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Abstract. Which characteristics do the hotel managers value the most when they recruit a
graduate for a job in their hotel facilities? This paper is consistent with the targets of
determining hotel managers' preferenceswhen they recruit. Hotel managers' preferences
were determined in relation with the hypothetical profiles of candidates for five job
positionsin the administration, commercial, front office, human resources and marketing
areas of hotels. For this purpose, we carried out a survey on 87 hotels operating in the
metropolitan area of Naples, in Campania region, Italy. Data have been collected using a
conjoint experiment, aimed to obtain thecharacteristics of thegraduateswho coul d employ
each one of thefivejob positions. For each position, theintervieweeswer e asked to choose
among four randomly selected profiles of possible candidates characterised by six
attributes. Findings highlight which characteristics are given positive (or negative) value
by managers in choosing candidate profiles.

Keywords: Graduates' competencies; Tourism sector; Survey; Conjoint experiment.

1. INTRODUCTION

In 2015, for the fifth consecutive year, the growth rate of the world tourism sector
has been higher than the global economy (2.8% vs. 2.3%). Today, tourism covers
the 9.8% of world GDP and employs 284 million workers (Turner and Freiermuth,
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2016). According to the World Tourism Organization in 2015 among the world’s
most popular tourism destinations, Italy ranked 5th in arrivals and 7th in revenue
(UNWTO, 2016).

In the tourism sector, the businessis characterised by aglobal competition,
fast changes and technological innovations that follow an incessant pace. The
service demand should be able to reply instantly to new trends. It is crucia for
tourism actorsto know how to adjust and respond swiftly to changes (Della Corte
and Aria, 2014; 2016).

Thetourism industry isalabour-intensive service industry, where surviving
(and at best, a competitive advantage) depends on the availability of good quality
personnel to deliver, operate, and manage the tourist product. The interaction
between thetourist and thetourismindustry personnel isanintegral part of thetotal
tourist experience (Amoah and Baum, 1997). Personnel isclearly acentral resource
to the industry’s effective operation (Baum, 1995).

Several studies have revealed that the main concern of peoplelooking for a
job was the poor image of the tourism industry. Other areas for concern were the
quality and availability of seasonality skilled staff, rewards and benefits, |abour
turnover, working hours and conditions, barriersto employment in tourism. Many
of these problems are directly linked to, and may be rectified through education
provision and, where possible, accurate careersinformation and guidance (Powell
and Wood, 1999; Hinkin and Tracey, 2000).

The paper aims at identifying the skills required to a graduate candidate in
order to hold one of five key rolestypical of the hotel industry.

For this purpose, as part of the project ELECTUS, we carried out a survey
on 3, 4, and 5-star hotels operating in the metropolitan area of Naples, Italy. The
survey has been conducted using both CAPI (Computer Assisted Personal
Interviewing) and CAWI (Computer Assisted Web-based Interviewing) data
collection systems. The data were analysed through a conjoint analysis that
highlighted the characteristics of theideal graduates according to hotel managers
preferences.

The paper is organised as follows: in Section 2 we describe the ELECTUS
survey; in Section 3weexplain our survey; in Section 4 weintroducethe statistical
method used in our analysis; Section 5 shows the results of the conjoint study and
illustrates the ideal candidate for different jobsin hotel facilities. The paper ends
with summing up the results and describing possible future devel opments.
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2. THE ELECTUS SURVEY

Here we present a research named ELECTUS, an acronym for Education-for-
L abour Elicited from Companies’ attitudes T owards University Studies, aimed at
a set of parallel surveys that a group of Italian universities coordinated by the
University of Paduahavestarted withacommon purposeof identifyingtheattitudes
of employers when they recruit graduatesto fill the vacanciesin their companies.
The advanced knowledge of the attitudes sought by employers may help matching
graduates’ competencies with job market’s needs.

The research devel ops through a survey on entrepreneurs who are asked to
choosethe most preferred profile for aspecific job position among four randomly
defined hypothetical profiles of graduates. The job positions are five, each onein
one of the following areas. administrative, commercial, front office, human
resources and marketing.

