus conservation 

(K. Lee et al., 2009; Pozzebon & Ashton, 2009).  

In light of these links (K. Lee et al., 2009; Pozzebon & Ashton, 2009), it is predicted that 

individuals presented with an advertisement containing the values of universalism and benevolence 

(self-transcendence values), are more likely to be attracted to the position, when they have high 

levels of honesty-humility. Similarly, individuals presented with an advertisement containing the 

values of power and achievement (self-enhancement values), are more likely to be attracted to the 

position, when they have low levels of honesty-humility. Study 2 will be testing these relationships. 

Therefore, the following hypotheses are proposed:  

Hypothesis 1a: Individuals with higher levels of honesty-humility will be more attracted to 

organisations who signal universalism and benevolence.  

Hypothesis 1b: Individuals with lower levels of honesty-humility will be more attracted to 

organisations who signal power and achievement.  

Study 3 builds on Study 2 by testing the other spectrum from the Schwartz’ values 

circumplex, thus the full values circle will be tested across both studies. From the links found by 

previous research (K. Lee et al., 2009; Pozzebon & Ashton, 2009), it is predicted that individuals 
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presented with an advertisement containing the values of self-direction and stimulation (openness to 

change values), are more likely to be attracted to the advertisement when they have high levels of 

openness to experience. Similarly, individuals presented with an advertisement containing the 

values of conformity and tradition (conservation values), are more likely to be attracted to the 

advertisement when they have low levels of openness to experience. Study 3 will be testing these 

relationships. Given the links between personality and values the following hypotheses are 

extended: 

Hypothesis 1c: Individuals with higher levels of openness to experience will be more 

attracted to organisations who signal self-direction and stimulation.  

Hypothesis 1d: Individuals with lower levels of openness to experience will be more 

attracted to organisations who signal tradition and conformity.  

Context Dependent Values Influence on Attraction 

As mentioned in chapter 4, what attracts someone to a paid role may vary from what attracts 

them to a volunteer role. When applicants are considering whether to apply for a job they may 

consider many different factors. For example, previous studies have demonstrated that the early 

signaling of organisational features such as developmental opportunities, benefits, job requirements, 

organisational culture, and compensation, are linked to a potential applicant’s sense of 

organisational fit (Gardner et al., 2012; Judge & Cable, 1997; Verquer et al., 2003). For volunteers, 

some aspects that are known to play a role in job attitudes for paid employees, such as advancement 

opportunities, compensation, and security may not apply (Boezeman & Ellemers, 2009). Therefore, 

potential volunteers may put a stronger emphasis on different factors, such as organisational culture, 

which often encompasses organisational values (O’Reilly III et al., 1991).  

The motivation a person has to volunteer often differs from their motivation to go to work 

(Studer & von Schnurbein, 2013). Additionally, research has indicated that the reasons people 

volunteer can also differ (Clary et al., 1998). According to Clary’s Volunteer Functions Inventory 

(VFI) there are six different reasons people volunteer, these reasons range from the ability to 
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express one’s altruistic and humanitarian values to progressing their career. As values is one of the 

six different reasons people volunteer, although referring specifically to altruistic and humanitarian 

concerns, it is possible that values are more pertinent to a volunteer context than a paid work 

context.  

Van Vianen, Nijstad, and Voskuijl (2008) have argued that fit when starting a volunteer role 

is likely to be higher than it would be in the workplace as volunteers have more options and are 

unlikely to volunteer somewhere they do not think they will fit, whereas paid workers may not have 

the luxury to hold out for the perfect fit when seeking employment. Previous research has indicated 

that motivation may differ between workers in the non-profit sector compared to those in a for-

profit sector, where it may be that those in the for-profit sector are more driven by financial 

incentive and those in the non-profit sector are more driven by societal change (Newton & Mazur, 

2015).  

Related to values, as discussed in Chapter 7, Newton and Mazur (2015) compared the 

influence of values on job-related attitudes (i.e., job satisfaction and intention to stay) between 

employees and volunteers in the same organisation and found that personal values operated 

differently on job related attitudes for paid employees and volunteers. The authors emphasised that 

for volunteers, when personal values exceed perceived organisational values, it is more detrimental 

to job satisfaction than in paid roles. Thus, if values are more important for volunteer satisfaction 

than they are for paid-job satisfaction, and values can be a motive for volunteering, it may be that 

values are more impactful on attraction in a volunteer setting than in a paid work setting. For the 

aforementioned reasons, the following hypothesis is proposed: 

Hypothesis 2: Where someone has the corresponding level of the personality dimension that 

is linked to the particular organisational values presented in the advertisement, this is more 

likely to lead to increased attraction if the person is in the volunteering condition rather than 

in the paid condition.   
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Work Characteristics Influence on Attraction 

Previous research has indicated that different jobs or roles can vary on their work 

characteristics, leading to employees in these differing roles experiencing differing levels of 

positive work outcomes (Hackman & Oldham, 1976). Additionally, previous research has indicated 

that job/work characteristics are an important factor contributing to positive assessments of initial 

fit with organisations during the recruitment process (Rynes et al., 1991). Therefore, signaling high 

levels of a work characteristic should increase initial assessments of fit.  

Previous research has found that including the work characteristic of autonomy in 

advertisements increases attraction (Zacher et al., 2017). Autonomy and social support were chosen 

in order to have one work characteristic from the motivation category and one from the social 

category to investigate whether work characteristics across work characteristic categories have 

similar influences on attraction. The “context” category of work characteristics was excluded as this 

study does not focus on the physical aspects of the job. In study 2 the work characteristic of 

autonomy, one of the original five work characteristics specified by Hackman and Oldham, will be 

presented at low and high levels across advertisements to test its influence on people’s attraction to 

different advertisements. Therefore, the following hypotheses are extended:  

Hypothesis 3a: Individuals are more likely to be attracted to an advertisement containing a 

high amount of autonomy than an advertisement with a low amount of autonomy. 

In study 3 the work characteristic of social support will be presented in differing levels 

across advertisements to test its influence on attraction. 

Hypothesis 3b: Individuals are more likely to be attracted to an advertisement containing a 

high amount of social support than an advertisement with a low amount of social support. 

Context Dependent Work Characteristics Influence on Attraction  

Research on social support has indicated that it can account for up 17% of the variance in 

job satisfaction in paid work (Harris, Winskowski, & Engdahl, 2007), therefore providing some 

evidence that social support is important in the paid work environment. Previous research has also 
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indicated that the presence of work characteristics in advertisements can increase attraction to paid 

roles (Zacher et al., 2017). In their study, Zacher et al. only investigated the characteristics of task 

variety, task significance, feedback from the job, and autonomy. In the volunteering space, research 

has also investigated the influence of job characteristics on volunteering outcomes. Millette and 

Gagné (2008) found job characteristics to be related to volunteers’ motivation, satisfaction and 

performance. Millette and Gagné suggest that job design is a useful tool in enhancing volunteer 

motivation, satisfaction and engagement. Although work characteristics appear to be important for 

both paid and volunteer contexts, characteristics have not been compared across work conditions in 

one study. Therefore, which characteristics and the strength of their influence on attraction may 

vary.  

Volunteer and paid work settings can vary and it is important to considering the impact of 

different contexts on organisational behaviour (Johns, 2006). For example, previous research 

comparing volunteering to working contexts has found that paid workers and volunteers are 

influenced by different needs. Boezeman and Ellemers (2009) found that in work settings 

satisfaction of the need for autonomy is more important for outcomes such as job satisfaction and 

intent to remain with the organisation, whereas in a volunteer setting, satisfying the need for 

relatedness is more important for these outcomes (Boezeman & Ellemers, 2009). In Barrick, Mount, 

and Li's (2013) theory of purposeful work behaviour the authors posit that certain work 

characteristics moderate the relationship between particular personality dimensions and need 

satisfaction. Social support was one of the three work characteristics Barrick et al. predicted would 

lead to the satisfaction of the need for relatedness, whereas autonomy was predicted to be one of the 

work characteristics to help satisfy a person’s need for autonomy. As research has not directly 

investigated the differences in attractiveness of work characteristics across a paid and volunteering 

setting it is possible that the attractiveness of work characteristics may differ depending on what 

context the characteristics are being advertised in. For the aforementioned reasons, autonomy may 
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have a stronger influence on outcomes or attraction in a work setting, whereas social support may 

have a stronger influence in a volunteer setting. Therefore, the following hypotheses are presented: 

Hypothesis 4a: Where advertisements signal a high level of autonomy, this is more likely to 

lead to increased attraction if the person is in the paid condition rather than in the 

volunteering condition.  

Hypothesis 4b: Where advertisements signal a high level of social support, this is more 

likely to lead to increased attraction if the person is in the volunteer condition rather than in 

the paid condition. 

Study 2 

Study 2 tested the proposed relationships between the personality dimension of honesty-

humility, the corresponding values, and the presence of autonomy on participants’ attraction to role 

advertisements. 

Study 2 Method 

Participants  

All participants were recruited through the online market research platform, PureProfile. 

