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ABSTRACT 

 Corporate recruiting videos are the first point of contact many prospective 

employees will have with a potential employer. They serve as a first glimpse into the 

lifestyle and work environment a firm will supply to an employee, making them 

paramount to the recruiting process. Existing research shows Millennials possess 

different internal motivators when it comes to work that they search for when viewing 

corporate recruiting videos. Companies primarily targeting Millennials as potential 

employees are broadcasting videos that possess drastically different characteristics than 

firms primarily employing older generations. Firms should take note of how their 

corporate recruiting videos are either accurately or inaccurately reflecting the internal 

motivators of their target employees. This exploratory study seeks to elucidate some of 

the differences in these videos and provide examples for managers to utilize in creating 

change internally in the company recruitment process. 

 

 

  



Vaccaro 4 

Table of Contents 

Millennials and Effective Motivation ..................................................................................... 5 

Introduction ................................................................................................................................. 5 

Literature Review ....................................................................................................................... 7 
Generational Studies ............................................................................................................................ 7 
Comparative Studies ............................................................................................................................ 8 
Observational Studies .......................................................................................................................... 9 
Findings from Comparative and Observational Studies ............................................................. 9 
General Psychology Influencing Millennial Thought ............................................................... 10 

Research Methodology ........................................................................................................... 11 
Selecting and Gathering the Videos .............................................................................................. 12 
Coding .................................................................................................................................................. 13 
Hypotheses ........................................................................................................................................... 15 

Research Findings ................................................................................................................... 16 
The People ........................................................................................................................................... 16 
The Place .............................................................................................................................................. 17 

Indoor/Outdoor Locations .......................................................................................................................... 17 
Eateries ............................................................................................................................................................. 18 

Intangibles ........................................................................................................................................... 18 
Video Qualities .............................................................................................................................................. 18 

Other Notable Findings .................................................................................................................... 19 

Discussion .................................................................................................................................. 20 
Hypothesis A1: Supported ................................................................................................................ 20 
Hypothesis B1: Supported ................................................................................................................ 21 
Hypothesis C1: Supported ................................................................................................................ 21 
Hypothesis D1: Supported ................................................................................................................ 22 
Hypothesis A2: Refuted .................................................................................................................... 22 
Hypothesis B2: Supported ................................................................................................................ 23 
Hypothesis C2: Supported ................................................................................................................ 23 
Limitations .......................................................................................................................................... 24 
Opportunities for Future Study ..................................................................................................... 25 

Implications ............................................................................................................................... 26 
Real Life Relevance ........................................................................................................................... 26 
Actionable Items for Companies .................................................................................................... 27 

Conclusion ................................................................................................................................. 28 

Appendix .................................................................................................................................... 31 
Literature Review .............................................................................................................................. 31 
Coding Spreadsheet for Corporate Recruiting Videos ............................................................. 33 

Works Cited .............................................................................................................................. 41 
 



Vaccaro 5 

Millennials and Effective Motivation 

Introduction 
Millennials continue to flood the job market as the most educated generation to 

date out of four-year universities across the nation. According to the U.S. Census Bureau, 

Millennials (those born between 1982 and 2000) now number 83.1 million and account 

for more than one fourth of the nation’s population. That is over 7 million more in 

numbers than the aging Baby Boomer generation leaving the work force. In other terms, 

Millennials will constitute over half of the U.S. workforce within the next decade. This 

new generation of eager, educated young workers poses an immense resource for 

managers, perhaps even superior than their predecessors. For instance, a study in the 

Journal of Business Psychology shows that Millennials tend to score higher in studies on 

characteristics such as self-esteem and assertiveness than other observed and studied 

generations (Deal, 2011).  

Millennials also demonstrate an unparalleled ability to utilize and maximize 

technology in new and unique ways to accomplish business objectives. Common 

knowledge and observation has shown that Millennials are able to leverage “technology 

as a ‘sixth sense’ and as a fully integrated way of interacting with the world” (Hershatter, 

2010). Clearly, Millennials maintain an entirely new skillset compared to other 

generations in the workforce. Today’s competitive landscape requires businesses to 

incorporate technology throughout one’s operational procedures. Companies who fail to 

keep pace with the growing trend of evolving technology tend to fail also as a company 

(see Blockbuster and Radio Shack amongst numerous others). Therefore, acquiring 

talented employees who lived in close conjunction with technology enables firms to 
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immediately gain a competitive advantage by maintaining an adept workforce. In light of 

this increasingly important challenge facing companies today, Millennials possess 

untapped potential valuable to the future and growth of firms in the global business 

landscape.  