In order to measure entrepreneurs’ preferences, for each vacant job position,
a conjoint experiment was conducted in these terms (Fabbris et al., 2015):

1. Choice-based preferences

A vignette describing in random order the four profiles of candidates for ajob
position. Each respondent was asked to select the most preferred one as the
closest candidatefor thegiven job position. The question was'‘ Imaginethat you
areinterested in recruiting a person for the position of (...). Which one out the
four profiles on the screen would you invite for a job interview, it being the
closest to your ideal candidate?’.

The choice is related to the moment of pre-selection of candidates (of course
before the job interview) and it is based on CV.

An example of vignetteis given in Table

2. No-choice option (“None”)
A no-choice option wasintroduced as abonus choice. The questionwas, * If you
really had to insert a person in the position (...) for your firm, would you insert
the chosen profile or would you insert no profile at all?’
Thisoptionallowsto estimate, in addition to part-worth utilities, athreshold for
the general minimum level of competencies of a graduate, an employer could
consider for recruitment.

3. Description of the choice

After selecting their preferred profile, respondents were asked i) to rate the
importance of each attribute, aswell as each submitted profile, on ascalefrom
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11010, andii) toindicate the monthly payment for the candidate considered the
best for the job position, allowing for measuring the so-called ‘willingness to
pay’ for that candidate to that vacancy (Breidert et al., 2006).

Tab.1: Anexampleof avignettedescribingfour random profilesof candidatesfor ajob position

Attribute Profile 1 Profile 2 Profile 3 Profile4
Field of the . . Math/Computer
study Tourism Statistics Psychology Science/Engineering
Degree mark 95-104 >104 >104 <95
Education level Ph.D. Ph.D. Bachelor degree Master degree
English Yes, but not
knowledge No, not at all fuently Yes, fluently Yes, but not fluently
. Previous Previous Previous work
Work No previous . . . . . .
experience experience traineeship not in traineeship in experience of at
P tourism tourism least 1 year
Willingness to s Willing to travel Willing to travel Willing to travel
Unwilling to
travel on even for long only for short even for long
. travel ; . .
business periods periods periods

The attributes used to generate the list of possible candidate profiles are
defined following two sequential steps. First, alarge set of attributes was sel ected
after aliteraturereview. Then, thefinal selectionwasobtained by experts’ opinions
expressed in afocus group.

The levels of attributes have been chosen considering local university offer
and the specific characteristics of hotel industry.

Theattributes selected are asfollow: field of the study, education level, degree
mark, English knowledge, work experience, and willingnesstotravel onbusiness. The
complete list of thelevelsfor each of the six attributesis reported in Table 2.

Thefull factorial design of thewholeset of attributesand |evel sdefines 2916
profiles.

AccordingtoYorke and Harvey (2005), employers have awayswanted araft
of personal skills. Adaptability, flexibility, and willingness to learn and continue
learning are the overt tip of a much bigger iceberg of expectation. Our research
focuses on characteristics of graduates related to the educational background and
work experience.

The evaluation of employers and their interpretation of information related
tothe educational background during the sel ection processdefinethe opportunities
of youth to find ajob (Di Stasio and van de Werfhorst, 2016). The preliminary
analysis of the CVs, aiming at verifying if applicant characteristics comply the
vacancy, isthen crucial.
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Tab 2: Characteristics of the candidate’s profile

Attribute

Levels

Field of the study

Tourism

Satistics

Psychology

Math/Computer science/Engineering
Communication

Law / Palitical sciences

Economics

Foreign languages

Philosophy

Education level

Bachelor degree
Master degree
Ph.D.

