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Executive Summary
Introduction

1. The evaluation of recruitment advertising is being conducted by the Australian Public Service Commission (the Commission) to closely monitor the impact, if any, the Guidelines on Recruitment Advertising (the Guidelines) have on the efficiency and effectiveness of Financial Management and Accountability Act 1997 (FMA) agencies’ recruitment advertising.

2.  The intention of the Guidelines is to control expenditure, not to reduce competitiveness. 
3. The evaluation seeks to gain an understanding of how and where potential employees become aware of vacant positions, and to consider how efficient the various advertising sources are at providing the best candidates from a pre and post Guidelines perspective.

4. The main analysis categories for the evaluation are:

· print advertisements

· components of print composite advertisements

· APSjobs advertisements

· other on-line/internet advertisements (apart from agency websites).

5. For Survey 2, a two week period in March (i.e. 13-27 March 2010) was selected as the survey period with all recruitment advertisements published (on APSjobs and the internet and in the print media) during that period being eligible for the survey. The survey closed 21 May 2010.

Findings and conclusions
6.  Of the 67 agencies that published recruitment advertisements during the survey period, 49 agencies provided valid survey responses.  Of the valid responses, 37 agencies provided valid responses where the recruitment processes relating to the advertisement had been finalised by the survey closing date of 21 May 2010.  These 37 agencies were made up of 15 large sized agencies (41%), 12 medium agencies (32%) and 10 small agencies (27%).

7.  There were 897 valid survey responses received for Survey 2.  Of these 897 responses, 305 advertisements related to recruitment processes that had been finalised.  For Survey 1, valid survey responses were provided for 247 advertisements placed in June and 265 advertisements placed in July 2009. 

8.  The recruitment process for 66% of valid survey responses was not finalised by the survey closing date of 21 May 2010.  Given that the survey period was 13-27 March 2010, this indicates that most recruitment processes are taking over 56 days to complete.  This finding is consistent with Survey 1, with many recruitment processes associated with advertisements in the July sample not being finalised by the survey response deadline of 30 October 2009.

9.  Composite advertisements represented approximately 47% of the advertisements published through Adcorp. In this survey a composite advertisement is an advertisement that carries more than one position for an agency.
10.  Overall the average number of applications received through each advertising source is down from Survey 1 responses.  A number of factors could have attributed to this. For example, there is a usual peak in the number of vacant positions advertised on APSjobs in March each year, indicating that there are more opportunities for APS job seekers in March than there are usually in June or July.  However, at an average of 7 applications for each advertisement, APSjobs still received the highest average number of applications from each advertisement published, with internet and print averaging 4 applications for each advertisement published.  

11.  Print and internet composite advertising received more applications for each advertisement (5 and 6 respectively) than non-composite advertising (an average of 3 for non-composite internet and 2 for non-composite print).  This indicates that composite advertising is as effective as non-composite advertising.  

12.  Applications from internet advertisements are down considerably from an average of 13 for June and an average of 11 for July 2009 to an average of 4 for March 2010 (down approximately 36%).

13.  While the average number of applications derived from each advertising source has decreased between Survey 1 and Survey 2, the percentage of applicants assessed, in relation to the advertising source, has increased across all media types (i.e. 33% of applicants who saw the position advertised on APSjobs were assessed; 41% for internet advertisements; and 31% for print advertisements).  This could merely reflect the decreased number of applications received through each source.

14.  The number of job offers as a percentage of applications has increased for applicants who saw the position on APSjobs from 4% for June and 5% for July 2009 to 9% for March 2010.  The number of job offers for print for March is consistent with June at 6% but above July which was 3%.  The number of job offers for internet advertisements has decreased from 4% and 5% for June and July 2009 respectively to 2% for March 2010.
15.  While agency websites have not been included as a source for the purposes of this evaluation, there were 277 survey responses providing data relating to agency websites for Survey 2.  Responses indicated that there were 1,771 applications received for these advertisements, an average of 6 applications for each advertisement.  This is comparable to APSjobs at an average of 7 applications for each advertisement; and higher than internet and print at an average of 4 applications each for each advertisement.  

16.  Composite advertisements, or the parameters imposed by the Guidelines, do not appear to have a negative effect on attracting candidates to apply for APS positions.  

17.  Survey responses indicate that APSjobs, supported when necessary with additional advertising, continues to be a cost-effective source-of-hire.  
Agency support

18.  As with Survey 1, the Commission would like to acknowledge and thank those agencies that participated in Survey 2.  Their cooperation and valued input provides benchmark data which will assist all agencies to evaluate their recruitment advertising decisions, ensuring efficient and effective recruitment advertising, and optimising the return on investment from recruitment advertising expenditure.  While what is right for an agency will be based on a number of internal factors, there are many consistent factors across the APS that can be considered when evaluating recruitment advertising.  The Commission encourages better data collection, monitoring of source-of-hire and sharing best practice.

Future surveys

19. Survey 3, the final survey for the evaluation, will evaluate recruitment advertisements published from 13-25 September 2010.  Survey 3 will close COB 3 December 2010.
Introduction

1. Introduction 

Implementing measures to improve the effectiveness and efficiency of Australian Public Service (APS) recruitment activities has the potential to yield significant savings and assist agencies achieve their business outcomes within the resources available to them.  Effective recruitment is essential to providing a skilled, competent, and diverse workforce able to deliver agency products and services.  It is particularly useful for agencies that use multiple advertising sources to monitor the volume and quality of candidates by each source.

As a measure to bring about efficiencies in government recruitment advertising expenditure, the Department of Finance and Deregulation (Finance), in consultation with the Australian Public Service Commission (the Commission), developed Guidelines on Recruitment Advertising (Guidelines).  The Guidelines apply to all agencies subject to the Financial Management and Accountability 1997 Act (FMA) undertaking recruitment advertising. The intention of the Guidelines is to control expenditure, not to reduce competitiveness.  Since the introduction of the Guidelines on 1 July 2009, the Guidelines have been amended, with these amendments taking effect from
1 July 2010.  The Guidelines are available at: http://www.finance.gov.au/publications/fmg-series/22-guidelines-on-recruitment-advertising.html
.

2. Background

The Commission received funding in the 2009 Additional Estimates for the measure ‘recruitment advertising policy and website’. To support this measure, the Commission will strengthen and enhance the marketing of the APSjobs website to increase its use, position the APS as an employer of choice and support a whole of APS employment brand. The Commission was also tasked with reviewing the impact of the whole-of-government approach to recruitment advertising through the collection of baseline data on the quality and quantity of applicants from APSjobs, print and internet recruitment advertising sources.

The Commission’s first data collection, Survey 1, collected data from FMA Act agencies relating to recruitment advertisements (APSjobs, internet and print advertisements) published in June and July 2009.  The results of Survey 1 indicate that:

· While the average number of applications for each media source varied between June and July 2009, of APSjobs, internet and print advertisements, APSjobs and the internet received the most applications.

· The quality of applicants, as determined by the number of applicants assessed and the number of job offers made, sourced through APSjobs and the internet is the same as those sourced through the print media.

When developing a recruitment strategy agencies must consider the best sources to advertise vacancies.  It is not necessary for all positions to be advertised nationally, but it may be beneficial to advertise specialist positions in specialist sources.

APSjobs

Administered by the Commission, APSjobs is a website that links to vacancies in the APS, the Australian Parliamentary Service, and many other Australian Government agencies. APSjobs, which replaces the paper Public Service Gazette, was formally launched on 9 August 2007.  APSjobs publishes notifications of certain public service employment decisions required to be gazetted under the Public Service Regulations 1999 and the Public Service Commissioner's Directions 1999. Notices include employment opportunities and outcomes (including staff movements, engagements and promotions).  Ongoing employment vacancies must, at a minimum, be advertised in the Public Service Gazette.
  