Participants in this study (final N = 383) were already taking part in a larger Values Project that 

measured personality and values. Of the 6651 Australian residents in the Values Project, a subset of 

2651 people who had not been previously surveyed about their volunteering experience were added 

to a pool and randomly selected to participate in the current study. Four hundred participants 

completed the survey. Seventeen participants were removed due to failing both attention checks 

(described in the Measures section), leaving 383 participants in the volunteer (n =190) and paid 

conditions (n = 193). Participants’ mean age was 49.11 years (SD = 15.51), with ages ranging from 

18 to 75 years, and 51.2% were female.  

Procedure 

Participants were asked to imagine they were thinking about applying for a role in a new 

organisation, but had not yet decided which organisation they would like to work/volunteer at and 
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they were not sure what role they were interested in. Participants were randomly assigned by the 

Qualtrics software to either the volunteer or paid conditions, while counterbalancing the order in 

which the four advertisements in each condition were presented. Demographic and individual 

differences data were collected as part of the larger study. 

Policy capturing studies consist of presenting participants with several realistic scenarios to 

assess dependent variables such as intentions and behaviours. This method enhances experimental 

realism and also allows researchers to manipulate and control different independent variables 

(Aguinis & Bradley, 2014). A policy capturing approach was undertaken wherein participants were 

presented with four hypothetical role advertisements; the independent variables of organisational 

values and work characteristics were manipulated in each advertisement. This study used a policy 

capturing approach to examine the questions of the influence of values and work characteristics 

(within variables), and work condition (volunteer versus paid condition; between variable) on 

perceived attractiveness. The results from policy capturing demonstrate what about the 

advertisement is most important for decision makers when making decisions about a potential role. 

Participants were required to rate how attractive they found the organisation and the role itself for 

each of the four advertisements shown to them. The construction of the hypothetical advertisements 

is detailed below.  

Advertisement Construction 

 The construction of the advertisements was guided by the suggestions of Aguinis and 

Bradley (2014), the work of previous researchers who have conducted policy capturing studies 

(e.g., Ogunfowora, Bourdage, & Lee, 2010), and modelled on real advertisements.  

Step 1. Four hypothetical advertisements were created and adapted for both the paid and 

volunteer conditions, therefore a total of eight advertisements were made (see Table 8.2 for 

structure). The advertisements were modelled on existing advertisements for different paid and 

volunteer roles. Additionally, the advertisements were modified to include particular values, this 

was achieved through altering the descriptions of the corresponding values (i.e., universalism, 
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benevolence, power, and achievement) as described by Schwartz (1994), and autonomy as 

described by Morgeson and Humphrey (2006). The advertisement for universalism and benevolence 

(self-transcendence) was based on a United Nations Volunteer advertisement. The advertisements 

for power and achievement (self-enhancement) was based on a Certified Practising Accountant 

(CPA) volunteer advertisement. See Table 8.2 for an advertisement map demonstrating the 

variations of different advertisements, the content of the advertisements are in Table 8.3.  

Table 8.2. 

Study 2 advertisement content map.  

 Volunteer Condition  Paid Condition  

Values 

High Autonomy 

(1) 

Low Autonomy 

(0) 

High Autonomy 

(1) 

Low Autonomy 

(0) 

Universalism + 

Benevolence (1) Ad 1 (1,1) Ad 2 (1,0) Ad 1 (1,1) Ad 2 (1,0) 

Power + 

Achievement (0) Ad 3 (0,1) Ad 4 (0,0) Ad 3 (0,1) Ad 4 (0,0) 

 

Table 8.3.  

Advertisement content, power and achievement versus universalism and benevolence, low 

autonomy versus high autonomy.  

Power and Achievement Universalism and Benevolence 

Would you like to give your career a boost? 

Do you like to influence other people? Most 

of the people in our organisation are broadly 

experienced professionals and recognised 

experts in their fields. They enjoy a unique 

opportunity to network with peers while 

advocating for the profession by working on 

challenging projects and participating in key 

meetings. Many of our alumni have gone on 

to work with prestigious firms and worked on 

large influential projects.  

 

Within this organisation your work will 

involve:  

• acting in advisory roles to staff,  

• making critical decisions for the profession 

and for the organisation,  

• serving on inter-institute boards, 

committees, task forces and working groups; 

meeting a lot of important people, and 

working towards achieving personal and 

organisational goals while advancing the 

profession. 

Would you like to contribute to the 

development of your own country and work 

towards accelerating your nation’s 

development and promote goodwill and 

social cohesion? As part of our organisation, 

you will make a positive impact on your 

homeland while working alongside people 

from around the world, including 

international volunteers and other 

professionals. Serving with our organisation, 

you can share your knowledge of local 

languages and culture and bring an insider’s 

understanding of social and economic 

conditions. 

 

Within this organisation your work will 

involve:  

• strengthening capacities of local 

communities so they can participate 

effectively in development activities and 

gain access to government services,  

• fostering social inclusion and 

empowerment of marginalised communities 

and persons,  
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• encouraging national and local initiatives,  

• promoting sustainability and local 

ownership of development and kindness and 

compassion towards others. 

Low Autonomy High Autonomy 

In this volunteer role you will be:  

• given a structured way to complete your 

volunteer work,  

• consulting with your manager if a decision 

needs to be made, and  

• working in a team where each member has 

a given role. 

In this volunteer role you will be:  

• making a lot of decisions on your own,  

• having considerable opportunity for 

independence and freedom in how you 

complete your volunteer work, and  

• planning how you complete your volunteer 

work. 

 

Step 2. The advertisements were then reviewed by five colleagues who read the 

advertisements and indicated which values and work characteristics they believed were present in 

the advertisement. Slight alterations in the wording of the advertisements were made to increase the 

plausibility of the advertisements and to remove any potentially confounding wording that may 

address unintended values or work characteristics. For example, removing any statements that 

might tap into more than one value. 

Step 3. The hypothetical advertisements were pilot tested by sending out a questionnaire 

containing the four hypothetical advertisements with questions regarding which values and work 

characteristics were present in each advertisement. The questionnaire individually asked about each 

of the 10 values previously mentioned and 10 work characteristics scales from the motivation and 

social categories of Morgeson and Humphrey's (2006) WDQ. Participants were asked to rate the 

extent to which the organisation described in the advertisement supported each value or exhibited 

each work characteristic. Participants were provided with a description of each value and work 

characteristic for reference. For values the response options were: (1) Supports this value, (2) 

Indifferent to this value, and (3) Opposes this value. For work characteristics the response options 

were (1) Exhibits a High Amount (2) Exhibits a Low Amount and (3) Not Mentioned. Participants 

were also given an opportunity to give feedback on the advertisements in order to improve how 

realistic the advertisements were as well as to remove or clear up any potentially confounding 

elements.  
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 Nine people completed the pilot survey for study 2. Where the majority of respondents (at 

least 5 out of 9) did not unanimously correctly identify the extent to which the value or work 

characteristic of interest was present in the advertisement, advertisements were altered to 

adequately represent the intended value or work characteristic and then tested again. Across all 

advertisements most participants (minimum 7 out of 9) correctly identified the main values and 

characteristics, therefore major alterations were not necessary.  

Measures 

HEXACO. To assess participants’ honesty-humility the 10-item scale for honesty-humility 

was taken from the HEXACO 60-item personality inventory (Ashton & Lee, 2009). A sample item 

of this scale is “I would never accept a bribe, even if it were very large.” Responses were measured 

using a 5-point Likert scale ranging from 1 (Strongly disagree) to 5 (Strongly agree). The 

Cronbach’s alpha value was .72.  

Attraction. To assess participants’ attraction to each advertisement, items were adapted 

from Bauer and Aiman-Smith's (1996) 6-item company attractiveness scale. Depending on the 

condition a participant was assigned to items were framed slightly differently to reflect either the 

volunteer or paid condition. Participants were asked three questions regarding their attraction to the 

organisation. A sample item of this scale is “I would like to volunteer [work] for this organisation”. 

Participants were also asked the same three questions but adapted to address their attraction to the 

role, as well as an item asking whether they would accept an offer to volunteer (or work) in this 

role. A sample item of this scale is “I find this an attractive role”. were measured using a 5-point 

Likert scale ranging from 1 (Strongly disagree) to 5 (Strongly agree). Organisation and role 

attraction were highly correlated (r = .85), therefore a factor analysis was conducted which 

identified only one factor. Therefore, the items were combined to create one attraction variable. The 

Cronbach’s alpha values for each advertisement across conditions for the 7-items ranged from .95 

to .97.  
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Attention Checks. Two attention check questions were designed to gauge whether 

participants were engaged in the task. The instructions were “For this question please select 

"Somewhat disagree"” and “Select "Somewhat agree" for this question”. Individuals who failed 

both attention checks were removed from the sample.  

Analyses 

Hierarchical linear modelling (HLM) was used to determine the influence of different 

variables on participants attraction to advertisements. Additionally, the extent to which personality 

and work condition influenced the relative weightings placed on these dimensions were examined. 