Degree mark

<95
95-104
>104

English knowledge

No, not at all
Yes, but not fluently
Yes, fluently

Work experience

No previous experience

Previous traineeship in tourism

Previous traineeship not in tourism
Previous work experience of at least 1 year

Willingnessto travel on
business

Unwilling to travel
Willing to travel only for short periods

Willing to travel even for long periods

3. DATA COLLECTION

Our survey focuses on hotel industry operating in the metropolitan areaof Naples.
We selected thisareafor different reasons. First, it isawell-devel oped tourist area,
with a relevant set of attractive factors, characterised by precise geographic
boundaries (Della Corte and Aria, 2014). Therefore, it is endowed with strategic
resources. Naplesisan art-city, located inthemiddle of the Gulf of Naples. Itsmain
attractions are: cultural resources (Della Corte et al., 2017; Aria et al., 2017),
landscape, enogastronomy andfolklore, to citethemainones(DellaCorteandAria,

2016).

The population frame consisted of 717 firmsout of which thelarge mgjority
was 3-star and 4-star hotels and less than 5% 5-star hotels (Table 3) (Camera di
Commercio di Napoli, 2013).
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Werandomly selected alist of 324 firmsand 87 hotel managersout of the 324
contacted, have compl eted the questionnaire.

Tab. 3: Hotel population by rating

Hotel rating Frequency Percentage
3-stars 411 57.3
4-stars 275 384
5-stars 31 43

A questionnaire was generated for each of the 87 respondents, randomly
selecting 4 scenarios out of the 2916, holding the following conditions:

« Each attribute level should have appeared as few times as possible in asingle
questionnaire (minimum overlap criterion);

« Each attribute level should have appeared approximately an equal number of
times both within asingle questionnaire and in thewhole sample (level balance
criterion);

« Attribute levels should have been defined independently of other attribute
levels, so that the effect of each attributelevel could be measured independently
of the others (orthogonality criterion).

As consequence, we obtained a resolution 111 fractional factorial design
(Addelman, 1962; Montgomery, 2001; Furlan and Corradetti, 2005) for the Full
Profile model that allowsto assumethat all interaction effects are not meaningful.

The orthogonal fractional design was realised through IBM SPSS v. 22
software. Data have been collected during the period June-December 2016, using
computer assistedinterviewing systemimplemented using theopen-sourceplatform
Limesurvey (https://www.limesurvey.org/) and some php routines written ad-hoc
to ensure the random selection of conjoint profiles. In afirst time, hotel managers
have been contacted by email asking them to answer the questionnaire through a
CAWI system. Next, only for managers who did not reply in the first phase, the
guestionnaire has been administered, face to face, by an experienced interviewer
using a CAPI system working on atablet.

Tab. 4 showsthe main characteristics of theinterviewees. They weremainly
area managers (49.5%) or general managers (37.9%) of the hotels. A small
percentageof them wasrepresented by owners(12.6%). Fromnow on, wewill refer
to respondents as “managers’ or “hotel managers’. The 77.0% was mae. Most of
the interviewees (79.3%) were less than 50 years old (<40 years old 48.3; from 40
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to 49 years old 31.0%). Furthermore, hotel managers showed high educational
levels, being 57.5% graduated.

Table5 showsthe main characteristicsof the hotels. The 58.6% have a 3-star
rating, 36.8% have a4-star rating and only 4.6% of hotelshave a5-star rating. The
majority of the firmsis small size (< 19 employees, 57.5%).

Inthelast threeyears, the 69% of firms haverecruited graduate personnel in
front office area. Recruitment activity has been less frequent in the other business
areas (Table 6). Almost half of the managers state that the hotel would recruit new
graduate personnel during the year following the interview. The three main
recruitment options were: “curriculum from the applicants’ (90.4%); “previous
traineeship at the company” (56.6%); and “ search on university database” (16.9%)
(more than one answer was admitted).

Choices expressed by respondents have been analysed through a choice-
based conjoint technique suited to indirectly eliciting preferences (Louviereet al.,
2000; Raghavarao et al., 2010). We assumed that preference dlicitation through
indirect instead of direct questions would produce more genuine responses and
anticipatethelikely behaviour of intervieweesby binding their responsesto agiven
scenario (Ryan and Farrar, 2000).

