THE RIGHT THING TO DO OR THE SMART THING TO DO?

WHY DID WE CONDUCT THIS RESEARCH?

Many organizations have

diversity statements in

place in which they publicly
declare their appreciation

of and commitment to
workforce diversity.

In this, some organizations place the
focus on business motives, whereas
others primarily emphasize moral
motives.

We investigated whether public and
private organizations differ in the
motives that they communicate. We
also assessed what impact this has
on potential new employees.

1. A public organization is managed and paid for by
the state from public funds. A private organization

is not a government body.

= ¥ = Universiteit Utrecht
N

Organizational Behavior Group
Faculty of Social and Behavioural Sciences
Universiteit Utrecht

Heidelberglaan 1 gak

3584 CS Utrecht

For more information, see:
https://www.uu.nl/onderzoek/

organisatiegedrag/onderzoek

WHAT DID WE STUDY?

STUDY #1

182

STUDY #2

393

Dutch
organizations

What motives for diversity
and inclusion do Dutch public
and private organizations
communicate on their
websites?

Potential
employees

What is the impact on
potential employees of
communicating business
or moral motives, or a
combination of both?

This research was made possibly by
Instituut Gak:

Instituut Gak aims to contribute to the
quality of social welfare in the Netherlands

by providing financial support for research,

projects and professorships.

Further information can be found at:
www.instituutgak.n

Reference:

Jansen, W.S., Kréger, C., Van der
Toorn, J., & Ellemers, N. (2021). The
Right Thing to do or the Smart Thing
to do? How Communicating Moral or
Business Motives for Diversity Affects
the Employment Image of Dutch Public
and Private Sector Organizations.
Journal of Applied Social Psychology,

51, 746-759 doi: 10.1111/jasp.12783

Dr. Melissa Vink

Dr. Wiebren Jansen

Prof. dr. Jojanneke van der Toorn
Lina Senen MSc.

Prof. dr. Naomi Ellemers


https://www.uu.nl/onderzoek/organisatiegedrag/onderzoek
https://www.uu.nl/onderzoek/organisatiegedrag/onderzoek
http://www.instituutgak.nl

WHAT DID WE FIND?

Public organizations generally
communicate a combination of
business and moral motives.
Interestingly, 29% of the public
organizations communicate
neither moral nor business
motives.

Public organizations
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Morality of private
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if they only communicate
business motives. There is
no difference for private 43 45
organizations.
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Private organizations

The organization’s perceived
morality determines how
attractive the organization is. This
means that public organizations
are the least attractive if they only
communicate business motives.
Private organizations are equally
attractive irrespective of the
motives that they communicate.

Private organizations generally
communicate business
motives. In addition, 20%

of the private organizations
communicate neither moral
nor business motives.
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WHAT DOES THIS MEAN
FOR PRACTICE?

Only half of the Dutch public organizations communicate
moral motives for diversity and inclusion at work.

In addition, 29% of the public organizations do not
communicate any motives for their diversity and
inclusion policy. This offers opportunities, considering
that communicating moral motives for diversity leads

public organizations to be seen as more moral and
therefore more attractive by potential employees.
Private organizations predominantly communicate
business motives. However, the motives they cite on
their websites have no demonstrable impact on the
organization'’s attractiveness for potential employees.