Master media agency (Adcorp)

Finance manages the master media agencies for campaign and non-campaign advertising. Through these agencies, Finance consolidates government advertising expenditure and secures optimal media discounts on Commonwealth-wide negotiated media rates. It is mandatory for all FMA Act agencies to book government recruitment advertisements through the master media agency for non-campaign advertising (the media placement agency).  From 1 June 2009 this agency is Adcorp Australia Limited (Adcorp).  

3. The evaluation 

The evaluation is being conducted to monitor the impact, if any, that the Guidelines have on the efficiency and effectiveness of agencies’ recruitment advertising. This includes collecting baseline data on recruitment advertisements for June 2009, providing a pre-Guidelines measure, and data for July 2009 recruitment advertisements which represents post-implementation of the Guidelines, with follow-up surveys collecting data for March and September 2010 advertisements.  The evaluation focuses on recruitment advertisements published on APSjobs, the internet and in the print media.
The evaluation seeks to gain an understanding of how and where potential employees become aware of vacant positions, and to consider how efficient the various advertising sources are at providing the best candidates. To evaluate the effectiveness of an advertising source in terms of quality dimensions, the study collects information on the number of applications from each source, the number of interviews derived from those applications and the resulting job offers that occurred. Survey 1 also collected data on recruit characteristics (e.g. state/territory from which the applicant came).

It is envisaged that the results of the evaluation will assist agencies to consider the impact of their recruitment decisions so that they can direct their recruitment advertising to those locations (advertising sources) where it will be most effective. This in turn should optimise the return on investment from recruitment advertising expenditures.  The evaluation also draws attention to the importance of not just collecting recruitment data, but evaluating it.
Source-of-hire 

It is important for agencies to collect information from all job applicants on the specific source of advertising that attracted their interest to apply for the position. In recruitment literature, this is referred to as source-of-hire information.
Source-of-hire information is usually obtained via the application cover sheet. It is important that the source is specifically nominated, such as a particular newspaper, e.g. Canberra Times, or an on-line website, eg SEEK. This enables an assessment of the relative efficiency and effectiveness of various advertisement sources. 
Research shows that ‘multiple sources influence a hire to move through a recruiting pipeline’.
 This is problematic in this evaluation in that respondents are forced to nominate a single source-of-hire choice. It is important for agencies to understand the channels that are commonly used, and focus groups of new recruits within an agency would be a good way to obtain this knowledge. However, for the purposes of this study, a single source needed to be recorded and it was accepted that there is a complex set of factors that influence applicants.

Source-of-hire agency data issues

Outcomes from both Survey 1 and Survey 2 indicate that a number of agencies appear to be collecting source-of-hire information from the applicant but not recording it in a meaningful way that is easily accessible for evaluating. 
Response to the evaluation surveys suggests that those agencies that utilise an e-recruitment system were able to provide survey responses more efficiently than those agencies that had to manually check through paper files.  However, not all e-recruitment systems are set up in a way that all data is easily accessible.
There was also anecdotal evidence that an e-recruitment system does not ensure accuracy of applicant information.  An agency advised that applicants appeared to be selecting the first item on a drop-down list of advertisement sources, and that the list was altered to encourage applicants to think more carefully about their response.
Agency websites

Agency websites have not been included as a source for the purposes of this evaluation.  These websites could be a destination where potential applicants seek additional information about a position.  It was considered that the inclusion of agency websites could dilute the ability to establish the other primary source of each candidate’s motivation to apply.

The stance for this evaluation on agency websites is backed by other commentators
 who maintain that company websites are a destination, not a source.  These commentators assert that there is no question about the importance of a company site’s recruitment pages as a critical ‘channel’ but its acceptance by corporations as a source likely occludes other, more relevant starting points driving prospects and candidates.

Survey 1
Survey 1 of the evaluation involved the random selection of recruitment advertisements published by FMA Act agencies that had advised the Commission that they collect source-of-hire data.  A survey was sent to agencies by the Commission in June 2009 to determine those agencies that could participate in the evaluation.  Of the 104 FMA Act agencies at that time, only 45 advised that they collect source-of-hire information.
In September 2009, a random selection of recruitment advertisements published in June and July 2009 through Adcorp and APSjobs was sent to relevant source-of-hire agencies. The online system was available from late September for agencies to record responses to the survey instrument.  The closing date of 30 October for survey responses was extended to 6 November 2009 for those agencies that requested an extension.  A report on Survey 1 is available at:

http://www.apsc.gov.au/advertisingsurvey/index.html
Survey 2
To capture an accurate picture of the effectiveness and efficiency of advertising sources as they relate to APS recruitment for FMA Act agencies, it is important that a wide and varied sample is evaluated.  To facilitate a broader response across FMA Act agencies, it was considered that Survey 2 should be open to all FMA Act agencies, not just those agencies that previously advised that they collect source-of-hire data.  

Lead time was required to advise agencies of the survey parameters and to give them the opportunity to put processes into place to collect the data, especially for those agencies that do not normally collect such data.  Agencies were contacted early in February 2010 through a number of channels to advise them of the survey parameters.  Agencies at this time were also provided with a copy of the survey instrument.  

For Survey 2, a two week period in March (i.e. 13-27 March 2010) was selected as the survey period with all recruitment advertisements published (on APSjobs and the internet and in the print media) during that period being eligible for the survey. The survey closed 21 May 2010.
Questions relating to the characteristics of the recruitment were not included in Survey 2.  The deletion of these questions does not negatively impact on the evaluation of the effectiveness of sources-of-hire.  The survey instrument for Survey 2 is available at Attachment A.
The analysis

The main analysis categories for the evaluation are:

· single print advertisements

· single components of composite advertisements

· APSjobs advertisements

· other on-line/internet advertisements (apart from agency websites).

Effectiveness, in this evaluation, is indicated by the number of applications, the number of subsequent assessments
 and the number of job offers.
Findings and conclusions

4. The results – Survey 2
Of the 103 FMA Act agencies (as at March 2010), 67 agencies published recruitment advertisements through Adcorp (print and internet advertisements) and/or APSjobs during the survey period (13-27 March 2010).  There was a total of 1,320 recruitment advertisements published during the survey period (refer to Table 1 for the number of advertisements published in each survey period).

Of the 67 agencies that published recruitment advertisements, 49 agencies provided valid survey responses.
  Of the valid responses, 37 agencies provided valid responses where the recruitment processes had been finalised by the survey closing date of 21 May 2010.  These 37 agencies were made up of 15 large sized agencies (41%), 12 medium agencies (32%), and 10 small agencies (27%).

APSjobs recorded 514 recruitment advertisements as being published during the survey period, and Adcorp recorded 806 recruitment advertisements.  The advertisements placed through Adcorp were made up of 399 print advertisements and 407 internet advertisements.  

Table 1: Number of recruitment advertisements published in each survey period
	Surveys
	APSjobs
	Print
	Internet
	Total

	Survey 1 – 

June 2009

(full month)
	772

(193 in evaluation sample)
	463 

(140 in evaluation sample) 
	332

(121 in evaluation sample)
	1,567

(454 in evaluation sample)

	Survey 1 – 

July 2009

(full month)
	1,133
(260 in evaluation sample)
	467

(125 in evaluation sample)
	415

(138 in evaluation sample )
	2,015

(523 in evaluation  sample)

	Survey 2 – 

March 2010

(13-27 March advertisements)
	514
	399
	407
	1,320


There were 897
 valid survey responses received for Survey 2.  Of these 897 responses, 305 advertisements related to recruitment processes that had been finalised
 (refer to Tables 2 and 3).  For Survey 1, valid survey responses were provided for 247 advertisements placed in June and 265 advertisements placed in July 2009. 

Of the 897 advertisements, approximately 83% were placed by large agencies, 12% by medium agencies, and 5% by small agencies.  Of the 305 advertisements approximately 84% were placed by large agencies, 8% by medium agencies, and 8% by small agencies.