Personality and work condition were treated as between-subjects factors, organisational values and 

work characteristics presented were treated as within-subjects factors. The multi-level models were 

estimated using Mplus 8 (Muthén & Muthén, 2014).  

Unconditional model.  

The first step in conducting HLM is to run a one-way ANOVA, also known as the 

unconditional model. This analysis partitions the variance in advertisement attraction into its 

between person and within person components, establishing how much of each component 

contributes to the variance in the dependent variable across different people.  

Random coefficient model.  

The second step used HLM to estimate a random coefficient model. This model tests the 

relationship between the level-1 (within) predictors and the level-1 outcome (attraction ratings). 

This analysis establishes whether there is variance in slopes and intercepts across the different 

people, estimates the effect of the within person predictors, and whether these effects are 

significantly different from zero.  

Slopes as outcomes model.  

Finally, to examine the moderating effects of the level-2 between predictors on the 

relationship between the level-1 within predictors and level-1 outcome (i.e. whether personality and 

work condition influenced the relative weight placed on values and work characteristics), a slopes 
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as-outcomes model was estimated. The slopes as-outcomes model was only conducted for cases 

containing sufficient residual variance in the level-1 slopes to be accounted for by level-2 variables 

(Hofmann, 1997; Ogunfowora et al., 2010).  

Study 2 Results 

Descriptive Statistics 

Table 8.4 provides descriptive statistics and the correlations between the variables. There is 

a significant correlation between attraction and work condition, where attraction appears to be 

higher for paid advertisements compared to volunteer advertisements. Notably, this correlation is 

only significant for advertisements 1 and 3 which contain high autonomy, compared to 

advertisements 2 and 4 which contain low autonomy. Therefore, attraction to autonomy may be 

dependent on work condition, where those in the paid condition are more attracted to roles 

containing high autonomy.  

Table 8.4. 

Study 2 descriptive statistics and intercorrelations between variables. 

Variable Mean SD 1 2 3 4 5 6 7 8 

1. Gender     
       

2. Age 49.11 15.52 -.20  
      

3. Honesty-Humility 3.75 0.64  .05  .21  
     

4. Work Condition   -.05 -.02 -.01  
    

5. Ad 1 Attraction 3.63 0.89 .05 -.03 .10 .18  
   

6. Ad 2 Attraction 3.66 0.85 .06  .01 .14 .09 .69  
  

7. Ad 3 Attraction 3.41 0.94 .02  .02 .02 .16 .52 .44  
 

8. Ad 4 Attraction 3.31 0.93 .02 -.02 .01 .07 .43 .47 .67  

9. Average Attract. 

Across Ads 
3.41 0.76 .04 -.01 .05 .15 .79 .77 .80 .78 

Note. N = 383. Gender: 1 = male, 2 = female. Work condition: 0 = volunteer, 1 = paid. For all |r| ≥ 

.11, p < .05. For all |r| ≥ .14, p < .01. 

 

Unconditional Model 

The unconditional model analysis results indicated the extent to which advertisement 

attraction varied within participants (i.e., the variance in attraction rating across the different 

advertisements viewed by the same participants) and between participants (i.e., the variance in 

attraction ratings in advertisements that were viewed by different participants). This analysis 
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revealed an intra-class correlation of .539, which confirmed the presence of substantial variation 

both between and within (.461) participants in attraction ratings.  

Random Coefficient Model 

In the random coefficient model analysis, values (benevolence and universalism, rather than 

power and achievement), autonomy and values*autonomy were added as predictors. The main 

effects of values (γ = 0.33, p <.001), autonomy (γ = 0.08, p <.05), and values*autonomy (γ = -0.10, 

p <.05), were all statistically significant, indicating that these predictors were taken into account by 

participants when rating overall attractiveness of advertisements. Values and autonomy both had 

positive relationships with attraction, whereas for values*autonomy this relationship was negative. 

To justify between level analyses, each of the predictor’s slopes and the intercept were 

tested for significant residual variance, which could be attributed to level-2 variables (Hofmann, 

1997). The variance in a slope would suggest that the effect of the within-person manipulation (e.g., 

autonomy) is not uniform for all participants, and thus might depend on a between-person variable 

(e.g., a personality trait); as such variance in slope is a precondition for testing the honesty-humility 

manipulation interaction hypotheses. 

Results indicated that significant residual variance existed in the intercept, χ2 (382) = .180, p 

< .001. Additionally, two of the three slopes, that of values (χ2 (382) = .408, p < .01), and that of 

autonomy (χ2 (382) = .197, p < .05), displayed significant slope variance, whereas the slope of 

values*autonomy did not. Therefore, these predictors were included in level-2 analyses.  

Slopes-as-outcomes Model 

In order to test the hypotheses, a slopes-as-outcomes model was specified. Table 8.5 

contains the results of all three models.  

Table 8.5. 

Study 2 HLM Results for Attraction as the Dependent Variable 

Level and Variable Model 1.  

Unconditional 

Model 2.  

Random 

Coefficients 

Model 3.  

Slopes as 

Outcomes  

Level 1     

  Intercept (γ00)  3.41** (.04)  3.23** (.05)  2.82**(.34) 

  Values (γ10)   0.33** (.05) -0.02 (.31) 
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  Autonomy (γ10)   0.08* (.04) -0.01 (.04) 

  Values*Autonomy  -0.10* (.05) -0.10* (.05) 

    

Level 2 – Intercept as Outcome    

  Honesty-Humility (γ01)    0.09 (.09) 

  Work Condition (γ01)    0.74 (.55) 

  Honesty-Humility*Work Condition   -0.16 (.15) 

    

Level 2 – Values Slope as Outcome    

  Honesty-Humility (γ11)    0.09 (.08) 

  Work Condition (γ11)   -0.11 (.40) 

  Honesty-Humility*Work Condition    0.03 (.11) 

    

Level 2 – Autonomy Slope as Outcome    

  Work Condition (γ11)    0.18** (.06) 

    

Variance Components    

  Within-person variance (σ2)  .401 **   .180**  .192**  

  Intercept variance (τ00) .469**   .684**   .676** 

  Values slope variance (τ11)   .408**   .392** 

  Autonomy slope variance (τ22)   .197*   .145** 

  Values*Autonomy slope variance   .048   --- 

  Values intercept-slope co-variance (τ01)  -.241**  -.241** 

  Autonomy intercept-slope co-variance (τ02)  -.055  -.052  

  Slope-Slope covariance (τ12)  -.003  -.018 

    

Additional Information    

  Deviance (-2 Log Likelihood) 3613.91 3415.23  3392.14 
  Number of estimated parameters 3 14  15 

    

R2/ICC .539 .551 .012 

Note. Figures in parentheses are standard errors. Values = Self-transcendence (1) vs. Self-enhancement (0). 

N = 383 

* p < .05, ** p < .01 

 

Hypothesis 1a predicted that individuals with higher levels of honesty-humility will be more 

attracted to organisations who signal universalism and benevolence. Alternatively, Hypothesis 1b 

predicted that individuals with lower levels of honesty-humility will be more attracted to 

organisations who signal power and achievement. Therefore, when the manipulated values 

statements described benevolence and universalism (rather than power and achievement), attraction 

should be higher for those higher on the trait of honesty-humility (and lower for those lower on this 

trait) and vice versa; when the values statements described power and achievement, attraction 

should be higher for those lower on the trait of honesty-humility. The results indicate that 

Hypothesis 1a and 1b were not supported (γ = .090, p =.260). That is, honesty-humility was not a 



128 

 

significant predictor of the extent to which the different values statements affected participants’ 

attraction ratings. 

Hypotheses 2 predicted that where someone has the corresponding level of the personality 

dimension that is linked to the particular values presented in the advertisement, this is more likely to 

lead to increased attraction if the person is in the volunteering condition rather than in the paid 

condition. This hypothesis was also not supported (γ = .035, p =.748). In other words, the null 

relationship of honesty-humility on the effects of the values statements generalised to both the 

volunteer and paid conditions. 

Hypothesis 3a which predicted a main effect of autonomy on attraction was supported in the 

expected positive direction (γ = .082, p <.05), where higher levels of autonomy in the advertisement 

lead to higher attraction ratings. Hypotheses 4a predicted that where advertisements present a high 

level of autonomy, this is more likely to lead to increased attraction if the person is in the paid 

condition rather than in the volunteering condition. This hypothesis was supported (γ = .176, p 

<.05), where participants in the paid condition exhibited higher levels of attraction towards roles 

with high autonomy compared to participants in the volunteer condition.  

Study 2 Discussion 

 Study 2 investigated the effects of participants’ honesty-humility and work condition on the 

relative influence of autonomy and values (benevolence and universalism (rather than power and 

achievement)), on attractiveness. There were significant main effects of values, autonomy and 

values*autonomy. When testing the random coefficients model, values and autonomy had 

significant variable slopes, meaning that there may be another variable which can further explain 

why these predictors have an effect on attraction, whereas values*autonomy did not have variable 

slopes.  