Tab. 4: Main characteristics of the interviewees

Variable Attribute Per centage
Gender Mae 77.0
Female 230
<30 9.2
30-39 39.1
Age 40-49 31.0
50-64 17.2
> 64 34
High school diploma 125
Education Bachelor/Master degree 54.0
Postgraduate diploma 35
Owner 12.6
Businessrole General manager 37.9

Area manager 495
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Tab. 5: Main characteristics of the hotels

Variable Attribute Per centage
Employees <9 184
10-19 391
20-49 36.8
50-249 5.7
Main incoming customers Domestic 55.2
Foreign 44.8
Hotel category 3-stars 58.6
4-stars 36.8
5-stars 4.6

Tab. 6: Recruitment activities of hotels

Variable Attribute Per centage
Recruitment undertaken in Administrative 17.2
thelast threeyearsby area Commercia 21.8
(more than one response Front office 69.0
admitted) Human resources 17.1

Marketing 138
Recruitment in the year Yes 41.4
following theinterview No 58.6
Recruitment criteriafor CV evaluation 90.4
graduates Previous traineeship at the company 56.6
(more than one response Search on university database 16.9
admitted) Unspecialised Employment agencies 9.6
Social networks 4,8
Adsin newspapers 12
Specialized Employment agencies 0.0

4. CONJOINT ANALYSIS

Conjoint analysis (CA) is a broad term that includes a class of methods for
estimating the importance of profile characteristics in determining the preference
structure of potential consumers. In the general settings, conjoint analysisis based
on an additive model stating that individual preferenceis equal to the sum of the
contributions (or part-worth utilities) of thelevelsof aset of attributesthat describe
aset of profiles (Green and Srinivasan, 1978).

CA conceptualisesaproduct (inthiscase, an applicant) asaset of multi-level
attributes. Input datafor conjoint analysisarethe preferencejudgements expressed
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by aset of judges on aset of profiles: infact, it isreferred to as adecompositional
method, as it decomposes the score assigned to a profile into a set of coefficients
measuring the importance of each level in determining that score.

CA includes a class of measurement technique originated in the field of
mathematical psychology and psychometrics (Green and Srinivasan, 1978;
Borsboomand Scholten, 2008; Gustafssonetal ., 2013) and propagatedin marketing
research (Greenand Srinivasan, 1990; Carrol and Green, 1995; Hauser et al ., 2006;
Netzer et al., 2008; Lohrke et al., 2010). Recently, conjoint analysis has been
fruitfully applied in several frameworks such as economics (Hanley et al., 2001,
Poortinga et al., 2003; de Bekker-Grob et al., 2012), health (Bridges et al., 2008;
Ryan and Gerard, 2003), sensometrics (M oskowitz and Silcher, 2006), and mana-
gement (Priem, 1992; Hicks, 2002; Schillebeeckx et al., 2016).

A widely used approach to conjoint analysisisthediscretechoiceexperiment
(DCE) (Ewing and Sarigdllti, 2000; Louviere et al., 2000; Ryan et al., 2007;
Albaladgjo-Pina and Diaz-Delfa, 2009). Choice-based CA respondents make
choices among applicants compared of experimentally varied combinations of the
study’s attribute levels (Louviere et al., 2000; Natter and Feurstein, 2002). The
method allowsinvestigatorsto investigate therel ativeinfluence of variationsinthe
level sof each attribute on entrepreneur choices, estimatethe utility of each attribute
level, computewillingnesstorecruit theapplicants, identify segmentswith different
preferences, and simulate the response of different segments to hypothetical
applicants profiles (Hame and Kallio, 2014).

Conditional logit is the most used methodology for modelling discrete
choice data (McFadden, 1980; Soofi, 1992). McFadden and Train (2000)
demonstrated that this model is consistent with economic theory and allows to
relate choi cesto the characteristics of thealternatives avail ableto decision makers.