Of the 897 valid survey responses, there were 740 survey responses that indicated that a position was advertised in more than one media.  This represents approximately 83% of those advertisements indicating that a large proportion of positions are advertised in more than one media.  

The recruitment process for 66% of valid survey responses was not finalised by the survey closing date of 21 May 2010.  Given that the survey period was 13-27 March 2010, this indicates that most recruitment processes are taking over 56 days to complete.  This finding is consistent with 
Survey 1, with many recruitment processes associated with advertisements in the July sample not being finalised by the survey response deadline of 30 October 2009.

Table 2: Number of advertisements published and number of valid survey responses (ALL 
valid responses)
	Media type
	Number of advertisements

published during the survey period
(13-27 March 2010)
	Number of composite advertisements

published
	Number of colour advertisements

published
	Number of valid responses for composite ads
	Total number of valid responses

	print
	399
	230
	38 

(35 composite)
	111
	239

	internet
	407
	150
	n/a
	55
	309

	APSjobs
	514
	n/a
	n/a
	n/a
	349

	Total
	1,320
	380
	38
	166
	897


Table 3: Number of advertisements published and valid survey responses where 

recruitment processes had been finalised by the survey closing date of 


21 May 2010

	Media type
	Number of advertisements

published during the survey period
	Number of composite advertisements

published
	Number of valid responses for composite ads
	Total number of valid responses

	print
	399
	230
	39
	86

	internet
	407
	150
	21
	117

	APSjobs
	514
	n/a
	n/a
	102

	Total
	1,320
	380
	60
	305


A framework, which was developed for the evaluation, posed a number of questions to inform the analysis of survey responses.   The results are provided below under the framework headings.
4.1 Has the composition of recruitment advertising changed?

Given that the publication period for Survey 2 represents only 2 weeks, it appears that advertisements published on APSjobs, the internet and in the print media have all increased when compared with Survey 1.  However, March is usually a peak month for advertising on APSjobs and June and July are usually troughs in the APS recruitment advertising cycle.  

A wide variety of print and internet media were used during the survey period.  The media costs, by media and APS classification levels, is available at Attachments B and C.
Composite advertisements

For Survey 2, Adcorp data indicated that there were 230 print composite advertisements and 150 internet composite advertisements published during the survey period.  Composite advertisements represented approximately 47% of the advertisements published through Adcorp. In this survey, a composite advertisement is an advertisement that carries more than one position for an agency.
There were 166 survey responses for print and internet composite advertisements (111 print and 55 internet).  This represents an approximate 30% response rate for components of composite advertisements as a percentage of the valid survey responses for print and internet advertisements, or 19% of all valid survey responses.

Of the 305 valid responses where the recruitment process had been finalised, there were 21 internet composite advertisements and 39 print composite advertisements.  This represents approximately 30% of the print and internet responses where recruitment processes were finalised, or 20% of all valid responses.

Advertising ‘outside Guidelines’ and ‘exemption authorised’

While the evaluation framework did not allow for the collection of data on repeat advertisements or on the number of publications that a position was advertised in, it can be concluded that agencies are adhering to the Guidelines or seeking chief executive exemptions.

There was a small number of print colour advertisements (38 or 3%) published during the survey period compared to 102 (or 13%) print colour advertisements published in June 2009.  Of these 38 advertisements, 35 were composite advertisements.  Approximately 87% of the advertisements recorded as colour by Adcorp were for positions identified as ‘other’.
4.2  Where do potential employees look for vacant positions?

As highlighted in the Survey 1 agency feedback report, the number of applications generated is a very important step in the recruitment process. It determines if sufficient numbers of applicants exist to fill open positions and it establishes the pool of potential recruits from which new staff will be chosen. The larger the applicant pool, the more choice the agency has in selecting a recruit who best fits the position. However, larger pools also raise administration costs in the selection and screening process and large numbers do not always mean better outcomes.

Care also needs to be taken in interpreting the results. The best advertising is always targeted to a specific audience. Hence, a source-of-hire that appears very limited in the aggregated data may be a dominant source for a specific occupational group, classification level, or locality (refer to section 4.6). Agencies will need to apply their specific knowledge and experience of such sources to their interpretation of the results.
Overall the average number of applications received through each advertising source is down from Survey 1 responses (refer to Table 4).  A number of factors could have attributed to this. For example, there is a usual peak in the number of vacant positions advertised on APSjobs in March each year, indicating that there are more opportunities for APS job seekers in March than there are usually in June or July (refer to Attachment D).  However, APSjobs at an average of 7 applications for each advertisement, still received the highest average number of applications from each advertisement published, with internet and print averaging 4 applications for each advertisement published.  

Print and internet composite advertising received more applications for each advertisement (5 and 6 respectively) than non-composite advertising (an average of 3 for non-composite internet and 2 for non-composite print).  This indicates that composite advertising is as effective as non-composite advertising.  Applications from internet advertisements are down considerably from an average of 13 for June and an average of 11 for July 2009 to an average of 4 for March 2010 (down approximately 36%).

Table 4: Average number of applications from advertising source – ALL valid survey 

responses
	Media
	Survey 1

Average number of applications per advertising source – June 2009  sample survey responses

(pre-Guidelines)
	Survey 1
Average number of applications per advertising source – July 2009  sample survey responses

(post-Guidelines)
	Survey 2
Average number of applications per advertising source – March 2010 valid survey responses

(post-Guidelines)

	APSjobs
	21
	13
	7

	SEEK
	17
	14
	5

	Australian
	7
	19
	1

	Canberra Times
	9
	6
	3

	Mycareer
	14
	0
	1

	
	
	
	

	APSjobs total
	21
	13
	7

	Internet total
	13
	11
	4

	Print total
	7
	9
	4

	

	Survey 2 Composite advertisements compared to non-composite

	Internet composite (55 advertisements; 275 applications)
	5

	Print composite (111 advertisements; 657 applications)
	6

	
	

	Internet non-composite (254 advertisements; 803 applications)
	3

	Print non-composite responses (128 advertisements; 193 applications)
	2


4.3 What is the impact on the quality of applications received? How efficient are the various sources at providing the best candidates?

It is important to distinguish between the quantity of applications and the quality of applicants. 

The quality of applications can be addressed by: 

· the number of interviews drawn from the pool of applicants
· the number of recruits achieved from the pool of applicants. 
Agencies were asked to indicate on their survey responses the number of applicants assessed in some way for further consideration.  These applicants were drawn from the advertisement indentified in the survey response.  Assessment includes processes such as interviews, psychometric testing, or other assessment mechanisms.
While the average number of applications derived from each advertising source has decreased between Survey 1 and Survey 2, the percentage of applicants assessed, in relation to the advertising source, has increased across all media types (i.e. 33% of applicants who saw the position advertised on APSjobs were assessed, 41% for internet advertisements, and 31% for print advertisements) (refer to Table 5).  This could merely reflect the decreased number of applications received through each source.