Overall attraction was higher for the advertisements that signalled self-transcendence 

(benevolence and universalism) values. For these advertisements, however, the level of autonomy 

(high vs. low) did not appear to influence attraction, whereas in the advertisements with self-
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enhancement (power and achievement) value signals, the presence of high autonomy led to an 

increase in attraction compared to those that signalled low autonomy. These results indicate that, 

generally, people were most attracted to advertisements that contained the values of universalism 

and benevolence, but where the values signalled power and achievement, higher autonomy signals 

acted as a buffer against the lower attraction of the values. The buffer effect may be due to the 

potential link between power and autonomy, where the value of power is defined by Schwartz 

(1994) as “Social status and prestige, control, or dominance over people and resources”, where the 

element of control can be seen as quite similar to the idea of autonomy, which has been defined as 

the amount of independence or freedom a person has in carrying out their work (Hackman & 

Oldham, 1975). As these two constructs appear to be relatively similar, someone who is more 

attracted to one may naturally be more attracted to the other. Alternatively, as universalism and 

benevolence both involve the welfare of others (Schwartz, 1994) it may be less important to have 

autonomy if the goal is to take care of other people rather than have the freedom to do what one 

wants.  

Hypotheses 1a, 1b, and 2 were not supported. A direct link emerged between advertisements 

presenting universalism and benevolence and increased attraction. This relationship was not as 

hypothesised, where if a person was high on the trait of honesty-humility their attraction would be 

higher when advertisements contained self-transcendence values (universalism and benevolence). 

On average, it appears that participants preferred roles that included the values of universalism and 

benevolence over those that presented power and achievement, regardless of whether the position 

was a paid or volunteer role or their level of honesty-humility. This may be because the sample 

mean for honesty-humility was fairly high at 3.75 (out of 5), where in a large university population 

(N = 1126) the mean was 3.23 (K. Lee & Ashton, 2009), and thus perhaps there were too few 

people with low scores on this trait to see an interaction. 

Hypotheses 3a and 4a were supported. People were more attracted to advertisements that 

presented the role as affording high autonomy over advertisements that afforded lower autonomy, 
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and attraction was stronger to advertisements with high autonomy in the paid condition compared to 

the volunteer condition. Therefore, advertisements signalling high work autonomy may have a 

higher impact on attraction when individuals are seeking paid work.  

Study 3 

Study 3 builds on Study 2 by testing the other axis/spectrum (openness to change vs. 

conservation) from the Schwartz’ values circumplex. Study 3 tested the proposed relationships 

between the personality dimension of openness to experience, the corresponding values, and the 

presence of social support on participants’ attraction to role advertisements. 

Study 3 Method 

Participants  

All participants were recruited through the online market research platform, PureProfile. 

Participants in the current study (final N = 400) were from a larger Values Project that measured the 

personalities and values of 6651 Australian residents. A subset of 2651 people who had not been 

previously surveyed about their volunteering experience, including in study 2, were added to a pool 

and randomly selected. Four hundred participants completed the survey in the volunteer (n =198) 

and paid conditions (n = 202). Participants’ mean age was 52.41 (SD = 14.64), with ages ranging 

from 18 to 75, and 62.5% were female.  

Procedure 

The procedure and analysis for Study 3 was identical to study 2 with the following 

exceptions: the content of the advertisements and the personality dimension used in the analysis 

(i.e., openness to experience). The advertisement for self-direction and stimulation (openness to 

change values) was based on an advertisement for a volunteer role with Tour De Office. The 

advertisement for tradition and conformity (conservation values) was based on an advertisement to 

volunteer for the Western Australian Army Museum. See Table 8.6 for an advertisement map 

demonstrating the variations of different advertisements. The content of the advertisements are in 

Table 8.7. Demographic and individual differences data were collected as part of the larger study. 
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Thirteen people completed the pilot survey for study 3. Where the majority of respondents 

(at least 7 out of 13) did not unanimously correctly identify the extent to which the value or work 

characteristic of interest was present in the advertisement, advertisements would be altered to 

adequately represent the intended value or work characteristic and then tested again. Across all 

advertisements most participants (minimum 7 out of 13) correctly identified the main values and 

characteristics, therefore only minor alterations were necessary, and these changes were tested with 

a further 4 participants. 

Table 8.6. 

Study 3 advertisement content map.   
Volunteer Condition  Paid Condition  

Values 
High Social 

Support (1) 

Low Social 

Support (0) 

High Social 

Support (1) 

Low Social 

Support (0) 

Self-Direction + 

Stimulation (1) 
Ad 1 (1,1) Ad 2 (1,0) Ad 1 (1,1) Ad 2 (1,0) 

Conformity + 

Tradition (0) 
Ad 3 (0,1) Ad 4 (0,0) Ad 3 (0,1) Ad 4(0,0) 

 

Table 8.7.  

Advertisement content, Conformity and Tradition versus Self-Direction and Stimulation, 

low social support versus high social support.  
Conformity and Tradition Self-Direction and Stimulation 

Would you like to delve deep into Australia’s 

history? Due to the continued expansion of 

our galleries and the increased demand from 

public visits, the Army Museum of Australia 

Foundation is seeking disciplined individuals 

to archive data. Previous military service or 

military knowledge is not necessary. We 

provide full training and the opportunity to 

help preserve Australia's great military 

heritage in the community. The individual 

must have an interest in Australia’s Military 

History, good communication skills, an eye 

for detail, and computer skills. All new 

volunteers must attend Induction and 

Military Training at the Museum. All 

volunteers are expected to arrive punctually 

to their allocated shifts.  

 

Within this organisation your work will 

involve:  

• recording important dates and historical 

facts,  

Do you want to gain events and promotions 

experience in an exciting fast-paced and 

intellectually-stimulating environment? Our 

organisation’s main event is an office based 

cycling challenge that enables companies all 

around Australia to raise funds for their 

chosen charity. This unique event focusses 

on not only raising funds, but also promoting 

a healthy and active attitude in the 

workplace. Our organisation is on the 

lookout for enthusiastic individuals to join as 

Event Coordinators. Based in the offices of 

big-name organisations, you'll be working on 

all facets of event development and 

management to ensure that the event runs 

smoothly. We are looking for motivated 

applicants with strong organisational and 

attention to detail capabilities.  

 

Within this organisation your work will 

involve:  

• managing the rider calendar,  
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Measures 

Openness to Experience. To assess participants’ personality, the full BFI-2 was used (Soto 

& John, 2016) during the initial data collection of the Values Project. This measure consists of 60 

items (12 items for each personality domain) with response options on a five-point scale (1= 

disagree strongly, 5 =agree strongly). A sample item of this scale is “Is curious about many 

different things”. The Cronbach's alphas of the five personality domains were all above .80. For the 

purposes of the current study only openness to experience was used.  

Attraction. Attraction was measured the same way as it was in study 1. The Cronbach’s 

alpha values for each advertisement across conditions for the 7-items ranged from .94 to 97.  

Attention Checks. Attention checks were conducted the same way as in study 1.  

Study 3 Results 

Descriptive Statistics 

 Table 8.8 provides descriptive statistics and the correlations between the variables. It can be 

noted from the table that there is a significant correlation between attraction and work condition, 

where attraction appears to be higher for paid advertisements compared to volunteer 

• entering data as instructed with high 

accuracy,  

• transferring written information from war 

diaries and inputting it to a computer,  

• communicating information in a manner 

that is keeping with tradition. 

• taking photos and video footage of the 

event daily,  

• creating social media status updates, and  

• directing the general 

logistics/administration of an event. 

Low Social Support High Social Support 

In this volunteer role you will be:  

• working primarily by yourself,  

• the only volunteer required at the location, 

• working with minimal supervision once 

adequately trained,  

• asked to work through difficulties 

individually  

• keeping a professional distance from other 

volunteers in order to keep on task. 

In this volunteer role you will be:  

• getting the opportunity to develop close 

friendships with other volunteers,  

• getting the chance to get to know other 

volunteers,  

• working with a supervisor that makes your 

welfare a priority  

• getting assistance from your fellow 

volunteers to help you get comfortable with 

the tasks you are given, and  

• volunteering with a supportive group of 

people. 
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advertisements. As this was a between subject variable, it appears people are generally more 

attracted to paid roles.  

Table 8.8. 

Study 3 descriptive statistics and intercorrelations between variables. 

Variable Mean SD 1 2 3 4 5 6 7 8 

1. Gender    
       

2. Age 52.41 14.64 -.10  
      

3. Open Mindedness 3.50 0.61 .11 .09  
     

4. Work Condition   -.04 -.01 -.01  
    

5. Ad 1 Attraction 3.37 1.04 .05 -.07 .05 .24  
   

6. Ad 2 Attraction 3.01 0.99 -.07 -.05 .01 .21 .66  
  

7. Ad 3 Attraction 3.51 1.05 .03 .02 .10 .19 .42 .32  
 

8. Ad 4 Attraction 3.17 1.08 -.06 .09 .02 .16 .18 .38 .66  

9. Average Attract. 

Across Ads 
3.26 0.79 -.02 .00 .06 .26 .74 .77 .80 .74 

Note. N = 400. Gender: 1 = male, 2 = female. Work condition: 0 = volunteer, 1 = paid. For all |r| ≥ 

.10, p < .05. For all |r| ≥ .13, p < .01. 