However, most companies today struggle to attract valuable Millennials as 

employees both in and entering the workforce. Many managers remain discontent with 

the newest members of the workforce due to “stories decrying the perceived neediness, 

disloyalty, sense of entitlement, and overall casualness in Millennials’ approach to work” 

(Thompson, 2012). Firms everywhere are prone to believe that Millennials are incapable 

of becoming self-motivated, independent contributors to the company without constant 

supervision and guidance. Moreover, managers today are frustrated by Millennials’ 

perceived air of entitlement, demanding higher pay and greater work-benefits than ever 

before. Research has demonstrated that differing generations create tension and 

misunderstandings with firms simply because they hold differing (and often inaccurate) 

perceptions of each other. These caustic stereotypes create misunderstandings between 

manager and prospective employee which bleed into companies’ attempts to recruit and 

retain talented young Millennials. Managers attempting to create talented, synergetic, and 

a cross-functional workforce should seek to understand these deep-rooted biases and 

incorporate them into their messages directed at Millennials. It is imperative for effective 

managers to adequately understand the differences that arise when attracting and 

retaining Millennials. 

At the same time, many Millennials exiting universities to join the workforce hold 

unprecedented amounts of student loan debts and are eager to find employment. This has 
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created a competitive environment where the brightest among the Millennial generation 

are vying for employment with top companies, and top companies are likewise vying to 

recruit the brightest Millennials. Combine this with a technologically adept generation 

and one can see how managers are forced to evolve their recruiting tactics from 

traditional approaches. This scenario then begs the question, how are companies today 

using technology to reach talented members of the Millennial generation? 

This thesis serves to first identify the motivating factors compelling Millennials to 

behave in the observable ways we see in the workforce today. Then, I will use this 

information to determine whether or not the recruiting efforts (specifically corporate 

recruiting videos) for major firms reflect these values. In other words, are corporations 

showing Millennials what they want to see in their recruitment videos in order to attract 

top performers? 

Literature Review 

Generational Studies 
Many major researchers have studied cross-generational behaviors, comparing 

and contrasting different generations to find correlations between them. Managers 

continually seek newer information to better understand their subordinates by funding 

large, sophisticated studies examining potential differences between generational cohorts 

based on their work-related attitudes, values, wants, and needs. It is worth noting that the 

main body of research available on the behavioral dispositions of different generations 

falls into two categories: comparisons of two generations or a thorough examination of 

the existing and observable traits of a specified generation.  
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Comparative Studies 

The first type of study conducted on this topic is a comparison of two generations 

to highlight potential points of difference that may arise in the workplace. Most often, 

this field of study examines an older generation stereotypically placed in the management 

role while the younger generation is positioned as the reporting, subservient role.  The 

hypothesis behind the research is that substantive differences exist between employees of 

different generations in today’s workplaces that can be understood from careful 

observation and objective testing. Moreover, these generational differences generally 

stem from people who have lived through the same events at the same stages of life, 

shaping their values and beliefs. Therefore, one is compelled to believe that large groups 

of people of similar age and life experience will exhibit similar tendencies, preferences, 

and modes of thinking. These similarities make generational cohorts more quantifiable, 

uniform throughout, and comparable as individual generations. However, the existing 

research is not as objective as one would hope. The majority of existing research utilizes 

non-empirical sources which ultimately amounts to faulty, subjective conjectures 

published about Millennials that are confusing, contradictory, and misleading. Businesses 

relying on these studies pour hundreds of thousands of dollars into recruitment campaigns 

and videos that feature in-house gyms, on-site laundry and massages, meditation rooms in 

hopes that these videos will attract young talent. Clearly, managers in businesses today 

are relying upon scant information to take educated guesses on motivating factors for 

Millennials entering the workforce, and subsequently broadcasting these “perks” as the 

most enticing reasons for joining the firm. Moreover, if these studies show Millennials 

are vastly different from previous generational cohorts, then the way firms spend money 
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to attract Millennials should be vastly different as well. In this way, managers make 

flawed assumptions that cost millions of dollars annually for little return in employee 

attraction or retention.  

Observational Studies 

The second broad category of research available in the field today is observational 

studies of Millennials. These studies target identifiable characteristics demonstrated by 

Millennials as reported by managers nationwide. Specifically, highly problematic 

characteristics for managers such as disloyalty, lack of self-reliance, and neediness 

become the primary focus of these studies. Researchers empirically obtain and screen a 

group of Millennials to then inquire about specific aspects of their occupations. These 

surveys yield quantitative data sets that are manipulated through complex statistical 

analysis to generally fit the hypothesis of the writer. Consequently, multiple research 

projects returned results that are hardly compatible or in alignment with other research 

projects.  

Furthermore, these observational studies generally omit feasible, tangible 

solutions to managers struggling to attract Millennials; researchers have the information 

necessary to make valid and supportable recommendations to current businesses, yet 

simply fail to do so. This fact is a major reason we observe companies taking extraneous 

measures to attract Millennials who are the sufferers of disorganized and inconsistent 

research. 