Following random utility theory, the utility associated with an alternative or
profileisassumed to be afunction of observed characteristics (attributelevels) and
unobserved characteristicsof thealternative. Thistheoreticframework al soassumes
that each individual maximizes his utility. The utility function is specified as an
indirect utility function defined by the attributelevel sin aternative i plusarandom
error term:

U; =V(B.X) te,

whereVisafunctionlinking theattributelevel sof theaternative i toitsutility, and
[} isarandomtermfollowingani.i.d. type 1 extreme-val uedistribution (M cFadden
and Train, 2000).

The probability of choosing the alternativei is:
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] . VB
P(ChGECB = i',) = W,
where V(B,x) isthe utility function, or so-called part-worth utility, for aternative
i. In other words, the probability of choosing an alternativei dependsboth attribute
levels of the profile i and attribute levels of all other profiles.

The vector of unknown utility parameters 8 is estimated through the
maximum likelihood of regularised weights. The solution istypically found using
some non-linear, iterative maximisation algorithm. The attribute levels are
constrained, imposing that their sum equals zero. The resulting set of estimated
parametersisunique, and themodel isrobust to violation of the assumption that the
error terms follow an extreme value distribution and are independent across
alternatives (Louviere et al., 2000).

The goodness of fit of conditional logit modelsis evaluated through both the
loglikelihood ratiotest and M cFadden’ spseudo R-squared. Theloglikelihoodratio
chi-squaretest determineswhether including attribute-level variablessignificantly
improves the model fit compared with atrivial model without any attribute-level
variable. Inthisway, it indicateswhether one or more of the preferenceweightsare
expected to be different from 0.

Test statistic D, log likelihood ratio, is calculated as:

_ L(Mpi)\
D =2 log ( TS ) = —2(LL(M,) — LL(Mp))
whereL(M,), L(M;,), LL(M,) and LL(M;,) arethelikelihood and thelog likelihood
values of the trivial and the fitted model, respectively. The log likelihood ratio
follows a chi-square distribution with degrees of freedom equal to the number of
parameters to be estimated.

McFadden’s pseudo R-squared is calculated as:

LL{Myi)

McFadden's pseudo R? = 1 — ,
LL(My)

Therelativeimportance of an attribute (RIA) can be calculated astherelative
range, in percentage, of estimated utility parameters of the levels of an attribute
(difference between parameters of the most preferred level of an attribute and the
least preferred level of the same attribute):

_ {max(#;)-min{g )}
Rid; = TR tmax () —min(F)}’

wherej indicatesan attribute and K thetotal number of attributesused in theprofile
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definition. RIA measureisoftendirectly influenced by number of level scomposing
an attribute (Orme, 2010).

5. RESULTS

Conjoint analysishasbeen performed using “mlogit” R package (Croissant, 2012).
The results are shown in Tables 7 and 8.

Table 7 shows the conditional logit models estimates of partial utility
coefficients, standard deviations(in parentheses), RI A for thefivejob positionsand
goodness of fit measures of the estimated models.

We obtained large values of R? (>0.5) that, according to Louriere, Hensher
and Swait (2000), means an extremely good fit in all models.

A level with apositive utility coefficient has high importance on the choice;
alevel with negative utility coefficient has low importance on the choice; the not
significant attribute levels do not play any role into the choosing process. RIA
values add up to 100 by column, that is they can be interpreted as percentage of
importance given to each attribute conditional to the job position.

For al thefivejob positions, field of study resultsthemost important attribute
(RIA from 25.3 % to 41.6 %). This could also depend on the number of attribute
levels (Orme, 2010).