 

Unconditional Model 

The unconditional model analysis results indicated the extent to which advertisement 

attraction varied within participants (across different advertisements) and between participants, 

revealing an intra-class correlation of .411, which confirmed the presence of substantial variation 

between participants in attraction. Therefore, the remaining variance, .589, is within.  

Random Coefficient Model 

In the random coefficient model analysis, values (i.e. self-direction and stimulation, rather 

than conformity and tradition), social support and values*social support were added as predictors. 

The fixed effects of values (γ = -0.16, p <.01), social support (γ = 0.34, p <.001) were significant 

and therefore taken into account by participants when rating overall attractiveness of 

advertisements.  

To justify between level analyses, each of the predictor’s slopes and the intercept were 

tested for significant residual variance, which could be attributed to level-2 variables (Hofmann, 

1997). Results indicated that significant residual variance existed in the intercept, χ2 (399) = .172, p 

< .001. Additionally, two of the three slopes, values (χ2 (399) = .964, p < .001), and social support 
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(χ2 (399) = .411, p < .001), displayed significant slope variance. Therefore, these predictors were 

included in level-2 analyses.  

Slopes-as-outcomes Model 

In order to test the hypotheses, the slopes-as-outcomes model was specified. Table 8.9 

contains the results of the analyses.  

Table 8.9. 

Study 3 HLM Results for Attraction as the Dependent Variable  

Level and Variable Model 1.  

Unconditional 

Model 2.  

Random 

Coefficients 

Model 3.  

Slopes as 

Outcomes  

Level 1     

  Intercept (γ00)  3.27 ** (.04)  3.17** (.05)  2.35**(.39) 

  Values (γ10)  -0.16** (.06)  0.03 (.47) 

  Social Support (γ10)   0.34** (.04)  0.31 (.04) 

  Values*Social Support   0.02 (.05)  0.02 (.05) 

    

Level 2 – Intercept as Outcome    

  Openness to Experience (γ01)    0.19 (.11) 

  Work Condition (γ01)    0.85 (.54) 

  Openness to Experience*Work Condition   -0.15 (.15) 

    

Level 2 – Values Slope as Outcome    

  Openness to Experience (γ11)   -0.07(.14) 

  Work Condition (γ11)    0.13 (.64) 

  Openness to Experience*Work Condition   -0.01 (.18) 

    

Level 2 – Autonomy Slope as Outcome    

  Work Condition (γ11)    0.07 (.07) 

    

Variance Components    

  Within-person variance (σ2)  .658**   .172**  .201**  

  Intercept variance (τ00) .459**   .981**   .964** 

  Values slope variance (τ11)   .964**   .906** 

  Social Support slope variance (τ22)   .411**   .330** 

  Values*Social Support slope variance   .114   --- 

  Values intercept-slope co-variance (τ01)  -.563**  -.570** 

  Social Support intercept-slope co-variance (τ02)  -.225** -.218**  

  Slope-Slope covariance (τ12)   .152**   .109**  

    

Additional Information    

  Deviance (-2 Log Likelihood) 4404.71 4036.17  4017.71 
  Number of estimated parameters 3 14  15 

    

R2/ICC .411 .739 .017 
Note. Figures in parentheses are standard errors. Values = Openness to change (1) vs. Conservation (0).  
N = 400 

* p < .05, ** p < .01 
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Hypothesis 1c predicted that individuals with higher levels of openness to experience will be 

more attracted to organisations who signal self-direction and stimulation. Alternatively, Hypothesis 

1d predicted that individuals with lower levels of openness to experience will be more attracted to 

organisations who signal tradition and conformity. Therefore, when the values statements described 

self-direction and stimulation, rather than conformity and tradition, attraction should be higher for 

those higher on the trait of openness to experience, or alternatively, when the values statements 

described conformity and tradition attraction should be higher for those lower on the trait of 

openness to experience. This hypothesis was not supported (γ = -.036, p =.795). Hypothesis 2 

predicted that where someone has the corresponding level of the personality dimension that is 

linked to the particular values presented in the advertisement, this is more likely to lead to increased 

attraction if the person is in the volunteering condition rather than in the paid condition. This 

hypothesis was not supported (γ = -.030, p =.868). 

Hypothesis 3b which predicted a main effect of social support on attraction, was supported 

in the expected positive direction (γ = .341, p <.001), where a higher level of social support in the 

advertisement lead to higher attraction. Hypotheses 4b predicted that where advertisements present 

a high level of social support, this is more likely to lead to increased attraction if the person is in the 

volunteer condition rather than in the paid condition. This hypothesis was not supported (γ = .067, p 

=.357).  

Study 3 Discussion 

Study 3 investigated the effects of participants’ openness to experience and work condition 

on the relative influence of social support and values (self-direction and stimulation, rather than 

conformity and tradition) on advertisement attraction. There were significant main effects of values 

and social support on attraction. Values had a small yet negative effect on attraction, indicating that 

people experienced less attraction towards advertisements that contained self-direction and 

stimulation and more attraction to advertisements that contained conformity and tradition. 
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Additionally, people were more attracted to advertisements that contained a high level of social 

support compared to a low level of social support.  

Hypotheses 1c, 1d, and 2 were not supported. A direct link between advertisements 

presenting conformity and tradition and increased attraction was present. This relationship was not 

as hypothesised, where it was predicted that a person’s level of openness to experience would 

positively influence their attraction to advertisements which contained openness to change values 

(self-direction and stimulation). This finding may have to do with the advertisement itself. The 

advertisements were created to be as realistic as possible, emulating existing advertisements. It may 

be that the content of the advertisement for conformity and tradition, which emphasised helping to 

preserve Australian history by volunteering or working at a military museum, may have been more 

attractive on average by inciting patriotism and a sense of helping to preserve one’s culture.  

Hypothesis 3b was supported whereas hypothesis 4b was not. People were more attracted to 

advertisements that presented a high level of social support over advertisements that had a low level 

of social support (3b), but this effect did not differ across work conditions (4b). The work 

characteristic of social support was not one of the original five work characteristics Hackman and 

Oldham (1976) proposed, but added later by Morgeson and Humphrey (2006) as a work 

characteristic under the new subsection of Social Characteristics. Research on social support has 

indicated that it can account for up 17% of the variance in job satisfaction (Harris et al., 2007), 

therefore providing some evidence that social support is important in the paid work environment. 

Clary et al., (1998) mentioned “Social” as one of the six reasons people volunteer, where people are 

motivated to volunteer in order to build relationships with others. Therefore, it may not be 

surprising that social support appears to be important in both volunteering and paid contexts.  

General Discussion 

The current studies aimed to examine whether personality, work characteristics, and values 

influence people’s attraction to advertisements, and whether these relationships differ depending on 

the work context (paid versus volunteer). Although previous research has found links between 
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personality and volunteering (e.g., Elshaug & Metzer, 2001), as well as links between particular 

personality dimensions and individual values (K. Lee et al., 2009; Pozzebon & Ashton, 2009), the 

present research did not show support for the hypothesised links between organisational values and 

personality. Still, the studies demonstrated support for the inclusion of high levels of the work 

characteristics of autonomy and social support on increasing attraction, but only attraction to 

autonomy increased when in the paid working condition.  

Work Characteristics 

Study 2 provided some support for including a high (compared to low) level of particular 

work characteristics (i.e., autonomy and social support) in advertisements. In Study 2, this effect 

was stronger when participants were considering paid work compared to volunteer work with high 

levels of autonomy. The results did not differ based on the work condition in Study 3, where social 

support had a significant positive relationship with attraction regardless of work conditions.  

The social support results contradict the findings of Pearce (1983), who found that 

volunteers were more likely to report working for the reward of social interaction compared to paid 

workers when comparing organisations that worked on similar tasks but were predominantly staffed 

by either volunteers or employees. However, the present studies provide some support for the work 

of Boezeman and Ellemers (2009), which found that the need for autonomy was more important in 

work settings compared to volunteer settings. Additionally, Boezeman and Ellemers found the need 

for relatedness to be more important in volunteer settings. Boezeman and Ellemers argued that as 

volunteering is already a relatively autonomous task (e.g., it is not obligatory), people may feel this 

contributes to their need for autonomy already being somewhat satisfied. In contrast, for paid 

workers, satisfying this need may be more important as they are under more formal restrictions and 

are not already partaking in an optional activity. The need for relatedness is defined as wanting to 

feel a connection to others—to love and care, as well as be loved and cared for (Deci & Ryan, 

2000). Social support is defined as the extent to which a job provides the opportunity for assistance 

and advice from others, as well as opportunities for friendship (Morgeson & Humphrey, 2006). 
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Ryan and Solky (1996) have argued that social support helps people feel valued, connected and 

cared for, and therefore satisfy a person’s need to relatedness. Due to the links between the need for 

relatedness and social support, it could be argued that social support should be more attractive in a 

volunteer setting, this was not the case. Social support was equally attractive in both contexts; 

therefore, it indicates that social support may be important regardless of whether people are 

working or volunteering. Thus, social support should be included in recruitment role advertisements 

for both paid and volunteer roles if there is indeed high social support in the role.  