Findings from Comparative and Observational Studies 

 Comparative studies show that Millennials place higher priority on different 

aspects of their occupation than other generations currently in the workforce. Each study 
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consulted denotes slightly different primary motivators for Millennials, yet highlight the 

disparity between Millennials and other generations. One study by Seleste Lunsford 

asserts that Millennials of all generations surveyed exhibited the weakest desire for 

schedule flexibility and time off work, yet demonstrated the strongest for opportunity in 

professional and career advancement at work. Another study from the Journal of 

Management states that Millennials are less altruistic in their understanding of their job 

than other generations. Contrarily, the study reported by the UNC Executive Journal 

shows Millennials value meaningful work more so than older generations who placed a 

priority on high pay when considering their occupation. 

 Observational studies also report the contrasting dispositions of Millennials and 

older generations, but also attempt to provide advice to firms on how to better manage 

their young employees. These studies promote altering the traditional boss-employee 

relationship to resemble a close knit, coaching style mentorship with continual feedback 

opportunities. Moreover, these studies encourage managers to tailor their own leadership 

style to that of employees, placing the onus on managers to mend relationship with their 

employees. While inspiring for managers, the advice from these studies is vague by 

nature and does little to illuminate how companies are working to attract new employees 

to the company. Rather, the focus is on existing employees and working to provide them 

the best experience possible at the firm.  

General Psychology Influencing Millennial Thought 

 Additionally, one should note several several foundational concepts of human 

psychology that are significant influencers for any viewer of corporate recruiting videos.  
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The overarching concept of human psychology relevant to this study is perceptual bias, 

which is any predisposition one carries causing them to perceive the world around them 

differently. More specifically, perceptual bias manifests itself in two distinct forms when 

viewers watch corporate recruiting videos. First, viewers are subject to the similar-to-me 

bias, a mode of thinking where one is naturally drawn to like those with those who 

physically look similar to one’s self. Viewers are innately driven to like videos that 

feature people who look similar to them in race, gender, age, etc. Firms who display 

employees that resemble their audience will have greater success than firms who do not. 

Secondly, firms should understand the first impression error. This bias compels one to 

make initial judgments about someone or something, whether positive or negative, and 

subsequently collect evidence to support their conviction while ignoring any countering 

evidence. Since corporate recruiting videos are the first touch point for many potential 

employees, the first impression bias can either direct these employees towards or away 

from the firm based on how they feel watching that single video.   

Research Methodology 

I chose to conduct an exploratory research study investigating the strategies 

companies use to recruit employees to their firm specifically through the use of videos. 

My goal was to understand the different ways companies sell the opportunity work at the 

firm, and determine the effectiveness of these videos when viewed by different 

generations. Therefore, an exploratory study allows for the careful consideration of both 

factors when collecting and viewing these videos.  
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Selecting and Gathering the Videos 

To begin, I sought to identify several corporations that have been known to 

effectively recruit and retain Millennials as well as several corporations that target and 

retain older generations. Theoretically, this would allow for distinct points of similarity 

and difference between the two data groups to demonstrate how these corporations’ 

recruitment videos are actively influencing their workforce generational makeup. I then 

consulted contemporary articles created by Forbes delineating the most attractive places 

for Boomers to work as well as the most attractive places for Millennials to work. I also 

informally interviewed my colleagues who by age are a part of the Millennial generation 

to gather an understanding of where they would enjoy working after college. 

Additionally, I consulted Texas Christian University’s primary career advisor for her 

breadth of knowledge on companies that have typically recruited heavily in the 

Millennial or other generations. Through this process, I created a list of 10 companies 

from each data group (Millennial oriented companies and older generation oriented 

companies), summing to 20 companies in total. I then attempted to recreate the typical 

research process for Millennials seeking to learn more about a potential employer by 

searching the firm’s name along with “recruiting video” in the search bar. From there, I 

identified the overarching video that most accurately depicted employment at that 

corporation as a whole. Unfortunately, several of the companies I had chosen did not 

have corporate recruiting videos to be viewed on the Internet, and were therefore 

excluded from this study. It is worth noting, some of the corporations targeted had 

multiple recruiting videos organized as a series to highlight specific aspects of the work 

environment. For comparability’s sake, these videos were excluded as well from the 
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study in order to maintain objectivity in comparing one corporation’s recruiting video to 

the others. The final list of companies observed numbers 13 in total and is broken down 

further as seven Millennial oriented companies and six older generation oriented 

companies. Twitter, Dropbox, Starbucks, Facebook, Air BnB, H&M, Lululemon 

constitute the Millennial oriented companies studied. Robert W Baird, Ford, PepsiCo, 

First American Financial, Ernst & Young, and Credit Acceptance constitute the older 

generation oriented videos.  

