APPENDIX K

Checklist for Effective Employment Ads

What to include in ads:

Name the job, preferably in the headline or first line of copy. Job titles should be descriptive. “Trainee,” for instance, could apply to just about any occupation, while “senior research assistant” is sufficiently descriptive.

Stress the program and the job's strong points.  Even a short phrase can tell applicants what makes the environment a good place to work: “corporate culture that values employee input,” “good working conditions;” “chances for advancement”, “fringe benefits,” and so on.

State job qualifications clearly.  The ad should spell out minimum acceptable education, training, and experience, as well as any special skill requirements (e.g., research experience, and familiarity with certain equipment, ability to perform certain procedures).

Give facts about the job.  Specify working hours and days, job location, overtime or other special requirements, whether travel is involved, and so on.

Tell prospective applicants when, where, and how to apply.  State whether applicants can phone for appointments or should mail or fax resumes. 

Deal with salary.  Consider whether to name a specific figure, give a range, mention a top starting figure (up to $25,000), include a noncommittal statement (such as “salary commensurate with ability and experience”), or ask applicants to state salary requirements or present earnings.

Comply with EEO requirements.  Use gender-neutral job titles (e.g. “mail carrier” instead of “postman”), and make sure listed requirements are job-related.  For federal contractors, including an EEO statement is a must, but any employer would benefit from placing a simple “equal employment opportunity employer” after the company's name in an ad.

Decide whether to use a “blind” ad.  “Blind ads”, ads in which the organization's name is omitted and a post office box number rather than a street address is used, serve several purposes.  First, they control for the possibility of dozens of respondents disrupting business by telephoning or even dropping by the office.  They can also prevent current employees from becoming aware that certain positions within the organization are being created or replaced.  The main drawback to a blind ad is that potential recruits often are reluctant to respond when they do not know the organization to which they are applying.

Select the right size.  The size of the ad depends on the labor market and the type and number of other ads the publication carries.  If, for example, ads for research assistants fill several columns, an individual ad running four lines is not apt to get much notice unless it is distinctive in some way.  Consider putting ads for multiple positions into one large ad for a more eye-catching effect.
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