Values 

In the current research, attraction increased when advertisements contained the values of 

universalism and benevolence (study 2) and conformity and tradition (study 3). Although these 

values did not relate to the personality dimensions of honesty-humility and openness to experience 

as predicted, they are on the same side of Schwartz’ values circumplex. In addition to being divided 

by two broad axes, or four domains, the circumplex can also be divided into 2 categories: social 

focus (values on the left side), which deals with how a person socially relates to others and affects 

their interests, and personal focus (values on the right side), which deals with how a person 

expresses their personal interests and characteristics (See Figure 8.1; Schwartz, 2015). The current 

studies suggest that people are more attracted to advertisements that have a social focus as opposed 

to a personal focus, where the emphasis is on how one relates to others, regardless of work 

condition. Future research could further explore the relationship between attraction and 

advertisements that espouse particular values. 
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Figure 8.1. Schwartz' values circumplex (2015). Social focus is purple. 

Work Characteristics and Values 

As previously mentioned, Lievens and Highhouse (2003) argue that organisational attraction 

is a function of two types of information that individuals derive from an organisation’s brand: 

instrumental attributes and symbolic meanings. In their study, Lievens and Highhouse (2003) 

investigated predictors of the attractiveness of an organisation and found that trait inferences (i.e., 

symbolic meanings) accounted for incremental variance (r2Δ = .175) over job and organisational 

attributes (r2Δ = .162) (i.e., instrumental attributes).  

Similarly, the present studies investigated how the presence of instrumental attributes, (i.e., 

work characteristics), and symbolic meanings, (i.e., organisational values), in advertisements 

influenced attraction. Both studies found that work characteristics influence advertisement 

attraction, and although the present studies did not test people’s attraction to an advertisement when 

no values were present, people showed a preference for certain values. Therefore, the present results 

support the idea that both instrumental attributes and symbolic meanings influence attraction to an 

organisation and are therefore important to consider when constructing role advertisements.  

Limitations 

 There were at least two limitations to the current studies. The first limitation of the current 

studies was that the attraction measure was designed to capture both role and organisational 

attraction, however, these measures were extremely highly correlated, and after conducting an EFA, 
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the measure revealed only one clear factor. Therefore, the attraction to the advertisements could not 

be separated into role and organisational attraction. Without being able to separate the types of 

attraction, information is lost as to which predictors were more relevant for attracting individuals to 

a particular role or the organisation as a whole. Previous research by Slaughter and Greguras (2009) 

measuring attraction to an organisation encountered similar issues when the authors attempted to 

separate organisational attraction into attraction and intentions, the authors posited that perhaps 

attraction is not distinguishable by participants who are only considering early attraction to 

organisations (Slaughter & Greguras, 2009). 

 The second limitation is the external validity of the results due to the policy capturing 

design. Although the policy capturing design offers insight into how information about different 

values and work characteristics are weighed, the experimental control necessary limits the 

generalizability of the results. Similarly, there may have been effects on attraction related to the 

content of the advertisements (e.g., cycling vs. military) that were separate to personality, that were 

not tested. People may have a particular interest in the type of work the organisation is advertising 

that is separate to its appeal based on values.  

Future Directions and Implications 

The results support the idea that organisations seeking to recruit more volunteers or 

employees should include information about the work characteristics of the role, if the role includes 

high autonomy or social support. Organisations may also want to include information and signals 

about their values, especially if their organisation contains the values of universalism, benevolence, 

conformity and tradition. The influence of different work characteristics on attraction may vary in 

strength depending on the context (paid versus volunteer) as was seen in the study for the 

characteristic of autonomy, but not for social support. Future research should test which other work 

characteristics may vary on their influence on attraction based on whether it is for a paid or 

volunteer role.  
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Conclusion 

Overall, these studies found that including high levels of the work characteristics autonomy 

and social support, as well as the presence of the values of universalism and benevolence, and 

conformity and tradition, increase attraction to advertisements. Additionally, attraction to autonomy 

is stronger in paid contexts compared to volunteer contexts. The results suggest that advertisements 

for paid or volunteer roles do not need to differ in the values they signal, but the attractiveness of 

work characteristics may be context dependent. 
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CHAPTER 9: GENERAL DISCUSSION 

 Through this dissertation, I aimed to investigate how individuals’ personalities interact with 

the characteristics of volunteer roles and volunteer organisations to affect attraction to, and fit 

within, volunteer roles and organisations. One model containing two contexts, the job context (blue) 

and the organisational context (green), was proposed (and reproduced in Figure 9.1) as an overall 

guiding framework for the research presented here. The present chapter will discuss the summary of 

the research findings in this dissertation, discuss the theoretical and practical contributions, 

followed by a discussion on the limitations of the studies. Implications for future directions will be 

discussed throughout.  

In this dissertation, I focused on three overarching research aims. The first research aim was 

to investigate the moderating effects of job and organisational differences on the relationship 

between volunteers’ personality and their experienced person environment fit. This aim was divided 

into two more specific sub-aims. The first, research aim 1a, was to investigate the moderating effect 

of volunteer work role characteristics on the relationship between volunteers’ personality and their 

experienced fit with their volunteer roles. Previous theoretical work, such as the theory of 

purposeful work behaviour (TPWB), has proposed the interaction of particular work characteristics 

and personality dimensions to meet particular needs (Barrick et al., 2013). Further, some previous 

research has tested parts of the TPWB with different outcomes (Frieder et al., 2018; Hurst et al., 

2019; R. W. Smith & Denunzio, 2020; Yuan et al., 2018). Nonetheless, previous research has not 

Individual Differences 

Personality 

Organisational Differences 

Job Characteristics 

Organisational Values 

Attraction 

Job 

Organisation 

Person Environment Fit 

Person Job Fit 

Person Organisation Fit 

Study 1 Study 2 & 3 

Figure 9.1. Combined attraction and fit model with studies indicated. 
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tested the interactions proposed in TPWB on the outcome PJ fit, nor has the theory been 

investigated in a volunteer setting. 

Research aim 1b was to investigate the moderating effect of organisational values on the 

relationship between personality and experienced PO fit. Previous research has examined similar 

variables to those in the organisational context model by investigating personality, PO fit, and 

organisational attraction (e.g., Cable & Judge, 1996; Judge & Cable, 1997). Yet research has not 

previously tested the current model proposed which includes the moderating role of organisational 

values (as conceptualised through the Schwartz values) between personality and organisational 

attraction and fit, nor has it been investigated in a volunteer context. 

The second research aim was to evaluate whether signals in volunteer advertisements 

describing work characteristics and organisational values can affect the attraction of people to these 

advertisements, as a function of these people’s personalities. Past experiments have been conducted 

by manipulating recruitment materials to assess attraction of different personalities to paid roles 

(Stevens & Szmerekovsky, 2010), some experiments have used organisational culture as a predictor 

of attraction (similar to values; e.g., Judge & Cable, 1997), and others have used organisational 

characteristics (similar to work characteristics; e.g., Carless & Imber, 2007). In the context of 

volunteering, Boezeman and Ellemers (2008) investigated how signals in recruitment materials 

about an organisation’s past success and support available for volunteers influences attraction. 

Nonetheless, it has not previously been experimentally tested whether manipulating organisational 

values and work characteristics in volunteer role advertisements can increase attraction. 

Finally, the third research aim was to investigate whether the paid versus volunteer work 

context moderates the relationship between role/organisational differences (values and work 

characteristics) and attraction to roles described in advertisements. Although studies have been 

conducted on the influence of work characteristics on fit, attraction, and other outcomes in paid 

work and volunteer work contexts (e.g., Millette & Gagné, 2008; Zacher, Dirkers, Korek, & 

Hughes, 2017), previous research has not compared the two contexts directly. Therefore, research 
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has yet to test either of the contexts of the proposed model in a volunteer setting, as well as conduct 

studies comparing differences in paid and volunteer attraction.  

Summary of Findings 

 Study 1 investigated the potential moderators of the relationship between personality and PE 

fit in volunteers. In this study, both contexts of the model were tested among a sample of 

volunteers, specifically investigating the influence of their volunteer work role characteristics and 

values on their experienced PE fit within their volunteer organisation. In the job context, TPWB 

was used as a guide to specify potential interactions between personality and work characteristics 

on volunteer PJ fit. There was a significant interaction between task significance and extraversion 

whereby a relative absence of task significance negatively affected the PJ fit of individuals with 

higher levels of extraversion. None of the other predicted interactions were observed. Altogether the 

results indicated that all volunteers benefit from higher task significance, but the PJ fit of people 

high on extraversion is more negatively influenced than those lower on extraversion, by reductions 

in task significance. As volunteers tend to be more agreeable and extraverted than non-volunteers 

(Elshaug & Metzer, 2001), volunteer roles affording lower levels of task significance may be at an 

increased risk of having less satisfied volunteers, which might lead to increased turnover. 