Coding 

 In this project, the goal is to compare and contrast the main corporate recruiting 

video for multiple companies in multiple categories. Therefore, the first step in creating a 

viable study is to define factors influential to the attractiveness of these videos to 

different generations that can be observed, recorded, and compared. I consequently 

enumerated 22 unique elements common to these corporate recruiting videos that have 

the potential to attract or disenchant Millennials and older generations based upon the 

findings of existing research. These elements range in what they address, but each 

element addresses a portion of observed motivational factors for these different 

generations.  

The elements fall into four categories: the people, the place, the intangibles of the 

work environment, and the qualities of the video itself. Underneath the umbrella of the 

people, I observed and coded each video for the visual representation of race, age, 

gender, and overall attire of the employees shown. This portion specifically targets the 

potential for the similar-to me bias to take effect in recruiting Millennials. Moreover, 
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according to this theory, Millennials should be more attracted to corporations whose 

videos show people who look to be in the same age group.  

Secondly, the place category refers to the physical location shots shown 

throughout the video: indoor locations, outdoor locations, casual meeting spaces, formal 

meeting spaces, board rooms, outside work functions, and eateries. These elements 

reflect the work environment of the company as well as the relative importance to the 

company of certain aspects of employment. For instance, videos containing more footage 

of highly social areas such as outdoor areas, outside-work functions, and eateries suggest 

that these companies value work-life balance and teamwork more so than self-reliance, 

hard work, and leisure time. Consequently, the setting of these videos alters the message 

portrayed to the viewer.  

The third element of these corporate recruiting videos, and the most crucial, are 

the intangibles of the work environment advertised both directly and indirectly. These 

coded factors quantify the firm’s promotion of work attitudes like fulfillment, 

community, opportunity for advancement, work life balance, corporate culture, industry 

expertise, and global reach. These coded factors are in essence the primary messages 

these firms are attempting to portray through their videos to prospective employees. How 

effectively these corporations at communicating these ideas can be noted and compared 

through careful observation.  

Finally, the last coded category includes the objective characteristics of the videos 

and includes the video’s length in seconds and the title of the video. This category is 

easily comparable objective in nature, but has the potential to again illuminate subtle 

differences between the messages of these companies. 
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Hypotheses 

 My hypotheses entering this exploratory study are separated by addressing the 

Millennial oriented corporations and the older generation oriented corporations 

separately, to be compared for differences at the conclusion of the study.  

 Based on the research I discovered, I formulated my first set of hypotheses about 

the Millennial oriented corporate recruitment videos and they are as follows. Hypothesis 

A1 – Millennial oriented corporate recruitment videos will demonstrate a relaxed work 

environment populated primarily by Millennials. Hypothesis B1 – Millennial oriented 

corporate recruitment videos will demonstrate a heightened focus on coaching 

relationships between boss and employee. Hypothesis C1 – Millennial oriented corporate 

recruitment videos will demonstrate an emphasis on work-life balance. Hypothesis D1 – 

Millennial oriented corporate recruitment videos will demonstrate the ability for 

employees to make a large impact. Among other differences, these set of hypotheses 

represented my educated assumptions about the main themes to be found throughout the 

Millennial oriented corporate recruiting videos. Likewise, I developed a set of hypotheses 

about the older generation oriented corporate recruiting videos that state the following. 

Hypothesis A2 – Older generation oriented corporate recruitment videos will demonstrate 

a focus on security for the employee. Hypothesis B2 – Older generation oriented 

corporate recruitment videos will demonstrate an emphasis on enhanced title and prestige 

at the firm. Hypothesis C2 – Older generation oriented corporate recruitment videos will 

demonstrate a traditional work environment. Hypothesis A2 refers to all aspects of 

security in the workforce such as employment security, retirement security, and 

workplace safety. Hypothesis C2 refers to the traditional workplace design in corporate 
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America like business formal attire, luxurious boardrooms, expansive corner offices for 

managers, and cubicles for lower level employees.  

Research Findings 

The People 

 Overall, both the Millennial oriented and the older generation corporate recruiting 

videos demonstrated a similar emphasis on representing all genders and ethnicities 

throughout. Dropbox remains an anomaly in this respect because this company took the 

creative liberty to substitute their actual employees with hand puppet look-alikes. Real 

audio from interviews conducted with employees, managers, and C-level executives was 

overlaid with footage of these puppet characters in various locations in an admittedly 

entertaining fashion. First American Financial as well as Twitter also defied the norm by 

displayed only Caucasian employees. However, since these companies represent both 

Millennial oriented and older generation oriented firms, this exception is of little 

significance in this comparative study.  