The number of job offers as a percentage of applications has increased for applicants who saw the position on APSjobs from 4% for June and 5% for July 2009 to 9% for March 2010 (refer to Table 6).  The number of job offers for print for March is consistent with June at 6% but above July which was 3%.  The number of job offers for internet advertisements has decreased from 4% and 5% for June and July respectively to 2% for March.
Table 5: Number of assessments from applications - valid survey responses where 
recruitment processes were finalised
	Media
	Survey 1
Number of assessments from advertising source – June 2009 sample survey responses

(pre-Guidelines)
	Survey 1
Number of assessments from advertising source – July 2009 sample survey responses

(post-Guidelines)
	Survey 2
Number of assessments from advertising source – March 2010 survey responses

(post-Guidelines)

	APSjobs
	486 assessments from 2,777 applicants (18%
)
	417 assessments from 2,021 (21%)
	213 assessments from 652 applications (33%)

	SEEK
	87 from 731 (12%)
	156 from 757 (21%)
	167 from 747 (22%)

	Australian
	6 from 41 (15%)
	24 from 134 (18%)
	9 from 55 (16%)

	Canberra Times
	51 from 237 (22%)
	18 from 85 (21%)
	58 from 384 (15%)

	Mycareer
	11 from 72 (15%)
	Nil
	1 from 64 (2%)

	
	
	
	

	APSjobs
	486 from 2,777 (18%)
	417 from 2,021 (21%)
	213 assessments from 652 applications (33%)

	Internet total
	100 from 817 (12%)
	158 from 769 (21%)
	169 assessments from 416 applications (41%)

	Print total
	81 from 416 (19%)
	63 from 386 (16%)
	80 assessments from 260 applications (31%)

	
	
	

	Survey 2 Composite advertisements compared to non-composite 

(recruitment process finalised)

	Internet composite 
	30 assessments from 49 applications (61%)

	Print composite 
	62 assessments from 183 applications (34%)

	
	

	Internet non-composite 
	139 assessments from 367 applications (38%)

	Print non-composite responses 
	18 assessments from 77 applications (23%)


Table 6: Number of job offers from applications - valid survey responses where recruitment 
processes were finalised
	Media
	Survey 1
Number of job offers from advertising source – June 2009 sample survey responses

(pre-Guidelines)
	Survey 1
Number of job offers from advertising source – July 2009 sample survey responses

(post-Guidelines)
	Survey 2
Number of job offers from advertising source – March 2010 survey responses

(post-Guidelines)

	APSjobs
	111 job offers from 2,777 applications (4%)
	108 job offers from 2,021 applications (5%)
	56 job offers from 652 applications (9%)

	SEEK
	33 from 731 (5%)
	34 from 757 (5%)
	9 from 747 (1%)

	Australian
	3 from 41 (7%)
	5 from 134 (4%)
	0 from 55 (0%)

	Canberra Times
	14 from 237 (6%)
	3 from 85 (4%)
	7 from 384 (2%)

	Mycareer
	2 from 72 (3%)
	Nil
	1 from 64 (2%)

	
	
	
	

	APSjobs
	111 job offers from 2,777 applications (4%)
	108 job offers from 2,021 applications (5%)
	56 job offers from 652 applications (9%)

	Internet total
	35 from 817 (4%)
	35 from 769 (5%)
	10 job offers from 416 applications (2%)

	Print total
	24 from 416 (6%)
	12 from 386 (3%)
	15 job offers from 260 applications (6%)

	
	
	

	Survey 2 Composite advertisements compared to non-composite

(recruitment process finalised)

	
	

	Internet composite 
	1 job offer from 49 applications (2%)

	Print composite 
	9 job offers from 183 applications (5%)

	
	

	Internet non-composite 
	9 job offers from 367 applications (3%)

	Print non-composite responses 
	6 job offers from 77 applications (8%)


4.4 Classification of the level of the position advertised
The evaluation sought to review how recruitment advertising is distributed between the various APS levels.  Table 7 shows the position levels of the recruitment advertisements in the sample for June and July 2009 and the advertisements published during the March 2010 survey period by classification and by media type.  Whilst it is not known if there was one or a number of randomly selected advertisements for the same position in the June and July sample, it is evident that most APS1-6 positions are advertised primarily on APSjobs or other internet sites; however, more advertisements for SES and ‘other’ positions are placed in the print media.  The March data provides a similar outcome.

Attachment B provides a break up of the classification levels and media costs across the various media in which advertisements were published during the survey period.
Table 7:  Position levels and media type – Survey 1 sample advertisements and Survey 2 


ALL advertisements published during the survey period (numbers)

	Media

	Levels

	June sample advertisements
	SES Ads


	EL1-2 ads
	APS1-6 ads
	Non-APS/other ads

	APSjobs
	 6  (24%
)
	59  (39%)
	121  (43%)
	8  (25%)

	Print media
	13  (52%)
	51  (34%)
	 76  (27%)
	19  (59%)

	Internet
	 6  (24%)
	41  (27%)
	 87  (30%)
	5  (16%)

	Total
	25
	151
	284
	32

	July sample advertisements
	
	
	
	

	APSjobs
	 6  (26%)
	91  (48%)
	166  (52%)
	0

	Print media
	11  (48%)
	40  (21%)
	 69  (22%)
	21  (84%)

	Internet
	 6  (26%)
	60  (31%)
	 84  (26%)
	4  (16%)

	Total
	23
	191
	319
	25

	March advertisements

	
	
	
	

	APSjobs
	12  (17%)
	177  (40%)
	305  (49%)
	20  (11%)

	Print media
	41  (59%)
	136  (30%)
	116  (19%)
	106  (59%)

	Internet
	17  (24%)
	134  (30%)
	202  (32%)
	54  (30%)

	Total
	70
	447
	623
	180


4.5 Agency websites
As mentioned in the introduction, agency websites have not been included as a source for the purposes of this evaluation.  However, there were 277 survey responses providing data relating to agency websites for Survey 2.  Responses indicated that there were 1,771 applications received for these advertisements, an average of 6 applications for each advertisement.  This is comparable to APSjobs at an average of 7 applications for each advertisement, and higher than internet and print at an average of 4 applications each for each advertisement.  

Of the 47 advertisements that relate to agency websites and recruitment processes that have been finalised, the number of assessments represents 37% (136 assessments from 370 applications); and the number of job offers represents 7% (25 job offers from 370 applications).  The assessments are comparable to APSjobs (33%), print (31%) and internet (41%).  Job offers are comparable to APSjobs (9%) and print (6%) and higher than internet (2%).

Further assessment of the effectiveness of an agency’s website would be best carried out by each agency on an individual basis.  Agencies could compare the number and quality of applicants sourced through external media with applicants sourced through their website for specific recruitment processes.

4.6  Regional print advertisements
The outcomes of research published in the Victorian State Government Report Attracting and retaining staff (2009), indicates that local newspapers can be effective for recruiting in regional areas.
 

Of the valid survey responses relating to regional print media where the recruitment process had been completed, the Townsville Bulletin appeared to be successful with 64 applications being received for 2 advertisements; of these 64 applications, 22 assessments took place and 1 job offer was made.  One advertisement placed in the Rockhampton Morning Bulletin received 25 applications, with 9 of these applicants being assessed and 2 jobs offers made.  One advertisement published in the Alice Springs Centralian Advocate received one application which transpired into 1 job offer.
  

These results highlight the importance of effectively targeting specific media depending on the location of where the position is to be filled.  To thoroughly evaluate the effectiveness of regional print advertisements, agencies could undertake case studies of particular recruitment processes. Case studies would yield more accurate measures of effectiveness.

5. Broader recruitment trends

SEEK’s August 2009 Satisfaction and Motivation Study
 of currently employed respondents (6,069 survey respondents) concluded that online jobsites remain the most expected source for a new job with the large majority of jobseekers across all demographic generations surveyed expecting to find their next job through an online jobsite.  Newspapers continue to trend downwards
 and social networking sites are the least expected source of a new job. Eight in10 employees expect to find their next job through an online jobsite. 

A USA study, CareerXroads 9th annual source of hire study (2010)
, noted that, while referrals are the number one external source of hire in the USA, making up 26.7% of external hires, job boards represent 13.2% of external hires and print 2.5%.  Social media, while rapidly expanding as a strategy, is still in its early stages and has not been leveraged as much as was intended.  Despite the flaw in viewing company websites as a ‘source’, hires attributed to company websites are significant at 22.3%.  In 1997, newspaper advertisements in the USA represented the number one source of hire at 28.7% and the internet was at 2.1%.  The authors of the report state that, while there will always be a wide variation in what employers call a source, some of the steady decline attributed to print media simply represents the extraordinary and continuing impact of the internet over the last decade.  While the authors believe corporate websites are a destination and not a source, they recognise the central importance of the corporate website and recommend that analysis should evolve to cover the interactions of multiple sources.