The hotel manager values the academic study programme when examining
ajob candidate profile. Looking at single coefficients, al the nine considered fields
are relevant for at least one job position in hotels. Some of them are preferred for
some job vacancy with respect to the others. A degree in economics or tourismis
preferred for clerk and revenue manager positions. Applicants must possess skills,
capabilitiesand competenciesrelatedtomultiplefields. In particul ar, theseattitudes
haveto berelated with theaccounting and economic abilitiesinthefield of tourism.
Instead, for a front office receptionist, recruiters prefer a degree in foreign
languages or tourism because they look for an applicant with ability in effective
written and verbal communication in foreign languages and in guest service.
Finally, it is interesting to note that for HR executive and Web specialist roles
different skillsarerequired and not necessarily closeto adegreeintourism. Infact,
recruiters require a psychologist to work in the human resources office and a
graduate in quantitative sciences (math/computer science/engineering) for ajob as
web specialist.

Also, the other two attributesrel ated to academic careersassume substantial
levels of RIA: degree leve ranges from 12.4 % to 21.9 % and degree final mark
ranges from 8.7 % to 19.2 %, respectively.

In order to get a measure of the importance of the academic skills in
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Tab. 7: Partial utility coefficientsand RIA estimates (standard deviationsin parentheses)
and goodness of fit measures of estimated models

Attributes and levels

Field of the study
Tourism

Statistics
Psychology

Math/CS/Engincering

Communication

Law / Political scicnees

Economics
Foreign Languages
Philosophy

Degree level

Bachclor
Master
Ph.D.

Degree final mark

Low

Medium

High

English knowledge

No. not at all
Yes, but not fluently
Yes. tluently

Relevant work experience

No previous experience
Traineeship in tourism
Traineeship not in tourism
Work experience of at least |

year during studies

Willingness to travel on

business

Unwilling to travel

Only for short periods
Even for long periods

None

D

McFadden’s pseudo R?

Administration
—Clerk

38.5 %

1.177 (0.418)**
-0.661 (0.524)
-0.126 (0.458)
-1.266 (0.530)*
-1.819 (0.720)*
-0.062 (0.439)
3.693 (0.556)%%*
-0.665 (0.662)
-0.270 (0.145)*

22.0 %

1.649 (0.276)**
-0.153 (0.256)
-1.496 (0.278)***

8.7 %

-0.800 (0.287)**
0.356 (0.251)
0.444(0.324)

2.7 %

-0.186 (0.264)
-0.015 (0.279)
0.201 (0.265)

158 %

-1.100 (0.299)*#*

-0.257 (0.305)
0.190 (0.307)
1.167 (0.209)%++

123 %

1.052 (0.248)%++
-0.648 (0.236y**
-0.404 (0.270)

2.498 (0.219)***

255.650%%*

0.618

Commercial —
Revenue
manager

41.6 %

2.203 (0.386)***
0.079 (0.545)
-1.021 (0.540)
-0.774 (0.477)
-1.016 (0.542)
-0.374 (0.535)
3.227(0.471)%%x
-1.272 (0.561)*
-1.052 (0.242)# ¥+

13.2 %

0.078 (0.263)
0.674 (0.235)%*
-0.752 (0.238)**

19.2 %

-1.005 (0.280)*+*
-0.068 (0.250)
1.073 (0.278)4++

L2 %

0.053 (0.241)
0.026 (0.269)
-0.079 (0.250)

17.6 %

-0.852 (0.278)**
1.053 (0.297y%x*

-0.412 (0.312)
0.211 (0.251)

7.2 %

0.179(0.231)
-0.479 (0.234)*
0.300 (0.236)

3.642 (0.231)***

251.560%**

0.600

Front Office -
Receptionist

41.4 %

2.812 (0.445)++
-1.814 (0.665)*+
-0.721 (0.534)
-0.810 (0.558)
0.488 (0.413)
-1.153 (0.545)*
-1.361 (0.507)%*
2.935 (0.529)++
-0.376 (0.138)**

12.4 %

1137 (0.277)%**
0.808 (0.274)%*

-1.945 (0.276)***

18.1 %

-1025 (0.297y++*

0.288 (0.267)
0.737 (0.311)**

18.6 %
-0.885 (0.302y+*

-0.364 (0.262)
1.249 (0.289)***

9.1 %

-1.028 (0.281)***

0.765 (0.285)%+
-0.008 (0.267)
0.271 (0.270)