 On the other hand, the age and attire of the people shown in these videos is highly 

divergent. Millennial oriented companies depicted men and women in their early to late 

twenties in casual to business casual attire. T-shirts, jeans, sneakers, untucked button-

downs, hooded jackets, and visible undershirts are prevalent in these videos. Twitter at 

one point in their video shows the CEO, Dick Costolo, sitting behind his desk in a striped 

button down shirt to engage in an impromptu meeting with two employees wearing jeans 

and flannel shirts with the sleeves rolled halfway up the arm. Women in these videos 

were shown in sleeveless tops, sweaters, and tight fitting pants. No employee shown in 
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any of the Millennial oriented videos was shown wearing even a sport coat. Contrarily, 

those employees shown in the older generation oriented videos were shown wearing a 

conservatively colored (grey, black, navy) sport coat at minimum often in addition to a tie 

for the men or a blouse for the women. The age of employees shown in these videos 

generally ranged from late thirties to early forties based solely on appearance. Age and 

demonstrated attire of the employees stand as clear distinctions between the two data 

groups. 

The Place 

Indoor/Outdoor Locations 

 The majority of companies in the Millennial oriented category demonstrated 

employees functioning in non-traditional work environments indoors; brightly lit arcade 

rooms, employee lounges with cushioned seating, and glass-walled meeting rooms are 

prevalent in this data group. Seldom did these videos depict employees working at a desk 

in front of a computer screen like one would typically think of the average day for the 

low-level employee. Rather, these videos omitted the workspaces assigned to each 

employee in favor of demonstrating the collaboration spaces and unique peripheral 

amenities offered at the company like on-site gyms, coffee bars, juice bars, and employee 

lounges. Millennial oriented videos also featured footage taken of natural landscapes and 

scenery like oceans, sunrises, and lush parks with employees playing with their dogs, all 

of which notably have no correlation to the core capabilities of the company. What these 

videos ostentatiously omitted was showing boardrooms for important meetings of large 

groups. Older generation oriented companies allotted their screen time to showing 

sweeping shots of rows of cubicles and busy office spaces. They depicted high level 
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executives gathered around long, dark wooden tables in luxurious boardrooms focused on 

a sole presenter at the front of the room. Shots taken outside the office building primarily 

consisted of slow-moving panoramas of the façade of the firm’s towering headquarters 

building. Watching these videos, one garners a sense of formality and grandiosity for the 

firm and their workspace.  

 Furthermore, footage in these recruitment videos of employees engaging in 

activities outside of work proved to be almost exclusively a characteristic of the 

Millennial oriented videos. Community service events, picnics at the park, and casual 

jogs along the beach are just a few of the scenes shown in the Millennial oriented videos 

to stress the holistic work experience offered at these companies. Contrarily, the only 

scene taken in the older generation oriented videos was a handful of men in suits drinking 

cups of coffee and tweeting to each other about the net worth of their company making 

headlines in the news.  

Eateries  

 Another notable element of the Millennial oriented videos is the prevalence of 

footage demonstrating Millennials eating food or engaging together over meals at eateries 

and in the office. Dropbox features in their video a tea and scones cart that delivers these 

free treats to employees at their desk throughout the day. Lululemon shows employees 

conversing after work at a juice bar. Put simply, the availability and prevalence of food is 

a trend permeating the Millennial oriented videos studied.  

Intangibles 

Video Qualities 

 In examining the face value qualities of the videos in this exploratory study, two 

main features are of considerable difference: the average time per video and the title 
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given to each video. Moreover, the older generation oriented videos are on average 235 

seconds (about 4 minutes) long. This average video length is 83 seconds longer than the 

average time for the Millennial oriented videos, which averaged to 152 seconds (about 2 

and a half minutes) long. In an age where information is moving faster and in more 

condensed forms, the extra minute and a half of run time can make a large difference in 

the mind of prospective employees.  

 Additionally, the titles for Millennial oriented videos offered a touch of creativity 

when compared to the older generation oriented videos. For instance, some of the titles 

for the Millennial oriented videos are “What It’s Like to be a Starbucks Partner,” “Place 

of Possible – Careers at H&M,” and “Life at Lululemon.” The older generation videos 

took a straightforward approach in naming their videos with titles such as “Why Work at 

Ford?” or “Why Work at PepsiCo” and “Why work at First American.” This way of 

titling the videos provides a clear answer to what the viewer is about to watch, but lacks 

the appeal an intrigue in more unique title like those of the Millennial oriented videos.  

Other Notable Findings 
 In several of the older generation oriented videos, the main recruitment video was 

supported a series of additional videos focusing on particular elements of the corporation. 

Each of these videos averaged about a two and a half minutes in length, and touched on 

elements such as global focus or fulfillment. While effective in pinpointing aspects of the 

firm, these video series require a large amount of time and attention from the viewer to 

watch the entire video series to gain a thorough understanding of the company. In light of 

this exploratory study, these videos were omitted from comparison, but arguably add to 

the average length of video content for each company. In this way, companies are 
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potentially losing younger prospective employees simply because these young viewers 

are unwilling to forfeit so much time to viewing these videos in their entirety.  