The Job Board Report 2010
 states that by March 2010, there were 267 Australian job boards, which is a 13% increase from 2009 numbers.  SEEK leads for traffic with CareerOne in second place.  The majority of job boards are either small or have a niche focus. The main appeal of niche sites is their purported ability to reach an audience that generalist sites cannot.  Linkedin is reported as making huge strides as a resume database, and in the process has highlighted the relevance and possibilities of searchable talent repositories.  The authors of the report believe that, driven more by a sense of service to their members than commercial interests, most job boards operated by associations have limited visibility.  Job boards are thriving generally because they deliver candidates at a more competitive price.  

The research by Destination Talent for the Job Board Report 2010 indicated that 88% of those Australians surveyed are planning to use internet employment sites to find their next job.  The survey also indicated that senior executives also have a favourable opinion of job boards.  When asked to list the ‘most valued source’ for finding a job, 54% of respondents chose classifieds sites, while 17% prefer company websites.  Currently, it appears that finding a job using social media is still a rarity rather than the norm; however, the authors of the report believe that adoption of social media is likely to increase gradually.  Job boards are good for targeting the audience they reach.  Social media are called upon when talent is hard to find, and require elements of headhunting.   
6. Promoting APSjobs
To strengthen and enhance the marketing of the APSjobs website, the Commission engaged Morris Walker, a communications and public relations company, to produce a promotional strategy as a basis for this work.  A new visual brand was developed to reflect the message contained in the ‘One APS career, thousands of opportunities’ tagline.  The visual brand highlights the diversity of cultures and roles within the APS. Advertisements were placed in major metropolitan and regional newspapers, as well as the commuter paper MX in Sydney, Brisbane and Melbourne, in March and June 2010. APSjobs has also engaged the assistance of Adcorp to further strengthen the APSjobs brand through strategic marketing and promotional campaigns. 
APSjobs has been represented at over 25 career and graduate expos throughout Australia. Expos included: Centrelink Jobs Expos, CPA Global Opportunities events, Herald Sun Career Expo, CeBIT 2010, Cairns Career and Education Expo, and Graduate Careers Expos throughout major universities.   Presentations on employment in the APS were made at some of these events and newly branded APSjobs marketing material and publications, such as Cracking the Code
, were distributed.  Feedback has been extremely positive.  APSjobs aims to continue participation at selected events through 2010. 

In addition, website development is scheduled through the course of 2010 to increase APSjobs usability and to support agencies with their sourcing of suitable candidates.  Database modifications will be rolled out through 2010 with a focus on achieving Web Content Accessibility Guidelines 2.0
 initiatives and with the inclusion of agency branding.
7. Conclusions

While there are differences between agencies, there are common challenges for agencies when attracting staff, for example low interest or even no response to particular job advertisements.
  The evaluation of recruitment advertising survey questions provide valuable parameters for agencies to collect and measure recruitment advertising data.  From the survey responses, it is still apparent that some agencies do not collect this type of data, and for those agencies that do collect the data, it is not always analysed.  Recruitment activities must be monitored systematically and evaluated for effectiveness and efficiency.
  E-recruitment systems can assist agencies with data collection, as well as with the recruitment process itself.  Those agencies that use an e-recruitment system were in a better position to provide data for this evaluation than those that use manual processes.

Composite advertisements, or the parameters imposed by the Guidelines, do not appear to have a negative effect on attracting candidates to apply for APS positions.  Survey responses indicate that APSjobs, supported when necessary with additional advertising, continues to be a cost-effective source-of-hire.  
Combinations of sources may interact to influence job seekers.  To succeed in attracting skilled staff, agencies need to tailor their recruitment advertising, taking into consideration the job on offer, the location of the job and the appropriateness of the various advertising sources, rather than simply placing advertisements in a range of media without considering these elements.  Effective recruitment advertising not only relates to advertising in sources that reach out to particular target candidates, but consideration of the content of the advertisement needs to take place to attract job seekers.  Advertising additional to APSjobs should focus only on those sources that will lead to high-quality candidates.  An understanding of effective sources for agencies can only be gained through the collection and analysis of recruitment advertising data.

8.  Agency support

As with Survey 1, the Commission would like to acknowledge and thank those agencies that participated in Survey 2.  Their cooperation and valued input provides benchmark data which will assist all agencies to evaluate their recruitment advertising decisions ensuring efficient and effective recruitment advertising and optimising the return on investment from recruitment advertising expenditure.  While what is right for an agency will be based on a number of internal factors, there are many consistent factors across the APS that can be considered when evaluating recruitment advertising.  The Commission encourages better data collection, monitoring of source-of-hire and sharing best practice.

9. Future surveys

Survey 3, the final survey for the evaluation, will evaluate recruitment advertisements published from 13-25 September 2010.  Survey 3 will close COB 3 December 2010.
Attachments

Attachment A: The evaluation of recruitment advertising survey instrument 

Attachment B:  Advertisements by media (print and internet) for advertisements published through Adcorp, including average media cost and media cost range by classification level
Attachment C:  APSjobs, average word count for advertisements by APS level and estimated costs
Attachment D: APSjobs employment opportunity notices – per month 2007-2010
ATTACHMENT A

The evaluation of recruitment advertising survey instrument 
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EVALUATION OF RECRUITMENT ADVERTISING
SURVEY 2:

ADVERTISEMENTS PUBLISHED FROM 13 to 27 MARCH 2010
Overview of the evaluation
The Australian Public Service Commission, in consultation with the Department of Finance and Deregulation, is conducting an evaluation of recruitment advertising.  The evaluation is being conducted to closely monitor the impact, if any, the Guidelines on Recruitment Advertising (Guidelines) have on the efficiency and effectiveness of Financial Management and Accountability Act 1997 (FMA) agencies’ recruitment advertising.  The Guidelines are available at: http://www.finance.gov.au/publications/fmg-series/22-guidelines-on-recruitment-advertising.html
Of particular interest is to gain an understanding of how and where potential employees become aware of vacant positions, and to consider how efficient the various advertising sources are at providing the best candidates. To evaluate the effectiveness of an advertising source in terms of quality dimensions the evaluation is collecting information on the number of applications from the advertising source, the number of interviews/assessments derived from those applications, and the resulting job offers that occurred from those applicants. 

Survey 1

Survey 1 of the evaluation selected a random sample of recruitment advertisements placed in June and July 2009 by FMA agencies that collect source-of-hire information.  Feedback on survey 1 will be available on the APSC website from mid February 2010.
Survey 2

Survey 2 involves all FMA agencies with the sample of recruitment advertisements being all FMA agency recruitment advertisements published from 13 to 27 March 2010 inclusively.  This includes advertisements placed through APSjobs and the master media agency for non-campaign advertising, Adcorp.
Please note

The evaluation, and survey, is based on the outcomes of the advertisement that was published in the particular media, not the outcomes of the position as such.

Completing survey 2

Please complete a survey response form for each advertisement published by your agency from 13 to 27 March 2010 inclusively.  There may be several advertisements, and hence survey responses, for the one position.  By recording the APSjobs number on each survey response we will be able to match multiple advertisements with the particular position (if required).

The link to the online survey instrument is: http://www.apsc.gov.au/stateoftheservice/0809/JobsEval 

(available from 5 February 2010)
Closing date: 21 May 2010
If you have any queries about this notice or the data requested for the evaluation please email 
Evaluation.RecAd@apsc.gov.au or contact Gail Baker on 6202 3865.
EVALUATION OF RECRUITMENT ADVERTISING
SURVEY 2:

ADVERTISEMENTS PUBLISHED FROM
 13 to 27 MARCH 2010
SECTION 1:  AGENCY details

Please provide contact details of 2 nominated officers.