0.3 %

0.009 (0.247)
0.015 (0.218)
-0.024 (0.228)

2.993 (0.208)***

269.168*+*

0.637

Human
Resources —
HR executive

26.9 %

2,521 (0.653)*#*
-0.824 (0.584)
1.645 (0.430)%
-1.040 (0.566)
-0.934 (0.577)
1.759 (0.566)*
1.359 (0.482)%*
-0.719 (0.522)
1.275 (0.739)

14.0 %

-0.753 (0.290y+*
1.475 (0.283)%
-0.722 (0.276)%*

9.1%

-0.446 (0.288)
-0.496 (0.293)
0.942 (0.291)%*+

8.2 %

-0.509 (0.287)
0.797 (0.268)**
-0.288 (0.240)

25.6 %

-0.565 (0.283)*
-1.300 (0.402)*
-0.908 (0.377)*
2,773 (0.363)%**

16.1 %

-1.024 (0.288)**
1.541 (0.281 %+
0.517 (0.268)*

4.918 (0.299)***

218.043%**

0.510

Marketing —
Web specialist

253 %

-1.178 (0.565)*
1.037 (0.504)*
-1.669 (0.577)**
1.475 (0.370)**
1.121 (0.422)%*
-0.445 (0.471)
0.072(0.536)
-0.031 (0.423)
-0.382 (0.135)#*

16.9 %

0.911 (0.242)***
0.284 (0.233)
-1.195 (0.240)%**

13.8 %

-0.984 (0.260)%**
0.734 (0.242)**
0.250(0.333)

14.8 %

-0.736 (0.272)%*
1.101 (0.250)***
-0.365 (0.215)

12.8 %

-0.868 (0.279)%*
0.720 (0.266)**
-0.407 (0.332)
0.555 (0.340)

16.4 %

1.247 (0.230)%**
-0.784 (0.244)**
-0.463 (0.210)**

2.610(0.231)***

274.483% %+

0.630
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recruitment eval uation, we summed up the RIAsof theattributesrel ated thesethree

attributes plus English knowledge to measure their importance. The resulting

aggregated measuresshow that thelowest aggregate RI A for academic skillsis58.2

%for acareer inhumanresourceareawhere, intermsof importance, previouswork

experience (25.6 %) iscomparabl e to the academic study programme (26.9%). On

the other hand, the highest aggregate RIAs for academic skills are for revenue
manager (75.2%) and receptionist positions (90.6 %).

Previous work experience is generally required for al positions, mainly if
based on atraineeship in tourism or on a generic working activity of at |east one-
year, whereas traineeships in different sectors have not importance for recruiters.

The other attributesare not relevant in general but for specific roles. English
knowledge is important in recruiting receptionists and web specialists (18.6 and
14.7, respectively) while willingness to travel on business, in particular only for
short periods, isrelevant for candidates yearning a career in human resources.

Thefollowing profilescan be defined based on the part-worth utilitiesin Table 7:

* Theided profile for an administrative clerk is a candidate with a bachelor
degree in economics or, as second best, in tourism, with at least 1-year of
previous working experience and unwilling to travel both for short and long
period. The utility score of theideal profileis 7.6 while the score of the second
best is5.0. The “none” threshold is 2.5;

« To be considered for a revenue manager position, a candidate must have a
master degreein economicsor as second best, in tourism, with excellent grades
and aninternshipinthetourism sector. The utility scoreof theideal profileis6.0
while the score of the second best is5.0. The “none” threshold is 3.6;

* Anided front office receptionist possesses a bachelor or master degree in
foreign languages or as second best, in tourism, with excellent grades, fluent
English, and a previous internship. The utility score of the idea profileis 6.8
while the score of the second best is 6.4. The “none” threshold is 3.0;