 On another note, several of the older generation videos approached the 

recruitment video process in a cinematic point of view. Moreover, the recruitment videos 

for Ernst & Young, PepsiCo, and Ford demonstrated high production value and felt more 

similar to a movie trailer than a recruitment video. They designated more time to creating 

a story for the viewer to follow than providing a realistic snapshot of the life of an 

employee inside the company. Admittedly, this tactic incites more excitement with the 

viewer, yet lacks the transparency given with the realistic interview-style videos common 

among the Millennial oriented companies. 

Discussion 

Hypothesis A1: Supported 
 Opposite of hypothesis C1, this hypothesis submits that the Millennial oriented 

videos will demonstrate a relaxed work environment, both in workspace layout and attire, 

that is populated primarily by Millennials. Every video studied supported this hypothesis. 

Employees were shown in casual dress casually conversing with each other in armchairs, 

futons, ottomans, beanbags, high tables, on patios, or in parks. Meetings with managers 

occur informally over food or via impromptu encounters while roaming about the office. 

Entry-level employees are shown working at desks that closely resemble contemporary 

open floor plans where only small dividers signify the boundaries of one’s workspace. 

Overall, nearly all employees shown or interviewed in the videos have the aesthetic 

appearance of a Millennial, which adeptly plays to the similar-to-me bias inherent in the 

cognition of the viewer of these videos. 
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Hypothesis B1: Supported 
 Hypothesis B2 proposed that Millennial oriented videos would exemplify a 

coaching, mentor-style relationship between manager and employee in accordance with 

the findings of existing research. Multiple examples of this hypothesis manifested 

throughout the Millennial oriented videos; AirBnB interviewed one employee who 

profoundly stated there is “little hierarchy” at the firm while Starbucks deliberately 

referred to all employees as partners. At Twitter, the entire video centers around an 

unannounced meeting between the CEO, Dick Costolo, and two low-level employees 

reporting back on their progress creating a recruitment video. In another scene for 

AirBnB, young employees sitting on long benches lean over a picnic-style table to listen 

intently to their collective manager who is shown wearing jeans and a short sleeve, pink 

t-shirt. The managers in these videos are also presented in a relatable, often comical light 

that connotes a lack of formality between manager and employee. For example, in the 

Dropbox and Twitter videos, the CEO’s are humorously recreated as puppet characters 

and a 2-D whiteboard drawing. Quite clearly the distinction between boss and direct 

report is lessened in these work environments, appealing more so to a coaching style 

relationship. 

Hypothesis C1: Supported 
 Reflective of existing research, hypothesis C1 states that Millennial oriented 

videos will demonstrate work-life balance for all employees at the company. Not 

surprisingly, Millennial oriented videos portioned chunks of their recruiting videos to 

show elements of life that have little to do with the core functions of the firm, yet signify 

a complete life for the employee. For example, these videos depicted employees enjoying 

the company of dogs in the office while appreciating the free food, coffee, and drinks 
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supplied to the employees by the firm. Employees are also shown exploring the city 

outside their office and posing with friends in parks or in front of notable landmarks like 

the Golden Gate Bridge. Firms purposefully detail all of the added benefits the company 

offers for their employees like onsite gyms, happy hours with coworkers, full range of 

benefits, and the pursuit of hobbies with coworkers.  

Hypothesis D1: Supported 
This hypothesis proposes that Millennial oriented videos will denote the ability 

for employees to make an impact on their environment through their work. This 

hypothesis was supported in the videos studied, albeit not as strongly supported as some 

of the other hypothesis. Millennial workers at these firms are shown participating in 

community service events through their work such as park clean ups, parades, and 

working with children in a school playground. Testimonials by employees also mention 

instances where customers stop to thank employees for their work because of the impact 

it has made in the life of the customer. However, this element proved to be more difficult 

to demonstrate in a video for some companies, and for that reason this hypothesis is 

weakly supported by the videos studied.    

Hypothesis A2: Refuted 
 The hypothesis that the older generation videos would place a heightened 

emphasis on job, life, and retirement security was refuted. The thought was that those in 

older generations would seek elements of security in their work that could carry them 

safely to retirement with as little risk as possible. After studying the videos, the opposite 

is true; these videos demonstrated the difficulty of the occupation, the perseverance 

needed to succeed, and the rewards given to those who work tirelessly. Interviews 

focused primarily on how the firm prepares and mentors employees for difficult projects 
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and elevated responsibilities. Extrapolate this fact and one could see that staying-power 

(how effectively one can retain employment with a firm) is dependent on work product at 

these firms, which does not bode well for those looking for security in the workplace. 

Hypothesis B2: Supported 
 This hypothesis proposed that older generation oriented videos would place 

increased emphasis on title and prestige gained from working at the firm. 