	FMA Agency
	

	Agency contact - 1
	

	Contact phone
	

	Contact email
	

	Agency contact - 2
	

	Contact phone
	

	Contact email
	


SECTION 2: 
Information relating to the ADVERTISEMENT

Please provide details of the RECRUITMENT ADVERTISEMENT (source-of-hire) placed by your agency for publication during the survey period (13 to 27 March 2010 inclusively) and the media (newspaper, APSjobs, internet site) in which the advertisement appeared.
Please complete a separate survey response for each media (advertising source) that the position was advertised in.  Each survey response relates to the particular media/advertising source that you have identified, not the position as such.  
	Question 2(1) What is the APS Notice Number/APSjobs number for the advertisement idenitifed?
	Numbers & characters

	Question 2(2) What is the Adcorp identifying number (if applicable) for the advertisement identified?
	Numbers & characters

	Question 2(3) What is the date of placement of the advertisement (if known)?
	Calendar – set to March 2010

	Question 2(4) What is the date of publication of the advertisement? 
	Calendar – set to March 2010

	Question 2(5) What is the media type? – print, internet, APSjobs
	Drop down box – print, internet, APSjobs

	Question 2(6) What media did the advertisement appear in, eg Canberra Times, Seek?
	Drop down box – refer to attached for media list

	Question 2(7) Was this a component of a composite advertisement? (yes/no).  A composite advertisement is an advertisement that carries more than one position.

	Yes/no

	Question 2(8) What is the position level/APS Classification, APS1-6, EL1-2, SES, of the vacant position advertised?.

If this is a component of a composite advertisement please select only the equivalent classification for the component you are providing information on.


	Drop down box – 

APS1-6, EL1-2, SES

	Question 2(9) Was the position advertised in other media? (yes/no)

If ‘yes’ please complete a separate survey response for each source.
	Yes/no


SECTION 3: Guidelines on Recruitment Advertising

Please provide information relating to the FMA Agency Guidelines on Recruitment Advertising.

	Question 3(1) Was this advertisement within the Guidelines on Recruitment Advertising? (yes/no – if ‘no’ please answer question 3(2)
	Yes/no

	Question 3(2) Was the exemption authorised by the head of the agency? (yes/no)
	Yes/no


SECTION 4: Information relating to APPLICATIONS from the ADVERTISEMENT

Please provide information on the applications, shortlisted applicants (assessed) and job offers derived from the specific advertisement only.  For example, you may have received 20 applications for the position but only 2 applicants were drawn from the source described in section 2.  In this survey response please provide only information relating to the advertisement/source identified.  Provide additional survey responses for all other sources.
	Question 4(1) What was the number of applications drawn from the specific advertisement that you noted in Section 2 above?


	Number

	Question 4(2) From the number of applicants drawn from the advertisement that you noted in Section 2 how many were assessed in some way (such as through interviews, psychometric testing, or other assessment mechanisms)?


	Number

	Question 4(3) What was the number of job offers made to applicants drawn from the specific advertisement that you noted in Section 2?

	Number

	Question 4(4) What has been the outcome for the particular advertisement selected?  Please select one of the following:

1. A recruit/s was appointed and was drawn from this advertisement.

2. No recruit/s was drawn from this advertisement

3. The recruitment process has been cancelled due to extraneous factors.

4. The recruitment process is on hold but is expected to resume.

5. The recruitment process has not been finalised.


	Drop down box

· A recruit/s was appointed and was drawn from this advertisement.

· No recruit/s was drawn from this advertisement

· The recruitment process has been cancelled due to extraneous factors.

· The recruitment process is on hold but is expected to resume.

· The recruitment process has not been finalised.




SECTION 5: Please provide any additional information or comments on the selected recruitment 

advertisement that you believe important.


END OF SURVEY - THANK YOU FOR COMPLETING THIS DATA COLLECTION
DROP DOWN BOX FOR ‘PRINT’:

HERALD SUN (Vic)

NT NEWS (Northern Territory)

THE AGE (Vic)

THE ADVERTISER (SA)

THE AUSTRALIAN (National)

THE AUSTRALIAN FINANCIAL REVIEW (National)

THE CANBERRA TIMES (ACT)

THE COURIER MAIL (Qld)

THE DAILY TELEGRAPH (NSW)

THE MERCURY (Tasmania)

THE SYDNEY MORNING HERALD (NSW)

THE WEST AUSTRALIAN (WA)
OTHER – please specify free text for name
DROP DOWN BOX FOR ‘INTERNET’:

CAREERONE

MYCAREER

SEEK
OTHER – please specify free text for name
BOX

APSJOBS
ATTACHMENT B
Advertisements by media (print and internet) for advertisements published through Adcorp, including average media cost and media cost range by classification level
	Media

 

(recruitment advertisements published in survey period)
	Classification Level 
	Average media cost per ad - $
	Media cost range - $ 

	Print – National & Metropolitan
	 
	 
	 

	Brisbane Courier Mail (Qld)
	SES
	3,451
	2,172-4,730

	Brisbane Courier Mail (Qld)
	EL1-2
	2,751
	1,883-3,76

	Brisbane Courier Mail (Qld)
	APS1-6
	2,691
	2,317-3,089

	Brisbane Courier Mail (Qld)
	Other
	2,824
	2,172-4,055

	 
	 
	 
	 

	Northern Territory News (NT)
	EL1-2
	884
	661-1,228

	Northern Territory News (NT)
	APS1-6
	652
	567-850

	Northern Territory News (NT)
	Other
	926
	402-1,513

	 
	 
	 
	 

	Sydney Morning Herald (NSW)
	SES
	6,999
	6,648-7,349

	Sydney Morning Herald (NSW)
	EL1-2
	3,397
	1,925-5,599

	Sydney Morning Herald (NSW)
	APS1-6
	2,758
	2,100-3,732

	Sydney Morning Herald (NSW)
	Other
	3,504
	2,274-5,599

	 
	 
	 
	 

	The Advertiser (Adelaide, SA)
	EL1-2
	2,796
	1,542-2,890

	The Advertiser (Adelaide, SA)
	APS1-6
	1,471
	1,349-2,056

	The Advertiser (Adelaide, SA)
	Other
	2,523
	1,927-3,084

	 
	 
	 
	 

	The Age (Melbourne, Vic)
	SES
	5,461
	3,806-6,940

	The Age (Melbourne, Vic)
	EL1-2
	2,537
	1,696-5,426

	The Age (Melbourne, Vic)
	APS1-6
	3,233
	2,205-3,618

	The Age (Melbourne, Vic)
	Other
	3,757
	2,205-5,427

	 
	 
	 
	 

	The Australian (National)
	SES
	7,507
	3,351-12,176

	The Australian (National)
	EL1-2
	4,278
	2,680-7,951

	The Australian (National)
	APS1-6
	3,612
	1,717-4,627

	The Australian (National)
	Other
	5,743
	1,839-21,687

	 
	 
	 
	 

	The Australian Financial Review (National)
	SES
	5,692
	3,866-83,77

	The Australian Financial Review (National)
	EL1-2
	4,404
	1,809-,9074

	The Australian Financial Review (National)
	APS1-6*
	4,833
	4,833

	The Australian Financial Review (National)
	Other
	3,114
	2,603-3,625

	 
	 
	 
	 

	The Canberra Times (ACT)
	SES
	1,299
	713-2,390

	The Canberra Times (ACT)
	EL1-2
	874
	436-1,900

	The Canberra Times (ACT)
	APS1-6
	700
	472-1,556

	The Canberra Times (ACT)
	Other
	1,036
	429-4,792

	 
	 
	 
	 