 In the organisational context, I drew from the research by Pozzebon and Ashton (2009) as a 

guide to investigate potential interactions between personality and organisational values on PO fit, 

however none of the predicted interactions were significant. Instead, two unpredicted positive main 

effects emerged with the values of altruism (i.e., benevolence) and authority (i.e., 

conformity/tradition) on PO fit. The positive main effect of altruism on PO fit may be due to people 

not being likely to experience good fit when volunteering for an organisation that does not appear to 

be “of service to society” or “contributing to humanity” as the altruism construct indicates. Perhaps, 

volunteers in organisations with a clear hierarchy and authority may be more organised in managing 

their volunteers, and hence volunteers in such organisations experience better socialisation and fit. 
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 Study 2 and 3, presented in Chapter 8, experimentally tested participants’ attraction to 

advertisements that differed on their value and work characteristic content. The first study 

investigated the effects of participants’ honesty-humility and work (versus volunteer) condition on 

the relative influence of autonomy and self-transcendence (vs. self-enhancement) values on 

attraction. The second study in Chapter 8 investigated the effects of participants’ openness to 

experience and work condition on the relative influence of social support and openness to change 

(vs. conservation) values on advertisement attraction. 

Across both studies, the hypotheses suggesting that attraction would increase when the 

organisational values presented matched the personality of the individual, were not supported. 

Additionally, the hypotheses suggesting this effect would be stronger in the volunteer condition 

were also not supported in either study. However, the two studies suggest that people are more 

attracted to advertisements that have a social focus, meaning they contain the values of universalism 

and benevolence (study 2) and conformity and tradition (study 3), as opposed to a personal focus, 

which are the values of power and achievement (study 2) and self-direction and stimulation (study 

3), where the emphasis is on how one relates to others, regardless of work condition. 

Results varied slightly across studies in regard to the hypotheses about the presence of 

different levels (high vs. low) of work characteristics in advertisements. Study 2 supported the 

hypotheses that people would be more attracted to advertisements that presented the role as 

affording high autonomy, over advertisements that described roles with low autonomy. Further, 

attraction was especially stronger to advertisements with high autonomy in the paid condition 

compared to the volunteer condition; that is, autonomy seemed to be valued to a greater extent for 

paid work roles than for volunteer work roles. In Study 3, people were more attracted to 

advertisements that presented a high level of social support over advertisements that had a low level 

of social support, but this effect did not differ across work conditions. Therefore, autonomy appears 

to have a stronger influence on attraction in a paid condition whereas social support is equally 

important in both paid and volunteering conditions. As Boezeman and Ellemers (2009) argued that 
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volunteering is already a comparatively autonomous task (e.g., it is not mandatory), people may 

already feel their need for autonomy is somewhat satisfied. Constrastingly, for paid workers, this 

need may be more imperative as they endure more formal restrictions and are not partaking in an 

optional activity. Additionally, it may be that volunteers expect that they will be afforded relatively 

less autonomy in their volunteer roles (when compared to their paid roles) as people often volunteer 

to help out where help is necessary, therefore might be more open to being told what to do and how 

to do it.  

Therefore, my research suggests organisations seeking to recruit more volunteers or 

employees should include information about the work characteristics of the role, if the role includes 

high autonomy or social support. Organisations may also consider including information and 

signals about their values, especially if their organisation contains the values of universalism, 

benevolence, conformity, and tradition. 

Theoretical Contributions 

 Considering the aforementioned results, a number of theoretical contributions to the 

volunteer attraction and PE fit research areas were made and will now be discussed in relation to the 

four research aims. Research aim 1 was to investigate the moderating effects of job and 

organisational differences on the relationship between volunteers’ personality and their experienced 

person environment fit. This was further subdivided into two more specific aims described below.  

 Research aim 1a was to investigate the moderating effect of work characteristics on the 

relationship between personality and PJ fit. Study 1 investigated this relationship using the TPWB 

as a guide for which work characteristics interact with which personality dimensions to influence PJ 

fit in a volunteer setting. The results did not demonstrate strong support for the hypothesised links. 

Study 1 resulted in only one significant predicted interaction out of a potential 17. Therefore, the 

research conducted in this thesis only provided minor support for using the TPWB as a guide to 

measure fit within a volunteer role.  
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It is possible that the personality and work characteristic interactions as projected by the 

TPWB can work as predictors of experienced meaningfulness, as is proposed by TPWB, but not as 

a predictor of PJ fit. A study by Frieder et al. (2018) provides some evidence for individuals with 

person-job congruent traits experiencing more meaningfulness, but important to note is that all 

participants were in the same role and organisation, and therefore they only tested the interactions 

with the personality traits that were relevant (i.e., conscientiousness, openness to experience, and 

extraversion). Thus, further research is needed to indicate whether any other interactions proposed 

by TPWB are supported, and whether they are supported across different roles and organisations.   

Perhaps it may be possible that people can experience PJ fit without experiencing 

meaningfulness, for example, a person may possess the characteristics that align with those of the 

organisation but do not experience the work as meaningful. Contrary to this notion, previous 

research has found that when the PJ fit of individuals increased so did their experienced 

meaningfulness (Tims et al., 2016). Therefore, it may be a different variable, perhaps the context in 

which the individuals are in (e.g., paid vs volunteer), that has influenced the results.  

In their study, Van Vianen, Nijstad, and Voskuijl (2008) argued that fit when beginning a 

volunteer role is likely to be higher than it would be in a paid job as volunteers have more choices 

and are unlikely to volunteer somewhere they do not believe they will fit. As many VIOs exist and 

volunteers are in demand, potential volunteers likely have many options as to which organisation 

they give their time. This will mean that considerations regarding PE fit (especially PO fit and PJ 

fit) are likely to be at the forefront for a volunteer; as they have the option to choose. Additionally, 

as volunteers are not bound to their roles for economic reasons, they have more freedom to leave if 

they do not experience an adequate level of fit (van Vianen et al., 2008). Paid roles, however, are 

far more difficult to secure. Individuals need to apply for a role, which can be time consuming as 

well as survive a selection process. Further, paid workers may not have the luxury to wait to find 

the perfect fit when seeking a job. Thus, people may not feel they can simply ‘choose’ where to 

work. The effect is that PO and PJ misfit at selection is more likely to occur in paid settings than 
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volunteer settings. Therefore, it may not be possible to use the TPWB to predict PJ fit in people 

who are already volunteering, as PJ may be relatively high for volunteers already, meaning it may 

be harder to identify mismatches in personality and work characteristics if most people match quite 

well; in other words, mismatches are less likely to occur, and when they do occur, turnover may be 

swift. Therefore, to further explore whether it is matching personalities and work characteristics that 

lead to higher PJ fit, future research needs to be conducted on these potential interactions across 

different contexts. A policy-capturing study guided by TPWB, could be conducted to determine 

whether people’s anticipated PJ fit increases when role advertisements contain work characteristics 

that appeal to people with high levels of corresponding personality traits. This is the first study 

testing the TPWB in the prediction of PJ Fit, and the first to test this theory in a volunteer context, 

extending the literature on this theory.  

 Research aim 1b was to investigate the moderating effect of organisational values on the 

relationship between individuals’ personalities and their PO fit. Previous research has examined PO 

fit through testing personality congruence, the match between people’s personality and the 

personality of their organisation, as well as through value congruence, the match between people’s 

values and those of the organisation, but Study 1 is the first study to test PO fit through an 

individual’s personality and the values of an organisation. Previous research has found personality 

to be an important source of organisational values (Judge & Cable, 1997) and in the current 

research the proposed interactions between personality and organisational values were guided by 

the links previously found between personality and individual values by Pozzebon and Ashton 

(2009). The current research in this dissertation did not demonstrate support for the proposed 

moderating relationships. Perhaps the links between personality and personal values found by 

Pozzebon and Ashton (2009) do not extend to organisational values. This is the first study to test 

the moderating effect of organisational values on the personality and PO fit relationship in a 

volunteer context, extending the literature on PE fit theory.  
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 The second research aim was to evaluate whether signals in volunteer advertisements 

describing work characteristics and organisational values can affect the attraction of people to these 

advertisements, as a function of these people’s personalities. Study 2 and 3 demonstrated support 

for this hypothesis. In the two studies advertisements presenting different values and work 

characteristics yielded different levels of attraction. Although we did not find support for 

organisational values and work characteristics moderating the relationship between personality and 

PE fit, evidence supports a main effect of these characteristics on PE fit. Therefore, the results from 

study 2 and 3 support the E component of PE fit, but does not support the interaction between P and 

E on attraction. As these studies measured attraction rather than PE fit directly, these results 

indicate that perhaps the E component has a stronger influence on attraction than the interaction of 

P and E. As only one personality trait was investigated in each study it is not possible to determine 

whether P or E is a stronger predictor of attraction only that E appears to be quite influential on 

attraction. This extends the literature on the theory of PE fit as measured through attraction.  