Overwhelmingly, this hypothesis was confirmed. Firms boasted firm statistics such as 

“$66 billion firm worth with over $100 billion in client assets” and exhibited sweeping 

shots of the firms’ high-rise building all intending to incite amazement in the viewer. 

Older men and women in the workforce generally find more importance out of their work 

and often place personal value in their occupation. The research supports this hypothesis, 

denoting clear importance to the demonstration of title and prestige for older employees 

in these recruitment videos. 

Hypothesis C2: Supported 
 This hypothesis stated that older generation oriented videos would demonstrate 

characteristics of a traditional work environment such as business formal attire, corner 

offices for managers, cubicles, and formal meeting rooms. This hypothesis was supported 

by the footage shown throughout each of the videos; managers and employees alike wore 

suits and ties in the office while busy at work in their assigned cubicles or gathered in 

lavish wooden boardrooms. Additionally, employees were interviewed inside the office 

and one can see in the background closed office layouts with high walled cubicles and 

doors separating each employee as opposed to an airy open floor plan customary to more 

contemporary workspaces. This traditional workspace is important to older generation 

employees who are accustomed to this environment, offering comfort at work that would 
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otherwise be disrupted by an open floor plan with more casual and functional design. In a 

similar point, employee socials for these companies depicted in the videos were held 

exclusively in the office. This connotes a sense of formality in the workplace where even 

the office social events have an air of formalness to them.  

Limitations 

 This exploratory study includes several limitations that could influence the results 

and findings presented. First, this study works with a small sample set of relevant videos 

from companies known to attract Millennials or older generations. Many companies exist 

and are coming to fruition every quarter, so to study only a handful of companies limits 

the reliability of the findings. Second, companies today utilize recruitment videos as one 

of many different mediums of marketing to attract top talent today. It is entirely possible 

that some companies pour more resources into developing other marketing avenues like 

job postings, face-to-face recruiting, and third party recruiting companies while 

neglecting the recruitment videos. This could cause the recruitment videos to be lacking 

in some of the aspects studied, leading again to biased results. Similarly, my research was 

also limited by the availability of recruitment videos for these firms. As stated before, 

when collecting the videos for study some firms simply did not put forth a recruitment 

video for viewers. This could be caused by the immense capital needed to produce a 

video of quality that would help attract talent. Smaller companies that would have aided 

this exploratory study most likely have better uses for those funds than creating 

recruitment videos. Likewise, the need for hiring is less for these companies compared to 

large Fortune 500 companies, meaning recruitment videos become less important to the 

smaller firms. 
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 Third, there exists a myriad of different external influencers that could alter the 

presentation and construct of these recruitment videos beyond the firm’s targeted 

demographic. For example, in presenting this research, the question was asked: “Why are 

many of the Millennial oriented videos are headquartered on the West coast of the United 

States?” This in turn begs the question, “Are Millennials attracted to these companies 

because they are on the West Coast, or are these companies more adept at recruiting 

Millennials?” One could also argue this fact is coincidental in that neither influences the 

other, but both are factors drawing Millennials there to work. The year in which these 

videos were created could also influence its value and attractiveness today. Presumably, 

more recently created videos will more effectively attract top talent than older videos. 

Another external influencer could be the type of work performed by these companies 

demonstrates differences overall. For example, many of the older generation videos offer 

financial services, while the majority of Millennial oriented videos studied offer 

technology products and services. This fact could be a greater driver for Millennials and 

older generations to apply at those companies respective of the work type rather than the 

recruitment video quality and focus.  

Opportunities for Future Study 
 Opportunities for future study are numerous and immense. This exploratory study 

scratches the surface of the larger problem that is the need for reformation of the 

recruitment tactics of firms seeking to lead the cutting edge of business today. The first 

and most obvious opportunity for study is to gather a larger sampling of recruitment 

videos and look for similarities and differences. In fact, an experimental approach might 

yield intriguing results as well; a future study could create two mock recruitment videos 

that exemplifies qualities of a Millennial oriented video and of an older generation 
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oriented video as delineated in this exploratory study. Then, subjects from differing 

generations would watch both videos and complete a survey to garner their thoughts, 

emotions, feelings, likes, and dislikes for each video. The results would then be analyzed 

for patterns to see if the videos incorporating Millennial oriented values are actually more 

appealing to Millennials than the videos demonstrating the values of older generations. 

 Similarly, a study examining the construct of job postings for positions targeting 

Millennials or older generations would yield an exceptional sister-study to this 

exploratory study. Job postings from various forums online would be gathered and 

analyzed for length, word counts, and the appeal to certain values. The results would be 

analyzed and compared to existing research on motivational factors for different 

generations to find correlations and differences. One could utilize the same approach as 

the mock recruitment videos approach and create hypothetical job postings and survey 

experiment participants to gather their thoughts on the job postings.  