	The Mercury (Hobart, Tas)
	EL1-2^
	1,132
	1,132

	The Mercury (Hobart, Tas)
	Other
	929
	821-1,097

	 
	 
	 
	 

	The West Australian (WA)
	EL1-2
	2,733
	2,078-4,157

	The West Australian (WA)
	APS1-6
	2,606
	1,689-3,183

	The West Australian (WA)
	Other
	2,584
	1,642-4,157

	 
	 
	 
	 

	Print - Other
	 
	 
	 

	Albury Border Mail
	APS1-6*
	369
	369

	 
	 
	 
	 

	Alice Springs Centralian Advocate
	EL1-2*
	448
	448

	Alice Springs Centralian Advocate
	APS1-6
	382
	243-522

	 
	 
	 
	 

	Alice Springs News
	APS1-6*
	273
	273

	 
	 
	 
	 

	Armidale Express Extra
	Other*
	99
	99

	 
	 
	 
	 

	Bendigo Advertiser
	EL1-2
	278
	278

	 
	 
	 
	 

	Blacktown Advocate
	APS1-6*
	577
	577

	 
	 
	 
	 

	Blue Mountains Gazette
	APS1-6*
	343
	343

	 
	 
	 
	 

	BMA Magazine
	APS1-6*
	810
	810

	 
	 
	 
	 

	Broome Advertiser
	EL1-2*
	240
	240

	 
	 
	 
	 

	Bungendore Mirror
	APS1-6^
	306
	306

	 
	 
	 
	 

	Burnie Advocate
	APS1-6^
	417
	417

	 
	 
	 
	 

	Cairns Post
	APS1-6
	617
	463-887

	 
	 
	 
	 

	Canberra Chronicle
	EL1-2^
	1,122
	1,122

	 
	 
	 
	 

	Dubbo Daily Liberal
	APS1-6^
	252
	252

	Dubbo Daily Liberal
	Other*
	407
	407

	 
	 
	 
	 

	Fremantle Cockburn Gazette
	APS1-6*
	627
	627

	 
	 
	 
	 

	Geraldton Guardian
	Other*
	240
	240

	 
	 
	 
	 

	Gold Coast Bulletin
	APS1-6^
	716
	716

	 
	 
	 
	 

	Griffith Area News
	APS1-6^
	200
	200

	 
	 
	 
	 

	Herald Sun (Vic)
	EL1-2
	3,947
	3,383-5.075

	 
	 
	 
	 

	Illawarra Mercury
	Other*
	1,733
	1,733

	 
	 
	 
	 

	Katherine Times
	EL1-2*
	251
	251

	 
	 
	 
	 

	Kimberley Echo
	EL1-2*
	222
	222

	 
	 
	 
	 

	Koori Mail
	EL1-2*
	713
	713

	Koori Mail
	APS1-6*
	600
	600

	Koori Mail
	Other*
	1,500
	1,500

	 
	 
	 
	 

	Latrobe Valley Express
	Other*
	277
	277

	 
	 
	 
	 

	Launceston  Examiner
	Other*
	243
	243

	 
	 
	 
	 

	Lawyers Weekly
	EL1-2*
	3,640
	3,640

	 
	 
	 
	 

	Lismore Northern Star
	Other*
	209
	209

	 
	 
	 
	 

	Mackay Daily Mercury
	APS1-6*
	345
	345

	 
	 
	 
	 

	Mandurah Coastal Times
	APS1-6*
	406
	406

	 
	 
	 
	 

	Manly Daily
	APS1-6*
	522
	522

	 
	 
	 
	 

	Maryborough District Advertiser
	APS1-6*
	198
	198

	 
	 
	 
	 

	Mildura Sunraysia Daily
	APS1-6*
	231
	231

	 
	 
	 
	 

	Mount Barker Courier
	Other*
	335
	335

	 
	 
	 
	 

	Murray Valley Standard
	Other*
	337
	337

	 
	 
	 
	 

	MX (Brisbane)
	SES*
	2,227
	2,227

	MX (Melbourne)
	SES*
	2,466
	2,466

	MX (Sydney)
	SES*
	2,537
	2,537

	 
	 
	 
	 

	National Indigenous Times
	EL1-2^
	591
	591

	National Indigenous Times
	Other*
	641
	493-788

	 
	 
	 
	 

	Newcastle Herald
	APS1-6^
	1,008
	1,008

	 
	 
	 
	 

	North West Magazine
	Other*
	186
	186

	 
	 
	 
	 

	Nowra South Coast Register
	APS1-6^
	249
	249

	 
	 
	 
	 

	Palm Island Voice
	APS1-6*
	121
	121

	 
	 
	 
	 

	Penrith Press
	EL1-2*
	462
	462

	Penrith Press
	APS1-6*
	491
	491

	 
	 
	 
	 

	Port August Transcontinental
	Other*
	363
	363

	 
	 
	 
	 

	Rockhampton Morning Bulletin
	APS1-6
	498
	360-637

	 
	 
	 
	 

	Southern Courier
	APS1-6*
	606
	606

	St George & Sutherland Shire Leader
	APS1-6*
	903
	903

	 
	 
	 
	 

	St Marys/Mt Druitt Standard
	APS1-6*
	534
	534

	Star – St Albans, Deer Park, Caroline Springs
	APS1-6^
	618
	618

	 
	 
	 
	 

	Stirling Times
	Other*
	518
	518

	 
	 
	 
	 

	Straits Times Singapore
	EL1-2^
	3,780
	3,780

	 
	 
	 
	 

	Sunday Telegraph
	SES
	10,744
	10,744

	 
	 
	 
	 

	Tamworth City Times
	Other*
	83
	83

	 
	 
	 
	 

	Tamworth Northern Daily Leader
	Other*
	175
	175

	 
	 
	 
	 

	The Daily Telegraph (NSW)
	EL1-2^
	5,216
	5,216

	 
	 
	 
	 

	Toowoomba Chronicle
	APS1-6^
	403
	394-422

	 
	 
	 
	 

	Torres News
	Other*
	994
	994

	 
	 
	 
	 

	Townsville Bulletin
	APS1-6
	558
	435-769

	 
	 
	 
	 

	Wagga Daily Advertiser
	APS1-6^
	313
	313

	 
	 
	 
	 

	Warrnambool Standard
	APS1-6^
	214
	214

	 
	 
	 
	 

	Weekend Courier
	APS1-6*
	600
	600

	 
	 
	 
	 

	Internet – main employment websites
	 
	 
	 

	Careerone
	EL1-2
	134
	40-660

	Careerone
	APS1-6
	110
	40-220

	Careerone
	Other
	110
	110-330

	 
	 
	 
	

	MyCareer
	SES*
	8,000
	8,000

	MyCareer
	EL1-2
	84
	80-480

	MyCareer
	APS1-6
	80
	80-160

	MyCareer
	Other
	80
	80-222

	 
	 
	 
	 

	SEEK
	SES
	5,086
	215-13,725

	SEEK
	EL1-2
	116
	85-680

	SEEK
	APS-16
	85
	85-170

	SEEK
	Other
	85
	85-12,350

	 
	 
	 
	 

	Internet – other websites
	 
	 
	 

	AASWNAT – Australian Association of Social Workers
	EL1-2*
	220
	220

	 
	 
	 
	 

	AHHA Jobs board – Australian Healthcare & Hospitals Association
	EL1-2^
	110
	110

	 
	 
	 
	 

	Artshub.com.au
	EL1-2^
	225
	225

	 
	 
	 
	 

	Businessspectator.com.au
	SES*
	1,704
	1,283-2,125

	 
	 
	 
	 

	Careerhub.com.au
	APS1-6*
	180
	180

	 
	 
	 
	 

	Cooeeads.com.au
	Other^
	110
	110

	 
	 
	 
	 