» For acareerinhuman resour cesasexecutive, theideal candidateisgraduatewith
master degree in Law/ Political Sciences, or as second best, in Psychology, cum
laude, not necessarily fluent in English, with at least 1-year of previous work
experienceandwillingtotravel for short periods. Theutility scoreof theideal profile
is 9.3 while the score of the second best is 8.9. The “none” threshold is4.9;

« Finaly, anideal web marketing specialist is a graduate in a scientific study
programme or, as second best, in communication, with at least 1-year of
previous work experience or internship in tourism. Fluency in English and
willingnesstotravel arenot strictly required. Theuutility scoreof theideal profile
is 6.2 while the score of the second best is5.8. The “none” threshold is 2.6.
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Theutility scoreof theideal profileaswell asthe*none” threshold of human
resource position are very high. Maybe thisis dueto the high profile of theroleto
cover, an executive with many responsibilities. Moreover, the highest utility score
(2.8) is estimated for the previous experience while, for all other positions, the
highest score is related to the university study programme.

For thefive profiles, Table 8 shows only the six level swith the highest part-
utility coefficient, together withtheassociatedtotal utility scoreandthecorresponding
None score.

Tab. 8: Theideal profiles

Administration Commercial — Front Office- Human Marketing —
—Clerk Revenue Receptionist Resources— Web
manager specialist
Field of study Economics Economics  Foreign languages Foreign languages Mathematics
Degreelevel Bachelor Master Bachelor Master Bachelor
Degree mark High High High High Medium
English knowledge Fluent Not necessary Fluent Basic Basic
Work Atleast 1-year Traineeshipin  Traineeshipin Atlesst 1-year Traineeshipin
experience experience tourism tourism experience tourism
Willing to travel Not necessary  Not necessary  Only for short Only for short  Not necessary
periods periods
Score 8.21 6.26 6.84 9.17 6.19
None 2.50 3.64 2.99 492 2.61

6. CONCLUSIONS

In this paper, we present aresearch aiming to identify ideal candidate profilesfor
key job rolesin hotel industry. The innovative contribution of thiswork isthe use
of conjoint analysisin thiskind of studies. The definition, the organisation and the
data collection of aconjoint experiment require higher resources, in terms of time
and staff, than classical surveysbut it ensuresricher dataand informative findings.

The estimation of utility scores and relative importance of the attributes
allowed usto understand which elements of acandidate profile desired, which ones
are interchangeable, which are, on the contrary, undesired. At the same time, we
identified the most important attributes and the propensity of the hotel managersto
choose graduates with different academic careersfor their vacancies.

Findings highlight how managers generally focus their attention on few
study programme (economics and tourism) and avoid Ph.D. candidates. Maybe,
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they consider these candidates overeducated or they do not recognise the val ue of
Ph.D. programmesin the job market. A master degreeisrequired just in few cases
while in most situations a bachelor degree seemsto be adequate.

A further methodol ogical gain of thisconjoint experiment istherel evance of
the“none” choice. The use of thisoption allowed usto measure athreshold of the
level of selectivity of the manager with respect to the different job position
considered. In role well-thought-out more specific, they showed a high threshold
not being willing to evaluate candidates with general skills.

The results of this work may help the academia to improve their policies
about study programme organi sation and job placement signing more agreements
withjob market driversto ensuretargeted traineeshipsto their students(Ringet al.,
2009).

Themainlimitationsof thisresearch arethelogit model assumptionsandthe
samplesize. Logit model isbased onastrong assumption, namely theindependence
of theirrelevant alternatives (11A) property (Zhang and Hofmann, 1993). The 1A
property means that the relative probability of choosing any two aternatives is
independent of all other alternativesin the choice set. When some alternatives are
close substitutes for one other, the I1A property could be invalid then the logit
parameter estimateswill be inappropriate. In our study, in the definition of a set of
not-substitute alternatives, we made the assumed the validity of |1 A property. This
could be alimitation of this research.

Moreover, in order to consider a major variety of study programmes and
many attributescharacterisingacandidateprofile, afutureresearch should necessarily
collect alarger sample.
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