 This project could also spur research in the field of film and digital media to 

understand how certain filming styles and methods generate either more or less intrigue 

for different generations. For example, one could study whether creating a story line and 

following an employee through a “day-in-the-life” script would be more effective than 

casual testimonials from employees in the workplace. 

Implications 

Real Life Relevance 
 As alluded to throughout this paper, the implications of this exploratory study are 

vital to the bottom line and future viability for any company today. Companies now 
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spend hundreds of thousands of dollars annually to attract top talent to their firm. Firms 

that are able to attract and retain top talent will naturally perform more efficiently, 

effectively, and inventively compared to their competitors. At the heart of this issue is the 

ability for companies to invest in their future through the recruitment of young employees 

who can carry the torch well past the retirement of the older generations in the workforce 

today.  

 Consequently, managers in every field should take careful notice of the dollars 

spent on recruiting new talent and how they are selling their company through mediums 

like recruitment videos. In a digital age where videos can go viral overnight, managers 

need to realize the reputation their company purports online and how that will aid or 

hinder the firm’s plans for growth.  

Actionable Items for Companies 
 Based on the findings of this study, companies ought to tailor their recruitment 

videos to match the job elements that motivate and attract the targeted demographic. 

While this study focuses primarily on the Millennial generation, companies can adjust 

their message to accurately target the desired demographic. For example, if a company 

needs to fill a mid-level manager position, the video director should focus on finding 

shots of a traditional work environment with testimonials and evidence of the prestige 

generated by working at the firm. Managers should then choose a platform for sending 

this video to the older generations, taking into account where it will be viewed the most 

and where it will be viewed in the most favorable environment. Companies should also 

take into account the minute details that will effect to what degree a Millennial or any 

other generation will want to watch the recruitment video. For example, shorter, concise 
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videos resonate better with younger audiences who are accustomed formulating opinions 

rapidly based on the rapid intake of information. 

 Companies should also understand that traditional recruitment videos simply no 

longer resonate with potential employees the way they used to; prospective employees, 

especially in the Millennial generation, are seeking a job environment that fits seamlessly 

with their current lifestyle. Therefore, companies must demonstrate the added benefits 

and amenities available to employees of their firm that make working there unique. 

Consequently, firms need to invest in providing these benefits for employees, revamping 

the traditional expense structure of firms to suit the next generation of employees. 

Further, companies should consider devising some element to their video that makes it 

unique, captivating, and entertaining to the Millennial viewer. The videos that proved 

most effective in generating appeal and intrigue were those that incorporated humor or 

artistic influence in a way that set them apart from other videos, yet did not detract from 

the actual content. Not surprisingly, the videos that incorporated a unique element are the 

ones that are most memorable as well.  

Conclusion 
 

 This exploratory study illuminates the different ways companies today target this 

generation through their corporate recruiting videos. Thousands of dollars are poured into 

creating these videos every year to serve as the first point of contact for prospective 

employees. Existing research demonstrates how drastically different Millennials are 

compared to other generations, especially when considering motivating factors of one’s 

occupation. Time and time again, surveys and studies reinforce this difference making 
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this a well know fact, but corporate recruiting videos still reflect firms who are 

effectively and ineffectively targeting Millennials. Millennials are the newest and largest 

generation entering the workforce. Companies seeking to maintain a competitive 

advantage for the future must invest in recruiting and attracting talented employees from 

the Millennial generation.  

 This exploratory study elucidates the distinctive methods companies are utilizing 

to reflect the motivating factors for Millennials. Some firms are changing to adjust to this 

new generation and reaping success as a result. The focus on a balanced lifestyle through 

work and not apart from it demonstrates how Millennials today view work differently 

than previous generations. This study also shows how the work environment is changing 

to a less formalized environment where the gap between boss and employee is shrinking. 

Firms attracting primarily older generations display work related attitudes and 

environments in their corporate recruiting videos that reflect traditional values. These 

firms are quickly approaching staffing issues as older generations continue to leave the 

workforce, replaced by young Millennials. Consequently, this exploratory study attracts 

attention to the issue of changing existing workplace systems to align with the 

motivators, needs, and desires of Millennials.  

 There exists ample opportunity to conduct further research to better understand 

Millennials and their performance in the workplace. Moving forward, corporate 

recruiting videos may become an outdated recruitment medium. However, it is 

imperative for firms to reassess how their message is being broadcasted and subsequently 

interpreted by Millennials and generations to follow. Firms that evolve will succeed in 

finding the most talented, driven employees. Firms that remain stagnate will fail. 
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Therefore, firms need to begin transforming from the inside out to take advantage of this 

change in the workforce domestically. 
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Coding Spreadsheet for Corporate Recruiting Videos 
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