Finally, the third research aim was to investigate whether the paid versus volunteer work 

context moderates the relationship between role/organisational differences (values and work 

characteristics) and attraction to roles described in advertisements. Johns (2006) emphasised the 

importance of context in research, indicating that a model may work perfectly well in one context 

but fail to find any significance in another. The results of study 2 and 3 yield support for this 

hypothesis. This is the first study, to the best of my knowledge, to experimentally test with a policy 

capturing study the differences in attraction across a volunteer and work sample using both values 

and work characteristics. Thus, this research extends the literature on PE fit in regards to how it 

may influence attraction across different contexts. Studies 2 and 3 provide evidence for the 

influence of different work characteristics on attraction varying in strength depending on the 

context (paid versus volunteer). Future research might investigate which other work characteristics 

may vary on their influence on attraction based on whether it is for a paid or volunteer role. By 

further understanding how attraction to paid and volunteer roles vary, organisations who have both 
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paid and volunteer staff can tailor their recruitment to effectively recruit well-fitting candidates in 

either context.  

Overall, the current research extends the literature on PE fit theory through examining 

different ways PE fit can be conceptualised (i.e., through personality and the characteristics of jobs 

and organisations), how these conceptualisations influence attraction, and whether PE fit differs 

across paid and volunteer contexts.    

Practical Contributions 

 The findings from the current research have utility for VIOs seeking to attract and retain 

volunteers who will fit in their roles as well as their organisation. In Study 1, task significance was 

found to moderate the relationship between extraversion and PJ fit. Additionally, positive main 

effects were found for the work characteristics of social support, power, task significance, feedback 

from others, autonomy, task variety, task identity and feedback from job/other on PJ fit and main 

effects were found for the organisational values of altruism and authority on PO fit. The results 

provide some indication as to which work characteristics and values can lead to higher PJ and PO 

fit in volunteers. As task significance moderated the relationship between extraversion and PJ fit, 

and many volunteers tend to be high on extraversion, VIOs may want to ensure they design roles 

where volunteers will have the opportunity to influence the lives or work of others. Many volunteer 

roles may already contain high task significance as volunteering essentially is “time willingly given 

for the common good” (Volunteering Australia, 2019), but for those VIOs that do not already 

contain relatively high task significance, this may be an important issue to address.  

Many different work characteristics exhibited a main effect on PJ fit, the strongest being 

social support and power. The organisational values with a main effect on PO fit were altruism and 

authority. Therefore, fit with a volunteer role appears to be higher when the role includes social 

support and power, and fit with a volunteer organisation appears to be higher when the organisation 

values altruism and authority. VIOs can aim to design roles that involve high social support and 
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power, as well as try to incorporate altruism (i.e., benevolence) and authority (i.e., 

conformity/tradition) at an organisational level in order to improve volunteers’ PE fit.  

The findings from Studies 2 and 3 offer substantial utility for both paid and volunteer 

organisations seeking to attract volunteers or employees. Organisations seeking to recruit more 

volunteers or employees should include information about the work characteristics of the role, if the 

role includes high autonomy or social support. Recruiters may also consider including information 

and signals about their values, especially if their organisation contain social focus values such as 

universalism, benevolence, conformity and tradition. The results suggest that advertisements for 

paid or volunteer roles do not need to differ in the values they signal, but the attractiveness of work 

characteristics may be dependent on whether the advertisement is for a paid or volunteer role. By 

further understanding how attraction to paid and volunteer roles vary, organisations who have both 

paid and volunteer staff can tailor their recruitment, and potentially the roles, to effectively recruit 

well-fitting candidates. As the context appears to change how attractive different work 

characteristics are to individuals, future research could test the TPWB in policy-capturing studies 

for both paid and volunteer work to investigate whether the strength of the interactions as predictors 

of different outcomes (i.e., fit and attraction) varies across contexts.  

Limitations and Further Future Directions 

 There are some limitations to the presented studies in this dissertation. Each of these issues 

will be addressed below with suggestions for future research.  

One of the main limitations of study 1 was the potential range restriction and ceiling effects 

of both PJ and PO fit. Both types of fit were relatively high at 4.2 and 4.3 out of a maximum 5. As 

volunteers are not economically bound to their roles, they may be more likely to leave when they do 

not experience fit in their roles (van Vianen et al., 2008). Furthermore, only participants who had 

volunteered at least 60 hours for the same organisation were allowed to participate in order to 

ensure they were familiar with the work characteristics of the role. It is likely the sample was 
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limited to people who were presumably happy enough in their roles to stay in them for 60 hours or 

more, therefore PJ and PO fit scores were relatively high. 

Additionally, the theory of work adjustment posits that jobs are satisfying when 

organisations and individuals make adjustments to increase the amount of correspondence between 

individuals and the environment (Dawis & Lofquist, 1984). Consequently, PJ fit may increase over 

time in relation to how long a person has been in a particular role. Therefore, by limiting 

participants to those who have been in their roles for at least 60 hours we may have inadvertently 

chosen participants with higher PJ fit than individuals who would have only just started 

volunteering at an organisation. Future research should test the links proposed by the TPWB in 

wide range of paid workers and volunteers, ranging from people who have just started to people 

who have been volunteering or working with the same organisation for quite some time. By 

conducting research with various levels of tenure in the role PJ fit is more likely to vary and it may 

allow for a better indicator as to whether the TPWB can in fact apply to a volunteer setting as well 

as a paid one. Additionally, to further test the TPWB, future research should examine whether different 

mediators may be key mechanisms for explaining the proposed personality and work characteristic 

interactions. It may be the case that the interaction between P and E can influence outcomes without having a 

significant effect on PE fit. As the current research was guided by limited available theoretical and empirical 

research linking these particular P’s and E’s further research should be conducted to confirm potential links 

and mechanisms driving them.  

Based on the results of Study 2 and 3 some limitations are discussed, and future research is 

suggested. In these two studies the attraction measure was designed to capture both role and 

organisational attraction, however, these measures were highly correlated, and after conducting an 

EFA, the measure revealed only one clear factor. Therefore, the attraction to the advertisements 

could not be separated into role and organisational attraction.  

Without being able to separate the types of attraction, information is lost as to which 

predictors were more relevant for attracting individuals to a particular role or the organisation as a 

whole. Previous research by Slaughter and Greguras (2009) measuring attraction to an organisation 
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had similar issues when the authors attempted to separate organisational attraction into attraction 

and intentions, the authors posited that perhaps attraction is not distinguishable by participants who 

are only considering early attraction to organisations (Slaughter & Greguras, 2009).  

Similarly, the results in studies 2 and 3 may be due to the brevity or lack of information 

given to participants in the policy capturing task about the different roles. In study 1, PJ and PO fit 

were able to be distinguished, which may be attributed to volunteers having been in their roles for 

the equivalent time of at least 60 hours and thus they are more knowledgeable about the nuances 

between their particular roles and the organisation they volunteer for, and can clearly distinguish the 

two. In Study 2 and 3 the separation between job and organisation may be a lot harder to distinguish 

between four brief advertisements that are only about a page long each. 

Cable and Turban (2001) proposed that the existing beliefs an individual has about an 

organisation influences how the individual interprets the organisation’s recruitment or selection 

activities. In the current research, in order to ensure participants did not have pre-existing beliefs 

about the organisations described in the experiments, hypothetical organisations were created based 

on real advertisements. As precautions were taken to ensure the organisations described did not 

clearly link to existing organisations, it may be that participants did not have the same level of 

connection with potential recruiting organisations as they would in real life. This is likely why 

Study 1 participants made a more clear distinction between their roles and organisations than did 

those in Study 2 and 3. Hence, it may not be feasible to attempt to separate attraction into different 

types at very early stages in attraction without including more extensive information about the 

different organisations. Therefore, future research should either include more detailed descriptions 

of hypothetical organisations or choose existing organisations and control for participants’ existing 

knowledge of those organisations. These alterations would allow the testing of the different impact 

organisational values and work characteristics have on people with varying personalities in terms of 

their attraction to the different jobs and organisations advertised.  
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Conclusion 

The research presented in this dissertation contributes to the understanding of how 

individuals’ personalities interact with the characteristics of volunteer roles and volunteer 

organisations to affect attraction to, and fit within, volunteer roles and organisations. The overall 

trend in this dissertation is that people tended to be more attracted to organisations advertised as 

having particular organisational values (e.g., benevolence) and work characteristics (e.g., social 

support). However, people tended to be more attracted to autonomy when these were for paid 

positions than volunteer positions, whereas social support was equally influential on attraction in 

both conditions. In other words, for the most part organisational values and work characteristics did 

not act as moderators between personality and PE fit, nevertheless people tend to be more attracted 

to particular organisational values and work characteristics, and the presence of work characteristics 

in advertisements has a varying effect on attraction depending on whether the advertisement is for a 

paid or volunteer role. With these results, this dissertation extends the current research on 

volunteering, personality, PE fit, TPWB, organisational values, and attraction.  
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