	Crikey.com.au
	SES*
	1,140
	1,140

	 
	 
	 
	 

	EFinancialCareers.com.au
	Other*
	2,000
	2,000

	 
	 
	 
	 

	EngineersAustralia.org.au
	EL1-2^
	300
	300

	EngineersAustralia.org.au
	aps1-6^
	300
	300

	 
	 
	 
	 

	Envirojobs.com.au
	EL1-2^
	210
	210

	 
	 
	 
	 

	Facebook
	SES*
	5,000
	5,000

	 
	 
	 
	 

	Google
	SES*
	15,000
	15,000

	 
	 
	 
	 

	Hacjobs.com.au
	APS1-6^
	165
	165

	 
	 
	 
	 

	Horizonemployment.com.au
	APS1-6
	250
	250

	 
	 
	 
	 

	IndigenousJobsAustralia.com.au
	APS1-6
	107
	100-110

	IndigenousJobsAustralia.com.au
	Other*
	2,000
	2,000

	 
	 
	 
	 

	Jobserve
	EL1-2^
	50
	50

	 
	 
	 
	 

	Lawyersweekly.com.au
	EL1-2^
	90
	45-135

	 
	 
	 
	 

	Linkedin.com
	Other^
	222
	222

	 
	 
	 
	 

	New Scientist website
	EL1-2*
	495
	495

	 
	 
	 
	 

	NRMjobs.com.au
	EL1-2^
	150
	150

	 
	 
	 
	 

	Nursingjobs.com.au
	APS1-6^
	99
	99

	 
	 
	 
	 

	OT Australia
	APS1-6
	440
	440

	 
	 
	 
	 

	PSnews.com.au
	Other^
	822
	822

	 
	 
	 
	 

	Psychexchange.com.au
	EL1-2^
	245
	245

	Psychexchange.com.au
	APS1-6
	220
	220

	 
	 
	 
	 

	SMH.com.au
	SES*
	7,000
	6,500-7,500

	 
	 
	 
	 

	ResearchAustralia.org
	EL1-2^
	110
	110

	 
	 
	 
	 

	ResearchJobs.net.au
	EL1-2^
	220
	220

	 
	 
	 
	 

	TheAge.com.au
	SES*
	5,500
	4,500-6,500

	 
	 
	 
	 

	YourgGippslandJobs.com.au
	APS1-6^
	170
	170

	 
	 
	 
	 

	* All composite advertisements
	
	
	

	^ All non-composite advertisements
	
	
	


ATTACHMENT C
APSjobs, average word count for advertisements by APS level and estimated costs

	Level
	No of ads
	Total word count
	Average Word count
	Costing - $

Based on 32 cents per word (GST exclusive)

	APS1-6
	305
	61,688
	202
	65

	EL1-2
	177
	43,033
	243
	78

	SES
	12
	1,956
	163
	52

	Other
	20
	4,128
	206
	63

	Total
	514
	110,805
	216
	69


ATTACHMENT D

APSjobs 
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� Note that this link leads to the revised Guidelines on Non-Campaign Recruitment Advertising. The previous Guidelines that were in place when this survey was conducted have now been removed from the Finance website. 





� Public Service Commissioner’s Direction 1999, Clause 4.2 engagement of ongoing APS employees, in ANAO Audit Report 31, p.90.





� Crispin, Gerry & Mehler, Mark (2007), CareerXroads 7th Annual Source of Hire Study: What 2007 results mean for your 2008 plans. Downloaded14 April 2009, � HYPERLINK "http://www.careerxroads.com" ��http://www.careerxroads.com� 





� Crispin, Gerry & Mehler, Mark (2009),CareerXroads 8th Annual Source of Hire Study: What 2008 results mean for your 2009 plans, p.4, downloaded 12 October 2009, � HYPERLINK "http://www.careerxroads.com" ��http://www.careerxroads.com� 


� Assessment includes processes such as interviews, psychometric testing, or other assessment mechanisms.


� A survey response was considered invalid if : it related to a recruitment advertisement published on an agency website or was a referral; it related to an advertisement published outside of the survey period; it did not provide enough data to inform the evaluation; or there appeared to be respondent error (i.e. the respondent did not answer the question correctly).





� For the purposes of this evaluation, small sized agencies are defined as employing up to 199 employees; medium agencies 200 to 999; and large agencies 1000+.





� A survey response equates to an individual advertisement in the media source identified in the survey response.  The advertisement could be a composite advertisement or a single advertisement.





� Question 4(4) of the survey asked the respondent to indicate if the recruitment process for the particular advertisement identified was finalised by the survey closing date of 21 May 2010.  A respondent could still provide data, particularly data in relation to the number of applications from the source, if the recruitment process had not been finalised.





� All percentages have been rounded.


� The totals in Table 10 for June and July 2009 advertisements do not add up to the total number of sample advertisements as some advertisements were for 1 or more levels (composite advertisements).  There were a number of advertisements in the sample (32 for June and 25 for July) that were noted as being ‘non-APS’ or ‘other’.  There was not enough information from the data provided to conclude what type of positions these were.





� The percentage calculation is based on the number of advertisements for each source and APS classification level as a percentage of the total advertisements for that classification level.  For example, of the 25 SES advertisements in the June sample, 52% of advertisements were placed in the print media, and 6% each on APSjobs and the internet.





� For composite advertisements identified in the March data, the highest classification level has been taken as the main classification level for the purposes of the comparisons made in Table 10.


� State Services Authority (2009), Attracting and retaining staff: a guide for the public sector in rural and regional Victoria, State Government of Victoria.





� This evaluation does not look at where the position advertised is located.





� Satisfaction and motivation study (2009), Seek, Australia, pp.36-37, 45. Downloaded from the internet 25 February 2010 � HYPERLINK "http://www.seek.com.au/investor/docs/esm_aus09.pdf" ��http://www.seek.com.au/investor/docs/esm_aus09.pdf�.  Seek have been conducting this survey since 2003. 





� In answer to the question ‘How do you expect you would find out about your next job?’, in 2007 44% of respondents indicated through newspapers; in 2008 this went down to 42%, and in 2009 responses went down again to 34%.  The use of the internet jobsite as a response went from 86% in 2007, to 87% in 2008, and 88% in 2009.





� Crispin, G and Mehler, M (2010), CareerXroads 9th annual source of hire study: Meltdown in 2009 and what it means for a 2010 recovery, CareerXroads – The Staffing Strategy Connection, February, downloaded 1 March 2010, � HYPERLINK "http://www.careerxroads.com/news/SourcesOfHire10.pdf" ��http://www.careerxroads.com/news/SourcesOfHire10.pdf�








� Destination Talent (2010), Job Board Report 2010: The definitive guide to online destinations for finding talent in Australia, 10 May.





� Australian Public Service Commission (2007), Cracking the code: How to apply for jobs in the Australian Public Service, is available at  � HYPERLINK "http://www.apsc.gov.au/publications07/crackingthecode.htm" ��http://www.apsc.gov.au/publications07/crackingthecode.htm�





� Further information on the Web content Accessibility Guidelines 2.0 is available at � HYPERLINK "http://www.financeminister.gov.au/media/2010/mr_052010_joint.html" ��http://www.financeminister.gov.au/media/2010/mr_052010_joint.html�.





� State Services Authority (2009), Attracting and retaining staff: a guide for the public sector in rural and regional Victoria, State Government of Victoria, p. 1.





� Australian National Audit Office (ANAO) (2008), Management of Recruitment in the Australian Public Service, the Auditor-General, Audit Report No.31 2007-08, performance Audit, Commonwealth of Australia, p.19, � HYPERLINK "http://www.anao.gov.au/director/publications/auditreports/2007-2008.cfm?pageNumber=4" ��http://www.anao.gov.au/director/publications/auditreports/2007-2008.cfm?pageNumber=4�
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